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Professional Certification

Primary

1.Cooper, Robert G., Winning at New Products

2.Crawford, C. Merle and Anthony DiBenedetto, New Products Management

3.Kahn, Kenneth B., Editor, The PDMA Handbook of New Product 

Development, 2nd Edition



Books and Journals

• Journal of Business Venturing
• Journal of Product Innovation Management
• Technovation



Innovation Imperative
Corporations must be able to adapt and evolve if they wish to survive
(competitors will inevitably come to the market with a product that changes the 
basis of competition). 



Jeff Bezos about Russia

“Russia was ignored for most of the past 
decade by venture capitalists even as they 
poured money into the rest of the BRIC 
cohort—Brazil, India, and China. 
Conventional wisdom has said that Russia 
was too corrupt, too unpredictable, and 
too underdeveloped. That's the country I 
imagined I'd find, one full of gangsters, 
oligarchs, and bad drivers (The last I 
verified firsthand.)”



World Development Indicators (High-
Technology Export)



Examples of Implications of 
Contingency Theory

R&D/Marketing 
Interaction

R&D leads; 
“technology push”

Marketing leads; 
“customer pull”

Type of Marketing 
Research

Lead users; 
empathic design

Surveys; focus 
groups

Role of 
Advertising

Primary demand; 
customer education

Selective demand; 
build image 

Pricing May be premium More competitive 

Breakthrough Incremental







The General Flow of the Typical Stage-Gate 
System



About Ideas

• Studies show that the lion's share of original and successful business 
ideas were generated by people who had already several years of 
relevant experience.

• But there are also examples of revolutionary ideas brought to life by 
mere novices



Elements of a Promising Business Idea

• "Our new device can perform 200 operations per 
minute“

• "Our new device will save the customer a quarter 
of the time and therefore 20% of the costs“

A customer value proposition is a statement that 
describes why a customer should buy a product or 
use a service (differentiate your product from 
competitors).





Paradigm

• It is the way we see, perceive, understand and interpret.

• “The significant problems we face cannot be solved at the same 
level of thinking we were at when we created them.”

Physicians believed that illnesses existed 
in "bad blood"

Do more. Do it faster. Do it more painlessly. Go to 
TQM or Six Sigma on bloodletting. Do statistical 
quality controls, variance analysis.



Cavemen Rejecting the Idea of Fire
This caveman focus group couldn't grasp the idea of the importance of fire. Here 

was the collective reasoning:

Pros

•Fire can be used for cooking as a heat source

•Fire can be used to scare away unwanted wild animals

Cons

•It looks dangerous, if it gets hot it could burn you

•It's so unsymmetrical

•Don't like the red color, doesn't come in green

"Killing good ideas can harm your future".



Aligning Market Research with Type of 
Innovation



Conjoint Analysis
• Is survey research tool that can statistically predict 

which combination of product attributes customers 
will prefer to buy. 

• One of the first steps is to develop a set of attributes 
and levels of those attributes that adequately 
characterize the range of product options. 

• Ordinary least squares regression  consumer utility 
function.

• Willingness to pay (WTP) exceeds the cost of 
providing attribute. 

• Cases



Factor Analysis



Biomimicry

• Is conscious seeking of inspiration, the search for 
finding new and better ways to do things, through 
understanding nature and the principles of biology; 
looking for nature’s advance  to solve human 
challenges (P&G, Nike, General Mills).

• www.AskNature.org



Gartner's Hype Cycle



Kia Silverbrook

Silverbrook Reseach
is established in Australia to 
develop color printing 
technology based
on micro-electro-mechanical 
systems (MEMS).

Principal financier - The George 
Kaiser Family Foundation

Technology is protected by 
approximately 5,000 patents.



Group Assignments

• Group1 - License know-how only.

• Group2 - Sell commercial-grade components to OEMs.

• Group3 - License know-how and sell final products 

• Group4 - Sell final products or systems with all essential 
components, ready for use "out-of-the-box”.


