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1 Winning Is Everything
New Products Warfare
New Products: The Key to Corporate Prosperity
Beating the Odds
What’s New About a New Product?
Performance and innovativeness
An Introduction to the Game

2 New Products: Problems and Pitfalls
Skeletons in Our Closets
Analyzing Failure
Our Projects Studies: Why New Products Fail
What Really happens in Typical New Product Projects?
A Step-by-Step Description
Quality Is Missing
Where the Resources Are Spent
Problems and Pitfalls
From Losers to Winners

3 What Separates the Winners from the Losers?
The Right Products Right
The Keys to New Product Success
Success Versus Failure
Winners Versus Losers: Mores Recent NewProd Studies
Benchmarking Studies of Best Practices
What Makes A Winner?

4 Lessons for Success: The Critical Success Factors
Fifteen Critical Success Factors
Toward a Stage-Gate® New Product Process

5 The New Product Process: The Stage-Gate
Game Plan
Stage-Gate Systems
Seven Goals of a New Product Process
Managing Risk
The Stage-Gate Process
An Overview of the Stage-Gate Process
What the Stage-Gate Process is Not!
Built-in Success Factors
Speeding Up the Process: The Third-Generation Process
What About Fundamental Research Projects or Platform
Developments?
Toward a Winning New Product Process

6 Discovery: The Quest for Breakthrough Ideas

The Discovery Stage: Ideation

A Strategic Outlook-Look for Disruptions in Your
Customer’s Industry

Use Voice of Customer Research to Uncover New
Opportunities

Work with Lead or Innovative Customers

Fundamental Research Breakthroughs — Changing the
Basis of Competition

Harness the Creative Ability of Your Entire Organization

7 The Early Game: From Discovery to Development
On to Stage 1: Scoping
On to Stage 2: Building the Case
On to Development

8 Picking the Winners: Effective Gates and Portfolio
Management
The Right Projects Right
Three Approaches to Project Selection: A Quick Look
Popularity, Strengths and Weaknesses of Project
Selection Methods
A Closer Look at Benefits Measurement Approaches
A Closer Look at Economic Models
Designing the Go/Kill Decision Points
The Gatekeepers
But It’s More Than Just Project Selection
Different Goals, Different Portfolio Tools
Putting the Portfolio Tools to Work
Just Do It!

9 Development, Testing and Validation
On to Stage 3: Development
Seek Customer Input Throughout the Development Stage
Shortening Development Times
Parallel Actions During Stage
On to Stage 4: Testing and Validation
Go for Launch

10 The Final Play — Into the Market
The Marketing Plan
Setting marketing Objectives
The Situation Size-Up
Defining the Target Market
Product Strategy
The Supporting Elements of the Market Launch Plan
Advertising and Marketing Communications:
Getting the Message Across

Order online at www.stage-gate.com or www.prod-dev.com

11

Sales Force Decisions

Other Supporting Strategies

Marketing Planning and the Stage-Gate New Product Process
The Final Step: The “Financials”

Implementing the Stage-Gate New Product Process
in Your Company

Let’s Implement Stage-Gate 310

The Nature and Use of the New Product Process
Designing and Implementing a Stage-Gate Process

Stage 1: The Foundation; Defining the Process Requirements
Stage 2: Detailed Design of Your Stage-Gate Process
Stage 3: Implementation

Ten Ways to Fail!

A Final Thought on Implementation

12 A Product Innovation and Technology Strategy for

Your Business

Win the Battle, Lose the War?

The Importance of a Product Innovation Strategy for
Your Business

What Is a Product Innovation Strategy?

Why Have a Product Innovation Strategy at All?

The Evidence in Support of a Strategy

The #2 Cornerstone of Performance: A Clear and Well-
Communicated New Product Strategy for the Business

Strategy Types: Prospectors, Analyzers, Defenders, Reactors

Winning Product Innovation Strategies and Their
Performance Impacts

Developing a Product Innovation Strategy for Your
Business: Setting Goals

Defining Target Arenas for Your Business

Prioritizing: Defining the Spending Splits

Developing Key Attacks

Key Points for Management

Putting Your Product innovation Strategy to Work

Some Final Thoughts on New Product Strategy
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