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Marketing 1s a Complex System

e Market research revealed that during the last year the satisfaction
of the consumers was increased. There were no changes in the
product or the marketing activities.

Good or bad news?

e In the firm’s portfolio of products you can spot a product that is an
absolutely disaster in its design: All the attributes are in the lowest
level compared to the competing brands.

what 1s your suggestion?




Ideal points and satisfaction
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Decoy products

The market before The market after
Decoy Decoy

Brand A and brand B

competing No one buys the decoy

product, however...




Saddle’s Ubiquity

Saddle in Personal Computers Saddle in Cordless Phones
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Different types of adopters

Cros5I~G THER CHALHM

Technology Adeption Life Cycle




The Chasm

Higlr-Teck Marketreg Ilesion

The Kevised Technology Adoption Life Cycle




Saddle’s explication

Dual Market - the saddle case

----- Innovators
----- Majority
— Total Market




Saddle’s Criticality

Dual Market - the non-saddle case

----- Innovators
----- Majority
— Total Market




Fax Machines

Fax Machines
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Fax Machines - Do not forget the Take off
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The Conflicting Masters of New
Products Management

e Three inputs to the new
products process: the right
quality product, at the right

time, and at the right cost. I

These conflict with each

other but may have

synergies too. / \

Issue: how to optimize
these relationships in a

new product situation. \/
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Consumer Behavior - Important issues

*Consideration set

*[oyalty

*Variety seeking

eEmotions

*“How do I feel about it” effect
eBounded rationality
e[nvolvement

eHalo effect




The Marketing Research Paradox

Strong marketing orientation
1s a key factor in success

Perhaps ironically, marketing orientation
leads to reduced time to market...

In 75% of new product projects,
marketing studies are omitted....

/

Using marketing techniques during

R&D costs are ,normally, much less
than the R&D itself

T~

Marketing expenditures may reach
50% of the product budget (mainly
during launch)




Some “Strange Facts”

Numerous studies reveal that competitive situation has surprisingly little
impact on new product outcomes.

The effect of the stage of the product life cycle:

Success potential
A

Stage of the product life cycle
Introduction, early growth, growth, end

A Myth: Modifications, tweaks, and extensions - are more successful. In
reality, innovative products have the same success- failure rates!

A “low Price” attribute has a consistently negative effect: Products that their
USP is based on low price tend to fail. By contrast, the benefit “Good Value
for the Money”, yields normally positive results.

Order of entry:Contrary to the traditional belief, “Best In” rather than
“First In” provides the pioneer edge.




DI PN T WO RNNT

20 :w7na MY °0n 1IN 3 172 AR 79278 77200 2R WIN DX NN Y192 DT B7Ya XD nan
w10 ,7w 15 77w

10°19% %50 (73w X0 TY) 2NNA 2w 7778 170°137 %25 2w MI2N0 NRYR 00 a0 19 PIwa 7100
).7aw Hum) TR ML2 707137 25% -1 (7AW TY 7AW %) 01127 L3

: D°NA NWDY P DR P R1ANIP D 7720 M9X (7w 211°2°12) T057/MNNN DR NIRRT 77207

10°12 10°12 1103120 nnn

SR A0 0°°3937 M2 7750
10 5 6- w20

§ 10 4- n w15
6- 0 8 w10

. QOMNNT WY 1 ORTY 19IND 77 AN WK (Pw MPrn° 7727) Y2 avIT 0020 DX oWH 710 XD

I

NORY

MIWY? POV I ,PWT PN IR TV KD vhnn X0 oxl.
MW PN YPWIR 7191 X097 ONW V250N 019057 In2.




w710 VT7°20 A0

wn?) WA 21X°n YW 0T N1V P 1IN ,NPANT NP0V, MDD NN NRYIN
DOWTN 22XIN? MIPYI N3 L(7°OR N0

MY QY52 NIAMNYA XD .FI0NR 7D , W1 %12 ,WID°n 19°W > MATn
(Conjoint m»o7¥7 mMn°1 (Factor Analysis ), D171 7101 12 90 “NPDITPR
N1PvN1>°05 MvwiAnalysis ),

QYOI ,DWT ,NITAY LDV IV DTN 91005
DT ,RYIND ,A90WE ,PI0W ,ONAOWA 28D 503,11 9DIANT TR
DIWOR ANWH 07 PO ,MITTIVNN NIV 957319°08 WU




YO0 IR NIV MNPA

T3 P17 AR PART 717 AR 23 .N9D9XDDT NPIPNAT IOV 12V RPW 190K 221N IWH VTN PN
SIWR PR I ,NNR VAR M1¥T pnnT i

MNIHNe NINTe
PYyTe moye

NPIDTYe ONPAR NIV 0°1IN3 299%79 NITWONe

AR TR MYND NI P2 DI YWn%) PATRA 1MW 22101 107010 21D 0N
).0XIN

,IPP0000Y NOTOAN WD, 0ITVIN ,MITHIN VTN ARA ,TIRD ORI :0°°1X°0 0°° WK 2°1N)
, Omnibus.”1>m PR 21107




101 VI

712787 IR Y177 IVIW 01070 YOnn P10 WO T DYOWS DR TIAKRY 731 1957 pnnn
J13°9P PTIN Y15 MY J000 SW M2 NYOIA XYW NORINR NIAIINGT

N3P0 JwH W DAR 73122 00X 22 1000 N132 nPRIPR NIXR wIvwh 190 0ORWIN

197 79292 NPWOLY AXIAR L7007 11193 0T 13920 7001w X12p 990 900 KDY DTpa
).IMITY DN ,0°MRA VIVR) MTAW NN

237 OPW YO0 NN DR TPIVAR 070 2O9RWIT OR 1WPNT 10T NRY NIYAY V2R
Y 070 PW YOI SVRARI 2°A109°0T ,0°0




NIPRY - M0°1 Y1

7970 °nan ganwnan nnal)

79910 X177 7X°02)

791207 710WwnT 1n3)

77721 X177 7X°04)

70ORXANT NN DY WYL 0°910° AR 2°INWH 19°KS)

MW 077 7X°26)

707°9Y U TNR N2 TRT)

TNIRXINT DR 710N N7 7%°08)

910717 DR 2%V N T°R9)




