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Abstract: Entrepreneurs have long been convinced about the power and possibilities of the Internet.
Nowadays, the Internet is an integral tool for the functioning of a company, not only as an alternative
distribution channel, but also as a channel of information and communication flow, a means of
interaction with the environment. The increasing use of the Internet, and especially of social media,
made it possible to escalate the activity of various social groups in various areas of the company’s
activity, including innovation, leading to the development of crowdsourcing. Crowdsourcing has
redefined the existing production rules and ways of using labor resources. Its potential lies in
openness, partnership, resource sharing and global action. There are already many studies on
crowdsourcing and innovation, but little attention is paid to the relationship between crowdsourcing
and the determinants of innovation activity. Thus, the aim of this research is examining whether
the use of crowdsourcing while cooperating with product users in accordance with the concept of
user-driven innovation (UDI) has an impact on selected aspects of innovative activity. An original
questionnaire was used for the study. Fifty-seven R&D departments in Poland participated in the
research. For the purpose of the analysis, the Kendall and V-Cramer tau correlation coefficient was
used. These methods are complemented by the Ward agglomeration method. The research results
show a cooperation with consumer results in the development of innovative activities in the studied
R&D departments of enterprises in Poland. Using crowdsourcing results in the introduction of more
product innovations, the introduction of new or significantly improved technological processes, as
well as the implementation of a greater number of research and development projects.

Keywords: crowdsourcing; innovation; user-driven innovation; management; social media

1. Introduction

The term crowdsourcing was used by Jeff Howe to describe the use of various peo-
ple’s knowledge and experience [1]. He explained that crowdsourcing is, in a way, the
outsourcing of any broadly defined activity of a company to an unspecified, broad group of
Internet users in the form of an open invitation. It consists in asking a wide range of people
for a solution, suggestion, or opinion regarding a product or initiative. Notably, the people
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to whom the inquiry is addressed do not have to be (and most often are not) employees
of a specific company or experts in a specific field. The definition introduced by Howe
suggests that crowdsourcing was born as an alternative to outsourcing. Undoubtedly, the
development of crowdsourcing has become possible thanks to the development of social
media. Internet users are happy to share their ideas, support, suggest, and even allow their
ideas or photos to be published. It is the suggestions and solutions proposed by Internet
users, the participants of various forums, and social media that often enable the implemen-
tation of specific goals set by the organizer/author of a question or problem (an enterprise,
an organization, a government, a community). Thanks to the Internet, crowdsourcing
enables the access to a virtually unlimited number of people and the creativity and the
fresh perspective of potential advisors.

The aim of our research was to determine the relationship between crowdsourcing and
selected elements of innovative activity in R&D departments of enterprises. The survey was
conducted in a group of 57 companies in Poland. The necessary condition for participation
in the study was a declaration of the availability of R&D facilities (department, unit) and
cooperation with users as part of user-driven innovation activity in R&D departments. It
should be emphasized that these are pioneering studies, both in Poland and internationally,
which focused on the analysis of the cooperation with users from various sectors of the
economy and, more importantly, on the analysis of the connections between crowdsourcing
and the R&D departments of enterprises. This pioneering nature of the research has
become the fundamental rationale behind the selection of this problem. It was noticed
that crowdsourcing as a tool for innovation and R&D activities is still little researched and
that the conclusions from empirical research are used to enrich and develop theories in
this area.

To achieve the aim of the research, a literature review was first performed. Two
research questions were formulated: (1) how is the relationship between crowdsourcing
and the innovation process described in the literature? (2) What is the impact of crowd-
sourcing on the specific attributes of the innovation activity of enterprises, specifically R&D
departments, and what are the leading directions of research in this area? The literature
review allowed for the conceptualization of empirical research. The aim of the research
is examining whether the use of crowdsourcing while cooperating with product users in
accordance with the concept of user-driven innovation (UDI) has an impact on selected
aspects of innovative activity. It was based on the assumption that crowdsourcing used
in cooperation with product users in accordance with the concept of user-driven inno-
vation affects the results obtained in innovation activities in research and development
departments (units/sections) of enterprises in Poland. The main hypothesis is that the
usage of crowdsourcing within the user-driven innovation concept affects the number of
product and process innovations implemented by the studied companies. For the purpose
of the analysis, the Kendall and V-Cramer tau correlation coefficient was used. These
methods are complemented by the Ward agglomeration method. The results of the research
allowed us to formulate conclusions of a theoretical and practical nature. This research
logic determined the structure of the article.

2. Literature Review

One of the most important methods of implementing innovations aimed at creating
new ideas and solutions based on the knowledge and needs of consumers is the approach
called User-Driven Innovation (UDI). The UDI concept is based on a better understanding
and recognition of the explicit and implicit needs and preferences of consumers. This
is done by creating effective mechanisms for obtaining and using information from con-
sumers, and very often by using their ideas and ready-made solutions. The development
of the UDI concept is a consequence of evolution models and systems for understanding
innovation [2–5].

When using the concept of user-driven innovation in enterprises, the basis for gaining
knowledge is its exchange, and the main goal of taking action is to accelerate the innovative
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process. This concept is gaining importance with the development of Web 2.0 technology.
The tasks carried out under the UDI concept can be supported by social networks, which
are currently treated as a new business model, allowing entrepreneurs from various sectors
to connect with the scientific community (scientists, researchers, inventors) and the cre-
ative consumer community. Created platforms, such as NineSigma.com, Innocentive.com,
innopena.pl, or Innowacyjnamedycyna.pl (all accessed on 12 May 2021), are often the result
of projects financed by the European Union. In this business model, the platforms include
bidders (enterprises and institutions looking for solutions to problems), prosumers (users
proposing solutions), and platform administrators (supporting prosumers’ contact with
bidders). The users are individuals and enterprises, supporting independent consultants
and research centers [6]. Virtual communities, on the other hand, are groups of people who
communicate via the Internet. Many different platforms are used for this purpose (blogs,
videoblogs, microblogs, social media), which allows the creation of a prosumer community
as an environment for knowledge transfer [7]. An important tool is crowdsourcing, as
one of the main ways to create user innovation in the modern world. Thanks to it, the
organization delegates its tasks to an open, specialized, large group of people, treating
it as a tool for engaging users in the innovation process. The company does not employ
specialists, but through internet platforms it communicates with a wide group of recipients.
In this way, it gains many different solutions and specific ideas. The best projects are put
into practice [8]. An example of such a platform in Poland is Sprinet.pl, where specific
tasks to be solved are sent to an unidentified group of people (invitation open using Web
2.0 tools) [9].

The theoretical basis of the term crowdsourcing, although becoming more and more
rich, is still unstable and disordered. There are many definitions that emphasize various
aspects of crowdsourcing, showing research pluralism in this field. However, it is difficult
to find a leading universally accepted definition. Nevertheless, thanks to new practical
experiences, the perception of crowdsourcing is constantly evolving, even though this
evolution appears unstructured. It should be noted that Howe’s aforementioned defini-
tion is the one most often referred to. However, it has some limitations. An interesting,
extensive review of the definition of crowdsourcing was carried out by Estellés-Arolas and
González-Ladrón-de-Guevara [10]. On the basis of 40 definitions, they found that there are
three elements differentiating the understanding of the concept of crowdsourcing—crowd,
initiator, and process. They noticed that there were two characteristics of the crowd: the
number of people and their typology. With regard to the person who initiates crowdsourc-
ing processes (crowdsourcer), the company is most often identified, directly or indirectly.
Regarding the type of process at which crowdsourcing is addressed, Estellés-Arolas and
González-Ladrón-de-Guevara conclude that it is most often perceived as outsourcing, prob-
lem solving, online distributed process, work organization, online distributed production
model, an open innovation process, or a business or strategic model. The analysis of these
elements allowed for the generation of the following definition [10]: “crowdsourcing is
a type of participative online activity in which an individual, an institution, a non-profit
organization, or a company proposes to a group of individuals of varying knowledge,
heterogeneity, and number, via a flexible open call, the voluntary undertaking of a task,
bringing their work, money, knowledge and/or experience, which always entails a mutual
benefit”. We believe that this definition represents the essence of crowdsourcing, emphasiz-
ing the integral elements of crowdsourcing indicated above. Thus, it bears the hallmarks of
universalism. That is why we adopted it as the basic definition for our research.

Crowdsourcing is described as a tool/source of innovation used in innovation pro-
jects [11,12]. It provides a chance for Internet users to give an opinion on a product at an
early stage of its development, which enables the quick detection of errors and possible
discrepancies between the expectations of potential customers and the product that a
company has designed. There are different ways to reach customers and use crowdsourcing.
One of the most frequently used solutions is the competition formula. It consists in
announcing a competition among customers, students, and even employees regarding
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specific solutions (product improvement, a new offer, brand refreshment or logo, etc.). The
best ideas, that the company decides to use, are most often awarded a prize (the prize may
or may not have an economic dimension). The use of crowdsourcing may also be possible
through orders directed to the labor market, the contact with communities of creators of
complementary offers (complementators), and the cooperation with creative communities
(collaborative communities) [13].

In crowdsourcing, preparation is also vital. Brabham [14] listed four main elements
that are crucial for the proper functioning of crowdsourcing: organization, community,
environment (social media or platforms that enable the interaction between society and
business), and mutual benefits for the community and the enterprise. If any of these
elements is missing, the term crowdsourcing loses its full meaning. These mutual benefits
and the interaction between the actors involved in crowdsourcing are crucial for the success
of the entire process. Support or feedback must be provided voluntarily by those who
actually want to participate in such activities. Thanks to the cooperation based on the
crowdsourcing formula, participants should be able to satisfy their needs—these may be
the needs of recognition or improvement of skills, but in some cases they may have a
financial dimension (e.g., cash prizes in organized competitions).

There is a lot of information and research in the literature showing that crowdsourcing
contributes to innovation growth in organizations [15]. In addition, it gives a chance to
get to know the opinion about the product practically before its creation or at an early
stage of development, which in turn allows for the detection of errors very early and
the introduction of corrections in manufactured products, so that the result is consistent
with customers’ expectations. Thanks to the cooperation and interaction with customers,
enterprises have a chance to increase their innovativeness [16,17].

Crowdsourcing is used increasingly often by enterprises, local government units,
and local government organizations worldwide. These entities noticed the potential of
crowdsourcing, which translates into their innovativeness. However, it is important
that crowdsourcing be a well-planned and thoughtful process. Therefore, it is legitimate
to examine whether and to what extent crowdsourcing is used in enterprises in their
innovative activities, especially in research and development.

Crowdsourcing is successfully used in many industries, practically in every area
of activity: in various complex problems of enterprises [18,19], in logistics [20,21], in
services [22], and particularly in tourism [23,24], but also in meteorological systems [25]
or in the wine industry [26]. Crowdsourcing is also increasingly used in innovations in
the pharmaceutical industry. Thompson and Bentzien [27] presented the current state of
innovation in pharmaceutical companies and crowdsourcing in drug discovery. It is an
ideal solution, treated as a new approach to a radically changing consumer profile.

Enterprises are interested in researching social media because they see it as an op-
portunity to improve the path from innovation to commercialization. The development
of social media forced a change in the communication with customers. Enterprises have
become more open to suggestions from customers, who, in turn, are willing to engage in
the development processes of their favorite products [28].

Crowdsourcing based on electronic platform operation principles may constitute a
virtual space for developing creativity, ingenuity, and enterprise innovation [29]. After
2020, even more than before due to the prevailing pandemic, entrepreneurs realized
that remote cooperation is possible and effective. Such observations may contribute to
another increase in the importance of crowdsourcing in the development of enterprises.
Moreover, if companies want to remain competitive, they must try to use their customers’
knowledge. It is crowdsourcing that gives the opportunity to actively participate in
innovation processes [30].

Crowdsourcing can also be treated as a way by which external information has a
chance to reach the company’s decision-making systems and, in particular, the systems
related to innovation [31]. Online social networks, which share ideas, drive innovation
in enterprises. This phenomenon has become the subject of much scientific research, e.g.,
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examining the importance of social networks in promoting organizations’ development and
indicating that crowdsourcing contributes to innovation development [32]. It can become
an excellent opportunity for enterprises to support and undertake innovative solutions in
the field of R&D. The interaction between the social environment and entrepreneurs can
bring many positive effects not only for the company but also for society. These benefits
result primarily from the use of the so-called collective intelligence [33].

Although knowledge about crowdsourcing is gradually increasing, a complete under-
standing of the problem solving process of outsourced innovative initiatives is still lacking.
Important discoveries in this area were brought by the research of Natalicchio et al. [34],
which found that there are interactions between the characteristics of innovation problems,
solution developers (problem solvers) and crowdsourcing platforms, and problem solving
outcomes. Ghezzi et al. [35] highlight other issues as well. First, they believe that one of
the main problems in crowdsourcing is to define the structure of innovation problems to be
reported to the group of solvers. Second, they argue that innovation problems often need
to be overhauled, especially when they are particularly complex, for example by breaking
them down into modular, stand-alone problems, which facilitates the crowd. Third, seekers
must ensure that the problem of innovation is clearly understood by providing solvers
with sufficient information while avoiding the limitations of their creativity. In conclusion,
Ghezzi et al. indicate that the structure of an innovative problem determines its solvability,
its comprehensibility, and the participation of solvers in the crowdsourcing session.

Jespersen [36] examined how design decisions relate to the outcome of an innovation
system. She showed that the optimal crowdsourcing project that addresses the innovation
system depends on the target innovation environment. Scientists indicate that R&D
opportunities from inside the enterprise are significant for innovation results; however,
combining them with external resources has long been considered beneficial for enterprises’
innovative development [37]. The innovativeness of enterprises and their involvement
in R&D is also connected with the development and innovation of cities, which can be
treated as an innovation and entrepreneurship driving force, which translates into the
improvement of citizens’ quality of life as well as local economic growth [38].

The proper formulation of the crowdsourced problem is one thing. Another important
issue regards the kind of situation in which it is worth reaching out to the crowd, i.e., for
which problems. Crowdsourcing may be more or less effective depending on the specific
area of application of the problem [35]. For example, Poetz and Schreier [39] found that
crowd-driven solutions are valuable in the earlier idea generation phase.

An essential factor that should be taken into account is the motivation of potential task
participants. They may choose to participate in certain activities for a variety of reasons.
The motivating factors can be divided into internal (fun, challenge) and external (publicity,
financial motive). Research on the classification and significance of these factors was con-
ducted by Zheng et al. [40] and Oguz [41]. It was indicated that different motivation types
were related to the accuracy of the generated solutions in different ways. Researchers also
examined the factors that determine the success of specific crowdfunding platforms [42].

Zhao [43] suggests looking at crowdsourcing platforms from a 4P perspective: phe-
nomenon, platform, profits, and prospects. The first P—Phenomenon—is referred to as user
empowerment and collective intelligence (shared intelligence). The second P—Platform—is
interpreted in terms of the following elements: competitive climate, gamification, co-
creation experience, user roles. In terms of the third P, Zhao [43] proposes the investigation
of crowdsourcing platforms in terms of the effect, seen as creative performance, brand
loyalty, and knowledge creation. In the end, the prospects present a potential evolution
of the idea crowdsourcing platforms with two perspectives: mobile crowdsourcing and
crowdsourcing commerce.

In recent years, due to the increased role of customers in the process of adapting
products to their requirements and expectations, it has become particularly important
to define the scope of relationships between enterprises and product users and their
nature. The literature on the subject shows that so far no comprehensive research has been
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conducted to define the conditions for the use of crowdsourcing in R&D departments of
enterprises and their innovation activity. Thus, the present analysis is new and provides
novel insights into the current state of research. The analysis of the literature shows that
research on the use of crowdsourcing in innovative activities of enterprises is justified
because there are research gaps. Our research tries to fill these gaps.

3. Methodology
3.1. Description of the Research Sample—Basic Information

The analysis of answers to the main questions concerning the characteristics of the
phenomenon of using crowdsourcing in R&D activities in the surveyed enterprises pro-
vided many interesting results, which are presented in this article. It should be emphasized
that this is the first research conducted both in Poland and abroad that focused on the use
of the UDI concept in various sectors of the economy, and, more importantly, related to the
connection of the use of the user-driven innovation concept in the R&D departments of
enterprises. The research was quantitative and qualitative. In the case of the main part of
the characteristics of the use of crowdsourcing, it was possible to verify the results of the
research enriched with an in-depth statistical analysis. However, this was not possible to
the same extent in all cases. Explanatory analyses (concerning the influence of variables)
and exploratory analyses (characterizing a given phenomenon) were carried out.

An original questionnaire was used for the study. Companies that use UDI were
selected, taking into account the age of the enterprise and the Polish Classification of
Activities codes. A full survey was planned for a sample of 137 companies in Poland,
conducted using the technique of telephone interviews, and 57 companies agreed to
participate. Thus, the response rate was 41.6% of the general population units. Due
to the selection of the sample, it was therefore a comprehensive study—the request to
participate in the study was addressed to all identified enterprises using UDI in their
R&D departments.

The results of the study conducted with the participation of 41.6% units of a given
population reflect the structure of the general population, as the properties of this part of
the population are similar or the same as those of the general population.

In addition to the case study method, many statistical methods were used in this work,
which made it possible to perform analyses after the survey and to verify the research
hypotheses. The selection of statistical methods was limited by the type of variables
and properties of the studied sample. The survey was carried out using a structured
interview method—by phone, according to a previously prepared scenario, based on the
proprietary questionnaire. The answers were coded in accordance with the adopted rules
in the form of a questionnaire. After coding the questions and entering the questionnaires
into the database, a data analysis was performed using Excel and Statistica 13.0. The
variables (except for the year of establishment of the enterprise) were of an ordinal or
nominal character. In the course of the analysis, it turned out that the distributions of
ordinal variables did not meet the normality criterion. The nature of the variables and their
distributions implied limitations in the application of parametric methods.

Most of the analyses are based on descriptive statistics. Considering that the study
covered over 40% of the general population and the innovative nature of the work, and thus
the inability to refer to the results obtained by other researchers, a detailed description and
the characteristics of the population of enterprises in Poland implementing UDI systems,
according to quantitative and qualitative criteria, can be seen in the form of an extended
case study.

3.2. Methods

In order to generalize from a random sample and avoid sampling errors or biases, a
random sample needs to have an adequate size [44]. It is possible to use several formulas
to determine such a sample, but for the purposes of the study, the following formula
was selected:
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n =
p(100− p)z2

e2 (1)

where:
n—the required sample size,
p—the percentage of occurrence of a state or condition,
e—the maximum percentage error required,
z—the value corresponding to the level of confidence required.

Adjusting the size of the research sample to the population’s size opens the possibility
of generalizing the results obtained from the sample to all entities.

The first stage of the analysis is to determine the value of the correlation coefficients
in the sample. Tau Kendall’s correlation coefficients are used to assess the strength of the
relationship between the variables measured on an ordinal scale or whose values were
ranked. This ratio is computed based on the differences in the probabilities of event A (two
variables are in the same order within the observed data) and event B (the order of the
variables differs). Two variants are calculated: tau-b and tau-c. They differ in how they treat
tied ranks, i.e., how they rank the same values [45].

Kendall’s coefficient of correlation can also be interpreted as a standard coefficient of
correlation computed between two sets of n (n− 1) binary values, where each set represents
all the possible pairs obtained from N objects and assigning a value of 1 when a pair is
present in the order, and 0 if not [46].

Two formulas for the Kendall tau correlation coefficient can be found in the literature:

1. for data that have been ranked:

τb =
P−Q√

(P + Q + TX)(P + Q + TY)
(2)

τb ∈ 〈−1, 1〉 (3)

2. for tables with any number of rows and columns:

τc =
2m(P−Q)

n2(m− 1)
(4)

where:

P—the number of concordant pairs whose ranks drift in the same direction,
Q—the number of pairs whose ranks drift in opposite directions.

It should be noted that the coefficients τb (tau-b) and τc (tau-c) do not differ much in
value if the data matrix’s marginal values are approximately equal to the count [45].

After determining the correlation coefficients, it is necessary to test their statistical
significance. For n ≥ 10, one can test the null hypothesis by converting τ to the value of
Z as:

Zτ =
τ

στ
=

τ√
2(2n+5)
9n(n−1)

(5)

The Z value is normally distributed with a mean of 0 and a standard deviation of
1 [43].

In the test, the hypothesis H0 : ρ = 0 is rejected in the following cases [42]:

z ≥ zα/2 (two-sided test),
z ≥ zα (right-sided test),
z ≤ −zα (left-sided test).

where ρ—correlation coefficient in the general population.
In addition to the Kendall tau correlation coefficient, the analysis also used the V-

Cramer correlation coefficient. The V-Cramer correlation coefficient is a measure that is
based on the dependency statistics χ2. It is determined from the following formula [47]:
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V =

√
χ2

N
min (r− 1, c− 1)

(6)

where:

N—total number of observations classified in the contingency table,
r—number of rows in the contingency table,
c—the number of columns in the contingency table.

The V-Cramer correlation coefficient takes values from the range 〈0,1〉, where V = 0
means independence, and V = 1 is the perfect relationship between the variables.

The J. Guilford’s classification was used to interpret the obtained results, according to
which [14,26,48]:

|r| = 0—lack of correlation
0.0 < |r| ≤ 0.1—dim correlation
0.1 < |r| ≤ 0.3—weak correlation
0.3 < |r| ≤ 0.5—average correlation
0.5 < |r| ≤ 0.7—high correlation
0.7 < |r| ≤ 0.9—very high correlation
0.9 < |r| < 1.0—almost full correlation
|r| = 1—full correlation.

The confidence interval can be defined as follows: let the feature x have a distribution
in the population with an unknown parameter θ. A random sample of x1, x2, . . . , xn
should be selected from the population. A confidence interval (θ1, θ2) with a confidence
level of 1 − α is the interval that meets the condition:

P(θ1 < θ < θ2) = 1− α (7)

where θ1, θ2—functions determined based on a random sample.
The determined correlation coefficients were used to build the confidence intervals for

the correlation coefficient, indicating the range in which the value of the correlation coeffi-
cient for the entire population falls within a certain probability. This range is determined
according to the following formula (for a large sample):

P
(
−zα <

r− ρ

1− r2

√
n < zα

)
= 1− α (8)

and after transforming, we get the formula:

P
(

r− zα
1− r2
√

n
< ρ < r + zα

1− r2
√

n

)
= 1− α (9)

where:

ρ—correlation coefficient in the general population
zα—the value from normal distribution tables so that the equality holds:

P(−zα < Z < zα) = 1− α

The ends of the ranges were determined with the confidence coefficient of 1− α = 0.95.
The next element of the research is determining the confidence intervals for the

structure indicators, which allows for the analysis of the share of individual traits in the
entire population based on data from the sample [49,50]. The confidence interval for the
structure index is determined based on a large sample (obtained in a randomized sampling)
of a specific variant of the analyzed research feature from the entire statistical population
based on the formula:
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P

m
n
− uα

√
m
n
(
1− m

n
)

n
< p <

m
n
+ uα

√
m
n
(
1− m

n
)

n

 = 1− α (10)

where:

m—number of elements highlighted in the sample,
n—sample size.

The value of uα statistics from the table of the cumulative distribution function for a
standard normal random variable for 1− α

2 .
In the last stage of the study, the confidence interval for the mean was used to assess

the qualitative variables. In this case, with a representative sample, the generalization of
the research results to the entire population is possible. The confidence interval for the
mean is determined according to the formula:

P
(

x− uαs√
n
< m < x +

uαs√
n

)
= 1− α (11)

where:

x—arithmetic mean calculated on the n-element sample population,
s—sample estimation of standard deviation,
uα—the value of a random variable U with a standardized normal distribution.

All tests and the determination of the confidence intervals were performed with the
confidence coefficient of 1− α = 0.95.

The methods described above have been supplemented with cluster analysis—Ward’s
agglomeration method. Ward’s method has been thoroughly described in many publica-
tions [51–54].

Ward’s method can be presented in a few steps [54]:

1. Normalization, which is normally used due to possible scale differences between
questions (j):

mk,j =
xk, j − xmn, j

s
(12)

where:

xkj—answer value (x) to questions (j) about users (k),
xmj—mean of the answer (mn) to question (j),
sj—standard deviation (s) for question (j),
mkj—normalized response value (m).

2. Determine the distance (d) between two users or clusters (k and l)—calculated from
the square Euclidean distance using normalized values for the total number of ques-
tions (q):

d(k, l) =
q

∑
j=1

(
mkj −ml j

)2
(13)

3. Users or clusters with minimal distance to each other will be unified into a new
cluster (k + l). If the new cluster exists, its distances have to be redefined toward all
other users or clusters (a). Different clustering methods use different algorithms for
the calculation of new distances. Ward’s method calculates the optimal minimum
distance taking into account the number of users in the clusters.

d(a, k + l) =
(Na + Nk) ∗ d(a, k) + (Na + Nl) ∗ d(a, l)− Na ∗ d(k, l)

Na + Nk + Nl
(14)

where:

Na—number of users (a) in the cluster,
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Nk—number of users (k) in the cluster,
Nl—number of users (l) in the cluster.

3.3. Results

The necessary condition, which had to be met by the companies participating in the
study, was a declaration on the availability of R&D facilities and on the cooperation with
users during research and development. The full study covered 137 entities, but only
57 enterprises participated therein. Assuming that the indicated features are present in
approximately 80% of the population (fraction size p), the required number of entities for
the study is 56 enterprises. This allows us to conclude that the obtained sample (with the
confidence coefficient of 1 − α = 0.95) is representative, and the obtained results can be
generalized to all enterprises in this group.

Before starting the analyses, it is necessary to check whether the studied variables
are dependent. As the obtained responses were measured on a nominal scale, the Pearson
χ2 test of independence was used to assess their dependence. Seventy-seven variables
characterizing the analyzed phenomenon were taken into account. Table 1 shows the
values of the statistics χ2 and the values of the probability of rejecting the null hypothesis
about the independence of the analyzed variables. Table 1 lists only those variables that
meet the assumed conditions, so they can be used for further analysis (along with the
probability) between the studied variables.

Table 1. The value of the statistics χ2.

Pairs of Questions Statistic χ2 and
Probabilities

a109—crowdsourcing
usage—communicating

with a large number of users
of the company’s

product/service in order to
obtain knowledge and

opinions about the
product/service
(user feedback)

a10—did the company launch a new/improved product to the market 13.0288 [0.0014]

a11—the number of product innovations introduced 113.1426 [0.0000]

a17—did the company introduce a new or significantly improved
technological process to the market 13.0288 [0.0014]

a34—the number of people employed in the area of R&D 17.5919 [0.0245]

a35—the number of employees with a doctoral degree 28.9250 [0.0074]

a36—the number of employees with the habilitated doctor degree 15.9026 [0.0102]

a38—the purpose of research and development is to shorten the response
time to customer needs 14.7227 [0.0094]

a50—the purpose of research and development is to meet the regulations
and standards 13.0734 [0.0215]

a55—the percentage of revenues allocated to R&D in the last three years 16.8948 [0.0312]

a57—R&D support tools used: tax credits 13.3853 [0.0018]

a58—R&D support tools used: grants 12.8851 [0.0236]

a69—more effective management of intellectual property rights as a
result of R&D 12.5792 [0.0027]

a73—the possibility of joint implementation of R&D projects with larger
companies 9.2037 [0.0100]

a77—the number of completed R&D projects 31.0985 [0.0000]

a87—cooperation with units of the Polish Academy of Sciences 6.5156 [0.0384]

Source: own elaboration.

The study’s subject is to determine the level of dependence between crowdsourcing in
the surveyed companies and the elements characterizing the innovation and R&D activities.
For the purposes of the analysis, the Kendall tau and V-Cramer correlation coefficients were
determined. Only those that are statistically significant were selected for further research.
The calculation results are shown in Table 2.
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Table 2. The value of the Kendall and V-Cramer tau correlation coefficients.

Pairs of Questions tau Kendalla ( τb) V-Cramera (V)

a109—crowdsourcing
usage—communicating
with a large number of
users of the company’s

product/service in order
to obtain knowledge and

opinions about the
product/service
(user feedback)

a10—did the company launch a new/improved product
to the market −0.4347 0.4781

a11—the number of product innovations introduced 0.8858 0.8164

a17—did the company introduce a new or significantly
improved technological process to the market 0.4347 0.4781

a34—the number of people employed in the area of R&D 0.3241 0.3928

a35—the number of employees with a doctoral degree 0.2747 0.2551

a36—the number of employees with the habilitated doctor
degree 0.2173 0.2735

a38—the purpose of research and development is to
shorten the response time to customer needs −0.2489 0.2878

a50—the purpose of research and development is to meet
the regulations and standards −0.2198 0.2322

a55—the percentage of revenues allocated to R&D in the
last three years −0.2705 0.3849

a57—R&D support tools used: tax credits 0.2357 0.2437

a58—R&D support tools used: grants −0.2174 0.2249

a69—more effective management of intellectual property
rights as a result of R&D 0.2051 0.2127

a73—the possibility of joint implementation of R&D
projects with larger companies 0.1877 0.2018

a77—the number of completed R&D projects 0.5598 0.5222

a87—cooperation with units of the Polish Academy
of Sciences 0.2791 0.3381

Source: own elaboration.

As can be seen in Table 2, the values of the Kendall and V-Cramer tau correlation
coefficients are similar. As previously mentioned, the Cramer V-coefficient ranges from 0
to 1, so one can only analyze the strength of the relationship, not its direction. As written
by Kearney, “Cramer’s statistic ( . . . ) facilitates the interpretation of nominal-variable
association estimates, given this index ranges from 0 to +1. A higher VC indicates a stronger
association” [55].

The analysis of the obtained correlation coefficients shows that a very high correlation
occurs only in the case of the number of product innovations introduced by the enterprise
(τb = 0.8858/VC = 0.8164), and a high one only in the case of the number of completed
R&D projects (τb = 0.5598/VC = 0.5222). Average dependencies were recorded when entities
introduce a new or improved product or service to the market (τb = −0.4347/VC = 0.4781)
and when they introduce a new or significantly improved technological process to the market
(τb = 0.4347/VC = 0.4781). An average correlation was also recorded for the number of
people employed in the R&D area (τb = 0.3241/0.3928). The remaining analyzed variables
showed a weak correlation with crowdsourcing activities.

Since the analyzed sample is representative, the obtained correlation coefficients can
be generalized to the entire population, using the confidence interval for the correlation
coefficient (Table 3). That will allow determining the range within which the analyzed
relationships are shaped in the entire population.

Clearly, the smaller the relationship between the variables, the greater the span of
the correlation coefficient for the population. Therefore, the analysis of the degree of
dependence for all enterprises is challenging. Only in the case of variable a11 can the
obtained interval be treated as reliable.
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Table 3. Confidence intervals for the correlation coefficient.

Variable Confidence Interval
(tau Kendall)

Confidence Interval
(V-Cramer)

launching a new/improved product/service on the market −0.5624 < ρ < −0.2868 0.3363 < ρ < 0.5987

the number of product innovations introduced 0.8430 < ρ < 0.9175 0.7510 < ρ < 0.8659

introduction to the market of a new or significantly improved
technological process 0.2868 < ρ < 0.5624 0.3363 < ρ < 0.5987

the number of people employed in the area of R&D 0.1641 < ρ < 0.4675 0.2398 < ρ < 0.5268

the number of employees with a doctoral degree 0.1109 < ρ < 0.4240 0.0900 < ρ < 0.4065

the number of employees with the habilitated doctor degree 0.0502 < ρ < 0.3726 0.1096 < ρ < 0.4229

the purpose of research and development is to shorten the response time to
customer needs −0.4010 < ρ < −0.0834 0.1249 < ρ < 0.4356

the purpose of research and development is to meet the regulations
and standards −0.3748 < ρ < −0.0528 0.0658 < ρ < 0.3860

the percentage of revenues allocated to R&D in the last three years −0.4203 < ρ < −0.1064 0.2310 < ρ < 0.5200

R&D support tools used: tax credits 0.0695 < ρ < 0.3892 0.0779 < ρ < 0.3963

R&D support tools used: grants −0.3727 < ρ < −0.0503 0.0581 < ρ < 0.3794

more effective management of intellectual property rights as a result of R&D 0.0374 < ρ < 0.3615 0.0454 < ρ < 0.3684

the possibility of joint implementation of R&D projects with
larger companies 0.0194 < ρ < 0.3457 0.0340 < ρ < 0.3585

the number of completed R&D projects 0.4317 < ρ < 0.6658 0.3874 < ρ < 0.6351

cooperation with units of the Polish Academy of Sciences 0.1156 < ρ < 0.4279 0.1794 < ρ < 0.4797

Source: own elaboration.

Some interesting information can also be provided by the variables’ structure analysis,
that has the most significant impact on the phenomenon of crowdsourcing—both in the
sample and in the general population. Additionally, it gives a broader picture of the
studied group of enterprises and the entire population. In the surveyed entities, 57.89%
of enterprises introduced a new or improved product or service (a10) to the market in the
analyzed period. The number of innovations introduced varied (a11). As much as 35.09%
of the respondents introduced 1 to 4 product innovations, 33.33% 5 to 9, and 22.81% 10 to
19, while the rest introduced more than 20. In the case of a new or significantly improved
technological process (a17), the opposite is true. Only 42.11% of the surveyed entities
performed such activity. The purpose of activity for 45.61% of the entities is to shorten the
response time to customer needs (a38), and 7.02% of enterprises identify the compliance
with regulations and standards as the purpose. These elements have little relation to
the idea of crowdsourcing, which was additionally confirmed by the earlier analysis of
correlation coefficients. All entities allocate part of their revenues to R&D activities (a55). In
the analyzed period, the largest part of the respondents—29.82%—allocated from 5% to 10%
of income for this purpose, 21.05% from 3% to 5%, 17.54% from 1% to 2%, and 15.80% above
10% of income, while 15.79% of respondents less than 1%. The increase in expenditure on
research and development activities in 43.86% of entities is influenced by the possibility of
a more effective management of intellectual property rights as a result of R&D activities
(a69) and the possibility of a joint implementation of research and development projects
with larger enterprises (a73) in 7.02% of the respondents. Respondents can use various
tools to support research and development activities. As much as 85.96% benefit from
tax reliefs (a57) and 61.40% from grants (a58). All enterprises carried out research and
development projects during the analyzed period (a77), although their number varied. As
much as 29.83% of entities implemented over 20, 29.82% from 11 to 15, 22.81% from 6 to 10,
and the rest between 16 and 20. In the case of 33.33% of enterprises, these projects were
implemented in cooperation with the units of the Polish Academy of Sciences (a87). The
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above analysis was extended to examine the confidence intervals for the structure index
(Table 4).

Table 4. Confidence intervals for the structure index.

Variable Confidence Interval

launching a new/improved product/service on
the market

no
yes

29.29% < p < 54.92%
45.08% < p < 70.71%

the number of product innovations introduced

1–4
5–9

10–19
20–29

22.70% < p < 47.48%
21.10% < p < 45.57%
11.91% < p < 33.70%
1.43% < p < 16.12%

introduction to the market of a new or
significantly improved technological process

no
yes

45.08% < p < 70.71%
29.29% < p < 54.92%

the number of people employed in the area of
R&D

no
yes

41.46% < p < 67.32%
32.68% < p < 58.54%

the number of employees with a doctoral degree no
yes

86.35% < p < 99.61%
0.39% < p < 13.65%

the number of employees with a habilitated
doctor degree

less than 1% of the
1–2%
3–5%

5–10%
More than 10%

6.32% < p < 25.26%
7.67% < p < 27.42%

10.47% < p < 31.64%
17.95% < p < 41.70%
6.32% < p < 25.26%

the purpose of research and development is to
shorten the response time to customer needs

no
yes

5.02% < p < 23.05%
76.95% < p < 94.98%

the purpose of research and development is to
meet the regulations and standards

no
yes

25.96% < p < 51.23%
48.77% < p < 74.04%

the percentage of revenues allocated to R&D in
the last three years

no
yes

43.26% < p < 69.02%
30.98% < p < 56.74%

R&D support tools used: tax credits no
yes

86.35% < p < 99.61%
0.39% < p < 13.65%

R&D support tools used: grants

6–10
11–15
16–20

21 and more

11.91% < p < 33.70%
17.95% < p < 41.70%
7.67% < p < 27.42%

17.95% < p < 41.70%

more effective management of intellectual
property rights as a result of R&D

no
yes

54.43% < p < 78.90%
21.10% < p < 45.57%

Source: own elaboration.

As some of the variables could not be presented in the form of intervals, their short
description using basic statistical measures is presented below (Table 5).

In summarizing Table 3, it can be noted that the surveyed enterprises employ an
average of four people in the R&D area (in the population, 3.47 < m < 4.11). On average,
eight people work in the surveyed entities with a doctoral degree (in the population, 6.22 <
m < 9.36) and two people with the academic degree of habilitated doctor (in the population,
1.28 < m < 2.09). However, it should be noted that these groups are characterized by
substantial deviations from the mean (Vs).

Figure 1 supplements the above studies, presenting the results of calculations using
one of the cluster analysis methods, i.e., the Ward agglomeration method.
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Table 5. The basic characteristics of quantitative variables.

Variable Min Max x M D Vs

the number of people employed in the area of R&D 1 5 3.7895 4 5 32.98%
the number of employees with a doctoral degree 0 25 7.7895 7 multiple 77.47%

the number of employees with the habilitated doctor degree 0 5 1.6842 2 0 91.95%

min—lowest value in the sample; min—lowest value in the sample; x —arithmetic mean; M—median; D—dominant; vs.—the coefficient of
variation. Source: own elaboration.

Figure 1. Diagram of hierarchical classification of variable categories—Ward’s method. Source:
own elaboration.

The method used allows for the observation of clear relationships between the indi-
vidual categories of variables, and this confirms the research results obtained earlier. On
Figure 1, three groups of enterprises are clearly distinguished:

1. Enterprises that very often communicate with a large number of users of a prod-
uct/service in order to obtain feedback from users (a109: 5) introduced from 20 to
29 product innovations (a11: 4).

2. Enterprises frequently asking users for feedback on products or services (a109: 4) are
entities that introduced 5 to 9 (a11: 2) and 10 to 19 (a11: 3) product innovations in
the analyzed period. These enterprises introduced a new or significantly improved
technological process to the market (a17: 1). In the analyzed period, entities frequently
using user opinions implemented from 16 to 20 (a77: 4) and 21 and more (a77: 5)
research and development projects.

3. Enterprises that occasionally used communication with users (a109: 1) in the analyzed
period did not introduce a new or significantly improved technological process
(a17: 0). These enterprises also did not introduce new or improved products and
services to the market (a10: 0). Firms that used feedback from consumers sporadically
implemented 6 to 10 (a77: 2) or 11 to 15 (a77: 3) R&D projects. It should be noted here
that this group of entities employs from 1 to 5 (a31: 1) or from 6 to 10 (a34: 2) people
in the research and development area.
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4. Discussion

The aim of the research was to determine the impact of crowdsourcing on various
attributes of innovation activity in the R&D departments of enterprises in terms of user-
driven innovation. When starting the research, we assumed that there was a relationship
between crowdsourcing and the results achieved in the innovation activity of the studied
enterprises. Our research led, in general, to a positive verification of this hypothesis.
However, analyzing the results of the research in detail, we concluded that although
there is a obvious correlation between crowdsourcing and some elements of innovation
activity, not all of them correlate. The implementation of crowdsourcing affects mostly the
number of product innovations introduced by the company and the number of completed
R&D works. This conclusion is not surprising, as it confirms even more the belief that
crowdsourcing increases the efficiency and effectiveness of innovation processes.

The definition of crowdsourcing is not unequivocal. Some researchers use different
definitions of crowdsourcing [56,57]. An analysis of crowdsourcing definitions that was
very helpful for this article was proposed by Estelle’s-Arolas and Gonzalez-Ladron-de-
Guevara [10]. The authors notice that the term “crowdsourcing” is a term in its infancy
and will change over the years. Crowdsourcing can be used in connection with financing,
voting, knowledge, and innovation. Some authors identify crowdsourcing with the issue
of open innovation, but other researchers hold a completely different view.

In this regard, the crowdsourcing and innovation identified and investigated in our
article are in line with the literature review elaborated by Chanal and Caron-Fasal in
2008 [58]. On the opposite side of the scientific argument is the definition proposed by
Schenk and Guittard [59].

Our research on the role of crowdsourcing in terms of innovation is in line with the
existing literature on the subject, where the concept of user-driven innovation is often used
as the innovation model for understanding innovation systems [4,5].

The role of virtual communities in the transfer of knowledge is also often under-
lined [7]. Researchers also indicate (which is in line with our research) the role of crowd-
sourcing in creating innovation, thanks to the involvement of users in this process. Based
on the analysis of the available literature sources, it can be seen that crowdsourcing is most
often used in the case of new innovative products [8]. This is in line with the results of
our research, where over 55% of enterprises introduced a new or improved product in the
analyzed period.

Advances in information and communication technology development allow access to
an unlimited and direct source of information, that magnifies the impact of any activity by
simply disseminating it through appropriate forums, social networks, or specific platforms.
Aldino Fernandez Blanco et al. conducted a retrospective or AAR (After Action Review)
analysis to identify both successful and unsuccessful projects [60]. The authors pointed
out how important it is to know about the decisions that were made in the project while
trying to identify actions that would ensure success or protect against the failure of the
crowdfunding project. Crowdfunding is a narrower concept than crowdsourcing because
it concerns only one area of community use—funding. However, the conclusions of the
authors in their article may also be applied to research related to the use of crowdsourcing
in innovative activities.

A valuable solution used by other researchers, which is worth considering in the
next stages of research on the links between crowdsourcing and enterprise innovation,
is to identify and include various clusters in the research. The importance of identifying
clusters and their attributes allows project managers to use a tool that helps to estimate the
economic and financial viability of crowdfunding an ongoing project. In this way, resources
and efforts can be devoted to improving the quality and benefit ratios of the project.

Walter and Back [61] noted that due care must be taken when using crowdsourcing to
stimulate innovation in the enterprise. However, we are convinced of its significant value
when understanding the market conditions and recognizing the potential external effects
that may occur after the implementation of a specific strategy. The authors indicated that
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the rewards offered, market maturity, duration, and brand strength all influence the number
of innovative ideas emerging. The results of their research can be indirectly compared
with the results of our analysis on the relationship between crowdsourcing and innovative
activity. It is worth noting that the issues related to crowdsourcing and the use of UDI are
just developing and all conclusions are made on the basis of partial research.

Furthermore, the integration of the customer and employee wisdom into decision-
making processes in R&D departments is also very important. Callaghan [62] pointed out
that some scientists are concerned about the declining returns on investment in research
and development (R&D), as well as the lack of increase in the number of patents, which is
even referred to as the “death of innovation”. Callaghan also pointed out that economies
of scale are possible in R&D and states that crowdsourcing can be the key to achieving
them in R&D. This approach is consistent with the one presented in our article. In our
research, we have identified factors that are important in determining the relationship
between the use of crowdsourcing and elements of innovative activity and R&D (such as:
launching a new or improved product on the market; the number of product innovations
introduced; the number of people employed in the area of R&D; the purpose of research
and development is to shorten the response time to customer needs; R&D support tools
used: tax credits and grants; cooperation with research units etc.).

From an economic perspective, crowdsourcing provides greater knowledge, under-
standing, and awareness of industrial processes that improve decision-making in terms of
timeliness and efficiency [34,63].

The tools we have examined and identified to support research and development
activities—such as, i.e., tax breaks and subsidies—are also listed in the literature on the
subject, which may be illustrated by the OECD report in this area [64]. Other researchers,
however, point out that in the development of new products (NPD—new product devel-
opment), apart from tax and financial incentives [65], the management of information
obtained from clients [66], the specification of the project design [67], and the characteristics
of the crowd involved in innovative projects play a key role.

Knowledge, skills, and the individual characteristics of crowd members involved
in the development of a product or service have a significant impact on the product
design quality created in the crowdsourcing formula. The views presented by Poetz and
Schreier [39] are also confirmed by our research. It is a chance to develop innovation
in small and dynamic enterprises located in developing EU regions, which do not have
sufficiently developed R&D departments. Therefore, crowdsourcing platforms in the near
future will be an important factor stimulating innovation processes in companies.

Our research highlights the importance of digital technologies in collecting, develop-
ing, monitoring, and analyzing the economic links between crowdsourcing and innovation
in companies. According to the literature on the development of enterprises, digital tech-
nologies enable a large contribution of customers to the improvement of products and
services through a developed network where feedback on the purchases made can be
obtained [68]. Therefore, we argue that planning, developing, and implementing new
ideas and inventions can be realized by systematically taking into account the opinions of
customers and their knowledge regarding the development of the usability of products
and services. This will bring tangible benefits to all parties involved in the process. This
participatory and inclusive approach is supported by theoretical literature and our research.
The proposed framework emphasizes, in particular, the importance of a multidimensional
approach, and the successes of the surveyed enterprises using crowdsourcing confirm the
correctness of the presented hypothesis.

Therefore, we do not claim that these critical issues have not been previously high-
lighted and discussed in the literature, but that our result shows, in an integrated frame-
work, existing factors, domains, and goals, and therefore makes a useful contribution to
improving the understanding and awareness of the relationship between crowdsourcing
and innovation management in companies.
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5. Conclusions

Customers and their voice play a decisive role here. Listening to the voice of customers
reduces the costs of the innovation process. It is also the shortest and simplest path to
product innovation. Moreover, it can be further argued that there is a key premise for
enterprises to opt for crowdsourcing.

Our research, conducted in Polish enterprises, has shown that crowdsourcing is mostly
used when looking for ideas for a new product or innovation process or when looking
for ideas for changes in an existing product or process. This proves that entrepreneurs
understand that it is the simplest and a relatively cheap way to match products changing at
an ever-faster pace and in an increasingly unpredictable way to the needs and preferences of
customers, on the basis of “why open the door with the key when it is open ?”. As already
stated, guessing what the client wants today—in times of fierce competition—is time-
consuming and expensive. It should also be remembered that the life cycles of products
are getting shorter, despite the application of the principles of sustainable development.

There is one more issue that needs to be considered—entrepreneurs are becoming
more and more convinced that coming up with innovative ideas is no longer the exclusive
domain of experts. The community is taking over that responsibility. Research proves
the theory of the crowd. Crowdsourcing fits perfectly with contemporary conditions that
require companies to go outside, build active, “living” relationships with the environment,
and establish an authentic, i.e., two-way communication. One might think that the shortage
of employees forces companies to use crowdsourcing. Research has shown that the use of
crowdsourcing does not depend on the number of people employed in the R&D area.

Therefore, it is not some (crisis) situation that forces the company to use crowdsourcing.
Rather, this method is already considered as a basic tool of company management, and
customers are perceived as “external members” of the company. Moreover, the competences
of employees, and more specifically their academic degrees, do not influence the decision
to use crowdsourcing. It also does not matter what part of the revenue is allocated to R&D
in the enterprise, and whether any R&D support tools are used. These are very interesting
conclusions, important both from a theoretical and a practical perspective. This means
that company managers do not necessarily need to use the knowledge of employees with
a scientific background. Neither do they have to look for supporting tolls such as grants,
tax exemptions, or external financing to be innovative. This is a very important result,
taking into account the fact that innovation activity is often described as one that cannot
take place without external support due to its high costs. The most important result and
conclusion is therefore that companies can be innovative when they use crowdsourcing as
a main source of innovation.

The above research results show a cooperation with consumer results in the devel-
opment of innovative activities in enterprises. Using feedback from users of products
and services (crowdsourcing) results in the introduction of more product innovations,
the introduction of new or significantly improved technological processes, as well as the
implementation of a greater number of research and development projects. Thus, the main
hypothesis was confirmed, and the aim of the article was achieved.

The innovative nature of the research and analyses carried out implies certain limi-
tations. Due to the threat posed by competition, enterprises are reluctant to participate
in research, especially if they concern their innovative activities, which are highly risky
and show a competitive advantage (hence, they are subject to the rigor of trade secrets).
Consequently, there is a certain mental block on the part of companies. Furthermore,
the study that was conducted in the article concerned 57 enterprises operating in Poland.
The authors realize that the sample may not be representative of the entire population of
enterprises in Poland, but it was selected very carefully and systematically. The rankings
of the most innovative companies that have R&D departments at the same time were
used. The list of respondents was selected, among others, on the basis of indications of a
recognized consulting company such as Deloitte, as well as a nationwide unit—the Institute
of Economic Sciences of the Polish Academy of Sciences.
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Being aware of the limitations of this pioneering study and the lack of the possibility
of broader generalizations (that will be explained in the conclusions), it seems justified to
believe that the study can be used to draw conclusions about the future of crowdsourcing
development in connection with innovation and the R&D sector. As indicated earlier,
in many countries there is a (scientific and practical) discussion about the importance of
innovation and crowdsourcing. Our research gives a new contribution to the ongoing global
discussion around the discussed research topic. It also allows one to draw conclusions that
can be used as a guide for other companies in Poland and other countries. The article has
implications for the use of crowdsourcing in R&D activities.

It is undisputed that crowdsourcing requires further research, both from a theoretical
and a practical perspective. The desired research directions in this area include, first and
foremost, all aspects of the effectiveness and efficiency of crowdsourcing as stimulants of
innovative processes, the diversification of the premises for the use of crowdsourcing in
various fields of economic and non-economic activity, the motives of the “crowd”, and be-
havioral determinants of the relations between animators and crowdsourcing participants.
The observed enthusiasm for crowdsourcing should not focus only on its advantages, but
also raise questions about its disadvantages and limitations. Current problems, such as
Covid-19, also provide inspiration for research. It is worth answering the question of
whether the pandemic influenced crowdsourcing and how.

The conclusions from our research cannot be applied to all companies, but we strongly
believe that they can be helpful in the R&D departments of those companies that also
undertake crowdsourcing cooperation. The results of our research may be the beginning
of a valuable scientific discussion on the possibility of a wider use of crowdsourcing in
innovative activities of companies.
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