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The business environment has become more complex due to the increase in new technologies, 
globalization. This paper seeks to examine if Strategic process innovative practices can permit 
companies to gain a higher market share, customer satisfaction, employee satisfaction and competitive 
advantage. Data was collected.from forty small and medium size manufacturing companies in Cameroon. 
Variables used were innovative product process, customer relationship management process 
innovation and distribution innovation practices for market share, employee satisfaction. Dependent 
Variables were measured by Customer base, customer satisfaction and employee satisfaction. Our 
results show that even small innovative practices can enable companies to delight and satisfy customer. 

INTRODUCTION 

The business environment is changing more rapidly than before due to the increase in new 
technologies that are used in production or incorporated into products, service, and in the distribution 
channels of companies. Innovative strategies can permit companies to overcome challenges that prevent 
them from realizing their full potentials. Many authors have advanced several definitions of innovation. 
Schumpeter (1934) qualifies innovation as new product, new services, new production techniques or new 
organisational structures while Kamien and Schwartz (1982) acknowledge that innovation occurs as a 
result of organisation's activities for creating new products or services. Becker and Whisler (1967) 
defines innovation as the early use of a creative idea by an organizations and innovation can also be 
considered as new ideas for new "products and services", new use of existing products, new markets for 
existing products or new marketing methods. From these definitions of innovation, one can consider that 
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