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ABSTRACT 

New Zealand food companies experienced radical changes in the 
1970's in relation to their traditional markets. Success in meeting 
the challenges and exploiting the opportunities created by these 
changes depends to a large extent on developing new markets and new 
product development skills. 

The purpose of this research into product development in the New 
Zealand food industry was to identify, both overseas and in New Zealand, 
current methods of product development and to examine possible variables 
attributable to success. · The research was designed to make it possible 
to analyse the organisation, structure, role and management of current 
practices in product development in the New Zealand food industry. 
Information was also gathered on the personnel involved in product 
development, including their attitudes toward the relevant variables 
for success of this important business function. By understanding the 
systems that currently exist in New Zea13.nd firms, it was possible to 
identify areas of the company where improvements in product development 
skills might be made. 

The study was conducted through a detailed questionnaire sent to a 
randomly selected sample of twenty four companies in the New Zealand 
food industry. This was folbwed by a personal interview with the 
company executive responsible for the product development function in 
each of the sample companies. The results were subjected to several 
data analysis techniques including the multivariate technique of factor 
analysis. 

The product development process was considered in terms of both 
active and passive skills. Active skills (implementation) included 
the steps of planning, exploration, screening, analysis, development, 
testing, and commercialization. The passive skills (understanding) 
were seen as essential knowledge of design creativity, technology, 
and marketing. Companies of the sample indicated strength in the skills 
of technology but there was considerably less emphasis placed on design 
creativity. Products for export were generally the same as those 
produced for the domestic market and these were often copies of overseas 
products. There was evidence of some marketing strengths in the 
companies studied but marketing practices were weak in relation to 
knowledge of the consumer and in determining the market potential for 
new products. 

The development process, in the sense of an orderly arrangement 
and management of activity, was shown to hardly exist in these companies 
generally. Management of the product development function in the 
companies was shown to be the responsibility of one person whose major 
role in the firm in many cases was in some other area. There was no 
evidence of product development departments or teams for the manage­
ment of new product development. 

A study of eighteen variables generally attributed to successful 
product development resulted in the identification of the following 
five factors as indications of what New Zealand managers thought to be 



important for product development success in their own companies: an 
innovative and technological company orientation; a supportive 
company structure; consideration for the consumer; security for 
development; a well - rounded company marketing emphasis . 

When these attitudes were measured against actual New Zealand 
practices as shown by this study, several correlations and discrepancies 
were noted . The research indicated that technological skills were 
heavily emphasized in product development but creativity and innovation 
were not . There was not a good supportive company structure and 
generally there was not a particularly well - rounded mar keting emphasis 
for p r oduct development . Study of product failure indicated a lack of 
consideration for consumer needs in development . 

This was the first study of product development and its role in 
the New Zealand food industry . A more comprehensive study will be 
needed to determine whether the conclusions are valid for the industry 
as a whole . In the interim, several recommendations are offered for 
improvement of success in product development in the New Zealand food 
industry . 
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INTRODUCTION 

Since World War II countries in the western world have experienced 

a r apid increase in the number of food products available. Some of 

these food products appeared as a result of new technologies generated 

by the war, notably in hygiene and processing; others were the result 

of manufacturer's research and development for the purpose of securing 

a larger share of expanding consumer markets . New Zealand witnessed 

these trends but a particular momentum for change arrived during the 

1970 's. 

New Zealand had traditionally been a producer and exporter of 

basic food materials - principally sheep meats, beef and dairy 

products . These exports made up 70 per cent of total sales of the 

New Zealand food industry and in 1978 acc ounted for 46 per cent of 
1 the country ' s income from exports. 

New Zealand food companies experienced radical changes in the 

1970's in relation to their traditional markets . These changes 

created serious challenges as well as opportunities in both domestic 

and export markets. Succ ess in meeting the challenges and exploiting 

the opportunities depends to a large extent on developing new markets 

and new product development skills. 

For nearly 100 years New Zealand exported primary food products 

to the Unit ed Kingdom ac cording to the needs of that market . When 

the U. K. j oined the European Economic Community in 1973 the New 

Zealand economy began to feel pressures to set new patterns in trade 

for new export markets . On the other hand, rapidly rising incomes in 

Asia , the Middle East and South America opened up attractive new 

prospects for New Zealand's food exporters. However, many of these 

new export markets wanted different products from the traditional 

meat carcass or dairy products . This required further processing of 

the raw mat erials and presented a marketing challenge to the New 

Zealand food industry . 

Although the domestic market in New Zealand was relatively small, 

many firms were encouraged, during the 1970's, to innovate in order to 

supply New Zealand consumers who had more discretionary income and who 

demanded more choice in their purchases . New products became i mportant 
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to compani es as a form of competition. When product prices rose 

because of uncontrollable factors a competitive edge could be gained 

in the market with the introduction of a new product . Because 

consumer products in the food industry tended to en j oy a shorter 

time period as market leader, innovation became important for 

steady levels of company profit . 

Also during these years, infla tion made costs of production and 

distribution of food rise several times over but the retail price of 

food did not rise in proportion to give the expected investment 

return . It became evident to food manufacturers and processors in 

New Zealand that they could receive a higher price for foods in 

countries other than New Zealand or their traditional overseas markets . 

This combination of external and internal developments , presenting 

both cha llenge and opportunity, meant that companies needed not only to 

develop new markets for their products but a lso to diversify their 

products in order t o grow. The New Zealand business climate had 

become more complex, rapidly developing from a producer-or i ented, 

seller ' s mar ket situation to the adoption of a mar keting for export 

orientation with greater emphasis on product diversification . It had 

become very importa nt for firms in the food indust r y to initiate 

product development and to be successful at it . 

The success of new domestic and export ventures in the food 

industry depends in grea t part on a food company ' s abilit ies and 

skills in product development during a time of r apid change . Although 

some data is available on product development in a few, isolated and 

individual cases in the New Zealand food industry, very little is 

known about the product development function in most New Zealand food 

companies or within the food industry as a whole. 

The purpose of this research into product development in the 

food industry was to identify, both overseas and in New Zealand , 

current methods of product development and to examine possible variables 

attributable to success . Through identifying the planning , management 

and skills that a re needed for product development, and by understanding 

the systems that currently exist in New Zealand firms, it was hoped to 

identify areas where improvements in product development skills could 

be made . 
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An i mportant obj ective of the research was to review the 

current litera ture on various aspects of produ~t development related 

to companies overseas . To gain an overall view, this information was 

supplemented by interviews with individuals and companies engaged in 

product development in the United States , as well as private consult ­

ancy firms and government depart ments in Canada. In England , 

information was gathered through research and interviews with 

specia lized management and business schools, indust r y and pr ivate 

consulta ncy firms . 

Acting on this information base , it was possible to identify the 

variables attribut ed to success in product development . A number of 

these variables were then examined in the New Zealand setting . The 

study of pr actic es in New Zealand was conducted ini tia lly through a 

detailed questionnaire sent to a randomly selected sample of New 

Zealand companies in the food industry . This was followed by a 

personal interview with the company executive responsible for the 

produc t marketing f unction in each of the sample companies . The data 

wtre collated , organised statistically and analysed with the aid of a 

computer . The results were subjected to the multivariat e data 

analysis technique of factor analysis . 

The resea rch was designed to make it possible to analyse the 

present organisa tion, system, role and management of product develop­

ment within the New Zealand food industry . Information was also 

gathered on the personnel involved in food product development in this 

country, . including their attitudes toward this important business 

function . 

The objectives of the research were to identify the variables 

involved in product development and , within the confines of the 

sample size, to evaluat e current practices in the food industry in 

New Zealand . It was intended that the findings of this research would 

serve as a pilot study for further, indepth work into product develop­

ment in New Zealand . 



FOorNorE 

INTRODUCTION 

1. Department of Statistics, Monthly Abstract of Statistics, 
Wellington, (July 1979), p . 33 . 
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PARI' ONE 

THEORY AND PRACTICE OF PRODUCT DEVELOPMENT 



CHAPI'ER ONE 

PLANNING AND PRODUCT DEVELOPMENT 

This part of the thesis , Theory and Practice of Product Development , 

is a review of current literature in the area of product development . 

Most of the advances in this area, and the resulting publications, are 

based on industries in the United States and England . Although the 

principles of product development as presented in this literature a re 

sound and of use in whichever country they a re applied, it is important 

to examine the practical aspects of product development as they apply 

specifically to New Zealand . The food industry was selected for study 

because of its historic role of earnings in both domestic and export 

markets as well as for the variation of manufacturing processes which 

exist within the industry. 

Chapter One (Planning and Product Development) sets out the 

principles of company planning and how this is related to product 

planning . It discusses the controversy in the literature between 

policy and strategy and suggests possible product policies and 

strategies . The section ends with a flow diagram for planning related 

to the product and its development . 

1 . 1 Planning 

The development of new products, whether for business or consumer 

use, is an integral part of the industrial and commercial process . The 

developmental process for new products, from idea generation to test 

marketing, often takes a great deal of company resources, especially 

finance, personnel and time. The most important facet of the process 

is planning . 

Planning in general means an orderly arrangement of events over a 

period of time and although it is a well - known and logical method of 
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making the best use of resources it is often difficult to acc omplish 

in practice . Planning within a company is no exception . The business 

environment is full of pressures, sometimes contradictory, and the 

demands on a manager's time are usually immediate . Planning is a task 

that is often set aside to be done in a ' quiet ' moment and in some 

cases takes place in the pr ivat e thoughts of the chief executive 

without ever being communicated formally to other managers . 

There a re several levels of planning that can occur within a 

company, depending primarily on its size . Examples of complex systems 

can be found in texts on corporate planning but, for present purposes , 

the aspects of importance in company plans a re threefold - objectives, 

policies and strategies . Planning in these areas usually occurs on 

three management levels within the company. These three levels are 

the company level, the departmental level and the product level . 

1 . 1 . 1 Company Planning 

Regardless of the size of a company , growth and/or profit are 

generally the most important reasons for its existence and it is 

standard practice for management to set objectives which reflect these 

priorities . Such a fundamental objective is related to everything the 

firm undertakes and therefore is related to every stage of product 

development and marketing . It is the basis of any plan that a company 

makes . 

Although most businesses carry out some form of short - term planning 

(less than a year), it is generally conceded that many firms do not look 

further ahead than 12- 18 months . Some small fi r ms feel they cannot spare 

any staff time for planning ; others feel they have been successful so 

far and can manage without planning . The fact of the matter is , however, 

as pointed out in the literature on the subject, that planning is a 

continuous proc ess which l eads a co- ordinated effort by management 
1 

toward great er profitability for the company . 

At the company level , this co - ordinated effort by management means 

that company planning endeavours to make the best use of resources to 

reach specified objectives over a period of time . One of the 

important s ourc es f or management to consider in such planning is the 

departmental l evel of the company . 



1 . 1.2 Departmental Planning 

Departments are really the various functional areas within the 

company, examples being finance, production, marketing . Planning for 

each department is guided by the overall objectives that management sets 

but each department must contribute to the company plan as a whole . 

The mar keting study of Boyd and Massy sets out a clear case for the 

marketing plan as an anchor point for the company planning process 

because of its direct link to the external environment (consumers) 

and because the sales and profits for the company are generated through 

this link. 2 Certainly it is important that there must be an interaction 

between all of the functional areas of the business in the planning 

process . 

Departmental planning makes it possible for groups to be autonomous 

but it also allows departments to contribute to setting the company 

objectives as a whole . When considered with other department ' s plans 

senior management can set objectives for the best use of resources 

throughout the company . In a small business these levels may be 

obscured so that one person may need to consider both the specific and 

the general company situation and plan . 

1 . 1 . 3 Product Planning 

At the centre of the growth objective is the existing product 

or product lines of the company . Products are defined most co mpletely 

by Kotler as being : 

anything that can be offered to a mar ket for attent ion , 
acquisition , or consumption; it includes physical 
objects, services, personalities , places, organisations 
and ideas . 3 

A company can have either one product, several products which are 

related in that they serve one need or are sold to the same consumer 

groups, or several unrelated products , each of which requires direction 

to a specific market and serves various needs . 

The decision of how many products a company should manufacture is 

part of the company planning function and the extent of the product 

range offered is known as the product mix and the markets which the 

I d l" 4 products serve determine the company s pro uct po icy . 
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The activity of changing a company ' s product mix is known to 

almost every firm within an industry . Certainly there are regular 

product changes among consumer industries such as the food industry . 

There are basically two kinds of changes that are possible in a product 

mix - either innovations or alterations . 

An innovative change is one involving a product and technology 

completely new to both consumer and the company . An alteration 

involves a change of one or more product characteristics of the exist ­

ing range, thereby making the product new to either the consumer or the 

company . There are variations in each of the change categories, for 

instance freeze - dried coffee was an innovative process involving new 

technology although the product itself was only altered . The recent 

package changes made in many cereal products because of the adoption 

of metric measures in New Zealand gave some companies the opportunity 

to market their product as if it were ' new ' even though the product and 

technology had not changed. Tbi.s serves as an example of a product alter­

ation, whereas the introduction of quick frozen foods was an innovation 

since both the product and the technology were completely ~ new '· 

New products as referred to in this study will mean products 

arrived at through either innovation or through alteration . In 1957 

Johnson and Jones5 provided a standard classification of new product 

possibilities in terms of both technology and/or mar ket . This work is 

referred to in writings as recent as 1978 . 6 
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Figure 1: Classification of New Products 

Increasing Technological Newness 

Product 
objectives 

no market 
change 

strength­
ened market 

new market 

No technological 
change 

Remerchandising 
Increase sales 
to existing 
customers 

New use 
Add new segments 
that can use 
present products 

Improved 
technology 

Refor mulation 
Change in formula 
or physical product 
to optimise costs 
and quality 

Improved product 
Improve product ' s 
utility to 
customers 

Market extension 
Add new segments 
modifying present 
products 

New 
technology 

Replacement 
Replace existing 
product with new 
one based on 
improved 
technology 

Product life 
extension 
Add new similar 
products to line 
to serve more 
customers based 
on new technology 

Diversification 
Add new markets 
with new products 
dev-eloped f rom 
new technology 

Source : Samuel C. Johnson and Conrad Jones, "How to Organise for 
New Products", Harvard Business Review , May- June , 1957. 

Product development then is the process used by a company to bring 

a new product to the marketplace and can involve changes both in 

technology and/or the market. Some authors refer to the process as 

evolution7 or liken it to human development . 8 Certainly there is not 

one set of rules to which a company must conform when setting a policy 

to change their products but there is an established set of procedures 

referred to by the majority of authors as a guideline in the formulation 

of product development policy and strategy. 

1.2 Produc t Policy/Strategy 

There is confusion in the business literature concerning policy and 

strategy in relation to company planning for new products . Some authors 

interchange the use of these words . Fitzroy9 for example,. in a chapter 

entitled ' Product Policy ' discusses product strategy throughout . These 

strategies take the form of where the firm expects to be in any one 

market in relation to its competition . 
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Other authors seem to feel words l ike policy are easily underst ood 

and require no particular explanation . In fact, Hisrich and Peters10 

do not use the term policy but speak of marketing mix st r ategi es which 

include wide ranging act ivities s uch as enlarging the sales fo rce or 

organising a new technology development. 

Desrosier11 s ays that "policy ob j ectives are different for 

different organisations .but they are all common sense when one considers 

that the policies a re used by the same level members of an organisation 

and all deal with making an organisation functional; therefore policy 

objectives are common sense . " 

Kotler12 discusses product policies as factors which de t ermine the 

company 's position in the mar ketplac e and strategies as being ways that 

the company can implement the policies . For example , the decision of 

the number of products in the product mix is a policy decision but 

deciding to be a specialist, with these produc ts offer ed to one mar ket , 

is a strategy decision . 

Baker13 , 14 on the other hand specifies that a firm must first 

identify the nature of its business , set objectives it wishes to 

achieve, formulat e strategy a s to how to reach ob j ec tives and then lay 

down policy to implement the strategy . 

The confusion in the literature on the differences between policy 

and strategy is basically one of definition rather than function . It 

is important for the manager who is creating a plan for his company to 

understand the functional differences . 

Objectives are the reasons for the existence of the firm, usually 

a growth or profit objective achieved through the production of one or 

more products . The way in which this ob j ective is met is guided by 

particular policies laid down by the company . These include such things 

as whether the company will provide quality products, will b e dedicated 

to a resea rch programme, etc . These policies are then implemented by 

strategies s uch a s how to compete in the marketplace with the given 

products and for specified results . In some firms, there will be little 

difference between mar ket and product strategies . 

The following are product policy alternatives for the company: 
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to maintain the product mix without change ; 

to change an existing product or product line slightly, 

for example t o alt er packaging ; 

to change an existing product or product line in a 

major way, such as a new formulation or a new mar ket 

entrance ; 

to extend a product line by adding a complementa r y product ; 

to add a product to the mix that is new to the fi r m but a 

copy of one already on the mar ket ; 

to add a pr oduct to the mix that is a completely new 

innovat ion for the fi r m as well as for the consumer; 

to add a group of products requiring a new t echnology for 

the firm . 

Ideally , the s el ect ion of a uroduct strategy should be based on a 

market opportunity which will ut ilise the resources of the f i rm in the 

most profitable way . There are many product str a tegies available to a 

company involving a number of different para~eters - product mix, market 

position , degree of spec ialisation , level of competition , timing or price, 

to name a few. Some of t he standard strategies are summarized here . 

Product Mix Strategy15 

Options on stra tegy with respect to width , depth and consistency of the 

product mix a re : 

full line , all market strategy - offering a full choice of 

products to all market s egments for the industry 

market specialist - offering a full line of products to 

one particular market segment 

product line specialist - specialising in products of a 

single type sold to all markets 

limited product line specialist - offering a particular 

design of a single type of product usually for one market 

segment , as i n small businesses 

specific product specialist - choosing a par ticuar product 

and marketing it for the opportuni ty available 

special situation specialist - meeting a spec ial situation 

need with the company ' s own capabilities for a mar ket t hat i s 

often protected from major competitors . 



Product Competition Strategy16 

Product strategies relat ed to military strategy are :-

attack head on - meet the competition in a frontal 

assault such as in a price competition 

flank attack - concentrating the mass of one ' s effort 

against a competitor ' s weakness such as promoting 

product differences , strong product development 

13 

a state of coexistence - agreement to compete actively 

so long as the territory or market share is not 

threatened. 

Product Introduction Strategy17 

Three a lternatives for introduction to the market are : -

product breakthrough - product offers some r adical 

advantage over competition 

competitive product - shows no clear advantage but shows 

cost and performance benefits 

impr oved product - lies somewhere between these two ; 

while not radically different, it can be shown to be 

superior . 

Product Innovation Str a tegy18 

Strategies for new product development are: -

first to mar ket - based on strong research and development, 

involves high risk taking 

follow the l eader - based on strong development resources 

and the ability t o act quickly 

applications engineering - change of products to fit needs 

of particular set of customers 

me- t oo - based on strong manufacturing effic i ency and cost 

control . 

Product Pricing Strategy19 

Three main techniques for product pr icing are :-

cost- plus pricing - cost of materials , labour + allocation 

of fixed costs + allocation for profi t= product price , 

r epr esent s the largest , middle s ector of the market 

penetration pricing - moving into markets at very low 

pr ic es in order to buy market share and lar ge volume of 
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turnover 

skimming price - the top price sector of the market is 

' skimmed off ' - requires a distinctive product advantage 

over competition. 

These strategies a re simply ways of competing in the marketplace 

t o secure the desired company obj ectives . The correct strategy in a 

given situation depends on the product mix of the company in relation 

to t hose of the competition . New product development , either as an 

innovation or an alt ernative, can be either a strategy itself or can 

be one a sp ec t of a more complex strategy. Together with produc t 

policy they form the substance of company planning . 

1 . 3 Summary 

Planning i s a management function involving the best use of 

resources to a chieve specific company , department and product object­

ives . It is a fundamental company task and gives direction t o the 

activiti es of the company as a whole . 

For product development , planning must include the major object ­

ives and must be set be f ore any development wor k is done . Planning 

identifies the product mix and the markets that the mix will s erve . 

Planning also provi des guidelines for making changes in the product 

mix and it is in this regard t hat specific polic i es and strategies 

are set to direct the development of new products and the alt erat ion 

of existing products . 

There is a wide range of possibl e planning techniques f or product s . 

It is important that companies in the New Zealand food industry are 

made aware of these, particularly as companies enter new markets and 

increase product development . Some of these mar kets will be overseas 

and it is important to understand the market competition, to develop 

a strategy for the products and a viable product development system. 

Planning as it has been discussed here can be diagramatically 

reproduced as follows ( Fi gure 2) . 



Figure 2 : Company Planning 

(1) represents an example fo r each of the planning titles 
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CHAPI'ER TWO 

SYSTEMS OF PRODUCT DEVELOPMENT 

When the company has worked its way through the planning process -

setting objectives, policies and strategies on company, departmental and 

product levels - it is ready to begin the system of development of the 

new product . It is assumed in what follows that the policies do not 

direct the firm towards a status - quo situation but instead set plans 

for product development . 

2 .1 The Process of Development 

The process of development is well documented in the literature. 

It is generally thought of as occurring in a number of clearly defined 

stages . The stages may alter slightly according to the kind of 

industry or by company preference but basically they are a guide for 

11 d t d P . 1 f . h a pro uc evelopment . ess imer of ers a view of t e development 

process, the terminology of which is particularly useful for the 

development of industrial products . Of better application to the 

food industry, however, is the development system described in 1964 

by Boaz . Allen and Hamilton which consists of six stages as follows: -

Exploration - the search for product ideas to meet 

company objectives. 

Screening - a quick analysis to determine which ideas 

are pertinent and merit more detailed study . 

Business Analysis - the expansion of the idea, through 

creative analysis, into concrete business recommend­

ation including product features and a programme for 

the product . 

Development - turning the idea-on-paper into a product - in­

hand, demonstrable and producible. 
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Testing - the commercial experiments necessary to verify 

ea rlier business judgements . 

Commercialisation - launching the product in full-scale 

production and sale, and committing the company ' s 

reputation and resources . 

There have been many books and j ournal articles 1-1ritten over the 

past fifteen years dealing individually with ea ch of these six stages 

of product development . It is not the purpose of this study to 

explain these steps in more detail but there are relevant a reas that 

should be noted . 

2 . 2 Risk 

The first observa tion stems from the fact that product development 

involves a high degree of risk on the part of the company . The simple 

fact is that most new products fail . The r isk of failure is measured 

not only in terms of dollars spent, or in terms of time spent in the 

development of a product, but also in terms of failure of the product 

to mee t the ob j ec tives of the company and to make a profit in the time 

span a s planned . One report shows that 5 out of 10 new products never 

reach launch stage; 3 another indicates that 92 out of 100 new 

products fail to survive for more than a year on the mar ket .
4

' 5 

The failure rate is especially high in the food industry where 

compa nies compete for the limited shelf spac e of retailers . If a 

product does not give an acceptabl e return per foot of shelf space 

(one measure of sufficient consumer demand) the space is reduced, 

accelerating product failure . 

Risk is a fact-of-life in product development but it should not 

be a deterrent from engaging in the development process . The effects 

of risk can be lessened by careful evaluation techniques at various 

stages of the development process and new techniques such a s Baysian 

analysis are helpful in reducing the risk of failure .
6 

2 . 3 Market Research 

One effect of the high failure rate for new product development, 

and the considerable costs involved, has been to make greater use of 

market research . Knowing and understanding the consumer is the basis 

of all marketing and it is extremely important to collect such 

information in relation to ea ch phase in the development of a new 
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product. Concept testing, market testing, package and product name 

testing are only a few of the areas where market research helps to 

provide information for decisions at analysis stages in the develop­

ment process. 

The major importance of market research in the development 

process is for the company to become aware of the consumer and to 

gather knowledge of his characteristics and needs for use in product 

strategy formulation. 

2 .4 Marketing/rechnology Interface 

Of increasing importance to the successful development process is 

the co-operation of marketing and laboratory or technical personnel . 

This is documented by such authors as Baker, 7 Desrosier 8 and Hisrich. 9 

These writers stress that there should be close and effective 

communication between the market and product research areas and also 

that management should take responsibility to ensure that the inter­

a ction takes place in all phases of the development process . In a 
10 

1967 article by Ansoff and Stewart the amount of information flow 

from research and development sections to marketing was related to the 

type of business concerned . 'Greater interaction was found in 

businesses using a high degree of technical expertise. This communica­

tion is of special importance to product development in the food 

industry where technical laboratory work must combine with market 

research on consumer reactions to the product in order to ensure 

success . 

2.5 Cost 

Of importance to all companies is the monetary cost of product 

development. The loss by the E.I. DuPont de Nemours GJmpany of $250 
11 

million on the development and subsequent market failure of Corfam 

represents an upper extreme but underlines the fact that as the 

development of new products are used more and more by companies to 

gain a competitive edge over others in the market, the risk of heavy 

losses becomes greater . 

Some suggestions are made in the recent literature fur ways of 

cutting some of these losses. Basically this involves creating a 

staff position within the industry (in this case referring to the 

food industry) 12 which would locate fully developed products that 
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are not viable for one company but could be used by another, probably 

smaller company, to the advantage of both company and industry . 

Alternatively, a small company could produce under contract to another 

larger firm and therefore the costs are not so great. It has recently 

been sai r in New Zealand that big companies often buy up smaller ones 

to get the already developed expertise , or product, thereby saving 

costs . 13 

Other possibilities for easing the development costs are those 

relating to government assistance to industry in the form of grants 

or tax relief. Such systems a re in operation in New Zealand in 

relation to export products . 
14 

2 . 6 Knowledge 

All of these items in the system of product development refer to 

action that a company can t ake when developing and marketing a new 

product. A separate category in the development system that is 

relevant to all stages in the process is the level of knowledge in 

the company needed for development . Such knowledge is not a quantif­

i able s ubstanc e but it is highly relevant to successful product 

development . Midgley15 makes note of the relevanc e of knowledge to 

the development process when he relat es the development of new 

products to the construction of a scientific theory . The starting 

point in both is existing knowl edge from which a problem is defined . 

Hypotheses (new product ideas) are then post ulated as ways of 

solving the problem . After testing by observation, measurement and 

experiment (in which knowledge plays an important part) a viable 

solution is found (the new product). 

Some authors refer more indirectly to the importance of existing 

P . 16 f knowledge in the proc ess of new product development . essimer or 

example discusses at some length the importance of a firm's acquiring 

artistic, technical and scientific competence (knowledge) which then 

aids the company in search activities f or new products . He points 

out that in most cases a firm can identify its special area of skill 

or knowledge. This indicates one of the important reasons why 

co-operation between marketing and technic a l personnel is so very 

important in product development. Also of relevance is the research 

finding by Kraushar 17 that older and more senior members of the firm 
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make bett er product development managers , their experi ence (knowledge) 

being one of the important factors . 

Knowledge directly applicable to product deve l opment comes f rom 

various sources within a company - academic training; experience 

within the company or with similar product lines; in- house t r aining ; 

reading company documents (texts , journals , newspapers) ; discussions 

and seminars with colleagues or through associations; from a 

consultant; as well as discussions with consumers, retailers and 

distributors. 

2 . 7 Summary 

The system most commonly used for product devel opment involves 

active and passive parts. The active processes include exploration 

for ideas, a screeni ng of i deas , analysis of the product potential , 

development of the product , consumer testing , launch and sal e . 

The passive processes include knowledge of design , t echnology 

and marketing . The level of knowl edge in a company is of central 

importance to success in product development . Although suff i c i ent 

knowl edge and skills can be brought together within lar ge companies , 

this is not always the case in smaller ones . In some cases it is 

more pr actical to go outside the company for specific .asks such as 

analysis of product ideas and consumer testing. 

Current practice indicates that great importance should be 

attached to co- operat i on between the marketing and technical/ 

laboratory operat ions . Companies entering into product development 

must also be aware of the cost involved and the risk of failure . 

Awareness and regula r e valuation throughout t he process can help t o 

reduce the risk of failure . 

The role of knowledge and expertise , plus the importance of 

co- operation within the firm , t ogether suggest the central role 

played by management in new product development . 
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CHAPI'b~ THREE 

MANAGEMENT OF PRODUCT DEVELOPMENT 

3 . 1 Product Management 

The development process for new products is lengthy and involves 

s evera l kinds of decisions which are increasingly important because of 

high cost and risk as discussed in section 3 . 2 . The management function 

for product development is a major responsi bility and must be supported 

by well defined lines of communication within the company, beginning 

with the support of senior management for new product activities. 

This section will outline alternatives for company organisation of 

product management . 

3 . 2 Patterns for Organisation 

The use of titles wi thin any organisation is frequently taken very 

lightly and just as often loosely interpreted in the literature . In 

most cases it is the job description tha t really identifies a person ' s 

place in the organisation and not his title . It is important t o consider 

the place that the management of products occupies in a firm ' s organisa-

tional structure. It i s clear that since the end of World War II 

there have been a series of changes in the patterns for organis a t i on 

of product management . In many instances t he positDn and/or titles for 

responsibility a re not clear but concepts of organisation for the 

decision making process can be identified. 

The standard organisational structure us ually is one of four 

types : new- product departments ; product manager system; new- product 

committees; or , t a sk force/venture team. 1 •2 •3 These structures a re 

not mu t ually exclusive . 

Boaz . Allen and Hamilton4 found that there could be top management 

control of new produc t s or interdepartmental co- operation which 



24 

included new product departments, product teams and committees . 

Kraushar records a similar set of possibilities noting that research 

and development departments are often responsible for communicating a 

technical advanc e to top management . 5 Kotler6 adds ' new product 

managers ' as a possible fifth type . White7 notes that there are 

seven standard structures for organisation in U. K. companies but 

his titles include some duplications and can be reduc ed to the four 

mentioned above . 

Some authors approach the organisation of product management more 

simply from the viewpoint of general management principles and note 

three approaches to the organisation for product market_ng . These 

three are usually the functional approach (specialisation is by type 

of work done), the product manager approach (joint accountability for 

a product with the marketing manager), or the general manager approach 

(division of the company into product divisions where the division 

general manager is responsible for the product) . 8 

Some authors suggest that the choices of product management fo r a 

company should be based on sound marketing strategy . The r.'lanagement 

alternatives might then be product managers for compani es with many 

products to one market, market managers where limited numbers of 

products a re sold to a wide number of markets, or a sales manager for 

a situation of many products all of one line . 9•10 

An example of product management organication for a high technology 
11 industry is given by Anderson . He lists the product oriented 

structure Ca group of people with a variety of skills take sole 

charge of the development of a product), the function oriented 

(personnel resources are grouped and each group in turn handles a 

particular phase of the development of the product), and the project 

oriented Ca project leader is assigned to develop a product and 

various personnel are assigned to help ; the ' team ' exists only for 

the duration of the one project) . 

A more recent classification of product management systems given 

b Kotler12 . b d th 1 t" h" f th 1 . 1 d y is ase on e re a ions ip o e personne invo ve • 

lists four possibilities: -

single product manager 

He 



vertical product team : (Product Manager 

I 
Assistant Product Manager 

Product! Assistant) 

triangular product team: ( 

/ 
Researcher 

Product 
Manager 

~ication 
~~~~~~~ Specialist) 

Researcher 

horizontal multifunction product team : 

Communication 
Specialist 

Product Manager 

Sales 
Manager 

Distribution 
Specialist 

Finance 
Specialist 

Engineer 

It is clear that a single , standard system of management organisation 

for product development does not exist . Some of the approaches currently 

in use are very much more sophisticated than others . The type of system 

selected is largely a result of the size of the firm, its product and 

market objectives, and its resources . A requirement that is important 

to any system is the involvement of top management in the decision 

making processes . Kraushar13 cites the importance of placing an older , 

senior executive in charge of the product development . 

3 . 3 Discussion of Four Popular Alternatives 

The systems most often cited can be related to the four standard 

organisational str uctures in the previous section. A short explanation 

of each is relevant to a research study undertaken in New Zealand. 

3 . 3 . 1 New Product Department 

This structure separates new product development, planning 

and management functions from the rest of the company mainly to 

eliminate redundancy of tasks and to work full time for new products . 

Management of the department is usually given over to a person who is 

capable of responsibility and who reports to senior levels within the 

firm . The emphasis of the department can be technical or marketing 

depending on the personnel and the company itself . A marketing emphasis 

is usually more effective for new products because of the close contact 

with the consumer . There must be clear lines of communication with 

other managers and departments in order to carry out all the necessary 



26 

tasks in development . If this is not the case, and the department head 

has no direct author ity to see that other managers co- operate, it is 

r are for a department to be s uccessfu l . 

3 . 3. 2 New Product Committee 

This is usually a temporary group, formed for a specific 

purpose relat ed to a phase of the product development . Members of the 

committee carry out regular duties in other company departments at the 

same time and the committee can be used when required without taxing 

other company resources . Usually , at least some top execut ives are 

involved and this is an important advantage as decisions a re more 

likely to be readily accepted . This type of organisation is difficult 

t o co- ordinate and because of other executive pressures there may be 

low attendance or little acc eptanc e of responsibility when tasks n eed 

to be complet ed . 

3. 3. 3 The Product Manager 

Today in many companies the concept of a product or brand 

manager is regularly a part of the organisational structure . It is 

possible to trace the origins of the use of some form of product 

management to the General Electric Company as early as 189415 although 

the first use of produc t managers is usually credited to Proctor and 

Gamble in 1927 .
16 

The use of managers for specific products was mor e wide­

spread in both the U. S. A. and U. K. afte r World War II . At this time 

there wa s a general growth in the production of consumer goods and an 

emphasis plac ed on selling by br and . Extensive product lines were 

developed by single companies and it became more difficult for 

management to give att ention to individual products . The concept of 

product management met a need for co - ordination and gr ew along with 

the expansion of consumer goods. 

The manager ' s primar y j ob was to co- ordinate the planning , 

development and sale of ea ch individual product . As one author states : 

" ··· the definition of the product manager is to be the mar keting brain 

centre for his product 11 •
17 Such managers are s pecialist s in t hat they 

know a particular product marke t thoroughly but they a re a lso generalists 

in that they are concerned with every facet of devel opment and with 

every va riable that can possibly a ffect a product or its line . Some 



companies evaluate the product manager system in terms of the 

particular product 's profit . 
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Other companies consider that a product manager is basically a 

staff position, not a profit position , and emphasis is on providing 

information, co-ordinating market activities and carrying out product 

t t . 18 s ra egies. 

Regardless of the emphasis, it is very clear that the success 

of this system requires that the manager work closely with other 

managers . This collaboration of effort, or interfacing of the 

product manager, 19 is often a very sensitive question, mainly because 

the product manager does not usually have line authority . The 

literature points out several other possible area s of controversy 

in the product management role which should be mentioned here . 

Product managers should: 

have area s of exact and specific responsibil i ty r a ther 

th b . . f t. t 20 ' 21 an eing in orma ion cen res; 

be trained and exper i enc ed company p eople; 22 , 23 

attempt a l i mited numb er of interfa ces; 24 

have qua lity specialist support both i ns i de a nd outside 

the company (to avoid overloading the organisa tion and 

the manager and allowing more pr.Drity for product eva l ua­

tion programmes); 25 

have i nterpersonal influence (personality) since this is 

t b · t t k t th of the ·t· 26 , 27, 28 
seen o e an i mper an ey o e success posi ion ; 

allocate high priority to co-operation between the market 

and technology areas of product development . 29 ,30 ,31 

Some firms have retained the product manager system of organisation 
. 32 33 with success, Lever Brothers being one notable example. ' Other 

34 35 36 companies such a s Heinz ha ve altered the system somewhat, ' ' and 

still other companies such as Pepsi Cola have dropped the concept 

completely. 37 ,38 Although it is not a universally utilised system of 

new produc t management the product manager option does seem to be the 

most widespread system of product management in use today and allows 

attention to be given to each product without separating the various 

line divisions already established in the company . 
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3. 3.4 The Venture Team or Task Force 

This type of organisation is newer to product development and 

consists of a group of people chosen from various functional areas of 

the company . They take the new product all the way through its 

development and their authority is vested in a chosen member who is 

' manager ' and reports directly to the top management . The research is 

generally carried out faster and is seen by all members as part of their 

job so that there is no .opportunity to ' build personal empires '. The 

team is not permanent but operates under specific time limits . 

Individual department managers may object to the amount of time spent 

by some of their staff on the new product and this may cause problems 

to the effec tiveness of this system. 

3. 4 Summary 

This section has briefly outlined the four main alternatives 

currently used as organisation patterns for product development: new 

product departments, new product committees, the product manager, the 

venture team . The benefits of group management are specialisation of 

interests, the use of wide ranging resources and the advantages of 

co-ordination, whereas the benefits of single person management seem 

to arise from the responsibility he feels for his product and as a 

result depends heavily on his personal capabilities . 

When choosing the appropriate management structure a company must 

look to the size of their firm, the type of market(s) for their 

product(s), the type of product, the company objectives and technical 

policy, the type and availability of personnel for product work . 39,4o 

Hisrich/Peters41 feel that venture teams may suit lar ge corporations 

interested in totally new products ; new product committees may be used 

by small firms who cannot afford full time development personnel ; the 

product manager system may suit firms with multiple product lines; 

the new product department may be well adapted to firms with a single 

product line and functional company organisation . 

Essentially a full time management system for product development 

means a commitment on the part of the management to a new product 

programme and this is in no small way important to the success of 

the company ' s products in the marketplace . It is, however, only one 

of several factors present within a company which influence the success 

of product development . 
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CHAPI'ER FOUR 

SUCCESSFUL PRODUCT DEVELOPMENT 

4 . 1 Int r oduction 

To this point discuss i on has been concerned with the importance 

of planning in product development, the definition of the development 

f unction and related a reas of mix, policies and strategies. The 

system of produc t development is influenced by s uch variables as 

cost , ris k , communication and knowledge but the company has fl ex­

ibility in its choice of management systems for product develop~ent . 

It is assumed that a firm wanting to diversify int ends to be 

successful and although there is not a formula for sure success there 

are va rious factors which , if taken into account b the firm, will 

increase the chances for s uccess . 

In some cases the literature lists the mistakes of companies whi~h 

were unsuccessful in a product development situation and expects 

readers to t ake ca re not to make the same mistakes . Other sources 

quote empirical evidence giving several factors that have been shown 

to be impor tant for new product s ucc ess. It is important to consider 

both situations . 

4 . 2 New Product Success 

One U. K. study by Carter and Williams is cited and used a s the 
1 

basis of extended work by Baker . Twenty four factors were isolated 

as being present in innovative firms and absent in unprogressive fir ms . 

Their stress was on management and organisation . The factors included 

a readiness to look outside the firm for standards of achievement , 

eff ect ive int ernal communication and co- ordination, high status of 

science and technology in the firm , a regular revi ew and survey of 



potential ideas , high qual ity chief executives, and an effective 

selling policy. 
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Twiss2 noted seven additional factors as being the most critically 

important for success. He emphasised the product and the development 

process as well as company organisation and personnel and he included 

company market orientation, relevance t o the organisation's corporate 

objectives, an effective pro ject selection and evaluating system, 

effective project management and cont rol , a source of creative ideas, 

an organisation receptive to innovation, and commitment by one or a 

few individuals to the development of the product . 

Among the studie s cited by Twiss a re those by Langrish et al . 

and the Project SAPPHO under Freeman . 3 Cr iteria for succ ess isolated 

by these studies include the clear identification of a ne ed, avail ­

ability of resources, help from government sources, high priority 

allocat e d to mar ket ing and individuals responsible for the project 

being more senior in the firm and having authorit y . 

Kraushar4 emphasised efficiency of planning and good timing for 

launch . Andrews5 noted the importanc e of a strong brand name, 

distribution control, a distinctive product which can fulfil its 

promise, and a market environment which is not dominat ed by sophisticated 

marketing companies . 

Twiss6 observed that there were many factors which interact to 

make an innovation successful . Through the research and development 

department there was a diffusion of scientific and technical knowledge 

and through the mar keting department a diffusion of the knowledge of 

market trends . These interactions of knowl edge are important to a ll 

phases of innovative development within a company . 

Mc1oughlin7 pointed out the necessity of employing creative 

peopl e and managing them carefully in order to avoid l osing them 

through boredom or company inflexibility. Ansoff and Stewart 1 s 8 

conclusions were that although requi rements vary f or different 

industries, the success of a product introduction depended on the 

communication and co-operation between the research and development, 

manufactur ing , and marketing functions of the company . On the other 

hand, a study by Boaz. Allen and Hamilton related success for n ew 

products primarily to good management judgement and acceptance of the 
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principles of new product development . 9 

The most recent report of research into this area , published in 

1979, s tat es clearly that the single most impor tant dimension fo r new 

produc t success is product uniqueness . 10 

4 . 3 New Product Failure 

Criteria f or success are one means of isolating factors relevant 

to s uc cessful product development . The lit erature however gave clear 

evidence of unsucc essfui product development a s well . A complet e 

picture is possible only by considering both development situations . 

Of those authors who have studied product failure , the following 

rea sons were most often cited . 

Winkler11 listed several reasons for failures , some of which were 

because timing was wrong , the product was not p r actical, customer needs 

changed , or goals were not clearly defined . Neilsen12 provided 

exampl es of failur e where the product/package was wrong, price/value 

was wrong , trade acceptanc e was poor , or poo~ advertising was to 

blame . 

Kraushar13 indicated situations where there was an inadequat e 

product, a l ack of competitive advantage , bad timing , or lack of 
14 mar ket stability. Angelus commented on vague or nil consumer 

differentiation (me- too products) as well a s other characteristics 

noted earli er . 

A study of the food indust r y in the United Stat es showed that 

40 pe r cent of 127 new products fail ed largely due t o misjudgement 

of market conditions, such as timing of the launch . 15 

The problem presented by the unstated definition of wor ds like 

"failure" and "success " mean that statistics from studies in this 

a rea a re sometimes unreliable . The important point t o be learned 

from any discussion about product failures is that the development 

process presents more problems for management decision- making than 
16 

a re us ually found in a company ' s current operation . This being the 

case, a company engaged in produc t development should be aware of 

strengths and weaknesses found in other company ' s product devel opment 

systems and then set up an evaluative or review system f or use 

throughout the development and aft er product launch . Such a task 

would likely be t oo much for one person but a committee could share 



expertise and decision- making responsibilities . 

4.4 Combination of Success/Fail Variables 

Product failµres tended to dr aw more attention from the literature 

than successes but a great deal can be learned from both instances . 

The examples of variables cited in the pr evious sections can be grouped 

under the following headings relating to the product: 

The Company (its organisation and planning) ; 

The Market (the type and product position); 

The Personnel (indi vidual characteristics as well as 

communication) ; 

The Development (including technology, finance, 

creativity input , management support, etc . ) . 

These headings were useful in developing a list of variables that 

could be used in a survey of companies in the New Zealand food 

industry to provide an indication of what makes product development 

successful . Variables from fifteen different studies were considered, 

most of which have been discussed in this section . When a variable 

relevant to product success or cause for failure was repeated in 

separat e studies , it was selected for consideration in the New Zealand 

study . 

The variables selected in this way and later used in part of the 

New Zealand research were as follows : 

The Company: size, organisati on, emphasis on planning, 

product management systems, mar keting 

emphasis, development emphasis; 

The Market : type, market share, competition, regular 

evaluation in terms of the products 

market status, recognition of the need 

for the product in the marketplace; 

The Personnel: age and experience of those involved 

closely with the product, personality 

influences in management, commitment to 

the product, degree of marketing and 

technical knowledge; 

The Development : available finance, support of senior 

management, technical expertise, emphasis 

of creativity and innovation, government 



assistance, interaction of departments 

related to the development process . 
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CHAPI'ER FIVE 

PRODUCT DEVELOPMENT IN NEW ZEALAND 

A senior marketing executive and prominent New Zealand personality, 

Gordon Dryden, once wrote : "the finest New Zealand tradition is a 

tra dition of innovation 11 •
1 He quoted several examples where New 

Zealand , far away from industrial centres of the world, had been 

forced to i mprovise and as a result became a world leader. Examples 

cited included items like milking machines, sausage- making equipment 

and plastic surgery techniques . 2 

Such high praise for s uccess implies an orderly approach to a 

problem and its solution. There is little evidence to support this 

idea that New Zealand industries have a particular secret t o success­

ful product development involving conscious planning . It is more 

likely that successful developments stemmed from innovations that just 

"seemed like a good idea at the time" . 3 A systematic analysis of the 

current New Zealand product development scene should include a con­

sideration of the count ry ' s limitations and strengths, gener ally , and 

of the available resources in three particular areas : design , 

technology, and mar ket ing skills . 

5 . 1 New Zealand ' Limitations ' 

It is interesting to note that many observers in this area mention , 

either briefly or a t length, some practical limitations that face 

product development because of the New Zealand business environment . 

These limitations a re usually seen to include: isolation from other 

industrial centres of the world ; 4 New Zealand ' s population of ' only' 

three million people5 (from the point of view of market segmentation
6•7•8 

as well as the inability to support design and technical personnel9); 
. 10 11 

restrictive legisla tion involving import and licensing regulations; ' 

and relatively low per capita discretionary income .
12 



Such so called ' limitations ' of course can become advantages to 

industrial development and this point was clearly made by R. Dennis 

in an address to technologists in 1977 . 13 Dennis set against the 

limitations a number of New Zealand ' s major indigenous resources 

including the climate , which enabled efficient growth , long coastline 

strategically set away from large population centres and providing 

enormous fishing resources , plus the essential primary resources of 

ironsand , coal and gas. 

However one assesses the balance sheet of New Zealand ' s natural 

limitations and strengths , the potential for successful product 

development is ul t imately dependent upon how these resources a re 

utilized. This in turn closely relates to the personnel, and to the 

passive skills identified as knowledge of product design , technology 

and marketing . 

5 . 2 Design for New Products in New Zealand 

The New Zealand food industry has fac ed some problems concerning 

design in new product development . These problems involve both 

attitudes toward the design function and the personnel avail able to 

do the job . 

Design in the New Zealand food industry was not often considered 

to involve more than a package or label design . It appears that the 

practice of copying products which have been proven in other markets 

or processing products under licence were both common in this industry . 

The New Zealand Industrial Design Council stated that manufacturers 

were not really interested in product design . Manufacturers tended 

to "copy oversea s product designs out of trade magazines or from trade 

principals1114 and sell the products in New Zealand and sometimes 

overseas. 

In part , the practice is understandable . Manufact urers in New 

Zealand are often fairly small firms and this type of product 

development policy is often financially sound. Even so , as Dr. M. C. 

Probine and others believe , there should be at least one highly creative 

t echnical person in the organisation for product development success . 15 

How a vailable is the talent for new product design and what a re their 

prospects? 

The literature indicated that industrial designers in New Zealand 
16 

number less than fifty graduates a year and are mostly employed overseas . 
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New Zeal3..nd industrial designers not only f ace few employment prospects 

in this country, but if they do find a j ob there is often very l imit ed 

finance available to sustain design and development programmes . 

Designers also often experience problems of communication with other 
17 18 employees and management . ' 

Despite these difficulties there have been recorded design 

successes in some industries , notably plastics , 19 and the availability 

of personnel is not entirely bleak. Product development and design 

specifically for the food industry has been part of the food t echnology 

course a t Massey University for over ten years and there have been more 

than one hundred gr aduates from the programme . Of these a high 

proportion are still in the country. 

The general outlook is f or more success if product development is 

seen and understood as a team effort involving co- operation between 
20 21 design , t echnology and marketing personnel . ' 

5. 3 Technology for New Products i n New Zealand 

For many years New Zealand has enjoyed notable success through 

high technology innovation over a narrow r ange of industrial activity 

while continuing to import technology over a much wider spectrum. The 

food industry presents many examples of New Zealand pr oduced t echnology. 

The process for continuous cheese- making , mechanical dough development , 

continuous f ermentation in beer making , and electrical stimulation for 

the tenderisation of meat have all come from high t echnology areas in 

the New Zealand food processing industry. 

Of particular note among the ea rly, high- technology innovative 

groups was the dairy industry. The New Zealand Dairy Board is the 

. 1 d . d t ct• . t• 22 world ' s l ar gest internationa air y pro uc s tra ing organisa ion 

and technol ogy plays an important part in its operat ions . The Dairy 

Research Institute is the Board ' s centre for developmental wor k . 

Its notable success might suggest to some people a link between 

large c ompany size and high level of technology innovation but that 

is not the case . 

Resea rch indicates that t here is no correlat i on between t echnological 

productivity and company size. 23 Thi s is an important observation , 

because of the large number of relatively small fir ms i n New Zealand . 

According to one author , it is the small firm that has an advantage 



in pursuing a technology-oriented strategy because such firms are 

usually often dedicat ed to innovation.24 New product devebpment is 

frequently the reason they came into existence . 

It is also clear, however , that small firms seldom exploit their 

new technology in the market place ,25 and sometimes find it is more 

difficult to gain acc eptance of the technology in the domestic market 

than it is to succeed in overseas markets. In 1979 , for instance, 

nine small New Zealand companies took part in the S.ingapore (Trade ) Fair with 

the support of the Development Finance Corporation. Some of the high 

technology exhibits led to the gaining of several overseas contracts 

even though the companies involved had not been able to sell the ir 

product in New Zealand . 26 

Since there seems to be little doubt in the literature that 
27 28 technology is necessary f or innovation and product development , ' 

the major point for New Zealand food manufacturers seems to have been 

whether technology is brought (purchased) from overseas or whether it 

is encouraged and assisted from within New Zealand. Acceptance of new 

technology in the local market is also important if New Zealand industry 

is to gain a measure of independence from overseas sources . 29 

There has been some encouragement over the last ten years f or New 

Zealand firms to apply local technology in their processes . For 

example, financial assistance has been made available through the 

Development Finance Corporation; some industries have set up their 

own technological research centres (such as the Meat Research Institut e 

and Forestry Research Institute) ; in other instances, firms have 

benefited by using technology from Government groups such as the 

Department of Scientific and Industrial Research and the universities . 30 

The food technology degree was introduced at Massey University in 1961 

and since then it is believed that industry has become more active in 

making specific use of tertiary trained technologists for product 

development. 31 

In 1977 Dr. M. Probine urged New Zealand firms t o a cquire more 

and more knowledge instead of more capital and manpower . 32 It seems 

that regardless of the size of the company, technology should have a 

stronger place in new product development for New Zealand than it has 

had in the past although there are some indications that this is 
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already taking place . What needs to be borne in mind is the w~y in 

which this technology is integrated with mar keting for product 

development . 

5 . 4 Mar keting f or New Products in New Zealand 

Bus iness success in New Zea l and is no different from business 

success elsewhere in that profits a re made from the sale of products . 

What has made New Zealand different from some other countries (in the 

marketing sense) is that for many years good profits were made from 

the export sale of primary agricultural products generated relatively 

easily under highly favourable conditions and sold on stable mar kets . 

New Zealand enjoyed the unusual distinction, for an agricultur ally 

based country, of a relatively high standard of living . Ver y little 

diversification of the product was needed and very little knowledge 

of the consumers or of other mar kets was acquired in the years prior 

to World War Two . 

During the 1950 's, and partly due to techologies developed during 

the war years, 33 several innovations were made . The New Zealand food 

manufacturing indust r y witnessed significant growth , notably in 

relation to the canning, freezing and dr ying of fruit and vegetables . 

As i mportant as these developments were for the domestic market, they 

had little influence on food processing for New Zealand ' s traditional 

overseas markets . New produc t development fo r the export market was 

not a distinguishing feature of the New Zealand food industry . It was 

not until the 1970 ' s that a combination of circumstanc es occurred that 

shifted mar keting arri product development f rom the sidelines of the 

industry to a position of potent ial i mportanc e . 

Marketing developments in New Zealand took on added significance 

for industry when the standard of living rose dramatically during 1972 

and 1973 . The consumer had more discretionary income and there was an 

increa se in the demand for diversified products . To keep up with this 

demand, and to cut down on the development time us ually required to 

mar ket a genuinely new product , many companies copied successful 

products from overseas . To some extent, this strategy was nec essary 

because many New Zealand companies had limited resources for develop­

ment . 34 

The overall influence of the int ernal mar ket upon mar ket ing 

practices and product development in New Zea l and companies r apidly 



met difficulties in the growing market . The boom of the early 1970 's 

was followed by severe shortages in raw material supplies and this 

dampened new product development in some industries . 35 The effects of 

inflation, generated by the Vi etnam war and rising oil prices, were 

even more significant . Internal consumer demand decreased, raw 

material costs rose and retail prices for foods did not keep pace 

with inflation . As far as the internal market was concerned, the 

climate was very unfavourable for the marketing of new products . It 

was in relation to the export mar kets that the stimulus came for new 

marketing strategies. 

It is now history that marketing generally "arrived" in New Zealand 

by the 1970's, coincidental with the entry of the U. K. into the 

European Economic Community . If this represented a challenge to 

existing markets , however, it is also evident that new opportunities 

existed for unexplored markets in parts of Asia, the Middle East and 

South America - areas where incomes were rising . 

The importance of these probl ems and possibilities was marked in 

New Zealand by such events as the introduction of marketing courses at 

universities, short courses in marketing for executives, growth in the 

number of market research firms, 36 and increased government support 

for new market orientations. Companies responded with a drive to find 

new markets for their existing products, began to consider product 

development geared to overseas markets and placed added emphasis on 

processing primary products to a greater extent within New Zealand . 

5 . 5 Summary 

New Zealand has in many areas developed technologies to suit a 

particular New Zealand situation, which have since been proved to be 

of use worldwide . Generally, however, there has not been any particular 

systematic development of products or of technologies even though one of 

the earliest courses in product development was started in New Zealand. 

Rather, haphazard growth has come from the factory floor or from the 

quality control laboratories, the latter being especially true in the 

food industry . 37 

During the 1970's marketing for products began to take on new 

importance as companies sought new markets to take their products. 

These markets for many companies were overseas and coupled with the 



encouragement of the New Zealand g overnment , exporting of products 

(both old and new) b ecame a concern to both primary and secondary 

industries in this country . Many companies in the food industry 

developed products especially for the New Zealand consumer during 

this time . However there was a trend among many of these companies 

to develop and test p roducts in New Zealand with the intention to 

making greatest sales in anothe r overseas market . 

Despite this added awareness it is felt that , even in the 1970 1 s, 

many companies in the food industry regarded product development as 

simply laboratory work . Product development was not seen as a process 

involving the functional areas of design, technology and mar k eting as 

one system . 

When the New Zealand government designated 1978 as ' Export Year ' , 

one of the effects was to place added emphasis on the knowledge of the 

variables that go into the prepar ation for export, i . e . etiquette of 

making overseas contacts, finding agents, researching of the market . 

The export produ ct is often a domestic production overrun and may not 

b e suitable for the needs of the export market . 38 If the emphasis on 

exporting continues, as it appears it must , more consideration needs 

to be given to the development of processed food products by New 

Zealand firms for specific marke ts . This is imperative in the food 

industry and was a major finding of a research group which studied the 

markets for processed foods in North America and the E . E . C. during 

1979. 39 

It is important to study the New Ze aland food industry, to under­

stand the product development skills that now exist and the processes 

of development currently used . By identifying strength and weaknesses 

in this area , it will be possible to give developmental assistance t o 

companies with either domestic or export market emphasis . 
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CHAPI'ER SIX 

RESEARCH OBJECTIVES AND METHODOLOGY 

6 . 1 Resea rch Objectives 

1. To examine and describe the product development and product 

management functions among selected firms in the New Zealand 

industry; 

2 . To identify the major variables that contribute to successful 

product development in these firms from the point of view of 

the executive in cha r ge of the marketing/ product function ; 

3. To identify the major causes of new product failure in 

these firms; 

4. To isolate the common elements in those variables regarded 

by the executives as being important to successful product 

development and to reduce them to the significant factors; 

5. To compare (as identified in the factor analysis) the 

attitudes of New Zealand managers towards both the generally 

acc epted variables and the actual practices in their 

companies . 

6 . 2 Sample of Companies 

A random sample of twenty four companies in the New Zealand food 

industry were selected for interview from a reference index of the 

food industry . 1 These twenty four companies constituted 8 per cent of 

the three hundred companies representing ea ch of the following 

recognised product groups within the industry : 

Ice Cream products 

Fruit and Vegetable Processing 

Fish Processing 

Grain Milling 

Bread Bakeries 



Biscuit and Confectionery 

Food Prepar ations 

Poultry Processing 

Meat Processing 

Producer Boards 

Another criterion for selection was for the companies to have 

been primarily New Zealand owned . Given the methodology chosen for 

the research, i . e . a personal interview with each company, it was 

not possible to consider a larger , more statistically reliable sample . 

The sample therefore was considered to be representa tive of the 

various product groups within the industry and to provide information 

for a pilot survey of the industry . 

6.3 Questionnaire 

The questionnaire was directed to the person in ea ch company who 

was responsible for the product development and/or mar keting function . 

In instances where this individual had only been with the company for 

a period of less than one year , the chief execut i ve co~pleted the 

questionna ire . 

The questionnaire was designed to introduce each executive to the 

topic of the study and to identify particular facts about the company 

relevant to the study; organisation of the company, background of the 

executive, ownership, production , distribution of products including 

export, r ange of products . 

As pa rt of the questionnaire design, a study wa s made of the 

literature to identify variables associated with successful product 

development and with causes of new product failure . These literature 

references are discussed in Chapter Four . Where variables were 

repeatedly found to be relevant in more than one study, they were 

selected for inclusion in the questionnaire . Nineteen variables 

relating t o the product and covering the topic areas of the company , 

the market~ the personnel, and the development were used and a re 

found in question 27 (see Appendix A) . Assessment of the degree of 

importance of ea ch variable for successful company product development 

was made according to a seven point L:ikert scale, 2 ranging from very 

important to not at all important [}o successful product developmeniJ. 

Variables were rotated among the questionnaires to a void order bi a s . 
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6.4 Method 

Agreement by the individual company to participate in the study 

was sought by telephone and personal correspondence . The questionnaire 

was forwarded to the appropr iat e executive . Within two weeks of 

mailing of the questionnaire a personal interview was ca rried out with 

t his executive, dur ing which time the quest ionnaire s erved a s a guide 

and t opics were covered in more detail . These interviews were carried 

out in May and August 1978. 

6 . 5 Analysis 

6 . 5 . 1 . St atist ical Analysis of Quest ionnaire 

The quest i onna ire wa s analysed for each individual company 

and confidentia lity was retained by numerically coding each response 

and entering it into a Burroughs 6700 computer . The data were analysed 

according to the procedures of the SPSS Progr ammes "Frequency" and 

"Crosstabs". 3 

6 . 5 . 2 . Factor Analysis 

One section of the questionnaire (Ques t ion 27) was devoted to 

measuring the attitudes of executives by use of a Likert scale measure­

ment . The seven points of the scale were weighted and values were 

entered into computer . "Frequency" and "Crosstab" progr ammes were 

again used in analysis and the data were used in the multivariate 

programme for factor analysis - Method PA2 , with varimax rotation.
4 

In this analysis , it was intended to identify a small set of factors 

to assist i n identifying the types of variables that were s een to be 

i mportant for successful product development i n this industr y . 

Used in this way , factor a nalysis was a mea s ur ing device to 

provide indices to be used a s new variables in l ater analysis . 5 The 

use of factor analysis with data from 18 variables was entirely 

satisfactory as indicated by other authors. 6 •7 

The factor analysis involved the following decision steps : 

1 . Raw data f rom the weighting of the Likert scale wer e 

ent ered on computer and the correlation mat r ix was 

calcul a ted a s the first step in computer analysis. 

This matrix showed that many var iables were highly 

correlated (with correlation coefficients of over 0 . 50 ) 

indicating that the variables might be explained more 

clearly by a few generalised dimensions . 



2 . Principal component analysis was the technique used for 

extracting the initial factors . This means that the 

linear combinations of the variables were chosen so that 

each set of scores accounted for a decreasing proportion 

of variance, i . e . the first factor accounted f or the most 

variance among the original variables . 8 

3. The r..umber of factors to be selected from the analysis was 

determined from observation of the eigenvalues ( latent 

roots) . Each eigenvalue summarized a fraction of the 

tota l variance of all the variables . Where t he eigenvalues 

were greater than one , the f actors were considered to be 

significant . 9 ' 1° For this analysis , five factors were 

extracted on the basis of thi s criterion. 

4. Varimax rotation of the reference axes was carried out to 

achieve a simpler and theoretically more meaningful factor 

solution . 11 The effect of this rotation was to redistribute 

the variance from earlier facto r s to later factors in the 

analysis to achieve a more easily understood solution. 

5. A factor loading represents the correlation between each 

of the variables in a particular factor and t hat factor . 

The literature considers a general ' rule of thumb ' t o be 

adviseable fo r determining the significance or non-significance 

of the factor loadings for each variable . This ' rule of 

thumb ' is that fo r sample sizes of l ess than 100; the 

lowest f actor loading to be considered significant should 

be 0 . 30. 12 For this analysis it was decided that a mean­

ingful significance for interpretation was o. 50 because of 

the small number of variables . 

6. The highest loaded items of a f actor are the best indicators 

of the va riables common to that group . The negative va l ues 

do not affect the interpretation. The absolute size of the 

loadings r ather than the signs a re most relevant . 13,14 

This was a consideration in t erms of the interpretation of 

some factors in t his study. 

?. The varia nce of ea ch variable summarized over all the factors 

is called the communality of the variable . Large communalities 
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indicate that a large amount of var iance for that particular 

variable was extracted by the factor solution. This was a 

useful index for assessing variance and interpret ing the 
15 16 factors of the study . ' 

8 . Many authors point out the necess ity in some resea rch 

situations to cont inue factor i ng the data until interpretation 

of the factors is clear . This occurs especially in situations 

wher e there are no advance ideas about the amount of var i ance 

which might be explained by the analysis or where factors other 

than the first add only small percentages of total variance 

to the factor interpretation . In this analysis the most 

meaningful interpretation was made from five of the six 

rotated factors, r epresenting 95 per cent of the variance, 

after refactoring was carried out to confirm the factor 

loadings. 

6. 5. 3 Descriptions of Company Operation 

A separate but important f eature of the anlysis was a brief 

description of company operation for each of the 24 companies in the 

sample . These descriptions were based on the questionnaire results , 

the personal interview with the executive i n charge of the product/ 

marketing function at the time , and copies of the company ' s annual 

reports in instances of public companies . The purpose of.the 

descriptive summaries was to provide a link between the qualitative 

and quantitative data which was collected for the research. These 

descriptions appear in the thesis as Appendix C. 
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CHAPI'ER SEVEN 

SUMMARY OF RESULTS 

Twenty four companies of the food industry agreed to participate 

in the survey . The executive of the company with the most respons­

ibility for marketing completed a questionnaire and was personally 

interviewed on the subject of product development. The following 

summary represents the major findings of this survey and can be said 

to be indicative for the industry but not representative of it . 

The results a re presented in sections which represent . the 

important areas for product development as discussed throughout this 

thesis : the company, the market, the personnel, and the development. 

7 . 1 The Company 

(Refer Tables B. 6 to B. 11, B. 25, B. 27) 

The companies represented the various sections of the food 

industry as shown below in Table 1 . 

Table 1 

Responding Companies in Food Industry Sectors 

n % 

Biscuit and Confectionery 1 4 . 2 
Bread Bakeries 1 4 . 2 
Cereals 1 4 . 2 
Fish Processing 2 8 . 3 
Food Preparations 6 25 . 0 
Fruit and Vegetable Processing 5 20 . 8 
Grain Milling 2 8 . 3 
Ice Cream 1 4 . 2 
Meat Processing 3 12 . 5 
Poultry Processing 1 4 . 2 
Producer Boards 1 4 . 2 

Total 24 100 % 
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These 24 companies represented 8 per cent of companies in the 

food industry . Twenty one of these companies (88%) were New Zealand 

owned . A majority (56%) of companies were controlled by non-family 

members and the number of shareholders in companies was directly 

related to the company's size. The companies were grouped for analysis 

according to the number of employees in the firm as stated on the 

questionnaire . In some instances the number referred to the entire 

corporation where others referred to the division operations . 

Large firms : over 1,000 employees: 

Borthwick-CWS Limited 
General Foods Corporation (N . Z. ) Limited 
Haymarket Foods Division of L. D. Nathan and Co. Ltd. 
R. & W. Hellaby Limited 
Waitaki N. Z. Refrigerating Limited 
J . Wattie Canneries Limited 

Medium firms : 100 - 1,000 employees: 

Aulsebrooks Limit ed 
Cerebos Foods ( New Zealand) Limit ed 
T. J . Edmonds Limit ed 
Hansells ( N. Z.) Limit ed 
Lochland Seafood of Donaghys Indust ries Limit ed 
New Z~aland Apple and Pear Mar keting Board, Process ing 

Section 
New Zealand Flourmills Limited 
Reckitt and Colman (New Zealand) Limit ed 

Small firms: 0 - 99 employees: 

Boss Sauce Company Limited 
Burwood Poult ry Processors 
Emma Foods Limited of Meadow Mushrooms Limited 
Healtheries of New Zealand Limited 
Independent Fisheries Limited 
Premi Foods ( N. Z. ) (1977) Limited of Rangitaiki Plains 

Dairy Company 
Quality Bakers of New Zeaand Limited (representing 

approximately 25 bakeries) 
Tasti Products Limited 
Tauranga Fruit Processors Limited 
Taura Fruit Industries Co- operative Limited 

The majority of small firms were private companies while all large 

firms were public companies . Companies in the survey provided good 

representation of product types within the food industry . The dairy 

industry and brewing industry were not selected for the survey because 

of the unusual organisation of these industries . There was an even 

representation of all production processes as shown in the following 

table, giving percentages of all processes represented by the companies . 



Table 2 

Production Processes Represented 

Baking 
Bottling 
Canning 
Chilling 
Drying 
Freezing 
F""resh 

Total 

(1) Respondents could engage in 
process each 

n % 

5 9. 6 
n 17 . 3 7 

11 21 .1 
2 3.8 
9 17 . 3 

1g 19 . 2 
11 . 5 

52 ( 1 ) 100 % 

more than one 

Percentages represent processes used by all 
responding companies 
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The maj ority of companies interviewed ( 86 ~ said they set company 

ob j ect ives for one yea r periods . Fift y- f our per cent of companies said 

they set obj ect ive s for a l onger time span such as f or three to five 

years . In many companies, planning was not a formal company activity . 

In 92 per cent of responding companies it was indicated that plans 

were made t o add or drop products from the exist ing product mix which 

indicates produc t activity in the companies . 

Companies pl a ced a high emphasis on marketing in 58 per cent of 

firms interviewed but policies of creativity in product development 

were given a high emphasis in only 33 per cent of companies . Research 

and development had a low emphasis in company policy among 52 per cent 

of companies . The maj ority of companies had either a mar keting or 

sales unit within the company as well as a laboratory or quality 

control area . 

7 . 2 The Market 

(Refer Tables B. 10 to B.24) 

The maj ority of companies (79 ~ distributed products to domestic 

markets throughout all of the maj or centres of New Zealand . Most 

products sold by these companies within New Zealand were marketed to 

household consumers . This finding was the same for s mall companies as 

for large companies . 

Some companies declined to give information about mar ket share 

I 



and competitive status of products even though specific products need 

not have been named . In the 17 compani es that did give such informa­

tion , the first product list ed was felt to have a market share of 

between 25- 50 per cent against strong competition and the second 

product listed was felt to have a market share of over 75 per cent 

against str ong competit i on. Generally this finding indicates that 

companies were aware of other firms in their mar kets and that the 

domestic market for each company represented a competitive situation 

for some but not all products . 

The majority of companies (75%) evaluated their product mix and 

the same number made an evaluation in terms of company sales per 

product of the mix . It is interesting to note that one third of the 

large firms as classified in the analysis did not evaluate thei r 

product mix . 

Four firms did not export products . Of those companies that did 

export , 60 per cent estimated export sales at less than 10 per cent of 

total manufacturing sales. The major ity of these firms were in the 

medium company classification. 

One third of the companies that did export products had been 

export ing for more than 15 years while 61 per cent of companies that 

export ed had begun exporting a t l east one new product in the 1978 year 

(1978 was declared Export Year in New Zealand) . The majority of 

exporting companies in the sample used canning or freezing as the 

process of production for products export ed. The same products were 

often produced for the export market as for the domestic market . 

Some interesting findings were noted in exporting companies when 

their export sales were considered as a proportion of their total 

sales : companies whose percentage of export was up to 15 per cent of 

total manufacturing sales = "low export " ; companies whose percentage 

of export was over 15 per cent = "high export " (Table B. 22 . ). The 

majority of companies (65%) export ed a low level (less than 15 %) of 

product in terms of overall company manufacturing sales. 



Table 3 

Size of Export ing Company 

Small Medium Lar ge Total 
Company Company Company n % 

Low ~~of export 4 6 3 13 65 . 0 

High% of export 2 2 3 7 35 . 0 

Total 20 100 % 

This low l evel of export confirmed another study of the New Zealand 

food industry (1 978 ) which i ndicated that of product types produc ed in 

New Zealand (excluding the large meat and dairy companies) 28 per cent 

were exported . Of the product t ypes expor ted , 76 per cent represented 

less than fifteen p ercent of the total production figure f or that 
1 product type . 

Togethe r these studies indicat ed that New Zeaand companies in the 

food industry did not export a very high percentage of their production 

and only a relatively few companies in the indust r y were exporting 

products . 

Four companies, 57 per cent of those exporting over 15 per cent 

of total sales, felt there was no need t o change their current product 

line (Table 4) . 

Tabl e 4 

Product Policy of Exporting Company 

Low % of export 

High% of export 

Total 

Wait to 
Innovat ors Adopt 

6 

1 

4 

2 

No Need 
to Change 

4 

Total 
n % 

10 

7 

58 . 8 

41 . 2 

17 100% 
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Six companies, 86 per cent of those that exported over 15 per 

cent of total sales, did not evaluate their product mix (Table 5) . 

Tabl e 5 

Evaluation of Product Mix by Exporting Company 

Evaluate Do Not Evaluate Total 
Product Mix Product Mix n % 

Low % of Export 10 10 58 . 8 

High% of Export 1 6 7 41 . 2 

Total 17 100% 

7 . 3 The Personnel 

(Refer Tables B. 1 to B. 5, Question 10) 

The following table indicates that the person most responsible for 

product management and development in companies of the s ampl e was the 

chief exec ut ive of the company . 

Table 6 

Product Management Responsibility 

Product Manager 

Marketing Manager 

General Manager (or Chief 
Executive) 

Technical Manager (i . e . Research 
& Development or Quality 
Control Personnel) 

Total 

n 0/ 
lo 

4 16 . 7 

4 16 . 7 

13 54 . 2 

3 12 . 5 

24 100 % 

Classification of manager by his age grouping at the time of 

interview indicated that many managers responsible for the product 

and its development were quite young (less than 40 years of age) as 

indicat ed in Table 7 . 
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Table 7 

Age of ResEondent bi Title of ResEonsibiliti 

Years Total 

20- 29 30- 39 40- 49 50- 59 60- 69 n % 

Marketing Manager 2 1 1 4 16 . 7 

Chi ef Executive 2 2 5 3 1 13 54 . 2 

Product Manager 1 3 4 16.7 

R & D Manager 1 1 4 . 2 

Product Development 
or Quality Control 1 1 2 8 . 3 

Total 6 8 6 3 1 24 100% 

The person most responsible for the product function in the company 

had been in that position fo r less than thr ee years in the majority of 

cases (55%) . In most instances, the person ' s immediate previous job was 

with the same company , especially in the case of medium and large firm 

classifications . Fifty- nine per cent of the executives interviewed had 

tertiary education qualifications . The success of any product depended 

to a large degree on the personnel who directed its development in a 

majority of responding firms (59;) . Of companies that gave this response, 

54 per cent were classified as small firms . 

7 . 4 The DeveloEment 

(Refer Tables B. 26 to B. 47) 

All companies in the sample had developed a new product and 81 per 

cent had experienced a product failure . The influence of technology on 

the deve lopment of products in the majority of companies (48 %) was high . 

There was evidence (in 43 per cent of companies) that ~ emphasis was 

placed on systematic product development but this was nei ther particularly 

heavy nor particularly low . Of these companies , 60 per cent were from 

the small business classification. The majority of executives (57%) 

felt their company ' s product policy was one of being innovators in 

product development . Ninety-two per cent of the executives who made 

this statement were in the small or medium classification of firms . 
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? . 4 . 1 Ma jor Variables fo r Successful Product Development 

Respondents were asked to give their opinions a s t o what 

they considered to be of importance to successful product devel opment 

i n their company . Table 8 shows the major responses in terms of the 

first two var iables mentioned by each respondent . 

Table 8 

Major Var iables for Successful Product Development 

n % 

Consumer research/knowl edge of the consur.ier 7 21 . 2 

A uni que product 6 18 . 2 

Consumer demand for t he product 4 12 . 1 

Attitude of company senior management 3 9 . 1 

Good idea generat ion and evaluation 3 9 . 1 

Staff mar ket ing and/or development strength 4 12 .1 

Good communication between mar keting and 
technical staff 2 6 . 1 

Price of the product 2 6 . 1 

Packaging of the product 2 6 . 1 

Total 33 100 % 

It should be noted that responses to question 29 ( "Do your ideas 

of these major factors differ from your company ' s objectives") were 

nearly all "no" . One respondent f e lt his company should carry out 

formal planning where they did not at t he time of intervi ew. 

Respondents also evaluated sever al variables according to their 

importance to successful product development in the respondent ' s own 

company . These are e valuated in section 7.5 of this chapter and also 

in Tables B. 28 to B. 46 of Appendix B. In summar y , however, i t is 

interesting to note fror.i the f requency analysis the results in Tables 

9 and 10 . 

Table 9 indicates that company strength and knowledge i n market ing 

and in technology were s een to be i mportant t o successful product 

development , all the while guided and supported by company seni or 

management . 



Table 9 
( 1 ) 

Highest Summary Variables Considered to be Important 

to Successful Product Development 

Experienced marketing staff 

Senior management support 

Communication between technical and 
marketing employees 

The presence of a company marketing 
policy 

A sound technical knowledge by the 
product manage r 

% of companies 
indicating i mportance 

95 . 8 % 

95 . 6 % 

95 . 5 % 

91 . 7 % 

91 . 3 % 

(1) Important = Very important ~ Quite important + Important, 
from the Likert scale measurement 

Table 10 presents the variables given least importance to successful 

product development . Government assistance was certainly o_n its own as 

to the lowest percentage of respondents indicating importanc e (17%) . 

Two variables in particular - use of continuous market research and 

heavy product promotion - often represent large company expenditures in 

relation to new products and are important ingredients in the marketing 

function . 

Table 10 

Lowest Summary Variables Considered to be Important 
( 1 ) 

to Successful Product Development 

Heavy Product Promot ion 

A good economic environment 

Use of continuous market research 

Shortage of resources 

Employees hired for their creativity 

Government assistance 

% of companies 
indicating i mporta nce 

66 . 6 % 

60 . 9 % 

60 .0 % 

58 . 5 0/ 
lo 

56 . 5 % 

17 . 3 % 

(1) Important = Very important + Quite important + Important , 
from the Likert Scale measurement 
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7 . 4 . 2 Major Reasons for Product Failure 

The major reasons for a product failure in the company are 

summarised in Table 11 . Eighty- one per cent of responding companies 

had experienced a product failure . 

Table 11 

Reasons for Product Failure 

Failure of the product to fill a consumer 
need 

1·1arket segment was too small to support 
the product 

Shortage of raw material 

Insufficient planning 

·:/rong time of launch 

Lack of senior management support 

r:::'otal 

n % 

4 

3 

3 
2 

2 

2 

16 

25. o 

18 .8 
18 . 8 
12 . 5 

12. 5 

12 . 5 

·100 % 

Other reasons given(but only by one respondent each) were in reference 

to promotion in the wrong segment of the market , poor product packag­

ing , too difficult to produce the product, or too high a product 

price . Many of these variables presenting reasons for product failure 

relate to a lack of consumer knowledge on the part of the New Zeahnd 

company . 

7.5 Attitudes to Important Variables for Successful Product Development 

(Refer Tables B. 28 to B. 46) 

As explained in Chapter Four , a number of variables repeatedly 

found in the literature as being related to successful product develop­

ment were selected and used in this study . Eighteen variables were 

listed and respondents were asked to assess the degree to which the 

items were important for successful product development in their 

company. 

The analysis of the frequency of responses for these variables as 

shown in Appendix B, gave only an indication of the percentage of 

responses on each of the points of the Likert scale for any one variable . 

In order t o make a more meaningful analysis as to which variables give 



a common measure of relevance to successful product deve lopment , the 

mult ivariat e technique of factor analysis was used . 

Generally , factor analysis is defined as "a multivar iate statistical 

technique that addresses itself to the study of interrelationships 

among a total set of observed va r iables ''. 2 The general purpose of 

factor techniques is to find a way of summar izing the infor mat i on 

given by several original variables into a smaller set of composite 

f actors· with minimum loss of information . 3 

Table 12 presents the princ~pal component matrix. Factor l oadings 

f or six fact ors are shown a s det ermined by observation of the e igen­

values . Table 13 ident ifies the s ignificant factor loa dings after 

rotat ion and is the basis for interpreta tion . 
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Table 12 

Initial Factor Loadings Mat r ix : PrinciEal ComEonent Solution 

Variabl e Factor Factor Factor Fact or Factor Factor Communality 
1 2 3 4 5 6 

- Good relations 
in market 
place . 03 . 04 . 38 . 24 -. 02 -. 14 . 45 

Experienced 
mar ket ing staff . 27 . 24 . 54 . 10 . 63 . 02 . 77 

- A R & D section 
in the company . 74 . 02 . 14 -. 03 - .30 . 05 . 82 

- Employees hired 
for their 
creativity • 7) . 12 . 39 . 04 -. 03 -. 17 . 86 

- A good economic 
environment . 12 -. 79 -. 32 . 38 . 16 -. 14 . 88 

- Government 
assistance . 47 . 03 . 07 . 48 -. 02 -. 13 . 74 

Shortage of 
Rel evant 
Resources . 68 -.00 -. 10 -. 04 . 10 -- 33 . 73 

- A strong need 
in the 
marketplace . 48 -. 62 -. 05 . 12 - . 05 . 10 . 88 

- Constant idea 
generation . 81 . 02 -. 07 -- 39 -. 25 -. 03 . 92 

Senior manage-
ment support . 89 -. 25 . 07 -. 28 -. 10 . 10 . 94 

- A company market 
policy . 49 . 56 - . 18 - . 113 . 05 -. 29 . 80 

Availability of 
finance . 39 . 52 -. 07 . 60 -. 23 . 07 . 89 

- Longterm 
planning . 45 . 67 -. 36 . 07 • 11 . 06 . 91 

- Heavy product 
promotion . 27 . 42 -. 50 .oo . 22 . 26 . 69 

Personality of 
product manager . 40 -. 36 - . 15 -. 24 . 32 -. 18 . 79 

Sound technical 
knowledge • 71 -. 28 . 33 . 16 -. 02 . 28 . 81 

- A unique 
product . 66 - . 21 -. 42 . 05 . 22 . 25 . 74 

Communication -
technical & 
marketing . 07 . 15 . 49 -. 23 . 13 . 24 . 60 

Eigenvalue 
(sum of 
squares) 5 . 66 2 . 88 2 . 04 1 . 57 1 . 14 1 . 01 

Varianc e 
summarised 31 . 5 16 . 0 11 . 4 8 . 7 6 . 3 5 . 6 

Cumulative 
variance 31 . 5 47 . 5 58 . 8 67 . 5 73 . 9 79 . 5 



Table 13 

Ma jor Factor s : Var imax Rotated Principal Factors 

Variable Factor 
1 

- Experienced 
marketing staff 

- A R & D section 
in the company . 76 

- Employees hired 
for the ir 
creativity . 67 

- A good ec onomic 
environment 

- Government 
assistance 

- Shortage of 
relevant 
-resources 

- A strong need 
in the 
marketplace 

- Constant idea 
generation . 86 

- Senior manage-
ment support . 92 

- A company 
market policy 

- Availability 
of finance 

- Long term 
planning 

- Heavy product 
promotion 

- Sound technical 
knowledge . 68 

- A unique 
product 

- Communication -
technical and 
marketing 

- Variance 
Summarised 

- Cummula ti ve 
Variance 

Factor 
2 

. 57 

. 77 

. 78 

21 . 2 

64. 6 

Factor 
3 

. 92 

. 61 

13 . 5 

78 . 1 

Factor 
4 

.80 

9. 9 

88 .o 

Factor Factor 
5 6 

. 87 

. 52 

. 50 

4. 9 

95 . 1 100 . 0 

l) ( 

Communality 

. 83 

. 67 

. 84 

. 94 

. 47 

. 59 

. 65 

. 89 

. 96 

. 70 

. 85 

. 80 

. 61 

. 80 

. 77 

. 40 
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Five factors that describe successful product development were 

l abelled and are defined in Table 14 . The f a ctors explained 95 per 

cent of the variance of the six rotated factors and therefore can 

be said to describe attributes of successful product development 

fairly well . Only one variable showed a significant factor loading 

on the sixth factor and it was decided that the most meaningful inter­

pretation was to be made from the first five factors . 

The factors were quite easy to label but it should be noted that 

such labels have no significance other than their convenience. The 

importance lies in the concepts shown by the particular combination of 

variables . 

Factor one, "innovative and technological company orientation", 

is described by such variables a s a research and development section 

in the company; employees who a re hired for their creativity; 

constant idea generation; a sound technical knowledge ; and a high 

factor loading fo r senior management support for new product develop­

ment . Many of these a re considered to be basic parts of the product 

development process (Chapter 2 .1), particularly creativity, idea 

generation , and technological knowledge . It is interesting that 

senior management support is one of the strong dimensions in this 

factor . 

The second factor describes many of the variables that the 

company in general contributes to successful product development and 

can therefore be labelled "supportive company structure". Long term 

planning by the company and heavy product promotion have particularly 

high loadings . 

The variables in factor three can be interpreted a s referring to 

"consideration for the consumer". A good economic environment suggests 

that if consumers have disc retiona r y income and a comfortable standard 

of living they are able to support new product development . A strong 

need in the marketplace is a descriptive variable referring again to 

the consumer's wants and product uniqueness is important in identifying 

the consumer market segment. 

Fact or four consists of two variables which can best be described 

a s "security for development" . The two variables were government 

assistance and availability of finance . 



Table 14 

Major Factors Defined 

Factor 

1 . Innovative and technological company orientation 

A research and development section in the 
company 

Employees hired for their creativity 
Constant idea gener ation 
Senior management support for new product 

development 
A s ound technical knowledge by the product 

manager 

2 . Support ive Company Structure 

Presence of a general company marketing pc ~ icy 
Longterm planning by the company 
Heavy product promotion 

3. Consideration for the consumer 

Good economic environment 
A strong need in the market place 
A unique product (not a copy) 

4 . Security for development 

Government assistance 
Availability of finance 

5. Well - rounded company mar keting 

Experienced marketing staff 
Communication betwe en technical and marketing 

employees 

(1) Varimax Rota ted Principal Factors 
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factor 
loading(1 ) 

. 76 

. 67 

. 86 

. 92 

. 68 

. 57 

. 77 

. 78 

. 92 
· . 61 
. 56 

. 58 

. 80 

. 87 

. 50 
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Factor five also is a composite of two variables . Experienced 

marketing staf f and communication between technical and marketing 

employees indicated that marketing was important to new product 

development but also that the marketing effort encompassed more than 

a token position in the development process . Therefore the factor 

level of "well - founded company mar keting" seems descriptive . 

In summary , the five factors are mentioned in order of their 

importance in accounting for the .total varianc e and cummulative variance 

in the analysis . Collectively these five factors account fo r 95 per 

cent of the variance from company executive ' s rating of the eighteen 

variables according to importance for successful product development 

within their own company . Factor one, innovative and technological 

company orientation, accounts for 43 per cent of that total variance . 
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FOOTNOI'ES 

CHAPTER SEVEN : Summar y of Resul t s 

1 . Cleland and Earle, private communication , Januar y , 1980 . 

2 . Wells and Sheth, p . 213 . 

3. Hair, et . al . , p . 218 . 



CHAPI'ER EIGHT 

CONCLUSIONS AND RECOMMENDATIONS 

8 . 1 Pr a ctices of Product Development 

'!2 

Product development is the process by which companies bring a new 

product to the marketplace and it can involve changes in either the 

product, the market or both. There is little doubt that product 

development is not only relevant but vital to the food industry in 

New Zealand and evidence indicates that there is a great deal of product 

activity within New Zealand food companies . 

The purpose of this research was to identify current methods of 

product development , both generally and in New Zealand in particular, 

and to evaluate current New Zealand practices in relation to product 

development in the fo od industry . A further obj ective was to isolate 

those factors that contribute to success and to failure in product 

development . The work focused on three topics : planning, systems and 

management . 

Planning is a management function involving the best use of 

resources to achieve specific company, department and product objectives . 

Planning for product development emphasizes knowledge in the a reas of 

design, technology and marketing and co-ordination of company resources: 

it gives direction to both the developmental process and the systems 

used to manage it . 

There is a recognised process of product development which above 

all is an orderly arrangement of developments toward a specified 

ob jective. There are different types of processes but each requires 

both ac tive and passive skills . The active skills of the process 

include planning, exploration, screening, analysis, development , 

testing and commercialization. The passive skills are relat ed to 
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essential knowledge and fall into one of three specific areas : design 

creativi t y , technology and marketing . Some of these skills may not 

exist within the company, even the largest one . Management therefore 

must select the process appropr iat e to its own company and co- ordinate 

the activities of the development process . 

There a re four general types of management organisation for product 

development, each adaptable to companies of different size and structure . 

Organisation specifically for product development means a commitment on 

the part of management to a product development programme and this 

commitment i s directly related to successful product development . 

There is a high failure rate in the proc ess of product development . 

To minimize losses it is important that management recognize the 

variables relevant to success or failure and to incorporate this 

knowledge into the evaluative criteria for each phase of the company ' s 

product development system . 

Against this background of product development as it is genera lly 

understood and practiced, the research indicated areas of strength and 

weakness in product development in the New Zealand food industry . 

Planning in the companies examined did occur, most often on a short 

term (one year or less) basis , but planning was rarely a formal 

exercise extending to levels other than the general company level . 

Most companies indicated that the product policy was one of innovation . 

This innovation was not necessarily the result of structured produc t 

planning and this point is reinforced by the low emphasis placed by 

companies on systematic development . 

The development process , in the sense of an orderly arrangement 

and management of activity , hardly exists in the New Zealand food 

industry . Although the survey showed that there was considerable 

pr oduct activity in the food industry, this activity was not seen by 

companies as part of a complete, active process from idea exploration 

to product launch . There was less emphasis placed on idea generation , 

evaluation, and consumer testing than on technological input and 

commercialization. Among the active skills, product development 

did not merit high priority in terms of company resources 

such as time and personnel . This was evidenced by the relatively 

young ages of those in control of product development decisions and 

the fact that in the majority of companies interviewed the product 



function was carried out by a single executive whose mai n responsibil ity 

in t he firm was some other function , i . e ., general manager . 

In terms of passive skiJJs - knowledge of design , t echnology and 

marketing - there was clear evidence of the importance placed on 

technology and laboratory work, and the successes att r ibutable to this 

emphasis, but there was considerably l ess importance attached to 

creat ivity of products . Creativity and innovation were s een to be 

skills t hat simply happened ; there was no awareness that these skills 

might be managed . 

Management i n the product development area was most frequent l y the 

responsibility of one person and r arely was his title or function as 

specific as ' product manager '. There was no evidence of product 

development departments or committees or t eams for t he management of 

new product development . 

Personnel have had an important impact on product devel opment in 

the companies i nterviewed . This impact wa s more in terms of dedication 

to the product rather than a par ticular knowledge or expertise in one 

a rea and is not contrary to the conclusion that personnel r esponsible 

for these decisions were young, inexperi enced and in many instances 

were chiefly preoccupied with another role in the company . 

8 . 2 Attitudes to Product Development 

In addition t o reviewing general practices in product development 

and current pr act i ces in New Zeala nd, the res ea rch measured executive ' s 

attitudes towards this i mportant business function . When thes e attitudes 

were measured against generally a ccepted practices and agains t specific 

New Zealand practice~ two key observations were made. Firstly the New 

Zealand food product development managers did not find a ll of the 

variables from overseas to be important to their company. And secondly , 

although the research revealed some correlation between percept ion and 

conduc t of the function , it also indicated several important 

discrepancies between the manner in which s uccessful product develop­

ment is perceived in this industry and the manner in which i t is 

practiced . 

Assessment of e ighteen variables were correlated and reduced 

through fact or analysis to five descriptive factors whi ch provided a 

subjective description of groups of variables regarded by management 
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as being relat ed to successful product development . In other words, 

each variable in a given group implied a similar concept within the 

same dimension . These dimensions made sense to and have meaning for 

managers and are close to what they actually thought about the function . 

The following five factors are what New Zealand product management 

in the fuod industry thought was important for product development 

success : an innovative and technological company orientation; a 

supportive company structure ; consi ~eration for the consumer; 

security for development ; a well-rounded company marketing emphasis. 

It is when these five important perceptions were measured against 

practices as understood from overseas literature and actual New Zealand 

practices that certain omissions, correlations and discrepancies were 

revealed . 

First consider the omissions because they reveal the uniqueness 

of the New Zealand business environment and reflect on its past 

patterns . Taken together, the five factors only account for fifteen 

out of the eighteen generally accepted variables . The three regarded 

as being non- significant were : good relations in the mar ket channels, 

shortage of relevant resources and personality of the product manager. 

These reflect the fact that the New Zealand food industry has 

produced essentially for a domestic market, largely protected from 

competition, and stable external markets . Operating in a small 

country and through established overseas channels, there was no 

necessity for New Zealand businesses to emphasize good relations in 

the market channels . Understandably, a strong sales and distribution 

emphasis were not significant factors in product success . Nor was 

there a shortage of relevant food raw material . The personality of 

the product manager was not important when he was , as in most cases , 

the only person involved in product development and when co-ordination 

between several development phases was not practiced. 

It is suggested, however, that at a time when the New Zealand 

food industry places added emphasis on the development of new markets , 

these three variables may become significant for s ucc ess in product 

development. Some of the export potential exists in markets where 

strong competition also exists, where distribution is a problem, and 

where regular supply of the product may be critical for securing and 



maintaining an adequat e market share . 

Turning to the variables tha t were considered to be important 

by New Zealand manage~, several observat ons should be made about 

what was perc eived and what was actually pr actic ed. 

Managers believed that an innovative and creative approach was 

required for successful product development . Although there was 

evidenc e to show that companies in the food industry were strong in 

some aspects of technology, there was little evidence to indicate 

that innnovation was encouraged or structured and emphasis on 

creativity was low . The research did not indicate organised inter­

action between technical , creative and marketing activities . 

Managers indicated that there was a need for a supportive company 

structure . The research indicated that the person responsible for 

product development decisions was a chief executive in many instances 

and this represented an important supportive variable. The research 

also indicated that personnel involved in product development were 

generally young and relatively inexperienced in the techniques of 

the company . Company planning, another supportive variable , was 

carried out at the company level and over the short term but there 

was little formal planning activity at the product level or for the 

longer term. 

Knowledge of the consumer was regarded as a variable important 

to successful product development , as were recognizing the importance 

of a unique product and identifying a need in the market place . 

Nonetheless , products for export were generally the same as those 

produced for the domestic mar ket and these in turn were often copies 

of products developed by other companies operating externally . Also 

the reasons given by managers of the New ZeaB.nd companies for specific 

product failures in their companies were basically relat ed t o a lack 

of knowledge of the consumer market. 

Security for development was cons idered t o be a requirement for 

success and basically this refe rred to financial security and govern­

ment support . This factor was emphasized by the smaller companies in 

particular . However, at the point of this survey, the results showed 

that government support was not a contributing variable to the companies' 

product development . 



77 

The perceived marketing requirement for successful development 

is best described as being well-rounded, encompassing many asp ec ts of 

the proc ess. The research showed that there were considerabl e marketing 

skills i n the companies studied. But there were indications that 

marketin6 practices were weak i n rela tion to knowledge of the consumer, 

determination of the new market potential and n ew product development. 

8.3 Recommendations 

These conclusions indicate both st:re.ngths and weaknesses in 

current pr actic es of new product development in the New Zealand fo od 

industry. They are based on a small r andom sur vey . A much more 

comprehensive study will be needed in order to determine if these 

conclusions a re valid for the industry as a whole . In the interim, 

the following recommenda tions a re offered as possible ways to improve 

the success of product development for domestic markets but importantly 

a lso for the development into export mar kets which is currently stressed 

in New Zealand industry . 

management should formally plan product development 

as a regular par t of company activities ; 

product develoµnent should be regarded a s an organised 

and structured process; 

businesses should develop management systems emphasizing 

full ultiisation of personnel, including an integrated 

development approach ; 

companies, especially smaller ones, should make use of 

skills outside of the company but manage the whole 

process themselves; 

innovation and creativity should be regarded as an 

integral part of the development; 

special att ention should be paid t o consumer research 

in relation to product design, testing and development; 

and 

management should undertake regular and methodical 

eva l uat ion of new products at each stage of the develop­

ment process. 

Marketing in genera l was not part of the purpose or design of 

the present research . It was an assumption that marketing was an 
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established part of the New Zealand company structure but the research 

indicated that there were many instances where this was not true. The 

role of marketing generally in the food industry could b e a sub j ect 

for further investigation. 

Finally , the full potential of the product development function 

for New Zeaand companies will only be achieved when management 

realizes its value and undertakes to plan its activity . This will 

require an allocation of resources. To be effective, management must 

be able to relate product development processes to company performance . 

Some way should be found to objectively relat e product research and 

development to standard performance indices such as return on invest­

ment, sales, profit increase, or product share of the mar ket. Develop­

ing a technique. for objective evaluation such as this could be the 

subject of further study . 
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APPENDIX A 

A STUDY OF PRODUCT DEVELOPMENT AMONG SELECTED COMPANIES 
IN THE NE'W ZEALAND FOOD I NDUSTRY 

1978 

So 

This questionnaire is to b e completed by the Marketing Manager or 

person mainly responsible fo r product management within your company . 

1. Company Name: 

2 . Your job title : 

3. How long (months/years) have you held this position? 

4. Before you acc ept ed this position what was your j ob titl e and was 

this in your present company or some other? 

Previous j ob title : ----------------------------------------

For which company : 

5. What is your highest education level? Please def ine the area if 

it is applicable , e . g . New Zealand Certificate of Sci ence, Food 

Science 

e . g . B. B. S ., Personnel Administration 

6. Please indicat e your approximat e age : 

20 - 29 0 
30 - 39 D 
40 - 49 0 
50 - 59 D 

60+ D 



COMPANY DATA 

Procedure : Tick one response or give numb ers where applicable . 

7. Nature of Company : Private 0 or Public 0 
8. Number of employees fo r all New Zealand : 

9. Shareholding : New Zealand Overseas 

(a) Ownership : (TICK ONE) 

- wholly 0 D 
- major ity D D 

(b) Control: (TICK ONE) 

- wholly family 0 D 
- maj or ity family D D 
- wholly non- family 0 D 
- maj ority non- family D D 

(c) Shareholders : (TICK ONE) 

- large number D D 
- small number D D 

10 . In the space provided, please indicat e general lines of authority 

that exist in your company by making an organizat i onal flow chart 

for your division . For exampl e: 

Sales Manager 

General Manager 

Mar ketiJg Director 
I 

Product Manager 
Line A 

Product Manager 
Line B 

A 
.1 

ssistant 

Mar keting Advertising 
Services 
Manager 

I 
Market Analyst 



11 . Does your company try to achieve an overall objective 

fo r any one year? 

for any 3-5 year period? 

PRODUCT DATA : 

Yes D 
Yes 0 

No 0 
No 0 

12 . What is/are your basic product type(s)? 

13. Which of the following describe your product lines? 

(TICK ALL THAT APPLY) 

D bottled D meat 

0 canned D fish 

D frozen D cereals 

D baked D vegetables 

D dried D fruit 

0 chilled D drinks 

0 fresh D dairy 

D other (specify) D other (specify) 

14 . What are the brand names for your main product lines? 

1. 

2 . 

~!-----------------------------------------------------------
4. -------------------------------------------------------------
5. -------------------------------------------------------------
6. 



15. Which of the following buy your main product lines? 

(TICK ALL THAT APPLY) 

D 
0 

caterers 0 institutions 

other processors 

[] others (specify) 

D households 

16. Draw lines on the map below to indicate your market areas for your 

main product lines . 

IF MARK.EI' AREA IS ALL OF NEW ZEALAND, TICK D 
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17 . What is the approximate market share in New Zealand for each of 

your main product lines . 

Pr oduct Line % of mar ket Would you say the 
(eg : canned s oups ) held by this product compet ition for this 

line in your mar ket region ~roduct line was : 
TICK ONE TICK ONE 

10% 10- 24% 25- 50% 51- 75% 75% Strong Weak None 

D D D D D D D 0 
D D D D D 1=1 D D 
D D D D D D D D 
0 D D D D 0 D D 
D D D D D D 0 D 
D D D D D D D D 
D D D D D D D D 
D 0 D D 0 D D D 
D D D D D D D 0 
D D D 0 D D D D 

18 . Which of the following describe your product lines fo r export? 

(TICK ALL THAT APPLY) 

D bottled 

0 canned 

D frozen 

0 baked 

D dr i ed 

0 chilled 

0 fresh 

[] other (specify) 

D 
D 
D 
D 
D 
0 
D 
D 

meat 

fish 

cereals 

vegetables 

fruit 

dr inks 

dair y 

other (specify) 
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19. What is the longest period of time you have been exporting a 

product line? 

Which line? 

20 . What is the shortest period of time you have been exporting a 

product line? 

Which line? 

21 . Approximately what percentage of your total manufacturing sales is 

from export? (an estimate will do) 

-------------------------------- --~ 

22 . Does your company evaluate its product mix regularly? 

Yes 0 No 0 Don ' t know 0 
23 . Does your company work out the percentage of its sales according to 

the product mix? 

Yes D No D Don ' t know D 
24 . Does your company make plans to add products and/or drop products? 

Yes D No 0 Don 1 t know tJ 
25 . Which of the following best describes your general company policy? 

(TICK ONE) 

[] We are usually innovators in product development . 

[] We generally wait to adopt proven products , designs or 

ideas . 

CJ We have well established products and usually have no 

need to change them. 



86 

26 . For the following questions please indicate your personal opinion 

by ticking the box that most nearly shows your response . 

Procedure: 

TICK ONE RESPONSE FOR EACH ALTERNATIVE. 

FOR EXAMPLE : 

My own marketing knowl edge is 

(high/medium/low) : 

As a company policy our company 

places (high/medium/low) emphasis 

on mar ket i ng : 

Our company emphasizes policy of 

creativity in product development 

to a (high/medium/low) degree : 

Technology has a (high/medium/low) 

influence on the development of 

products within our company : 

Research and development has a 

(high/medium/low) emphasis in our 

company policy : 

D 

D 

D 

D 

0 

The success of any one of our products 

depends iD a (high/medium/low) degree 0 
on the personnel who di rect its 

development : 

Our company places (high/medium/low) 

emphasis on systematic product 

development : 
D 

Medium Low 

D D 

0 LJ 

0 0 

D D 

D 

D D 

D D 
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27 . Consider the following factors and assess, in your opinion, the 

degree to which they are important for successful product 

development in your company . 

Procedure : 

CIRCLE THE POINT ON THE SCALE THAT CORRESPONDS TO YOUR 
OPINION. 
FOR EXAMPLE: If you feel that a good sales force is fairly 
important to successful product development you would circle : 

very 
important undecided 

not at all 
important 

G 
If it is not particularly important to s uccessful product 
development, you would circle : 

not at all very 
important undecided important 

, ' Importance ' • 0 ' • in successful product development 

constant idea generation 

senior r.lanagement support 
for new product develop­
ment 

presence of a general 
company marketing policy 

availability of finance 

long- term planning by 
the company 

heavy product promotion 

personality of the 
product manager 

a sound technical knowledge 
by the product manager 

very 
important 

' very 
important 

very 
important 

very 
important 

very 
important 

very 
important 

very 
important 

very 
important 

undecided 

undecided 

undecided 

undecided 

undecided 

undecided 

undecided 

undecided 

not at all 
important 

not at all 
ir.1portant 

not at all 
i mportant 

not at all 
important 

~ I 

not at all 
important 

not at all 
important 

not at all 
i mportant 

not at all 
important 
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PLEASE CONTINUE TO CONSIDER THE FOLLOWING FACTORS AND ASSESS THE 
DEGREE TO WHICH THEY ARE I MPORTANT FOR SUCCESSFUL PRODUCT DEVELOPMENT 
IN YOUR COMPANY . 

Importance in successful product development 

a unique product 
(not at copy) 

communica tion between 
technica l a nd marketing 
employees 

good relations in the 
mar ket channels 

experienced marketing 
staff 

a research and develop­
ment section within the 
company 

employees who have been 
hired for their creativity 

good economic 
environment 

government assistance 
in product development 

shortage of relevant 
resources 

use of continuous 
market resea rch 

a strong need in the 
mar ket plac e 

very 
important 

very 
important 

very 
important 

very 
important 

very 
importa nt 

very 
important 

very 
important 

very 
important 

very 
important 

very 
important 

very 
important 

undecided 

undecided 

undec ided 

undec ided 

undecided 

undecided 

undecided 

undecided 

undecided 

undecided 

undecided 

not at all 
important 

not at all 
important 

not at all 
important 

not at all 
important 

not a t all 
important 

not at all 
i mportant 

not at all 
i mportant 

not at all 
important 

not at all 
i mportant 

not at all 
i mportant 

not at all 
i mportant 
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For the following section of questions , please give your own 

personal opinions in the responses . Remember that the informa­

tion from this questionnaire will serve as a basis for our 

discussion and will not be seen by anyone else. 

28 . What do you consider to be the major factors that are important 

to successful product development? (Approximately five will do) . 

29 . In what way do your ideas of .hese major factors differ from 

your company ' s objectives? 

30. Have you ever experienced a product failure (either in develop­

ment or in the marketplace)? 

Yes D No O Don ' t know 0 
If Yes : \-/hat , i n your opinion, was the main cause of the failure? 

THANK YOU FOR TAKING THE THIE TO HELP ME WITH MY RESEARCH . 

SANDY \VEST 



APPENDIX B 

TABLES OF QUESTIONNA IRE RESULTS 

Introduction to the questionnaire results : 

The following section outlines the resu l ts of the questionnaires 

completed by ea ch company executive who had the most responsibility for 

the marketing/ product f unction . Tables are in the f orm of percentage 

of responses to each alternative asked . For a more meaningful 

representation the companies were subdivided according to size by 
1 2 number of employees ' and thus 

small companies = 0- 99 employees 

medium companies = 100-999 employees 

lar ge companies = 1,000+ employees 

In the t ables, the number representing ea ch i tem is repre s ent ed by ' n ' 

and will vary a ccording to the correct (i . e . usable3) responses to that 

quest i on . Fi gures are rounded to the nea rest tenth percentage and in 

some ca ses do not equal exact ly 100 per cent . 

FOOT NOTES 

1 . Love, R. N., Report on Development Progr ammes f or t he Small 

Business Sector , MEDC, Massey University, New Zealand, 

( November, 1977), p . 4. 
2 . Devlin , M.H., LeHeron , R. B., Report to the Development Finance 

Corporation on Dimensions of New Zealand Small Business , 

Massey Univers ity, New Zealand , (December , 1977), p . 6. 

3. In some instances executives were not prepared to divulge 

information which they felt was confidential . 
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TABLE B.1 

Title of Person in the Firm Most Responsible for 
the Product Development Q. 2 

Company Size Total 

Small Medium Large n % 

Marketing Manager 2 2 4 16 . 7 

Product Manager 1 3 4 16 . 7 

R & D Manager 1 1 4 . 2 

Product Development Manager 1 1 2 8 . 3 

Managing Director 4 2 6 25 . 0 

General Manager or Assistant 4 1 2 7 29 . 2 

TOTAL 24 100% 

TABLE B. 2 

Length of Time in this Present Company Position Q. 3 

Company Size Total 

Small Medium Lar ge n % 

Less than one year 2 2 4 17 . 4 

One year 2 3 5 21. 7 

Two yea rs 2 2 4 17.4 

Three years 2 2 8 . 7 

Four years 1 1 4 . 3 

Fi ve years 1 1 2 8 . 7 

Six to ten years 2 1 3 13 . 0 

Great er than 10 years 1 1 2 8 . 7 

TOTAL 23 10(% 



TABLE B. 3 

Previous Job Was With Which Company Q. 4 

Company Size Total 

Sma;n Medium Large n % 

Same Company 3 6 4 13 59 . 1 

Other Company 6 2 1 9 40 . 9 

TOTAL 22 100% 

TABLE B. 4 

Highest Education Level Q. 5 

Company Size Total 

Small Medium Large n % 

School Certif i cate 1 1 2 9 . 1 

University Entrance 2 3 2 7 31 . 8 

University Degree 3 2 3 8 36 . 4 

Postgraduate Degree 1 1 2 9 .1 

Professional Diploma 3 3 13 . 6 

TOTAL 22 100% 
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TABLE B. 5 

Age of Respondent Q.6 

Company Size Total 

Small Medium Large n % 

20- 29 years 1 3 2 6 25 . 0 

30- 39 years 4 3 1 8 33 . 3 

40- 49 years 3 3 6 25 . 0 

50- 59 years 1 2 3 12 . 5 

60- 69 years 1 1 4 . 2 

Tar AL 24 100% 

TABLE B. 6 

Nat~re of the Company Q. 7 

Company Size Total 

Small Medium Large n % 

Private 9 3 12 50 . 0 

Public 4 6 10 41 . 7 

Co- operative 1 1 4 . 2 

Statutory Board 1 1 4 . 2 

Tar AL 24 100% 



TABLE B. 7 

Shareholding Q.9 

Company Size 

Small Medium Lar ge 

Owned whole N. Z. 9 6 4 

Owned whole outside N. Z. 2 1 

Control Family 6 1 1 

Control Non Family 3 3 4 

Large number shareholders 1 5 6 

Small number sha reholders 6 3 

TABLE B. 8 

Company Objectives 

Company Size 

Small Medium Lar ge 

Set for one year ahead 

Set fo r long period 

7 

2 

6 

7 

6 

3 

Total 

n % 

19 86 . 4 

3 13 . 6 

22 100% 

8 44 . 4 

10 55 . 6 

18 100% 

12 57 . 1 

9 42 . 9 

21 100% 

Total 

n 

19 

12 

Of the 22 companies who responded to this question 86 . 4 per cent 
said their company set objectives for one year periods . 
54 . 5 per cent said their company set ob j ectives fo r a longer 
pe r iod , to five years . 
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TABLE B. 9 

Basic Product TyPes Q. 12 

Company Size Total 

Small Medi um Large n % 

Beverage 1 1 4 . 2 

Condiment 1 1 2 8 . 3 

Canned Foo ds 1 2 1 4 16 . 6 

Fish 1 1 4 . 2 

Meat 3 3 12 . 5 

Chicken 1 1 4 . 2 

Fr uit 3 1 4 16 . 6 

Dr y Goods 1 1 2 8 . 3 

Cakes 1 1 2 8 . 3 

Cereals 1 1 2 8 . 3 

Essences 1 1 4 . 2 

Frozen Foods 1 1 4 . 2 

TITTAL 24 100 % 

TABLE B. 10 

Description of Produc t by Production Processes Q. 13 

Company Size Total 

Small Medium Lar ge n % 

Bottled 3 3 3 9 17 . 3 

Canned 4 4 3 11 21 . 1 

Frozen 3 1 6 10 19 . 2 

Baked 1 2 2 5 9 . 6 

Dried 2 5 2 9 17 . 3 

Chilled 2 2 3 . 8 

Fresh 2 1 3 6 11 . 5 

TITTAL 52 ( 1 ) 100 % 

( 1) Respondents could select mo re than one response . 
Percentages represent a ll responding companies . 



TABLE B. 11 

Description of Product by Raw Material Q.1 3 

Meat 

Fish 

Cerea ls 

Vegetables 

Fruit 

Drinks 

Dairy 

Other 

T0I'AL 

(1) Respondents 
Percentages 

Company Size 

Small Medium Large 

1 2 5 

1 1 2 

3 3 1 

1 2 3 

2 3 2 

3 4 1 

1 

4 1 

could select more than one response . 
represent all responding companies . 

TABLE B.1 2 

Who Buys the Main Product Lines? Q. 15 

Company Size 

Small Medium Large 

Cat erers 7 5 4 

Institutions 5 6 5 

Households 7 7 6 

Other processors 6 3 3 

T0I'AL 

Total 

n % 

8 17. 0 

4 8 . 5 

7 14. 9 

6 12 . 8 

7 14 . 9 

8 17. 0 

1 2 . 1 

5 10 . 6 

47 ( 1 ) 100 % 

Total 

n % 

16 25 . 0 

16 25 . 0 

20 31 . 2 

12 18 . 8 

64 ( 1 ) 100 % 

(1) Respondents could indicat e one or all alternatives . 
Percentages represent all responding companies . 



TABLE B. 13 

Maj or Mar ke t Areas f or Main Product Lines Q. 16 

Company Size Total 

Small Medium Large n % 

All New Zealand 7 8 4 19 79 . 2 

Top of South Isl and 
( 1) 

1 1 4 . 2 

All North Isl and , part 
South Island 1 1 2 8 . 3 

All South Island , part 
North Island 1 1 4 . 2 

Small part s of both islands 1 1 4 . 2 

'IGrAL 24 100% 

( 1) This was the only isolated sector of New Zealand identified 



TABLE B. 14 

Market Share in N. Z. fo r FIRST Product List ed Q. 17 

Market Share Company Size Total 

Small Medium Large n % 

10 - 24% 3 1 4 23 . 5 

25 - 50% 3 3 1 7 41 . 2 

51 - 75% 2 2 1 5 29 . 4 

} 75 % 1 1 5 . 9 

TOTAL 17( 1 >100 % 

( 1) Some firms refused t o give this infor mation 

TABLE B. 15 

Strength of Competition for FI RST Product List ed Q. 17 

Company Si ze Total 

Small Medium Lar ge n % 

Strong 3 4 2 9 60 . 0 

Weak 2 3 1 6 40 . 0 

None 

TOTAL 

(1) Some firms refused to give this information 
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TABLE B.1 6 

Market Share in N. Z. for SECOND Product Listed Q. 17 

Market Share Company Size Total 

Small Medium Lar ge n % 

< 10 % 2 2 16 . 7 

10 - 24 % 2 2 16 . 7 

25 - 50 % 1 1 2 16 . 7 

51 - 75 % 1 1 2 16 . 7 

> 75 % 2 1 1 4 33 . 3 

T0rAL 12 ( 1 ) 100 % 

( 1) Some firms refused to give this information 

TABLE B. 17 

St rength of Competi ti on for SECOND Product Listed Q. 17 

Company Size Total 

Small Medium Large n % 

Strong 2 2 2 6 54 . 5 

Weak 2 2 1 5 45 . 4 

None 

T0rAL 11 ( 1 ) 100 % 

(1) Some firms refus ed to gi ve this information 
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TABLE B. 18 

Descr iption of Production Process Used for Export Products Q. 18 

Company Size Total 

Small Medium Lar ge n % 

Bottled 2 3 1 6 16 . 7 

Canned 2 4 3 9 25 . 0 

Frozen 3 2 4 9 25 . 0 

Dried 4 1 5 13 . 8 

Chilled 1 2 3 8 . 3 

Fresh 1 1 2 5 . 6 

Other 1 1 2 5 . 6 

TOTAL 36( 1 ) 100% 

( 1 ) More than one response was possible . 
Percentage s represent all responding companies . 

TABLE B. 19 

Description Raw Material Used in Export Product Q. 18 

Company Size Total 

Small Medium Lar ge n % 

t·Ieat 1 3 4 16 . 0 

Fish 1 1 2 8 . o 

Cereals 1 2 3 12 . 0 

Vegetables 2 2 8 . o 

Fr uit 3 1 4 16 . 0 

Drinks 3 4 7 28 . 0 

Dairy 1 1 4 . o 

Other 1 1 2 8 . o 

TOTAL 25 ( 1 ) 100 % 

( 1 ) More tha n one response was poss ible . 
Percentages represent all responding companies . 



TABLE B. 20 

Longest Period of Time Exporting a Pr oduct Q. 19 

Company Size Total 

Small Medium Large n % 

1 - 2 years 1 1 5 . 6 

3 - 5 years 1 3 2 6 33 . 3 

6 - 10 years 2 1 3 16 . 7 

1 1 - 15 years 2 2 11 . 1 

16 - 20 yea rs 1 1 5 . 6 

) 20 years 2 3 5 27 . 8 

TOTAL 18 ( 1 ) 100 % 

( 1) 4 companies did not export; 2 did not give information . 

TABLE B. 21 

Shor test Period of Time Exporting a Product Q. 20 

Company Size Total 

Small Medium Lar g e n % 

< 3 months 3 1 4 33 . 3 

3 - 6 months 1 1 2 16 . 7 

7 - 12 months 3 2 5 41 . 7 

> 2 years 1 1 8 . 3 

TOTAL 12 ( 1 ) 100 % 

( 1) Some firms refused to give this information 



TABLE B. 22 

Export Sales as Perc entage of Total Manufacturing Sales Q. 21 

Company Size Total 

Small Medium Large n % 

< 5 % 3 4 2 9 45 . 0 

5 - 10% 1 1 1 3 15 . 0 

11 - 20 ~~ 1 1 5 . 0 

21 - 30% 1 1 5 . 0 

31 - 40% 1 2 3 15 . 0 

41 - 50 /~ 2 2 10 . 0 

'> 50 % 1 1 5 . 0 

TOTAL 20( 1 ) 100 % 

( 1) 4 firms did not export 

TABLE B. 23 

Evaluate Product Mix Q. 22 

Company Size Total 

Small Medium Lar ge n % 

Yes 6 8 4 18 75 . 0 

No 4 2 6 25 . 0 

TOTAL 24 100 % 
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TABLE B. 24 

Evaluate Percentage of Sales/Product Mix Q. 23 

Company Size Total 

Small Medium Large n % 

Yes 6 8 4 18 75 . 0 

No 4 1 5 20 . 8 

Don't know 1 1 4 . 2 

TOTAL 24 100 % 

TABLE B. 25 

Plans Made to Add/Drop Products Q. 24 

Company Size Total 

Small Medium Large n % 

Yes 9 8 5 22 91. 7 

No 1 1 2 8 . 3 

TOTAL 24 100 % 



106 

TABLE B. 26 

Description of Company Product Policy Q. 25 

Company Size Total 

Small Medium Lar ge n % 

Usually innovators 6 6 1 13 56 . 5 

Adopt proven products 2 2 2 6 26 . 1 

No need to change product s 2 2 4 17. 4 

TGrAL 23 100 % 



TABLE B. 27 

Respondent ' s Opinions on Company Policy Q. 26 

Company Size 

Small Medium Large TOI'AL 

HIGH MED LOW HIGH MED LOW HIGH MED LOW HIGH MED LOW 

n % n % n % 

As a company policy our company 
places x emphas is on marketing 6 4 - 6 2 - 2 2 2 14 58 . 3 8 33. 3 2 8 . 3 

Our company emphas ises policies 
of creativity in product develop-
ment t o x degree 3 3 4 4 3 1 1 3 2 8 33. 3 9 37 . 5 7 29 . 2 

Technol ogy has x inf luence on 
devel opment of products in our 
company 3 5 1 4 4 0 4 - 2 11 47 . 8 9 39 . 1 3 13 . 0 

Research and development has x 
emphasis in our company policy 3 4 2 2 4 2 1 4 1 6 26 . 1 12 52 . 2 5 21. 7 

The success of a ny one product 
depends to x degree on 
personnel who direct its 
development 7 1 0 3 3 2 3 3 0 13 59 . 1 7 31. 8 2 9 . 1 

Our company places x emphasis 
on systematic product develop-
ment 1 6 2 5 1 2 1 3 2 7 30 . 2 10 43 . 5 6 26 . 1 -c 

' 



The following Tables, B. 28 to B. 46, are the results of the 
attitude statements in Q. 27 which reads : -

"Consider the following factors and assess, in your 
opinion, the degree to which they a re important for 
successful product development in your company." 

TABLE B. 28 

Good Relations in the Market Channels 

' I Uil 

Company Size Total 

Very important 

Quite important 

Important 

Undecided 

Unimportant 

Quit e unimportant 

Not at all important 

TOTAL 

Small 

5 

3 

2 

TABLE B. 29 

V:;ry important 

Quite important 

Important 

Undecided 

Unimportant 

Experienced 

Quite unimportant 

Not at all important 

TOTAL 

Marketing 

Small 

6 

4 

Medium 

Staff 

4 

2 

1 

Large 

1 

2 

3 

Company Size 

Medium Large 

3 2 

5 2 

1 

1 

n 

10 

7 

3 

3 

23 

% 

43 . 5 

30 . 4 

13. 0 

13 . 0 

100% 

Total 

n % 

11 45 . 8 

11 45 . 8 

1 4 . 2 

1 4 . 2 

24 100 % 
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TABLE B. 30 

A Research and Development Section Within the Company 

Company Size Total 

Small Medium Large n % 

Very important 4 1 3 8 34. 8 

Quit e important 2 2 3 7 30 . 4 

Important 2 3 5 21 . 7 

Undecided 1 1 4 . 3 

Unimportant 1 1 4. 3 

Quite unimportant 

Not at all important 1 1 4 . 3 

Tor AL 23 1 oc:.tr. 

TABLE B. 31 

Employees Who Have Been Hired for Their Creativity 

Company Size Total 

Small Medium Lar ge n % 

Ver y important 5 1 6 26. 1 

Quite important 1 2 1 4 17. 4 

Important 1 2 3 13. 0 

Undecided 2 2 4 17. 4 

Unimportant 1 2 3 13. 0 

Quite unimportant 1 1 4 . 3 

Not at all important 2 2 8 . 7 

Tor AL 24 100 % 
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TABLE B. 32 

Good Ec onomic Environment 

Company Size Total 

Small Medium Lar ge n % 

Ve ry important 1 1 2 8 . 7 

Quite important 1 2 1 4 17 . 4 

Impor tant 2 4 2 8 34. 8 

Undecided 2 1 3 13. 0 

Unimportant 

Qu ite unimpor tant 1 2 3 13. 0 

Not at all i mportant 2 1 3 13 . 0 

TOTAL 23 100% 

TABLE B. 33 

Gove r nment Assistance in Product Development 

Company Size Total 

Small Medium Lar ge n % 

V=ry important 1 1 4 . 3 

Quit e important 1 1 2 8 . 7 

Important 1 1 4 . 3 

Undec ided 1 3 2 6 26 .1 

Unimportant 2 2 8 . 7 

Quite unimportant 3 3 13 . 0 

Not at all important 5 2 1 8 34. 8 

TOTAL 23 100 % 



TABLE B. 34 

Shortage of Relevant Resources 

Company Size 

Small Medium Large 

Very important 4 

Quite important 5 2 

Important 1 1 

Undecided 2 1 1 

Unimportant 1 

Quite unimportant 1 1 1 

Not at all impor tant 1 

Tor AL 

TABLE B. 35 

Use of Continuous Market Research 

Company Size 

Very important 

Quite important 

Important 

Undecided 

Unimportant 

Quite unimportant 

Not at all important 

Tor AL 

Small 

1 

1 

Medium 

2 

1 

2 

1 

Large 

1 

1 

111 

Total 

n 

4 

7 

2 

4 

1 

3 

1 

22 

% 

18. 2 

31 . 8 

9 . 1 

18. 2 

4 . 5 

13 . 6 

4 . 5 

100 % 

Total 

n 

3 

1 

2 

1 

1 

1 

1 

% 

30. 0 

10. 0 

20. 0 

10 . 0 

10. 0 

10. 0 

10. 0 

(1) This variable was inadvertently missed in one half of the 
companies interviewed 



TABLE B. 36 

A Strong Need in the Mar ket Plac e 

Very important 

Quit e important 

Important 

Undecided 

Unimportant 

Quite unimportant 

Not at all important 

TOTAL 

Very important 

Quite important 

Important 

Undecided 

Unimportant 

Quite unimpor t ant 

Company Size 

Small Medium 

4 3 

2 3 

2 

2 

1 

TABLE B. 37 

Constant Idea Generation 

Company Size 

Small Medium 

3 1 

4 5 

1 1 

1 

1 

Not at all important 

TOTAL 

11 2 

Total 

Large n % 

1 8 34. 8 

4 9 39 .1 

1 3 13. 0 

2 8 . 7 

1 4 . 3 

23 100 % 

Total 

Large n % 

4 17 . 4 

4 13 56 . 5 

1 3 13.0 

1 4 . 3 

1 2 8 . 7 

23 100 % 
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TABLE B. 38 

Senior Management Support for New Product Development 

Company Size Total 

Small Medium Large n % 

Very important 7 4 2 13 56 . 5 

Quite important 3 3 6 26 .1 

Important 1 1 1 3 13. 0 

Undecided 1 1 4 . 3 

Unimportant 

Quite important 

Not at all important 

TOTAL 23 100 % 

TABLE B. 39 

Presence of a General Company Marketing Policy 

Company Size Total 

Small Medium Large n % 

Very Important 4 3 1 8 33. 3 

Qu ite Important 2 4 4 10 41 . 7 

Important 3 1 4 16.7 

Undecided 1 1 4 . 2 

Unimportant 1 1 4 . 2 

Quite unimportant 

Not at all important 

TaI'AL 24 100 % 
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TABLE B. 40 

Availability of Finance 

Company Size Total 

Small Medium Large n % 

Very i mportant 5 1 6 25 . 0 

Qu ite important 1 3 4 8 33. 3 

Important 1 4 2 7 29 . 2 

Undecided 

Uni mportant 

Quite unimportant 2 2 8 . 3 

Not at all important 1 1 4 . 2 

TOTAL 24 100 % 

TABLE B. 41 

Long- term Planning by the Company 

Company Size Total 

Small Medium Large n % 

Very important 2 3 1 6 25 . 0 

Qu ite important 3 4 2 9 37 . 5 

Important 2 1 1 4 16 . 7 

Undecided 1 1 4 . 2 

Unimportant 2 2 8 . 3 

Quite unimportant 1 1 4 . 2 

Not at all important 1 1 4 . 2 

TOTAL 24 100% 
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TABLE B. 42 

Heavy Product Pr omotion 

Company Size Total 

Small Medium Lar ge n % 

Very important 1 3 1 5 20 . 8 

Qu ite important 3 3 6 25 . 0 

Important 1 2 2 5 20 . 8 

Undecided 3 1 4 16 . 7 

Unimportant 

Quite unimportant 2 2 4 16 . 7 

Not at all important 

TOTAL 24 100 % 

TABLE B. 43 

Personality of the Product Manager 

Company Size Total 

Small Medium Large n % 

Very important 3 3 13. 6 

Quite important 3 5 2 10 45 . 5 

Important 2 3 5 22 . 7 

Undecided 1 1 4 . 5 

Unimportant 2 2 9 . 1 

Quite unimportant 1 1 4 . 5 

Not at all important 

TOTAL 22 100 % 
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TABLE B. 44 

A Sound Technical Knowledge by the Product Manager 

Company Size Total 

Small Medium Large n % 

Very important 4 2 6 26 . 1 

Quite important 3 3 4 10 43 . 5 

I mportant 2 3 5 21 . 7 

Undecided 1 1 4 . 3 

Unimportant 

Quite unimportant 1 1 4 . 3 

Not at all important 

TOTAL 23 100 % 

TABLE B. 45 

A Unigue Product (Not a Copy) 

Company Size Total 

Small Medium Large n % 

Very important 3 3 6 26 . 1 

Quite important 2 3 1 6 26 . 1 

Important 1 2 2 5 21 . 7 

Undecided 1 1 4 . 3 

Unimportant 1 2 3 13 . 0 

Quite unimportant 1 1 2 8 . 7 

lot at all important 

TOTAL 23 100 % 
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TABLE B. 46 

Communication Between Technical and Mar keting Employees 

Company Size Total 

Small Medium Large n % 

Very important 7 1 2 10 45 . 5 

Quite important 2 4 3 9 40 . 9 

Important 1 1 2 9 .1 

Undecided 

Unimportant 

Quite uni mportant 1 1 4 . 5 

Not a t all i mportant 

TOTAL 22 100 % 

TABLE B. 47 

Have You Ever Experienced a Product Failure Q. 30 

Company Size Total 

Small Medium Large n % 

Yes 6 7 4 17 81.0 

No 3 3 14.3 

Don't know 1 1 4 . 8 

TOTAL 21 ( 1 ) 100 % 

( 1) Three companies did not r eply . 
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APPENDIX C 

DESCRIPI'IONS OF COMPANY OPERATIONS 

Introduction: 

These summaries are based upon information and facts as 

present ed by t he executive of the Company at the time of interview , 

May and Augusc , 1978 . 



n;DEX OF DESCRIPI'IONS OF COMPANY OPERATION 

C. 1 Aulsebrooks Limited 

C. 2 Borthwick - CWS Limited 

C. 3 Boss Sauce Company Limited 

C. 4 Burwood Poultry Processors 

C. 5 Cerebos Foods ( New Zealand) Limited 

C. 6 Donaghys Industries Limited , Food Division 

C. 7 T . J . Edmonds Limited 

C. 8 Emma Foods Limit ed 

C. 9 General Foods Corporation ( N. Z. ) Limited , 
Prepared Foods Division 

C.1 0 Hansells (New Zealand ) Limited 

C. 11 Haymarket Foods Division 

C.1 2 Healther ies of New Zealand Limited 

C. 13 R. & W. Hellaby Limited 

C. 14 Independent ?isheries Limited 

C. 15 Taura Fruit Industries Co- op Limited 

C. 16 New Zealand Apple and Pear Mar keting Board 

C. 17 New Zealand Flour mills Limited 

C. 18 Premi Foods (N . Z. ) (1977) Limited 

C. 19 Quality Bakers of New Zealand Limited 

C. 20 Reckitt and Colman (N . Z. ) Limited 

C. 21 Tasti Products Limited 

C. 22 Tauranga Fruit Processors Limited 

C. 23 Waitaki N. Z. Refrigerating Limited 

C. 24 J . Wattie Canneries Limited 
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C. 1 AULSEBROOKS LIMITED 
(Christchurch) 

l ~U 

Aulsebrooks was a New Zealand owned public company . It was one 
of three major firms in the biscuit market and one of four major 
firms in the confection.ery market . The product function within the 
company was the responsibility of product managers, one for the biscuit 
section of the product mix and one for the confectio~ry section. Both 
reported to the marketing executive, the Marketing Manager . One of 
these product managers was aged 20- 29 and prior to this position was 
product manager with another food firm . The other was aged 30- 39 and 
one year prior to this position was Account Director for an advertising 
agency . 

The company ' s domestic markets were in all parts of New Zealand and 
products were purchased by institutions, consumers and other processors . 
Exports of confectionery were estimat ed to be 2 per cent of total 
manufacturing sales whereas exports of biscuits were 7 per cent of total 
sales . The company set objectives for both the short term Cone year or 
less) as well as for the longer term . 

The company ' s product mix was confect ionery, biscuits and snack 
foods . Products were sold under several different brand names . The 
market share forsome products was generally felt to be as much as 50 per 
cent against strong market competition. The product mix was evaluated 
regularly but sales figures were not availabl e for individual items 
in the product mix . It was felt that the company development policy 
was generally one of copying products and ideas which had been proven 
in other mar kets . 

The product managers felt that the company placed high emphasis 
on marketing as well as on technology , and research and development . 
These were seen to be important to company policy and to the develop­
ment of products . Policies of creativity and systematic product 
development were not emphasised in the company . 

Factors felt to be of maj or importance to successful product 
development for this company included the identification of a consumer 
need, successful planning, production and consumer research, and 
competent research and development staff . 

A product failure had been experienced and the maj or cause of 
the failure was felt to have been caused by insufficient planning and 
by the failure of the product to fill a consumer need . 



C. 2 BORTHWICK - CWS LIMITED 
(Wellington) 

This large public company was a major subsidiary of Thos . 
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Borthwick and Sons (A ' Asia) Limited . Thos . Borthwicks was founded 
as a meat trading company in 1863 and meat still was the main product 
of the business at the time of interview. Over 20 per cent of the 
national export lamb production in New Zealand was from this company 
in 1978 . Sales from export represented a large per cent of the total 
sales for this company . 

The Product Development Manager had major responsibility for the 
products of the company . He reported to the Research and Development 
Manager . This division is separate from the marketing group which was 
in another city . The Product Development Manager was aged 20- 29 years 
and had a Bachelor of Technology degree . He has been with this 
company for five years . 

The company tried to set formal overall objectives for one year 
periods . The product mix was meat and smallgoods and the proc esses 
used in production included freezing and chilling and canning . 
Domestic market distribution of the company ' s products was to all 
parts of New Zealand through wholesalers and retailers . Products were 
purchased by caterers , institutions, consumers and by other processors . 

It was felt that the company product policy was one of established 
products with no need to change them . The product mix was -evaluated 
regularly by the company . Decisions were not made by this manager as 
to the addition or deletion of products from the product mix . 

The Product Development Manager felt that the company placed low 
emphasis on marketing , on creativity and technology in product 
development and that research and development were of minimal 
importance to the company . The company did not emphasize systematic 
product development and this Manager felt that the success of any 
one product within Borthwicks was dependent to a fairly high degree 
on the personnel who directed its development . 

Factors considered to be of importance to successful product 
development included an adequate marketing knowledge and a sound 
technological base within the company, good company inter - communications , 
and proper handling and presentation of the product in the market place. 

Product failure had been experienced and the main cause was felt to 
have been the result of a lack of confidence in the size of the market 
segment to support the product . 
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BOSS SAUCE COMPANY LTD 
(Christchurch) 

This family business was a manufacturer of bottled mint sauce 
and worcester sauce . The uncl e of the current Managing Director 
started the business which had expanded to supply all of New Zea l and . 
There were two other employees in the company and therefore the 
marketing function was carried by the Managing Director himself . 
He did not set ob jectives nor pl an ahead in any fo r mal or infor mal 
way . The manufact uring process involved buying fresh mint, making 
large quantities of sauce and bottling it . The Christchurch firm 
was the only storage depot and orders were obtained by agents . 
Usually stocks would last through the year but the company rarely 
r an a product "special " bec aus e of the danger of r unning out of stock 
in the off season . 

The product mix consisted of two products with no variation in 
package size . The only diversification over the years had been 
three changes in bottle size and shape brought about by the container 
supplier . The manager believed his products had a large market share 
against s t rong competition . The company did not advertise its products 
and fel t t hey ha d established products and had no need to change or 
diversify . 

The Managing Director f elt that the most important fact or for 
product s uccess was product quality , a chi eved through handling the 
product infrequently and letting machines do a s much of the work as 
possible . 



C. 4 BURWOOD POULTRY PROCESSORS 
(Christchurch) 

1 2 5 

This private business had been r un by the owner/operator for 
20 years and was now felt to be r unning at capacity . The manager 
was 40- 49 years old and held a Diploma in Business Management . He 
was the person in the f i rm who was responsibl e for the mar keting 
function . 

The product mix was dressed poult r y including chicken, turkey, 
ducks , ge ese and some egg sales . The products were sold fresh or 
frozen . Distribution was to cat erers, institutions , retailers and direct 
s a le to consumers and was concentrated in three small a reas of the 
South Island . The company did not expor t . The mar ket share wa s felt 
to be about 50 per cent with weak competition in these mar ket areas . 
The company did not evaluate its product mix regularly nor were sales 
broken down per product . The manager experimented with new lines or 
products ; for example at the time of interview he was investigating 
the use of waste produc ts from the company ' s operations for pet food . 
He felt however that the company had well established products and 
there was no need to change them . 

The company manager set objectives for one year periods and he 
felt the success of any one product depended to a high degree on the 
personnel who directed its development . 

Product price, packaging quality and servic e to the customer 
were felt to be the major factors for product development success 
in this firm . They did not consider that there had been a product 
failure in their operation . 



C. 5 CEREBOS FOODS (NEW ZEALAND) LIMITED 
(Au ckl and) 
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With 100 employees, this privat e company was classified for 
analysis a s being of medium size . The Marketing Manager had 
responsibili t y for the mar keting and product functions and he 
reported directly to the Managi ng Director. He was 20- 29 years 
old and had been Marketing Manager for two years, previously being 
an Account Director for an advertising firm . The company resea rch 
and development section reported directly to the Managing Director 
and included the functions of quality control . 

The company set objectives for a one year period as well as 
planning formally for extended periods . The product mix included 
powdered beverages, gravy powders, pickles and sauces and severa l 
different br and names were used, including the company name and some 
from the oversea s parent company . The manufacturing processes were 
pickling, bottling and dry mixing of cereals and beverage s ingredients. 
Sales of the products were throughout New Zealand t o caterers, 
institutions and reta il outlets to consumers . The maj ority of main 
product lines held a market sha re of well over 25 per cent, mostly 
against weak competition . The company regular ly evaluated its product 
mix ac cording to sales and planned specifically f or the addition or 
deletion of products f rom the mix . The Marketing Manager considered 
that the company were innovator s in product development . 

Salt ha d been an export product for 15 yea rs and other products 
from the domestic produc t r ange were now exported . The amount of 
export in terms of total manufacturing sales was 1 per cent . 

The Mar keting Manager f elt that the company placed a high emphasis 
on mar keting in its company policy and also emphasized crea tivity and 
systemat ic product development . 

Factors that were important to the f irm' s suc cessful product 
development were uniqueness of product, an easily identified product 
benefit to the consumer , a defined consumer n eed, and sustained 
promotional impetus . 

The company had experienced product failure and felt the main 
reason f or particular fai lures was an inabil i ty to show a sufficient 
product benefit to consumers f or them to shift br and loyalty . 



C. 6 DONAGHYS INDUSTRIES LIMITED 
FOOD DIVISION 

(Dunedin) 
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The food division of this public company operat ed as a separate 
small enterprise . The Division Manager had both marketing and product 
responsibility and worked closely with the production, finance and 
sales sections . The Manager was aged 20-29 years and had had previous 
experience in the overseas division of the company . He had a Masterate 
degree in Marketing . 

The division tried to achieve overall ob j ectives for a one year 
period but not for longer periods . 

It was felt that the division placed heavy emphasis on marketing , 
whereas technology , and resea rch and development had a l esser emphasis 
in the development of products . It was also f e lt that for this 
division the success of any one product depended to a low degree on 
the personnel who directed its development . Systematic product 
development was given heavy emphasis by the division. 

Domestic distribution of the products was throughout all of New 
Zealand and cat erers and households were purchasers of the produc ts . 

The product mix of the company was a process of canning meat and 
fish in the form of exp ensive pat e with development in f ro zen canned 
products . The canned fish products were exported and had been so for 
five yea rs . The export sales represented 50 per cent of the total 
food sales . The products were a ll of one br and name (Lochland ) and were 
gourmet food products . The products were felt to hold a fairly strong 
market share and competition in New Zealand was weak . The mix was 
evaluated regularly by sales according to each of the products and the 
Manager considered that the company product policy was one of innova­
tion in product development . 

Maj or factors important to successful product development for 
the division were seen to be market demand, uniqueness of product, 
high quality of product , planning for product development and finance . 

Product failure had been experienced and the main cause was 
considered to be failure by the company to adjust market strategies 
to changing mar ket conditions . 



C. 7 T . J . EDMONDS LIM ITED 
(Christchurch ) 
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This wholly owned New Zealand company celebrate d 100 years of 
operation in 1979 . T . J . Edmonds Limited was the largest of the 
companies of th~ Edmonds Group of Companies . There were 150 employees 
and the Advertising and Product Manager had the maj or responsibility 
for the product marketing f unction within the company . He reported 
directly to the General Manager and had held this position for s even 
years . Prior to becoming Advertising and Product Manager he was the 
South Island Sales Manager for the same company . 

The product mix of the company in 1879 was one single product, 
' Sure to Rise ' baking powder, and had since expanded to include a 
self- rising flour, dry packaged mix desserts and drink products, 
condiments such a s the beef stock , relish and other products from 
associated companies . The products were formulated and packaged 
within the company . There were various brand names for products, 
including the com!~ny name . The main product, baking powder, held a 
market share of greater than 75 per cent against weak competition. 
Other products had varied market share positions but us ually were 
against strong mar ket competition. The product mix was evaluat ed 
r egul a rly and the percentage of sales fo r each product was known . 
The c ompany f elt thei r product policy was one of being innovators 
in product development . Obj ect ives were s et for the company for one 
year periods but not for longer terms . 

Domestic market a reas covered all of New Zealand and products 
were purchased by caterers, institutions and retailers . Export 
markets were important to the company as over 50 per cent of total 
manufacturing sales were from export . The maj or growth in this a rea 
had b een a chieved in the yea rs sinc e 1970 . 

The company placed heavy emphasis on marketing , technology, and 
creativity in product development and followed a pattern of systematic 
product development . 

Factors considered to be i mportant forihis company's successful 
product development were a unique product, consumer acceptance , 
profitability to the company and a high content of ingredients from 
New Zealand . 

A product fai lure had been experienced and the major reasons for 
a particular instance were seen to be a very high developmental cost 
and a product too advanced for the New Zealand mar ket . 



C. 8 EMMA FOODS LIMITED 
(Christchurch) 

Emma Foods was a subsidiary of Meadow Mushrooms (Christchurch) . 
The company was incorporated in 1977 and was a New Zealand owned 
private company with three shareholders . The company was controlled 
by family members and had a total of 10 employees . 

The firm's business was the processing of mushrooms with two 
product types at the time of interview, canned and dried . The product 
was distributed throughout all of New Zealand and was purchased by 
caterers, institutions, consumers and by other processors . 

The General Manager had been with the company since its beginning . 
Prior to this time he held the position of Product Development Officer 
with another firm in the food industry . The General Manager had a 
degree of Bachelor of Technology and was aged 20- 29 . He was the person 
in the company most directly responsible for product development 
decisions . 

The firm set objectives for one year periods . Generally the 
company placed heavy emphasis on marketing functions and a lso on 
creativity in product development . They evaluated the product mix 
regul a rly, ma de plans to add or drop products a nd they evalu ated 
company sales according to the product mix . These areas of product 
development were decisions made by the General Manager himself after 
consultation with his directors . The General Manager considered that 
his company was usually an innovator in the development of products 
while technology and research and development had a moderate degree of 
influence on product development . Most of the research and development 
for new products was done by consultants and was not carried out in the 
company itself . 

Emma Foods had not had an experience of product failure . Govern­
ment assistance, both financial and for resea rch and development was 
important to this firm . The General Manager felt that i mportant factors 
for successful product development were effective consumer research to 
establish the need in the market place for the product and to have good 
idea generation and evaluation within the firm . 



C. 9 GENERAL FOODS CORPORATION (N.Z . ) LTD 
PREPARED FOODS DI VISION 

(Auckland) 
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General Foods was a large public company and was one of the large 
subsidiaries of Watties Industries Ltd . The Marketing Manager had the 
responsibility for the product function although there was a Product 
Development Officer and Food Technologist on his staff . The current 
Marketing Manager had had experience in this same company as Product 
Manage r . He had a Bachelor of Arts degree and was 20- 29 years old. 

The product mix for the company included pastry products and cakes 
and the production process was baking . The products were distributed in 
fresh or frozen form . There were two main brand names for these 
products; neither incorporated the company name . Domestic distribution 
of the products varied according to the product line; one line was 
distributed throughout all New Zealand, another to only the North 
Island and yet another to the more local Hamilton and Auckland area . 
Products were purchased by caterers, institutions and consumers . The 
product mix was evaluated regularly by a sales breakdown per product 
and it was considered that the company product policy was generally one of 
adopting proven products but in some areas they felt they were 
innovators . Products in overseas markets were being evaluated to 
assess their potential place in the New Zealand domestic market . 

The company exported fresh and frozen bakery products . In 1978 
this company increased its exports by 13 per cent as a result of 
concentrated effort in this direction, but the export percentage in 
terms of total manufacturing sales was not disclosed. 

The company set objectives and plans for both the short term 
(one year or less) and the longer term . It was felt by the Marketing 
Manager that the company policy placed moderate emphasis on marketing, 
that technology had a low influence on product development and that 
research and development were given moderate emphasis in the company . 
The success of any one particular product was seen to depend heavily 
on the personnel who directed its development . 

The main factors seen to be important for successful product 
development were committed senior management , a positive production 
attitude , clearly identified goals/objectives and a supply of new 
product ideas . 

The company had experienced product failures due in some instances 
to the inability of the salffiforce to secure adequate product exposure . 



C. 10 HANSELLS ( N. Z. ) LT D 
( Masterton) 
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Hansells was a privately owned New Zealand industry, primarily 
c ont rolled by one family . The firm employed 150 people . 

The firm ' s product range was based mainly on flavour 
and involved dry mixing powders , fl a vour ings, some vegetable, fruit, 
and dairy products using both bottling and dry packaging production 
processes . Beverage mix and concentrate were the most i mporta nt 
products for this company . The products were distributed throughout 
all of New Zealand and were purchased primarily by institutions and 
consumers . 

The product lines for Hansells were varied and did not all carry 
the s ame brand name . The estimat e of the mar ket share held by 
specific Hansells product lines varied widely from 10 per c ent for 
some to greater than 75 per cent for others and for many pr oduct lines 
there was f elt to be strong competition. They evaluated the product mix 
for ea ch product regularly . The sales performance of individual 
products in the product mix was an important part of the evaluation . 

The Assistant General Manager had export and marketing duties a nd 
was the executive most directly concerned with the management of 
products . With the exc eption of a planned product line of We ight 
Wat cher foods there were no brand or product managers . There was a 
product devel opment l aboratory which played an important part in the 
technological testing of new products a s well as quality control, 
while test marketing was carried out by consultants . The Managing 
Director considered that the company was an innovator in product 
development . 

The Managing Director had been in this position for 25 years . 
Formerly he was Genera l Manager of the same company . His age wa s 
be tween 50- 59 . Prior to the employm ent of the current Assistant 
Gener al Manager, mar keting and the development of the product l ines 
had been his responsibility for some time . There had , at one time, 
been a mar ket ing manager for the fi r m but when he l eft , he was not 
replaced . 

Some product lines produced by Hansells were also exported. The 
Company had been exporting one line for fifteen years . Export 
represented approximately 2 per cent of total manufacturing sales for 
the company . 

The company placed a high degree of emphasis on marketing, 
technology , and creativity in product development . In their experience, 
the success of a ny particular product was not likely to depend on the 
personality of the person directing its development a nd company policy 
did not emphasize resea rch and development t o a very l a r ge extent . 

The Managing Director felt tha t two i mportant factors f or success­
ful product development were exclusivity i n the mar ketpla ce or a uniqu e 
selling proposition and the packaging design given to a product . 

Hansells ha d experienced at least one product failu re . This was 
bel i eved to have been due primarily t o the fact that it was l aunched 
a t the wrong time fo r the t a r get mar~et . 



C. 11 HAYMARKEI' FOODS DIVISION 
(Auckland ) 

This New Zeal and owned public company was a subsidiary of the 
L. D. Nathan and Co . Ltd . Group . The Division Manager had the 
responsibility for the marketing and product functions and had the 
mar keting sales and production personnel reporting to him . He was 
aged 40-49 and had had several years experience within the L. D. Nathan 
Group . 

The company set overall objectives for both the short term and for 
3-5 year periods . The product mix wa s dry grocery products and frozen 
convenience foods . Products used were meat, fish, cereals, vegetables 
a nd the processes included bottling, freezing, baking, milling and 
steam processing. There were three main brand names with one line 
using the company name of Haymarket. Distribution of the convenience 
food products was throughout all of New Zeaand and the grocery items 
were mainly distribut ed in the North Island . Caterers, institutions, 
consumers and other processors all bought the company's products . 
Most of the main product lines held an estimated market share of 
below 50 per cent and nearly all products had strong competition in 
the marketplace . The product mix was regularly evaluat ed by sales 
breakdown for ea ch product and it was felt that the company were 
innovators in product development, particularly in the conveni enc e 
food area . 

The company had exported bottled sauces and citrus peel for a 
period of up to three years with an export percentage of total 
manu f acturing sales at 0 . 3 per cent . 

It was felt by the Division Manager that the company policy placed 
a heavy emphasis on marketing . Both technology, and research and 
development were important to the development of company products . The 
company also plac ed heavy emphasis on systematic product development . 

Factors of particular importance to successful product development 
for this company were f elt to be a generation and screening of ideas 
preliminary to setting well defined obj ectives for the product, sound 
interpretation of market and consumer information, and the presence of 
a marketing strat egy for the product introduction. 

Product failures had been experienced and the main causes were a 
misjudgement of consumers ' requirements and, in another instance, the 
product had been too difficult to produce . 



C.1 2 HEALTHERIES OF NEW ZEALAND LIMITED 
(Auckl and) 

Healtheries wa s a privat ely owned New Zealand food company . 
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The Mar keting Manager had responsibility for the mar keting and product 
function ; a technical section repor~d to him and ultimat e responsibility 
rested with the Managing Director . Prior to bec oming Managing Director 
of this company 10 years ago, he had been Product Development and 
Quality Control Manager for another firm and he had a t echnical and 
pharmaceutical qualification . 

The product mix of the company was large and was basically one of 
cereals a nd vitamin food supplements including a phar maceutical type 
of product line . The products were sold under three major brand names, 
including the company name . 

Domestic distribution of the products was New Zealand wide to 
households; other proc essors also purchased the product lines . 
Exporting of some lines a ccounted for 10 per cent of the total sales . 
It was felt that technology , resea rch and development were very 
important t o the company and its product development . Marke ting 
emphasis in company policy was not stressed. The success of any one 
produc t was believed to depend heavily on the personnel who di rec t ed 
its development . The healthfood product line held a mar ket share 
position of up to 75 per cent . The product mix was evaluat ed regularly 
according to percentage of sales per product and plans were regularly 
made to add or delet e products from the mix . The Managing Director 
felt that the company had a pol icy of generally adopting or copying 
products which had b een proven in other mar kets . The company planned 
objectives for approximately one year periods but not long- term . 

The maj or f act ors for s uc cessful product development were product 
profitab ility , increasing potential for production and sales, use of 
the quantit y of base r aw materia ls already a vailable to the company , 
and a product which creat ed an interest, both in production and with 
the consumer . 

Product f a ilu re had been experienced due mainly to an inability 
to obtain r aw material, too high a product price, and t oo small a 
mar ket segment . 
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c.13 R. & W. HELLABY LIMITED 
(Auckland) 

R. & W. Hellaby Limited, was a large public company , New Zealand 
owned . The Group General Manager had responsibility for the mar keting 
and product functions and among several departments there was a 
sepa r a te s ection for export sales as well a s a research and development 
section. The General Manager had had several years experience with 
this same company and was aged 40- 49 years . 

The company product mix was one of meat based products . In 
addition to fresh meat , Hellaby ' s manufacturing processes included 
bottling , canning , freezing and chilling meat products . The products 
were sold under several brand names, including the company name . 

Domestic distribution of products was to nearly all of New Zealand 
with the exception of the far west coast of the South Island and the 
products were purchased by caterers, institu tions, consumers and other 
processors . Exporting ha d been i mportant to this company for 100 years 
and canned , frozen and chilled products were exported regularly to a 
variety of markets . Exporting a ccounted for approximately 40 per cent 
of total manuf acturing s ales . The mar ket share held by the main product 
lines var i ed, with some holding more than 50 per cent of the market 
against strong competition and others holding a very small percent of 
the market . The product mix was evaluat ed regularly by percentage of 
sales and it was felt that the company generally wai ted to adopt or to 
copy proven products in other mar kets . 

It was felt that the company policy placed moderate emphasis on 
mar ket ing and that technology was of great influence to the development 
of products . Success of a particular product was seen to depend to a 
grea t extent on the personnel who di rected its development . Creativity 
in product development was not g iven a heavy emphasis in company policy 
but the resea rch and development laboratory was felt to b e a creative 
section where new products were developed acc ording to specifications 
set out by management . Senior management suppor ted new product 
development in the laboratory by part i cipating in regular taste- testing 
sessions . 

The company General Manager set objectiv es for one year periods but 
not for the longer term. These ob j ectives were for presentation to the 
Directors . 

Factors felt to be of major importance for successful company 
product development were a systematic and professional product develop­
ment pr ocess which included market research and development based on 
sound product costing . 



C. 14 INDEPENDENT FISHERIES LTD 
(Christchurch) 
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Independent Fisheries was a small New Zealand family business , 
incorporated in 1960 . There were 45 employees at the Christchurch 
site . The Managing Director carr ied out the marketing function , had 
been with the company for a number of years and was over 60 years of 
age . 

The product type was fish and the production processes used 
included canning, freezing , smokingandchilling . There were two main 
brand names and product diver sification occurred within the production 
processes, for instance there were frozen fresh fish and fishfillets covered 
in bat ter and then frozen . The canned fish line was estimated to have 
a New Zealand market share of up to 24 per cent . 

The products were distributed throughout all of New Zealand to 
wholesalers . The frozen, fresh and smoked lines were exported and 
this now represented approximat ely one third of the total sales for 
this business. Fresh fish had been exported since 1960 when the business 
began and a new export product had be en introduced in 1978 . 

The company set a definite objective for any one year period but 
not for longer periods of time . There was no specific evaluation of 
sales according to each product . Decisions involving the management of 
products were the responsibility of the Managing Director in consultation 
with his staff . He felt that the success of any one particular product 
depended to a great extent on the personnel involved in its development . 

The company plac ed a high emphasis in its policy on marketing and 
on creativity in product development . The company emphasized systematic 
product development but did not regularly evaluate the product lines 
after launch . The Managing Director considered that the company policy 
was an innovative one in the a rea of product development . Financial 
assistance from government as well as research and development assist ­
ance were felt to be important factors in product development for this 
company . 

The Managing Director considered that two of the main factors for 
successful product development were a need for the product in the 
marketplace and extensive research and development carried out by the 
company . 



C. 15 TAURA FRUIT I NDUSTRIES CO-OP LTD 
(Mt . Maunganui) 
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This company was a co-operative, operating in 1972 for the first 
time . It was a small company run by two General Managers and a Food 
Technologist. One of the General Managers had the responsibility for 
the marketing function . 

The product type was fruit drink . The manufacturing process was 
one of bott ling . Domestic product distribution was to the northern 
part of the North Island and the product was bought primarily by 
caterers and by other processors . The company did very little export ­
ing . The fruit drink had an estimated market share of up to 24 per 
cent against weak competition . 

The company set objectives for one year periods but not for long 
terms . The product mix was evaluated regularly according to the 
percentage of sales for each product. The General Manager felt the 
company had an innovative policy of product development . 

It was the opinion of the General Manager that the company placed 
hea vy emphasis on marketing, and research and development . The success 
of the company ' s products was said to depend to a great extent on the 
personnel who directed development . Also of importa nce were t h e 
careful assessment of the market opportunity and a consistent s upport 
of precisely- stated objectives . 



C. 16 NEW ZEALAND APPLE AND PEAR MARKEI'ING BOARD 
(Wellington) 
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This organization was a statutory board operating under the Apple 
and Pear Marketing Act of 1971 . The Marketing Manager had the main 
responsibility for the marketing and development of the product mix. 
There were sal es , advert ising and marketing s ervices sections under 
his direct management . The Marketing Manager was aged 30- 39 years 
and had had many years experience in this industry . 

The product mix was fruit , apples and pears, and the processing 
wa s canned products . There were basically three 
brand names, one being "New Zealand". The fresh products held a New 
Zealand market share of approximately 50 per cent against strong 
competition . The canned products held a higher market share of up to 
75 per cent against weak market competit i on. The product mix was 
evaluated regularly according to sales percentages for the mix . The 
company policy of product development was felt to be one of generally 
waiting to adopt proven products or ideas . 

Domestic distribution for the products was to all of New Zealand 
and caterers, institutions and consumers purchased the products . The 
Board exported its products to a very large extent with export sales of 
fresh fruit amounting to 77 per cent of total sales in 1978 . 

The Market ing Manager felt that the Board policy placed heavy 
emphasis on marketing , and technology had a large influence on the 
development of products . Policies of creativity in product development 
and emphasis on r esearch and development were less emphasized i n policy . 
The Board did not place emphasis on systematic product development but 
the success of any one product was felt to depend to a great extent on 
the personnel who directed i ts development . 

Factors that were fel t to be of major i~portance to successful 
product development for the Boa rd were uniqueness of product , good 
market resea rch, adequate financial resources , sound technology , and 
a correct promot i onal path. 

Produc t failure had been experienced by the Board and the major 
causes were believed to have been too long a time from initial research 
to launch , poor product packaging , promotion directed to the wrong 
market segment and inability to broach controls i n another industry. 



C. 17 NEW ZEALAND FLOURMILLS LTD 
(Lower Hutt) 

At the time of interview this company was still named A. S . Paterson 
& Co . Ltd . , but was nearing the end of the reorganizat ion period. The 
nature of the business had not changed however . The public company, 
with 800 employees, was a subsidiary of the Goodman Group Limited . The 
major product process was flourmilling and as such this company 
supplied many of the other companies in this group. 

The Managing Director had the main responsibility for the marketing 
and product functions in this company a lthough there was a group Mar ket ­
ing Manager position being erected . Prior to becoming Managing Director 
this director held the position of General Manager and had been with the 
same company for a number of years . 

The product mix was cereal based products and there were three 
major brand names for the pasta and flour products . One of these 
products held 51 - 75 per cent market share against weak competition . 
Other market share positions were varied . The company evaluat ed its 
product mix regularly according to sales per product and the Managing 
Director was involved in adding and deleting products from the line . 
He felt that the company product policy was one of innovation in product 
development . Dist ribution of the products was to all centres in New 
Zealand and products were purchased by caterers, institutions, consumers 
and other processors . The company exported 5 per cent of their total 
manufacturing sales . The company set objectives for both one year 
periods and for the longer term . 

It was felt that the company placed only medium emphasis on 
marketing in its company policy and technology had only medium influence 
on the development of products within the company . Research and 
development had minimal emphasis in company policy and the company did 
not emphasize either creativity or systematic development in new 
products . The company was particularly interested in improving the 
quality of New Zealand flour and expended much effort in this activity . 

Factors felt to be important for successful product development 
were knowing what the consumer needs , having the facilities to make 
what they want, pricing the product so that consumers can afford it, 
operating with sufficient population size in the market segment to make 
sales profitable and launching the product at the proper time . 

The experiences of product failure were primarily du e to the 
product ' s being too sophisticated for the New Zealand market at the 
time . 



C. 18 PREM I FOODS (N . Z. ) (1977) LIMITED 
(Auckland) 

1 j'/ 

Premi Foods Ltd . , was a subsidiary of Rangitaiki Plains Dairy 
Company. 

The Assistant General Manager had the responsibility for the 
marketing and product function and prior to holding this position he 
was Marketing Manager at another firm . He was aged 30-39 years . 
There was a Marketing Assistant , a sales and an export section 
reporting to this manager but product development was carried out in a 
Research and Development section of the parent company. 

The product mix consisted of ice cream and frozen foods . Meat , 
fish and milk were the raw materials . Lines such as ice cream had 
their own brand name as did vegetables and the brand name of ' PREMI ' 
included frozen desserts, cheese , frozen fish and meat . Market share 
held by various products was wide and varied but nearly all categories 
fac ed strong competition . The company policy was described as being 
innovative in product development and the product mix was evaluated 
regularly. 

Domestic distribution of the products was to all par ts of New 
Zealand and products were purchased by caterers , institutions , consumers 
and other processors . EX:9orting of some lines began 5 years previous to 
the time of interview nnd now 5 per cent of total r.ianufacturing sales 
were from export . 

The Manager felt that the company placed heavy emphasis on 
marketing and on creativity in product development . Technology had a 
heavy influence on the development of products in the company but there 
was not heavy emphasis on systematic product development . Success of 
any one product was felt to be heavily dependent on the personnel who 
directed its development . 

Factors felt to be important for successful product development 
in this firm were consumer demand , ulitization of current management 
and technical skills , the time and money to see the product to completion , 
and a clear decision path system for the development . 

A product failure had been experienced and itwas felt to have been 
due to too little being known about the consumers before the product 
launch. 



C. 1 UALITY BAKERS OF NEW ZEALAND LTD 
Palmerston North 

This firm was a co-operative of a number of indi vidual 
bakeri es in both the north a nd south i s lands . The Chie f Executive, 
who was previously Managing Secretary of the s a me company , had the 
responsibility of the marketing and product functions . He was aged 
40- 49 a nd held a Diploma in Market i ng . 

The product mix wa s yeast raised bakery products which were sold 
under three main br and names and were distributed all over New Zealand , 
purchased by consumers and other processors . The mar ke t share for one 
product was f elt to be up to 50 per cent . The product mix was not 
evaluated regular ly nor was there a breakdown of product as t o percent­
age of s ales . However, plans were made by the company for adding new 
products and dropping others . The Chief Executive felt that the 
company generally adopted or copied products proven i n other mar ket s . 

Frozen and ch ill ed products were exported . Dough pieces had been 
exported for about 18 months and that was the l ongest period of time 
the company had been exporting . The percentage of export from the 
t otal manufacturing sales was minimal . 

The company placed a high emphasis on t echnology in the 
development of products and it was felt that succes s of any product 
was related to a high degree to the personnel who direct ed the 
development . The company emphasis on marketing was felt to b e ~ini~al . 

Factors that were s een to b e particularly important t o the company ' s 
successful product de velopment were awareness of consumer requirements , 
suffic i ent motive for a reta iler t o stock the product , a unique product 
sales feature and availability of ingredients for production. 

The company had experienced a product failure and the main cause of 
the failure was felt to have been diminishing quality of raw materials , 
a lack of production management s upport, and an i ncorrect assessment of 
the market needs . 



C. 20 RECK ITT & COLMAN (N . Z. ) LTD 
(Auckland ) 

1 3~ 

This private company, incorporated in New Zealand in 1897 , now 
employed approximately 400 people . The product mix was varied in 
that besides food products Reckitt & Colman manufactured houseware 
products, pharmaceuticals and toiletries . As a result of this 
variation the organisational structure included two Marketing Managers, 
one for pharmaceuticals and one for toiletriescnd housewares . There 
was also a Group Product Manager who had marketing responsibility for 
the food products . This manager had been with this company for 3 years 
and was 30- 39 years of age . 

The manufacturing processes involved mixing cereals, canning 
vegetables, fruits, and baking . The product mix was evaluated 
regularly ac cording to sales for each product . The Product Manager 
described the product policy as being innovative in the field . Many 
products and brand names were the same as those used by overseas 
branches of the same company. In New Zealand many of the food products 
enjoyed a fairly large market share of the company, faced strong 
competition in most market segments . 

The company set ob j ectives for both the short term and long range 
plans . The company exported 14 per cent of its manufacturing sales 
and in the food sector this included canned a s par agus which had been 
exported for five years . 

Creativity in product development was heavily emphasized by the 
company but research and development was felt to be given only a 
moderate degree of influence by the company . The attitude and s upport 
of senior management and establishing a consumer demand for products 
were seen as the two most import ant factors for successful product 
development . New Zealand provided small market segments for some 
products and in the experience of this product manager, the segments 
were sometimes too small to s upport a new product . 



C. 21 TASTI PRODUCTS LIMITED 
(Auckland) 
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Tasti Products was a small private company incorporated in 1937 . 
The Operations Manager had the main responsibility fur the product 
f unctions of the company and reported to the General Marketing Manager . 
There was a technical section reporting to the Operations Manager . He 
had a Bachelor of Technology degree and prior to being with this 
company he was Food Technologist with another firm . He was aged 30- 39 
years . 

The product mix consisted of fruit mix products, nuts, glace 
fruits and sauces and the major processing was syruping and dried 
packaging . There were two major br and names for the products . Most 
products held market share positions of 25- 50 per cent or more with 
strong competition . Distribution of the products was throughout all 
of New Zealand and caterers, institutions, consumers and other processors 
purchased these products . The company evaluated its product mix 
regularly according to sales percentages for each product and it was 
intended that the company policies be one of innovation in product 
development . 

The company planned objectives for both one yea r periods and for 
the longer term. Export of products accounted for 1 per cent of total 
manuf a ctured s a les . 

The Operations Manager felt that company policy placed high 
emphasis on marketing and that research and development was of great 
importance to the development of products in the company . The success 
of any one product was related to a large degree to the personnel who 
directed its development . The company did not place heavy emphasis on 
systematic product development nor on policies of creativity . 

Factors of importance to successful product development were 
strong and innovative marketing, good communication between technical 
and marketing personnel and strong management s upport . 



C. 22 TAURANGA FRUIT PROCESSORS , LTD 
(Tauranga ) 
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This small family owned business employed 40 people . The person 
responsible for the marketing function was the Product Development 
Quality Control Supervisor who reported to the Technic ~ l Advisor of the 
company . The Supervisor had a Diploma in Dairy Technology and had been 
with this same company for at least 4 years . He was aged 30-39 . 

The company processed frui t products and fruit drinks using 
methods of bottling , canning and freezing . Several br a nd names were 
used, including two used only for export products . Domestic distribution 
of products was to caterers, institutions, consumers and other processors 
throughout various sections of both the North and South Islands . The 
company had been export ing products since 1969 and currently exports 
accounted for 25 per cent of tot a l manufacturing sales . The Product 
Development Supervisor considered that the company were innovators in 
product development and the company evaluated their product mix regularly 
by percentage of sales per product . 

It was the opinion of the Supervisor that the company placed a 
moderate emphasis on mar keting, and on research and development . There 
was also a low emphasis on systematic product development within the 
company . 

The following we re considered to be major factors i mportant to 
successful product development :-

grid and spectrum analysis (rigid analysis of the 
developmental process). 

thorough product investigation . 

product formulation consistent with present equipment . 

a knowledge of the likely consumer response to the 
produc t . 

In the past, a company product f ailure had been due to a lack of 
raw mater ials and an inadequate effort from the company in marketing 
the new product . 
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c . 23 WAITAKI NEW ZEALAND REFRIGERATING LTD 
(Christchurch) 

This large public company was New Zealand owned and had been 
operating since 1882 . The company ' s produc t mix was primarily meat 
and meat by- products , although it did have textile, vegetable and 
fruit products . The company was primarily an export company and had 
been so since its origin . Exporting now r epresented 90 per cent of 
the total company sales . 

The production function was the responsibility of the Research and 
Development Manager who reported directly to the Managing Director . 
There was also a Group Sales Manager but not a Marketing Manager 
position. The Research and De velopment Manager had been with the 
company for several years and held a PhD in organic chemistry . He 
was aged 30- 39 years . 

The company set overall objectives for both the short term Cone 
year) and longer periods . The product mix was varied but the 
extensive range of meat products went under two main br and names . 
Distribution of products within New Zealand was localized to various 
city centres in both the North and South Islands . The company did 
not evaluate its product mix regul ly nor did it show percentage of 
sales according to each item of the product mix . 

The Research and Development Manager felt company product policy 
was one of having established products with no ne ed to change them . 
Technology had a strong influence on the development of products within 
the company while marketing and creativity had a low emphasis in policy . 
The success of any particular product depended to a high degree on the 
personnel who directed its development . The company placed minimal 
emphasis on systematic product development . 

Factors important to successful product development in this company 
included a rigid quality control of product specifications, the support 
of management , financial support, good marketing information and support 
of the product by the sales personnel . 



C. 24 J . WATTIE CANNERIES LTD 
(Hastings ) 
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This large public company was wholly New Zealand owned and is a 
subsidiary of Wat tie Industries Limited . The Divisional Mar keting 
Manager had the major responsibility for the marketing and development 
of the company ' s products . The company ' s Research and Development 
l aboratory carried out the company ' s product development . The manager 
had several year ' s experience at this same company and was aged 40-49 
years . There were sales sections and marketing assistants reporting 
to this manager including a promotional advertising section and a 
product section. Company planning wa s usually for one year periods 
with no specific long range planning . 

The product mix included canned, bottled, frozen and dried 
products with r aw materials being meat, fish, vegetables a nd fruit . 
There were several brand names including the wide use of the company 
name . Domestic distribution of products was throughout all of New 
Zealand and caterers, institutions, households and other processors 
purchased the company products. The majority of product lines held a 
market share of greater than 78 per cent against weak competition. 
The product mix was evaluated regularly according to sales for ea ch 
product and it was felt the c ompany pol icy was one of usually waiting 
to adopt or copy products proven in other markets . Expor ting of products 
accounted for approx imately 10 pe r cent of total manufactu ring sales . 

It was f elt that the company policy placed a heavy emphas is on 
marketing and t echnology had a high degree of influence in product 
development. The success of any particular product was not felt to 
depend to a great degree on the personnel who directed the development . 
Company policy emphasis on research and development was not heavy . 

Fact ors of major importance t o successful product development 
inc l uded a strong need in the market place, a research and development 
section within the company and s enior management suppor t fo r new 
product development . 
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