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2 Chapter 1 – Introduction

 

1.1. Motivation and main research question 

Digitalization has increasing impact on product-focused industries such as the automotive 

industry (Nambisan, 2017; Svahn, Mathiassen, & Lindgren, 2017). The resulting turbulences 

have forced corporations to respond to emerging technological developments as well as changes 

in their market environments (Bergek, Berggren, Magnusson, & Hobday, 2013). To remain 

competitive in such environments, firms need to explore new technological paths and access 

external knowledge as an extension to internal innovation activities (Criscuolo, Laursen, 

Reichstein, & Salter, 2018; Laursen & Salter, 2006; Leiponen & Helfat, 2010; Rosenkopf & 

Nerkar, 2001). External knowledge adds new variations of problem solutions that are unknown 

to the in-sourcing organization (Fleming & Sorenson, 2001; Katila & Ahuja, 2002; March, 

1991). By combining external knowledge with existing routines, firms generate new knowledge 

(Zollo & Winter, 2002). Thus, continuous creative stimuli from their environment enable firms 

to generate radically new solutions and to build own innovation capabilities (Colombo, von 

Krogh, Rossi�æLamastra, & Stephan, 2017; Kogut & Zander, 1992). 

Collaborations with customers, suppliers, universities, or even competitors are a 

promising way to extend the own knowledge base (Van de Vrande, 2013; West & Bogers, 

2014). Suppliers have large impact on product innovation, but the knowledge corporate firms 

need to access cannot always be found within the existing networks of their organizations 

(Brusoni, Prencipe, & Pavitt, 2001; Schiele, 2006; Un, Cuervo�æCazurra, & Asakawa, 2010). 

Recently, startups as new knowledge providers have received growing attention (Monteiro & 

Birkinshaw, 2017; Weiblen & Chesbrough, 2015; Zaremba, Bode, & Wagner, 2017). By 

engaging in partnerships with startups, firms aim to benefit from startups’ entrepreneurial 

characteristics and knowledge (Audretsch, Segarra, & Teruel, 2014; Criscuolo, Nicolaou, & 

Salter, 2012; Marion, Friar, & Simpson, 2012). 

Startups are newly founded firms younger than six to eight years (Song, Podoynitsyna, 

Van Der Bij, & Halman, 2008) and are mainly defined by their liability of newness 

(Stinchcombe, 1965). According to Singh, Tucker, and House (1986, p. 171), “[t]his liability 

of newness occurs because young organizations have to learn new roles as social actors, 

coordinate new roles for employees and deal with problems of mutual socialization of 

participants, and because of both their inability to compete effectively with established 

organizations and their low levels of legitimacy.” As startups miss assets, they cannot 

experiment with many different ideas, but have to focus on specific ones (van Burg, 

Podoynitsyna, Beck, & Lommelen, 2012). Thus, new product development (NPD) is more 
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