
“Introduction to New Product Development”.

: Innovation Management: An Introduction

Topic Objective:

At the end of this topic student would be able to:

 Learn about Innovation Management

 Understand about Innovation Goal

 Understand the nature and scope of Opening New Market

Definition/Overview:

Innovation: The term innovation may refer to both radical and incremental changes in thinking,

in things, in processes or in services. Invention that gets out in to the world is innovation. In

many fields, something new must be substantially different to be innovative, not an insignificant

change, e.g., in the arts, economics, business and government policy. In economics the change

must increase value, customer value, or producer value.

Key Points:

1. Innovation

Innovation has been studied in a variety of contexts, including in relation to technology,

commerce, social systems, economic development, and policy construction. There are, therefore,

naturally a wide range of approaches to conceptualizing innovation in the scholarly literature.

Fortunately, however, a consistent theme may be identified: innovation is typically understood as

the successful introduction of something new and useful, for example introducing new methods,

techniques, or practices or new or altered products and services. It is useful, when

conceptualizing innovation, to consider whether other words suffice. Invention - the creation of

new forms, compositions of matter, or processes - is often confused with innovation. An
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improvement on an existing form, composition or processes might be an invention, an

innovation, both or neither if it is not substantial enough. It can be difficult to differentiate

change from innovation. According to business literature, an idea, a change or an improvement is

only an innovation when it is put to use and effectively causes a social or commercial

reorganization.

2. Innovation Goal

The goal of innovation is positive change, to make someone or something better. Innovation

leading to increased productivity is the fundamental source of increasing wealth in an economy.

Innovation is an important topic in the study of economics, business, technology, sociology, and

engineering. Colloquially, the word "innovation" is often used as synonymous with the output of

the process. Since innovation is also considered a major driver of the economy, the factors that

lead to innovation are also considered to be critical to policy makers. In the organisational

context, innovation may be linked to performance and growth through improvements in

efficiency, productivity, quality, competitive positioning, market share, etc. All organisations can

innovate, including for example hospitals, universities, and local governments.

3. Failure of innovation

Research findings vary, ranging from fifty to ninety percent of innovation projects judged to

have made little or no contribution to organizational goals. One survey regarding product

innovation quotes that out of three thousand ideas for new products, only one becomes a success

in the marketplace. Failure is an inevitable part of the innovation process, and most successful

organisations factor in an appropriate level of risk. Perhaps it is because all organisations

experience failure that many choose not to monitor the level of failure very closely. The impact

of failure goes beyond the simple loss of investment. Failure can also lead to loss of morale

among employees, an increase in cynicism and even higher resistance to change in the future.
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Innovations that fail are often potentially good ideas but have been rejected or shelved due to

budgetary constraints, lack of skills or poor fit with current goals. Failures should be identified

and screened out as early in the process as possible. Early screening avoids unsuitable ideas

devouring scarce resources that are needed to progress more beneficial ones. Organizations can

learn how to avoid failure when it is openly discussed and debated. The lessons learned from

failure often reside longer in the organisational consciousness than lessons learned from success.

While learning is important, high failure rates throughout the innovation process are wasteful and

a threat to the organisation's future.

The causes of failure have been widely researched and can vary considerably. Some causes will

be external to the organisation and outside its influence of control. Others will be internal and

ultimately within the control of the organisation. Internal causes of failure can be divided into

causes associated with the cultural infrastructure and causes associated with the innovation

process itself. Failure in the cultural infrastructure varies between organisations but the following

are common across all organisations at some stage in their life cycle

 Poor Leadership

 Poor Organization

 Poor Communication

 Poor Empowerment

 Poor Knowledge Management

Common causes of failure within the innovation process in most organisations can be distilled

into five types:

 Poor goal definition

 Poor alignment of actions to goals

Poor participation in teams

 Poor monitoring of results

 Poor communication and access to information
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Effective goal definition requires that organisations state explicitly what their goals are in terms

understandable to everyone involved in the innovation process. This often involves stating goals

in a number of ways. Effective alignment of actions to goals should link explicit actions such as

ideas and projects to specific goals. It also implies effective management of action portfolios.

Participation in teams refers to the behaviour of individuals in and of teams, and each individual

should have an explicitly allocated responsibility regarding their role in goals and actions and the

payment and rewards systems that link them to goal attainment. Finally, effective monitoring of

results requires the monitoring of all goals, actions and teams involved in the innovation process.

Innovation can fail if seen as an organisational process whose success stems from a mechanistic

approach i.e. 'pull lever obtain result'. While 'driving' change has an emphasis on control,

enforcement and structure it is only a partial truth in achieving innovation. Organisational

gatekeepers frame the organisational environment that "Enables" innovation; however innovation

is "Enacted" recognised, developed, applied and adopted through individuals.

Individuals are the 'atom' of the organisation close to the minutiae of daily activities. Within

individuals gritty appreciation of the small detail combines with a sense of desired organisational

objectives to deliver (and innovate for) a product/service offer. From this perspective innovation

succeeds from strategic structures that engage the individual to the organisation's benefit.

Innovation pivots on intrinsically motivated individuals, within a supportive culture, informed by

a broad sense of the future.

Innovation, implies change, and can be counter to an organisation's orthodoxy. Space for fair

hearing of innovative ideas is required to balance the potential autoimmune exclusion that quells

an infant innovative culture.
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4. Innovation Challenge

While innovation typically adds value, innovation may also have a negative or destructive effect

as new developments clear away or change old organisational forms and practices. Organisations

that do not innovate effectively may be destroyed by those that do. Hence innovation typically

involves risk. A key challenge in innovation is maintaining a balance between process and

product innovations where process innovations tend to involve a business model which may

develop shareholder satisfaction through improved efficiencies while product innovations

develop customer support however at the risk of costly R&D that can erode shareholder return.

Innovation occurs when someone uses an invention or an idea to change how the world works,

how people organize themselves, or how they conduct their lives. In this view innovation occurs

whether or not the act of innovating succeeds in generating value for its champions. Innovation is

distinct from improvement in that it permeates society and can cause reorganization. It is distinct

from problem solving and may cause problems. Thus, in this view, innovation occurs whether it

has positive or negative results. The introduction of a new good that is one with which

consumers are not yet familiar or of a new quality of a good.

5. Opening New Market

The opening of a new market, which is a market into which the particular branch of manufacture

of the country in question has not previously entered, whether or not this market has existed

before. The conquest of a new source of supply of raw materials or half-manufactured goods,

again irrespective of whether this source already exists or whether it has first to be created.

The carrying out of the new organization of any industry, like the creation of a monopoly

position (for example through trustification) or the breaking up of a monopoly position

Schumpeter's focus on innovation is reflected in Neo-Schumpeterian economics, developed by

such scholars as Christopher Freeman and Giovanni Dosi .Innovation is also studied by

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

5
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



economists in a variety of contexts, for example in theories of entrepreneurship or in Paul

Romer's New Growth Theory.

6. Sources of innovation

There are several sources of innovation. In the linear model the traditionally recognized source is

manufacturer innovation. This is where an agent (person or business) innovates in order to sell

the innovation. Another source of innovation, only now becoming widely recognized, is end-user

innovation. This is where an agent (person or company) develops an innovation for their own

(personal or in-house) use because existing products do not meet their needs. Eric von Hippel has

identified end-user innovation as, by far, the most important and critical in his classic book on

the subject, Sources of Innovation.

Innovation by businesses is achieved in many ways, with much attention now given to formal

research and development for "breakthrough innovations." But innovations may be developed by

less formal on-the-job modifications of practice, through exchange and combination of

professional experience and by many other routes. The more radical and revolutionary

innovations tend to emerge from R&D, while more incremental innovations may emerge from

practice but there are many exceptions to each of these trends.

Regarding user innovation, rarely user innovators may become entrepreneurs, selling their

product, or more often they may choose to trade their innovation in exchange for other

innovations. Nowadays, they may also choose to freely reveal their innovations, using methods

like open source. In such networks of innovation the creativity of the users or communities of

users can further develop technologies and their use.

Whether innovation is mainly supply-pushed (based on new technological possibilities) or

demand-led (based on social needs and market requirements) has been a hotly debated topic.
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Similarly, what exactly drives innovation in organizations and economies remains an open

question.

More recent theoretical work moves beyond this simple dualistic problem, and through empirical

work shows that innovation does not just happen within the industrial supply-side, or as a result

of the articulation of user demand, but through a complex set of processes that links many

different players together not only developers and users, but a wide variety of intermediary

organisations such as consultancies, standards bodies etc. Work on social networks suggests that

much of the most successful innovation occurs at the boundaries of organisations and industries

where the problems and needs of users, and the potential of technologies can be linked together

in a creative process that challenges both.

Example/Case Study:

In January 2009, the 2008-2009 Global Innovation Index was published.[8] It was created by

Soumitra Dutta, a professor at French business school INSEAD, along with New Delhi based

non-profit organization The Confederation of Indian Industry. The ranking is based on indices

such as the number of internet users in a nation, the ease of doing business and the stability of

banks (that score alone makes surprising that the U.S. tops the list). Every factor is then

categorized as either an input or an output, with inputs indicating how conducive countries are to

stimulating innovation (these include institutions and policies, human capacity, infrastructure,

technological sophistication, business markets and capital). The outputs indicate how effectively

countries translate innovation into benefits - like knowledge, competitiveness and wealth. The

top ten countries are listed below in figure 1:
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Rank Country Region

1 United States North America

2 Germany Europe

3 Sweden Europe

4 United Kingdom Europe

5 Singapore Asia

6 South Korea Asia

7 Switzerland Europe

8 Denmark Europe

9 Japan Asia

10 Netherlands Europe

: Economics And Market Adoption

Topic Objective:

 Learn about Economics and Market Adoption.

 Understand a framework Integrated Approach

 Understand the nature and of Sources of Innovation

 Learn the role of Two-sided market

 Acquire an appreciation about Structural characteristics, Pricing in Two-Sided Networks

 Gain an understanding of the Strategic issues
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Definition/Overview:

Economics and Market Adoption: Market outcome from innovation can be studied from

different lenses. The industrial organizational approach of market characterization according to

the degree of competitive pressure and the consequent modelling of firm behaviour often using

sophisticated game theoretic tools, while permitting mathematical modelling, has shifted the

ground away from an intuitive understanding of markets. The earlier visual framework in

economics, of market demand and supply along price and quantity dimensions, has given way to

powerful mathematical models which though intellectually satisfying has led policy makers and

managers groping for more intuitive and less theoretical analyses to which they can relate to at a

practical level. Non quantifiable variables find little place in these models, and when they do,

mathematical gymnastics (such as the use of different demand elasticities for differentiated

products) embrace many of these qualitative variables, but in an intuitively unsatisfactory way.

In the management (strategy) literature on the other hand, there is a vast array of relatively

simple and intuitive models for both managers and consultants to choose from. Most of these

models provide insights to the manager which help in crafting a strategic plan consistent with the

desired aims. Indeed most strategy models are generally simple, wherein lie their virtue. In the

process however, these models often fail to offer insights into situations beyond that for which

they are designed, often due to the adoption of frameworks seldom analytical, seldom rigorous.

The situational analyses of these models often tend to be descriptive and seldom robust and

rarely present behavioural relationship between variables under study.

Key Points:

1. Innovation

Innovation literature while rich in typologies and descriptions of innovation dynamics is mostly

technology focused. Most research on innovation has been devoted to the process (technological)

of innovation, or has otherwise taken a how to (innovate) approach. The integrated innovation

model of Soumodip Sarkar goes some way to providing the academic, the manager and the

consultant an intuitive understanding of the innovation market linkages in a simple yet rigorous
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framework in his book , Innovation, Market Archetypes and Outcome- The integrated model

presents a new framework for understanding firm and market dynamics, as it relates to

innovation. The model is enriched by the different strands of literature - industrial organization,

management and innovation.

2. Integrated Approach

The integrated approach that allows the academic, the management consultant and the manager

alike to understand where a product (or a single product firm) is located in an integrated

innovation space, why it is so located and which then provides valuable clues as to what to do

while designing strategy. The integration of the important determinant variables in one visual

framework with a robust and an internally consistent theoretical basis is an important step

towards devising comprehensive firm strategy.

The integrated framework provides vital clues towards framing a what to guide for managers and

consultants. Furthermore, the model permits metrics and consequently diagnostics of both the

firm and the sector and this set of assessment tools provide a valuable guide for devising

strategy. There are several sources of innovation. In the linear model the traditionally recognized

source is manufacturer innovation. This is where an agent (person or business) innovates in order

to sell the innovation. Another source of innovation, only now becoming widely recognized, is

end-user innovation. This is where an agent (person or company) develops an innovation for

their own (personal or in-house) use because existing products do not meet their needs. Eric von

Hippel has identified end-user innovation as, by far, the most important and critical in his classic

book on the subject,

3. Sources of Innovation

Innovation by businesses is achieved in many ways, with much attention now given to formal

research and development for "breakthrough innovations." But innovations may be developed by

less formal on-the-job modifications of practice, through exchange and combination of
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professional experience and by many other routes. The more radical and revolutionary

innovations tend to emerge from R&D, while more incremental innovations may emerge from

practice - but there are many exceptions to each of these trends.

4. Two-sided market

Two-sided markets, also called two-sided networks, are economic networks having two distinct

user groups that provide each other with network benefits. Example markets include credit cards,

comprised of cardholders and merchants; HMOs (patients and doctors); operating systems (end-

users and developers), travel reservation services (travelers and airlines); yellow pages

(advertisers and consumers); video games (gamers and game developers); and communication

networks, such as the Internet. Benefits to each group exhibit demand economies of scale.

Consumers, for example, prefer credit cards honored by more merchants, while merchants prefer

cards carried by more consumers.

4.1.Structural characteristics

In some networks, users are homogeneous, that is, they all perform similar functions. For

example, although participants in a telephone network originate and receive calls, these roles

are transient. Almost all phone users play both roles at different times. Likewise, almost all

instant messaging, FAX, and email users both. Networks with homogenous users are called

one-sided to distinguish them from two-sided networks, which have two distinct user groups

whose respective members consistently play the same role in transactions.

In a two-sided network, members of each group exhibit a preference regarding the number of

users in the other group; these are called cross-side network effects. Each groups members

may also have preferences regarding the number of users in their own group; these are called

same-side network effects. Cross-side network effects are usually positive, but can be

negative (as with consumer reactions to advertising). Same-side network effects may be
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either positive (e.g., the benefit from swapping video games with more peers) or negative

(e.g., the desire to exclude direct rivals from an online business-to-business marketplace).

In two-sided networks, users on each side typically require very different functionality from

their common platform. In credit card networks, for example, consumers require a unique

account, a plastic card, access to phone-based customer service, a monthly bill, etc.

Merchants require terminals for authorizing transactions, procedures for submitting charges

and receiving payment, signage (decals that show the card is accepted), etc. Given these

different requirements, platform providers may specialize in serving users on just one side of

a two-sided network. A key feature of two-sided markets is the novel pricing strategies and

business models they employ. In order to attract one group of users, the network sponsor may

subsidize the other group of users.

4.2.Pricing in Two-Sided Networks

Platform managers must choose the right price to charge each group in a two-sided network

and ignoring network effects can lead to mistakes. In Figure 1 below, Pricing without taking

network effects into account means finding prices that maximize the areas of the two blue

rectangles. Adobe initially used this approach when it launched PDF and charged for both

reader and writer software

In two-sided networks, such pricing logic can be misguided. If firms account for the fact that

adoption on one side of the network drives adoption on the other side, they can do better.

Demand curves are not fixed: with positive cross-side network effects, demand curves shift

outward in response to growth in the user base on the network's other side. When Adobe changed

its pricing strategy and made its reader software freely available, its managers uncovered a key

rule of two-sided network pricing. They subsidized the more price sensitive side, and charged the

side whose demand increased more strongly in response to growth on the other side. As
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illustrated in Figure 2, giving consumers a free reader created demand for the document writer,

the network's "money side."

5. Strategic issues

If building a bigger network is one reason to subsidize adoption, then stimulating value adding

innovations is the other. Consider, for example, the value of an operating system with no

applications. While Apple initially tried to charge both sides of the market, like Adobe did in

Figure 1, Microsoft uncovered a second pricing rule: subsidize those who add platform value. In

this context, consumers, not developers are the money side.

Which market represents the money side and which market represents the subsidy side depends

on this critical tradeoff: increasing network size versus growing network value. The size rule lets

you increase adoption relatively more while the value rule lets you increase price relatively

more.

Although recently developed in terms of economic theory, two-sided networks help to explain

many classic format battles, for example, Betamax vs. VHS, Mac vs. Windows, CBS vs. RCA in

color TV, American Express vs. Visa, and more recently Blu-Ray vs. HD DVD.

In the case of color TV, CBS and RCA offered rival formats but initially neither gained market

traction. Viewers had little reason to buy expensive color TVs in the absence of color

programming. Likewise, broadcasters had little reason to develop color programming when

households lacked color TVs. RCA won the battle in two ways. It flooded the market with low

cost black-and-white TVs incompatible with the CBS format but compatible with its own.

Broadcasters then needed to use the RCA format to reach established viewers. RCA also

subsidized Walt Disneys Wonderful World of Color, which gave consumers reason to buy the

new technology.
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: Managing Innovation Within Firms

Topic Objective:

 Learn about Managing Innovation within Firms

 Understand a framework for Innovation in Organizations

 Understand the nature and scope of Conceptualizing innovation

 Learn about the Distinguishing from Invention and other concepts

Definition/Overview:

Managing Innovation within Firms: Regarding innovation in organization, rarely innovators

may become entrepreneurs, selling their product, or more often they may choose to trade their

innovation in exchange for other innovations. Nowadays, they may also choose to freely reveal

their innovations, using methods like open source. In such networks of innovation the creativity

of the users or communities of users can further develop technologies and their use.

Whether innovation is mainly supply-pushed (based on new technological possibilities) or

demand-led (based on social needs and market requirements) has been a hotly debated topic.

Similarly, what exactly drives innovation in organizations and economies remains an open

question.

More recent theoretical work moves beyond this simple dualistic problem, and through empirical

work shows that innovation does not just happen within the industrial supply-side, or as a result

of the articulation of user demand, but through a complex processes that links many different

players together - not only developers and users, but a wide variety of intermediary organizations

such as consultancies, standards bodies etc. Work on social networks suggests that much of the

most successful innovation occurs at the boundaries of organisations and industries where the

problems and needs of users, and the potential of technologies can be linked together in a

creative process that challenges both.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

14
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Key Points:

1. Conceptualizing innovation

Innovation has been studied in a variety of contexts, including in relation to technology,

commerce, social systems, economic development, and policy construction. There are, therefore,

naturally a wide range of approaches to conceptualizing innovation in the scholarly literature.

Fortunately, however, a consistent theme may be identified: innovation is typically understood as

the successful introduction of something new and useful, for example introducing new methods,

techniques, or practices or new or altered products and services.

2. Distinguishing from Invention and other concepts

It is useful, when conceptualising innovation, to consider whether other words suffice. Invention

the creation of new forms, compositions of matter, or processes is often confused with

innovation. An improvement on an existing form, composition or processes might be an

invention, an innovation, both or neither if it is not substantial enough. It can be difficult to

differentiate change from innovation. According to business literature, an idea, a change or an

improvement is only an innovation when it is put to use and effectively causes a social or

commercial reorganization.

Innovation occurs when someone uses an invention or an idea to change how the world works,

how people organize themselves, or how they conduct their lives. In this view innovation occurs

whether or not the act of innovating succeeds in generating value for its champions. Innovation is

distinct from improvement in that it permeates society and can cause reorganization. It is distinct

from problem solving and may cause problems. Thus, in this view, innovation occurs whether it

has positive or negative results.
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3. Innovation in Organizations

Innovation typically involves creativity, but is not identical to it: innovation involves acting on

the creative ideas to make some specific and tangible difference in the domain in which the

innovation occurs.

For innovation to occur, something more than the generation of a creative idea or insight is

required: the insight must be put into action to make a genuine difference, resulting for example

in new or altered business processes within the organisation, or changes in the products and

services provided.

From this point of view the emphasis is moved from the introduction of specific novel and useful

ideas to the general organizational processes and procedures for generating, considering, and

acting on such insights leading to significant organizational improvements in terms of improved

or new business products, services, or internal processes.

Through these varieties of viewpoints, creativity is typically seen as the basis for innovation, and

innovation as the successful implementation of creative ideas within an organization. From this

point of view, creativity may be displayed by individuals, but innovation occurs in the

organizational context only.

The distinctions between creativity and innovation discussed above are by no means fixed or

universal in the innovation literature. They are however observed by a considerable number of

scholars in innovation studies.

: Innovation And Operations Management

Topic Objective:

 Learn about Innovation and Operations Management
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 Understand a framework for Production and Operations Management

 Understand the nature and scope of Life Cycle of Innovations

Definition/Overview:

Innovation and Operations Management: Operations management is an area of business that

is concerned with the production of goods and services, and involves the responsibility of

ensuring that business operations are efficient and effective. It is the management of resources,

the distribution of goods and services to customers, and the analysis of queue systems.

Operations also refer to the production of goods and services, the set of value-added activities

that transform inputs into many outputs. Fundamentally, these value-adding creative activities

should be aligned with market opportunity (see Marketing) for optimal enterprise performance.

The origins of Operations Management can be traced back to the Industrial Revolution, the same

as Scientific Management and Operations Research.

Key Points:

1. Production and Operations Management

The task of production and operations management is to manage the efforts and activities of

people, capital, and equipment resources in changing raw materials into finished goods and

services. Once innovation occurs, innovations may be spread from the innovator to other

individuals and groups.

However, this 'linear model' of innovation has been substantially challenged by scholars in the

last 20 years, and much research has shown that the simple invention-innovation-diffusion model

does not do justice to the multilevel, non-linear processes that firms, entrepreneurs and users

participate in to create successful and sustainable innovations.
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2. Life Cycle of Innovations

Rogers proposed that the life cycle of innovations can be described using the s-curve or diffusion

curve. The s-curve maps growth of revenue or productivity against time. In the early stage of a

particular innovation, growth is relatively slow as the new product establishes itself. At some

point customers begin to demand and the product growth increases more rapidly. New

incremental innovations or changes to the product allow growth to continue.

Towards the end of its life cycle growth slows and may even begin to decline. In the later stages,

no amount of new investment in that product will yield a normal rate of return. The s-curve is

derived from half of a normal distribution curve. There is an assumption that new products are

likely to have "product Life". i.e. a start-up phase, a rapid increase in revenue and eventual

decline.

Innovative companies will typically be working on new innovations that will eventually replace

older ones. Successive s-curves will come along to replace older ones and continue to drive

growth upwards. In the figure above the first curve shows a current technology. The second

shows an emerging technology that current yields lower growth but will eventually overtake

current technology and lead to even greater levels of growth. The length of life will depend on

many factors.
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In Section 2 of this course you will cover these topics:
Managing Intellectual Property

Managing Organizational Knowledge

Strategic Alliances And Networks

You may take as much time as you want to complete the topic coverd in section 2.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

Topic Objective:

At the end of this topic student would be able to:

 Learn about Intellectual property

 Understand a framework for Managing Intellectual property

 Understand the nature and scope of Establishment of Intellectual Property Rights,

Copyright Laws and Industrial Properties

 Learn about the Distinguishing from Invention and other concepts

Definition/Overview:

Intellectual property (IP): Intellectual property is a legal field that refers to creations of the

mind such as musical, literary, and artistic works; inventions; and symbols, names, images, and

designs used in commerce, including copyrights, trademarks, patents, and related rights. Under

intellectual property law, the holder of one of these abstract "properties" has certain exclusive

rights to the creative work, commercial symbol, or invention by which it is covered. Intellectual

property rights are a bundle of exclusive rights over creations of the mind, both artistic and

commercial.
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Key Points:

1. Intellectual property rights

Intellectual property rights give creators exclusive rights to their creations, thereby providing an

incentive for the author or inventor to develop and share the information rather than keep it

secret. The legal protections granted by IP laws are credited with significant contributions toward

economic growth. Economists estimate that two-thirds of the value of large businesses in the

U.S. can be traced to intangible assets. Likewise, industries which rely on IP protections are

estimated to produce 72 percent more value per added employee than non-IP industries.

Additionally, a joint research project of the WIPO and the United Nations University measuring

the impact of IP systems on six Asian countries and found that "a positive correlation between

the strengthening of the IP system and subsequent economic growth.

1.1.Copyright Laws

The former is covered by copyright laws, which protect creative works such as books,

movies, music, paintings, photographs, and software and gives the copyright holder exclusive

right to control reproduction or adaptation of such works for a certain period of time.

1.2.Industrial Properties

The second category is collectively known as "industrial properties", as they are typically

created and used for industrial or commercial purposes. A patent may be granted for a new,

useful, and non-obvious invention, and gives the patent holder a right to prevent others from

practicing the invention without a license from the inventor for a certain period of time. A

trademark is a distinctive sign which is used to prevent confusion among products in the

marketplace.
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2. Industrial design

An industrial design right protects the form of appearance, style or design of an industrial object

from infringement. A trade secret is non-public information concerning the commercial practices

or proprietary knowledge of a business. Public disclosure of trade secrets may sometimes be

illegal. The term "intellectual property" denotes the specific legal rights described above, and not

the intellectual work itself.

However, correlation does not necessarily imply causation. Intellectual property rights are

considered by economists to be a form of temporary monopoly enforced by the state (or enforced

using the legal mechanisms for redress supported by the state).Intellectual property rights are

usually limited to non-rival goods, that is, goods which can be used or enjoyed by many people

simultaneously - the use by one person does not exclude use by another.

This is compared to rival goods, such as clothing, which may only be used by one person at a

time. For example, any number of people may make use of a mathematical formula

simultaneously. Some objections to the term intellectual property are based on the argument that

"property" can only properly be applied to rival goods (or that one cannot "own" property of this

sort).Since a non-rival good may be used (copied, for example) by many simultaneously

(produced at zero marginal cost in economic terms), producers would have no incentive to create

such works. Monopolies, by contrast, also have inefficiencies (producers will charge more and

produce less than would be socially desirable).

3. Establishment of Intellectual Property Rights

The establishment of intellectual property rights therefore represents a trade-off, to balance the

interest of society in the creation of non-rival goods (by encouraging their production) with the

problems of monopoly power. Since the trade-off and the relevant benefits and costs to society

will depend on many factors that may be specific to each product and society, the optimum

period of time during which the temporary monopoly rights exist is unclear.
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: Managing Organizational Knowledge

Topic Objective:

At the end of this topic student would be able to:

 Learn about Knowledge Management

 Understand a framework for Knowledge Management

 Understand the nature and scope of Managing Organizational Knowledge

 Learn about the Emergence of Knowledge Management, Codification and Management

and Knowledge Stages

Definition/Overview:

Knowledge Management: Knowledge Management ('KM') comprises a range of practices used

by organisations to identify, create, represent, and distribute knowledge. It has been an

established discipline since 1995 with a body of university courses and both professional and

academic journals dedicated to it. Many large companies have resources dedicated to Knowledge

Management, often as a part of 'Information Technology' or 'Human Resource Management'

departments. Knowledge Management is a multi-billion dollar world-wide market.Knowledge

Management programs are typically tied to organisational objectives such as improved

performance, competitive advantage, innovation, developmental processes, lessons learnt

transfer (for example between projects) and the general development of collaborative practices.

Knowledge Management is frequently linked and related to what has become known as the

learning organisation, lifelong learning and continuous improvement. Knowledge Management

may be distinguished from Organisational Learning by a greater focus on the management of

knowledge as an asset and the development and cultivation of the channels through which

knowledge, information and signal flow.
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Key Points:

1. Knowledge Management

There is a broad range of thought on Knowledge Management with no unanimous definition.

The approaches vary by author and school. Knowledge Management may be viewed from each

of the following perspectives:

 Techno-centric: A focus on technology, ideally those that enhance knowledge

sharing/growth.

 Organizational: How does the organisation need to be designed to facilitate knowledge

processes? Which organisations work best with what processes?

 Ecological: Seeing the interaction of people, identity, knowledge and environmental

factors as a complex adaptive system.

In addition, as the discipline is maturing, there is an increasing presence of academic debates

within epistemology emerging in both the theory and practice of knowledge management. British

and Australian standards bodies both have produced documents that attempt to bound and scope

the field, but these have received limited acceptance or awareness.

Knowledge Management has always existed in one form or another. Examples include on-the-

job peer discussions, formal apprenticeship, discussion forums, corporate libraries, professional

training and mentoring programs. However, with computers becoming more widespread in the

second half of the 20th century, specific adaptations of technology such as knowledge bases,

expert systems, and knowledge repositories have been introduced to further enhance the process.

2. Emergence of Knowledge Management

The emergence of Knowledge Management has also generated new roles and responsibilities in

organisations, an early example of which was the Chief Knowledge Officer. In recent years,

Personal knowledge management (PKM) practice has arisen in which individuals apply KM

practice to themselves, their roles and their career development.

A key distinction made by the majority of knowledge management practitioners is Nonaka's

reformulation of Polanyi's distinction between tacit and explicit knowledge. The former is often
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subconscious, internalized, and the individual may or may not be aware of what he or she knows

and how he or she accomplishes particular results. At the opposite end of the spectrum is

conscious or explicit knowledge -- knowledge that the individual holds explicitly and

consciously in mental focus, and may communicate to others. In the popular form of the

distinction, tacit knowledge is what is in our heads, and explicit knowledge is what we have

codified.

3. Codification and Management

The focus upon codification and management of explicit knowledge has allowed knowledge

management practitioners to appropriate prior work in information management, leading to the

frequent accusation that knowledge management is simply a repackaged form of information

management. Critics have argued that Nonaka and Takeuchi's distinction between tacit and

explicit knowledge is oversimplified and that the notion of explicit knowledge is self-

contradictory. Specifically, for knowledge to be made explicit, it must be translated into

information (i.e., symbols outside of our heads).

Another common framework for categorizing the dimensions of knowledge discriminates

between embedded knowledge as knowledge which has been incorporated into an artifact of

some type (for example an information system may have knowledge embedded into its design);

and embodied knowledge as representing knowledge as a learned capability of the bodys

nervous, chemical, and sensory systems. These two dimensions, while frequently used, are not

universally accepted. It is also common to distinguish between the creation of "new knowledge"

(i.e., innovation) vs. the transfer of "established knowledge" within a group, organization, or

community. Collaborative environments such as communities of practice or the use of social

computing tools can be used for both creation and transfer.

4. Knowledge Stages

Knowledge may be accessed at three stages: before, during, or after knowledge-related activities.

Some people would argue that there is a life cycle to knowledge use. Starting with capture
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(although that word is itself contentious) or creation, moving on to use and reuse with the

ultimate goal of enriching an organisation's capability. In counter to this many would state that

such a life cycle view is too linear in nature and reflects an information centric view.

For example, individuals undertaking a new project for an organization might access information

resources to identify lessons learned for similar projects, access relevant information again

during the project implementation to seek advice on issues encountered, and access relevant

information afterwards for advice on after-project actions and review activities. Knowledge

management practitioners offer systems, repositories, and corporate processes to encourage and

formalize these activities with varying degrees of success.

Similarly, knowledge may be accessed before the project implementation, for example as the

project team learns lessons during the initial project analysis. Similarly, lessons learned during

the project operation may be recorded, and after-action reviews may lead to further insights and

lessons being recorded for future access. Note: In this context recording knowledge relates only

to those aspects of knowledge which can be codified as text, or drawings.

Different organizations have tried various knowledge capture incentives, including making

content submission mandatory and incorporating rewards into performance measurement plans.

There is considerable controversy over whether incentives work or not in this field and no firm

consensus has emerged. One alternative strategy to encoding knowledge into and retrieving

knowledge from a knowledge repository such as a database, is for individuals to make

knowledge requests of subject matter experts on an ad hoc basis. A key benefit claimed for this

strategy is that the response from the expert individual is rich in content and contextualized to the

particular problem being addressed and personalized to the particular person or people

addressing it.

The downside of this strategy is that it is tied to the availability and memory recall skill of

specific individuals in the organization. It does not capture their insights and experience for

future use should they leave or become unavailable, and also does not help in the case when

particular technical issues or problems previously faced change with time to the point where a
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new synthesis is required, the experts' memories being out of date. The emergence of narrative

approaches to knowledge management attempts to provide a bridge between the formal and the

ad hoc, by allowing knowledge to be held in the form of stories.

Topic Objective:

 Learn about Strategic Alliances

 Understand a framework for Strategic Alliance Formation Process

 Understand Advantages of Strategic Alliance Advantages

Definition/Overview:

Strategic Alliances: A Strategic Alliance is a formal relationship formed between two or more

parties to pursue a set of agreed upon goals or to meet a critical business need while remaining

independent organizations. Partners may provide the strategic alliance with resources such as

products, distribution channels, manufacturing capability, project funding, capital equipment,

knowledge, expertise, or intellectual property.

Key Points:

1. Strategic Alliances

The alliance is cooperation or collaboration which aims for a synergy where each partner hopes

that the benefits from the alliance will be greater than those from individual efforts. The alliance

often involves technology transfer (access to knowledge and expertise), economic specialization,

shared expenses and shared risk. Various terms have been used to describe forms of strategic

partnering.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

26
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



These include international coalitions, strategic networks and, most commonly, strategic

alliances. Definitions are equally varied. An alliance may be seen as the joining of forces and

resources, for a specified or indefinite period, to achieve a common objective. According to

Yoshino and Rangan the Internationalization Strategies can be categorized using the model

displayed at the right side.

2. Types of strategic alliances

Various terms have been used to describe forms of strategic partnering. These include

international coalitions, strategic networks and, most commonly, strategic alliances. Definitions

are equally varied. An alliance may be seen as the joining of forces and resources, for a specified

or indefinite period, to achieve a common objective.

3. Strategic Alliance Formation Process

A typical strategic alliance formation process involves these steps:

3.1.Strategy Development

Strategy development involves studying the alliances feasibility, objectives and rationale,

focusing on the major issues and challenges and development of resource strategies for

production, technology, and people. It requires aligning alliance objectives with the overall

corporate strategy.

3.2.Partner Assessment

Partner assessment involves analyzing a potential partners strengths and weaknesses, creating

strategies for accommodating all partners management styles, preparing appropriate partner

selection criteria, understanding a partners motives for joining the alliance and addressing

resource capability gaps that may exist for a partner.
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3.3.Contract Negotiation

Contract negotiations involves determining whether all parties have realistic objectives,

forming high caliber negotiating teams, defining each partners contributions and rewards as

well as protect any proprietary information, addressing termination clauses, penalties for

poor performance, and highlighting the degree to which arbitration procedures are clearly

stated and understood.

3.4.Alliance Operation

Alliance operations involves addressing senior managements commitment, finding the

caliber of resources devoted to the alliance, linking of budgets and resources with strategic

priorities, measuring and rewarding alliance performance, and assessing the performance and

results of the alliance.

3.5.Alliance Termination

Alliance termination involves winding down the alliance, for instance when its objectives

have been met or cannot be met, or when a partner adjusts priorities or re-allocated resources

elsewhere.

4. Strategic Alliance Advantages

The advantages of strategic alliance includes

 Allowing each partner to concentrate on activities that best match their capabilities,

 Learning from partners & developing competences that may be more widely exploited

elsewhere,

 Adequacy a suitability of the resources & competencies of an organization for it to

survive
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In Section 3 of this course you will cover these topics:
Management Of Research Development

Managing Rd Projects

Open Innovation And Technology Transfer

You may take as much time as you want to complete the topic coverd in section 3.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Management Of Research Development

Topic Objective:

At the end of this topic student would be able to:

 Learn about Management of Research & Development

 Understand a framework for New product design and development

 Understand the nature and scope of Economic Significance

 Learn about the Statistics on organizations and Development

Definition/Overview:

Research and Development: The phrase research and development (also R and D or, more

often, R&D), according to the Organization for Economic Co-operation and Development, refers

to "creative work undertaken on a systematic basis in order to increase the stock of knowledge,

including knowledge of man, culture and society, and the use of this stock of knowledge to

devise new applications."

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

29
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Key Points:

1. New product design and development

New product design and development is more than often a crucial factor in the survival of a

company. In an industry that is fast changing, firms must continually revise their design and

range of products. This is necessary due to continuous technology change and development as

well as other competitors and the changing preference of customers. A system driven by

marketing is one that puts the customer needs first, and only produces goods that are known to

sell. Market research is carried out, which establishes what is needed. If the development is

technology driven then it is a matter of selling what it is possible to make. The product range is

developed so that production processes are as efficient as possible and the products are

technically superior, hence possessing a natural advantage in the market place.

2. Economic Significance

R&D has a special economic significance apart from its conventional association with scientific

and technological development. R&D investment generally reflects a government's or

organization's willingness to foregoes current operations or profit to improve future performance

or returns, and its abilities to conduct research and development.

In general, R&D activities are conducted by specialized units or centers belonging to companies,

universities and state agencies. In the context of commerce, "research and development"

normally refers to future-oriented, longer-term activities in science or technology, using similar

techniques to scientific research without predetermined outcomes and with broad forecasts of

commercial yield.

3. Statistics on organizations

Statistics on organizations devoted to "R&D" may express the state of an industry, the degree of

competition or the lure of progress. Some common measures include: budgets, numbers of
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patents or on rates of peer-reviewed publications. Bank ratios are one of the best measures,

because they are continuously maintained, public and reflect risk.

In the U.S., a typical ratio of research and development for an industrial company is about 3.5%

of revenues. A high technology company such as a computer manufacturer might spend 7%.

Although, Allergan (a biotech company) tops the spending table 43.4% investment, anything

over 15% is remarkable and usually gains a reputation for being a high technology company.

Companies in this category include pharmaceutical companies such as Merck & Co. (14.1%) or

Novartis (15.1%), and engineering companies like Ericsson (24.9%).Such companies are often

seen as poor credit risks because their spending ratios are so unusual.

Generally such firms prosper only in markets whose customers have extreme needs, such as

medicine, scientific instruments, safety-critical mechanisms (aircraft) or high technology military

armaments. The extreme needs justify the high risk of failure and consequently high gross

margins from 60% to 90% of revenues. That is, gross profits will be as much as 90% of the sales

cost, with manufacturing costing only 10% of the product price, because so many individual

projects yield no exploitable product. Most industrial companies get only 40% revenues.

3.1.High Tech organizations

On a technical level, high tech organisations explore ways to re-purpose and repackage

advanced technologies as a way of amortizing the high overhead. They often reuse advanced

manufacturing processes, expensive safety certifications, specialized embedded software,

computer-aided design software, electronic designs and mechanical subsystems.

3.2.Pharmaceuticals

Research often refers to basic experimental research; development refers to the exploitation

of discoveries. Research involves the identification of possible chemical compounds or
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theoretical mechanisms. In the United States, universities are the main provider of research

level products. In the United States, corporations buy licenses from universities or hire

scientists directly when economically solid research level products emerge and the

development phase of drug delivery is almost entirely managed by private enterprise.

3.3. Business

Research and development is nowadays of great importance in business as the level of

competition, production processes and methods are rapidly increasing. It is of especial

importance in the field of Marketing where companies keep an eagle eye on competitors and

customers in order to keep pace with modern trends and analyze the needs, demands and

desires of their customers.

4. Development

Development is concerned with proof of concept, safety testing, and determining ideal levels and

delivery mechanisms. Development often occurs in phases that are defined by drug safety

regulators in the country of interest. In the United States, the development phase can cost

between $10 to $200 million and approximately one in ten compounds identified by basic

research pass all development phases and reach market. An R&D alliance is a mutually

beneficial formal relationship formed between two or more parties to pursue a set of agreed upon

goals while remaining independent organisations, where acquiring new knowledge is a goal by

itself. The different parties agree to combine their knowledge to create new innovative products.

: Managing Rd Projects

Topic Objective:

 Learn about Managing R&D projects

 Understand a framework for research and development process
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 Understand the nature and scope of Idea Screening , Concept Development and Testing

 Learn about the Business Analysis, Beta Testing and Market Testing, Technical

Implementation and Commercialization (often considered post-NPD)

Definition/Overview:

Managing R&D projects: Today the research and development has a great importance in the

field of business as the level of competition and production process and methods are rapidly

increasing. It carries an especial importance in the field of Marketing where companies always

keep an eagle eye on competitors and customers as to keep pace with modern trends and analyze

deeply the needs, demands and desires of customers. Now the companies have separate research

department as to be updated and keep pace with modern environment and be more value

provider than others.

Key Points:

1. R&D Process

Idea Generation is often called the "fuzzy front end" of the NPD process

 Ideas for new products can be obtained from basic research using a SWOT analysis

(OPPORTUNITY ANALYSIS), Market and consumer trends, company's R&D department,

competitors, focus groups, employees, salespeople, corporate spies, trade shows, or Ethnographic

discovery methods (searching for user patterns and habits) may also be used to get an insight into

new product lines or product features.

 Idea Generation or Brainstorming of new product, service, or store concepts - idea

generation techniques can begin when you have done your OPPORTUNITY ANALYSIS to

support your ideas in the Idea Screening Phase (shown in the next development step).

2. Idea Screening

 The object is to eliminate unsound concepts prior to devoting resources to them.

 The screeners must ask at least three questions:
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 Will the customer in the target market benefit from the product?

 What is the size and growth forecasts of the market segment/target market?

 What is the current or expected competitive pressure for the product idea?

 What are the industry sales and market trends the product idea is based on?

 Is it technically feasible to manufacture the product?

 Will the product be profitable when manufactured and delivered to the customer at the

target price?

3. Concept Development and Testing

 Develop the marketing and engineering details

 Who is the target market and who is the decision maker in the purchasing process?

 What product features must the product incorporate?

 What benefits will the product provide?

 How will consumers react to the product?

 How will the product be produced most cost effectively?

 Prove feasibility through virtual computer aided rendering, and rapid prototyping

 What will it cost to produce it?

 test the concept by asking a sample of prospective customers what they think of the idea.

Usually via Choice Modelling.

4. Business Analysis

 Estimate likely selling price based upon competition and customer feedback

 Estimate sales volume based upon size of market and such tools as the Fourt-Woodlock

equation

 Estimate profitability and breakeven point

5. Beta Testing and Market Testing

 Produce a physical prototype or mock-up

 Test the product (and its packaging) in typical usage situations
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 Conduct focus group customer interviews or introduce at trade show

 Make adjustments where necessary

 Produce an initial run of the product and sell it in a test market area to determine

customer acceptance

6. Technical Implementation

 New program initiation

 Resource estimation

 Requirement publication

 Engineering operations planning

 Department scheduling

 Supplier collaboration

 Logistics plan

 Resource plan publication

 Program review and monitoring

 Contingencies - what-if planning

7. Commercialization (often considered post-NPD)

 Launch the product

 Produce and place advertisements and other promotions

 Fill the distribution pipeline with product

 Critical path analysis is most useful at this stage

: Open Innovation And Technology Transfer

Topic Objective:

 Learn about Management of Research & Development

 Understand a framework for New product design and development

 Understand the nature and scope of Economic Significance

 Learn about the Statistics on organizations and Development
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Definition/Overview:

Open Innovation: Open Innovation is a term promoted by Henry Chesbrough, a professor and

executive director at the Center for Open Innovation at Berkeley. The concept is related to (but

distinct from) user innovation, cumulative innovation and distributed innovation.

Technology transfer: Technology transfer is the process of sharing of skills, knowledge,

technologies, methods of manufacturing, samples of manufacturing and facilities among

industries, universities, governments and other institutions to ensure that scientific and

technological developments are accessible to a wider range of users who can then further

develop and exploit the technology into new products, processes, applications, materials or

services.

Key Points:

1. Open Innovation

The central idea behind open innovation is that in a world of widely distributed knowledge,

companies cannot afford to rely entirely on their own research, but should instead buy or license

processes or inventions (e.g. patents) from other companies. In addition, internal inventions not

being used in a firm's business should be taken outside the company (e.g., through licensing,

joint ventures, spin-offs). In contrast, closed innovation refers to processes that limit the use of

internal knowledge within a company and make little or no use of external knowledge. Some

companies promoting open innovation include IBM, InnoCentive, IXC UK, Nerac, NineSigma,

yet2.com and Procter & Gamble.
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Prior to World War II, closed innovation was the paradigm in which most firms operated. Most

innovating companies kept their discoveries highly secret and made no attempt to assimilate

information from outside their own R&D labs. However, in recent years the world has seen

major advances in technology and society which have facilitated the diffusion of information.

Not the least of these advances are electronic communication systems, including the internet.

Today information can be transferred so easily that it seems impossible to prevent. Thus, the

open innovation model states that since firms cannot stop this phenomenon, they must learn to

take advantage of it. It is the business model of the firm that determines what external

information to bring inside, and what internal information to take outside.

Another consideration is commercial value; for example, while there are many ways to

accomplish nuclear fusion, the ones of commercial value are those that generate more energy

than they require to operate. The process to commercially exploit research varies widely. It can

involve licensing agreements or setting up joint ventures and partnerships to share both the risks

and rewards of bringing new technologies to market. Other corporate vehicles, e.g. spin-outs, are

used where the host organization does not have the necessary will, resources or skills to develop

a new technology.

Often these approaches are associated with raising of venture capital (VC) as a means of funding

the development process, a practice more common in the US than in the EU, which has a more

conservative approach to VC funding. In recent years, there has been a marked increase in

technology transfer intermediaries specialized in their field. They work on behalf of research

institutions, governments and even large multinationals. Where start-ups and spin-outs are the

clients, commercial fees are sometimes waived in lieu of an equity stake in the business.

As a result of the potential complexity of the technology transfer process, technology transfer

organizations are often multidisciplinary, including economists, engineers, lawyers, marketers
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and scientists. The dynamics of the technology transfer process has attracted attention in its own

right, and there are several dedicated societies and journals.

2. Open source vs. Open Innovation

While open source and open innovation might conflict on patents issues, they are not mutually

exclusive, as participating companies can donate their patents to an independent organization,

put them in a common pool or grant unlimited license use to anybody. Hence some open source

initiatives can merge the two concepts, this is the case for instance for IBM with its Eclipse

platform which IBM is advocating as a case of open innovation, where competing companies are

invited to co-operate inside an open innovation network

3. Difference between traditional innovation and open innovation

3.1. Closed innovation Principles

 The smart people in our field work for us.

 To profit from research and development (R&D), we must discover it, develop it and ship

it ourselves.

 If we discover it ourselves, we will get it to market first

 The company that gets an innovation to market first will win.

 If we create the most and the best ideas in the industry, we will win.

 We should control our innovation process, so that our competitors don't profit from our

ideas.

3.2. Open innovation Principles

 Not all the smart people work for us. We need to work with smart people inside and

outside our company.

 External R&D can create significant value; internal R&D is needed to claim some portion

of that value.

 We don't have to originate the research to profit from it.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

38
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 Building a better business model is better than getting to market first.

 If we make the best use of internal and external ideas, we will win.

 We should profit from others' use of our innovation process, and we should buy others'

intellectual property (IP) whenever it advances our own business model.

4. Transfer process

Many companies, universities and governmental organizations now have an "Office of

Technology Transfer" (also known as "Tech Transfer" or "TechXfer") dedicated to identifying

research which has potential commercial interest and strategies for how to exploit it. For

instance, a research result may be of scientific and commercial interest, but patents are normally

only issued for practical processes, and so someone -- not necessarily the researchers -- must

come up with a specific practical process. Another consideration is commercial value; for

example, while there are many ways to accomplish nuclear fusion, the ones of commercial value

are those that generate more energy than they require operating.

The process to commercially exploit research varies widely. It can involve licensing agreements

or setting up joint ventures and partnerships to share both the risks and rewards of bringing new

technologies to market. Other corporate vehicles, e.g. spin-outs, are used where the host

organization does not have the necessary will, resources or skills to develop a new technology.

Often these approaches are associated with raising of venture capital (VC) as a means of funding

the development process, a practice more common in the US than in the EU, which has a more

conservative approach to VC funding.

In recent years, there has been a marked increase in technology transfer intermediaries

specialized in their field. They work on behalf of research institutions, governments and even

large multinationals. Where start-ups and spin-outs are the clients, commercial fees are

sometimes waived in lieu of an equity stake in the business. As a result of the potential

complexity of the technology transfer process, technology transfer organizations are often

multidisciplinary, including economists, engineers, lawyers, marketers and scientists. The
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dynamics of the technology transfer process has attracted attention in its own right, and there are

several dedicated societies and journals.

Instructions

In Section 4 of this course you will cover these topics:
Product Brand Strategy

New Product Development

Packaging And Product Development

You may take as much time as you want to complete the topic coverd in section 4.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

Topic
: Product Brand Strategy

Topic Objective:

 Learn about Management of Research & Development

 Understand a framework for New product design and development

 Understand the nature and scope of Economic Significance

 Learn about the Statistics on organizations and Development
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Definition/Overview:

Brand: A brand is a collection of images and ideas representing an economic producer; more

specifically, it refers to the concrete symbols such as a name, logo, slogan, and design scheme.

Brand recognition and other reactions are created by the accumulation of experiences with the

specific product or service, both directly relating to its use, and through the influence of

advertising, design, and media commentary. A brand is a symbolic embodiment of all the

information connected to a company, product or service. A brand serves to create associations

and expectations among products made by a producer. A brand often includes an explicit logo,

fonts, color schemes, symbols, sound which may be developed to represent implicit values,

ideas, and even personality.

Product: In marketing, a product is anything that can be offered to a market that might satisfy a

want or need. In retailing, products are called merchandise. In manufacturing, products are

purchased as raw materials and sold as finished goods. Commodities are usually raw materials

such as metals and agricultural products, but a commodity can also be anything widely available

in the open market.

Key Points:

1. Brand

The brand, and "branding" and brand equity have become increasingly important components of

culture and the economy, now being described as "cultural accessories and personal

philosophies" Some marketers distinguish the psychological aspect of a brand from the

experiential aspect. The experiential aspect consists of the sum of all points of contact with the

brand and is known as the brand experience. The psychological aspect, sometimes referred to as

the brand image, is a symbolic construct created within the minds of people and consists of all

the information and expectations associated with a product or service.
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Marketers engaged in branding seek to develop or align the expectations behind the brand

experience, creating the impression that a brand associated with a product or service has certain

qualities or characteristics that make it special or unique. A brand image may be developed by

attributing a "personality" to or associating an "image" with a product or service, whereby the

personality or image is "branded" into the consciousness of consumers. A brand is therefore one

of the most valuable elements in an advertising theme, as it demonstrates what the brand owner

is able to offer in the marketplace. The art of creating and maintaining a brand is called brand

management.

A brand which is widely known in the marketplace acquires brand recognition. When brand

recognition builds up to a point where a brand enjoys a critical mass of positive sentiment in the

marketplace, it is said to have achieved brand franchise. One goal in brand recognition is the

identification of a brand without the name of the company present.

2. Brand equity measures

Brand equity measures the total value of the brand to the brand owner, and reflects the extent of

brand franchise. The term brand name is often used interchangeably with "brand", although it is

more correctly used to specifically denote written or spoken linguistic elements of a brand. In

this context a "brand name" constitutes a type of trademark, if the brand name exclusively

identifies the brand owner as the commercial source of products or services. A brand owner may

seek to protect proprietary rights in relation to a brand name through trademark registration.

The act of associating a product or service with a brand has become part of pop culture. Most

products have some kind of brand identity, from common table salt to designer clothes. In non-

commercial contexts, the marketing of entities which supply ideas or promises rather than

product and services (e.g. political parties or religious organizations) may also be known as

"branding".
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Consumers may look on branding as an important value added aspect of products or services, as

it often serves to denote a certain attractive quality or characteristic. From the perspective of

brand owners, branded products or services also command higher prices. Where two products

resemble each other, but one of the products has no associated branding (such as a generic, store-

branded product), people may often select the more expensive branded product on the basis of

the quality of the brand or the reputation of the brand owner.

3. Brand Identity

How you want the consumer to perceive your product or your brand. Brand Promise This is what

the company says it will do for the customer. What customers perceive they can expect from the

company. n economic terms the "brand" is, in effect, a device to create a "monopoly" or at least

some form of "imperfect competition" so that the brand owner can obtain some of the benefits

which accrue to a monopoly, particularly those related to decreased price competition. In this

context, most "branding" is established by promotional means. However, there is also a legal

dimension, for it is essential that the brand names and trademarks are protected by all means

available. The monopoly may also be extended, or even created, by patent, copyright, trade

secret (e.g. secret recipe), and other subgenres intellectual property regimes.In all these contexts,

retailers' "own label" brands can be just as powerful. The "brand", whatever its derivation, is a

very important investment for any organization. Recently a number of companies have

successfully pursued "No-Brand" strategies, examples include the Japanese company Muji,

which means "No label, quality goods" in English. Although there is a distinct Muji brand, Muji

products are not branded. This no-brand strategy means that the little is spent on advertisement

or classical marketing and Muji's success is attributed to the word of mouth, a simple shopping

experience and the anti-brand movement. Other brands which are thought to follow a no-brand

strategy are American Apparel, which like Muji, does not brand its products. In terms of existing

products, brands may be developed in a number of ways:

4. Brand extension

The existing strong brand name can be used as a vehicle for new or modified products; for

example, many fashion and designer companies extended brands into fragrances, shoes and
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accessories, home textile, home decor, luggage, (sun-) glasses, furniture, hotels, etc.Mars

extended its brand to ice cream, Caterpillar to shoes and watches, Michelin to a restaurant guide,

Adidas and Puma to personal hygiene.

There is a difference between brand extension and line extension. When Coca-Cola launched

"Diet Coke" and "Cherry Coke" they stayed within the originating product category: non-

alcoholic carbonated beverages. Procter & Gamble (P&G) did likewise extending its strong lines

(such as Fairy Soap) into neighboring products (Fairy Liquid and Fairy Automatic) within the

same category, dish washing detergents.

5. Multi-brands

Alternatively, in a market that is fragmented amongst a number of brands a supplier can choose

deliberately to launch totally new brands in apparent competition with its own existing strong

brand (and often with identical product characteristics); simply to soak up some of the share of

the market which will in any case go to minor brands. The rationale is that having 3 out of 12

brands in such a market will give a greater overall share than having 1 out of 10 (even if much of

the share of these new brands is taken from the existing one). In its most extreme manifestation,

a supplier pioneering a new market which it believes will be particularly attractive may choose

immediately to launch a second brand in competition with its first, in order to pre-empt others

entering the market.

Individual brand names naturally allow greater flexibility by permitting a variety of different

products, of differing quality, to be sold without confusing the consumer's perception of what

business the company is in or diluting higher quality products.

Once again, Procter & Gamble is a leading exponent of this philosophy, running as many as ten

detergent brands in the US market. This also increases the total number of "facings" it receives

on supermarket shelves. Sara Lee, on the other hand, uses it to keep the very different parts of

the business separate from Sara Lee cakes through Kiwi polishes to L'Eggs pantyhose. In the

hotel business, Marriott uses the name Fairfield Inns for its budget chain (and Ramada uses

Rodeway for its own cheaper hotels).
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Cannibalization is a particular problem of a "multibrand" approach, in which the new brand takes

business away from an established one which the organization also owns. This may be

acceptable (indeed to be expected) if there is a net gain overall. Alternatively, it may be the price

the organization is willing to pay for shifting its position in the market; the new product being

one stage in this process.

6. Equivalent or interchangeable product

The specific meaning of generic product names varies over time and location. Some products

such as bread, milk, and salt have been bartered or sold for centuries, but the meaning of "bread"

or "milk" as a product varies. The technologies were not available for pasteurization and

homogenization of milk until the 20th century, and these food processing technologies are not

used worldwide. Bread varies by type of grain, specific recipe, and size of loaf. In 1924, Morton

Salt introduced iodized table salt, a product previously unavailable. Since 1961, pork bellies have

traded on the Chicago Mercantile Exchange, but due to selective breeding and changes in hog

feed, today's pork belly is not exactly equivalent to a 1960s pork belly. Certain products may be

considered equivalent or interchangeable for the purposes of trade, record-keeping, and

reporting, despite gradual changes in the product or variations among geographical locations.

The distinction between a new product and a minor modification to an existing product is not

always clear. Certain products have a product life cycle in which the supply and demand for the

product increases then decreases over time. The demand for certain food products such as bread

will tend to increase with population, but the supply and demand for a specific brand of bread

may decline over time. In the United States, a patent for a product is recognition that the product

is new in a legal sense. "Utility patents may be granted to anyone who invents or discovers any

new and useful process, machine, article of manufacture, or composition of matter, or any new

and useful improvement thereof; design patents may be granted to anyone who invents a new,

original, and ornamental design for an article of manufacture; and, plant patents may be granted

to anyone who invents or discovers and asexually reproduces any distinct and new variety of

plant."In business an equivalent, interchangeable or fungible product is defined by a company

and its customers. A company's inventory is a set of physical products, or goods, that are usually
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recorded as counts of equivalent unique products, such as 50 8-oz cans of salsa. The equivalent

unique products may be assigned a product code or item code, such that "50 8-oz cans of salsa"

is recorded as "50 17766443" on the company's records. If the company carries two brands of 8-

oz salsa, it may assign separate item codes to the brands, or it may use a single item code for

both brands.

7. Product groups

7.1.Categories

In its online product catalogue, retailer Sears, Roebuck and Company divides its products

into departments, and then presents products to shoppers according to (1) function or (2)

brand. Each product has a Sears item number and a manufacturer's model number. The

departments and product groupings that Sears uses are intended to help customers browse

products by function or brand within a traditional department store structure

7.2.Sizes and colors

A catalog number, especially for clothing, may group sizes and colors. When ordering the

product, the customer specifies size, color and other variables. Example: you walk into a

store and see a group of shoes and in that group are sections of different colors of that type of

shoe and sizes for that shoe to satisfy your need.

7.3.Product line

A product line is "a group of products that are closely related, either because they function in

a similar manner, are sold to the same customer groups, are marketed through the same types

of outlets, or fall within given price ranges.
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: New Product Development

Topic Objective:

 Learn about New Product Development

 Understand a Categories of New Products

 Understand the process of New Product Development

 Learn about the Statistic Concept and Technology Development

Definition/Overview:

New Product Development: In business and engineering, new product development (NPD) is

the term used to describe the complete process of bringing a new product or service to market.

There are two parallel paths involved in the NPD process: one involves the idea generation,

product design, and detail engineering ; the other involves market research and marketing

analysis. Companies typically see new product development as the first stage in generating and

commercializing new products within the overall strategic process of product life cycle

management used to maintain or grow their market share.

Key Points:

1. Categories of New Products

There are several general categories of new products. Some are new to the market (ex. DVD

players into the home movie market), some are new to the company (ex. Game consoles for

Sony), some are completely novel and create totally new markets (ex. the airline industry). When

viewed against different criteria, some new product concepts are merely minor modifications of

existing products while some are completely innovative to the company.

 Changes to Augmented Product

 Core product revision

 Line extensions

 New product lines

 Repositionings
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 Completely new

2. The process

2.1.Idea Generation is often called the "fuzzy front end" of the NPD process

 Ideas for new products can be obtained from basic research using a SWOT analysis

(OPPORTUNITY ANALYSIS), Market and consumer trends, company's R&D department,

competitors, focus groups, employees, salespeople, corporate spies, trade shows, or Ethnographic

discovery methods (searching for user patterns and habits) may also be used to get an insight into

new product lines or product features.

 Idea Generation or Brainstorming of new product, service, or store concepts - idea

generation techniques can begin when you have done your OPPORTUNITY ANALYSIS to

support your ideas in the Idea Screening Phase (shown in the next development step).

2.2.Idea Screening

 The object is to eliminate unsound concepts prior to devoting resources to them.

 The screeners must ask at least three questions:

 Will the customer in the target market benefit from the product?

 What is the size and growth forecasts of the market segment/target market?

 What is the current or expected competitive pressure for the product idea?

 What are the industry sales and market trends the product idea is based on?

 Is it technically feasible to manufacture the product?

 Will the product be profitable when manufactured and delivered to the customer at the

target price?

2.3.Concept Development and Testing

 Develop the marketing and engineering details

 Who is the target market and who is the decision maker in the purchasing process?

 What product features must the product incorporate?

 What benefits will the product provide?
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 How will consumers react to the product?

 How will the product be produced most cost effectively?

 Prove feasibility through virtual computer aided rendering, and rapid prototyping

 What will it cost to produce it?

 test the concept by asking a sample of prospective customers what they think of the idea.

Usually via Choice Modelling.

2.4.Business Analysis

 Estimate likely selling price based upon competition and customer feedback

 Estimate sales volume based upon size of market and such tools as the Fourt-Woodlock

equation

 Estimate profitability and breakeven point

2.5.Beta Testing and Market Testing

 Produce a physical prototype or mock-up

 Test the product (and its packaging) in typical usage situations

 Conduct focus group customer interviews or introduce at trade show

 Make adjustments where necessary

 Produce an initial run of the product and sell it in a test market area to determine

customer acceptance

2.6.Technical Implementation

 New program initiation

 Resource estimation

 Requirement publication

 Engineering operations planning

 Department scheduling

 Supplier collaboration

 Logistics plan
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 Resource plan publication

 Program review and monitoring

 Contingencies - what-if planning

2.7.Commercialization (often considered post-NPD)

 Launch the product

 Produce and place advertisements and other promotions

 Fill the distribution pipeline with product

 Critical path analysis is most useful at this stage

3. Concept and Technology Development

The first element is the opportunity identification. In this element, large or incremental business

and technological chances are identified in a more or less structured way. Using the guidelines

established here, resources will eventually be allocated to new projects.... which then lead to a

structured NPPD (New Product & Process Development) strategy.

The second element is the opportunity analysis. It is done to translate the identified opportunities

into implications for the business and technology specific context of the company. Here

extensive efforts may be made to align ideas to target customer groups and do market studies

and/or technical trials and research. The third element is the idea genesis, which is described as

evolutionary and iterative process progressing from birth to maturation of the opportunity into a

tangible idea. The process of the idea genesis can be made internally or come from outside

inputs, e.g. a supplier offering a new material/technology, or from a customer with an unusual

request. The fourth element is the idea selection. Its purpose is to choose whether to pursue an

idea by analyzing its potential business value. The fifth element is the concept and technology

development. During this part of the front-end, the business case is developed based on estimates

of the total available market, customer needs, investment requirements, and competition analysis

and project uncertainty.

: Packaging And Product Development

Topic Objective:
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At the end of this topic student would be able to:

 Learn about Packaging and Package labelling

 Understand a Kind of packaging

 Understand the nature and scope of Package design and development

Definition/Overview:

Packaging: Packaging is the science, art and technology of enclosing or protecting products for

distribution, storage, sale, and use. Packaging also refers to the process of design, evaluation, and

production of packages. Package labelling (BrE) or labeling (AmE) is any written, electronic, or

graphic communications on the packaging or on a separate but associated label.

Key Points:

1. Packaging

Packaging can be described as a coordinated system of preparing goods for transport,

warehousing, logistics, sale, and end use. Packaging contains, protects. preserves, transports,

informs, and sells. . It is fully integrated into government, business, institutional, industry, and

personal use.

2. Package labelling

Packaging and package labelling have several objectives:

 Physical protection - The objects enclosed in the package may require protection from,

among other things, shock, vibration, compression, temperature, etc.

 Barrier protection - A barrier from oxygen, water vapor, dust, etc., is often required.

Permeation is a critical factor in design. Some packages contain desiccants or Oxygen absorbers

to help extend shelf life. Modified atmospheres or controlled atmospheres are also maintained in

some food packages. Keeping the contents clean, fresh, and safe for the intended shelf life is a

primary function.
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 Containment or agglomeration - Small objects are typically grouped together in one

package for reasons of efficiency. For example, a single box of 1000 pencils requires less

physical handling than 1000 single pencils. Liquids, powders, and granules need containment.

 Information transmission - Packages and labels communicate how to use, transport,

recycle, or dispose of the package or product. With pharmaceuticals, food, medical, and chemical

products, some types of information are required by governments.

 Marketing - The packaging and labels can be used by marketers to encourage potential

buyers to purchase the product. Package design has been an important and constantly evolving

phenomenon for several decades. Marketing communications and graphic design are applied to

the surface of the package and (in many cases) the point of sale display.

 Security - Packaging can play an important role in reducing the security risks of

shipment. Packages can be made with improved tamper resistance to deter tampering and also

can have tamper-evident features to help indicate tampering. Packages can be engineered to help

reduce the risks of package pilferage: Some package constructions are more resistant to pilferage

and some have pilfer indicating seals. Packages may include authentication seals to help indicate

that the package and contents are not counterfeit. Packages also can include anti-theft devices,

such as dye-packs, RFID tags, or electronic article surveillance tags, that can be activated or

detected by devices at exit points and require specialized tools to deactivate. Using packaging in

this way is a means of loss prevention.

 Convenience - Packages can have features which add convenience in distribution,

handling, stacking, display, sale, opening, reclosing, use, and reuse.

 Portion control - Single serving or single dosage packaging has a precise amount of

contents to control usage. Bulk commodities (such as salt) can be divided into packages that are

a more suitable size for individual households. It is also aids the control of inventory: selling

sealed one-liter-bottles of milk, rather than having people bring their own bottles to fill

themselves.
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3. Kind of packaging

Packaging may be looked at as several different types. For example a transport package or

distribution package is the package form used to ship, store, and handle the product or inner

packages. Some identify a consumer package as one which is directed toward a consumer or

household.

Packaging may discussed in relation to the type of product being packaged: medical device

packaging, bulk chemical packaging, over-the-counter drug packaging, retail food packaging,

military materiel packaging, pharmaceutical packaging, etc.

It is sometimes convenient to categorize packages by layer or function: "primary", "secondary",

etc.

 Primary packaging is the material that first envelops the product and holds it. This

usually is the smallest unit of distribution or use and is the package which is in direct contact

with the contents.

 Secondary packaging is outside the primary packaging perhaps used to group primary

packages together.

 Tertiary packaging is used for bulk handling, warehouse storage and transport shipping.

The most common form is a palletized unit load that packs tightly into containers.

These broad categories can be somewhat arbitrary. For example, depending on the use, a shrink

wrap can be primary packaging when applied directly to the product, secondary packaging when

combining smaller packages, and tertiary packaging on some distribution packs. Many types of

symbols for package labelling are nationally and internationally standardized. For consumer

packaging, symbols exist for product certifications, trademarks, proof of purchase, etc. Some

requirements and symbols exist to communicate aspects of consumer use and safety. Recycling

directions, Resin identification code, and package environmental claims have special codes and

symbols.

4. Package design and development
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Package design and development are often thought of as an integral part of the new product

development process. Alternatively, development of a package (or component) can be a separate

process, but must be linked closely with the product to be packaged. Package design starts with

the identification of all the requirements: structural design, marketing, shelf life, quality

assurance, logistics, legal, regulatory, graphic design, end-use, environmental, etc. The design

criteria, time targets, resources, and cost constraints need to be established and agreed upon.

An example of how package design is affected by other factors is the relationship to logistics.

When the distribution system includes individual shipments by a small parcel carrier, the

sortation, handling, and mixed stacking make severe demands on the strength and protective

ability of the transport package. If the logistics system consists of uniform palletized unit loads,

the structural design of the package can be designed to those specific needs: vertical stacking,

perhaps for a longer time frame. A package designed for one mode of shipment may not be

suited for another.

Sometimes the objectives of package development seem contradictory. For example, packaging

for an over-the-counter drug might require tamper resistance and child resistant features: These

intentionally make the package difficult to open. The intended consumer, however, might be

handicapped or elderly and be unable to readily open the package.

Package design may take place within a company or with various degrees of external packaging

engineering: contract engineers, consultants, vendor evaluations, independent laboratories,

contract packagers, total outsourcing, etc. Some sort of formal Project planning and Project

Management methodology is required for all but the simplest package design and development

programs. An effective quality management system and verification and validation protocols are

mandatory for some types of packaging and recommended for all.

Package development involves considerations for sustainability, environmental responsibility,

and applicable environmental and recycling regulations. It may involve a life cycle assessment

which considers the material and energy inputs and outputs to the package, the packaged product
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(contents), the packaging process, the logistics system, waste management, etc. It is necessary to

know the relevant regulatory requirements for point of manufacture, sale, and use.

In Section 5 of this course you will cover these topics:
New Service Innovation

Market Research And Its Influence On New Product Development

Managing Thenew Product Development Process

You may take as much time as you want to complete the topic coverd in section 5.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

Topic Objective:

At the end of this topic student would be able to:

 Learn about New Service Innovation

 Understand a Categories of New Products

 Understand the nature and scope of Economic Significance

 Learn about the Statistics on organizations and Development

Definition/Overview:

Service innovation: Service innovation is a new or significantly improved service concept that

is taken into practice. It can be for example a new customer interaction channel, a distribution

system or a technological concept or a combination of them. A service innovation always

includes replicable elements that can be identified and systematically reproduced in other cases

or environments. The replicable element can be the service outcome or the service process as

such or a part of them. A service innovation benefits both the service producer and customers

and it improves its developers competitive edge.
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Key Points:

1. Service innovation

Service innovation is a service product or service process that is based on some technology or

systematic method. In services however, the innovation does not necessarily relate to the novelty

of the technology itself but the innovation often lies in the non-technological areas. Service

innovations can for instance be new solutions in the customer interface, new distribution

methods, novel application of technology in the service process, new forms of operation with the

supply chain or new ways to organize and manage services.

2. Service Innovation Models

Much literature on what makes for successful innovations of this kind comes from the New

Service Development research field. Innovation researchers have stressed that much service

innovation is hard to capture in traditional categories like product or process innovation.

3. Areas of innovation: Den Hertog's model

Thus den Hertog who identifies four dimensions of service innovation, taking us in quite a

different direction from much standard innovation theorising.

 The Service Concept: refers to a service concept that is new to its particular market a new

service in effect, a new value proposition. Many service innovations involve fairly intangible

characteristics of the service, and others involve new ways of organising solutions to problems

(be these new or familiar ones). Examples might include new types of bank account or

information service. In some service sectors, such as retail, there is much talk about formats,

such as the organisation of shops in different ways (more or less specialised, more or less

focused on quality or cost-saving, etc.).

 The Client Interface: refers to innovation in the interface between the service provider

and its customers. Clients are often highly involved in service production, and changes in the

way in which they play their roles and are related to suppliers can be major innovations for many
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services. Examples might include the greater involvement of self-service for clients visiting

service organisations. There is a French literature on service innovation that focuses especially

on this type of innovation, identifying it as innovation in servuction.

 The Service Delivery System: also often relates to the linkage between the service

provider and its client, since delivery does involve an interaction across this interface. But there

are also internal organisational arrangements that relate to the ways in which service workers

perform their job so as to deliver the critical services. Much innovation concerns the electronic

delivery of services, but we can also think of, for instance, transport and packaging innovations

(e.g. pizza delivery!). An emerging concept of SDP is the idea of taking a "factory" appraoch to

Service Innovation. A "service factory" approach is a standardized and industrialized

environment for more effective service innovation, development and operations for the IP era.

 Technological Options: these most resemble familiar process innovation in

manufacturing sectors. New IT is especially important to services, since it allows for greater

efficiency and effectiveness in the information-processing elements that are, as we have seen,

prevalent to a great extent in services sectors. We also often see physical products accompanying

services, such as customer loyalty cards and smart RFID cards for transactions, and a wide range

of devices for communication services.

4. Services Features and Innovation Potential - Miles' approach

It is commonplace to note that many service firms and processes have characteristics different

from manufacturing and manufacturers. Mile listed a series of characteristic features of services,

and associated these with particular types of innovation. Such innovations are often aimed at

overcoming problems associated with service characteristics like the difficulty in demonstrating

the service to the client, or the problems in storing and building up stocks of the service. Note

that the product related innovations below have a lot in common with new service development

as discussed above. In the following list, features of services are linked to innovation strategies

by the symbol.
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4.1.Features of services associated with service production

 Technology and Plant (Low levels of capital equipment; heavy investment in buildings.

Reduce costs of buildings by use of teleservices, toll-free phone numbers, etc.)

 Labour (Some services highly professional (esp. requiring interpersonal skills); others

relatively unskilled, often involving casual or part-time labour. Specialist knowledge may be

important, but rarely technological skills (other than Information Technology). Reduce reliance

on expensive and scarce skills by use of expert systems and related innovations; Relocation of

key operations to areas of low labour costs (using telecommunications to maintain coordination).

 Organisation of Labour Process (Workforce often engaged in craft-like production with

limited management control of details of work. Use IT to monitor workforce (e.g. tachometers

and mobile communications for transport staff; Aim for 'flatter' organisational structures, with

data from field and front-office workers directly entering databases and thence Management

Information Systems.)

 Features of Production (Production is often non-continuous and economies of scale are

limited. Standardise production (e.g. 'fast-food' chains), reorganise in more assembly-line-like

feature with more standard components and higher division of labour.)

 Organisation of Industry (Some services state-run public services; Others often small-

scale with high preponderance of family firms and self-employed. Externalisation and

privatisation of public services; combination of small firms using network technologies; IT-

based service management systems.)

4.2.Features of services associated with service product

 Nature of Product (Immaterial, often information-intensive; Hard to store or transport;

Process and product hard to distinguish. Add material components (e.g. client cards, membership

cards). Use telematics for ordering, reservation, and if possible - delivery. Maintain elements of

familiar 'user-interfaces'.)

 Features of Product (Often customised to consumer requirements. Use of Electronic Data

Interchange or Internet for remote input of client details; use software to record client

requirements and match to service product.

 Features of services associated with services consumption
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 Delivery of Product (Production and consumption coterminuous in time and space; often

client or supplier has to move to meet the other party. Telematics; Automated Teller Machines

and equivalent information services.)

 Role of Consumer (Services are consumer-intensive, requiring inputs from consumer into

design/production process. Consumer use of standardised menus and new modes of delivering

orders.)

 Organisation of Consumption (Often hard to separate production from consumption; Self-

service in formal and informal economies commonplace.Increased use of self-service, utilising

existing consumer (or intermediate producer) technology - e.g. telephones, PCs - and user-

friendly software interfaces.)

4.3.Features of services associated with services markets

 Organisation of Markets (Some services delivered via public sector bureaucratic

provision; Some costs are invisibly bundled with goods (e.g. retail sector).Introduction of quasi-

markets and/or privatisation of services; New modes of charging (pay per society), new

reservation systems; more volatility in pricing using features of EPOS and related systems.)

 Regulation (Professional regulation common in some services. Use of databases by

regulatory institutions and service providers to supply and examine performance indicators and

diagnostic evidence.)

 Marketing (Difficult to demonstrate products in advance.Guarantees; demonstration

packages (e.g. demo software, shareware, trial periods of use).

5. Services innovation and public policy

In recent years policy makers have begun to consider the potential for promoting services

innovation as part of their economic development strategies. Such consideration has, in part,

been driven by the growing contribution that services activities make to national and regional

economies. It also reflects the emerging recognition that traditional policy measures such as

R&D grants and technology transfer supports have been developed from a manufacturing

perspective of the innovation process.
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Finland has been active in the thinking about the policy implications of services innovation. This

has seen TEKES the Finnish Funding Agency for Technology and Innovation - launch the

SERVE initiative, designed to support Finnish companies and research organisations in the

development of innovative service concepts that can be reproduced or replicated and where some

technology or systematic method is applied .a Germany has also undertaken initiatives for

services R&D, and Canada and Norway have programmes. Ireland has been considering a

services-focused innovation policy, with Forfs its national policy and advisory board for

enterprise, trade, science, technology and innovation having undertaken a review of Irelands

existing policy and support measures for innovation, and outlined options for a new policy and

framework environment in support of service innovation activity.

: Market Research And Its Influence On New Product Development

Topic Objective:

At the end of this topic student would be able to:

 Learn about Market Research

 Understand a Categories OF Market research for business

 Understand the nature and scope of Market Research and its Influence on New Product

Development

Definition/Overview:

Market research: Market research is generally primary or secondary. In secondary research, the

company uses information compiled from other sources that appears applicable to a new or

existing product. The advantages of secondary research are that it is relatively cheap and easily
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accessible. Disadvantages of secondary research are that it is often not specific to your area of

research and the data used can be biased and is difficult to validate. Primary market research

involves testing such as focus groups, surveys, field tests, interviews or observation, conducted

or tailored specifically to that product.

Key Points:

1. Market research for business

Market research is for discovering what people want, need, or believe. It can also involve

discovering how they act. Once that research is complete it can be used to determine how to

market your specific product. Examples of market research would be questionnaires and surveys.

For starting up a business there are a few things that are important:

1.1.Market information

Market information is making known the prices of the different commodities in the market,

the supply and the demand. Information about the markets can be obtained in several

different varieties and formats. Examples of market information questions are:

 Who are the customers?

 Where are they located and how can they be contacted

 What quantity and quality do they want?

 When is the best time to sell?

1.2.Market segmentation

Market segmentation is the division of the market or population into subgroups with similar

motivations. Widely used bases for segmenting include geographic differences, personality

differences, demographic differences, use of product differences, and psychographic

differences.
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1.3.Market trends

The upward or downward movements of a market, during a period of time. The market size

is more difficult to estimate if you are starting with something completely new. In this case,

you will have to derive the figures from the number of potential customers or customer

segments.

2. Marketing research mix

It was designed as a framework to assist researchers to design or evaluate marketing research

studies. The name was deliberately chosen to be similar to the Marketing Mix - it also has four

Ps. Unlike the marketing mix these elements are sequential and they match the main phases that

need to be followed. These four Ps are: Purpose; Population; Procedure and Publication.

2.1.Purpose

The purpose of the research is the reason why it is being done. The word purpose is useful

because it has a wide coverage. It can be specifically defined or it can be loosely explained.

The wide term also embraces studies to gather marketing intelligence, where the managers

role is to scan the environment for useful data, and there may be no specific objective.

Many marketers avoid the term hypothesis entirely and tend to use the words research

objective or aim. The word hypothesis (plural, hypotheses) is quite different from the terms

mentioned above. It is an essential starting point for quantitative researchers, but takes a

lesser role for qualitative researchers. The term is deeply rooted in the history of scientific

thought. In statistics we expend much time and energy to generate hypotheses, to test

hypotheses, and to reject them. Some people argue that we should only test one hypothesis;

others say we should test several. In hypothesis testing we create a statement, which may be

true or false, this statement is a "proposition" - we propose that something may be the case. If

it is right then we accept it. If it is not right, if it is "wrong" then we reject it.
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The first step is to formulate the null-hypothesis, abbreviated to Ho. This is usually intended

to be rejected. Another carefully constructed hypothesis is the alternative hypothesis or the

H1; this is actually called the 'research hypothesis'. After these have been articulated the

researcher can design a research programme to test the hypotheses. When the results are

received, they are examined against the prediction of the null hypothesis. The basic idea is to

use this possible explanation and then look for data to support the explanation (or not). It is

best to spend as much time as possible on the hypothesis: it is the research question, and it

determines how the study is carried out. It determines the design because it defines the

problem.

2.2.Population

When considering any market sector we need to ask Who is involved in this marketplace?

Who are the players? Who should be the centre of the investigation and where are those

subjects? This area considers the target audience, customer or player; the users or non-users.

Who will become the respondent or informant? Should we contact all players or just some of

them? Should we carry out a census or a sample: should respondents be selected by

probability or non-probability methods?

An important concept for primary research is sampling. We choose to interview or observe

people who we think will give us the information that will solve our problems. So in

choosing our research method, we need to consider whom we select and how we select. This

applies to qualitative research, with only a few people, and quantitative research with many

people. Much emphasis in marketing research is on the end user, but experts can bridge the

gap between primary and secondary data. An expert may be someone who has been in the

business for many years. This part of the MR Mix involves identifying relevant sampling

frames.
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2.3.Procedure

When considering the procedure the key question is How should the study be conducted?

Will it be qualitative or quantitative? This area also covers the question of timing: when will

the fieldwork take place?

The best research starts by looking at secondary data, this information already exists. The

two basic sources: internal (within an organisation) and external, published by someone

outside have become easier to access in recent years. Information Technology, with Intranets

and the Internet, has improved our ability to find such data. If secondary data doesnt solve

the problem then original data (primary data) is sought. It is useful to think of different

primary methods in these terms: we can ask people what they are doing; we can watch them

or detect what they have done by counting or we can manipulate some variables to discover

the effect. This creates three categories: questioning; observation and experimentation.

Primary data collection techniques can be subdivided into: interviewer-administered or

respondent-administered; direct or indirect; personal or impersonal. Processing data, analysis

and interpretation are essential parts of the procedure. Detailed examination of the

appropriate tools used in the data collection needs to take place.

2.4.Publication

There are many different readers of research reports and these audiences all have very

different expectations. Reporting must be personalised, writing and presentation style must

be customised and adapted to the user. At one extreme there is the general public. There are

many reasons why research is reported to the mass consumer. It may be a government report

that has been commissioned to be in the public interest: concerning health, welfare, transport

and so on. It may be a consumer report: consumer watchdog reports are of great interest to

the man on the street, so we find the which?
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Then there are smaller audiences such as managers who are anxious to receive a report in

order to make instant decisions. Additionally there are managers who will benefit from the

information much later when the report is consulted as secondary data in the future.

: Managing Thenew Product Development Process

Topic Objective:

At the end of this topic student would be able to:

 Learn about the New Product Development

 Understand a Categories of Managing the New Product Development Process

 Understand the nature and scope of New Product Development Process

Definition/Overview:

Managing the New Product Development Process: Flexible product development is the ability

to make changes in the product being developed or in how it is developed, even relatively late in

development, without being too disruptive. Consequently, the later one can make changes, the

more flexible the process is, and the less disruptive the change is, the greater the flexibility.

Flexibility is important because the development of a new product naturally involves change

from what came before it.

Key Points:

1. New Product Development Process

Change can be expected in what the customer wants and how the customer might use the

product, in how competitors might respond, and in the new technologies being applied in the
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product or in its manufacturing process. The more innovative a new product is, the more likely it

is that the development team will have to make changes during development.

Flexible development counteracts the tendencies of many contemporary management approaches

to plan a project completely at its outset and discourage change thereafter. These include Six

Sigma, which aims to drive variation out of a process; lean, which acts to drive out waste; and

traditional project management and phased development systems (including the popular Stage-

Gate model), which encourage upfront planning and following the plan. Although these

methodologies have strengths, their side effect is encouraging rigidity in a process that needs

flexibility to be effective, especially for truly innovative products.

2. Mature Product Categories

For more mature product categories, flexibility techniques are not only overly expensive but

often unwise. Consequently, flexibility techniques must be used with discretion, for instance,

only in the portions of a product likely to undergo change. When applied to the development of

software products, these methods are commonly known as agile software development.

However, agile software methods generally rely on special characteristics of the software

medium, especially object technologies, which are not available to non-software products.

Consequently, flexible product development draws from some of the roots of agile software

development but tends to use other tools and approaches that apply beyond the software medium.

There are no standards for measuring TTM, and measured values can vary greatly. First, there is

great variation in how different organizations define the start of the period. In some industries,

automotive, for example, the development period starts when the product concept is approved.

Others realize that little will happen until the project is staffed, which can take a long time after

approval if developers are tied up on existing projects. Therefore, they consider the start point

when the project is fully staffed. The initial part of a project - before approval or full staffing --

has been called the fuzzy front end, and it can consume a great deal of time. Even though the
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fuzzy front end is difficult to measure, it must be included in TTM measurements for effective

TTM management. Next, definitions of the end of the TTM period vary. Some people, who look

at product development as engineering, say the project is finished when engineering transfers it

to manufacturing. Others define the conclusion as when they ship the first copy of the new

product or when a customer buys it. High-volume industries will often define the end point in

terms of reaching a certain production volume, such as a million units per month.

3. Product life cycle management

Product Life Cycle Management is the succession of strategies used by management as a product

goes through its product life cycle. The conditions in which a product is sold changes over time

and must be managed as it moves through its succession of stages.

4. Product life cycle

The product life cycle goes through many phases, involves many professional disciplines, and

requires many skills, tools and processes. Product life cycle (PLC) has to do with the life of a

product in the market with respect to business/commercial costs and sales measures; whereas

product lifecycle management (PLM) has more to do with managing descriptions and properties

of a product through its development and useful life, mainly from a business/engineering point of

view. To say that a product has a life cycle is to assert four things: 1) that products have a limited

life, 2) product sales pass through distinct stages, each posing different challenges, opportunities,

and problems to the seller, 3) profits rise and fall at different stages of product life cycle, and 4)

products require different marketing, financial, manufacturing, purchasing, and human resource

strategies in each life cycle stage.

5. Stages in product life cycle

The different stages in a product life cycle are:

 Market introduction stage

o cost high
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o sales volume low

o no/little competition - competitive manufacturers watch for acceptance/segment

growth losses

o demand has to be created

o customers have to be prompted to try the product

 Growth stage

o costs reduced due to economies of scale and

o sales volume increases significantly

o profitability

o public awareness

o competition begins to increase with a few new players in establishing market

o prices to maximize market share

 Mature stage

o Costs are very low as you are well established in market & no need for publicity.

o sales volume peaks

o increase in competitive offerings

o prices tend to drop due to the proliferation of competing products

o brand differentiation, feature diversification, as each player seeks to differentiate

from competition with "how much product" is offered

o Industrial profits go down

 Saturation and decline stage

o costs become counter-optimal

o sales volume decline or stabilize

o prices, profitability diminish

o profit becomes more a challenge of production/distribution efficiency than

increased sales

6. Market Identification

A "micro-market" can be used to describe a Walkman, more portable, as well as individually and

privately recordable; and then Compact Discs ("CDs") brought increased capacity and CD-R

offered individual private recording...and so the process goes.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

68
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



In short, termination is not always the end of the cycle; it can be the end of a micro-entrant

within the grander scope of a macro-environment. The auto industry, fast-food industry, petro-

chemical industry, are just a few that demonstrate a macro-environment that overall has not

terminated even while micro-entrants over time have come and gone.
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