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Booz.et al (1982)

Lovelock(1984)

[New-to-the-world products.
[New products that not only represent a major new
challenge to the supplier, but which are also seen to

be quite new in the eyes of customers

\Major innovations.
[New products for markets as yet undefined and u

ndimensioned

[New product lines.
[New products which represent major new challeng

es to the supplier

Start-up businesses.
(New products for a market that is already served
by existing products that meet the same generic p

roducts

L Additions to existing product lines.
[New products that supplement a company’s establi
shed product lines, so rounding-out the product mi

X

(New products for the currently served market.
New products that attempt to offer existing custo
mers of the organization a product not previously

available there

Improvements and revisions to existing products.
[New products that provide improved performance

and so replace existing products

|Product line extensions.
Represent an augmentation of the existing produc

t line or different way of service

[Repositionings.

Existing products that are targeted to new markets

Product improvements.

Changes in certain features for existing products ¢

or market segments

urrently on offer to the currently served market

(&*]: Axel and Chris, 1998)
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Newness of the Product Attributes (to supplier):

Low High

Aim: Market Penetration Aim: Product Development

Low Via: Offer Improvement Via: predominantly:
e.g. improved core Product Development
attributes and/or improved e.g. new product variants
Newness of augmentation such as new derivatives
the Product in banking
Augmentation
(to supplier): Aim: Market Development Aim: Diversification
Via: predominantly: Via: New-to-the-World Offers
High Praduct Augmentation e.g. a new business:-
Development — overnight delivery (DHL)
e.g. First Direct, - distance education (O.U.)
Direct Line —temporary managers

(£2]: Axel and Chris, 1998)
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