


business model
relationship to losing concepts, 125
relationship to product strategy, 37

business strategy, of business case, 339
business-to-business (B2B or B-to-B)

companies, 28
business-to-consumer (B2C or B-to-C)

companies, 28

• C •
CAD (computer aided design), 278, 284
CAM (computer assisted manufacturing),

278, 284
canceled projects

criteria for, 242–243
extracting value from, 159, 236, 243–244

cannibalization of existing products
by breakthrough products, 41
pricing strategy for, 260
when new product launches, 179, 259

captive site, 291
cats, herd of, company working like,

212–213
causes, products purchased based on, 36
CEOs. See executives/management
champions, 21, 201
channel partners

definition of, 38–39, 260–261
pricing affected by, 264
strategies for working with, 261

character sketches of customers, 3–4
charter for customer visit, 64
chemistry, combinatorial, 276–277
Chesbrough, Henry (Open Innovation), 

55, 304
Chiaravalle, Bill (Branding For Dummies), 58
Clark, Kim (research by), 162
clockspeed, 28
closed innovation, 304
collaboration using digital technology,

277–283
combichem, 276–277
combinatorial chemistry, 276–277
commercialization of products, 179
commodity business, 27, 225

communication
for GDPD, 298–301
within product development team, 204

communication plan, internal
definition of, 161–162
plan leader for, 162–163
process owner for, 163
top management starting, 162

communication software, 284
company

characteristics of, for successful NPD, 26
efficiency of, 212–213
growth of, 24–26
health of, pipeline indicating, 148, 157
implementing digital technology in,

283–286
managing for successful NPD, 156–161
maturity of, 29
product development, customizing for,

181–183
type of, NPD approaches based on, 26–29
value chain, locating company on, 27–28,

55–56
Compeau, Michael (contributor for

Chapter 13), 253
competence, of team members, 196–197
competitors

basing financial targets on, 151
basing pricing on, 264
identifying and assessing, 39

computer aided design (CAD), 278
computer assisted manufacturing (CAM),

278, 284
computer simulation, 275
Concept Briefs, 121–123, 169
Concept Review, 169–170
Concept/Idea Screen

canceling projects based on, 242
definition of, 14, 117, 169
process for, 118–121

concepts
creating from ideas, 106–107, 121–123,

168–170
improving, 123–125
testing, 320–321
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“Connect and Develop: Inside Proctor &
Gamble’s New Model for Innovation”
(Harvard Business Review), 310

consumer trials
Beta Tests, 262, 279, 326
test marketing, 262–263

conventions used in this book, 2, 7
Cooper, Robert (Portfolio Management for

New Products), 150, 218
core competencies, identifying, 153–154
core team

as part of launch team, 255
responsibilities of, 206
turnover percentage of, 331

corporate level metrics, 329, 335–337
corporate measures, 157
cost

of capital, 249
of product, basing pricing on, 264

Covey, Stephen R. (Six Sigma For
Dummies), 229

creative sessions
brainstorming, 100–102
communicating with participants, 95
creative excursions, 103–104
environment for, 95
experts participating in, 107–109
first ideas, stating to progress to more

original ideas, 98–104
ground rules for, 97–98
ideas from, creating concepts using,

106–107
knowledge of customer used in, 104–107
materials for, 95–96
mindmapping, 102–103
original ideas, generating (thinking

outside the box), 98–104
problem statement for, 96–97
right brain activities in, 110–114
rough concept models used in, 113–114
scheduling, 93–94, 95
session manager for, 94
skits in, 112–113
starting, 96
storyboards in, 110–112

creative teams
creativity styles of, identifying, 91
criteria for choosing members of, 90
cross-functional teams included in, 90
customers participating in, 92–94
diversity in, 91–92, 194, 201
facilitator for, 92

critical path, 203
cross platforms, example of, 33
cross-functional teams

characteristics of, 193–194
included in creative teams, 90
included in development teams, 191
leadership of, 194–196
successful, characteristics of, 196–197

“crossing the valley of death”, 15
CTOs. See executives/management
customer service

role of, 17
training to support new product, 262, 268

customer visit matrix, 67–69, 81
customer visit process

analyzing visits mid-course, 79–80
charter for, 64–65
customers for, choosing, 66–69
final visit, 80
first visit, 77–79
images gathered from, organizing, 82–85
information collected, assembling, 80–81
information collection, practicing, 73–76
interviews for, practicing, 73–76
opportunity for, identifying, 63–64
product requirements obtained from,

writing, 85–87
relationships with customers,

maintaining, 81–82
results of, quantifying, 88
scheduling visits, 69–70
sponsor for, 64
steps in, 61–62
team for, choosing, 64–65
visit guide for, 70–73, 81

customers. See also markets
ability to access, 38–39
character sketches of, 3–4
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customers (continued)
collaborating with, using digital

technology, 278–279
on creative teams, 92–94
for customer visit process, 66–69
identifying, 28
introducing to team members, 201
knowledge of, used in creative sessions,

104–107
pricing strategy based on, 54–55
product testing using, 324–327
voice of the customer (VOC), 4, 130

cycle time
definition of, 29
evaluating for process assessment, 161
shortening, 225–228
too short, 228–229

• D •
dashboard metrics, 337–338
David-and-Goliath alliances, 309–310
dealers. See channel partners
DeCarlo, Neil (Six Sigma For Dummies), 229
Decision Diamonds. See reviews
decline phase of product lifecycle, 50–51
deliverables checklist, 237–238
dependencies, 203
derivative products, 33–34
Design for Six Sigma (DFSS), 231
“design for X” (DFX), 12, 175
design/development software, 284
designing products, 12, 175
development pipeline

allocating resources for, 215, 219–225
indicating health of company, 148, 157
number of opportunities in, 115–116, 125,

242, 243
tracking, with portfolio management

software, 284
development process. See also GDPD

(globally distributed product
development); NPD (new product
development); projects

around the clock development, 282–283
business function involvement in, 183–186

customizing for your company, 180–183
cutting waste out of, 229–231
cycle time of, 29, 225–229
definition of, 2, 14–15, 167–168
information about, managing with digital

technology, 279–280
kick-off meeting for, 200–201
Lean product development, 229–230
managing, 186–188
phase reviews, canceling projects based

on, 178, 243
phase reviews, definition of, 234–235
phase reviews, like technical reviews,

avoiding, 179
phase reviews, metrics for, 330–332
phase reviews, number and frequency of,

182–183
phase reviews, outcome of, 178, 235
phases of, business case, creating,

170–172
phases of, customizing for your company,

181–183
phases of, definition of, 168
phases of, development, 176–177
phases of, ideas, creating concepts from,

168–170
phases of, launch and commercialization,

179
phases of, product definition, 172–174
phases of, product design, 175
phases of, product testing, 177–178
planning for, importance of, 226–228
process owner for, 180
project plan for, 201–203
risks in, managing, 188–190
Six Sigma product development, 230–231
successful, characteristics of, 212–213

development review, 176–177
development software, 284
development team

assembling, 198–200
for breakthrough products, 30
collaboration using digital technology,

280–283
communication between, 204
core team of, 206, 255, 331
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cross-functional teams included in, 191,
193–197

distribution, 18
diversity in, 194
executives/management, 20, 186–188
extended team for, 207
finance department, 19
functional heads, 20–21
functional support people, 22, 205
getting members acquainted, 200–201
HR (human resources), 19
introducing to customers, 201
IT (information technology), 18, 283–286
leadership of, 192, 194–196
legal function, 19
manufacturing, 12, 16–17, 207
marketing, 16, 207, 255–256
meetings with, 203–204
members in, list of, 15–22
mission statement for, 202
motivations of, 1
organizational approaches for, 207–209
packaging, 17–18
product champions, 21, 201
project plan, creating, 201–203
R&D (research and development), 16, 207
regulatory function, 19
resources required by, obtaining, 205
review committee members, 22
roles of, communicating, 164
roles of, defining, 205–207
SBUs (strategic business units), 21
service, 17
standards function, 19
successful, characteristics of, 191–192,

196–197
training members of, 201

DFSS (Design for Six Sigma), 231
DFX (“design for X”), 12, 175
digital technology

combinatorial chemistry using, 276–277
computer simulation using, 275
customer collaboration using, 278–279
development around the clock using,

282–283
implementing in your company, 283–286
product information managed using, 278

project information managed using,
279–280

rapid prototyping using, 275–276
team collaboration using, 277–283
testing and experimenting using, 274–277
vendors for, 285

disciplined portfolio management process,
214–215

discounts in pricing, 265
discussion agenda for reviews, 239–240,

245–246
distribution department, role of, 18
distributors. See channel partners
diversity in teams, 91–92, 194
diversity training, 201
DuPont, Strategic Gap Analysis, 305–307

• E •
earnings before interest and taxes (EBIT),

249
ECNs (engineering change notices), 331
ECV (expected commercial value), 150, 216
Edgett, Scott (Portfolio Management for

New Products), 150, 218
Elliot, Scott (contributor for Chapter 14),

273
emptying the box, 98–104
engineering change notices (ECNs), 331
event mapping, for strategic geography,

139–140
excursions, creative, 103–104
executive summary

of business case, 339
of review report, 239

executives/management
commitment of, to project, 162, 193, 201,

335–336
role of, 20, 186–188

expected commercial value (ECV), 150, 216
an experience, products including, 35
Experimentation Matters (Thomke), 274, 277
experimenting, with digital technology,

274–277
extended team, 207
external resources, 223
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• F •
facilitators, 194
Feasibility Review

canceling projects based on, 242
conducting, 172
out-of-bounds criteria, 251–252

features
changing, 276, 331–332
pricing differently for different features,

265
reuse of, 332

figures of merit (spider charts), 130–132
finance department, role of, 19
financial measures, 149–150
financial targets

for managing product portfolio, 216–217
for NPD, 148–151

financials for business case, 249–250
Findlay Schenck, Barbara (Branding For

Dummies), 58
Fisher, Roger (Getting to Yes), 187
fit prototype, 322
fonts used in this book, 2
form prototype, 322
formative metrics, 256–257
Friedman, Thomas (The World is Flat), 

277, 288
function prototype, 322
functional heads, role of, 20–21
functional measures, 158–160
functional process alignment, 160
functional resources, 222–223
functional support people

acquiring resources from, 205
role of, 22

functional team, 208
functions, business

involvement in NPD, 183–186
list of, 15–19

fuzzy front end, 168

• G •
Gamma Tests, 326–327
gates. See reviews

GDPD (globally distributed product
development)

adding capacity using, 292–293
assets, protecting, 296
capabilities, protecting, 296
communication skills for, 298–301
definition of, 287
global products developed using, 294
insourcing, 291–292
intellectual property, protecting, 296–297
location of, deciding, 294–295
political issues, 298
with preferred vendor, 291
processes and practices, aligning, 301–302
product development, outsourcing, 290
product development, saving costs of, 293
reasons for, 292–295
risks of, avoiding, 295–298
stages of, 288–289
with vendor, 290

Getting to Yes (Fisher and Ury), 187
globally distributed product development.

See GDPD
goal-oriented leadership, 195
Griffin, Abbie (The PDMA ToolBook 2), 

127, 136, 187
growth of business

acquiring other businesses, 24–25
developing new products, 25–26
methods of, 24–25
new markets for existing products, 24

growth phase of product lifecycle, 49–50
Gygi, Craig (Six Sigma For Dummies), 229

• H •
Haines, Steven (Sequent Learning

Networks), 340
hard launch, 258
Harley-Davidson example, 117
Harvard Business Review (“Connect and

Develop: Inside Proctor & Gamble’s
New Model for Innovation”), 310

health of company, 148, 157. See also
metrics

heavyweight teams, 30, 193
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herd or cats, company working like,
212–213

Hiam, Alexander (Marketing For 
Dummies), 12

Holahan, Patricia (Stevens Institute of
Technology), 187

How Customers Think (Zaltman), 58
human resources (HR), role of, 19. See also

resources (for NPD)
hurdle rate, 216
hybrid profit models, 27

• I •
IAPD (International Association for Product

Development) workshops, 257, 316
ice on high-tension wires, example using, 99
icons used in this book, 7
idea factory. See also creative sessions

creative teams for, selecting, 90–94
definition of, 89–90

Idea Form, 118–119
idea portfolio, 119–121
Idea/Concept Screen

canceling projects based on, 242
definition of, 14, 117, 169
process for, 118–121

ideas. See also opportunities
creating concepts from, 106–107, 121–123,

168–170
losing ideas, turning into assets, 125
screening, 116–121
selling or licensing, 126

images gathered from customer visits,
82–85

importance surveys, 279
independence, of team members, 197
information technology (IT)

digital technology implemented by,
283–286

role of, 18
innovation

closed innovation, 304
open innovation, 304–305
radical innovation, 27, 129, 257

Innovation Focus, 113
insourcing, 291–292
intellectual property (IP), protecting,

296–297
internal communication plan

definition of, 161–162
plan leader for, 162–163
process owner for, 163
top management starting, 162

internal rate of return (IRR), 149–150, 249
International Association for Product

Development (IAPD) workshops, 
257, 316

Internet, product announcements on,
267–268

interviews for customer visits, 73–76
Intranet sites, 284
introduction of products, 49, 256–257. See

also launching products
investment, return on (ROI)

evaluating project based on, 235–236
planning for, 13
targets for, 149–150

IP (intellectual property), protecting,
296–297

IRR (internal rate of return), 149–150, 249
IT (information technology)

digital technology implemented by,
283–286

role of, 18

• J •
“Japanese Miracle”, 230
joint venture (JV), 308

• K •
Kano questionnaires, 279
kick-off meeting, 200–201
Kleinschmidt, Elko (Portfolio Management

for New Products), 150, 218
knowledge, products including, 35
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• L •
languages, multiple, with GDPD, 299–300
launching products

canceling projects at, 243
channel partners for, 260–261
checklist for, 268–269
definition of, 15, 179, 253
goals for, 256–257
launch leader for, 254–255
market for product, revalidating, 268
marketing materials for, 268
marketing’s role in, 255–256
planning for, when to start, 254
post-launch evaluations, 270
pricing strategy, 263–265
product announcements for, 267–268, 269
public relations, 267–268
regulatory approvals for, 259
relating new product to existing products,

259–260
rollout strategy for, 257–259
sales materials for, 268
supply chain, managing, 266–267
team for, 255
test marketing for, 262–263
testing internal systems for, 269
training sales and service for product

support, 262, 268
leaders

for internal communication plan, 162–163
for product launch, 254–255
role of, 192, 194–195
successful, characteristics of, 195–196

Lean For Dummies (Williams and Sayer),
229

Lean product development
cycle time of, 29
definition of, 229–230

leasing products, 55
legal function, role of, 19
legal issues

regulation change opportunity, 63–64
regulatory approvals required for launch,

259

library software, 285
lifecycles of products

definition of, 47
phases of, 48–51
of platform products, 52–53
window of opportunity affected by, 225

Lilly, Eli (OAM created by), 316
listening skills, of team members, 197
Little + Little alliances, 311

• M •
M&A (mergers and acquisitions), 25, 306,

308
management or process level metrics, 

329, 332–334
management/executives

commitment of, to project, 162, 193, 201,
335–336

role of, 20, 186–188
manufacturing

in extended team, 207
role of, 12, 16–17

margins
in business case, 248
canceling projects based on, 242
financial targets considering, 151
market share targets considering, 152
metrics based on, 334, 335, 336
plus-plus pricing affecting, 55
product maturity affecting, 50, 51

market opportunity, 63
market portfolio, 40–41
market research, 320, 321
market share, targets for, 151–152
Market Tests, 327
marketing

in extended team, 207
launch materials for, 268
risks in, for breakthrough products, 31
role of, 16, 255–256
test marketing for new products, 262–263

Marketing For Dummies (Hiam), 12
markets. See also customers

assessing, 38–39
comparing, 40–41
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cross-functional teams for, 199
growth of, basing financial targets on, 151
new markets for existing products, 24
pricing differently in different markets, 265
strategic geography for, 139–140
technology requirements for, 138–142

Markham, Stephen (North Carolina State
University), 187

matrix team, 208
maturity of company, 29
maturity phase of product lifecycle, 50
meetings of product development team,

203–204
mergers and acquisitions (M&A), 25, 306,

308
metrics

corporate level metrics, 329, 335–337
dashboard metrics, 337–338
management or process level metrics,

329, 332–334
team or project level metrics, 329,

330–332
Miller, Chris (founder of Innovation Focus),

113
mindmapping, 102–103
mission of project, 202
mission statement for product

development team, 202

• N •
negotiation skills, of team members, 197
Nelson, Beebe (Chapter 15 of The PDMA

ToolBook 2), 127, 136
net present value (NPV)

evaluating project based on, 249, 336–337
targets for, 149–150, 216

NetMeeting, 280–281
new products. See products
not invented here (NIH), 304
NPD (new product development). See also

product development process
approaches for, based on type of

company, 26–29
growing a business using, 25–26

in-house, 153–154
partners included in, 153–155
steps in, 13–15
success of, requirements for, 12–13, 26
targets for, financial, 148–151
targets for, market share, 151–152
targets for, percent-of-sales, 152

NPV (net present value)
evaluating project based on, 249, 336–337
targets for, 149–150, 216

nurturing leadership, 195–196

• O •
ocean of opportunity, 14. See also

opportunities
Office of Alliance Management (OAM), 316
offshore insourcing, 291
offshoring. See GDPD (globally distributed

product development)
open innovation, 304–305
Open Innovation (Chesbrough), 55, 304
opportunities. See also ideas

for customer visit process, identifying,
63–64

discovering, 14, 198
in existing product lines, 41–42
number of, in pipeline, 115–116, 125, 242,

243
options pricing theory (OPT), 150
out-of-bounds criteria, 178, 251–252
outsource partner, 308
outsourcing, 290. See also GDPD (globally

distributed product development)

• P •
PAC (Project Approval Committee), 

241, 245
packaging, 12, 17–18
partners

assets, keeping or sharing, 312–313
benefits of, 305
channel partners, 38–39, 260–261, 264
choosing, 305–307
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partners (continued)
collaboration with, 313–316
communicating with, 314–315
contract for, 314
definition of, 303–304
developing technology with, 145–146
finding potential partners, 311–312
included in supply chain, 266–267
including in NPD, 153–155
management of, 316
open innovation with, 304–305
relationship with, levels of, 308–309
relationship with, structuring, 307–312
relationship with, types of, 309–311

PDMA (Product Development and
Management Association)

benchmarking services by, 334
networking and resources through, 

168, 319
study by, 333

The PDMA ToolBook 2 (Belliveau, Griffin
and Somermeyer), 127, 136, 187

percent pricing, 55
percent-of-sales targets, 152
phase review process

canceling projects based on, 178, 243
definition of, 234–235
like technical reviews, avoiding, 179
metrics for, 330–332
number and frequency of, 182–183
outcome of, 178, 235

phases of product development
business case, creating, 170–172
customizing for your company, 181–183
definition of, 168
development, 176–177
ideas, creating concepts from, 168–170
launch and commercialization, 179
product definition, 172–174
product design, 175
product testing, 177–178

phases of product lifecycle, 48–51
physical prototype, 323
PICs (product innovation charters), 43
PIDs (products in development), 43
PIMs (products in the market), 43

pipeline for product development
allocating resources for, 215, 219–225
indicating health of company, 148, 157
number of opportunities in, 115–116, 125,

242, 243
tracking, with portfolio management

software, 284
platform products

definition of, 29, 41, 51
developing, 32–33
example of, 52
lifecycles of, 52–53

platformization, 332
politics

with GDPD, 298
in product development, 186–188, 195
in product portfolio decisions, 215

Portfolio Management for New Products
(Cooper, Edgett and Kleinschmidt),
150, 218

portfolio management software, 284
portfolios. See also product portfolio

idea portfolio, 119–121
market portfolio, 40–41

Portny, Stanley E. (Project Management For
Dummies), 158, 203

preferred supplier relationship with
partners, 308

preferred vendor, relationship with, 291
preliminary business case, 247–248
prices, basing financial targets on, 151
pricing strategy, 54–55, 263–265
process for NPD. See product development

process
process level metrics, 329, 332–334
process owner

example of, 163
role of, in product development, 180
role of, in reviews, 237

product champions, 21, 201
Product Development and Management

Association (PDMA)
benchmarking services by, 334
networking and resources through, 

168, 319
study by, 333
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product development pipeline
allocating resources for, 215, 219–225
indicating health of company, 148, 157
number of opportunities in, 115–116, 125,

242, 243
tracking, with portfolio management

software, 284
product development process. See also

GDPD (globally distributed product
development); NPD (new product
development); projects

around the clock development, 282–283
business function involvement in,

183–186
customizing for your company, 180–183
cutting waste out of, 229–231
cycle time of, 29, 225–229
definition of, 2, 14–15, 167–168
information about, managing with digital

technology, 279–280
kick-off meeting for, 200–201
Lean product development, 229–230
managing, 186–188
phase reviews, canceling projects based

on, 178, 243
phase reviews, definition of, 234–235
phase reviews, like technical reviews,

avoiding, 179
phase reviews, metrics for, 330–332
phase reviews, number and frequency of,

182–183
phase reviews, outcome of, 178, 235
phases of, business case, creating,

170–172
phases of, customizing for your company,

181–183
phases of, definition of, 168
phases of, development, 176–177
phases of, ideas, creating concepts from,

168–170
phases of, launch and commercialization,

179
phases of, product definition, 172–174
phases of, product design, 175
phases of, product testing, 177–178
planning for, importance of, 226–228

process owner for, 180
project plan for, 201–203
risks in, managing, 188–190
Six Sigma product development, 230–231
successful, characteristics of, 212–213

product development team
assembling, 198–200
for breakthrough products, 30
collaboration using digital technology,

280–283
communication between, 204
core team of, 206, 255, 331
cross-functional teams included in, 

191, 193–197
distribution, 18
diversity in, 194
executives/management, 20, 186–188
extended team for, 207
finance department, 19
functional heads, 20–21
functional support people, 22, 205
getting members acquainted, 200–201
HR (human resources), 19
introducing to customers, 201
IT (information technology), 18, 283–286
leadership of, 192, 194–196
legal function, 19
manufacturing, 12, 16–17, 207
marketing, 16, 207, 255–256
meetings with, 203–204
members in, list of, 15–22
mission statement for, 202
motivations of, 1
organizational approaches for, 207–209
packaging, 17–18
product champions, 21, 201
project plan, creating, 201–203
R&D (research and development), 16, 207
regulatory function, 19
resources required by, obtaining, 205
review committee members, 22
roles of, communicating, 164
roles of, defining, 205–207
SBUs (strategic business units), 21
service, 17
standards function, 19
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product development team (continued)
successful, characteristics of, 191–192,

196–197
training members of, 201

product innovation charters (PICs), 43
product lifecycles

definition of, 47
phases of, 48–51
of platform products, 52–53
window of opportunity affected by, 225

product lines
defining, 46
mapping, 42–45
strategic decisions based on maps, 46–47

product platforms
definition of, 29, 41, 51
developing, 32–33
example of, 52
lifecycles of, 52–53

product plus-plus pricing, 55
product portfolio

balancing, considerations for, 34
balancing product types in, 217–219
balancing risk and reward in, 217–218
balancing, with disciplined portfolio

management process, 214–215
balancing with strategic buckets, 218–219
definition of, 26, 213–214
managing, with financial targets, 216–217

product requirement matrix, 173–174
product requirements obtained from

customer visits, 85–87
product strategy. See also marketing

brand, products consistent with, 56–58
definition of, 37
existing product lines, opportunities in,

41–42
lifecycles of products, 47–53
mapping product lines, 42–45
profit model, constructing, 53–56
strategic decisions based on maps, 46–47
value chain, locating company on, 55–56

product testing
Alpha Tests, 279, 325
Beta Tests, 262, 279, 326
concept testing, 320–321

with customers, 324–327
definition of, 177–178
with digital technology, 274–277
Gamma Tests, 326–327
Market Tests, 327
prototyping, 321–324
qualitative market research, 320
quantitative market research, 321

product-plus pricing, 54–55
products. See also launching products

breakthrough products, 23, 30–32, 41
buying from supplier, 155–156
commercialization of, 179
consistent with brand, 12, 56–58
defining, 172–174
definition of, 2
derivative products, 33–34
design changes to, 331
designing, 12, 175
differentiating from competitors’

products, 12
information about, managing with digital

technology, 278
platform products, definition of, 29, 41, 51
platform products, developing, 32–33
platform products, example of, 52
platform products, lifecycles of, 52–53
relating new product to existing products,

259–260
resources for, estimating, 220, 221
retirement of, planning, 260
revenue lifetime of, 149
as “services with extras”, 34–36
servicing, 12, 17
shipping, 12
as solutions, 23
support products, 33–34
technology requirements for, 138–142
types of, development team members

based on, 199–200
types of, list of, 29–34
window of opportunity for revenues from,

225–226
products in development (PIDs), 43
products in the market (PIMs), 43
product/technology map, 140–142
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profit margins
in business case, 248
canceling projects based on, 242
financial targets considering, 151
market share targets considering, 152
metrics based on, 334, 335, 336
plus-plus pricing affecting, 55
product maturity affecting, 50, 51

profit model, 53–56, 265
profits/revenues

from multiple sources, 27
profit model, constructing, 53–56
profit model, pricing affected by, 265
source of, 28

Project Approval Committee (PAC), 241, 245
project level metrics, 329, 330–332
Project Management For Dummies (Portny),

158, 203
Project Management Institute, 203
project management software, 284
project measures, 160–161
project overview, of business case, 339
project plan, 201–203
project resources. See resources (for NPD)
project team, 208–209
projects. See also product development

process; products
canceled, criteria for, 242–243
canceled, extracting value from, 159, 236,

243–244
management commitment to, 201
managing information for, 279–280, 284
metrics for, 329, 330–332
mission of, 202

prototyping
definition of, 321–322
rapid prototyping, 275–276, 324
types of, 322–324

public relations, 267–268
publications

Branding For Dummies (Chiaravalle and
Findlay Schenck), 58

“Connect and Develop: Inside Proctor &
Gamble’s New Model for Innovation”
(Harvard Business Review), 310

Experimentation Matters (Thomke), 
274, 277

Getting to Yes (Fisher and Ury), 187
How Customers Think (Zaltman), 58
Lean For Dummies (Williams and Sayer),

229
Marketing For Dummies (Hiam), 12
Open Innovation (Chesbrough), 55, 304
The PDMA ToolBook 2 (Belliveau, Griffin

and Somermeyer), 127, 136, 187
Portfolio Management for New Products

(Cooper, Edgett and Kleinschmidt),
150, 218

Project Management For Dummies
(Portny), 158, 203

Quality Control For Dummies (Webber and
Wallace), 229

Serious Play (Schrage), 274
Six Sigma For Dummies (Gygi, DeCarlo,

Williams and Covey), 229
The World is Flat (Friedman), 277, 288

Pugh Concept Selection, 106–107
Pugh, Stuart (QFD), 123

• Q •
QFD (Quality Function Deployment),

123–125
qualitative market research, 320
quality, compromising, 228–229
Quality Control For Dummies (Webber and

Wallace), 229
Quality Function Deployment (QFD),

123–125
quantitative market research, 321

• R •
radar charts (spider charts), 130–132
radical innovation

industries tending toward, 27
introducing, 257
technology inventory allowing, 129

rapid prototyping, 275–276, 324
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R&D (research and development)
in extended team, 207
role of, 16

realist, team leader as, 196
regulation change opportunity, 63–64
regulatory approvals required for launch,

259
regulatory function, role of, 19
renting products, 55
repository software, 285
research and development (R&D)

in extended team, 207
role of, 16

resource chunks, 222
resource management software, 284–285
resources (for NPD)

acquiring, 205
allocating for product development

pipeline, 219–225
allocating with strategic buckets, 218–219
determining need for, 158–160
efficient use of, characteristics for,

212–213
estimating for new projects, 220, 221
external, 223
functional, obtaining, 222–223
reviewing allocation of, 220

resources (information). See publications;
Web site resources

retailers. See channel partners
retirement phase of product lifecycle,

50–51
return on investment (ROI)

evaluating project based on, 235–236
planning for, 13
targets for, 149–150

revenues/profits
from multiple sources, 27
profit model, constructing, 53–56
profit model, pricing affected by, 265
source of, 28

review committee members, role of, 22
reviews. See also phase review process

attendance at, appropriate people for,
244–245

attendance at, ensuring, 240–241

attendance at, number of people, 245
based on financial objectives, 235–236
based on strategic objectives, 234–235
business case, updating for, 239, 251
decisions made from, canceling project,

242–244
decisions made from, communicating,

241, 246
decisions made from, possible, 236, 246
definition of, 14, 168, 233
deliverables checklist for, 237–238
discussion agenda for, 239–240, 245–246
executive summary for, 239
gate, 168
before launch, 235
preparation for, 239–240
process owner for, 237
purpose of, 234–236
records of, 247
reviewers for, role of, 238–239
stage, 168

reward, balancing with risks in product
portfolio, 217–218

right brain activities in creative sessions,
110–114

risks
balancing with reward, in product

portfolio, 217–218
for breakthrough products, 31
in NPD, managing, 188–190

river of development, 14. See also product
development process

roadmaps, technology
creating, 133–134, 136–137
definition of, 132
technology building blocks in, 134–136
using results of, 137–138

ROI (return on investment)
evaluating project based on, 235–236
planning for, 13
targets for, 149–150

rolling launch, 258
rollout strategy of launch plan, 257–259
rough concept models used in creative

sessions, 113–114
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• S •
sales

forecasting, 279
percent-of-sales targets, 152

sales department, training to support new
product, 262, 268

Sayer, Natalie (Lean For Dummies), 229
SBUs (strategic business units), 21
schedule targets, 331
Schrage, Michael

observation on design phase, 175
Serious Play, 274

screen for ideas. See Idea/Concept Screen
screwdriver example, 85
Sequent Learning Networks, 340
Serious Play (Schrage), 274
service department

role of, 12, 17
training to support new product, 262, 268

service prototype, 323
“services with extras”, products as, 34–36
shareholder value added (SVA), 249, 336
Shaw, George Bernard (quote about

communication), 194
shipping products, 12
simulation, 275
single-product pricing, 54
Six Sigma For Dummies (Gygi, DeCarlo,

Williams and Covey), 229
Six Sigma product development

cycle time of, 29
definition of, 230–231

skits in creative sessions, 112–113
software, implementing in your company,

283–286
software prototype, 323
solutions, products as, 23
Somermeyer, Stephen (The PDMA

ToolBook 2), 127, 136, 187
spider charts, 130–132
sponsor for customer visit, 64
sponsors of product (product champions),

21, 201
stage/gate, 168

stages of product development
business case, creating, 170–172
customizing for your company, 181–183
definition of, 168
development, 176–177
ideas, creating concepts from, 168–170
launch and commercialization, 179
product definition, 172–174
product design, 175
product testing, 177–178

standards function, role of, 19
Stevens Institute of Technology, 187
storyboards in creative sessions, 110–112
strategic buckets, 218–219
strategic business units (SBUs), 21
Strategic Gap Analysis (used by DuPont),

305–307
strategic geography, 139–140
strategy for product. See also marketing

brand, products consistent with, 56–58
definition of, 37
existing product lines, opportunities in,

41–42
lifecycles of products, 47–53
mapping product lines, 42–45
profit model, constructing, 53–56
strategic decisions based on maps, 46–47
value chain, locating company on, 55–56

supplier relationship with partners, 308
suppliers, what to buy from, 155–156
supply chain, managing, 266–267
support of products, training sales and

service for, 262, 268
support products, 33–34
SVA (shareholder value added), 249, 336

• T •
targets for NPD

financial targets, 148–151
market share targets, 151–152
percent-of-sales targets, 152

team collaboration using digital
technology, 277–283

team for customer visit process, 64–65
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