New Products: the Real Challenge is in Execution, Not Strategy
The Need for Immediate Returns has Snuffed-Out Growth Efforts

Marketers love talking about products like the Swiffer or iPod; two colossal
successes in terms of brilliance in innovation and new product development. In
fact, rumor has it there are more consulting firms taking credit for Swiffer’s
development and success than can fit into the new Yankee stadium. The puzzling
question remains: Why aren’t there more examples of unabashed new product
successes? To gain insight, we recently implemented a research study exploring
the factors that impact a company’s ability to succeed in the ever-important CPG
growth domain. Our survey, titled, “Creativity in New Products, A Reality Check,”
queried 128 senior CPG marketers to gauge the challenges they face in growing
their businesses as well as the strategies and thought processes they employ.

In planning the research, we theorized that new product development efforts
could be influenced by both strategic and tactical elements. Therefore, we
developed a list including five strategic and five tactical pitfalls that could limit a
company’s ability to succeed. Then, we asked participants to identify those
issues which currently challenge them; those they addressed three years ago;
those they expect to face three years from now; and which one factor occurs
most frequently.

Based on our experience, we hypothesized that strategic issues would be the
most relevant causes of new product disappointment. We were way off base.
We learned that yes, there are strategic issues affecting the outcome of new
product activity, but the more relevant issues focus on tactical elements — those
things which can be addressed in the short-term. In fact, 63% of survey
respondents identified tactical issues as the leading prohibitive factors in the
development and launching of new products. The need to satisfy stockholders
(Wall Street) has had a profound effect on our ability to identify, develop and
launch new products as reflected in the lack of human capital, financial resources
and company competencies (another form of human capital). Strategically, we’re
confident we know where to “place our bets,” it’s just that financial limitations
prevent us from doing it.

The chart below illustrates that three of the strategic categories we identified
have become less of an issue in the last three years and are expected to become
even less relevant over the next three (or at least remain status quo). These
include the identification of differentiated opportunities, identification of the key
consumer insight and development of a motivating consumer proposition. Two
issues which will become more relevant to marketers have to do with competitive
challenges and the elasticity of brand equities. It appears our own tactical issues
have caused a bit of paranoia that the competition is moving faster than we are.
And, the research further suggests that brand equities (perhaps our most
valuable asset) have reached their breaking point, and can’t go any further.



Tactically, while all but one factor (the lack of product technology) are expected
to decline over time in the amount it can limit our success, several of them are
working against higher levels of frustration today, as compared to three years
ago. For example, the lack of human capital and financial resources are more
relevant today than they were three years ago, but they are projected to be less
relevant in 10 than they were in '04. Why? Because new product development
efforts are often disrupted or delayed in order to meet the immediate corporate
financial obligation — we’re responding to the financial needs of the current
quarter.

Most
Strateqic Issues '04 ‘07 '10 Frequent
Opportunities Lack Differentiation 53% 46% 35% 13%
Key Consumer Insight is Missing 47% 41% 30% 7%
Competitive Barriers/Challenges 31% 33% 51% 2%
Lack of Motivating Consumer Proposition 37%  23% 23% 5%
Existing Brand Equities don’t Transfer 25% 20% 27% 3%
AVERAGE 31% 33% 33% 6%
Tactical Issues
Lack of Human Capital 49% 58% 33% 21%
Limited Financial Resources 48% 52% 44% 13%
Company Competencies Lacking 49% 42% 27% 12%
Expected ROI/Sales Volume too Low 42% 38% 34% 13%
Product Technology is Non-Existent 25% 17% 19% 4%
AVERAGE 43% 41% 31% 13%

What are we to do? Well, we’re called “managers” for a reason. We need to
manage the innovation process so that we can support the best, most promising
initiatives, with the limited resources available to us. And when possible,
convince our management that additional resources are prudent in order to
realize the success that the Swiffer and iPod have enjoyed.

Barry Curewitz is Managing Partner of Whole-Brain Brand Expansion
(www.wbbe.biz); reach him at barry@wbbe.biz.


mailto:barry@wbbe.biz

	New Products: the Real Challenge is in Execution, Not Strategy
	The Need for Immediate Returns has Snuffed-Out Growth Efforts
	Marketers love talking about products like the Swiffer or iPod; two colossal successes in terms of brilliance in innovation and new product development.  In fact, rumor has it there are more consulting firms taking credit for Swiffer’s development and success than can fit into the new Yankee stadium.  The puzzling question remains: Why aren’t there more examples of unabashed new product successes?  To gain insight, we recently implemented a research study exploring the factors that impact a company’s ability to succeed in the ever-important CPG growth domain. Our survey, titled, “Creativity in New Products, A Reality Check,” queried 128 senior CPG marketers to gauge the challenges they face in growing their businesses as well as the strategies and thought processes they employ.
	 
	In planning the research, we theorized that new product development efforts could be influenced by both strategic and tactical elements.  Therefore, we developed a list including five strategic and five tactical pitfalls that could limit a company’s ability to succeed.  Then, we asked participants to identify those issues which currently challenge them; those they addressed three years ago; those they expect to face three years from now; and which one factor occurs most frequently.
	Based on our experience, we hypothesized that strategic issues would be the most relevant causes of new product disappointment.  We were way off base.  We learned that yes, there are strategic issues affecting the outcome of new product activity, but the more relevant issues focus on tactical elements – those things which can be addressed in the short-term. In fact, 63% of survey respondents identified tactical issues as the leading prohibitive factors in the development and launching of new products. The need to satisfy stockholders (Wall Street) has had a profound effect on our ability to identify, develop and launch new products as reflected in the lack of human capital, financial resources and company competencies (another form of human capital).  Strategically, we’re confident we know where to “place our bets,” it’s just that financial limitations prevent us from doing it.  
	The chart below illustrates that three of the strategic categories we identified have become less of an issue in the last three years and are expected to become even less relevant over the next three (or at least remain status quo).  These include the identification of differentiated opportunities, identification of the key consumer insight and development of a motivating consumer proposition.  Two issues which will become more relevant to marketers have to do with competitive challenges and the elasticity of brand equities.  It appears our own tactical issues have caused a bit of paranoia that the competition is moving faster than we are.  And, the research further suggests that brand equities (perhaps our most valuable asset) have reached their breaking point, and can’t go any further.   
	Tactically, while all but one factor (the lack of product technology) are expected to decline over time in the amount it can limit our success, several of them are working against higher levels of frustration today, as compared to three years ago.  For example, the lack of human capital and financial resources are more relevant today than they were three years ago, but they are projected to be less relevant in ’10 than they were in ’04.  Why?  Because new product development efforts are often disrupted or delayed in order to meet the immediate corporate financial obligation – we’re responding to the financial needs of the current quarter.
	                  Most
	Strategic Issues      ’04   ’07    ’10     Frequent
	Opportunities Lack Differentiation   53%    46%    35%    13%
	Key Consumer Insight is Missing   47%    41%    30%      7%
	Competitive Barriers/Challenges   31%    33%    51%      2%
	Lack of Motivating Consumer Proposition  37%     23%    23%      5%
	Existing Brand Equities don’t Transfer  25%    20%    27%      3%
	AVERAGE       31%    33%   33%     6%
	           
	Tactical Issues      
	Lack of Human Capital     49%    58%    33%    21%
	Limited Financial Resources    48%    52%    44%    13%
	Company Competencies Lacking   49%    42%    27%    12%
	Expected ROI/Sales Volume too Low  42%    38%    34%    13%
	Product Technology is Non-Existent   25%    17%    19%     4%
	AVERAGE       43%    41%   31%   13%
	What are we to do? Well, we’re called “managers” for a reason.  We need to manage the innovation process so that we can support the best, most promising initiatives, with the limited resources available to us.  And when possible, convince our management that additional resources are prudent in order to realize the success that the Swiffer and iPod have enjoyed.
	Barry Curewitz is Managing Partner of Whole-Brain Brand Expansion (www.wbbe.biz); reach him at barry@wbbe.biz.


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.6
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile true
  /CreateJobTicket true
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType true
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings true
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue true
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
    /Arial-Black
    /Arial-BlackItalic
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArialUnicodeMS
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /Impact
    /LucidaConsole
    /Tahoma
    /Tahoma-Bold
    /TimesNewRomanMT-ExtraBold
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 5.0 e versioni successive.)
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents suitable for reliable viewing and printing of business documents.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice


