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SUMMARY

New-product introduction approaches which have been de-
signed to simulate the awareness-trial-repeat purchase pro-=
cess with regard to new frequently purchased consumer prod-
ucts have attracted considerable attention from both aca-
demic and practising marketing people.

The interest in this area is documented as well by the va-
riety of proposed approaches as by the large number of re-
ported commercial applications by some of the approaches.
In this paper the current version of a pre-test market sy-
stem will be described which is designed to perform a com-
prehensive analysis of individual choice, perception and
preference data, offers different ways to compute market
share estimates, takes into consideration cannibalization
and draw effects in the underlying product class, allows
for a segmentation based identification of mostly preferred
perceptual space locations with respect to the choice al-
ternatives under study and provides different options for
evaluating the given data by means of e.g. internal, ex-
ternal, deterministic, probabilistic, uni- and/or multidi-
mensional analyses.

Some features of the used methodology will be illustrated
on the basis of a case study recently evaluated in collabo-
ration with a market research institute.

*
) Reseérch has been supported by the Deutsche Forschungs-
gemeinschaft.
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INTRODUCTION

A key factor for firms' long-term health is their ability
to periodically develop and introduce new products and ser-
vices and/or to improve old ones. We will use the abbrevi-
ation NPI (New-Product Introduction) in referring to ac-
tivities of this kind. Both a relative high failure rate
(see e.g. Booz, Allen and Hamilton (1982) who report that
358 of all NPI between 1976 and 1981 did not meet company-
specific and strategic criteria) and considerable amounts
of money spent on R & D activities for NPI indicate that
within the area of management decisions NPI-tasks belong
not only to the most important but also to the most diffi-
cult ones.

Thus, it is not surprising that approaches and techniques
designed to support decisions and to reduce risks related
to NPI have attracted remarkable attention from both aca-
demic and practising marketing people.

With regard to the successive steps of the NPI-planning
process (a possible seqguence of Steps would be: definition
of markets and selection of market segments -+ generation
and screening of new product ideas and concepts for these
Segments - consumer-based concept evaluation - management-
based and economic concept evaluation + actual development
of physical attributes - generating and evaluating the pro-=
duct/marketing strategy - pre-test market evaluation =
test-market evaluation) this paper will mainly deal with
PTM (Pre-Test Market)-modelling, a relatively new and in-
creasingly used methodology for evaluating new products
which can be applied prior (and, often, instead of) test-
market evaluation.

A common objective of both PTM- and T™ (Test-Market)-model-
ling is to forecast the performance of the new product
(e.g. in terms of market share, sales volume, ROI, and the
like) and to identify unanticipated problems associated
with NPI. One important advantage of PTM-modelling is that
it can reduce NPI-costs (at least, one saves TM-costs for
those products which have been identified as failures by
PTM-modelling) significantly. Reviews and first classifi-
cations/comparisons of PTM- and TM-modelling can be found
in Assmus (1981, 1984), Erichson (1979, 1980), Factor and
Sampson (1983), Lilien and Kotler (1983), Narasimhan and
Sen (1983), Robinson (1981), Shocker and Hall (1986), Urban
and Hauser (1980), Wind, Mahajan and Cardozo (1981) and
Wind (1982) - to mention just a few.

Additionally, a brief comparison between some PTM- and TM-
approaches will be presented in the next section.

Then, the current version of an own PTM-system will be des-
cribed which is especially designed to perform a comprehen-
sive analysis of individual choice, perception and prefer-
ence data which belong to the essential data collected
within PTM-modelling. Moreover, the system offers different
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ways to compute market share estimates, takes into consid-
eration cannibalization and draw effects in the underlying
product class, allows for a segmentation based identifica-
tion of mostly preferred perceptual space locations with
respect to the choice alternatives under study and provides
different options for evaluating the given data, e.g. by
internal, external, deterministic, probabilistic, unidimen-
sional and/ or multidimensional analyses (for first at-
tempts to take into consideration aspects from artificial
intelligence and knowledge engineering within NPI-software
see Gaul and Schaer (1987)).

Some important features of the used methodology will be il-
lustrated on the basis of one of the case studies recently
performed in collaboration with a market research insti-
tute,

Finally, some conclusions and outlooks for further research
will be given.

NPI - MODELLING

In this section we do not attempt to give a complete survey
about all approaches concerned with NPI-modelling but rath-
er focus on some important characteristics which are needed
for description and understanding of how essential parts of
the most well-known approaches are designed and what type

of analysis will be supported

see e.9g.

critical evaluation of PTM-approaches)
(1983)
Tab.l summarizes some advantages and disadvan-

and Narasimhan and Sen
proaches)) .
tages of PTM-modelling.

Robinson (1981) and Shocker and Hall (1986)

(for additional information
(for a
and Assmus (1984)
(for a comparison of TM-ap-

ADVANTAGES

PIM provides results within short time
(usually 3 months in comparison to 9 -
12 months for TM).

PIM based research and results are
easier to keep secret.

PIM offers a variety of diagnostic in-
formation and a greater flexibility in
testing alternative product designs
and marketing plans than TM.

PIM can effect considerable cost reduc-
tion (at least 1 : 10 as relation for
PIM : IM costs).

- et o e

DISADVANTAGES

PIM 1{s less applicable for products
with low purchase f£requency and/or ir-
regular usage pattern and for some espe-
clally pioneering products.

PITM can handle preblems which might ap-
pear in actual distribution only by simu-
lation (e.g. delays in dellvery, trade
acceptance).

PIM databases may lack validity (e.g.
nonrepresentative sample, unrealistic ad-
vertisement exposure or buying situa-
tion).

Changes in economic environment and com-
petitive reactions can only be simulated,

Tab.l: Advantages and Disadvantages of PTM-modelling
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From Tab.l one can see that PTM-modelling is not intended
to substitute TM-modelling, rather it provides a lower
cost, faster and more discrete methodology to identify un-
anticipated problems asscciated with NPI and offers a vari-
ety of diagnostic informations especially for product im-
provements. PTM- and TM-modelling complements one another
to some extent so that strengths (weaknesses) of PTM-models
may = in some sense - be interpreted as weaknesses
(strengths) of TM-models.

In Tab.2 some key features which are usually used for char-
acterizing NPI-approaches are listed together with ten se-
lected models. Similar as in e.g. Lilien and Kotler (1983)
and Narasimhan and Sen (1983) model characteristics are
structured with respect to different stages of the NPI-
process (awareness-trial-repeat purchase) and include ad-
ditional diagnostic information such as draw and cannibali-
zation effects, preference and positioning analyses as well
as segmentation evaluations.

In the awareness stage consumers are considered to have be-
come aware of the new brand through the firms' promotional
activities. In the trial stage the trier class includes
consumers who have made one purchase of the new brand while
in the repeat purchase stage the repeater class consists of
consumers who have purchased the new brand more than once.
The various NPI-models differ in the way how it has been
tried to anticipate or track out the behaviour of (poten-
tial) consumers of the new product and of compttitors in
the market in different NPI-stages. In Tab.2 a selecticn
from the most popular and best documented NPI-approaches is
presented and compared with the current version of an own
development, called SUCCESSOR 1.2, which will be described
in more detail in the next section.

Three types of models are considered in Tab.2. Although
emphasis lies on PTM-models (ASSESSOR, COMP, LITMUS, LTM,
NEWS/PLANNER, PERCEPTOR, SUCCESSOR) also TM-models (NEWS/
MARKET, SPRINTER, TRACKER) and a recent development of a
defence model (DEFENDER) designed to evaluate how an estab-
lished firm should react against NPI-efforts of a competi-
tor are tried to be described within the same framework of
NPI-characteristics.

A visualization of the relationships among the different
models based on the characteristics of Tab.2 is depicted
in Fig.l. The representation is obtained by applying MDS-
techniques to the information contained in Tab.2. Fig.l
already reveals essential information concerning the struc-
ture of the area of NPI-modelling. PTM- and TM-models are
clearly discriminated and separated from the defence model.
The PTM-mocdels are divided into two groups. One group con-
sists of approaches such as ASSESSOR (Silk and Urban
(1978)), COMP (Burger, Gundee and Lavidge (1981)), LTM
(Yankelovich, Skelly and White (1981)), PERCEPTOR (Urban
(1975)) and SUCCESSOR 1.2 (see the next section). LTM has
been one of the first PTM-models and can be seen as a pre-
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SPRINTER .
DEFENDER TRACKER
|
- 1
PERCEFTOR
= NEWS
SUCCESSOR
! Y ASSESSOR LITMUS

CoMP

Fig.1l: Comparative Map of Ten NPI-Approaches

cursor of both ASSESSOR and COMP. In SUCCESSOR features
from different PTM-approaches are combined with own devel-
opmernts. 1
The approaches in the other group of PTM-models, NEWS
(Pringle, Wilson and Brody (1982)) and LITMUS (Blackburn
and Clancy (1982)) have more features in common with TM-
approaches than those referred to before. Here, is has to
be mentioned that NEWS can be used to analyze PTM-data
(NEWS/PLANNER) , as well as to scope with the TM-situation
(NEWS/MARKET) . From the documentation of NEWS it seems that
both versions use the same model structure. One difference
is that the input for NEWS/PLANNER is derived from consumer
research prior to the introduction of the new brand to TM.
Comparing both groups of PTM-models one of the major dif-
ferences to be mentioned is that approaches of the second
group rather focus on the evaluation of observed purchase
behaviour while approaches of the first group are more de-
signed to analyze perception and preference data.

The TM-models SPRINTER (Urban (1969)) and TRACKER (Blatt-
berg and Golanty (1978)) build a group of their own as ex-
pected.
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A position distinctive from the positions of all the other
approaches in the MDS representation is occupied by the
defence model DEFENDER (Hauser and Shugan (1983)).
This approach allows to analyze how a firm should adjust
its marketing expenditures and price to defend its position
in an existing market against an attack by a competitive
new product (see e.g. Hauser and Gaskin (1984) for a com-
parison of DEFENDER with alternative techniques such as
ASSESSOR and Shugan (1987) for an extension to time series
price-sales data as e.g. available from supermarket scan-
ner data).

SUCCESSOR-METHODOLOGY

As the proceeding section has indicated there is no single
method able to evaluate the whole amount of information
which could be collected for NPI-purposes.

On the other side there is no existing NPI-system which
offers the joint evaluation of NPI-data by competing ap-
proaches.

The methodology implemented in the current SUCCESSOR 1.2
version and outlined in the following emphasizes the evalu-
ation of brand perception, brand preference, price accept-
ance, brand choice and some kind of marketing planning da-
ta. As visualized in Fig.2 a set of submodels is available
in SUCCESSOR 1.2 and can individually be put together to
allow for a variety of different evaluations.

One class of submodels is designed for the analysis of
brand perception and brand preference data. To start with
the latter type of data, there has been a riumber of studies
which investigated the behavioral validity and reliability
of preference data as a predictor of consumer purchase de-
cisions (reviews are given in e.g. Best (1978), Blin and
Dodson (1980), Silk and Urban (1978) and Shocker and Srini-
vasan (1979)). Researchers have reported about the predic-
tive power of preference data, especially when choice ob-
jects are members of subject specific relevant or evoked
sets, and have qualified brand preference as a useful sur-
rogate in the absence of actual brand choice behaviour.
Within the set of preference data collection procedures the
method of paired comparisons is the most popular one (see
e.g. Bdckenholt and Gaul (1986b) and Gaul and Béckenholt
(1986) for a description of different variants of the meth-
od (e.g. graded paired comparisons, constant-sum method)
and for a discussion of characteristic features which seem
to cause its popularity as well as for a presentation of
some selected examples out of the broad range of marketing
applications (e.g. to evaluate consumer preferences related
to NPI (Silk and Urban (1978)), to analyse positioning
strategies for a new product (Urban (1975)), to model
price-response relationships (Kaas (1977)) or to evaluate
first effective impressions of advertising messages (B&k-
kenholt and Gaul (1984))).
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Concerning methodological aspects of how paired comparisons
data can be evaluated probabilistic multidimensional scal-
ing models which take into account both inconsistencies in
observed choice behaviour and the often multidimensional
nature of choice objects have been develcped (see e.g. B&k-
kenholt and Gaul (1984, 1986a, 1987) for recent reviews and
comparisons of probabilistic scaling technigques). Especial-
ly, methods which allow for a subject-specific representa-
tion of preference behaviour are of interest (see e.g. Car-
roll (1980) and De Scete and Carroll (1983) for an approach
in which a probabilistic wvector describes the preferred
preference direction and B&ckenholt and Gaul (1986a) and De
Soete, Carroll and De Sarbo (1986) who independently devel-
oped an approach in which a probabilistic ideal point de-
scribes the preferred preference position). A main objec-
tive is to identify the most preferred directions and/or
positions in a multidimensional so-called "joint perceptual
space" and to link this information to some kind of market
estimates.

From a managerial perspective it is also essential to re-
ceive information on how to specifically alter existing
products or design new products.

Here, perception data with respect to the different brands
are needed.

The submodels incorpeorated in the current SUCCESSOR 1.2
version are able to relate preferred perceptual space di-
rections and/ or positions to selected brand characteris-
tics, This kind of linkage of perception and preference da-
ta is performed by a technique called IlA (Internal-l-Anal-
ysis). Besides IlA an I2A (Internal-2-Analysis) is offered
by SUCCESSOR 1.2 where only the pairwise preferences are e-
valuated (a pure internal analysis). In an EA (External A-
nalysis) the pairwise preference judgements are explained
in terms of (transformed) interesting attributes or charac-
teristics (where transformations may be obtained by such
well-known data analysis techniques as e.g. multidimension-
al scaling or factor analysis, see e.g. Hauser and Koppel-
man (1979) for a review with regard to alternative percep-
tual mapping technigques).

A further class of submodels is designed to support deci-
sions which are concerned with assessing price relations in
the interesting market and determining the introduction
price of the new product. With respect to this task price
acceptance data have to be collected. The analysis of this
kind of data aims at answering gquestions concerning the
maximal acceptable price level (upper bound) for both the
new product and the established brands. Also, price accept-
ance data can be linked with brand perception and brand
preference data to take into account how further product
features and stated preferences (between different products
but also between products and amounts of money assigned to
products) can help to evaluate the NPI-situation. Again,
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11A and/ or IZ2A can be applied e.g. in terms of probabilis-
tic ideal point and probabilistic vector approaches.

Up to now all considerations have been based on evaluation
possibilities of perception, preterence and price accept-
ance data. Further important information is given by brand
choice data which can be collected during a simulated tri-
al-repeat purchase process. From recent reviews and papers
on choice behaviour (see e.g. Corstjens and Gautschi
(1983), Mc Fadden (1986) and Wagner and Taudes (19287)) one
can, however, conclude that most of these approaches re-
guire more than two purchase cylces (more than e.g. the
trial and repeat purchase stages as conducted by most PTM=-
approaches) to perform efficient parameter estimations (see
e.g. Zufryden (1982) for a recent NPI-model based on stoch-
astic model components that integrates both brand choice
and product class purchase behaviour). TM-approaches such
as LITMUS, NEWS/MARKET and TRACKER require three and more
purchase cycles for collecting a sufficient data base. If
additional model-specific input data such as price, distri-
bution rate, media budget, etc., are available these ap-
proaches could be used as brand choice models.

In the current SUCCESSOR 1.2 version approaches are imple-
mented which are less pretentious with respect to the re-
quired data base as far as purchase cycles are concerned,
e.g. logit models and Markcv models.

Again, besides purchase-explanatory variables (e.g. pro-
duct-characteristics, price, advertising, distribution and
promotional incentives) brand perception and brand prefer-
ence data can be incorporated into the brand choice/market-
ing planning data submodel.

Although extensions of the brand choice/marketing planning
data submodel are just under development final remarks con-
cerning possibilities within the SUCCESSOR-methodology are
restricted to a more global assessment of what can be ana-
lysed within the current SUCCESSOR 1.2 version depicted in
Fig. 2.

A variety of different evaluations can be performed by just
following the outlined arrows for selected sequences of da-
ta/information and submodels, e.g. it is possible to medel
essential features of ASSESSOR by choosing a onedimensional
I2A with respect to the percepticn & preference submodel
and a two-state Markov model in combination with the
Parfitt and Collins (1968) approach with respect to the
brand choice/ marketing planning data submodel. Of course,
similarities with essential features of other NPI-models
are possible. It is left to the reader to check how many
“gimilarities" can be found.

APPLICATION
In this section features of the current SUCCESSOR version

will be illustrated on the basis of one of the case studies
recently conducted in collaboration with a market research
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institute., Part of the information as well as of the re-
sults concerning this study had to be given different la-
bels and/or to be transformed to preserve confidentiality.

STARTING SITUATION

Suppose, a new product under study has been designed as a
high price, high premium food brand for a market known to
consist of two submarkets. Suppcse, also, that the posi-
tioning strategy for the new brand is directed to a niche
between the two submarkets. The first submarket can be des-
cribed as a market of "easy-to-use" - and "in-between" -
products. For the second submarket no hints will be given
for reasons of confidence. The first submarket consists of
five brands numbered bl.l, bl.2, bl.3, bl.4 and bl.5 ac-
cording to decreasing market shares. With respect to the
competition structure of this submarket the new brand as
well as three brands of the mentioned five brands belong to
the client of the underlying study so that an important
question within the study has to be related to cannibali-
zation and draw effects which may be released by the occur-
rence of the new brand.

Besides other NPI-information essential data collected for

the study were

- perceptual data (attribute ratings) collected on the
basis of semantic scales for each brand relative to the
individual relevant sets of participating consumers both
during the awareness-trial and repeat purchase stages,

- paired comparisons based preference data collected for
all pairs of brands relative to the individual relevant
sets of participating consumers both during the aware-
ness-trial and repeat purchase stages,

- brand choice data recorded at the trial stage and

- brand choice data recorded for each repeat buyer at the
repeat purchase stage.

SELECTED RESULTS

Already the current SUCCESSOR version is flexible in being
able to support different types of data evaluations depend-
ing on the points of view wanted to be stressed in the NPI-
analysis.

Here, just as an example of the possibilities of SUCCESSOR
(and as a contrast to results known from other NPI-publica-
tions) the point of view of those participants of the study
who became repeat buyers is emphasized.

In Fig. 3 the structure of the market under consideration
is depicted based on repeat buyers' data. The two-dimen-
sional representation was obtained by applying a multidi-
mensional scaling technique to the brand attributes col-
lected from those participating consumers who - after new
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Fig. 3: Two-dimensional Representation of the Market
Structure and the New Product Position on the
Basis of Repeat Buyers' Data.

product usage = repurchased the brand. The distances be-
tween different brand positions can be interpreted as
(dis)similarities. The axes legends were yielded by a re-
gressicn-based interpretation technique applied to selected
product attributes. One can see that the market structure
with its two submarkets has clearly been recognized and
that the intended product positioning concept has success-
fully been transmitted to the repeat buyers.

The perceptual data based position of the new brané can be
described by a combination of characteristics describing a
"high quality product with natural ingredients" and an
"easy to use" and "in between" product. Two brands of the
first submarket (with a joint market share of less than
10%) could not be included in this repeat buyer - repeat
purchase stage description of the whole market because too
few repeat buyers indicated them to belcng to their indi-
vidual relevant sets.
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In the awareness-trial stages, data for all first submar-
ket's brands are available (that means that compositions
(and sizes) of relevant Sets changed during the NPI-stages
the exact alterations of which, however, cannct be reported
for reasons of confidence). Fig, 4 presents the joint per-
ceptual map of the first submarket based on simultaneous
Il1.A1 and I1.A2 dnalyses,

Sonie selected perceptual dimensions such as "high guality",
"more expensive", "delicacy", "in between product" and "the
best product" have been included in the perceptual map of
Fig. 4 to provide functicnal relationships between attrib-
utes and product coordinates. From Fig. 4 one can conclude
(in accordance with Fig. 3) that within the first submarket
the new brand is Judged as "high quality" (and "nmore expen-
sive") product alsc Fossessing characteristics of an "in
between product". In terms of "delicacy" and "the best pro-
duct" the new brand also competes favourably with its com-
petitors. As additional information both Fig. 3 and Fig. 4
reveal a remarkable proximity of the new brand to the mar-
ket leaders of both submarkets. Hence, cannibalization and
draw effects have to be studied. Further conclusions may be
drawn by taking into account the length and the directions
of the perceptual dimension vectors. Here, one can e.g. see
that the first submarket's market leader is still rated as
"the best product" although the new brand which has higher
ratings e.g. on "quality" and "delicacy" dimensions follows
closely.

Up to now main conclusions are dependent on positioning re-
search. Additional insights into consumer perceptions of
competitive brand choice alternatives can he gained by per-
forming a segnentation based analysis of the preference
data the results of which are visualized in Fig., 5, Addi-
ticnally, segment-specific preference alterations occurring
in the time span between trial and repeat purchase stages
are depicted in Fig. 5. If we denote by segment i.1 respec-
tively segment i.2 the starting respectively end position
of segment i computed on the basis of trial stage respec-
tively repeat purchase stage data, directions and magni-
tudes of segment movements can help to explain preferences
alterations due to the occurrence of the new brand (for
reasons of better interpretability the brand positions have
been kept fixed). Here, the distance between a segment po-
siticn and a product position is a Segment-specific measure
(aggregated with respect to the consumers in the segment)
of (dis)liking for the corresponding brand.

The understanding of segment-specific alterations of per-
ceptions and preferences with rYegard to the product class
under study can provide additional information for perform-
ing f{or "optimizing") effective (re)positioning strategies.
Having a first look at the perceptual map positions of the
largest segment 2 (see 2.1 with 57% of the repeat buyers)
and of the second-largest segment 1 (see 1.1 with 27% of

89



1. Béckenholt/W. Gaul Session II

-2

s

3

e i
e 4
%

(mareal
brorg LS
seand % .

|
|
[
|
|
|
|
Leb
{
|
|

\arand 4,3
'" !

|
l
|
|
|
|
|
|
|
|
|

Fig. 4: IlA of the First Submarket

the repeat buyers) and at the corresponding segment-specif-
ic movements one can recognize the following:

The starting point 2.1 of the largest segment 2 is nearest
to the market leader as well as to the new brand.

The movements of the two largest segments are directed away
from the market leader and nearer to the new brand.

Of course, there are superimpositions with the movements of
segment 3 (see 3.1 - 3.2 with 5% of the repeat buyers) and
segment 4 (see 4.1 + 4.2 with 11% of the repeat buyers)
which are both rather directed towards the market leader.
However, these segments contain only 16% of the repeat
buyers and their end pcsitions are also nearer tc the new
prand than their starting positions.

There is a correspcndence between the movements of the two
largest segments and the estimates of the C & D (Cannibali-
zation and Draw) effects given in Tab. 3, e.g. the end po-
sitions of these segments are nore distant from bl.l (C & D
of -5.1%), nearer to bl.2 (C & D of +1%), nearer to bl.3
(C & D of +0,9%), more distant from bl.4 (C & D of -1,2%),
nearer to bl.5 (C & D of +0,5%) and nearer to the new brand
(resulting in a market share estimate of 3,9%) than their
corresponding starting positions.
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Fig. 5: Preference alterations in the Time-span between
Trial and Repeat Purchase Stages with respect to
Segments of Repeat Buyers

Brands bl.1 bl.2 bl.3 bl.4 bl.5 New Brand |

J

Market Shares before |More than |More than More than | Less than | Less than
Occurrence of the

New Brand 40% 10% 10% 10% 10% .
€ & D Effects/ c&n csn c&p C&bD C&D |Market Shard
Market Share after

- + -1,2%
New Brand Usage k% A% *0,9% , +0,5% 3,9%

Tab. 3: Cannibalization and Draw Effects/Market Share after
New Brand Usage

The theory how alterations with regard to the perceptual
space locations of segments are related to changings in
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market shares and how C & D effects as given in Tab. 3 can
be evaluated will not be presented here, Instead, in Tab. 4
an alternative way of assessing the contribution of the
existing products to the market share of the new brand is
depicted.

Brands bl,1 bl.2 bl.3 T bl.4 T bl,5 |

|
Percentage of ! I

Contribution to
the Market Share
of the New Brand
A S sl aummi 4
Tab. 4: Perceptual Map (see Fig. 4) based Contribution of
Existing Brands to the Market Share of the New
Brand

0.78 0,09 0,10 0,02 0.01

The discussion of the alterations of the segment positions
in Fig. 5 provides, at least, some kind of validation for
the results of Tab. 3 and Tab. 4. A description of mathe-
matical and model-theoretic aspects of the underlying ap-
proaches is not intended.

Besides the new brand's market share estimate of 3,9% based
on simultaneous I1.Al and Il.AZ analyses a market share es-
timate of 3,4% was obtained on the basis ot the brand
choice/marketing planning data submodel where knowledge
about (long-run) probabilities of awareness and distribu-
tion and other marketing planning data together with proba-
bilities of switching to and repurchasing the new brand had
to be incorporated intoc the calculations,

Approaches from the price acceptance submodel could not be
applied because data of this kind were not available.

Of course, differences in market share estimates obtained
from different approaches give rise to rechecking of as-
sumptions/data/model specifications/etc. of the approaches
used. Here, a major reason tor this difference is probably
due to the fact that the lower market share estimate was
yielded from the brand choice/marketing planning data sub-
model in which the factor "price" plays a more important
role than in the perception & preference submodel.

With regard to the first submarket the market leader bl.l
would have to suffer a remarkable cannibalization effect if
the NPI-decision concerning the new brand is realized.

1f brand bl.l belongs to a competitor possible defending
strategies of this competitor have to be taken into consid-
eration before a final NPI-decision with respect to the new
brand is made.

If brand bl.l belongs to the product palette of the firm
which has developed the new product an assessment of com-
pensation possibilities for the market share diminution of
bl.1l is needed.

Remember, there is a second submarket and with respect to
this market SUCCESSOR can also support such assessments.
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CONCLUSIONS
PTM-modelling tries to assist the marketing management in
achieving diagnostic informations and predictions with re-
gald to the possible success of a new brand. SUCCESSOR 1,2,
the current version of an own development of & PTM-system,
has been designed to support NPI-efforts. Some features of
SUCCESSOR have been illustrated within the description of
its current structure as well as within the applicaticon
section of this paper.

Of course, for several reasons only a subset of all SUCCEs-
SOR 1.2 features has been shown.

The SUCCESSOR methodology is based on classes of submodels
allowing for different pPossibilities of market share pre-
dictions and for a variety ot further information about the
underlying market and the new brand,

The submodels are designeda for the analysis of perception,
preference and price acceptance data as well as for the
evaluation of brand choice and some kinds of marketing
planning data.

Extensions and refinements of the current SUCCESSOR 1.2
version are still under development,
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