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NEW PRODUCT OPTIONS
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New-Product Options

 Make or buy

 Types of new products

Buy other companies

Buy patents from

other companies

Licensing

New-to-the-world

Improving existing products
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CHALLENGES IN NEW PRODUCT DEVELOPMENT
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 The innovation imperative 

 New product success (incremental technology vs disruptive)
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THE SCOPE OF MARKETING
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New Product failure

Social, Economic

& Government

constraints

Fragmented markets

Development costs

Capital shortages
Shorter

development

time Poor launch

timing

Shorter

PLCs

Lack of 

organizational

support
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ORGANIZATIONAL ARRANGEMENTS
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Budgeting for new product development

5

mailto:mingione@economia.uniroma2.it


Copyright © 2016 Pearson Education, Inc.                           15-66

ORGANIZATIONAL ARRANGEMENTS
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Organizing new product development

New-

product 

department

Venture 

teams

Skunkworks

Communities 

of practice
Crowdsourcing

Stage-gate 

systems (!)
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THE NEW PRODUCT DEVELOPMENT DECISION PROCESS
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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1. Generating ideas

Interacting
with 

employees

Interacting
with 

outsiders

Studying
competitors

Adopting
creativity

techniques
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Ways to draw new ideas from customers and 

consumers (1)

Observe customers using product

Ask customers about product problems

Ask customers about dream products

Use websites

Form brand community of enthusiasts

Challenge customers to improve product

Survey consumers
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Adopting creativity techniques (1)

Attribute 

listing

Forced 

relationships

Reverse-

assumption 

analysis

New contexts

Mind 

mapping
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Lateral thinking (de Bono)
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Brainstorming

Post evaluation

Look for quantity

Encourage unconventional ideas

Build on other ideas

Clearness  
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Brainstorming (selection of ideas)

Efficacy

Efficiency

Originality

Simple 

Practicability

Respect for 
people and 
environment
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MANAGING THE DEVELOPMENT PROCESS: IDEAS

mingione@economia.uniroma2.it

Mind Mapping
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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Mind Mapping

Creativity

Analysis

Organization

Communication
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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The Creative Problem Solving (CPS)

Mess finding

Data finding

Problem finding

Idea finding

Solution finding
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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The Six Thinking Hats (de Bono)
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MANAGING THE DEVELOPMENT PROCESS: IDEAS
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2. Using idea screening
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MANAGING THE DEVELOPMENT PROCESS: 

CONCEPT TO STRATEGY
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3. Concept Development (& Testing)
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MANAGING THE DEVELOPMENT PROCESS: 

CONCEPT TO STRATEGY
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Concept Testing Responses (3)

Communicability & believability

Need level

Gap level

Perceived value

Purchase intention

User targets, purchase occasions 
& frequency
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MANAGING THE DEVELOPMENT PROCESS: 

CONCEPT TO STRATEGY
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Conjoint Analysis (3)
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3 differing
packages, 
brand names (K2R, Glory, Bissell) 
and prices (1.19, 1.39, 1.59)
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MANAGING THE DEVELOPMENT PROCESS: 

CONCEPT TO STRATEGY
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4. Marketing Strategy Development

1. Target market’s size, structure, & behavior; the planned brand positioning; 

the sales, market share & profit goals in first few years.

2. Planned price, distribution strategy, and marketing budget for the first year

3. Marketing-mix strategy over time

5. Business Analysis
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MANAGING THE DEVELOPMENT PROCESS: 

DEVELOPMENT TO COMMERCIALIZATION
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6. Product Development

 Physical prototypes

 Customer tests: alpha & beta testing

7. Market Testing (consumer goods)

 Simulated Test Marketing

 Test Markets

8. Commercialization

 When (first, parallel, late entry)

 Where 

 To whom

 How
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MARKETING MANAGEMENT
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Thank you for your kind attention!
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