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Stage

1. ldea screening

2. Concept testing

3. Product development
4. Test marketing

5. National launch

Copyright © 2012 Pearson Education

Number
of Ideas

64
16

Pass
Ratio

1:4
1:2
1:2
1.2
1:2

Cost per
Product Idea

$ 1,000
20,000
200,000
500,000
5,000,000
$5,721,000

20-7

Total Cost

$ 64,000
320,000
1,600,000
2,000,000
10,000,000
$13,984,000
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Lay
future
Yes plans /
Yes Yes Yes Yes Yes Yes Yes
e e e . e
1.1dea 2. Idea 3. Concept 4, Marketing 5. Business 6. Product 7. Market 8.
generation screening development strategy analysis development testing Commercialization
d testi
lsthe Is the product Anciestng SRR Wil this Have we got a Have product Are product sales
idea worth idea compatible Can we find a Can we find a product meet technically and sales met meeting Yes
considering? with company good concept cost-effective, our profit commercially expectations? expectations?
objectives, CONSUMers say affordable goal? sound product?
strategies, and they would try? marketing
resources? strategy?
No No
r
Send the idea Modify the product
back for product or marketing
development? program?
No No No No No No No No
r r
Drop
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Product Success Relative Product Product Rating
Requirements Weight (a) Score (b) (c=axbh)
Unique or superior product 40 8 .32

High performance-to-cost ratio .30 6 18

High marketing dollar support 20 v 14

Lack of strong competition 10 9 .05

Total 1.00 69°
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"I've got a great idea!" "It won't work here.”
."r/ _h‘.\"l
|
% H_HH /
“This isn't the right time." _E'i"_ @
"We've tried it before." " ,
It can't be done."
"/-_K\'l =, -
N’ : ::: ;' ;’/ H\'] O
% \ﬁ‘%;; \k‘-.l ."If ' —
"It's not the way S = _—— &
we do things." _We ‘-'E_‘ done _aII "1t will cost too much.” Let's dlscuss_ it a:
right without it." our next meeting.
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(a) Product-positioning Map (b) Brand-positioning Map

(Break fast Market) (Instant Break fast Market)

Expensive High price per ounce

« Bacon Cold . -Brfmd{; .

and eggs cereal % Segment 3 %egmentd 5

Slow * | Quick E 5

* Pancakes E loBrand A | BrandB | =

L] g L ] _g}

Hot | Instant o S . . 2
cereal | breakfast segment 1 |Segment 2
Inexpensive Low price per ounce
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Package Design Brand Name Retail Price
1.0~ 1.0 10
= = =
0 | | | 0 | | | 0 | | |
A B C K2R  Glory Bissell $1.19 $1.39 §$1.59
Good Housekeeping Seal? Money-Back Guarantee?
10 1.0
= £ [
= =
0 | | 0 | |
No Yes No Yes
20-22
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(a) One-time (b) Infrequently (c) Frequently
Purchased Product Purchased Product Purchased Product
Repeat purchase
sales
@ % Replacement @
= 3 sales 3
Time Time

Time

20-23
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1. Sales revenue

2. Cost of goods sold

3. Gross margin

4. Development costs

5. Marketing costs

6. Allocated overhead

7. Gross contribution

8. Supplementary contribution

9. Net contribution
10. Discounted contribution (15%)
11. Cumulative discounted cash flow

Year 0

Copyright © 2012 Pearson Education

Year 1

$11,889
3,981
7,908
0
8,000
1,189
-1,281
0
1,281
1,113
—4,613

FHRERER

Year 2 Year 3
$ 15,381 $19,654
5,150 6,581
10,231 13,073
0 0
6,460 8,265
1,538 1,965
2,233 2,853
0 0
2,233 2,853
1,691 1,877
-2,922 -1,045
20-24

Year 4
$28,253
9,461
18,792
0
11,866
2,825
4101
0

4,101
2,343
1,298

Year 5

$32,491
10,880
21,611
0
13,646
3,249
4,716
0
4,716
2,346
3,644
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21/2%
Innovators

131/2%
Early adopters

34%
Early majority

34%
Late majority

16%

I
|
!
|
!
|
I
|
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!
|
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|
I
: Laggards

Time of Adoption of Innovations
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