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Lecture 1: Introduction
Why Study New Products? 
• It is big business – billions of dollars annually on technical development alone 
• The challenge of creating radical innovation (totally new product categories) is 
viewed by business consultant Gary Hamel as “the most important business issue of 
our time” e.g. Uber, disrupt markets

• Accelerating innovation and business growth through innovation are the top business 
challenges according to the Industrial Research Institute

Research evidence suggest that about 40% of new products fail -- somewhat higher for 
consumer products, somewhat lower for business-to-business products

A New Product? 
New-to-the-world products: Inventions that create a whole new market 

New-to-the-firm products: Products that take a firm into a category new to it 

Additions to existing product lines: Line extensions and flankers that flesh out the 
product line in current markets

Improvement and revisions to existing products: Current products made better 

Repositioning: Products that are retargeted for a new use or application. Also includes 
retargeting to new users or new target markets 

Cost Reductions: New products that provide the customer similar performance but at 
a lower cost

Lecture 2: Product Development
The New Products Process
A phased process that takes the new product idea through concept development, 
evaluation, development, launch, and post launch

New Products Process Decisions
• Go/No Go (at every stage)

• Fuzzy gates (uncertain of some specifics)
• Hollow gate (bad, no resources)

The first stages of the new products process are sometimes called the fuzzy front end 
because the product concept is still fuzzy. By the end of the project, most of the fuzz 
should be removed.

Phase 1: Opportunity Identification/Selection 
• Active and passive generation of new product opportunities as spinouts of the 
ongoing business operation 
• New product suggestions, changes in marketing plan, resource changes, and new 
needs/wants in the marketplace 
• Research, evaluate, validate, and rank them (as opportunities, not specific product 
concepts)

What is the Product Innovation Charter (PIC)? 
• The Product Innovation Charter is a strategy for new products that ensures that the 
team develops products in line with firm objectives and marketplace opportunities 
• Typically, it is a document prepared by senior management designed to provide 
guidance to the strategic business units (SBUs) on the role of innovation


