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on the research author provide recommendations on the specifics of using 
crowdsourcing during different stages of new product development process. 
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INTRODUCTION 
Updating product portfolio is one of the major growth drivers for FMSG 

companies. Innovations in existing products and launch of new products will provide 
an opportunity for growth for FMCG market (Sable, 2019). Companies that do not 
pay enough attention to product innovation may lose their competitive positions, 
which is proved by research: 40% of mass-market brands in the top-100 just twenty 
years ago have already lost their positions and replaced by new brands (Moore, 
2014). For instance, leading companies like Kodak or Nokia experienced the 
collapse of their core business due to launch of new products that they did not 
perceive earlier as potential competitors (Perrier, 2014). These companies responded 
slowly to changes in their competitive environment and were not able to quickly 
offer new products to the market in response to changing consumer needs. 

Companies' success is caused not only by understanding the necessity of 
innovations, but also by the quality and speed of their implementation. In addition, 
consumer or their group may influence the success or failure of the newly created 
product, so companies try to establish close relationships with consumers and 
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integrate them into value creation process not only at the commercialization stage, 
but also during the earlier NPD stages. Possibilities of involving consumers into 
value creation process is fully described in the crowdsourcing concept, which has 
recently emerged in theory thanks to J. Howe (2006). 

The emergence of crowdsourcing concept may change the companies' approach 
to the new product development process. There is no doubt that today consumer 
influence NPD process and provides greater market transparency. 

 
MATERIALS AND METHODS 

"Crowdsourcing" as a phenomenon was already investigated in the scientific 
papers of many researchers, in particular J. Howe (2006), D. Brabham (2008), 
Lemeister et al. (2009), where they discussed how companies could benefit from 
crowdsourcing communities. However, there is relatively small research that shows 
how the social crowd can be integrated in NPD process by online mass participation: 
for instance, M. Poetz and M. Schreier (2012), A. Mladenov et al (2014) covered 
this topic. W. Chang and S. Taylor (2016) conducted meta-analysis about 
effectiveness of crowdsourcing and checked different theoretical hypothesis about 
crowdsourcing integration in the NPD. 

The aim of the article is to study practical implementation of crowdsourcing in 
the early stages of new product development, its advantages and disadvantages using 
the example of the biggest global FMSG-companies like Nestle and Unilever. 
Methods of analysis and synthesis, descriptive analysis, comparativeness and 
generalization have been used during the research. 

 
RESULTS 

In today's digital world consumers demonstrate their desire to be integrated into 
the value chain, even create the product itself as developers (O'Hern & Rindfleisch, 
2009). Active consumers want to be involved in the organizational processes, 
especially if they are loyal to brand, and show a desire to share information about 
themselves and their preferences for the product personalization. Thus, they are 
ready to be involved in NPD process at the earliest idea generation stage or during 
the development process itself (Ritzer, & Jurgensson, 2010). 

In addition, there has been an increase in the number of companies submitting 
requests through online platforms to generate ideas for developing new products 
during recent years (Palacios et al, 2016). According to eYeka report, global brands 
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started using crowdsourcing in 2005, while almost 85% of the world's top-brands 
used crowdsourcing at least once in 2014. FMSG companies were among leaders of 
using crowdsourcing and submitted around 43% of requests in 2016, leaving ahead 
other industries, including electronics, automotive, pharmaceuticals and more. The 
most active companies are Procter & Gamble, Unilever, Nestlé, PepsiCo and 
Johnson & Johnson. FMSG leadership in amount of crowdsourcing requests is 
driven by a continuous investment increase in innovations to create competitive 
advantage in a dynamic environment with quickly changed consumer preferences. 

The organization will get significant advantages using the influence of the 
crowd in new product development, among which: 

 Get new ideas that meet market needs; 
 Evaluate new ideas quickly, but qualitatively; 
 Collaborate with a large group of individuals with different socio-economic 

background, knowledge and skills, who can provide unique comments and 
modification proposals that professionals might not even think about; 

 Get feedback about the test sample or final product to improve it; 
 Reduce the risk of new product failure, as consumer`s comments are taken 

into account at each stage of product development prior to commercialization; 
 Reduce costs, as the incentives bonuses for consumers' participation in 

crowdsourcing can be significantly cheaper compared to attracting experts; 
 Get "side effect": ideas and thoughts, unrelated to a direct company's 

request, but which may affect other products or processes in the organization. 
Despite the obvious benefits of using crowdsourcing in NPD process, some 

limitations should be considered. Primarily, potential leakage of confidential 
information may happen, especially during research and development stage, since it 
is extremely difficult to guarantee confidentiality when submitting request to 
consumers through the Internet. 

In addition, research shows that radical innovations may happen too rarely in 
crowdsourcing projects at the development stage (Lemeister et al, 2009) due to lack 
of consumers’ specific knowledge about the company technology, its business 
model, strategy and internal processes. That is why radical innovations may usually 
appear in the company's R&D laboratory. However, another empirical study shows 
that experts' ideas may be much less new to the market compared with consumers' 
ideas, as well as less relevant, worse in meeting consumer needs and easier in 
implementation (Poetz & Schreier, 2012). This happens due to the lack of any 
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constraints in the minds of consumers, making it easier for them to create something 
really new, while experts generate ideas already keeping in mind limitations in 
technology, budget and so on, that is why their ideas may be less new and unusual. 

Table 1 
Comparison of different target groups involvement in new product 

development at Nestle and Unilever  
Criteria Nestle Unilever 

Involvement of organizations 

Nestle created its own "Henri" platform, where post brief for start-ups and other organizations. All participants have to compete and present their ideas or technologies. The winners receive funding US $ 50,000 and support in project realization by the company. 

Unilever also created its own "Foundry ideas" platform, where provides projects overview, which are important for company development, but with no specific brief and details. Interested organizations have to complete form and present their product or technology that can potentially help Unilever meet its goals.  

Involvement of employees 

Special "nGenius" platform was created, where any employee, regardless of position in the company, can share ideas for new product development, as well as participate in discussing and evaluating the ideas of others. 

There is no separate tool for engaging employees in new product development, except employees for whom new product creation is their functional responsibility. 

Involvement of consumers 

The consumer does not have any opportunity to provide their ideas or participate in ideas discussions on the company's own resources. However, the company actively use external crowdsourcing platforms to find new product ideas. 

Consumers can submit their ideas to solve specific company issues on a special platform "Open Innovation submission portal". Only if company has interest in particular idea, consumer will be contacted for further discussion. The company also uses external crowdsourcing platforms to find new product ideas. Source: developed by author 
 
Despite shown limitations of crowdsourcing, eYeka reports confirm that 

companies actively use crowdsourcing, especially in idea generation: its numbers 
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increased from 36% to 68% in total amount of crowdsourcing requests during 2014-
2016. Ideas generation is commonly used in three marketing areas: innovation - ideas 
of new product, service or business model; marketing communication - names, 
slogans, positioning or promotional activities; design - design of packaging or 
promotional materials. It is worth to highlight that the most dynamic growth is shown 
for innovation ideas generation, which reached 59% of all requests for idea 
generation in 2016. This demonstrates especial need for companies to come up with 
innovative product ideas and modify their approach to new product development. 

Leading FMSG companies have been taking crowdsourcing advantages for 
decades. In particular, one of the largest FMSG players Nestle and Unilever, which 
have previously focused on internal R&D, now actively use crowdsourcing to 
accelerate NPD process and reduce time to market for new products. 

Thus, international companies actively use crowdsourcing, attracting external 
parties and consumers to work on their projects. Although the most common type is 
still involvement of organizations and start-ups, which can offer ready product 
solutions or technologies to meet companies' needs, involvement of consumers and 
employees started to practice in new product development process. Consumers are 
actively involved in the idea generation stage through own platforms, like Henri at 
Nestle or Open Innovation submission portal at Unilever, as well as external 
crowdsourcing platforms. Participation through external platforms means single 
interaction with consumer on a competitive basis, with rewards for the winners and 
further ideas implementation. Participation through the company's own resources 
means long-term cooperation with participants during all stages of new product 
development, so consumers becomes co-creators of new products. In this case, 
consumers feel more motivated as they receive not only financial benefits, but also 
high recognition from the company. 

 
CONSLUSIONS 

FMSG companies valued the benefits of crowdsourcing and practically 
confirmed that it is worth to involve consumer to idea generation, because some 
ideas may be missed or lost in case of limited number of employees are involved in 
the idea creation process. Moreover, participants of crowdsourcing projects work in 
a competitive environment that encourages them to submit only the best ideas. Of 
course, consumers may choose a project in which they wish to participate, which 
guarantees their intrinsic motivation to invest their time and other resources in 
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generating interesting ideas. As a result, the organization gets many ideas, including 
really new and fresh solutions, realizing the unique opportunity of creation a truly 
revolutionary new product. 

Last but not least to mention speed of idea generation: while companies use a 
sequential process that allows to generate a limited number of ideas and select among 
them, crowdsourcing provide a massive parallel process of idea generation and 
selection, involving from a few to several hundred participants. In this case, the 
process goes faster, which is especially important to innovate in a highly competitive 
FMSG environment. 
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