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APPLE’S NEW-PRODUCT
INNOVATION MACHINE

iCloud

Stares yeur content snd
wirebessly pushes it 19 all your devices.

APPLE’S NEW PRODUCTS

> Apple’s Innovation Machine

> iCloud: Where the Digital
Lifestyle is Heading | J

L |




(1) WHAT ARE PRODUCTS AND SERVICES?
GOODS, SERVICES, AND IDEAS

» Products
> Goods
* Nondurable v
Goods
¢ Durable s
Goods -

> Services

> ldeas

Million

ldeger

(1) WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING PRODUCTS

» Consumer Products

> Business Products
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FIGURE 10-1 How a consumer product is
classified affects which products
consumers buy and the marketing strategies

used

TYPE OF CONSUMER PRODUCT

BASIS OF
COMPARISON

CONVENIENCE  SHOPPING

SPECIALTY UNSOUGHT

Toothpaste, cake  Cameem, TV, Reliv-Royce Burisl insursace,
W, i hand soap, beiafensas, m»uem:-,n thesmwrun

ATM cath siring tickuts haart surgery

‘withrawah

Hetativaly Fairly axperaive. Usually vary. Viries

—— Je—r

many  Large mumber of  Viry Emited  Oftan i

enthets weloctive cutlets

Prica, availability, i A

i -3 — ety

viresied wirevsed strwssed -

Awiraolbemd  Profar brand oyt Wil acewpe
B bt wil sccept braneh bt wil M k

adniitutes accept whatiutes  substitutes.
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® WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING PRODUCTS

> Business Products

¢ Derived Demand
« Components #
-

¢ Support Products

= Installations = Supplies
= Accessory = Industrial
Equipment Services
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() WHAT ARE PRODUCTS AND SERVICES?
PRODUCT ITEMS, LINES, AND MIXES

> Product Item
L
* Stock Keeping Unit (SKU) ||H“ll|”ll”|

» Product Line

od
> Product Mix R BB Es
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(103 WHAT ARE PRODUCTS AND SERVICES?
PRODUCT ITEMS, LINES, MIXES, CLASSES AND FORMS

M
> Product Class =

> Product Form
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() WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING SERVICES

> Delivery by People or Equipment

> Delivery by Business Firms or Nonprofits

> Delivery by Government Agencies
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FIGURE 9-3 The five dimensions of service

quality

DIMENSION

P

DEFINITION

Ability to gerform the promised
sanvice ly ancd accurately

Appesrance of physical facilities,
equipment, parsonnel, and
communicaticn matarials

Willingreess to help customers and
provide prompt service

Knawledge and courtesy of emplayees.
and their abilty 1o convey trust and
confidence

Caring, individunlized attention
provided to customa s

EXAMPLES OF QUESTIONS
AIRLINE CUSTOMERS MIGHT ASK

I my flight an time?

Are the gate, the plane, and the
baggage srea chean?

A the flight sendants willing 1o
answer my quastions?

Are the ticket counter sttendants, filght
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WHAT ARE PRODUCTS AND SERVICES?

THE UNIQUENESS OF SERVICES

» Four I's of Services

 Intangibility

¢ Inconsistency

> Product/Service Offering

e Core

e Inseparability

* Inventory

= |[dle Production
Capacity

All of T3 sarving you

(Ebank

e Supplementary




FIGURE 10-3 The goods-services
continuum shows how offerings can vary
in their balance of goods and services

Service- 5 faer food restaurant Teaching
dominated g equally weighted Mursing
offering between goods __ The theater
(intangible) and services wa:':rsav?lww
T Television
Balanced
l Fast-food restaurant
i Tallgr?d suit
tomobile
IGood- Baass
dominated food
offering Necktie

{tangible) Salt
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NEW PRODUCTS AND WHY

THEY SUCCEED OR FAIL
WHAT IS A NEW PRODUCT?

> Newness: Compared to Existing Products

> Newness in Legal Terms
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NEW PRODUCTS AND WHY

THEY SUCCEED OR FAIL
WHAT IS A NEW PRODUCT?.

> Newness in Legal Terms s
> Newness From the Consume.
Perspective

L&Ad - Continuous Innovation:
* Generate awareness &strong distribution

ﬁ » Dynamically Continuous Innovation

* Minor change in behavior, educate consumers

e Discontinuous Innovation
¢ Gain awareness & educate consumers
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NEW PRODUCTS AND WHY

THEY SUCCEED OR FAIL
WHAT IS A NEW PRODUCT?

> Newness: The Organization’s Perspective

%
« Product Line Extension % —

e Jump in Innovation ﬁ

e Brand Extension W

» True Innovation i ..,a —
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FIGURE 10-A What it takes to launch one
commercially successful new product

g \ &

8

g

Numbar of ideas, projects, and products

o
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FIGURE 9-D What separates new-product
winners and losers

* Point of difference, or
uniquely superior product 8% ik oo

* Well-defined product before

actual developmaent starts 85 26 59
’ ::lao‘:?:;:l::::i:?«::ﬁm; s 3 44
k me?tgl:‘.: rnr;::ci:ititie; n El| a0
 remtng i stk " 2 -
* Market attractiveness, ones with 74 o 5

large markets, high growth




NEW PRODUCTS AND WHY

THEY SUCCEED OR FAIL
WHY PRODUCTS SUCCEED OR FAIL

> Marketing Reasons for New-Product Failures

* Bad Timing
« Poor Product Quality
« Too Little Market Attractiveness

* Poor Execution of the Marketing Mix
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@ Avert and Hey! There’s a Monster in My Room
Why did these products fail?
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Annual Percent Change in Unit Volume by State

Annual % Sales Change = [ 100

(New Sales SOld Sales)
Old sales *

Change in Growth

(2
. < 0% 0to 10% >10% \ﬁj =
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FIGURE 10-5 Seven stages in the new-
product process leading to success

1. New-product
strategy development

3. Sereening and
evaluation
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FIGURE 10-D Six important U.S. test
markets: the winner is Wichita Falls, TX

[ #‘k Wichita Grand Junction, 0O
Chasactaristic USA  Falls, TX N Codar Ragich, 14 g Claivn, W
2000 population. 2814 mil. 140,518

Madinn age (yeer) 83 318

% of family housshalds

with children under 18 Z28% 338%

% Hispanic or Lating

af arry race 125% 11.8%

% African Amaerican 123% 2.6%

% Asian Amavican 1% 1%

% Native Amarican 1.5% 1.7% Vclassn-Nechanet. TX
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