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Phat trién san pham mai

VVa quan tri chu ky sdng cla san pham
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NOi dung tom tat

* Chién lugc phat trién sdn phAm moi

* Qua trinh phat trién san pham m&i

 Quan tri phat trién sdn pham maoi

* Chién lwgc chu ky sdng clia sdn pham

 Nhi¥ng quyét dinh vé san pham va trach
nhi€ém xa hOi

e San pham quoc té va Marketing dich vu
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Chién Iwoc phat trién san pham méi
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Phat trién san pham m&i |3
sw phat trién cac sdn pham
ban dau, cai thién san
pham, cai tién sdn pham va
nhan hleu mOi thong qua
nhwng n® lwc phat trién san
pham cla chinh cong ty.
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Quy trinh phat tri ién san phém MmO’
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Product
development
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Test
marketing

Commercialization
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Hinh thanh y twong
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Sang locy twong

Sang loc y twong
vé san pham
m&i dé chon
nhiPng y tro'ng
hay, tét, phu
ho'p va loai bd
nhiPng y tro'ng
ngheo nan cang
s&m cang tot.
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Cau hoi thao luan

Cong ty Proctor and
Gamble (P&G) dwa ra
thi trrdng rat nhiéu
sadn phAm dau gdi dau
bao gdm Head and
Shoulders, Pantene, va

Wella. P&G c6 thé dung ‘
tiéu chi nao dé sang loc

y twdng?
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Phat trién khai ni€m san pham va
thtr nghiém
Khai niém san pham |3 mot phién ban chi

tiét cla y twdng sdn pham madi dwoc néu
trong diéu ki€n tiéu dung cé y nghia.
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Phat trién khai ni€m san pham va
thtr nghiém

Thir nghiém san pham la th(r nghiém khai
ni€m san pham ma&i voi mot —
nhém khéch hang muc tiéu Nkl
dé xac dinh dworc khai niém
san phAm cé strc hap dan u'
manh mé vOi khach hang g

hay khong. ‘)D/‘éw
|
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Cac cau hoi thir nghiém
Xe dién Battery-Powered

H Table 8.1 AQuestions for Battery-Powered Electric Car Concept Test

1. Do you understand the concept of a battery-powered electric car?

Do you believe the claims about the car’s performance?

What are the major benefits of the battery-powered electric car compared with a
conventional car?

What are its advantages compared with a gas-electric hybrid car?

What improvements in the car’s features would you suggest?

For what uses would you prefer a battery-powered electric car to a conventional car?
What would be a reasonable price to charge for the car?

Who would be involved in your decision to buy such a car? Who would drive it?
Would you buy such a car (definitely, probably, probably not, definitely not)?
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Phat trién chién lwoc Marketing

Marketing Strategy Statement
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Phan tich kinh doanh

V4

Phan tich kinh doanh 13 sy danh gia vé
ban hang, chi phi, dw bao lo’i nhuan cUa
mOt san pham _ & £ G
dé tim ra |
nhirng yéu t
nay co thoa
man cac muc =
tiéu clia doanh _
nghi€p hay
...khONg,
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Phat trién san pham

Phat trién san pham |3
phat trién khai ni€ém san
pham thanh san pham
vat ly dé dam bao cécy
twdng san pham cé thé
@@ trd thanh san pham kha
g thi cung rng cho thi
trirong

Copyright © 2011 Pearson Education


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

Marketing thwc nghiém

Marketing thurc nghlem la mOt giai doan
phat trién san pha

pham va céc
chwong trinh
Marketing sé
dwoc thwwe nghiém
trong thi trrong
thujc té d3 duoc
.thiétlap .
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Cau hoi thao luan

Tai sao MOt vai
cdng ty quyét
dinh khong th
nghiém san
oham cla ho?
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Thwong mai hoa

Thwong mai héa |3 gi¢i thiu sdn pham moi
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Phat trién san pham m&i lay khach hang lam
trung tam

& _ Phat trién sdn pham moi

@5 tap trung vao tim ki€m céc

\. phuong phap dé giai

O quyét van dé cla khach

' hang va tao ra s trai
nghi€m lam hai long khach

Z ,
s ﬁ@ hang.
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Phat trién sdn phdm m&i theo nhom

MOt céch tiép can dé phét trién san pham mo
trong doé cac bd phan cua doanh nghlep lam
viéc chat ché voi |\

nhau,g0|chong ? s f?ﬂ:-
cac budc trong KIS I GIFN G,

qua trinh phat
trién san pham
dé tiét kiém tho iy -
gian va tang R
hiéu qua cong viéc

t
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Phat trién sdn pham md&i mang tinh
he thong

Quy trinh phat
trién san pham
mOi nén la toan
di€én va co hé
thdng hon 13 16n
xOn la phan chia
hoa.



http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

Chién lworc chu ky song clia san
pham

Sales and
profits ($)

Profits

Time

Product
development| Introduction Growth Maturity  Decline

Losses/
investment ($)
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Phong cach, Thoi trang, va Trao
lLru

Style Fashion Fad
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Tom lwgc chu ky sdng clia sdn pham
bac diém, muc tiéu, va chién lvoc

Characteristics Introduction Growth Maturity Decline
Sales Low sales Rapidly rising sales Peak sales Declining sales
Costs High cost per customer Average cost per Low cost per customer Low cost per customer
customer
Profits Megative Rising profits High profits Declining profits
Customers Innovators Early adopters Middle majority Laggards
Competitors Few Growing number Stable number beginning : Declining number
to decline
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Tom lwgc chu ky sdng clia sdn pham
bac diém, muc tiéu, va chién lvoc

Characteristics

Introduction

Marketing Objectives

Strategies
Product

Price

Distribution

Advertising

Sales Promotion
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Create product
awareness and trial

Offer a basic product

Use cost-plus

Build selective
distribution

Build product awareness
among early adopters
and dealers

Use heavy sales
promotion to entice trial

CuuDuongThanCong.com

Growth

Maximize market share

Offer product extensions,
service, warranty

Price to penetrate market

Build intensive
distribution

Build awareness and
interest in the mass
market

Reduce to take
advantage of heavy
consumer demand

Maturity

Maximize profit while
defending market share

Diversify brand and
maodels

Price to match or beat
competitors

Build more intensive
distribution

Stress brand differences
and benefits

Increase to encourage
brand switching
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Decline

Reduce expenditure and
milk the brand

Phase out weak items
Cut price

Go selective: phase out
unprofitable outlets
Reduce to level needed

to retain hard-core loyals

Reduce to minimal level
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Can nhac vé san pham va dich vu bd sung
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Cau hoi thao luan

MOt cong ty dwo'c vira
ni Cuc quan ly thuc
oham va dwoc pham
Hoa Ky (FDA) thu hoi
mot loai thudc; cong ty
ohdi 1am thé nao dé
ohén (rng tOt nhat v .
ninh anh khong cé

trach nhiém x3 hdi cla

} h?
Copyrightmrle[slnE c&ion


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

