MKTG 673
Fall 2004
Page 6

REVIEW GUIDE FOR MIDTERM EXAMINATION

Note:
Exam questions may take many formats including multiple-choice, true or false and state why, fill in the blank, interpret a chart, short answer/definition, or longer essay questions.  Although other questions might be asked, the topics that will be emphasized on the exam are listed below.  Questions printed in boldface are the most likely essay questions (but might also be asked using other formats).  This review guide is subject to revision up to one week before the midterm examination.

1. Marketing involves activities that organizations should perform to _____________________, ______________________, and ______________________ demand.

2. Researchers have identified several types or categories of “new products.”  List and briefly explain each type.  Indicate which types occur most frequently, which tend to entail the highest degree of risk, and which tend to have the greatest impact on sales and profits.

3. According to published research, what percentage of all new products succeed and what percentage fail?  How is “success” or “failure” typically measured or defined in most studies?

4. What are the three primary causes of new product failure, as discussed in class?  How do these three causes relate to the instructor’s conceptualization of what marketing is all about?

5. Related to the three causes of new product failure (Q4), three types of tests are considered critical components of the new product evaluation process.  What are these three types of tests called and what do they measure?  [See “triple stream process” handout.]

6. According to “best practice” studies discussed in class and in the readings, what are some of the keys to new product success?  Name at least five.

7. An early-1990s Business Week article listed 6 steps a company can take to avoid new product “flops.”  What are these 6 steps?  (See Week 1 handout.)  Are these steps still relevant today given that the article was published more than ten years ago?

8. List in logical order the five major phases of Crawford’s basic new products process, and explain what each phase generally consists of.
9. Define “stage-gate process” and explain what the concept of “stage gates” adds to Crawford’s conceptualization of the new products process.  [This question cannot be answered very well without understanding the assigned Web site materials.]
10. True or false and why: “Virtually all firms follow a systematic new products process.  Therefore, this factor does not help distinguish the ‘winners’ from the ‘losers.’”

11. Define the term “fuzzy front end.”  What are some of the keys to effectively managing the fuzzy front end?  Does spending more time here lengthen the overall new product process?

12. What are the “four Ps” of new product/services success?  [See strategy lecture handouts.]

13. What is a “product innovation charter”?  For what purpose is it needed?  Explain in detail and give specific examples of what each of its four sections should contain.
14. True or false and why:  “It’s always best to try to be the ‘first to market.”

15. According to survey findings presented in class, what are the most and least used financial performance criteria in new product management?

16. Explain with examples the differences between market penetration, product development, market development, and diversification as alternative growth strategies.

17. According to published research discussed in class, do the most successful firms in terms of new product performance tend to follow technology-driven or market-driven strategies?  Explain.

18. List and explain at least five of the key methods that firms such as 3M, Xerox, Hewlett-Packard, Merck, General Mills, Whirlpool, Dow Chemical and others have employed to create a corporate culture that fosters creativity and innovation.  Is there any evidence that some of these methods may be losing their effectiveness or corporate appeal?
19. According to Crawford, the concept creation process requires 3 inputs or dimensions—at least two of which are necessary to test a concept.  What are these 3 inputs, and how do they relate to each other?  Which is most important and should come first if possible?
[Warning: Many students miss this question on exams!]
20. Crawford outlines three basic approaches to generating new product concepts in Chs. 4, 5, and 6.  List, compare and contrast these three approaches and indicate various methods or techniques for implementing each approach.  Explain which approach Crawford believes to be best (“most productive”) and why.

21. What is “ethnographic research” as applied in new product development?  Use examples to explain how (i.e., what kind of methodology) and why is it used in new product development.
[Read the articles—don’t try to ‘intuit” the answer.]

22. One popular school of thought emphasizes “listening to voice of the customer (or end user).”  Another school of thought appears to argue in favor of “ignoring the customer.” Is there any way to reconcile these two apparently contrasting viewpoints?  If not, which viewpoint is correct and why?  Use some examples from the readings to bolster your argument.  (For example, which approach do firms such as Steelcase and Johnson Controls follow?)
23. Explain what a “focus group” is and why and how they are used in new product development.  What are the keys to making effective use of focus groups?  Are they really “fast, easy, and cheap” to conduct?
24. Explain who “lead users” are, how they influence new product processes, and why specifically they are of particular value as sources of new product ideas.  For example, how and why does 3M make use of lead users?
25. True or false and why:  “On-site customer interviewing is generally more effective than central location interviewing.”

26. Due to legal concerns, two fairly common approaches to dealing with outside sources of new product ideas are (a) to reject all outside ideas and (b) to accept only patented ideas.  Identify and explain a third approach that firms would be wise to consider that might lessen the threat of lawsuits.

27. Define and give examples of “brand franchise extension.”  What are the potential benefits and risks with this approach to new product development?

28. Be prepared to interpret, identify, and explain the various parts of a perceptual map should an example of one be included on the exam.

29. Compare and contrast the “attribute ratings” and “overall similarities” approaches to generating perceptual (product space) maps.  What specific type of customer data inputs does each approach require?  What type of statistical methods does each approach employ?  What are the advantages and shortcomings of each approach?  When should one approach be used versus the other?
30. As an executive with responsibility for new product development, a subordinate has just placed on your desk a copy of a fancy looking “product space map” to help support his argument in favor of developing and introducing a new product.  What key questions should you ask about how this map was generated, what it assumes, and how it should be interpreted before you attempt to use the map as the basis for any decision making?
31. What is the difference between “dimensional analysis,” “relationship analysis,” and “analogy” with regard to concept generation?

32. What are some of the common “myths” or “untrue truisms” concerning how new product concepts should be evaluated?  Explain why.

33. What determines how quickly a firm should try to weed out questionable new product ideas?

34. Explain the purpose and define the components of the A-T-A-R Model.  Where and how does a firm obtain the necessary information to make the model work?
35. What is a “concept test”?  At what stage of the new product process, why, and for what purposes should one be conducted?  What can a concept test measure—and what can’t it measure?  What step of the new product process should it proceed ideally?
36. Outline the recommended format and procedures for conducting a concept test.  Discuss what specific steps or measurements can be taken to help ensure accurate interpretations and avoid misleading conclusions when conducting concept tests.
37. Define and briefly explain the following terms:

a) product attribute

b) determinant attribute

c) determinant gap map

d) strategic buckets

e) mortality or decay curve

f) joint space maps

h) ideal points

i) top-two boxes figure

j) generic competition (not to be confused with “generic brands”)

k) triple stream process

l) voice of the customer

