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LSM525: Introducing New Products: Successes and Failures

LSM525 Project Worksheet
Instructions:
At the end of this course, you will submit this worksheet for grading. You must achieve a score of 70% on this assignment to complete the course.
Part One – When Good Products Don’t Sell
Think of a product in your own experience, either a product from your own firm or some other product with which you're familiar, that failed to sell to its potential. Why, in your opinion, did it fail? Consider price, timing of launch, targeted segment, and other factors. Remember that more than one factor could have been to blame.
The product failure that really sticks with me is the replacement of Coke with New Coke in the 1980s.  This decision was made in reaction to the Pepsi challenge campaign where blind folded consumers were choosing Pepsi as “the real thing” against Coke (Kennedy, 2011).  Coke was losing market share to Pepsi and to some of its own product offerings (Kennedy, 2011).  New Coke was seen as the way to return Coke to its place as the market leader (Kennedy, 2011).
In my opinion, there were two reasons for the failure of New Coke.  First, they did not understand their market.  Secondly, insufficient market research was conducted.  Coke had run 200,000 taste tests for New Coke which had a better taste than the original and also was preferred over Pepsi (Kennedy, 2011).  It would have made more sense to produce and market both the old and new versions of Coke to see how the new offering was received by consumers.  Instead, they discontinued the old formulation in favor of New Coke; a decision they would reverse in only a few short months (Kennedy, 2011).  
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Part Two – Applying the Innovation Continuum
Part One: Is the Innovation Continuum Applicable?

Think about the product you wrote about in the first journal entry. Where did it fall on the Innovation Continuum? Write briefly about how knowledge of the Innovation Continuum could or could not enable the firm to develop a more effective marketing strategy—and why.
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In my opinion, New Coke fell into the Discontinuous Innovation part of the spectrum.  It could appear to be a dynamically continuous innovation.  After all, it could be viewed as just a different formulation of their existing soda.  The reason I feel it is a discontinuous innovation has to do with the fact that New Coke was a product that strongly involves our sense of taste and smell.  Our sense of taste and smell are one of our strongest senses and are linked (http://nihseniorhealth.gov/problemswithtaste/aboutproblemswithtaste/01.html).  People were thinking Coke but New Coke let them down in the areas of taste and smell.

Could marketing overcome this?  I don’t believe so (and time has also shown this to be true).  Think back to a time when you ever bit into a piece of chocolate that you thought was a chocolate covered cherry and was in fact something else such as a chocolate covered coconut.  If you hate coconut, your natural reaction would be to spit it out.  That’s exactly what happened here, consumers rejected New Coke in favor of the original.
Part Two: Revisiting Complexity, Communicability, Trialability, and Others

Consider the failed product you wrote about in Journal Exercise One in light of what you have learned about product characteristics. Have your ideas about what caused the product to fail changed? Explain why or why not.

My ideas about why the product failed as recorded in the first part of this journal still stands.  I would now add a third reason for failure based on the reading in this section.  Risk aversion also played a role in Coke drinkers rejecting New Coke.  The new taste of New Coke represented a risk that consumers did not want to overcome.  It was easier to drink something else rather than “learn” to enjoy the new taste.
Part Three – Which Customers Matter Most?
Consider the following questions:
· Which customer group, in your experience, is most often the target or focus for marketers? Why?

· Think about the product you wrote about earlier. With which customer group did the product fail to succeed? Why?

My experience is that early adopters are the target or focus for marketers.  They realize, for many products, that early adopters will be the influencers of the early majority.
I believe that the role of early adopters were responsible for killing New Coke.  Early adopters drank New Coke with lunch, with dinner and when snacking.  And they shared their message.  However, it was a negative message that ultimately killed New Coke.
Part Four – Thinking about Strategy
Think about the product you chose to write about. Was the failure of that product a failure to “cross the chasm”? Why or why not?

The failure to “cross the chasm” in this course has been defined as a failure of the early adopters to influence the early majority.  With New Coke, I feel that the product did cross the chasm.  Early adopters did influence the early majority.  However, the product failed to quench the thirst of its early adopters who made sure the early majority joined them in rejecting the product.  So New Coke can be said to have crossed the chasm and then fell off the face of the earth.  Not really what marketers are looking for from the early majority.
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