Chap 10

Setting Product Strategy
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Product
Characteristics and
Classifications
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Product Relationships
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Product Relationships
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® X|EX|ZE(product map) &M

Product-Line Length

B A E==(line stretching)
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Product Relationships
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aging, Labeling,
Warranties, and Guarantees

Labeling, Warranties, and
Guarantees
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Managing New Products

m MAZF2 7Y
® 2™ MK|E(new-to-world products)
® MA|IE A E(new product lines)
® J|ENEAEL F7tN E(additions to existing product lines)

® J|EXNE /MM A =X Z(mprovements and revisions of existing
products)

® X ZEX|MNY X|E(repositionings)
® H|ZHZ XN|Z(cost reduction)
m ™MZIH™ = A(incremental innovation) vs. 1| ™ 7| =(disruptive
technology)
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e 2AbtM AMXE HiiE 90% O &
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Managing New Products
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Managing New Products
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® Crowd sourcing 2| 524 S
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m 79 7% (concept development)

® Xj|= O}O|C|0{(product idea)
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Managing New Products
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Managing New Products

m 7’2 A S (concept testing)
® %ﬁiﬂlﬂéoﬂﬂl ME/MES MAISHY BtsS &O= A
» AX| AAX|E(physical prototypes)
» AMESH 20H M7 (rapid prototyping)
> 7}*F°4*'(V|rtual reality)

l UH‘IIE' Mzk 7|2 (marketing strategy development)
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B Al EAM(business analysis)
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» 2012 7| XM & M(break-even analysis)
» 2B 2 AM(risk analysis)



Managing New Products

B M=l (product

development)

® XNZOIO0|C|0j & 7|, d-Xe
2 FSAZ = JU=XE 278

® EZ7|5H 7l (quality function
deployment; QFD)
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Managing New Products

13l (commercialization)

2450z MES AT EA: U2 FXF ER
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» MK EI(first entry)

» SA| Tl (parallel entry)

p 2k XIQl(late entry)
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e Consumer Adoption

Factors Influencing the
Adoption Process

&l M (innovation) m 7HQlo| = Al (innovativeness)

® ArEt=0] oo MFCH X[ Z4E[= XY
2L} A{H|2, OFO|C|O] &

o M 2HMIE (innovation diffusion

process)
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2 H| X} =& 11’4 (consumer-

adoption process)
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° OI7(|(awareness), I';H;I(lnterest), H 7t
(evaluation), A| & (trial), =&
(adoption)
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i1 ™ Ak (personal influence)
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2HCH & O] H(relative advantage)

25t (compatibility)

%7.;,* g (complexity)

2o 7t (divisibility)
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e consumer

Process
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Adapter Categorization on the Basis of Relative Time of Adoption of Innovations
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Life Cycle

Sales and Profit Life Cycles
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m 43709 5%

° i=d8=E d&
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| |:||-7-"E°| EI_II:
® A|%r=(market modification)
> HIARE RIS AFE X} gt
» MEZ ME2AE Y
> BAT|Y 0 =
® X & (product modification)
> SEIN
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> 2EFLIHM
® OiA Bl gl A =T (marketing-mix
modification)

(harvesting)
A0l A E ==(divesting)
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