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Collaborative Innovations
Introduction to Report and the Shifts in Innovation
 Innovation is a process of producing new products or improving on existing ones. Innovation is conducted to improve the quality of a product by a company. Innovation aims to increase the number of sales to generate more profit. As a result, most organizations venture into this process. In the early years, innovation of products was influenced by the producers or rather owners of the firm. The intention to innovate was influenced by the producers' sole desire to generate more profit for their organization (Andersen, Kragh & Lettl, 2016). However; this technic was prone to failure since the ideas of producers were more likely to be duplicated by competitors. This meant that the company would still produce fewer sales due to the stiff competition.  
 An assessment of this issue prompted firms to involve the users of the product. This method was referred to as innovation by the user. This was first adopted in sectors such as cloth production where the consumers determined the trend of products. Soon companies began involving their employees who also used the products produced by the organization (Baldwin & Hippel, 2015). The ideas of the consumers contributed to essential changes in the production of commodities. Most organizations were able to improve the quality of their products to fit the needs of direct consumers. As a result, most companies achieved high profits.
 However, this phenomenon did not entirely solve the problems faced by most firms. Competitors were still able to duplicate the ideas of consumers to their advantage (Chapman & Corso, 2015). Some companies also did not increase their scale of production. In addition, firms lacked financial support and technologies to improve the desired quality by consumers. Furthermore, the companies failed to achieve their objective of targeting more consumers through their products. This influenced a new phenomenon of collaborative innovation. This phenomenon was enabled by the advancement in information technology which allowed firms from different countries to communicate through online platforms such as through emails and video conferences. As a result, companies were able to negotiate deals and create partnerships.
 In this innovation, companies partnered with an aim to share resources, technologies, and even brainstorm new ideas to improve new products (Chapman & Corso, 2015). Collaborative innovation brought together technology and professional experts from both firms to manufacture new products. This led to the production of high-quality goods and services. This collaboration also welcomed the ideas of the consumers about the new products. The link between consumer information, technology, and resource mobilization enabled firms to reap high sales for their products. This gave firms the advantage over their competitors. 
In addition, most firms were able to manipulate the new collaborations and acquire new skills for their professional team. The collaborations also enabled firms to use the connections of the other firm to increase its target consumers. This helped the companies to gain popularity across nations. In the long run, firms were able to increase their profits which enabled them to expand their scope of business. Furthermore, firms were able to learn more from their experiences in collaborative innovation. This enabled them to understand and specialize in their objectives (Greer & Lei 2016). It also influenced their future decisions when making collaborations to innovate their products. 
Introduction to Lego
 Lego is a traditional firm that began in the early 1920s. The company targets children as their primary consumers. Before their collaboration with users, Lego Group began by creating brick toys that were used by children to play. The main idea of these brick toys was to encourage creativity among kids. The children would join the bricks to build cars and houses. In addition, the company also set up amusement parks which they referred to as Legoland. Lego Group used these parks to display their products creatively to create a brand for their products. This was their main marketing strategy where they sold their products directly to consumers (B2C). B2C was also enabled through a series of retail stores that were opened up by the firm (Andersen, Kragh & Lettl, 2016). Children would buy these toys directly from the shops. 
 As time progressed, the company adapted to the new technological advances. It started producing plastic toys that were more durable. The company received a large number of sales for their products. Statistics show that the tactics used by the firm have contributed to an increase in sales. In 2008, the company received a 51% increase in the number of sales in the United Kingdom from the previous year. Another publication by Andersen, Kragh & Lettl (2016) revealed that the company earned 2.1 billion U.S dollars in the year 2015. 
Also, the total company sales were contributed by most buyers below the age of twenty-four years. Other than the manufacture of toys, the company has also collaborated with other organizations such as the National Instruments to produce programming software. It has currently partnered with an internet company in China for the production of video games. 
Description and Analysis of Lego's Use of Collaborative Innovation
The drive to increase unit of production has motivated companies to deploy measures that aim at achieving their goal. Most of these companies are taking advantage of the advancements in communication technology that have enabled international collaboration. These collaborations provide an opportunity for organizations to share ideas and technological skills for the production of new goods and services. One of these companies that seem to be benefiting from these collaborations is the Lego Group. As a toy production and distribution company, Lego has shown huge accomplishment from collaboration innovation. It has cooperated with partners ranging from construction companies, research institutions, design companies, and even its consumers and suppliers (Andersen, Kragh & Lettl, 2016)
Collaborative innovation is the process of creating a partnership with another organization to improve the creativity and quality of a product to increase the number of sales. Swink (2015) defines collaborative innovation as a mutual relationship between firms which is driven by a company's need to solve a problem they cannot handle alone. The goal of most firms is to increase the quality and quantity of their products. In an attempt to achieve this, companies collaborate with other firms to gain technological advantages from this relationship. This brings out the concept of collaboration. According to Sharma (2017), collaborations are attempts by firms to join forces to receive mutual benefits.
This collaboration enables firms to save on the cost of production by sharing resources. However, the success of the collaborative initiative is determined by the level of technology. The technology involves the use of skills and techniques to process products (Ketchen, Ireland & Snow, 2015). Collaborating firms should consider the level of technology of firms they intend to partner with. Companies should also choose to partner with companies that have more improved technology than they do. Consideration of technology will influence the innovation of high-quality products and healthy collaborations.
Lego aims at producing new products that attract an array of consumers. As a result, the efforts of the company have drawn design companies who intend to demonstrate their ideas in the form of toys. The huge number of target consumers has also attracted these enthusiasts. They aim at gaining different opinions and critics to advance their design. As a result, these collaborations have led to the development of new toys for the children. The technology used in the production of the new toys has fascinated more kids who have become more attracted to the products. As a result, this has earned the company huge profits. This has enabled the Lego Group to expand its scope by enhancing the type of technology it uses. In the long run, this has motivated more innovations which have led to increased economies of scale (Sharma, 2017). 
Before creating collaborations, firms need to analyse the potential of enthusiasts. This enables the firm to gain the advantage of improving its operations as well as gain a competitive advantage. The joining firms work together by sharing ideas in with a drive to innovate new products. The concept of innovation involves the production of new products. Greer & Lei (2016) define innovation as an endeavour deployed by firms to solve an existing problem by applying creativity from different experts. For example, firms face the challenges of a decline in the number of sales they receive for their products. To solve this, companies join forces to manipulate advantages brought about by the partners.
The concepts of collaboration, innovation, and technology are linked through network theory. Network theory elaborates the collaborations between firms as well as the contribution of each firm the innovation of products. According to Greer & Lei, 2016, network theory asserts that effective partnerships begin with understanding the abilities of each firm. This will help to identify the strengths and weaknesses that characterize each firm to maximize the potential. The goal of each firm should be to maximize the number of sales as well as acquire new insights from the collaborations. 
Lego has partnered with different enthusiasts with an aim to increase their scale of production. Therefore, the company has created collaborations with companies that have the potential to offer more than what the companies own in terms of technology, professional skills, and a huge market. For example, Lego joined forces with Volvo Group. Volvo is a multinational company that deals with the production and distribution of vehicles such as cars and trucks. It also deals production of construction equipment (Greer & Lei, 2016). The technology used by the company and Lego's market encouraged this collaboration. The Volvo Company wanted to test their new design for the production of a loader used in construction. The design would be best demonstrated in a smaller model; hence they approached the toy company. 
The innovation incorporated high qualified professional engineers and computer-aided designers. As a result, they produced a self-control wheel loader toy. These toys attracted a large number of kids who were fascinated by the technology. The children also had their ideas of what they would like to see in the new toys. Some of them said they would like to navigate the direction of where the track was going (Swink, 2015). This gave the professions the concept of linking the loader with a drone. The drone would navigate through the construction site and direct the loader on where to drive through. The successful accomplishment of the new toys inspired future designs of the real vehicle. In the long run, both companies benefited from the collaboration.
From this collaboration, Lego was able to acquire an innovation of toys. This increased high production of toys which increased the number of sales. The interaction with Volvo's qualified engineers and designers also motivated Lego's professional team. They were able to share ideas and learn more skills and abilities from the collaboration. As a result, this contributed to the production of high-quality new toys in the future. Lego Group was also able to learn the new technology of electric powered toys. This motivated the production of new toys in the market. The result of this collaboration also gave Lego an advantage over its competitors. They were able to produce more and high-quality products that the producer's products (Swink, 2015). 
Network theory also affirms that collaborations should be open to involving external sources. This means including consumers who determine the success of a product in the market. The relationship with consumers can be enabled by information technology. Firms should seek to incorporate technology to learn more about the perception of consumers about new products. This will lead to the production of products that are preferred by consumers (Iglesias, 2015). Understanding consumer preferences will enable firms to increase the number of sales. This will enable them to increase their profit margin as well as give them a competitive advantage. In the long run, this will motivate effective collaborative innovations. 
Other than toy production, Lego Group also launched the Lego Mindstorm which deals with programming software. The company collaborated with the National Instruments Corporation. This is an international company that is also concerned with software development and distribution. The collaboration of these two companies was aimed to advance the LabView software to encourage more users in the field of programming. The software was easy enough for young children to develop their programs. As a result, the Lego Mindstorm was able to learn more from its consumers. The designs created by the users inspired the production of new toys prefers by consumers. In addition, the company was also able to re-invent its products by modifying the existing toy designs. The collaboration innovation with the National Instrument also enabled Lego to attract more consumers on an international scale (Andersen, Kragh & Lettl, 2016). The collaboration also equipped the company with advanced technology in software development. 
However, not all these collaboration innovation deals took a smooth turn. Lego Group also endured challenges in the attempt to make new innovation with new collaborations. For example, Lego once partnered with the Star Wars movie to produce toys based on the favoured characters in the movie. This led to a downfall for Lego since the innovation only favored the movie and not Lego's goal (Andersen, Kragh & Lettl, 2016). This resulted in substantial financial loss for the company. Despite this failure, the collaboration offered the Lego Group a lot of lessons concerning its operation. 
The company was able to understand its scope of business and understand its target consumers. Lego paid more focus on the original production of bricks for children. The kids enjoyed using the bricks to construct buildings such as schools and police stations. As a result, Lego was able to expand its abilities and pick up in the business market. It was also able to lean on better collaborations that ware based on the operations of the company. This lesson is what contributed to the successful collaboration innovations explained above.
The decision made by Lego after the failure elaborates the Learning Theory. Ketchen, Ireland & Snow (2015) define learning theory as the ability of a company to develop an understanding from its experiences. It is associated with the concept of data acquisition which deals with identifying the trends in the market and taking advantage of the opportunities. In the late 1990s, Lego Group was still a developing company with an intention to specialize its product. This enabled Lego the effective utilization of the information they gathered from the experience with Star Wars. This also helped them to make significant collaborations in the future. 
Impact of Collaborative Innovation on Lego's Operation
Most companies venture into cooperative innovation with an attempt to take advantage of technological developments of enthusiasts, increase their unit of production, improve the quality of their products, and gain an advantage over their competitors by gaining more consumers (Baldwin &Hippel 2015). This is what defines the nature of collaboration innovation. The scale of collaborative innovation is determined by the ability of the firm to increase productivity. This scale and nature of collaborative innovations have an impact on the operations of firms. 
To begin, Lego deployed collaborative innovation tactics to increase the number of sales after a huge decline in early 2000. This prompted the company to embrace the scale of collaboration innovation. The scale of collaborative innovations provides that organizations should learn from their experience in order to make better decisions which will increase their sales. When Lego's collaboration with the Star Wars movie failed, the company was able to identify the flaws in the partnership (Iglesias, 2015). They learned that the new models they had developed did not seem to please the children who were their target consumers. These models pushed them to a huge loss for the company. 
In order to solve the loss of sales, the company was able to improve on their previous innovations which involved brick toys. The improvement in the previous products earned the company the lost consumers as well as new ones. As a result, the company was able to sell most of their products. This also led to increased profit. According to Iglesias (2015); the company's total sales increased by 51% in from the previous year. This lesson also influenced future collaborations of the companies.
Collaborative innovations are characterized by creativity in product designs (Chapman & Corso, 2015). Creative designs are likely to capture more consumers of the product. Collaborations enable companies to share ideas in order to produce products that reveal creativity. In addition, these products should also challenge consumers to be creative. Therefore, organizations should partner with companies that have highly qualified experts in order to influence the designs of the products. Lego demonstrates this by the collaborations it makes. Partnership with the Volvo (a construction company) resulted in the innovation of a loader toy.  
The loader toy was a demonstration of how future construction tractors would operate. The toy has the capability to control its movements by following the directions of a drone. The fascination of unique designs among children attracted them to this design. As a result, this influenced the kid's creativity, and they were able to contribute ideas to improve the models (Leavy 2015). For example, the children's idea on a tractor with an eye influenced the decision to connect the drone with a camera in to monitor the operation of both toys. This became more playful for the children. In the long run, both companies were able to benefit from the innovations. 
In addition, collaborative innovation also encourages the use of technology. Companies should collaborate with companies that use advanced technology. This will help the company to produce high-quality goods as well as save on the time and cost of production. The loader toy produced through collaboration with Volvo demonstrates the advancement of technology. The quality of the toy was highly rated, and it attracted a high price in the market.
Additionally, the toy also attracted a large scope of consumers. Older children, as well as adults, were attracted to the technology used to make this toy (Leavy 2015). This led to increased profits for the organization since it was able to sell more of the product. 
Collaborative innovation also asserts that partnerships should have the ability to solve problems quickly (Swink, 2015). This can be achieved by encompassing highly qualified professionals in the field. Insights from these experts will contribute to the quality of products produced. The production of the loader toy involved different engineers, computer aided designers, and information technology experts among a few. The result of this collaboration was well demonstrated in the output of the design. The collaboration also encouraged sharing ideas between the two companies which also influenced future designs by Lego. 
Collaborative innovation also encourages the use of previous products of the organization. Organizations should take advantage of the collaboration and brainstorm ideas for improving their previous products (Swink, 2015). This will enable the company to reuse its materials as well as earn from the products that were once out of the market. Lego's collaboration with the National Instruments exhibits this nature. The collaboration incorporated the use of LabView software which was used by children to create simple designs of toys. As a result, most of the users re-designed the old product that was made by the company. This allowed the company to reinvent the products and earn from them. 
A Critical Exploration of the Relevance of Lego's Approach to Collaborative Innovation to Other Firms in One or More Other Markets.
Lego's attempt to venture into collaborative innovative was influenced by the need to increase the number of toys is sold (Sharma, 2017). The company also had the objective to increase the scope of consumers by targeting older groups to consume their products. This motivated the company to explore in different markets. For example, Lego launched the Lego Mindstorm to venture in software development and programming. This led the collaboration with the National Instruments.
 The National Instruments is a multinational company that is based in Texas. The company deals with the development of computer hardware and software. It also distributes its products to different users across the globe. The company has also established a physical presence in most of the countries it explores. Lego collaborated with the company to utilize the National Instrument's LabView software. LabView software is used for programming and design. It is also easy to use and can be manipulated by children. The collaboration of Lego Mindstorm and National Instruments can be described as relevant. Lego was able to learn and gain more from this experience. 
To begin, the Lego company was able to apply collaboration innovation with consumer theory (CIC). The theory stipulates that firms should involve their consumers in collaboration in order to gain more knowledge of the products. LabView software enabled this theory. The children used this software to create new designs that they find attractive. These designs were influenced by current trends that are engineered by the children. Consequently, the company was able to identify consumer preferences and attract more buyers. Additionally, Lego also attracted the older population who also found the software useful for their operations (Iglesias, 2015). 
Second, Lego was able to earn more consumers from experience. National Instruments had access to a high number of consumers in different countries. Lego was able to use this connection to supply new toys to different children who used the software around the world. This increased the popularity of the company's brand which was associated with high-quality products. As a result, the company was able to increase the number of sales which contributed to high profit for the company (Leavy 2015).  
Lego's collaboration with Volvo group was also relevant. Volvo is a multinational company that deals with the production of vehicles such as cars and construction machinery. The company has been in the market for more than one hundred years which means it has a lot of experience in the business. It has also invested in a high level of technology to manufacture its products. Highly trained experts characterize the team of professionals in the company. Therefore, collaboration with this company enabled Lego to experience huge improvements. Lego's choice to cooperate with Volvo s follows the Network Theory. The theory asserts that companies should analyze the capabilities of potential partners before creating collaborations (Sharma, 2017). The theory also stipulates companies should encompass diverse insights into the partnership.
The experience of Lego's collaboration with Volvo revealed positive results. The collaboration inspired the innovation of unique designs of toys. For example, the loader toy was a self-driven and was linked to a drone which navigated its path. This design attracted many users who were lured by the new technology (Ketchen, Ireland & Snow, 2015). This increased the number of sales of the construction toy. This also attracted demand for other products produced by Lego such as bricks that were used in conjunction with the loader. This attracted more sales for the company. The collaboration also elaborated the concept of open collaboration. Open collaboration is defined as the incorporation of new ideas from external sources. In this case, open collaboration involved listening to the ideas provided by the consumers of the products. The company allowed children to provide their views on the new designs. This led to improvements which influenced the quality of the designs.  
[bookmark: _GoBack]Based on the example set by Lego, other innovative companies should also embrace co-creation in order to explore their potential. This strategy is especially relevant for small market enterprises that seek to specialize on their products. Co-creation provides an opportunity for these companies to share resources and ideas with the aim of improving the quality of products manufactured .Additionally, companies should also manipulate the developments in information technology and deploy crowd sourcing techniques. Crowd sourcing enables companies to receive ideas about their products for the consumers through an online platform. As a result, companies will be able to make improvements on their products and achieve customer satisfaction. Consequently, the success from these companies will stimulate globalization by increasing international links with companies in different countries. 
Conclusion.
From this report, it can be identified that the new innovation shift to collaborative innovation has enabled firms to increase their economies of scales. Firms are able to reap high profits by sharing resources and the cost of production (Greer & Lei, 2016). This collaboration has also enabled firms to share ideas and technologies. Lego Group is one of the companies that have demonstrated the effectiveness of collaborative innovation. The company's strategy of choosing collaboration strategies has been elaborated through network theory. The company reflects on a firm's operations, professional expertise, and level of technology. Lego also considers its objectives before making the decision on collaboration.
The tactics used by Lego Group have made its experience in collaborative innovation to stimulate the growth of the company. The company has been able to expand its scope and venture into other markets. Other than toy production, the company has also invested in software development and distribution. Collaborating with consumers has also created an impact on the quality of the toys it produces (Sharma, 2017). This is because consumers have more experience with the effectiveness of the products they use. In the long run, this has contributed to an increased number of sales and increased profits for the organization. As evident, the example set by Lego should influence the decisions of other firms intending to increase the quality of their products. Firms should encompass a network of technologies, consumers' perception, and diverse professionals when deciding on collaborative innovations.  They should also learn from their experience in the collaborations they make. This will enable them to avoid repeating the mistakes they made in previous attempts.
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