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Case: P&G CarpetFlick


What was IDEO’s contribution in the development of the CarpetFlick? What was unusual about it, and in what unusual ways did P&G gain from this contribution?

Procter & Gamble had to face a unique challenge and an opportunity at the same time – their floor sweeper could not clean a carpeted floor. Considering that about three-quarters of the floors in the US households are carpeted, P&G had to figure out the way of improving the existing product based on the need-technology concept. What is quite unusual about this case is that instead of trying to develop the technology within the company, P&G decided to outsource and cooperate with IDEO, design consulting firm. Luckily, the two companies had a long-standing relationship and had worked on several projects in the past. Because of the good experience, IDEO specialists got a new assignment: developing even more potent floor sweeper. Thus, IDEO’s contribution in the development of the CarpetFlick was designing a new product concept that could be used on the carpeted floors as well. This new concept would open a whole new market for P&G.

How else might P&G have generated a concept or concepts that would address this market opportunity? 

As the textbook says, “Firms like P&G that are known for their innovative product programs are also known for being staffed with highly creative people—those that get original ideas with a high degree of usefulness” (Crawford & Benedetto 98). Having an access to such a great source of knowledge would be then ideal for implementing an open innovation model. When searching for new ideas, open innovation can bring additional insights. What this could possibly mean for the company is then saving money on the outsourcing expenses, having an access to the pool of ideas, and speeding up the new product process. Because of those benefits, P&G could encourage creative thinking within the own company by providing the employees with enough free time or special rewards. Additional training for everyone involved in the concept development could be helpful as well. 

Suppose you are called in as a creativity consultant to assist in further development of this product. How could new product concepts that would further satisfy P&G’s wishes be generated?

To further satisfy P&G’s wishes, the new product concepts could be generated by sources such as user toolkits, crowdsourcing, or leader user analysis. The user toolkits would be especially useful as it would be the real customers and users of the product who participate in the development process. It can not only provide an honest critique and unbiased opinions on the firm’s product line but also provide a visual image of what the customers want. According to the textbook, “A toolkit is a user-friendly set of design tools that customers can use, together with their understanding of their own needs, to customize a product that would be best suited to them” (Crawford & Benedetto, 111). What is more, product researchers found that customers are willing to pay more for user-designed products than for comparable off-the-shelf ones, because they are more suited to the customer’s unique preferences. Listening to the customers thus stays the best strategy any company can do. 
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