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REVIEW GUIDE FOR FINAL 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 essay (answers of half a page or more).  The main areas to be emphasized on the exam are listed below, subject to possible modification as the exam approaches.  Questions printed in boldface are possible short or long essay questions.  This review guide is subject to revision up to one week before the midterm examination.  Changes are shown in red.
Note:
Except as indicated below, material related to Chapters 10 &11 will not be covered on the examination.

1. What factors does General Electric’s “strategic planning grid” take into consideration in evaluating opportunities for new or existing products?  [Not covered in assigned readings.]

2. Some financial analysis terminology you should understand: cannibalization, incremental costs and revenues, risk premiums, required rate of return, sensitivity testing, hurdle rates, sunk costs.

3. What variables does the “Bass diffusion model” incorporate (that is, what three parameters
or inputs are necessary to use the model) and what is the model used for?  What are its shortcomings in terms of marketing mix planning?

4. How does the “customer flow” forecasting model work, and how does it differ from aggregate diffusion forecasting models?  [See handout article.]

5. What alternative techniques or approaches can be used to forecast sales for new products?  What does each measure and assume?

6. What does the term “product protocol” mean?  Explain its purpose and who should be given the responsibility of creating it.

7. What are the contents of a product protocol?

8. What does an “augmented product concept” consist of?

9. Explain the purpose, the nature, and the key components of quality function deployment (QFD) and the related “house of quality.”  Is there any evidence that this approach actually works in practice?  What type of products would QFD be best for?

10. What is conjoint measurement (or “trade-off analysis”), and what is it used for in the new product process?  What are its key assumptions and limitations?

11. Be prepared to:

a)
Interpret a sample set of utility curves (such as Figure 7-3 in text) generated as output through conjoint analysis.

b)
Explain what kind of customer-provided research data inputs would have been necessary to generate the utility curves.  (That is, how would the data be collected from respondents—in what form?)

c)
Explain and calculate what the utility curves tell a manager about the relative importance (in percentage terms) of different attributes and attribute levels.

d)
Explain how a manager could use the information represented by the utility curves to help design or modify a product, and explain the limitations of this approach.

12. What is the role of design in the new products process?  How has that role changed in recent years?  Is design becoming more or less important?
13. Outline and explain IDEO’s approach to design, including the five-step process that it employs to design and develop feasible, viable, and desirable products or experiences.

14. Define “product architecture.”

15. True or false and explain why: “Product design is too important to be left to designers.”

16. Explain how the different roles and perspectives of designers, marketers, and engineers contribute to functional interface problems in new product development, and what can be done to eliminate or minimize such interface problems.

17. Define, compare, and contrast the operating characteristics of the five basic options for structuring the new products organization as shown in Figure 14-1.  Which options are used most often and what determines this?  Why don’t more firms use “venture groups”?

18. Should the new product activity be centralized or decentralized within organizations?  Why?  What are the inherent trade-offs?  [See handouts.]

19. True or false and explain why: “Most successful firms decide which one single type of new products organization structure works best for them and then use that structure exclusively.”

20. True or false and explain why:  “The best new products organizations operate like baseball teams.”

21. What are the roles of the key participants in the new product management process?  Should these participants be “integrators”, “receptors”, or “isolates”?

22. What is “accelerated product development”?  How and through what specific techniques can this be accomplished without skipping critical steps in the new product process?  Give examples to illustrate your answer.

23. Explain the six trade-offs that are inherent in technical product development.  [Handout.]
24. What is “concurrent engineering or manufacturing”?  Why is it important?

25. What are the five basic strategies for global product innovation?  Which of these probably would be best for (a) a large office furniture manufacturer, (b) a large packaged goods manufacturer, and (c) a small machine tools manufacturer? 

26. What are the arguments for and against product use testing?  Is there really a good argument for not doing product use testing?
27. Outline and briefly explain the main decisions and alternatives that need to be considered in conducting a product use test.  (I won’t ask you to list all the decisions, but I might ask you about some of the alternatives.)
28. Distinguish between alpha, beta, and gamma tests.  Which is generally most effective?

29. Explain why “New Coke” flopped despite extensive product use testing.  Does this mean that product use testing is not useful or unnecessary, and that the voice of the customer should be ignored?

30. What is “component testing”?  Be specific about which components might be tested.
31. When and why do firms need to do “market testing” given that they perhaps have already done (a) concept testing, (b) product use testing, and (c) component testing?  What does market testing measure that the other forms of testing do not?

32. True or false and explain why: “Market testing has no value or application for industrial or business-to-business firms.”  [Note handout reading on this topic.]
33. Explain the difference between pseudo sale, controlled sale, and full sale approaches to market testing.

34. Be prepared to explain, describe, compare, and contrast the purpose, procedures, advantages, and limitations of each of the following market testing methods.  In answering such questions, explain what key market factors (e.g., the A-T-A-R model) each method actually experiments with and measures (as opposed to controlling or simply making assumptions about them).

a) Speculative sale

b) Simulated test marketing (e.g., BASES II and ASSESSOR)--with or without a “sales wave”

c) Informal selling

d) Direct marketing

e) Minimarkets (sometimes called “controlled tests”) [Note the variation in how minimarket tests may be conducted.]
f) Scanner market testing (such as BehaviorScan)

g) Test marketing (sometimes referred to as full sale, traditional, or standard test marketing)

h) Rollout [as an alternative to market testing]
35. What are the limitations or shortcomings of simulated test markets (STMs) were illustrated in the Beecham Products “Delicare” case (handout)?  Explain what can go wrong if a firm relies too heavily on simulated test marketing versus using other market testing methods [meaning using other methods either instead of STMs or in addition to STMs].
36. What are the key decisions or parameters that must be made in planning and implementing traditional (full sale) market tests?  What is generally recommended with regard to these parameters? 

37. Think of Techsonic’s new 901 depth sounder.  What strategic options might Techsonic have followed in introducing this product line replacement to the marketplace, as explained in Chapter 17?

38. Think of Techsonic’s plans to introduce an innovative GPS navigation product.  Describe and evaluate the GPS product in terms of the five factors that affect the speed of the product adoption process, as identified through diffusion of innovation research.

39. What does the term “product positioning” mean and what is it based on?  How was the 901 depth sounder to have been positioned?

40. How does high brand equity provide value to customers?  To firms?

41. Outline and explain what should occur during each of the four stages of the new product “launch cycle.”  [Not “product life cycle”!]  How do these stages relate to the “A-T-A-R model”?

42. List some common barriers to trial and suggest how to overcome these barriers.

43. Outline and explain the four steps in planning a “launch management system.”  What does and does not need to be tracked?  When are contingency plans needed?

44. As detailed in the assigned handouts, what are the key management lessons to be learned from the launches (and post-launch management) of products such as (note revised list):
· P&G’s Whitestrips (earlier handout than the following)
· Weyerhaeuser’s UltraSofts disposable diapers

· Philips Electronics’ CD-I

· Polaroid’s I-Zone Instant Pocket Camera

· Kellogg’s Breakfast Mates

· APS film format and cameras

· Coach Handbags

· Johnson & Johnson’s stent devices

· The Edsel

· Chrysler Minivan

· Briggs & Stratton engines (class video if shown)
· Dirt Devil Stick Vac (class video if shown)
[Be prepared to answer short-essays or multiple-choice questions about these and any other cases that might be assigned to illustrate the “commercialization” or “launch” stage.]

The following question will be asked only if covered in class on November 16:

45.
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?
