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APPLE’S NEW-PRODUCT
INNOVATION MACHINE
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 Apple’s Innovation Machine

 iCloud: Where the Digital 
Lifestyle is Heading

APPLE’S NEW PRODUCTS
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WHAT ARE PRODUCTS AND SERVICES?
GOODS, SERVICES, AND IDEAS

LO1

 Goods

 Services

• Nondurable
Goods

• Durable
Goods

 Products

 Ideas
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WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING PRODUCTS

LO2

 Consumer Products

 Business Products

10-10

FIGURE 10-1 How a consumer product is 
classified affects which products 
consumers buy and the marketing strategies 
used
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WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING PRODUCTS

LO2

 Business Products

• Components

• Support Products

• Derived Demand

 Supplies

 Industrial
Services

 Installations

 Accessory
Equipment
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 Product Item

 Product Line

 Product Mix

• Stock Keeping Unit (SKU)

WHAT ARE PRODUCTS AND SERVICES?
PRODUCT ITEMS, LINES, AND MIXES

LO2
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WHAT ARE PRODUCTS AND SERVICES?
PRODUCT ITEMS, LINES, MIXES, CLASSES AND FORMS

LO3

 Product Class

 Product Form
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WHAT ARE PRODUCTS AND SERVICES?
CLASSIFYING SERVICES

LO2

 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
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WHAT ARE PRODUCTS AND SERVICES?
THE UNIQUENESS OF SERVICES

LO3

 Four I’s of Services

• Intangibility • Inseparability

• Inconsistency • Inventory

 Idle Production
Capacity

 Product/Service Offering

• Core • Supplementary
9-21
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FIGURE 10-3 The goods-services 
continuum shows how offerings can vary
in their balance of goods and services
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NEW PRODUCTS AND WHY
THEY SUCCEED OR FAIL

WHAT IS A NEW PRODUCT?

LO4

 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?

LO3

 Newness From the Consumer’s 
Perspective

• Continuous Innovation: 
• Generate awareness &strong distribution

• Dynamically Continuous Innovation
• Minor change in behavior, educate consumers

• Discontinuous Innovation
• Gain awareness & educate consumers 10-26

 Newness in Legal Terms
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NEW PRODUCTS AND WHY
THEY SUCCEED OR FAIL

WHAT IS A NEW PRODUCT?

LO4

• Product Line Extension

• Jump in Innovation

• True Innovation

 Newness: The Organization’s Perspective
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• Brand Extension

FIGURE 10-A What it takes to launch one 
commercially successful new product
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FIGURE 9-D What separates new-product 
winners and losers
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NEW PRODUCTS AND WHY
THEY SUCCEED OR FAIL

WHY PRODUCTS SUCCEED OR FAIL

LO5

 Marketing Reasons for New-Product Failures

• Bad Timing

• Poor Product Quality

• Poor Execution of the Marketing Mix

• Too Little Market Attractiveness
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Avert and Hey! There’s a Monster in My Room
Why did these products fail?

LO5
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USING MARKETING DASHBOARDS
Which States are Underperforming?

Annual Percent Change in Unit Volume by State

> 10%0 to 10%< 0%

Change in Growth

 

Annual % Sales Change = 
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LO5
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FIGURE 10-5 Seven stages in the new-
product process leading to success
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FIGURE 10-D Six important U.S. test 
markets: the winner is Wichita Falls, TX
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