Innovation Article      [image: image1.emf]Product 

Product 

~

~

MASTERS

MASTERS

Product 

Product 

~

~

MASTERS

MASTERS

MASTERS

MASTERS

      
  Innovation Article cont’d

[image: image1.emf]Building Brand/Product Value Consistency

An article in Quirk’s Marketing Research Review, by Margaret Blair of The Quality Measurement Group, discussed the elements of brand building as the key to effective promotion strategies for new products. In particular they focus on the use of advertising to build a brand.

Some conclusions (based on actual data):

· You need clear product differentiation before advertising has a strong beneficial effect. “Differentiation is the one element most strongly associated with superior market results.” 

· Stay true to a consistent differentiation strategy over time. “Seventy-one percent of the ‘superior persuaders’ produced by the long term winners were based upon a (product) differentiation message, while only 25% relied upon ‘new news’. In short we found that brands which that consistently achieved high success over the long haul tended to achieve that success by remaining true to the same persuasive strategy over time.”

What does this mean for the profession of product management and development?

· Repositioning is expensive and very hard to do. Invest the time and effort up-front to understand the market, the competition, and future directions correctly the first time. Chasing the ‘trend du jour’ is costly and ineffective. You probably need to spend less time on detailed feature specification and answering field support questions and more on identifying your competitive value gap.

· Cutting differentiating features is suicide. We’ve all been in the mode where our desired features list is 4X the available resource. All too often the process of pruning the list lops those ‘excitement/delight’ features that can build differentiation from the plan. The ‘Me-too dog’ don’t hunt.

· The foundation for product success is based on a product vision that defines the consistent value proposition we plan to hammer at the market. Remember that your value platform will probably require consistency among the products in your line. You probably don’t have the money to communicate tastes great on product A and less filling on product B.

· Include the marketing communications squad in your upfront planning. Their incessant chant of “How are we going to be different?” can avoid the problem, months later of prospects yawning through the product launch.
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