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A

abandonment   The discontinuance of a marketed product. Also called product deletion or product elimination. Abandonment may occur at any time from shortly after launch (a new product failure) to many years later.

accelerated product development  Product development processes that increase speed to market.

acquisition   The purchase by one organization of people, technology (process, facility, or material), product rights (trademarks), or entire businesses from other organizations. Acquisition is a method of expanding one's product offering by means other than internal development.

activity based accounting    Process of developing costs and revenues (and thus profit contributions) for separate activities, in this case new products projects. 

adaptive product   Also called adapted product, this market entry acquires its uniqueness by variation on another, more pioneering product. The degree of adaptation is more than trivial (to avoid being an emulative or me-too product).

adopter categories    Persons or firms that adopt an innovation are often classified into five groups according to the sequence of their adoption of it: (1) innovators (the first 2 to 5 percent); (2) early adopters (the next 10 to 15 percent); early majority (the next 35 percent); late majority (the next 35 percent); and laggards (the final 5 to 10 percent). The numbers are percents of the total number of actual adopters, not of the total number of persons or firms in the marketplace. There is wide disagreement on the exact percentage in each category.

adoption of innovation   The process by which an innovation spreads throughout a population. It consists of adopter categories (innovators, early adopters, etc.) and a specific process of adoption by each adopter.

alliance (See strategic alliance.)

alpha test   The testing of a new product in-house, not with potential users (beta test). The testing may be in a laboratory setting or (as in the case of glues or computers) in some part of the developing firm's regular operations.

analytic hierarchy process (AHP)  A decision-making procedure which can be applied to product project screening and evaluation, which is based on managerial judgment and aided by commercially-available software.

analytical attribute approach    A class of concept-generating techniques not based on the problem find/solve route. The techniques are many, usually logical, and tend to make variations in products currently on the market. Attribute analysis and relationships analysis are two categories of this approach.

announcement   Second stage of the product launch cycle.

applications engineering    A strategy of applying one's technical skills to new areas. Adhesives manufacturers have often followed such a strategy.

AR perceptual map  A positioning map showing positions of competing brands, derived from respondents’ ratings of each brand on a set of selected attributes.

A-T-A-R (awareness-trial-availability-repeat)   A paradigm consisting of four key steps by the intended user; the steps take the person or firm from a state of ignorance about a new product to the point of product adoption. (See awareness, trial, availability and repeat.)

attribute (See product attributes.)

attribute analysis   A bundle of idea-generating techniques built on the concept that any product improvement is a change in the attributes of its predecessor. Also a term used mean the same as analytical attribute approach. 

augmented product   The view of a product that includes not only its core benefit and its physical or service-procedure being but adds other sources of benefits, such as service, warranty, and image. The augmented aspects are added by action of the seller, such as with company reputation.

availability   A measure of the extent to which target customers can get a new product if they wish to do so. Often stated as a percent of outlets where the product is stocked or percent of total market volume done in the stores where stocked (called share of  all-commodity-volume).

awareness   A measure of the percent of target customers who are aware of the new product's existence. Awareness is variously defined, including recall of brand, recognition of brand, recall of key features or positioning, etc.

B

balanced matrix   An organization option that uses matrix in approximately balanced proportions between the project and the departments.

basic market description   Market research done before or immediately after selecting an arena for product innovation charter focus. Prepares the firm to innovate in that area.

Bass model  A model used to forecast the diffusion of durable goods, initially proposed by Frank Bass in 1969.

beachhead   The third phase of the launch cycle. It comes immediately after announcement, is quite frenetic, and ceases when the product is withdrawn or moves into the fourth (growth) stage.

benchmarking   A process of studying successful competitors (or organizations in general), and selecting the best of their actions or standards. In the new product program, it means finding the best process methods and the best process times and setting out to achieve them in the firm doing the benchmarking.

benefit   A product attribute expressed in terms of what the user gets from the product, rather than its physical characteristics (features). Benefits are often paired with specific features, but they need not be. They are perceived, not necessarily real.

benefit segmentation  A method of identifying market segments based on benefits sought or preferred.  Dimensions identified through factor analysis can serve as benefits when doing joint space mapping.

best practices    Set of practices in the new products field that correlate with successful product introductions. Obtained by benchmarking or survey.

beta test   The type of product use testing that follows alpha testing and takes place on the premises of intended market users. The procedure may concentrate only on whether the product performs as expected or on whether the performance meets the needs of the user, as perceived by that user, in which case it is called a gamma test.

blind test   The type of product use testing in which the identity of the new item's producer is kept secret. Unbranded, in contrast to a branded test.

bottom-up strategic approach  Management explicitly considers strategic criteria when making the project selection decision.

brainstorming   A group method of problem solving used in product concept generation. It is sometimes thought to be an open, free-wheeling idea session, but more correctly is a specific procedure developed by Alex Osborn, with precise rules of session conduct. Has many modifications in format of use, each variation with its own name.

brand   A name, term, design, symbol, or any other feature that identifies one seller's good or service as distinct from those of other sellers. The legal term for brand is trademark. A brand may identify one item, a family of items, or all items of that seller. If used for the firm as a whole, the preferred term is trade name. (See trademark, family brand, and individual brand.)

brand equity    The dollar value of a brand. High brand equity suggests opportunity for line extensions that capitalize on the brand strength.

brand extension   A product line extension marketed under the same general brand as a previous item or items. To distinguish the brand extension from the other item(s) under the primary brand, one can either add a secondary brand identification or add a generic. A brand extension is usually aimed at another segment of the general market for the overall brand. (See family brand and individual brand.)

brand generic   The second half of a product's identifying title. Brand is the first half and identifies one seller's version, while the generic is the second half and identifies the general class of item. [Example: Jello (brand) gelatin dessert (generic).] Not to be confused with generic brands (such as on some low-price items in supermarkets) where there is no individual brand (see generic brands).

brand image   The perception of a brand in the minds of persons. The image is a mirror reflection (though perhaps inaccurate) of the brand personality or product being. It is what people believe about a brand--their thoughts, feelings, expectations.

brand name   That part of a brand that can be spoken: letters, numbers, or words. The term trademark covers all forms of brand (name, mark, etc.), but brand name is the form most often meant when trademark is used. (See brand and trademark.)

brand personality   The psychological nature of a particular brand, as intended by its sellers, though persons in the marketplace may see the brand otherwise (called brand image). These two perspectives compare to the personalities of individual humans: what we intend or desire, and what others see or believe.

brand platform  (See platform.)

brand positioning   (See product positioning.)

branding, family   (See family brand.)

branding, individual   Using separate brands for each product, without a family brand to tie them to other brands of that firm. (See family brand.)

bubble diagram   A technique that can be used by senior management to assess the strategic balance of a product portfolio.

business analysis   A term of many meanings, and in marketing is usually associated in some way with the evaluation of new product proposals. In format, it may consist of a five-year, discounted cash flow, net present value type of financial analysis, or it may be a more comprehensive analysis of the entire situation surrounding the proposed product. Chronologically, it may come early in the development process (when it is used to decide whether expensive R&D should be undertaken), and/or late in the product development cycle when the commercialization decision is being made.

C

category platform  (See platform.)

checklist   A memory-jogger list of items, used to remind an analyst to think of all relevant aspects. It finds frequent use as a tool of creativity in concept generation and as a factor consideration list in concept screening.

cluster analysis  A multivariate analytic technique that combines individual observations into groups or clusters.  In benefit segmentation/joint space analysis, cluster analysis can be used to combine customers in a market into benefit segments based on their preferences.
codevelopment  (See alliances.)

co-location  Putting the new product team's individual members or functional areas in close proximity.

commercialization   A stage (usually the last) in the development cycle for a new product. Commonly thought to begin when the product is introduced into the marketplace, but actually starts when a management commits to marketing the item. (See new product development.)

commercialized concept statement  A concept statement presented in promotional style, used to obtain realistic evaluations from respondents.

component testing   The testing of various parts of the marketing program, separately. Market testing tests them in unison, but during the development process each item in the marketing mix may be put through separate testing. Copy testing is the most common form of component testing.

comprehensive prototype  A complete prototype; a fully-functioning, full-size product ready to be examined by potential customers.

concept   (See product concept.)

concept generation   The act by which new concepts, or ideas, are created. Also the definition of the second phase of the overall product innovation process, during which the concepts are created. Sometimes called idea generation or ideation.

concept statement   A verbal and/or pictorial statement of a concept (for a product or for advertising) that is prepared for presentation to potential buyers or users to get their reaction prior to its being implemented. Product concepts are followed by prototypes, advertising concepts by one of several forms of semifinished production.

concept statement commercialized   A term used in distinguishing two types of product concept statements. A commercialized product concept statement is prepared in an advertising format, as a persuasive statement. A noncommercialized product concept statement is prepared in neutral, nonpersuasive format.

concept testing and development   The process in which a concept statement is presented to potential buyers or users for their reactions. These reactions permit the developer to estimate the sales value of the concept (whether product or advertising) and to make changes in it so as to enhance its sales value.

concurrent engineering   A term applied to the development process when the steps are overlapped rather than taking place in a sequential, linear fashion. Step two (e.g., motor placement) is begun well before step one (motor size requirement) is finished; in fact, step three (motor soundproofing) and step four (motor housing) may also begin before step one is finished. The overlapped process gets quite confusing, and rather risky given that earlier outcomes may not be what was expected. The method is at the heart of accelerated product development.

conjoint analysis  An analytical technique that analyzes the tradeoffs made by respondents among product attributes. Rates the product attributes in terms of their importance in the market. Useful in concept evaluation and also concept generation.

contingency plan   The action ready in standby that will be taken if a given state of affairs comes about during the new product launch. Usually tied to one or more triggers in the launch control process.

control   Usually called managerial control. Refers to practices that result in a project or other activity achieving its objectives. Guided missiles are "controlled." Midterm correction and contingency planning are characteristics of managerial control.

controlled sale   A category of market testing techniques in which the ability of the firm to obtain distribution is not tested. Distribution is forced (e.g., by giving the outlets free product).

copy strategy statement  A statement to the advertising/promotion creative team as to what requirements ought to be communicated to the targeted segment.

core product   The central benefit or purpose for which a consumer buys a product. Varies from purchaser to purchaser. The core product or core benefit may come either from the physical good or service performance, or it may come from the augmented dimensions of the product. (See augmented product.)

coupling   The joining of efforts between the firm innovating on new products and other firms or persons. Coupling can be upstream (with vendors), downstream (with customers), or sideways (with competitors).

creative stimuli   A method of ideation whereby one thinks of a problem or a product and then studies a set of words or phrases that research has shown to be stimulating.

critical path scheduling   A technique of project control, now usually incorporated in various software programs. The technique puts all important steps of a given new product project into a sequential network.

cross-functional   (See multifunctional.)

cumulative cost curve   The shape of a line that depicts a firm's cumulative costs of developing and marketing a new product. It is plotted against the cumulative time, so it runs from zero (start of project) to 100 percent of time (launch). The curve necessarily runs from lower left to upper right.

customer service   Identifiable, but essentially intangible, activities offered by a seller in conjunction with a product, such as delivery and repair. Not to be confused with intangible products (services), types of products for which the activity is the primary purpose of a sale. The sale of service products may be accompanied by the provision of customer services.

customer migration  The movement of customers from one product to an improved or upgraded version of the product, such as the adoption of Windows 98 by Windows 95 users.

cycle time    The time of development. From when an idea is in hand until it is "on the shipping dock."

D

data cube  The raw data used as the starting point of a multivariate analysis.  The “cube” term refers to the fact that the data set has three “dimensions”: X questions on each of Y stimuli (brands), responded to by a total of Z respondents.

decay curve   The curve representing death of concepts during the development stage. Begins on the left with 100 percent of concepts and ends up on the right with the percent actually marketed successfully. Usually declines rapidly. Also called the mortality curve.

decline stage of the product life cycle   The fourth stage of a product life cycle, in which sales of the product fall off from their levels during the maturity (third) stage.

deliverability   The extent to which an organization is viewed as being capable of actually delivering to the customer and adequately servicing a particular new product concept. The measure is an attribute of the concept, much as manufacturability is. (See manufacturability.)

demand-pulled innovation   Innovation caused or at least stimulated by the needs, wants, or desires of customers. Contrasts with supply-pushed innovation. Other terms for these two ideas are market- or customer-driven innovation and technology-driven innovation.

design   A term of many meanings. In product innovation, it usually means the activity of going from the product concept to a finished physical item--technical development phase. The four parts of this design phase are functional/styling design (traditionally called industrial design), technical design, detail design, and manufacturing process design. In Europe, design is sometimes used to encompass the entire product innovation process. (See engineering design, manufacturing design.)

design for assembly (DFA)  Techniques used by product designers to encourage product simplification, or ease of assembly and manufacture.

design for manufacturability (DFM)  Techniques used by product designers to minimize manufacturing costs.

determinant attribute   An attribute of a product category that (1) distinguishes such products from each other and (2) is important to buyers.

determinant gap map   A two-dimensional map that uses two determinant attributes to plot all brands in a product category. The plotting is done by an experienced analyst, not by the consumers themselves (See AR perceptual map, OS perceptual map).

diagnostic information   Information obtained from any of the evaluative steps of a product's development that goes beyond the current evaluation to give guidance to later steps. A product use test, for example, rates the product's usefulness but also gives suggestions on packaging, positioning, pricing, etc.

diffusion of innovation   The process by which the use of an innovation is spread within a market group, over time, and over various categories of adopters. (See adopter categories.)

digital co-location  Achieving the teamwork benefits of co-location without actual physical proximity, using communications technology.

dimensional analysis   An analytical attribute approach technique, whereby new concepts are generated from an exhaustive listing of the dimensions of products in a given category.

direct marketing  In the context of controlled sale, this is the sale of a product directly to the consumer, in order to test a new product or service.  

disciplines panel   A variation of brainstorming in which each participant represents a scientific discipline relevant to the problem under study. Typical panels have psychologists, chemists, engineers, lawyers, and others.

diversification   The act of adding diverse product(s) to a line to move the seller into new markets. The degree of diversification can vary greatly.

DPI    Initials stand for development process improvement.

driving strategies (See strategic decisions.)

dual drive   The strategic combination of technology and market as sources for product innovation. Contrasts with market drive and technology drive. Innovations are based on at least one specific technical strength of the firm and at least one specific market opportunity.

E

early adopters   The second identifiable subgroup within a population that begins use of an innovation. They follow innovators and precede the early majority. (See adopter categories and product adoption process.)

early majority   The third identifiable subgroup within a population that adopts an innovation. Preceded by early adopters and innovators. The early majority like to await the outcome of product trial by the two earlier groups. (See adopter categories and product adoption process.)

electronic brainstorming a form of brainstorming assisted by group support systems (GSS) software.

empowerment   The act of giving whatever power it takes to enable a manager (such as a project manager) to get a job done. A way of overcoming a nonauthority situation. Risky in that it causes frictions in other established line situations.

emulative product   A new product that imitates another product already on the market. Is somewhat different than previous products (not a pure me-too), but the difference is not substantial or significant. (See adaptive product and innovative imitation.)

engineering design   An activity in the product creation process where a good is configured. Specific form is decided. The activity is sometimes seen as a late step in the R&D process and sometimes as an early step in the manufacturing process. The design engineering department takes the lead in the technical design phase and in the detail design phase of the overall design process. (See design.)

entry evaluation   The first evaluation done after a concept emerges. It may be by the person creating it, but usually involves others in the immediate "vicinity." Judgmental, experience-based, not with creation of new data or opinions.

evaluation  A set of activities scattered through the third, fourth, and fifth stages of the overall product innovation process. These activities measure the evolving worth of the new product being developed. Includes such steps as concept testing, product use testing, and market testing.

evolving product   Like a butterfly, a new product does not just emerge. It begins as a concept (or even just an opportunity), then goes through various stages, such as protocol, prototype, pilot plant product, and marketed product.

expected effects matrix   A matrix of two dimensions: damage and probability. Used to classify negative events that might take place during the launch of a new item. A high score on both dimensions increases the need for action.

express warranty   Spoken or written promises made by the seller of a product about what will be done if the product proves to be defective in manufacture or performance. Contrasts with promises that are only implied by common knowledge of the product or by customary practices in a trade. (See implied warranty.)

F

facilitator    A person on a team (or assigned to it) whose task is to enhance the group's productivity and output. A type of leadership consistent with today's reduced reliance on hierarchies.

factor analysis  A multivariate analysis technique that reduces an original set of attributes into a smaller number of underlying factors.  Used in AR perceptual mapping.

failure rate   The percentage of a firm's marketed new products that fail to achieve the objectives set for them. Should not be confused with the decay or mortality rate. The term failure rate should only be used on products that go to the full intended market target, not a trial or rollout subset. (See decay curve.)

family brand   A brand used on two or more individual products. The product group may or may not be all of that firm's product line. The individual members of the family also carry individual brands to differentiate them from other family members. In rare cases, family brands have other family brands as members, each of which have individual brands. Automobiles fit the latter situation, as with Oldsmobile (family), Cutlass (family), Ciera (individual). (See branding, individual.)

family packaging   Using one design or other key packaging element to integrate the packaging of two or more individual items. The packages clearly belong to one set, but there are usually some individualizations, especially in brand name.

feature   A product attribute that is an identifiable characteristic. Is usually physical (on goods) or a sequence step (on services). Contrasts with other types of attributes (e.g., benefit).

field testing   A term sometimes used to describe product use testing. The word field separates this type of testing from in-house, laboratory-type testing.

first to market   The first product that creates a new product category or a substantial subdivision of one. Distinguishes the pioneering product from those that follow.

first to mindshare The brand that the target market first associates with the product category, and that becomes the standard to match.

flagship brand The dominant brand in a product category.

focus group   A market research technique where 10 to 12 market participants are gathered in one room for discussion under the leadership of a trained focus group leader. Discussion focuses on a problem, a product, or an activity. The group often meets in special facilities for observation and videotaping.

focused prototype  A prototype designed to examine only a limited number of performance attributes or features.

forced relationships   A concept generation technique whereby creativity is stimulated when two or more separate things are brought together. The items are unrelated, and the mere combining of them shows new and unexpected patterns.

franchise extension   New product that capitalizes on a firm's market strength. A franchise is a strength of relationship with customers and may be based on a brand, a sales force relationship, a favorable trade relationship, etc. The new item is often not unique but sells based on the favorable franchise.

full sale   A class of market testing techniques where the marketing is complete and in the mode that would be used under total launch. No limitations on distribution, advertising, and so on, unless planned in launch.

full screen   A screening stage where all preliminary work is finished, a scoring model is usually used, and a favorable assessment is followed by a preliminary business analysis that releases the concept to development.

functional matrix   An organization option in which the matrix leans toward the functions. Participants have dual reporting relationships, but the functional reporting is intended to dominate thinking and action.

fuzzy front end    That period preceding start of technical development. Includes strategic deliberations, concept generation and, especially, that early evaluation when the concept is being evaluates before being accepted. The concept is fuzzy, not the methods.

G

gamma test   A type of product use test wherein the developers measure the extent to which the item meets the needs of the target customer, solves the problem(s) targeted during the development, and leaves the customer satisfied.

gap analysis   A category of techniques based on the idea that if one can position all of a market's products onto one two-dimensional chart, they will not be spread around like butter on bread. Rather, they will clump in some places and be void in others. Any void (gap) thus offers an opportunity for a new product. The charting uses x and y axes and plots against such attributes as price, strength, speed, and ease of use.

generic brands   Products named only by their generic class (such as drip-grind coffee and barber shop). Other products have both an individual brand and a generic  (Maxwell House drip-grind coffee, Maurice's barber shop).

generic terms, as brand names   (See brand generic.)

globally dispersed teams (GDT) New product teams consisting of members from different countries.

goods   Products that have tangible form, in contrast to services, which are intangible. (See services.)

group creativity  Solving problems or identifying creative ideas via group effort.  Brainstorming is probably the most familiar example.  (See brainstorming.)

group support systems (GSS) software (see groupware.)

groupware   Software that allows groups of people to hold team meetings online in computer networks. Leader in the market is Lotus Works.

growth stage of product life cycle   The second stage of the product life cycle, during which sales are increasing at an increasing rate, profits are increasing, and competitors enter the market. Product differentiation takes place, and price competition begins.

guideline decisions  Conditions that are decided on early in the new products process and usually fixed, such as a commitment to speed or to being first to market.  Often found as part of the PIC.

H

heuristic   A rule of thumb, from trial-and-error experience, used to guide decisions when algorithms are unavailable. Commonly used in the new products field because solid experience data are rarely available.

home run    In new product work refers to a major project, big in risk or dollar value. Contrasts with singles, which are improvements and near line extensions. 

house of quality  The first matrix in Quality Function Deployment.  Converts customer attributes (the “Whats”) to engineering characteristics (the “Hows”).

hurdle rate   Any criterion or test figure that a new product must meet or exceed as it goes through development.

I

idea generation   (See concept generation.)

ideal brand   The combination of attributes most preferred by a given market segment.  Used in joint space analysis to identify the positions of market segments relative to available brands in the marketplace.

ideal vector  A vector in a joint space map whose angle represents the relative importance of the two dimensions (factors) as perceived by the market or by individual market segments.

identity disclosure   The issue of whether to release to the user the name of the firm making the product being tested.

imitative innovation   A strategy of copying the creativity of others, but modifying each "copy" enough to give it some originality and, hopefully, market value. The improvement is not enough to call it an adaptive strategy. (See adaptive product.)

implied warranty   A warranty (promise of performance) extended to the customer but unstated. It usually is assumed from common practice in the trade or suggested by statements made about the product by the seller.

importance ratings  A method used to model choice preferences and predict likely preferences for new choice options.

incremental innovation    A strategy of producing a stream of new products, each of which is an improvement on earlier models. Mostly singles (see home run). 

individual brand   The brand identity given to an individual product, as separate from other products in the market and from other items in the product's own line. A trademark.

industrial design   (See design.)

informal selling   A type of market test in which one or a few salespeople make calls on intended market users and full presentations are made. There is actual request for the order. However, product has not been released to the full sales force.

information acceleration   A new concept testing method employing virtual reality.  Employs a virtual buying environment that simulates the information available in a real purchase situation.  

information technology   The full set of people, hardware, and software by which information is processed today. Acronym is IT.

initial reaction   (See entry evaluation.)

innovation   (1) The act of creating a new product or process; includes invention as well as the work required to bring an idea or concept into final form. (2) A particular new product or process. An innovation may have various degrees of newness, from very little to highly discontinuous, but that must include at least some degree of newness to the market, not just to the firm.

innovativeness   (1) When applied to the seller, it is the degree to which the firm has the capability of, and follows the practice of, being innovative. (2) When applied to a buyer, it is the extent to which that person or firm is willing to accept the risks of early purchase on an innovation.

innovators    Firms, or persons, that are innovative. The term is often applied (1) to those who are the first to create a new type of product or (2) to those who are the first to adopt a new product introduced to the marketplace. Innovators are often thought to be opinion leaders. (See adopter categories and product adoption process.)

interface   The points where different functions in a firm come together during the product innovation process. Usually applies to pairings of the major players: design, R&D, engineering, operations (especially manufacturing), and marketing.

intrapreneurship   The practice of entrepreneurship within a large firm. Intrapreneurship is a style of management to be independent, risk taking, innovative, daring, and typical of the style used in successful start-up firms.

introductory stage of product life cycle   The first stage of the product life cycle. The new product is introduced to the market, sales are slow, promotion is usually heavy, costs are accumulated, and expectation is focused on determining when and if the product will soon enter the second (growth) stage of the cycle.

invention   A new device, process, and so on, that has been created. Can be in either physical or conceptual form. Preexisting knowledge is combined in a new way to yield something that did not heretofore exist. Not to be confused with a product innovation, which is an invention that has been converted by further management and process development into a marketable product.

inventive creativity   The creativity required for product innovation. Is thought to combine artistic creativity and engineering creativity, either of which alone can be very strong but not productive of new product ideas.

itemized response   A unique process whereby one person hearing another person's new product idea is to (1) give a full statement of support by citing several advantages to the idea and (2) express any problems or concerns in positive (what's the best way to solve this) form.

J

joint space map  A map that contains perceptual positions of competing products as well as a representation of benefit segments.  The latter may be represented as ideal points or as ideal vectors overlaid onto the perceptual map.  Used to assess a proposed product position with respect to competing products as well as customer benefits sought. 

K

Kaizen    Japanese term describing a process of continuous improvement.

L

laggards   The fifth, and last, group of users to adopt an innovation. (See adopter categories and product adoption process.)

late majority   The fourth group of users to adopt an innovation. (See adopter categories and product adoption process.)

lateral search   A term usually applied to ideation techniques that force the ideator to stretch mentally out of normal channels. The mind assumes unique positions of viewing people or happenings.

launch   A term signifying the marketing of a new product. Can be either in a full-sale form of market testing or to the full market being addressed.

launch control   The process by which a management plans for and supervises the introduction of a new product; the product's progress is monitored against preestablished norms, variances are detected, and corrections made such that the original goals set for the product are achieved.

launch cycle   The subphases of the innovation stage of a traditional product life cycle. The big step of innovation is broken into preparation (for marketing), announcement, beachhead, and early growth.

lead user   Those people or firms who most need the innovation being worked on and who will most likely participate in the innovation process. The idea itself often originates with a lead user and may even appear in prototype form in the lead user's firm.

learning requirements   Various types of learning that new products often require from their purchasers. Without that learning, the purchase, trial use, or satisfaction will be threatened.

leveraged creativity   Working a lesser creativity off the major creativity of others. A strategy of pioneering whereby the innovations are technically new and unique but considerably less significant than the original.

licensing   A strategy or practice of leasing or renting one's technology to others. Can go sideways (competitors), upstream (vendors), or downstream (customers, resellers). A way one firm gains the right to use the creations of another. May be exclusive or nonexclusive.

line extension   A new product marketed by an organization that already has at least one other product being sold in that product/market area. Line extensions are usually new flavors, sizes, models, applications, strengths, and so on. 

M

manufacturability   The extent to which a new product concept or prototype is figured to be capable of effective and efficient manufacturing by available resources. Asked at time of pre-R&D screening, and again prior to authorizing production. Is answered today by computer-aided-manufacturing software. Also called producibility.

manufacturing design   The process of determining the manufacturing process that will be used to make a new product. A process design activity. (See design.)

market acceptance testing    Usually applies to product use testing, though occasionally also includes that product testing done as part of a market test.

market development   A new sales volume opportunity that, strictly speaking, does not involve product innovation. Current products are taken to new customers or users. Market development often does involve some product modifications, however, and may sometimes approach diversification in nature.

market-driven   A strategy whereby a firm lets the marketplace direct its product innovation. Consumer product firms tend to be the primary users of this strategy.

market rollout   (See rollout.)

market testing   The phase of new product development when the new item and its marketing plan are tested together. Prior testing, if any, involved separate components. A market test simulates the eventual marketing of the product and takes many different forms, only one of which bears the name test market.

mass customization An attempt to offer every customer a product of his or her individual choice to the extent possible.

matrix organization   A method of arranging teams or groups of people representing various functions of a firm. Each member of the group reports both to the head of the group (say, a program manager or project director) and to the head of the function where housed (say, the vice president of manufacturing).

maturity stage of product life cycle   The third stage of the product life cycle, when initial rapid growth is over and when sales level off (though there may be intermittent surges and declines over the years before final decline sets in).

metric   A quantitative measurement. In new products we deal with many qualitative measurements, but current trend is to find metrics. Benchmarking is heavily metric oriented.

micromarket  A small market segment or subsegment with a unique purchase pattern.

minimarket test   A type of controlled-sale market testing whereby the outlets used are a small, nonrepresentative sampling of the market. Product is usually placed into the outlets (not sold), and promotion is much less than planned ultimately. Primarily tests just the customer's willingness to spend some money for a product trial.

mission statement   A part of corporate or division strategy. It describes the essential character of the business and is a necessary input to new product strategy.

mode of reaction   Describes how product testees give their reaction to a product use test. Options include like/dislike, preference, and descriptive/diagnostic information.

monadic test   A product use testing format where only the new item is tested. Contrasts with the paired-comparison method.

morphological analysis   An analytical attribute approach ideation method. Is based on relationships and includes using a multiple set of product forms, attributes, uses, users, and so on in matrix format.

multidimensional scaling (MDS)  A form of multivariate analysis that can be used to generate a perceptual map from overall similarities data.

multifunctional   Often called multidisciplinary and cross-functional. Refers to persons or operations where a multiple set of functions or departments are involved. Product innovation necessarily is multifunctional.

N

negligence   A source of product liability, more common many years ago. If negligence occurs in the design or manufacture of a product, the manufacturer is liable for the injuries that result.

network   The informal mix of people, departments, or firms necessary to implement a product innovation project. Goes well beyond the persons assigned to the team and includes everyone whose work contributes significantly to the project. A network is established and managed by the project manager. As a verb, networking describes the informal activities of a new products manager to relate personally with all of the players on the project.

new product   A term of many opinions and practices, but most generally defined as a product (good or service) new to the firm marketing it. Excludes products that are only changed in promotion, though some persons like to think of a repositioned product (such as new use) as a new product.

new product development   (1) The overall process of strategy, organization, concept generation, product and marketing plan creation and evaluation, and launch of a new product. (2) Sometimes restricted in meaning to that part of the process done by technical (R&D and manufacturing) departments. (3) Sometimes used to denote the person or persons engaged in the new product creation task. New product development concerns activity within an organization, in contrast to the acquisition of finished new products from outside.

new product failure   A new product that does not meet the objectives of its developers. Depending on what those objectives are, a profitable new product can be a failure, and an unprofitable new product can be a success.

new product strategy    Strategy that guides a product innovation program. Is unique to new products and is a spin-off from overall corporate or division strategy.

new products management   Similar to product innovation management and refers to the overall management of a new product project or a total product innovation program.

new products manager   A product manager with a new products assignment. May direct a single project team, or several teams, or an entire product innovation program. Is nonfunctional, or general management in perspective, regardless of department housed in.

new products process  The combination of steps, activities, decisions, and goals that, if performed well, will result in new products needed by the organization.

nonauthority   Describes a situation where a manager has responsibility for a given outcome, but lacks line authority to command the tasks. Typical of almost all new products management.

O

operations   A term that includes manufacturing but is usually broadened to include procurement, physical distribution, and, for services, management of the offices or other areas where the services are provided. Supply management.

organization learning  Contrasts with individual learning. Means that organizations improve their new product process by studying past projects. The knowledge stays with the organization, but only if it is sought out.

organizational structure options  Different ways to structure the new products team; it is possible to think of these options on a continuum from less to more projectization. (See projectization.)

OS perceptual map  A positioning map showing positions of competing brands, derived from respondents’ ratings of overall similarities of the brands.
ownership   The acceptance by a manager of personal responsibility for a given task or outcome. Usually involves nonauthority.

P

package   The container used to protect, promote, transport, and/or identify a product. May be primary (contains the product), secondary (contains one or more primary packages), or tertiary (contains one or more secondary packages).

paired-comparison   A mode of product use testing where the new product is paired with (usually) the category leader, and direct comparisons are made. Contrasts with monadic testing.

parallel development   Another term for concurrent engineering.

partnering   (See alliances.)

patent   The legal right of exclusive use and licensing granted by a government to the person who invents something. An invention is patentable if it is a useful, novel, and nonobvious process, machine, manufacture, or composition of matter.

payback   The date when a new product has recovered its costs of development and marketing. In years, the time needed to reach payback.

perceptual gap   A gap that appears on a mapping of products where the positions of the products are determined by user opinions, not necessarily fact.

phased review    Times during a process where people stop to check progress. Usually asked for by upper managements. May be very formal, informal, or even done only by the team evaluating its own progress.

PIC   Letters stand for product innovation charter.

pilot plant   A trial manufacturing facility where the new process of production is tried out and revised. Small-scale model.  Systems can also be tried out in pilot operations.

pioneering innovativeness   A strategy of trying to be the first to market new types of products. The highest order of innovativeness (others are adapting and imitating), it is often based on technical breakthroughs.

pioneering stage   A nonspecific period early in the life cycle of a new type of product, during which the pioneers are trying to build primary demand for the product type more than secondary demand for their particular brands.

pipeline rationalization    Efforts to keep a rational set of new product projects in the pipeline of development.

platform   Term applied to a set of new product projects, especially where more than one project pursues a broad strategy. In the automobile industry, a platform is often a basic body configuration--e.g. the LH platform of Chrysler.  But platforms can be brands, packages, customer groups and so on, based on something in common that gives each project strength.

platform strategies (See strategic decisions.)

portfolio   A set of things. Most often applied to that group of projects currently active in a research laboratory but may apply to all new projects under way.

positioning   (See product positioning.)

post-mortem   A term in rapidly declining use that refers to meetings held after a new product project has concluded--either in success of failure. The meeting is to facilitate organization learning. But the term originated in efforts to pin the blame of a failure, and still suggests that purpose.

precedence  In product innovation, this term refers to the order of market entry. A product is first to market, second, and so on.

preference map   A map used for evaluating an opportunity first discovered on determinant gap maps or perceptual gap maps. It shows preferences customers have for the various attributes being mapped. Perceptual gaps often coincide with areas of no preference.

preference regression  A method to identify the optimum combination of attributes desired by the market.  Used to generate ideal vectors.

prelaunch   The first stage of the launch cycle. Involves getting ready to launch the product, including getting distribution and building necessary field service capability.

preliminary market analysis   A type of market research that follows ideation and entry evaluation. Often used to gain greater knowledge of a particular market prior to setting up a concept test plan.

premarket testing   (See simulated test market.) 

prescreening   Those evaluation steps that follow ideation and precede the full screen. Involves entry evaluation, preliminary market analysis, and concept testing and development.

pretechnical evaluation  (See screening of ideas.)

primary demand  The demand for the product category.

problem analysis   A part of the problem-based method of concept generation. Relates to finding the problems and involves study of users to learn their dissatisfactions and unmet needs.

problem identification   The first stage of the problem analysis method of ideation. Involves finding, describing, and analyzing the problem(s) of targeted market participants.

process manager    Person charged with building a successful new product process or processes. Assists all project managers in setting up the best process for their projects. 

producibility   (See manufacturability.)

product   (1) A bundle of attributes (features, functions, benefits, and uses) capable of exchange or use; usually a mix of tangible and intangible forms. Thus a product may be an idea,  a service, a physical entity (a good),or any combination of the three. It exists for the purpose of exchange in the satisfaction of individual and organizational objectives. (2) Occasional usage today implies a definition of product as that bundle of attributes where the exchange or use primarily concerns the physical or tangible form; in contrast to a service, where the seller, buyer, or user is primarily interested in the intangible. Though to speak of "products and services" is convenient, it leaves us without a term to apply to the set of the two combined. The term for tangible products is goods and it should be used with services to make the tangible/intangible pair, as subsets of the term product. (See services.)

product adaptation   The strategy of developing new products by modifying or improving on the product innovations of others. Contrasts with the strategies of pioneering and imitation. (See adaptive products.)

product adoption process   The sequence of stages that individuals and firms go through in the process of accepting new products. The stages vary greatly in usage but tend to include (1) becoming aware of the new product, (2) seeking information about it, (3) developing favorable attitudes toward it, (4) trying it out in some direct or indirect way, (5) finding satisfaction in the trial, and (6) adopting the product into a standing usage or repurchase pattern.

product architecture  The process by which a customer need is developed into a product design, involving identifying the schematic elements of the product and clustering them into chunks, then arranging the chunks.

product attributes   The characteristics by which products are identified and differentiated. Usually comprises features, functions (uses), and benefits.

product champion   A person who takes an inordinate interest in seeing that a particular process or product is fully developed and marketed. The role varies from situations calling for little more than stimulating awareness of the item to extreme cases where the champion tries to force the item past the strongly entrenched internal resistance of company policy or that of objecting parties.

product class   The group of products that are homogeneous or generally considered substitutes for each other. The class is considered narrow or broad depending on how substitutable the various products are. For example, a narrow product class of breakfast meats might be bacon, ham, and sausage. A broad class would include all other meat and meat substitutes even occasionally sold for breakfast use.

product concept   A verbal or pictorial version of a proposed new product. Consists of (1) one or more benefits it will yield, (2) its general form, and (3) the technology used to achieve the form. A new product idea becomes a concept when it has at least one benefit and either the form or the technology. Further work in the development process gradually clarifies and confirms those two and adds the third. A concept becomes a product when it is sold successfully in the marketplace; prior to that, it is still undergoing development, even if marketed.

product definition   (See product protocol.)

product deletion   (See abandonment.)

product development   (See new product development.)

product form   The physical shape or nature of a good or the sequential steps in a service. Form is provided by one or more technologies and yields benefits to the user; for example, many technologies go to make a front-wheel-drive form of an automobile. Differences in form of service separate discount and full-service stockbrokers.

product function analysis  A technique occasionally used to generate, and assess customer interest in, potential new product concepts.

product hierarchy   An organizational chart-type array of the products offered in a given market, breaking first into class, then form, then variations on form, then brand. There are various options within these product hierarchy dimensions, so the array can be designed to fit the needs of the analyst. The hierarchy concept fits services as well as goods.

product idea   (See product concept.)

product innovation   (See innovation.)

product innovation charter   The summary statement of strategy that will guide a department or project team in their efforts to generate new product volume. Specifies the arena within which the people will operate, their goals and objectives, and the general approaches they will use. May apply to a single project or to a program of projects.

product innovation gap   The difference between a firm's projected sales/profit goals and what its current product line is expected to produce. The gap must be filled by some form of product innovation or acquisition.

product introduction   The first stage of the product life cycle, during which the new item is announced to the market and offered for sale. (See product life cycle.)

product liability   The obligation a seller incurs regarding the safety of a product. The liability may be implied by custom or common practice in the field, stated in the warranty, or decreed by law. If injury occurs, various defenses are prescribed by law and judicial precedent. Sellers are expected to offer adequate instructions and warnings about a product's use.

product life cycle (PLC) The four stages that a new product is thought to go through from birth to death: introduction, growth, maturity, and decline. Controversy surrounds whether products do indeed go through such cycles in any systematic, predictable way. The product life-cycle concept is primarily applicable to product forms, less to product classes, and very poorly to individual brands.

product line   A group of products marketed by an organization to one general market. The products have some characteristics, customers, and/or uses in common and may also share technologies, distribution channels, prices, services, and so on.

product manager   Within an organization, a person assigned responsibility for overseeing all of the various functional activities (such as manufacturing, pricing, and research) that concern a particular product. Actual responsibility varies widely, but the common feature is a narrow, product focus on the part of the manager. In some industries, the term brand manager is used in place of product manager.

product/market matrix   A two-by-two matrix in which the column designations are current products and new products, and the row designations are current markets and new markets. The matrix thus defines four types of new product opportunities ranging from the upper-left quadrant of improved versions of "current products to current users" to the lower-right quadrant of "diversification."

product planning   A term of many meanings but generally used to designate a staff position charged with part or all of the task of managing product innovation within an organization. In some firms, it also includes acquisition of products or processes.

product platform  (See platform.)

product positioning   (1) How consumers, users, buyers, and others view competitive brands or types of products. As determined by market research techniques, the various products are plotted onto maps, using product attributes as dimensions. (2) For new products, product positioning means how the innovator firm decides to compare the new item to its predecessors. For the new item, the mental slates of persons in the marketplace are blank; this is the only chance the innovator will have to make a desired impression.

product requirements   (See product protocol.)

product use test   One of several key evaluation steps in the product development process. Involves giving some of the new product to persons or firms in the intended target market and asking them to use it for a time and report their reactions to it. The purposes of a product use test are to (1) see if the item developed by the organization has the attributes prescribed for it, (2) learn whether it satisfies the market needs identified during the ideation process, and (3) disclose information about how and by whom the item is used.

profile sheet   A form that displays the characteristics of a proposed product at the time of screening. Scores are plotted on a diagram for easier analysis.

project   A unit of activity in the product development process that usually deals with creating and marketing one new product. A project involves a multifunctional group of people and may often be part of a larger unit of work, a program, which delivers a stream of new products, one from each project.

projectization   The degree to which a group of people working on new product projects feel committed to the project as against being loyal to the departments where they work. On major innovations, a high degree of projectization is often essential to break through barriers.

project matrix  An organization option in which the matrix leans toward the project. Participants have dual reporting relationships, but the project is intended to dominate their thinking and action.

protocol   A statement of two dimensions: (1) The technical requirements, or attributes (mainly benefits, but also features when required) that a new product should have; and (2) The marketing requirements--target market, positioning, price, resistance to be overcome, A-T-A-R and others.  A protocol is prepared after the full screen and just prior to the project being assigned to technical departments for development effort and to marketing for plan development. The statement is agreed to by all parties, thus the term protocol.

prototype   The first physical form or service description of a new product, still in rough or tentative mode. With complex products, there may be component prototypes as well as one finished prototype. For services, the prototype is simply the first full description of how the service will work.

prototype concept test   A concept test done after technical work has produced a prototype. The prototype clarifies many aspects of the concept and leads to more reliable concept test reactions. May precede technical work if the prototypes are inexpensive to prepare (such as food products).

pseudo sale   A category of market testing methods wherein the customer does various things to indicate reaction to the product and to its marketing strategy but does not actually spend money.

Q

qualitative research  A research technique, such as focus groups, that relies on in-depth discussions rather than numerical analysis to provide the outcome.  (See also focus group.)

quality function deployment   Often stated as QFD. A system of project management developed for use in very complex situations such as automobiles. Especially useful to new products is the first part-- the House of Quality--a careful statement of customer needs and wants for the item being developed, followed by stipulation of technologies that will be used to achieve each of those characteristics.

R

rapid prototyping    (1) Describes the general process strategy of attempting to get a concepts into prototypes as soon as possible, even if still very rough. (2) Software for producing prototypes by stereolithography rather than by hand molding and shaping methods. 

real-time response survey  A concept testing methodology combining features of focus groups and surveys.

relationships analysis   A category of analytical attribute methods of ideation in which the essential element is bringing together things not normally so considered. Two-dimensional matrixes are the simplest, but morphological matrixes are more productive.

relevance tree   A form of dynamic leap scenario whereby we first set the goal or desirable end point somewhere in the future, and then work back to the present by describing the intermediate steps that must be taken if we are to go from here to there. The near-term steps show us where to start work.

repeat use   A stage in the basic A-T-A-R model where persons who have tried the product make a decision to like it, use it again, or adopt it in their practice set. Contrasts with rejection of further use.

replacement demand  The demand for an upgraded version of a product (i.e., the product that replaces the older version).

repositioning   Changing the product positioning, either on failure of the original positioning or to react to changes in the marketplace.

required rate of return   A financial hurdle that is a firm's cost of capital adjusted for the risk of the project. Most new product projects have more risk than ongoing operations, so most required rates are well above costs of capital.

research and development   The function of working through various sciences and technologies to design new products. This usually involves some basic research for creating new technologies and some applied research for converting those basic discoveries (and others) into specific new products.  Often abbreviated R&D.

risk curve   Used to put probabilities onto the net present value output of a financial analysis. Is an array of outcomes, either in normal distribution or in some variance from it.

risk matrix (risk/payoff matrix)   A matrix of the risks at any particular  point in a new product's evaluation process. It shows the risk of rejecting a product idea that would ultimately succeed and the risk of going ahead with a project that would ultimately fail.

risk premium   The amount by which cost of capital is raised to reflect added risks of any particular new product proposal. Such addition yields the required rate of return.

roadblock   A hindrance to creativity. May be personal (a negative person), procedural (many approvals), environmental (distractive), and so on.

rollout   A category of market testing methods that are full sale, but go beyond standard test marketing. Sometimes called tiered marketing. Commitment has been made to full-scale marketing, but the marketing is tentative, a rolling accumulation of geographic areas, or specific firms (such as lead users), or specific applications.

S

scanner market testing  The testing of grocery store and related products using data gathered from scanner systems.  IRI’s InfoScan is an example.

scenario   Technically, scenario is an unfolding picture of the future. In new products work, it more customarily refers to pictures of some future time and place related to a firm's area of interest. The future scenario may be created by extending current trends (the dictionary form) or by leaping into the future and using other methods of deciding what will exist.

scenario analysis   Scenarios are used to study how firms and individuals will be living at some future time; from that, one can determine what problems they will have that they cannot tell us about now.

scoring model   A weighted-factor checklist used to screen new product proposals. Factors are scored, and the scorings are weighted and then totaled to yield a judgment on the concept.

screening of ideas   Evaluation steps prior to R&D and systems design in the product development process. They involve use of scoring models, checklists, or personal judgments and are based on information from experience and various market research studies (including concept testing).

seed trends   Current trends used to spot possible scenarios.

selective demand  The demand for a particular brand of an established product.

sensitivity testing   The practice of changing one or more of the factors in a financial analysis. The analyses are usually put up on spreadsheets, and what-if questions can be asked by making such changes. Settles issues on how sensitive the model is to errors in the forecast.

serendipity   The ability to gain knowledge from accidental events. Many famous new products have been discovered accidentally, but many potential discoveries were overlooked because the observer was not serendipitous (having a prepared mind).

service   (See customer service.)

service mark   A trademark for a service.

services   (1) Products, such as a bank loan or home security, that are intangible or at least substantially so. If totally intangible, they are exchanged directly from producer to user, cannot be transported or stored, and are almost instantly perishable. They come into existence at the same time they are bought and consumed. They involve customer participation in some important way, cannot be sold in the sense of ownership transfer, and have no title. Most products are partly tangible and partly intangible, and the dominant form is used to classify them as either goods or services (all are products). (2) Customer services. See.

silo   Also chimney, term applied to a department or function within a business. Inner-focusing, builds barriers to resist encroachments on its power. 

simulated test market   A form of market testing, often going by its initials STM, in which consumers are exposed to new products and to their claims in a staged advertising and purchase situation. Output of the test is an early forecast of sales and/or market share, based on mathematical forecasting models, management assumptions, and input of specific measurements from the simulation.

simulation, financial    Tests run on an income statement for new product, measuring the effects of change in any item--e.g., a price increase, an advertising budget cut.  

simultaneous engineering   Another term for concurrent engineering.

singularity   The number of other products against which a new item will be tested. If one, singularity is monadic. If two, the singularity is paired comparison.

skunkworks  A team of managers fully dedicated to addressing the development of a new product or some other difficult assignment.

snake plot  A way of representing scalar data visually, by plotting each datum as a point on a scale and joining the points to create a snake-like “line.”  

speculative sale   A type of pseudo sale market test. Consists of a sales call (usually in commercial or industrial markets) where the full presentation is followed by a "Would you buy?" question rather than a "Will you buy?" request for the order.

spin-out   A form of new product team organization in which the team is broken out from the ongoing organization. It is the ultimate in projectization and used only in cases where the project will have major barriers to overcome.

sponsor   An informal role or participant. Is usually a higher-ranking person in a firm not personally involved in the project (compared to a champion) but ready to extend a helping hand if needed.

stage gate process  A new products process characterized by a series of stages (phases) with evaluation/review steps (gates) at the end of each stage.

state of the art   A term describing the current outer limit of any developing technology. It is as far as we have gone at the present time. The state-of-the-art limit will move out over time.

stage gate    Point where one phase or stage of new product activity is finished and another begins. Usually accompanied by phased reviews.

stakeholder  Anyone who stands to gain, or lose, from the marketing of a new product. Customers, consumers, their advisors, resellers, etc. The broader the better, today.

STM   Letters stand for simulated test market.

strategic alliances   Agreements between different firms, universities, research organizations and/or governments to merge efforts in a program of activity. Highly varied formats are used. In new products, they usually involve sharing technologies (e.g., IBM and Apple or IBM and Microsoft). Sometimes they are joint efforts to develop new technology that all members of the alliance can use.

strategic buckets  A product portfolio management approach in which management allocates scarce resources across strategic dimensions.

strategic decisions; strategic launch decisions  A set of critical decisions that set the tone and direction for the product launch, including platform strategies and driving strategies.

strategic givens Limitations imposed by the firm, such as size of sales force or financial situation, that limit or constrain some of the strategies available at launch.  Often found as part of the PIC.

strict liability   An extreme variant of product liability (in common practice today) in which the producer is held responsible for not putting a defective product on the market. Under strict liability, there need be no negligence, sale no longer has to be direct from producer to user (privity of contract), and no disclaimer statement relieves the producer of this responsibility.

success factor    A descriptor or activity that will have significant effect on the new product's outcome. Unique superior product is thought to be the highest success factor. Factors that separate winners from losers.

sunk costs   Costs that represent expenses already incurred in the development of a new product. Have been written off, involve no capital asset, and no anticipated salvage value. For purposes of net present value, sunk costs are ignored. After the project is over, an overall recap will include all costs, whenever spent.

supply-pushed innovation   (See technology-driven.)

surrogate positioning   Product positioning that eschews product features and benefits, turning instead to 1 of perhaps 8 or 10 substitutes, or surrogates. The two most popular surrogates are nonpareil (our product is simply the best available, no features or benefits cited) and parentage (our product is good because it was designed by the designers or producers of product X).

surrogate question   Any question to which the answer can yield an answer to another question that cannot be answered at this time, if ever. For example, if the key question is "What retaliation will our chief competitor offer to our new product?," a surrogate question that can be answered would be "What retaliation did that competitor offer to its most recent serious competitive threat?"

T

tactical decisions  Marketing-mix decisions that define how the strategic plan will be implemented.

target market   The group of potential customers selected for marketing. A market segment. Combines with positioning and marketing mix to yield marketing strategy.

tastemakers   Those who are the first to adopt product innovations are sometimes called tastemakers, recognizing their influence on followers.

team   That group of persons who serve as on-site managers for a new products project or program. Each team member represents a function, department, or specialty, and together they form the management for that product. Team members may be full time or part time, and persons may move on and off a team depending on the continuing need for their specialty.

team leader   A job title that, though generic, is being given to the person who is leading the new product team. Also called group leader, project manager, new product manager, program manager, venture manager, and other names.

technology   Essentially, the power to do work. Technologies are one of two bases for product innovation (market strength is the other). Technologies take many forms, the most common being a process, a material, a piece of equipment, a special knowledge, a person, or a science. They may also be a building, a manufacturing facility or know-how, or even something outside technical departments, such as a distributor's bottling and delivery system, a brand manager system, or an order-filling system.

technology-driven   A new products strategy or operation based on the strength of a technology. Technology yields new products, which are then offered to the market. Market-driven is the alternative form of thrust. Dual drive uses both at the same time and is the preferred form today.

test marketing   One form of full sale market testing. Usually involves actually marketing a new product in one or several cities. The effort is totally representative of what the firm intends to do later on national marketing (or rollout). Various aspects of the marketing plan may be tested (such as advertising expenditure levels or, less often, product form variants) by using several pairs of cities. Output is a mix of learning, especially a sales and profit forecast. The term test marketing is sometimes stretched to other forms of market testing, particularly the electronic versions and simulated test markets, but the term is best confined to the full sale activity.

top-down strategic approach  The firm or SBU lays out its strategy, then allocates funds across products appropriately.

top-two-boxes   In concept and product use testing, it is common to ask the question "How likely would you be to buy this product?" The answer set is traditionally Definitely would buy, Probably would buy, May or may not buy, Probably would not buy, and Definitely would not buy. Listed with boxes in front of each choice, the analyst is looking for the percent of people who checked either of the top two boxes. The statistic is a common measurement of overall acceptance.

total quality management   Known as TQM. Usually an overall program designed to produce high-quality goods and services. Often firmwide or divisionwide. Built on idea that one must control the quality of inputs and actions in order to achieve quality result (the new product).

tracking   The act of checking on the progress of important aspects or issues in the marketing of a new product. May be comprehensive or casual.

tracking variable   A specific variable used to track a specific phenomenon. Distribution can be tracked, for example, by measuring the "percent of outlets that have stocked at least one package."

trade dress A wide range of product identifiers that can include brand name, packaging, product color, or décor.
trademark   A legal term meaning the same as brand. A trademark identifies one seller's product and thus differentiates it from products of other sellers. If registered, the trademark obtains additional protection, mainly exclusive use, but special efforts are necessary to keep the registration.

trade name   A trademark used to identify an organization rather than a product or product line.

trade secret   In contrast to getting a patent on an invention, the inventor or firm can simply attempt to keep secret the new aspect of the product. The Coca-Cola formula is a famous trade secret.

trade-off analysis   A type of study that measures users' utility scales for various attributes of a given product category. Given the determinant attributes, and the utility scale for each, one can assemble the perfect product, putting in an optimized set of attributes that yields in total the greatest value to the marketplace. Originally (and still often) called conjoint analysis.

trial   The second part of the A-T-A-R quadrad. Defined in some way to indicate target customers who have heard of the product and like enough about its story to warrant a serious trial of it. The trial must involve some cost or outlay of effort on buyer's part or else does not assure us of genuine interest.

twin streams of innovation activity   The innovation process is building a product and also a marketing plan. The two processes go on simultaneously, and, in fact, the marketing plan may originate first if the firm's strategy is to develop new products for specific target markets.

two-dimensional matrix   A simple form of relationships analysis using only two dimensions. Contrasts with the morphological matrix of several dimensions.

U

universal product code   An identification system involving a series of different-width vertical lines used to identify individual products sold at retail. The code is standardized and can be used on any product (or its package) that has physical form.

use testing   (See product use testing.)

V

value added   A measure of the contribution to a product's worth by any organization that handles it on its way to the ultimate user. Value added is measured by subtracting the cost of a purchased product (or the cost of ingredients from which it was made) from the price that the organization got for it. For resellers, this means the firm's gross margin; for manufacturing firms, it means the contribution over cost of ingredients. Presumably, whatever work that firm did is reflected in the higher price someone is willing to pay for the product, hence that firm's value added.

venture   An option of organization. The team is fully projectized and has left the matrix mode. People are usually working full time on the project. Venture may be internal, spunout, or joint with another firm. Used when the project must be free of substantial restraints within the current organization.

vicarious trial   A technique used when some users cannot actually try a new product.  A user (person or business) that has tried it shares results with those who are not able to do so.

virtual prototype  A prototype in picture or videoclip form that can be presented to respondents via the Internet.  (See also information acceleration.)

Voice of the Customer (VOC)  Obtaining customer reactions and suggestions and using them as input throughout the development process, including at the very beginning.

W

waiver   The release signed by an inventor who wishes to get consideration of a nonpatented idea or product.

warranty   A statement or promise made to the customer that a product being offered for sale is fit for the purpose being claimed. The promise concerns primarily what the seller will do if the product performs below expectations or turns out to be defective in some way. The promise (warranty) may be full (complete protection) or limited (some corrective steps), under terms of the Magnuson-Moss Act of 1975.
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