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Proposition:  
In the ever-changing marketplace, the traditional approach towards new product innovation must be refined. Historically, R&D has been working on its own, creating innovative products for the marketplace. Unfortunately, no mechanism exists to transfer the products that R&D develops to the marketplace. Corporations can no longer afford to throw millions of dollars at programs that have little chance of paying off. 
The integration of marketing with R&D will be analyzed with suggestions for an implementation strategy that will make the process of innovation more efficient. Numerous studies have looked at the criteria that must be met in order for a productive integration to take place in both U.S. and Japanese firms. I propose to study the current research and use the findings to develop a plan for XYZ Corporation.
Outline
I. Introduction
A. Why is integration vital to the success of a company’s innovation process?
B. The Proposition
I. Critical Issues for Innovation
A. Type of organizations
1. Prospectors
2. Defenders
3. Analyzers
4. Reactors
A. Environmental Factors
1. Uncertainty in consumer demand
2. Economic stability
3. Technical life cycle
4. Organization structure
5. Workplace climate/Interfunctional climate
I. Determinants of Integration
A. Communication
B. Information exchange
C. Senior management support
I. Barriers to Integration
A. Interfunctional relationships
B. Recognition and rewards
C. Miscommunication
D. Physical location of groups
E. Sense of urgency
I. Integration Plan for Eaton Corporation
II. Conclusion & Recommendations
Student Contribution
The R&D Centers for XYZ Corporation are beginning to look at ways to improve upon their success rate for taking new products to the marketplace. I am proposing to lay out the groundwork for integrating an internal market group within the R&D centers as opposed to integrating R&D with division market groups. This group will only be responsible for new product development programs and will have to be able to work with internal market groups, as well as external marketing organizations. 
Research Strategy
The plan is to look at a number of case studies and compare what has worked and what has not in a number of organizations in the U.S and Japan. I will look into what characteristics the organization must possess in order to successfully integrate R&D with marketing. I will also interview organizations that have been successful with the integration of the two functional groups. Topics to be discussed are communication practices, how the functional groups are organized, interfunctional climate, project centralization vs. decentralization, employee role flexibility, and more.
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