Editorial

The two papers in this issue both explore the fundamen-
tal challenge of integrating potential customers in inno-
vation processes. They revolve around the idea that in-
volving customers early in innovation projects ensures
that firms can reduce the number of flop projects. Under-
standing early what customers want (and also what they
do not want) helps to develop products that actually
solve potential customer problems instead of being mere-
ly a distraction.

In this domain, like in so many others, Artificial Intelli-
gence, could be a huge facilitator. One of the many ways
in which it could potentially be useful in this domain is by
providing a cheap way of testing new product concepts.
The core idea is that the Al could simulate respondents to
market research studies, providing companies with ,sili-
con samples” of Al participants that test new ideas and
concepts. However, will these silicon samples generate
results that resemble the results from studies with human
participants? This is what the first paper in this issue ex-
plores. With their study ,,Choice-Based Conjoint for De-
signing Home Appliances: Human Versus Silicon Sam-
ples of Respondents”, Daniel Baier, Danilo Randazzo,
and Maximilian Unger look at the validity of results ob-
tained through Al conjoint participants. Specifically, they
employ digital twins of human participants to respond to
CBC choice sets. Their results are only somewhat encour-
aging. Results are helpful only, if additional information
from experts and/or a pre-study is provided to the Al, oth-
erwise results (especially at the individual level) are quite
off (and close to random response behavior). In sum, it is
too early to delegate concept testing to the Al

There are also threats from employing Al in the innova-
tion process. On the one hand, there is early evidence
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that the different AI models all think alike in creative tasks
(Jiang et al. 2026), making it more difficult to achieve true
differentiation through innovations. On the other hand,
employing Al may also become damaging to customer-
firm relationships that may rely on establishing human
connections. These processes are indirectly illuminated by
the second paper in this issue. ,,Empowering Consumers,
Building Brands: How Crowdsourcing Contests Strength-
en Brand Passion.” In this research, Volker Bilgram, Alex-
ander Hahn, and Johann Fiiller explore the consequences
of involving customers innovation processes for the devel-
opment of customer-firm relationships. They use survey
data from participants in a real crowdsourcing project
where customer developed new product ideas. Importantly,
their results illustrate that the extent to which customer
feel empowered through participating in crowdsourcing is
positively associated with brand passion. This relationship
is more pronounced if they have a high relationship moti-
vation. Importantly, reward motivation is not linked to this
relationship. Hence, it is possible that crowdsourcing ini-
tiatives where consumers are directly involved in the inno-
vation process not only create new product ideas. They al-
so strengthen the relationship with the customer base. It
seems quite likely that this is something that Al idea gener-
ation will not be able to deliver.

Martin Klarmann and Udo Wagner
Editors-in-Chief
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