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MR for High-Tech: A Paradox?

= Ignore your customer| (Fortunel

“It iS time to start ignoring the customer. That's the only
way to create the kind of breakthrough products and

services that can catapult you far ahead of the
competition.”

= 2AHIXI ZAlE SR &
- Fax, VCR, Fed Ex, CNN, PDA
- Rather, believe your gut.
- Compaq PC servers



IMANAGING: IDEAS & SOLUTIONS
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MR for High-Tech: A Paradox?

= Don't ask the customers (Akio Morita)

“Instead of doing a lot of market research, we
refine our thinking on a product and its use

and try to create a market for it by educating
and communicating with the public.”

= Doing marketing research slows new product
introduction. (Pearlman at Zenith)

“‘Empirically | have not found marketing research
to be useful for innovative products.”
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Incremental
Innovation

Fine-tuning — ldeation

i Breakthrough

Innovation




What Went Wrong with Iridium?

Irdlm Suie\hte Solutions

ONE SYSTEM, GLOBALLY.

Send a Satellite Message
Change Your MDA



Lessons Learned

= Most entrepreneurial failures are those of marketing.

“Marketing decisions are the most important.”
(Lodish in Entrepreneurial Marketing

= Customer research is critical in developing a really new
product:

“The degree to which a product is innovative and the

effect of discontinuities on customer evaluation should
be examined early in the development process.”

[(Veryzer, JPIM 1998]



MR for High-Tech Products

= OIOIHI3 A AMA] OHAHIE AL 259 o
“Discovering” market opportunities
- EXHO! L=9| m}pet
- “Sizing” market opportunities
2 P88 BEL =20 =E —->
A=A 22
- “Fine-tuning” product/market strategies
- NE AMY H EA MEQ| Hul® -
AT 2UH| HS 2| &AH




“Discovering” Opportunities

= S2(luck)o] &

" HIHI"WI A2 §A 83d
Market-driving (or Intuition—-based)

- Finding new markets for new (esp. disruptive]
technologies: shifting basis of competition

- Market-driven (or Research-based)
- Observational research . | 3] tln
- Empathic design ' =
- Lead user process
- In—-depth interview (e.g. Zmet]



http://www.aladdin.co.kr/shop/book/wbook.aspx?ISBN=8919012148�

Observation Tells What Customers

» Can’t Tell You
o

= (Observing (what they do) is often more
useful than Is asking (what they say).

- Anthropological approach: Intel
. Ethnography (e.g. Applied Exploration)

- Discovering what the customer has
already discovered




Ethnography: Do It Right...

Anthropological research can be a potent tool—or a waste of time and money.
Here's how to get the most bang for your buck:

Think Big
Thoughts

Ethnography is most
effective when it's used
to spot breakthrough
innovations. Don't use it
forincremental
improvements or to solve
small problems.
Ethnography works best
when the questions are
big and broad. “The good
time to use itis with
futuristic research,” says
Natalie Hanson, SAP's
director for business
operations.

Due

Diligence

Many companies do not
have the resources to hire
their own anthropologists
or social scientists. So
picking the right
consultants can make or
break a project. With
many poseurs jumping on
the bandwagon, it's
important to hire a firm
with a track record, client
references, and a staff
with a mix of skills in
social science, design,
and business.

Start
Early

Using ethnography at the
beginning of the product
development process is
key because it helps
identify consumers’
unmet needs. It's those
findings that caninspire a
hit product or service. One
danger of waiting too long
to bring in social scientists
is that you might end up
with “feature creep,”
simply adding
unnecessary bells and
whistles.

Sell,
Sell, Sell

Let's face it: Many
executives think
ethnography is bunk. So
managers must
constantly educate
others about its value.
Be clear that ethnography
is not a cure-all but can
spark innovation. “To get
people to think about a
softer approachis a
challenge,” says GE's
marketing operations
manager, Dominic
McMahon.

Build
a Culture

Organizations that have
used ethnography to the
greatest effect have
usually made such
research an integral part
of their culture. “| don't
believe itis one person's
job to figure out user
problems,” says Alex Lee,
president of OXO, a long-
time user of ethnography.
“What's important is the
mindset of the people.
Ideas come from every
which way.”




...and Reap the Rewards

Motorola A732

After observing
how popular Chinese-
character text messaging
was in Shanghai,
Motorola researchers
developed a cell phone
that lets you send
messages by writing
e (irectly
) | onthe
| keypad
using
_your
finger.

TownePlace Suites

A team of ethnographers
and designers from IDEO
found that TownePlace
guests often turn their
bedrooms into work
spaces. So it came up with
a flexible modular wall
unit where there had been
only a dining table. Guests
can use the unit either as
an office or a place to eat.

0X0 Hammer

To develop a line of
professional-grade tools
for consumers, OXO and
Smart Design visited
contractors and home
renovators. pr—
One result:

A hammer

with a fiberglass

core to cut

vibration and

a rubber

bumper on top

to avoid leaving

marks when

removing nails.

Citigroup PayPass
Citigroup teamed up
with Doblin Group to
brainstorm new payment
services for consumers.
This summer, Citi

will launch a pilot

project called PayPass
that lets New York City
subway riders pay

with a special key chain
tag that debits their
checking accounts.

Sirius S50

Sirius and Ziba Design
studied how people listen
to music, read magazines,
and watch TV. That led
them to develop a
portable satellite-radio
player that is

easily loaded /|
withupto
50 hours
of digital
music for
|later
playback.




- Empathic Design

 AF0IY (&%) OXiol

. Watch consumers in their own world

. Customer visit program

- Allows marketers to identify
Trigger of use
Interactions with the user’'s environment
User customization
Importance of intangible attributes
Unarticulated user needs

- Process to conduct Empathic Design



Lead User Process

= Lead user process aims to create
breakthrough products by identifying
lead users and learning from them.

commercial products available o
I

L

lead users

= Who are the lead users? create

solutions
“Lead users have needs that are
well ahead of market trends and
go far beyond those of average
users. Qver time, more and more
people feel the same need.”

— Eric Von Hippel

routine users

early adopters

people who need a new product

'S

time



- Lead User Process

« MEAEX EEMAQ 5HI
- Lay the foundation
Determine important market/technical trends
- |dentify and question lead users
- Develop the breakthroughs (lead user workshop).
Project the lead user data onto the larger market.

= 3M Example:
medical imaging
. surgical drapes



Affinity Diagram

Random Ideas Affinity Diagram
‘ ] | Main Interview Subject

. I Y I I__ I - | .

| Bundle #1 | | Bundle #2 | | Bundle.. | | Bundle N |




In-Depth Interviews

. AZPHEE 59 DAUZO Nje}

- Focus Group Interview
Creative Session
super Groups
Deliberate Group

- In-depth Interview
Laddering
Repertory Grid
Echo Technigue

- ZMET (Zaltman Metaphor Elicitation
Technique)




ZMET [ Zaltman Metaphor Elicitation, Technique ),
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Sizing” Opportunities: Demand Forecast

Cumulative
Adoption

Market Potential

/ Market Penetration

' Time
Launch



Estimating Market Potential

HZH 2EE 0188 GI=SJE
Regression analysis
Econometric model
Input-output analysis
Logistic Model

NEZALE SO NISIIHEA+HD)
Consumer Research
Delphi method
Historical Analogy

Information Acceleration (IA) — enhanced
scenarios



Delphi Method

Stepd: 2lE8=4, d
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Estimating Market Penetration:

_» The Bass Model
-

The Bass model is used to predict first—-purchase growth ( “diffusion” )
of @ new product by incorporating “external (innovator)” and “internal
(imitator)” influences.

o Adoptions due to
= Internal influence
c
R
s
;"f} Adoptions.due to
o © External infltrence
Time




Bass Model

Parameter Estimation: m, p, g

Model refinements and extensions
- Model assumptions and relaxation
- Multi-generation diffusion and the “Law of Capture”
- Individual level diffusion analysis

Analogical diffusion estimation

Other uses of diffusion models
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Kano Graph
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Market Readers: IT industry

Gartner
=1DC

Analyze the Future

===’Jupiter

ISuppli


http://www.isuppli.com/index.asp�
http://www4.gartner.com/RecognizedUser�

	Ch5.�하이테크 상품의 마케팅조사
	MR for High-Tech: A Paradox?
	슬라이드 번호 3
	MR for High-Tech: A Paradox?
	혁신의 유형과 마케팅조사
	What Went Wrong with Iridium?
	Lessons Learned
	MR for High-Tech Products
	“Discovering” Opportunities
	Observation Tells What Customers �Can’t Tell You
	슬라이드 번호 11
	슬라이드 번호 12
	Empathic Design
	Lead User Process
	Lead User Process
	 Affinity Diagram
	In-Depth Interviews
	Z M E T
	“Sizing” Opportunities: Demand Forecast
	Estimating Market Potential
	Delphi Method
	정보가속화 기법
	슬라이드 번호 23
	Bass Model 
	 국가간 모방계수(q)의 비교
	스프레드쉬트 모형: HDTV 수요예측
	Kano Graph
	Market Readers: IT industry

