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Planning for Life Cycle Stages
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New-Product Development Process
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Types of New Product Opportunities

Immediate Satisfaction

High Low
High Desirable Salutary
Products Products
Long-Run
Consumer
Welfare
Low

Exhibit 10-6

1 0-5 For use only with Shapiro, Wong, Perreault, and McCarthy texts.
Copyright © 2002 McGraw-Hill Ryerson Limited.



New-Product Development Management
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