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|dea Generation

A Market and consumer trends

A Searching for user patterns and
habits (Ethnographic methods )

A Find the market (need) before
developing the product/service!

A Everythingwas first an idea
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A Market Need?
A Market Size?
A Market Saturation?

Developl  WhndsetQ
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. How frequently Is the product repurchased?

Classifications | nwall)

How much profit is obtained from each
product?

How flexible are the buyers' purchasing
nabits with regard to this product?

How long will the product produce benefits
for the user?

. How long will consumers shop for the
product?

Leo Aspinwall, 1958




North American ‘mdustry Classification System
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largely replaced the older
Classification (SIC)
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Concept Development

A Target Market

uct Benefits
uction/Development Cost
uction/Development Location(s)

Model SuccessfuConcepts!



‘Analysis
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A Selling Price

A Breakeven Point
A Market Size

A Competition

Y hobodyelseis doingthat
C there may be areasonfor it! Q



A Strengths A Political

A Weaknesses A Economic
A Opportunities A Social
A Threats A Technological

A Environmental
A Legal



Securing #

ASelf-funded I VY Rk 2 NstragQ 2 2 (i
A Credit Cards
A Bank or Goverment Loans
A Friends and Family Capital
A Angel Investment
A Venture Capital
Knowwhere youwant to go!




SIX Sigma Anali: DMAIC

1. Define the problem and the project goals.

2. Measure key aspects of the current process
and collect relevant data.

3. Analyze the data to investigate and verify
cause-and-effect relationships.

4. Improve or optimize.

5. Set future controls. | @



Six Sigma Analysis:

1. Define goals consistent with customer
demands.

2. Measure and identify product capabilities,
production process capability, and risks.

3. Createand evaluate high-level design.
4. Optimizethe design, and plan for desig

n ‘
verification. )
5. Verify the design (set up pilots). U



A Focus Groups
A LISTEN TO FEEDBACK!

A Most flexible approach will win (Law of
Requisite Variety)



A Resource identification
A Scalability
A Contingency Planning
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Package
Price
Promotion

Distribution




A Pricing
A Product Mix
A Segmentation and Options

BASE | PROFESSIONAL | SUPER!



A Inventory
A Scalability
A Training
A Support



A Timing
A Placement
A Channel Development

A Distribution/Partnerships
I Resellers and VARs
I System



Why New Products Fail

A No clearly defined target market
A Insignificant point of difference.
A Too little market attractiveness.

A Poor product quality or sensitivity to customer
needs on critical factors.

A Bad timing.






