
 

  

LAPPEENRANTA UNIVERSITY OF TECHNOLOGY 

School of Business and Management 

Master in International Marketing Management 

  

   

  

  

  

  

  

Tuuli Jokinen 

  

DEVELOPING AN ADAPTABLE PRODUCT LAUNCH PROCESS FOR AN 

INDUSTRIAL TECHNOLOGY COMPANY OPERATING IN GLOBAL  

BUSINESS-TO-BUSINESS MARKETS  

 

 

  

 

    

  

   

          

1st Supervisor: Professor Sanna Katriina Asikainen, LUT 

2nd Supervisor: Tuomas Saastamoinen, Senior Vice President, Sales and Marketing 



2  

  

ABSTRACT 

Author:  Jokinen, Tuuli Elina 

Title: Developing an adaptable product launch process for an 

industrial technology company operating in global business-

to-business markets  

School:  School of Business and Management 

Master’s Programme: International Marketing Management 

Year:  2017 

Master’s Thesis: Lappeenranta University of Technology, 

103 pages, 22 figures, 4 tables and 9 appendices 

Examiners: Professor Sanna-Katriina Asikainen 

Tuomas Saastamoinen, Senior Vice President Sales and 

Marketing 

Keywords: product launch, product launch process, new product 

development, process development 

 

The aim of the thesis is to develop an adaptable product launch process for an industrial 

technology company operating in global business-to-business markets. The theoretical 

premise of the thesis consists of theory on product launch, commercializing 

innovations, new product development and business process development. A product 

launch planning model, based on these different theories, is utilized as a premise for 

the qualitative multiple case study. Structured interviews and cross-case analysis are 

utilized as methods to explore six different product launch cases within a company to 

develop a product launch process with different process levels. Based on the 

theoretical findings and empirical analysis, the study identifies four launch process 

categorization variables: degree of product newness, type of target market, desired 

customer behavior and growth goals. The variables are utilized to develop a process 

categorization tool, which recommends a suitable process category for a product 

launch. Two process categories, extensive and medium, are identified based on the 

analysis. The developed product launch process has eight phases across new product 

development stages, while the identified steps that are included within each phase vary 

between the two process categories. The suggested adaptable product launch process 

contributes to the existing theories by introducing a product launch process framework. 

Managerially, it facilitates conducting a product launch, making the process more 

coherent and efficient.  
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Tämän Pro gradu -tutkielman tavoitteena on kehittää mukautuva 

tuotelanseerausprosessi globaaleilla business-to-business-markkinoilla toimivalle 

teolliselle teknologiayritykselle. Työn teoreettiset lähtökohdat perustuvat teoriaan 

tuotelanseerauksesta, innovaatioiden kaupallistamisesta, uuden tuotteen 

kehittämisestä ja liiketoimintaprosessien kehittämisestä. Teorioiden perusteella 

rakennetaan tuotelanseeraussuunnitteluun malli, jota hyödynnetään perustana 

tutkimuksen kvalitatiivisessa monitapaustutkimuksessa. Strukturoituja haastatteluja ja 

ristikkäisanalyysiä hyödynnetään menetelminä tutkittaessa kuutta erilaista 

tuotelanseeraustapausta. Teoreettisten löydösten ja empiirisen analyysin perusteella 

määritetään neljä lanseerausprosessin kategorisointimuuttujaa: tuotteen uutuusaste, 

kohdemarkkinan tyyppi, haluttu asiakaskäytös ja kasvutavoitteet. Muuttujia 

hyödynnetään kehitettäessä prosessikategorisointityökalu, joka suosittelee sopivaa 

prosessikategoriaa tuotetta lanseerattaessa. Kaksi prosessikategoriaa, kattava ja 

keskitasoinen, määritetään analyysin perusteella. Kehitetty tuotelanseerausprosessi 

kattaa kahdeksan vaihetta, jotka sijoittuvat lomittain uuden tuotteen kehitysprosessin 

vaiheiden kanssa. Välivaiheiden määrä puolestaan vaihtelee kahden määritetyn 

prosessikategorian välillä. Esitetty mukautuva tuotelanseerausprosessi edistää 

olemassa olevaa tuotelanseerausteoriaa kehitetyn prosessimallin osalta. 

Liikkeenjohdollisesta näkökulmasta prosessi sujuvoittaa, yhtenäistää ja tehostaa 

tuotelanseerauksen suunnittelua ja toteutusta.  
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1 INTRODUCTION 

 

It is recognized that product launch is a critical step in the successful introduction of a 

new product (Cooper 1993, 1). To reflect this importance, marketing scholars have 

introduced different viewpoints and aspects to product launches over the past 20 years. 

Product launches have been observed in various contexts such as business-to-

consumer and business-to-business companies (Hultink et al. 2000) as well as 

industrial (Hultink et al. 1997; Hultink et al. 2000) and high-technology markets 

(Easingwood & Harrington 2002; Chiesa & Frattini 2011; Kou et al. 2015; Kou & Lee 

2015). Approaches such as marketing mix (Beard & Easingwood 1996; Hultink et al. 

1997; Hultink et al. 2000; Calantone & Di Benedetto 2007; Haverila 2013), relationship 

orientation (Matikainen et al. 2015) and lean launch (Kou et al. 2015) have been 

demonstrated to be effective when introducing a new product. Product launch has also 

been observed at all, strategic, tactical and activity, levels (Beard & Easingwood 1996; 

Guiltinan 1999; Calantone & Di Benedetto 2007).  

 

Ultimately, the aim of the product launch articles is to contribute in guiding how to 

successfully introduce a product into a market. There is an enormous amount of new 

products introduced to different marketplaces yearly (Cooper 1993, 1). Unfortunately, 

a vast number of new product introductions fails due to lack of preparation (Schneider 

& Hall 2011; Symanowitz 2014). The launch related literature still seems to lack an up-

to-date guideline for planning and implementing product launches, especially for 

business-to-business companies in industry and technology context. Another limitation, 

that can be addressed, appears that the recent studies are focused mainly on single 

viewpoints rather than on the entire launch process. 

 

1.1 Background and research goals 

 

The research goals are developed to address the need of the assigning company to 

create a launch process that would, first of all, be followed in the organization and, 
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secondly, that could be easily and quickly adapted to different kinds of purposes. The 

main challenge in the assigning company had been that there was no unified launch 

process that would have been utilized across the company. Thus, the product 

launches had been designed and implemented case by case based on learnings from 

previous experiences. Another challenge had been the integration of new product 

development and product launching in a holistic manner. The challenges were 

explored through a background interview (Appendix II) in the beginning of this project. 

The company recognizes that a set launch approach could be advantageous. 

However, the company launches different types of products into different types of 

markets with different types of goals and therefore a totally standard launch process 

would not be sufficient. It is noted based on the amount of new products and 

technologies being developed continuously that there is a potential to introduce and 

launch products more efficiently. Therefore, the overall goal is to develop a general 

framework for a product launch that is flexible to various needs and is integrated with 

new product development. The guidelines would facilitate conducting a product 

launch, making the process more efficient. 

 

This study contributes by developing a product launch process, for an industrial 

technology company operating in global business-to-business market, that can be 

adapted for different types of goals to be reached with different kinds of products and 

markets. The title Developing an adaptable product launch process for an industrial 

technology company operating in global business-to-business markets reflects the 

combined theoretical and applied background of the thesis. 

 

1.2 Research framework and literature review 

  

The theoretical premise of this thesis is built on the theory and concepts of product 

launch. The literature on commercializing innovations partly overlaps and adds on the 

product launch literature and therefore it is also explored and included as a part of the 

product launch theory. To reach a full understanding for developing a product launch 

process of a company, new product development and business process development 
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perspectives are included as essential elements to the theoretical premise. Figure 1 

illustrates the research framework of this study representing all these research areas 

that are included in the theoretical frame. Business process development as a concept 

is not overlapping in the Figure with product launch since no literature was found that 

would cover both areas simultaneously. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research framework showing the underlying concepts 

 

It is difficult to find an unambiguous definition for product launch. The dictionary of 

Cambridge University defines product launch as “the process of introducing a new 

product for sale for the first time and attracting people’s attention to it” (Cambridge 

dictionary 2016). The literature on product launch in general is rather wide concerning 

both business-to-business and business-to-consumer markets. Calantone and Di 

Benedetto (2007) state, based on their review study on launching, that there are over 

20 research papers published within approximately a decade. There is also a vast 

amount of literature on industrial and high-technology product launches as well as 

international and global launches. Some researchers emphasize mostly launch 

strategies while other researchers concentrate more on the tactics. Furthermore, 
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several research papers focus on internal launch and marketing mix as launch tactics. 

Table 1 presents an overview of product launch related literature over the past 20 

years. 

 

Table 1. Product launch related literature 

Perspective on Launch Research type Year Authors 

- Organizational adoption and    
diffusion of innovations 

Conceptual 
paper 

1993 Frambach 

- Launch tactics for high-technology 
products 

Empirical study 
1996 

Beard & 
Easingwood 

- Industrial new product launch 
strategies 
- Product development performance 

Empirical study 
1997 

Hultink, Griffin, Hart 
& Robben 

- Internal new product adoption 
Conceptual 
paper 

1997 Authene-Gima 

- Launch strategy and tactics 
- Degree of product newness 

Conceptual 
paper 

1999 Guiltinan 

- Key success factors in new 
product launch 
- Launch strategies 
- Launch tactics 

Empirical study 

1999 Di Benedetto 

- Differences of successful B2C and 
B2B launch decisions 

Empirical study 
2000 

Hultink, Hart, 
Robben and Griffin 

- Launching high-technology 
products 

Review article 
2002 

Easingwood & 
Harrington 

- Launch strategies 
- Marketing mix 

Empirical study 
2007 

Calantone & Di 
Benedetto 

-  Integrated marketing 
communication strategies in high 
technology product launches 

Empirical study 
2008 Winter & Sundqvist 

- Commercializing technological 
innovation 
- B2C launch 
- High-technology markets 

Empirical study 

2011 Chiesa & Frattini 

- External and internal launch Empirical study 2012 Kuester et al. 

- Marketing variables for high-
technology product launches 

Empirical study 
2013 Haverila 

- Relationship orientation in new 
product launches 

Empirical study 
2015 Matikainen et al. 

 

Frambach (1993) emphasizes the role of technology as a crucial factor for a company’s 

competitive advantage. When introducing new technologies into business-to-business 
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markets, individuals inside the customer organizations make decisions about adopting 

new technologies into their processes. Companies should aim to influence the new 

product adoption through strategic new product development (Figure 1). Cooper (2008) 

introduces a process model “Stage-Gate® System” for managing efficient new product 

development. The model consists of stages and gates, which represent information 

gathering and analysis phases as well as decision points. Cooper (1993) points out that 

planning the marketing of a new product introduction and launch should not occur at 

the very last step before launch. Marketing along with engineering, design and 

manufacturing should be carried out across different functions and new product 

development stages. Launch planning should start during the first phases of the new 

product development process. 

 

According to Guiltinan (1999) new products can be grouped into different categories 

that represent the degree of the product newness. Different levels of product newness 

attract different types of demand. Therefore, when introducing a new product, 

companies should estimate customer behavior prior to designing launch strategies. 

Internal and external situational analysis should also be conducted and taken into 

consideration (Cooper 1993). Launch strategies and tactics should be selected for 

different situations based on the desired customer buying behavior. Ultimately, they 

should demonstrate the competitive advantages and the suitability to the market. 

(Guiltinan 1999) Hultink et al. (1997) highlight that both strategic and tactical launch 

decisions are crucial for the success of the launch. Strategic launch decisions include 

product strategy, market strategy, competitive strategy and firm strategy while tactical 

launch decisions include product, price, promotion and distribution related decisions. 

Different combinations of the strategic and tactical decisions affect the performance 

of the launched products in different ways. Chiesa and Frattini (2011) study 

commercialization of a product and similarly emphasize the importance of integrated 

strategic and tactical variables. Cooper (1993) points out that a marketing plan should 

be created for new product introduction including marketing objectives, marketing 

strategies and marketing programs. 
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Kuester et al. (2012) argue that both internal launch and external launch are crucial 

when introducing a new product. Both activities should be implemented in a balanced 

and integrated manner. Internal activities are crucial especially when introducing a 

product that is radically new to the company itself. According to Di Benedetto (1999) 

skills, such as marketing knowledge, selling, promotion, distribution, R&D and 

engineering, support successful product launches. Cross-functional team work and top-

management support are essential when making marketing and manufacturing 

decisions relating to new products. Calantone and Di Benedetto (2012) consider timing 

of the launch much less crucial than the above mentioned cross-functional integration 

and responsive market orientation, however, Vickery et al. (2015) argue that launch 

speed can be used in building competitive advantage. 

 

Regarding external considerations upon launch, Beard and Easingwood (1996) 

contribute by introducing a framework of launch tactics for high-technology products 

that introduces different launch tactics and when they should be used in terms of 

market and technological maturity. Launch tactics are typically developed according 

to the process: market preparation, targeting, positioning and attack. Haverila (2013) 

examines, which marketing mix variables (product, price, promotion and distribution) 

are important when launching high-technology products into international markets. 

Furthermore, he highlights the importance of creating a clear marketing concept and 

ensuring organization-wide adoption. Hultink et al. (2000) study the differences in 

successful launch decisions between consumer and industrial products. They state 

that industrial product launches are generally more offensive while consumer product 

launches appear mostly defensive. Industrial product launches often aim for new 

markets with new technologies and innovations while consumer product launches 

typically aim to strengthen the company’s position in the current market. As a 

consequence of these differences, positioning and marketing tactics during launch 

differ also considerably between consumer and industrial products. Despite the 

available literature on marketing mix as launch tactics, it is criticized that many of the 

theories are mainly shopping lists of different decisions (Hart & Tzokas 2000, 390). 
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Attaran (2000) states that business process development or reengineering originates 

from a company’s inclination to change current ways of operating to stay competitive. 

Typically, there is a need to improve the company for example in terms of productivity 

or efficiency, which ultimately adds more value. Tinnilä (1995) recognizes the 

importance of strategic, organizational and operational perspectives when developing 

or redesigning a business process. In terms of business process redesign strategies, 

Lin et al. (2000) see that the aim is to identify and analyze existing processes and to 

suggest and implement improved new processes. Kueng and Kawalek (1997) suggest 

that business processes consist of five elements: customers, outputs, activities, agents 

as well as information needed for activities. 

 

Business process models are defined as a description of how a business case is or 

should be implemented. (Kueng & Kawalek 1997; Bandara 2005; Kunze et al. 2011) 

Bögel et al. (2014) argue that the models should support the management of 

companies in improving the business through planning and controlling. Nurcan et al. 

(2005) state that business process models usually base on “whys” and “whats”; 

strategic goals and activities performed by actors to reach goals. Graphical 

representations can be used for business process modelling to illustrate all the related 

elements within the process (Bandara et al. 2005). In summary, process modelling 

methodology refers to instructions that guide process modelling while process 

modelling tools can be considered as software solutions that support the process 

models in terms of their design, distribution and maintenance (Bandara et al. 2005, 

356). 

 

1.3 Research Questions 

  

The product launch, recognized as a multi-dimensional process within a company, 

has been the subject of research over the past twenty years. Some of this research 

has addressed launch customization, taking different design considerations of global 

launch into consideration. (e.g. Bruce, Daly & Kahn 2007) The thesis will build on and 

add to this research by integrating the principles of new product development, 
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commercialization of innovations and process development into the product launches 

of a company. This is important to the assigning company, as launches typically 

involve launching different types of products into different types of markets with 

different types of goals. Therefore, a launch process with adaptable elements is 

needed. The main research question focuses on the adaptability of the process by 

aiming to identify different categories for process versions that could be used as a 

basis for different types of product launches. 

 

The main research question:  

• How can an adaptable product launch process with process categories be 

developed for a technology company operating in global business-to-business 

markets? 

  

The sub-research questions aim to support the main research question, firstly, by 

identifying variables that can be utilized to categorize different types of product 

launches. Secondly, the aim is to find out what kind of product launch categories can 

be identified. Finally, the last sub-research question covers how the process 

categories vary and how they relate to the New Product Development process. 

 

The sub-research questions: 

• What variables can be utilized for product launch process categorization? 

• What kind of product launch categories can be identified? 

• How do the process categories vary and how do they relate to the new product 

development process? 

 

1.4 Theoretical framework 

 

The theoretical framework of this study is presented in Figure 2. Firstly, the context of 

the thesis is illustrated on the ring of the framework. The assigning company is an 

industrial technology company operating in global business-to-business markets and 
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therefore launch literature in those contexts is emphasized. However, there are no 

studies available that consider the variables in this context simultaneously, which is 

why the context acts mainly as an influencing factor to the theory choices. 

 

The triangle represents the theoretical premise of this study. The degree of product 

newness defines the desired customer behavior (Guiltinan 1999), which is an 

essential influencing factor for designing launch goals and strategies (Hultink et al. 

1997; Guiltinan 1999). Also launch tactics should be selected for different situations 

based on the desired customer buying behavior and selected launch strategies 

(Guiltinan 1999). New product development is illustrated above product newness in 

the graph with a dash arrow since it is the prior and partly overlapping process with 

product launch (Cooper 1993). New product development is a crucial activity also in 

the assigning company and therefore it is included in the theoretical premise, thus 

with a lighter focus. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Theoretical framework for categorization of product launch processes 

Launch goals and 
strategies

Internal and external launch tactics
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- Global context 
- Industrial context 
- Technology context 

- Goals 

- Roles 
- Activities 
- Structure 

- Modeling 
- Timeline 
- Costs 

NP
D 

Product newness 

Desired customer behavior 



18  

  

The adaptation arrow pointing down on the left of the triangle reflects the situation of 

the assigning company. The company launches different products into different 

markets with different goals and therefore a totally standard launch process would not 

be sufficient. The bar on the right side of the graph attached to the top part of the 

triangle represents categorizing a product launch process of an industrial technology 

company operating in global business-to-business markets. Based on the preliminary 

literature review it can be derived that the degree of product newness, desired 

customer behavior as well as launch goals and strategies are determining the rest of 

the actual launch process including internal and external launch tactics. 

 

Finally, on the right side of the graph the product launch process arrow pointing down 

illustrates a developed easily adaptable launch process. NPD process is again 

pictured partly overlapping with the launch process since the links and interaction of 

the two processes should also be identified. The rectangle next to the product launch 

arrow represents the elements drawn from business process development literature. 

They will be used as guiding components when developing the launch process. 

 

1.5 Definitions and concepts 

 

The key concepts and definitions for this study are introduced below. These include 

new product development, product newness, customer behavior, situational analysis, 

launch goals, launch strategy, launch tactics, marketing mix, business process 

development and business process modeling. 

 

New product development 

New product development (NPD) refers to activities or a process conducted within a 

company from a new product idea to its launch. Stage-Gate® System is a process 

model, consisting of stages and gates, developed by Cooper (2008) for efficient NPD. 

Stages involve gathering information and conducting analysis while at gates decisions 

whether to continue development of a product or not. (Cooper 2008) 
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Product newness 

New products can be categorized into three categories, “new entries or line additions”, 

“product improvements” and “new to the world products”. These different product types 

attract different types of demand. New entries or line additions aim increasing market 

share, product improvements target existing customers for more demand and new to 

the world products aim for new demand. (Guiltinan 1999)  

 

Customer behavior 

Customer behavior, based on product newness and attracted demand type, is divided 

into three categories: trial and repurchase, migration and innovation adoption and 

diffusion. Trial and repeat refers to adopting a product without major considerations and 

committing to repurchase while migration refers to upgrading to a better version. 

Adoption and diffusion occurs when the product is really new and the decision-making 

involves consideration. (Guiltinan 1999) Innovation diffusion is described as the 

accumulated level of innovation adoption in a market, which can be affected by 

communicating through channels to people (Rogers 1983; Rogers 1995) as well as by 

carefully designing the NPD process and the marketing strategy (Frambach 1993). 

 

Situational analysis 

Situational analysis, as part of NPD and product launch, involves external and internal 

analysis. Internal analysis covers marketing audit as well as reviewing marketing 

strengths and weaknesses. External analysis covers market overview, defining market 

segments, analyzing buyer behavior as well as conducting competition and macro-

environmental analysis (economic, political, demographic, social and technological 

situation). (Cooper 1993) 

 

Launch goals 

Product launch goals typically relate to communicating product value (Lee et al. 2011), 

reaching acceptance in a target market (Guiltinan 1999; Chiesa & Frattini 2011), and 

to gaining profits from product sales (Guiltinan 1999). 
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Launch strategy 

Lee et al. (201) define launch strategy as communicating product value to a certain 

market by taking the external factors; opportunities and threats, into consideration. 

The goal of a launch is to reach acceptance in the target market that leads to profits 

(Guiltinan 1999). According to Hultink et al. (1997) both strategic and tactical launch 

decisions affect the success of the launch. 

 

Launch tactics 

Hultink et al. (1997) states that the tactical side of a launch mainly consists of the 

marketing mix elements including product, price, promotion and distribution related 

decisions. Certain strategic decisions are related to certain tactical decisions and vice 

versa. Different combinations of the decisions can affect the performance of industrial 

products in different ways. 

 

Marketing mix 

McCarthy (1960) developed a tool set of marketing variables that can be utilized, 

controlled and adjusted by the marketing management to influence customers in order 

to improve success in a market. The marketing variables are product, promotion, 

place and price. Hultink et al. (1997) states that the tactical side of product launch 

mainly consists of the marketing mix elements. The marketing mix variables as launch 

tactics will be explored in more detail in section 2.4. 

 

Business process development 

Business process development or reengineering refers to changing current ways of 

operating (Attaran 2000) in order to keep up with competitors and market conditions 

(Coskun 2008). The motivation to change is the need to improve the company for 

example in terms of competitiveness, productivity or efficiency (Attaran 2000) to 

create more value (Coskun 2008). Strategic, organizational and operational 

perspectives are crucial when developing or redesigning a business process (Tinnilä 

1995). 
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Business process modeling 

Business process modelling is defined as a describing how a business case is or 

should be implemented. (Kueng & Kawalek 1997; Bandara 2005; Kunze et al. 2011) 

The purpose of the models is to support the management of companies in improving 

the business through planning and controlling (Bögel et al. 2014). Process 

documentation, IT system implementation, compliance or fulfilling quality standards 

are typical actions that are taken in order to improve business (Bandara et al. 2005). 

 

1.6 Research Design 

  

The research is designed to address the main research question, which is related to 

the developing an adaptable product launch process with process categories. The 

empirical research conducted for this thesis is a qualitative multiple case study. The 

chosen cases represent past different product launches within the assigning 

organization. The instrumentation used is based on both primary and secondary data 

since the aim is to collect internal information on the assigning company’s launch 

practicalities. Primary data, which is the focus of this study, will be collected through 

structured interviews. Secondary data, such as documentation on prior launches 

within the company, will reinforce the primary data findings.  

 

The interviews are structured based on the launch related and process development 

related literature. The interviewees are chosen based on their role and experience on 

prior product launches. Literature on NPD will be addressed and also an employee of 

the case company will be interviewed regarding the existing process since it is a 

neighboring and partly overlapping process with product launches. The interviews will 

be recorded if possible after which the content will be analyzed as well as coded and 

grouped under relevant topics. Cross-case analysis will be utilized for analyzing the 

data. The results together with literature on product launch and process development 

will be integrated to develop an adaptable product launch process with process 
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categories in support of the assigning company as well as contribution to the theory 

of product launch. 

 

1.7 Delimitations 

 

As mentioned above, the main theoretical premise for this study is new product 

launch. NPD is a perspective that is a crucial addition to the main theoretical premise 

to reach a full understanding for developing the product launch process of a company. 

To enrich the main theoretical premise of product launch, the approach of 

commercializing innovations is also considered since it touches closely the main topic. 

Business process development will be introduced on a generic level since it is related 

to the topic of the thesis on product launch process development. Basics of business 

process development guide and support developing the adaptable product launch 

process as the outcome of the thesis. However, in the scope of this thesis, theory of 

business process modeling and process modeling tools cannot be utilized to its full 

extent since implementing them would require more resources. This further potential 

of business process development, that is outside the scope of this thesis, will be 

discussed in the final chapter Discussion and Conclusion. 

 

The assigning company is an industrial technology company operating in global 

business-to-business markets. This context has been taken into account with choices 

regarding the theories and concepts included in this study. Literature focusing on 

launching industrial, technology and high-technology products as well as launching 

into global and business-to-business markets is highlighted in this study. However, 

there are no studies available that would consider all these context variables at the 

same time. Therefore, for example studies with business-to-consumer context are not 

completely left outside of the scope of the thesis since some of them consider other 

above mentioned relevant context variables for this study. Thus, it should be noted 

that the context of this study can affect the validity and applicability of this study to 

other types of companies operating in different markets. 
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1.8 Structure of Thesis 

  

The thesis has five chapters (see Figure 3). The Introduction provides the background 

and the main goals for the study. The second chapter, the theoretical section, of the 

thesis discusses product launches in the context of industrial technology companies 

operating in global business-to-business markets. The first section of the theory 

chapter introduces NPD and how it is related to product launches. Secondly, product 

newness, customer behavior and situational analysis will be covered as a premise for 

setting launch strategies. Next, internal aspects of product launches will be discussed, 

followed by the exploration of the marketing mix as tactics for launches. Basics of 

business process development will be introduced as a premise for launch process 

development and finally, the product launch planning section summarizes the product 

launch theory by suggesting a product launch planning model. The third chapter of 

the thesis, introducing the implementation of the empirical research, consists of 

research methodology, data collection methods, data analysis methods as well as 

validity and reliability. The fourth chapter introduces the analysis, results and findings 

of the empirical study. Based on the empirical study and the findings as well as product 

launch theories, an adaptable product launch processes will be developed for the 

assigning company. Finally, the last chapter discusses and concludes the different 

sections of the thesis.  

 

Figure 3. Structure of the thesis 

  

1. Introduction
2. Theoretical 

section on product 
launch

3. Methodology 
and data 
collection

4. Empirical 
analysis, results 

and findings

5. Discussion 
and 

conclusion
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2 PRODUCT LAUNCH OF INDUSTRIAL TECHNOLOGY COMPANIES 

IN GLOBAL B2B MARKETS 
  

This chapter introduces the main concepts of product launch in global business-to-

business and technology context. The chapter starts with introducing synergies 

between NPD and product launch. The degree of product newness, desired customer 

behavior and conducting situational analysis are explained as a premise for launch 

goals and strategies followed by internal aspects of product launch and discussion of 

marketing mix as launch tactics. Then, the basics of business process development 

will be introduced and finally, a product launch planning section will summarize the 

launch related literature with a developed model. 

 

2.1 From new product development to launch 

 

Since technology is often one key factor of a company’s competitive advantage, 

managing it well is important. In business-to-business markets individuals make 

decisions inside organizations of adopting new technologies relating to their production, 

processes and techniques. (Frambach 1993, 22) The decisions are made based on 

organizational facilitators and social influences as well as the individual’s own 

characteristics, attitude towards innovation and personal innovativeness (Frambach & 

Schillewaert 2002, 167). Companies can aim to influence the new product adoption 

through their process of NPD for example by collaborating with potential customers 

during the process. The innovation adoption therefore can be influenced consistently 

through strategic planning. (Frambach 1993, 23)  

 

Cooper (2008, 213-214) introduces a process model “Stage-Gate® System” (Figure 4) 

for NPD from idea to launch. The purpose of the model is to provide an operational 

map for the NPD process that improves efficiency. The model consists of stages and 

gates. Stages represent phases where the assigned project team gathers information 

and conducts analysis. At gates, there should be a go/ no go decision made on whether 

more investments should be done. The Stage-Gate® System for major new product 
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developments is introduced in Figure 4. The discovery phase and the two first stages 

are preliminary and preparing stages before the Gate 3 where decisions will be made 

regarding serious financial investments. For lower-risk development projects, Cooper 

(2008, 214) develops shorter versions of the model with fewer rounds of stages and 

gates. Easingwood and Harrington (2002, 657, 665) consider also the development of 

the product after the launch as well as a re-launch part of the high-tech launch process. 

They state that those stages should be an integral part of a launching strategy since 

considering those can actually result in a big difference in success.  

 

 

 

 

 

 

 

                      

 

Figure 4. Stage-Gate® System for major new product developments (Cooper 2008, 

215) 

 

Planning of marketing for new product introduction and launch should not occur at the 

very last step before launch (Cooper 1993, 227). Based on NPD research it is 

suggested that engineering, design, marketing and manufacturing should be carried 

out across different functions and NPD stages. Marketing planning should start during 

the first phases of the NPD process and become more and more involved after Stage 

2. Launch planning starts usually after defining the marketing strategy and gets further 

developed throughout the product development and testing stages. (Cooper 1993, 228; 

Guiltinan 1999, 510). Guiltinan (1999, 51) illustrates the development of marketing 

plans across various stages of the product development process in Figure 5. 

 

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5  Gate 

2 
 Gate 

3 
 Gate 

4 
 Gate 

5 

 Discovery 

 Gate 

1 

Idea Screen 

Second 
Screen 

 

Go To 
Development 

 

Go To 
Testing 

 

Go To 
Launch 

 

Scoping 

 
Build 

Business 
Case 

 

Development 

 
Testing & 
Validation 

 

Launch 

 
 Post-Launch 

Review 



26  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. Development of marketing plans across stages of the product development 

process (Guiltinan 1999, 511) 

 

2.2 Premises for setting launch strategies 

 

The degree of product newness affects the customer behavior upon product launch. 

Launch strategies, tactics and activities should be designed to demonstrate the 
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competitive advantage of a product based on the desired customer behavior and the 

conducted situational analysis.  

 

2.2.1 Product newness and customer behavior 

 

Guiltinan (1999, 509, 511) categorizes new products into three categories: New Entry 

or Line Addition in Existing Market, Product Improvement and New to the World. Based 

on these, they identify the types of demand that a launch should affect. New entries or 

new line additions aim to increase the market share on an existing market. Product 

improvements emphasize targeting existing customers for more demand. New to the 

world products, in turn, aim to create new demand. Customer behavior reflects the 

newness of the product that is being launched. The desired buying behavior options 

are divided into three groups: trial and repurchase, customer migration and innovation 

adoption and diffusion. Figure 6 illustrates the effect of the degree of product newness 

to customer buying behavior. 

 

 

 

 

 

 

 

 

 

 

Figure 6. Degrees of innovativeness of new products and desired buying behaviors 

(Guiltinan 1999, 5012) 
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consideration. The risk related to a purchase is low and therefore the product can be 

purchased as a trial before committing to purchase regularly. Methods providing brand 

awareness and product availability are considered crucial in order to encourage Trial 

and Repeat. Customer Migration, in turn, describes behavior where existing customers 

are migrating from a product to an upgrade. Benefits to the customer when upgrading 

to the new product should be emphasized in the launch. Finally, Innovation Adoption 

and Diffusion occurs often when a product is really new and the buyers take more time 

and do more research before making a decision. Word of mouth is considered 

important when launching really new products. (Guiltinan 1999, 511-512) 

 

In order to evaluate the customer buying behavior as accurately as possible, the 

companies should aim to estimate how well the customers’ potential perceptions 

towards the advantages of the new product meet with their experiences and values. 

Launch strategies and tactics should be selected for different situations based on the 

desired customer buying behavior. Once there is a prediction on the expected buying 

behavior, the launch strategies and tactics should be designed to demonstrate the 

competitive advantages and the suitability to the market. (Guiltinan 1999, 509, 511) 

 

2.2.2 External and internal situational analysis 

 

It is recognized that adopting market orientation within the company by familiarizing 

with the markets and customers in relation to the new product through market research, 

is important (Cooper 1993, 233; Di Benedetto 1999, 530; Kuester et al. 2012, 47-48; 

Kou et al. 2015, 1207). Cooper (1993, 233-235) introduces situational analysis as part 

of developing a new product marketing plan in order to design launch strategies. The 

situational analysis is broken down into external and internal analysis. External analysis 

covers outward looking activities such as market analysis including a market overview, 

defining market segments, analyzing buyer behavior and identifying competition as well 

as macro-environmental analysis. This, in turn, includes analyzing economic, political, 

demographic, social and technological situations. Internal analysis covers marketing 
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audit and analyzing internal strengths and weaknesses. Marketing audit reviews 

marketing strengths and weaknesses as well as past marketing performance over time. 

Strengths and weaknesses of all the other internal functions such as engineering, 

manufacturing, finance and R&D should also be analyzed. 

 

2.2.3 Launch goals and strategies 

 

Guiltinan (1999, 509) define the goal of product launch as reaching for acceptance in 

the target market that leads to profits. Similarly, Lee et al. (2011, 117) argue that the 

purpose of launch strategy is to communicate product value to a certain market by 

taking the external factors; opportunities and threats, into consideration. Chiesa and 

Frattini (2011, 437) state, based on their study on commercializing innovations into 

high-technology markets, that commercialization decisions can affect the acceptance 

in a high-tech market. The decisions can affect the support the products get from their 

adoption network as well as the attitudes of the early adopters after purchasing the 

product. The support from the adoption network is especially crucial for systemic 

innovations while the post-purchase attitude of early adopters affects more radical 

innovations.   

 

Both strategic and tactical launch decisions affect the success of the launch (Hultink 

et al. 1997, 247, 243; Guiltinan 1999, 509; Chiesa and Frattini 2011, 452). Strategic 

launch decisions include product strategy, market strategy, competitive strategy and 

firm strategy (Hultink et al. 1997, 247), which include considerations such as relative 

innovativeness, targeting mass market or niche market as well as lead or follow 

strategies (Guiltinan 1999, 509). Tactical launch decisions, in turn, include product, 

price, promotion and distribution related decisions (Hultink et al. 1997, 247), which 

cover issues such as branding and launch timing (Guiltinan 1999, 509). They also 

state that certain strategic decisions are related to certain tactical decisions and vice 

versa. Different combinations of these decisions can affect the performance of 

industrial products in different ways. (Hultink et al. 1997, 247, 243) Hultink et al. (1997, 
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247) illustrate the effect of launch decisions on industrial product performance in 

Figure 7. Both strategic and tactical decisions have an influence. A marketing plan for 

new product introduction should include marketing objectives, marketing strategies 

and marketing programs (Cooper 1993, 227). 

 

  

 

 

 

 

 

 

 

 

 

 

Figure 7. Effect of launch decisions on product performance (Hultink et al. 1997, 247) 

 

Based on reviewing launch strategy related literature, Hultink et al. (1997, 246) 
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and cycle time while market strategy covers the breadth of segments served, stage of 

product life cycle and target market growth. Competitive strategy evaluates the 

number of competitors as well as the product advantage while firm strategy looks at 

innovation strategy and drivers.  
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industrial companies into four strategic groups: Niche Followers, Niche Innovators, 

Mass Marketers and Would-Be Me-Toos. Niche Innovators’ are typically associated 

with really new products that can be both technology and market driven. Usually there 

are not many competitors in the market. Niche Followers are quite similar to Niche 

Innovators but they categorize themselves as followers while Niche Innovators 

consider themselves to be pioneers with regards to innovation. Niche Followers’ new 

products that are often market and technology driven are usually targeted to markets 

with only few competitors. Mass Marketers’ redesigned products are mainly market 

driven for competitive markets. Finally, Would-Be Me-Toos concentrate on fast 

imitation and less innovative products targeted to highly competitive markets. Would-

Be Me-Toos can be considered as fast followers of Mass Marketers. 

 

2.3 Internal aspects of new product launch 

 

Both internal and external launch are crucial when introducing a new product. This 

section illustrates the importance and introduces perspectives and essential elements 

to internal launch. External activities are considered especially efficient when the 

customers perceive the product as new because there is a need for demonstration of 

the product benefits through different marketing activities. Internal activities are in turn 

crucial especially when a product is radically new from a company perspective. 

(Kuester et al. 2012, 47) Ultimately, both internal and external launch activities should 

be implemented in a balanced and integrated manner (Kuester et al. 2012, 38). 

 

2.3.1 Internal launch activities 

 

Besides launch activities directed to external stakeholders, Kuester et al. (2012, 38) 

point out that the internal launch is a crucial factor of a successful launch. They state 

that internal launch activities affect the financial and time-based success of a launch 

even more than externally directed activities. Compared to external activities, the 

internal activities are often unique and therefore they can be considered as hard to 
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replicate. The effectiveness of the chosen internally directed activities is affected by 

situational factors such as company size, product newness and technology drivers. 

(Kuester et al. 2012, 38) 

 

According to Di Benedetto (1999, 530) successful launches result from the skills, such 

as marketing knowledge, selling, promotion, distribution, R&D and engineering, in the 

company but also from cross-functional team work within the company functions. The 

internal stakeholders, such as management and salesforce, can be targeted for 

example through coordination and incentives (Kuester et al. 2012, 38). Coordination 

and cross-functional teamwork should be utilized among internal stakeholders together 

with top management support and moderation especially in large companies when 

making marketing and manufacturing decisions. Also role of logistics in early planning 

is highlighted. It should also be ensured that both employees and managers receive 

the incentives and support that are needed. Furthermore, adopting market orientation, 

familiarizing with the markets and customers in relation to the new product through 

market research activities, is important. (Di Benedetto 1999, 530; Kuester et al. 2012, 

47-48; Kou et al. 2015, 1207) The tactical activities that are considered as critical for 

successful launch are management of the process, launch timing as well as sales, 

advertising and technical support (Di Benedetto 1999, 530). A lean launch strategy 

comprises effective manufacturing and resource allocating as well as minimizing 

inventory. Lean launch is crucial for new product performance. (Kou et al. 2015, 1207) 

 

Salespeople are important internal stakeholders from the launch perspective since they 

work in customer interface and can affect with their behavior if the new products are 

being sold. Compared to an external launch, similar creativity, energy and managerial 

experience are needed when launching a new product to a sales team. (Atuahene-

Gima 1997, 498) Salespeople’s acceptance (commitment) and dedication (effort) on a 

new product’s goals can be called salesforce adoption (Hultink & Atuahene-Gima 2000, 

435). There are several factors, such as characteristics of a sales person and a product 

as well as competitive environment that should be taken into account in order to ensure 
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salesforce adoption. (Atuahene-Gima 1997, 498) Actions that are being recommended 

to support new product adoption are outcome-based control and informing the 

salespeople about the new products through internal marketing. Training and field-

attention might not improve the new product adoption if the salespeople do not consider 

them appropriate if they feel for example that their flexibility or autonomy suffers. 

(Hultink & Atuahene-Gima 2000, 435, 445). Changes to the sales management 

strategy might be more adoptable for a product that is new-to-the-firm but where the 

target market is well-known, rather than for a product that is new-to-the-world. If the 

market is not well known and there are uncertainties relating the product, it is more 

difficult to adopt changes to a sales management strategy. (Micheal et al. 2003, 270) 

 

2.3.2 Launch timing and speed  

 

Calantone and Di Benedetto (2012, 533) consider timing of the launch much less 

crucial than the cross-functional integration and responsive market orientation. 

However, they state that lean launch and marketing efforts together affect the new 

product performance. Vickery et al. (2015, 5369) argue that launch speed can be used 

in building competitive advantage. It is recommended that besides focusing on 

manufacturing costs companies should change their thinking towards more strategic 

and flexible. This, however, requires significant investments from companies on 

implementing cultural change with regards to people and processes. Both product 

platforms and manufacturing flexibility are seen as contributors to launch speed. 

Product modularity is seen as influential for product platforms while product platforms 

affect manufacturing flexibility. This as a whole affects the launch speed.  

 

Oakley (1997, 260) stresses the correct timing of the product launch over the actual 

speed of the launch process. However, with regards to high technology products he 

argues that typically sooner launched products would gain more sales more likely than 

later launched products. Calantone and Di Benedetto (2012, 526) highlight the 

detrimental effects of delays in product launch and state that delays can cause 
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missing market opportunities and competitive opportunities. They add that a lean 

launch supported with right timing, are crucial when aiming for improved new product 

performance. Despite the possibility of lean launch speeding up the whole 

development process and enabling a faster launch, companies should consider 

certain factors with regards to timing of the launch. The earliest launch time might not 

be the most optimal when taking the external (customers, competition and distribution 

channels, internal circumstances and goals) into consideration. Also, other launch 

related tactics, such as promotion and training, should be coordinated prior to launch. 

(Calantone & Di Benedetto 2012, 533-534)  

 

2.4 Marketing mix as launch tactics 

 

There is a vast amount of academic articles commenting on how various elements of 

marketing mix affect a product launch. Hultink et al. (1997) states that the tactical side 

of a launch mainly consists of the marketing mix elements. Furhter, Haverila (2013, 1, 

7) examines which marketing variables are important when launching high-technology 

products into international markets. He states that a clear marketing concept should 

be created and ensured that it is adopted across the organization. Winter and 

Sundqvist (2008, 191) discuss integrated marketing communication tactics in high-

technology product launches, while Calantone and Di Benedetto (2007, 4) group 

product launches in their study by price and launch strategy. 

 

2.4.1 Product and pricing decisions 

 

According to Hultink (1997, 243) launch related product decisions include product 

innovativeness, targeting and position among competitors. Hart and Tzokas (2000, 

390) add that branding and the product line or assortment are crucial elements of 

product decisions. These factors affect the tactical decision, especially in terms of 

distribution, costs and pricing (Hultink 1997, 243). Industrial companies typically use 

innovation and short time-to-market cycles. Improvements result in success more likely 
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than totally new products. (Hultink et al. 2000, 17-18) In contrast to prior literature, 

Hultink et al. (2000, 17-18) also argue that success does not usually occur in the 

beginning of the product launch but instead later in the product life cycle. Haverila 

(2013, 5) emphasizes differentiation as an important marketing method especially 

when launching high-technology products into international markets. Recognizing the 

relevant product performance differences is also crucial in terms of setting the correct 

price for a product.  

 

Pricing decisions include short-term considerations such as discounts and promotions 

as well as choice of a long-term pricing strategy such as skimming or penetration. The 

price of a product should usually reflect the competitive positioning and product 

quality. (Hart & Tzokas 2000, 390-391) Among researchers there are divergent 

opinions regarding the importance of pricing strategies. Hultink et al. (2000, 18) state 

that pricing tactics are not related to successful product launches in industrial markets 

since the benefits that the customers are gaining from new technologies and 

innovations are significantly more relevant.  In turn, Haverila (2013, 5) argues that 

pricing is seen as an important marketing method among Finnish high-technology 

companies. Calantone and Di Benedetto (2007, 4, 19) suggest that the effect of 

pricing on launch success is complicated and highly dependent on other launch 

activities. The most profitable and successful launches base on thorough market 

research and right timing choices instead of just right pricing (Calantone & Di 

Benedetto 2007, 4, 19). Therefore, the product pricing should be aligned with the 

product strategy and the level of new improvements in the launched product (Hultink 

et al. 2000, 18). Skimming pricing (high pricing) can be used for new products with 

higher improvements (Hultink et al. 2000, 18; Hart & Tzokas 2000, 391) implying that 

other launch aspects have to also be consistent with the launch strategy (Calantone 

& Di Benedetto 2007, 4, 19). Pricing, which is in line with the increase in production 

costs, can be used for products with only slight improvements. Penetration pricing 

would be used with cost reduction strategy. (Hultink et al. 2000, 18) 
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2.4.2 Marketing communication and distribution  

 

Launch communication decisions covers planning of activities such as PR, 

advertising, sales promotion and personal selling (Hart & Tzokas 2000, 391). Winter 

and Sundqvist (2009, 191), in their research, stress the importance of integrated 

marketing communication (IMC) for product launch. They state that even if the 

different types of companies (e.g. B2C and B2B companies) vary in their integrated 

marketing communication practices, they all have the same possibilities for 

development by being customer-centric. Haverila (2013, 4-7) similarly emphasizes 

the significance of integrated marketing efforts in the whole organization when 

implementing launch activities through a customer-oriented organization culture. The 

importance of personal selling is especially highlighted as an information gathering 

method with regards to industrial companies. In situations where there is a close 

relationship with the customers when developing and launching a new product, there 

is no particular need to carry out traditional marketing research. Promotional tools, 

such as advertising, are not considered as very important for Finnish high-technology 

companies (Haverila 2013, 4). For the Attack phase, it is recommended to utilize 

customer references, opinion leaders, customer education as well as leasing or 

lending (Beard & Easingwood 1996, 96). Regarding business-to-consumer marketing 

communication, Talke and Snelders (2013, 745) suggest that in the launch phase the 

messages should appeal to consumers’ imagination instead of presenting hard 

technical or financial facts. Images should be created on how the consumers could 

personally use the product and when introducing technical or financial information the 

messages should be concrete.  

 

Distribution is considered very important for the acceptance of a new product. The 

chosen distribution channels should be in line with the buying behavior of the target 

market. (Hart & Tzokas 2000, 392; Rogers et al. 2004) Haverila (2013, 5) states, 

based on his study among Finnish high-technology companies, that distribution is not 

seen as an important marketing varaible. The reason for this is considered to be the 
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sparsity of specialized technology development and wide ranging technological 

applications. It is, however, argued that using current distributors will more likely be 

more successful than selling through new distribution channels (Hultink et al. 2000, 

17). 

 

2.4.3 Launch tactics in four phases 

 

Beard and Easingwood (1996, 90, 665) introcude a framework of launch tactics for 

high-technology products (see Appendix I). They introduce 22 different tactics and 

when they should be used in terms of market and technological maturity. The launch 

tactics are typically developed according to the process shown in Figure 8. Firstly, 

during the products development phase there are usually some actions that are taken 

to prepare the market for the new product. After this, the target markets are chosen, 

followed by positioning based on the business environment on the target markets. 

Finally, in the most externally visible phase, market attack tactics are developed and 

implemented. These key steps refer to both launch and re-launch stage and they can 

differ with regards to tactics used between the two phases. 

  

 

  

Figure 8. Launch tactic development process for high-technology products (Beard & 

Easingwood 1996, 91) 

 

Market preparation 

Beard and Easingwood (1996, 90-94) introduce four market preparation tactics: 

licensing, selling to other equipment manufacturers, providing pre-launch information 

and creating special distribution arrangements. In general, the information that is 

given out prior to launch should ensure the proper balance between arousing interest 

Market preparation Targeting Positioning Attack 
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and avoiding competitors’ imitation. Licensing can be used to quickly reach global 

markets while selling to other equipment manufacturers can be utilized when the 

company wants to maintain its strategic focus on a certain market but at the same 

time wants to expand the market potential. Finally, special distribution arrangements, 

such as joint ventures and mergers, can be used when entering new markets or when 

aiming for a new market position. Di Benedetto (1999, 530) adds that information 

gathering activities such as market testing and customer feedback are crucial launch 

tactics in the market preparation phase. Forecast information can be utilized for 

planning purchasing to control the costs and inventory (Kou et al. 2015, 1216-17). 

 

In terms of market preparation and the effect of customer relationships on launch 

success, Matikainen et al. (2015, 35) note that while the importance of relationships 

for business success is generally recognized, it is not commonly connected to product 

launch but mainly on the marketing mix, customers and competitors. Therefore, they 

measure the effect of companies’ relationship orientation on launch success and on 

the affecting key activities. The results demonstrate that relationships, especially in 

sales and marketing, have a clear impact on a successful launch. Kou et al. (2015, 

1218) also highlight the benefits of relationships when launching new products. They 

state that cooperative relationships between companies and their customers create 

possibilities to have a lean launch. This enables a more cost-efficient launch process 

with a quicker ability to respond to customer needs. In order to succeed in lean launch, 

Kou et al. (2015, 1218) see that senior management commitment on customer 

relationships is in a key role. This demonstrates dedications to a specific customer 

and should increase information sharing regarding future business plans.  

 

Targeting international markets 

In terms of targeting, Beard and Easingwood (1996, 91-93) categorize target markets 

according to the groups that adopt the product at different phases of its life cycle. The 

target market groups are innovators, early adopters, late adopters, existing customers 



39  

  

and competitors’ customers. New technologies should be targeted to innovators, who 

often can be very challenging to identify. Marketing research and sales force 

knowledge can be utilized for identification. Companies not aiming to be technological 

leaders can target early adopters who are often large organizations needing to 

improve their technologies and competitiveness. Late adopters can be targeted in 

order to reach a large number of potential customers for example through intensive 

distribution. Quickly changing technologies can be targeted to existing customers 

through collaborative relationships and trust. The competitors’ customers are usually 

targeted through aggressive tactics including for instance product comparisons or 

highlighting a great price/ value combination. 

 

Haverila (2013, 1) states that there is a limited amount of literature relating to success 

of products when launching them into international markets. In a study of Finnish 

technology companies, he identifies successful methods when entering international 

markets. The results show that when launching new products, key considerations are 

the uniqueness of the product as well as competitive pricing that is set based on the 

feature differences. Bruce, Daly and Kahn (2007, 468) suggest that when launching 

globally a new product, a totally standardized launch strategy cannot usually be 

utilized but instead some country-related customization is needed. For example, 

factors such as language and technology infrastructure might require some 

customized designs of launch activities. Lee et al. (2011, 104) investigate product 

launch in emerging markets, in which many companies are seeking for opportunities. 

Similarly, Bruce et al. (2007, 468) state that instead of standardizing global product 

launch, companies should utilize customization to some extent. Figure 9 illustrates 

the country characteristics as part of the external constraints that affect the launch 

tactics and that way the product performance. Some tactics can be utilized for both 

mature and emerging markets while some of them are not suitable for all the markets. 

Examples of tactics that customers appreciate in both mature and emerging markets 

are customer education prior to launch and promotion discount pricing strategy while 

pre-emptive announcement of the upcoming product launch might not satisfy 
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customers in either market. Difference in responses between the two markets exist in 

attitudes toward emotional advertising as it more appreciated in mature markets than 

in emerging markets. (Lee et al. 2011, 117-118)   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 9. Factors affecting new product performance (Lee et al. 2011, 107)   

 

Positioning 

According to Easingwood (1999, 96, 102) positioning based on the product technology 

and application is the most significant phase in terms of new markets. However, 

Haverila (2013, 5) argues that for high-technology companies launching into 

international markets, the importance of positioning is context specific and not 

necessarily always that important if the technology to be introduced is not very 

specialized. 

 

Positioning on a market can be built around both tangible and intangible characteristics. 

Tangible positioning is often utilized in technological and industrial markets while 
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intangible positioning can be used in less technologically informed markets. Beard and 

Easingwood (1996, 93) introduce the following tactics for new product positioning: 

appeal to heavy users, emphasize exclusivity, emphasize low price, emphasize 

technological superiority, emphasize a special application and emphasize a safe bet. 

Appealing to heavy users is often used by small companies to achieve increasing sales 

volumes with limited resources through emphasizing reliability, service and cost 

efficiency. When emphasizing low price, the balance with the product performance and 

market expectation should be considered. Emphasizing technological superiority is 

commonly used for high technology products, which are often rapidly and radically 

changing. This implies that the targeted customers have reasonable knowledge of 

technologies. In turn, emphasizing a special application through demonstrating the 

benefits of a possibly complex technology to the customer is understood easier. Finally, 

emphasizing a safe bet works the best for customers that appreciate reliability and 

service. (Beard and Easingwood 1996, 93-94) 

 

Attack 

The attack tactics should be designed to reflect the objectives of the launch. For very 

new technologies the attack tactics emphasize the benefits of the technology while for 

well-known technologies the aim is to create a brand name and competitive advantage. 

Attack tactics include using opinion leader, reference sites, educating methods, lending 

or leasing, using winner image, promoting products to dealers and promoting to one 

special customer. Using opinion leaders can create effective word-of-mouth 

communication while reference sites or beta test sites are often important for 

convincing the customer about the benefits. Offering lending or leasing lowers the bar 

for trial and thereby speeds up the adoption of the technology. Market education, 

through activities such as lectures, seminars and media releases, is appropriate as an 

attack tactic when the technology is totally new to the market and raising awareness of 

the technology is needed. Also winner reputation can be used through wide exposure 

when aiming to demonstrate the success of a new product. Finally establishing a strong 
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dealer focus or promoting to one special customer to gain credibility and loyalty can 

also be utilized. (Beard and Easingwood 1996, 94-96) 

 

2.4.4 Launch tactics selection and planning 

 

Guiltinan (1999, 520-522) introduce a framework for selecting appropriate launch 

tactics that are likely to result in the desired buying behavior (introduced in section 

2.2). Figure 10 illustrates the launch tactics for a given product compatibility and 

product advantage from a buyer perspective. In the figure, higher relative advantage 

increases the reward for the buyer while higher compatibility decreases the risk.  

 

When the relative advantage of a product is low and it is not compatible with the target 

audience’s needs, values or experiences, the launch tactics should aim to reduce risk. 

This can be accomplished using tactics such as relationship orientation, intensive 

distribution, penetration pricing, discounts and a slow deletion plan to support risk 

reduction for the buyer. Products that are considered as really new often have a high 

relative advantage but low compatibility for the buyer since the adoption of the product 

often requires significant changes. Therefore, tactics such as preannouncing, 

personal selling, relationship marketing, publicity in press, special price incentives, 

selective distribution and broad assortments are useful to convince customers and to 

prepare them for changes. When the relative advantage is low but the compatibility is 

high due to similarities in existing offering, awareness-based promotion is crucial. 

Products of this kind often follow a follower launch strategy. Intensive distribution is 

important for spreading awareness. Narrow assortments demonstrate focus to 

distributors since market leader often target the large segments. Secrecy prior to 

launch can be useful to avoid sharing information to competitors. Finally, in order to 

promote the high advantage and high compatibility of the product and to support 

customer migration; experiential evidence, testimonials, samples, free trials and 

references can be useful. Tactics such as skimming pricing, selective distribution and 
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fast deletion plan can be applied thanks to the superiority of the product. (Guiltinan 

1999, 520-522) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10. Launch tactics by different risk/reward combinations for the buyer (Guiltinan 

1999, 521) 

 

The tactics that should be used vary according to the market and technological 

maturity (Beard and Easingwood 1996, 87). In their study, Beard and Easingwood 

(1996, 98-100) combine market and technological maturity and develop four 

categories for different types of innovations: normal innovation, technology innovation, 

market innovation and revolutionary innovation. Normal innovation represents 

introducing a product with incremental improvements to an existing market. These 

products usually compete on price and intensive distribution. Technology innovation 

describes a new technology that is being introduced to an existing market when 

targeting to existing customers and late adopters is important. Market innovation 
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reflects a situation where an existing technology is being introduced to a new market 

where market preparation is a key tactic. Finally, a revolutionary innovation is a new 

technology that creates a market with a totally new need. Targeting to early adopters 

and positioning as a technological superior, are especially important for a really new 

product with a totally new market. Market preparation can be done by releasing 

prelaunch information while the attack tactics such as education methods and 

reference sites are proper. These kind of launches are usually resource-intensive but 

small-scale. 

 

2.5 Business process development as a basis for product launch process 

definition 

 

This section introduces the principles of business process development and business 

process modelling. Principles of business process development and product launch will 

be integrated to create a guideline for launch planning in the next section 2.6. 

 

Business process development 

Business process development or reengineering originates from an inclination to 

change current ways of operating (Attaran 2000, 794) to keep up with competitors and 

market conditions (Coskun 2008, 243). Typical motivators are needs to improve the 

company for example in terms of competitiveness, productivity or efficiency (Attaran 

200, 800), which ultimately add more value (Coskun 2008, 243). Strategic, 

organizational and operational perspectives are all important perspectives when 

developing or redesigning a business process. Strategic perspective sees business 

processes as key elements of business strategies and strategic planning while 

organizational angle recognizes the potential and role of business processes when 

restructuring organizations. The operational view point, concentrates on improving 

efficiency through a combination of IT and business processes. (Tinnilä 1995, 25) 

Tinnilä (1995, 33-34) suggests that business process development should be bases on 
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business strategies supported by organizational and operational viewpoints. Identifying 

and realigning value-added activities is key when aiming for higher value delivery to the 

customer. All in all, the right actors, resources and time are crucial (Sandhu & 

Gunasekaran 2004, 673). Kueng and Kawalek (1997, 21) suggest that business 

processes consist of five elements customers, outputs, activities, agents as well as 

information needed for activities. 

 

Typically, the aim of business process redesign strategies is to identify and analyze 

existing processes and to suggest and implement improved new processes (Lin et al. 

2002, 19). Attaran (2000, 794) introduced six stages for implementing process 

reengineering projects successfully. Firstly, in the preparation stage it should be 

evaluated if reengineering a business process is the proper way to solve existing 

challenges. If supported, then goals and targets should be set for the improved process. 

Secondly, in the assessment stage, an understanding of the current process, including 

its structure, costs, timeline and roles, must be gained. Also the roots for existing 

problems should be addressed. In the third, solution stage, the design, both technical 

and social, should be determined for the change project. The technical design 

concentrates on prerequisites for applying technology such as information 

consolidation and evaluation of process linkages. The social design phase should 

engage related employees to identifying value-added activities and to process analysis 

and restructuring. The fourth, benchmarking stage, considers different ways of 

managing processes by studying other companies. Benchmarks even from other 

industries can be combined with the company’s own expertise. In the fifth stage, 

development, the new business process is developed and plans for people, technology 

and process integration are created. This includes conducting rollout and 

communication plans lead by senior managers. In final transformation stage, pilot 

testing with result monitoring and employee training is carried out. Top management 

support, refining goals, vision commitment, cross-functional co-operation and flexibility 

are crucial for the final stage. (Attaran 2000, 797-800)  
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Business process modeling 

Business process models are defined as a description of how a business case is or 

should be implemented. (Kueng & Kawalek 1997, 21; Bandara 2005, 356; Kunze et al. 

2011, 44) The models are meant to support the management of companies in 

improving the business through planning and controlling (Bögel et al. 2014, 598). 

Process documentation, IT system implementation, compliance or fulfilling quality 

standards are typically designed to improve business (Bandara et al. 2005, 347). 

Business process models are ususally based on “whys” and “whats”; strategic goals 

and activities performed by actors to reach those goals (Nurcan et al. 2005, 628, 646; 

Selmin et al. 2005). In addition to defining goals, activities and roles, also inputs and 

outputs to activities are identified. Different types of business process models 

emphasize and omit different aspects. (Kueng & Kawalek 1997, 21) Graphical 

representations are used generally for business process modelling to illustrate all the 

related elements within the process (Bandara et al. 2005, 347). 

 

Kueng and Kawalek (1997, 18) claim that it is difficult to estimate the success of a 

business process model since both setting goals and analyzing if they were reached is 

subjective. Therefore, defining goals and how they will be measured are in most 

essential role at both pre- and post-implementation stages. Bandara et al. (2005, 350-

357) states that business process modelling success consists of both modelling related 

success factors and project-specific success factors. Relevant modelling related factors 

are modelling methodology, language and tool while important project-specific factors 

are modeler’s expertise, project management, top management support, stakeholder 

participation and information resources. Measures that reflect process modelling 

success are process model quality, user satisfaction, individual impacts, process 

impacts and process efficiency. 

 

When modelling a business process, goals need to be first identified and presented in 

graphics. After identifying the goals, they should be broken into individual activities, 

which together create a process to reach the set goals. Measurement criteria should 
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be defined together with identifying how the set goals can be reached. In addition, 

relevant technical, social and legal restrictions have to be identified (Kueng & Kawalek 

1997, 23) Business process activities are supposed to contribute to the defined goals. 

The activities should be within the identified restrictions and measurable in terms of 

goals. In addition, inputs and outputs to each activity should be mapped to illustrate the 

logic; sequential, concurrent or alternate. (Kueng & Kawalek 1997, 23-24) Activities are 

performed by the company employees, other human stakeholders or machines. The 

roles required to carry out the activities should be identified followed by linking the ones 

that are relevant to one another. Efficiency in terms of resources as well as careful and 

motivational role assigning should be taken into consideration in planning the roles. An 

object-oriented model has to be created before the supporting information systems can 

be developed and implemented. The model should visualize how different business 

processes interact with one another as well as what are the responsibilities and how 

activities interact inside each process. (Kueng & Kawalek 1997, 24) 

 

While process modelling methodology refers to instructions that guide process 

modelling, process modelling tools, in turn, can be considered as softwares that support 

the process models in terms of their design, distribution and maintenance (Bandara et 

al. 2005, 356). There are various tools and methods with different points of focus that 

can be used for process modelling (Gersch et al. 2011, 736). Event-driven process 

chains (EPCs) in the context of ARIS (Architecture of Integrated Information Systems) 

framework, is considered as a leading modelling tool and business process modeling 

language. EPCs consist of two types of crucial elements: functions (or activities) and 

events that are connected with lines. Functions illustrate an activity that has to be 

conducted while events occur between functions and represent passive conditions or 

outcomes. Further elements can be added to illustrate relevant information. (Gersch et 

al. 2011, 736-737) Processes are commonly placed on swimlanes that often represent 

actors of the process. The swimlane models are useful especially for visualizing 

business processes on a high and general level. (Natschläger & Geist 2013, 917, 928-

929) 
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Furthermore, Gersch et al. (2011, 736) state that business processes are described 

differently by studies on information management as well as on service management 

and marketing. Therefore, they introduce an integrated model for both perspectives that 

combines creation and management of value creation processes with service 

orientation and customer integration. Natschläger and Geist (2013, 917, 929) criticize 

existing business models, namely the swimlane concept, for mainly emphasizing the 

flow of activities and propose an actor modelling approach focusing on actors and roles. 

Adamides and Karacapilidis (2006, 572-573, 610) suggest that organizations can adopt 

different perspectives of business process modelling into their use through managing 

their knowledge creation process. Also by combining modelling and communication 

tools and by utilizing social and role based business process modelling, related 

employees can be engaged into the knowledge creation process, which can be seen 

as an organizational competence. 

 

2.6 Model for product launch planning 

 

Cooper (1993, 228) states that the process of planning the marketing of a new product 

is continuous. The plan cannot be completely fixed at early stages of the new product 

process and even the formal product marketing plan will most likely be changed many 

times before launch. Figure 11 is a suggested model for launch planning across NPD 

stages that was built based on the perspectives of NPD, degree of product newness 

and customer behavior, situational analysis, launch strategies and goals as well as 

internal and external launch tactics, covered in this theory section. Theory of business 

process development is utilized to recognize important elements of a business process. 

The proposed structure builds upon a basic model presented by Cooper’s (1993, 232) 

on developing a new product marketing plan. This model will be utilized as a basis for 

empirical part of this study. The blue boxes in the graph represent additional information 

to the boxes that they are beside. 
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The proposed model for a product launch proceeds across the five stages of NPD. 

During the first stage of preliminary investigation, the launch related activities would be 

defining marketing objectives and starting the situational analysis, which carries over 

to the next stage of detailed investigation. During that phase, strategic launch decisions 

should be made based on marketing objectives and situational analysis. Tactical launch 

decisions and planning will be made during the development phase. Financials are 

defined during the product testing and validation phase. Finally, the implementation of 

the product launch plan will be conducted during the full production and market launch 

phase. Monitoring, controlling and revising will be carried out during the last phase as 

well as after that. 

 

Several elements are identified based on the business process development literature 

to guide product launch planning and later to develop an adaptable product launch 

process. Goals, roles, activities, structure, modeling, timeline and costs for a process 

(Attaran 2000) should be considered when developing a process. Goal of the 

developed process will be adaptability as identified in section 1.1, while the other 

elements will be utilized as guiding factors. The model for launch planning provides the 

structure for the launch process development based on the product launch, NPD and 

business process development theories. The next chapter introduces the methodology 

and data collection methods of this thesis. The empirical part of the thesis utilizes this 

model as a lens to the study to ultimately develop an adaptable product launch process 

framework. 
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Figure 11. Suggested model for product launch planning across NPD phases (modified 

from Cooper 1993) 
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3 METHODOLOGY AND DATA COLLECTION 

 

This chapter covers the empirical research on developing and adaptable product 

launch process for an industrial technology company operating in global business-to-

business markets. The empirical research is conducted as a qualitative study mainly 

through interviews within the case company, supported by utilizing documentation from 

previous product launches at the case company. This chapter will start by introducing 

the research methodology, followed by data collection methods and data analysis 

methods. Finally, the validity, reliability and objectivity of the research methods will be 

evaluated. 

 

3.1 Research methodology 

 

The qualitative approach was chosen for this research since it is suitable for studying 

processes and enables rich and holistic analysis on the subject. In addition, qualitative 

methods can reveal causalities of a specific case and usually involve personal contact 

with interviewees, which facilitates gathering of information based on experiences of 

people. (Miles & Huberman 1994, 10) All these characteristics are relevant to this study 

since the aim is to investigate experiences and best practices from prior launch cases 

in the assigning company. The data analysis of this study follows Miles’ and 

Huberman’s flow model for data analysis. Miles and Huberman (1994, 10-11) define 

qualitative data analysis with three simultaneous activities: data reduction, data display 

and conclusion drawing. Data reduction involves simplifying and abstracting collected 

and transcribed data, followed by coding, finding themes or making clusters. Data 

display refers to presenting the data with various matrices, graphs and charts for further 

analysis and making conclusions. Conclusions are made throughout the data analysis 

process to identify regularities, patterns, causal flows, propositions or explanations. 

These are then reviewed and integrated to produce final conclusions, which should 

only be made once all the data collection has been done (Miles and Huberman 1994, 

1011).  



52  

  

Qualitative studies usually have a small sample size but they are studied in depth. Also 

the sample population is usually selected with a specific purpose not randomly. The 

credibility of the findings was increased by using a multiple case sampling approach, 

which refers to studying various cases that are either similar or contrasting. (Miles & 

Huberman 1994, 27-29) This approach is well suited for this study. It facilitates the 

comparison of past product launches done by several employees in different units 

within the assigning company. In addition to identifying the actors, sampling also 

involves decisions regarding settings, events, and social processes (Miles & Huberman 

1994, 30).  

 

Key employees involved with product launches in different units of the assigning 

company were identified together with the core team responsible for this thesis. Six 

different product launch cases were identified and one or two actors, that were familiar 

with those launch cases, were selected for each case. The setting of the sample is 

product launch. The actors are marketers or engineers that work with product launches 

and have worked for several years for the company. The process is the entire launch 

process that includes events such as planning and implementation. Since not only the 

core of the studied subject is important but also the peripheries, (Miles & Huberman 

1994, 30) the relation of the launch process and the NPD process is considered. 

Eventually 10 interviewees were selected, out of which one interviewee represented 

two different launch cases and one interviewee was unavailable. Two of the launch 

cases had two interviewees giving their insights about the same case. In order to gather 

background information, one employee was interviewed regarding the NPD process in 

the assigning company and another interviewee was interviewed concerning the launch 

process on a general and corporate level. The background information was utilized to 

define the needs and goals of the thesis from the assigning company’s perspective. 
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3.2 Data collection methods 

 

Interviews and company documentation from past launches are chosen as 

instrumentation for the information gathering. In terms of the instrumentation, there are 

several decisions that have to be made regarding taking notes, recording, transcribing 

and writing up. (Miles & Huberman 1994, 34-35) Interviews were chosen to be the main 

instrument along with some available launch related documentation. A decision was 

made to tape-record all the interviews with the permission of the interviewee. As a 

backup, notes were taken in every interview. After conducting the interviews, they were 

transcribed and written up. The same interview structure and questions were used 

across all the launch cases to ensure comparability (Miles & Huberman 1994, 35). The 

interview questions were structured to include both descriptive and focused question 

types.  

 

The interview questions were formed based on the main theoretical concepts and they 

reflect the research questions and the theoretical framework. The main concepts that 

were considered were product launch, NPD and business process development. The 

launch case specific interview questions (Appendix IV) were built on the theory of 

product launches and business process development. Appendix V includes additional 

definitions and additional information to some of the questions, in case the interviewee 

was not sure about the meaning of the question. The NPD theory was utilized for the 

background interview (Appendix III) focusing on that topic. The second background 

interview; the corporate level launch interview (Appendix II) was descriptive and 

exploring the corporate level involvement and goals for a launch process within the 

organization. 

 

The first section of the launch case specific interview (Appendix IV) aims to reveal the 

basics, background and goals of the launch case. The importance of setting goals is 

highlighted in both product launch and business process literature (Guiltinan 1999; 

Kueng & Kawalek 1997). The goals of the launch and their measurement are included 

in the questionnaire including desired customer behavior, which is a key area in launch 
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related literature for defining launch strategies (Guiltinan 1999). In addition, there are 

several functional questions regarding the product and the concept as well as relating 

to business process view, questions about timing, process documentation and whether 

there was a process that was being followed. The second part of the launch case 

specific interview is exploring the launch resources. It is based mainly on the business 

process development literature (Attaran 2000) and includes questions about the actors 

and the predetermined expenditure level of the launch process. The third section goes 

more in depth into strategic and tactical launch decisions as well as launch activities 

that are the basis for new product launching (Beard & Easingwood 1996; Hultink 1997; 

Guiltinan 1999). The fourth question of the interview discusses the launch success in 

terms of goals as well as the external and internal constraints (acc. Lee et al. 2011) 

and opportunities that occurred during the launch. The fifth section covers lessons 

learned and ideal product launch by asking how intensive the product launch was 

compared to other launches, what would be done differently looking back and finally if 

there were some opportunities that could have been explored with a higher budget. 

Finally, section six asks for any additional insights or documents that relate to the topic 

and could be relevant. There are three scalable questions included in the interview 

regarding the expenditure level, launch success and the intensity of the launch efforts 

for better comparability across cases. 

 

In early phases of this study, many preliminary discussions were held with the case 

company thesis supervisor and other employees involved in product launches. In the 

beginning it was agreed that the author of this study would deliver a status report every 

two weeks. The status report was agreed to include progress for the past two weeks, 

goals for the next two weeks, updates on the schedule and any other relevant topics. 

The status report was discussed every two weeks with the marketing team of the unit. 

This way the assigning company was kept on track and had a chance to make 

comments and suggestion along the way.  
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3.3 Data analysis methods 

 

Coding is one method that can be utilized in the early stages of analysis in order to tag 

groups of words for further differentiation and combining. The tagged groups of words 

are categorized to reflect different themes and research questions. The categorized 

data is then divided into topics and subtopics. This kind of clustered data enables more 

logical data display for drawing conclusions. The codes that are utilized for categorizing 

the data can descriptive, interpretive or representing different patterns and they can be 

drawn from the data itself or from the theoretical concepts of the study. (Miles & 

Huberman 1994, 56-58) The codes were identified based on the theoretical concepts 

introduced in the theoretical framework or later on in the theoretical section of the study. 

The type of codes included acts, activities and settings out of the code types introduced 

by Miles and Huberman (1994, 56-58. The primary codes were: product newness, 

product launch goals, product launch strategies, product launch tactics, internal product 

launch tactics, market research, timeline and budget. 

 

Cross-case displays can be utilized for displaying analysis on multiple case studies. 

Replication strategy is one case-oriented strategy that can be chosen cross-case 

analysis. One case is analyzed in detail and afterwards compared with other cases. 

Types of families can be formed for cases that have similar patterns or configurations. 

Variable-oriented strategies can be used to search for themes that occur across cases. 

Case-oriented and variable-oriented strategies can be combined for more in depth 

analysis. Cross-case analysis and meta-matrices are useful for presenting data from 

multiple cases at the same time. (Miles & Huberman 1994, 172-176) After coding the 

data, two meta-matrices (Appendix VI and Appendix VII) were created to summarize 

the cases and to support the further analysis of the cases. Patterns and similarities 

were recognized based on the analyzed cases. The recognized patterns (mainly 

Appendix VI), together with the product launch theories, were utilized to identify 

variables for product launch process categorization as basis for the product launch 

categorization tool. Appendix VII, summarizing the internal and external tactics of the 

product launch cases, was utilized to validate the developed categorization tool. Based 
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on the similarities, two types of families were formed for cases that were similar. The 

characteristics of these families were then analyzed in further detail to define process 

categories and to develop the adaptable product launch process as an outcome of the 

analysis. 

  

3.4 Validity, reliability and objectivity of the research methods 

 

Validity and reliability are important when evaluating the quality of research methods 

and conclusions of a study. Reliability covers the consistency across methods and how 

well they are connected to the theory. Validity relates to the credibility of the chosen 

research methods or conclusions. Objectivity looks into how well and detailed the 

research methods and utilized data analysis processes are described, if the 

conclusions are linked to presented data and if the researcher has been aware potential 

personal bias affecting the analysis (Miles & Huberman 1994, 278). 

  

To ensure validity of the data collection method, the interviews were supported with 

collecting existing related documentation and utilizing observation to some extent. The 

interview questions were formed based on the existing product launch theories and 

were structured to ensure that all the selected themes were covered. Both descriptive 

and focused question types were included to get as holistic view of the themes as 

possible. Within the schedule of this thesis, multiple interview rounds could not be 

conducted, which could have been utilized to further enhance the validity of the data 

collection methods. With a second round of interviews, the interview questions could 

have been refined to focus on areas that might not have been covered as extensively 

in the first interview. Since many of the questions were descriptive, the analysis was 

conducted in a comprehensive manner and it was recognized that the interviewee 

might be talking about multiple themes within one answer. Transcribing the interviews 

to the full extent allowed the comprehensive analysis.  
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To support the reliability of the data collection methods, the research setting was 

designed to be as comprehensive as possible within the assigning company. The 

product launch cases were chosen from different units across the assigning company 

to ensure that different product types were included. Also, a different interviewee was 

chosen for each product launch case if possible. Two interviewees were selected for 

each case if there was more than one person that had been closely involved with the 

product launch. Since some of the product launches had been implemented several 

years ago, it was important to send the interview questions to the interviewees 

beforehand, to allow them to look for any needed information that could support them 

in sharing their insights. 

 

To ensure the objectivity of this study, the analysis the data analysis procedures will be 

described as detailed as possible and the findings will be linked to presented data when 

possible. However, it needs to be noted that the partial confidentiality of the thesis will 

create some form of a challenge for providing detailed analysis or displays in some 

situations. The aim is to minimize any potential personal bias affecting the analysis or 

findings. As the researcher does not have personal experience on planning or 

implementing product launches, there is less chance of personal bias affecting the 

results. 

 

Validity and applicability of the results and findings will be discussed in Chapter 5, 

Discussion and conclusion. The next chapter (4) will introduce the empirical analysis, 

results and findings of the thesis. 
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4 EMPIRICAL ANALYSIS, RESULTS AND FINDINGS   

 

This chapter introduces the empirical analysis together with the results and findings 

that are made based on it. The principal goal of the analysis is to reveal patterns within 

the different product launch cases in order to answer the main research question of 

how to categorize a product launch process of a technology company operating in 

global business-to-business markets. The chapter starts by introducing the six product 

launch cases that were analyzed. Secondly, variables will be identified for categorizing 

product launches followed by developing a tool for launch categorization. Finally, an 

adaptable product launch process will be developed. As an add-on to the launch 

process categorization tool and the adaptable launch process, a third product launch 

process type will be suggested. 

 

4.1 Introduction of the product launch cases 

 

Product launches are conducted and implemented in different units of the assigning 

company by different employees. Since there is no unified process in use, product 

launches are conducted in different ways. The multiple case study explores practices 

and insights related to past product launches that will be analyzed through the lens of 

the product launch related theories in order to develop an adaptable product launch 

process for the assigning company. Six different product launch cases were chosen to 

the multiple case study of this thesis. This section introduces each of the product launch 

cases in terms of the launched product as well as the goals, strategies and tactics of 

the launch. The interviewees will also be introduced. 

 

Case 1 

The launched product was a completely redesigned and re-engineered radically new 

version of an existing product. It has a totally different concept in terms of product 

modularity, delivery and eco-efficiency. The product was targeted to both new and 
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existing markets that buy based on price. The goal of the launch was ultimately to make 

a breakthrough in a new market and to reach a totally new customer segment by taking 

away a large part of the competitors’ business. The product and the target market fit 

well into the corporate strategy of the company to develop products that are suitable 

for a certain market. The internal launch consisted of an extensive material package 

and several organized activities. The external launch culminated to an industry 

exhibition in the presence of the top management supplemented by extensive 

marketing campaign and supporting materials. In addition to the attack phase around 

and after the launch event, several market preparation tactics were utilized to ensure 

market receptiveness. Two interviewees, a marketer and an engineer, were interviewed 

regarding this launch case. Both of them had several years of experience in the 

company and one had wide-ranging experience from different product launches from 

different technology companies operating in business-to-business markets. 

 

Case 2 

The launched product was an improved version of an existing product with an advanced 

operating concept and reduced cost structure, which was reached through 

standardization and modularization. The product differs from competitors’ offering with 

the operating concept, which has been utilized for other products of the company. The 

product was targeted to customers in existing markets but where the company has not 

been very well known and has not had a large market share. The main goals of the 

launch were to make the new product a center piece of the whole product offering, to 

have a more pronounced presence in the market and to take market share from main 

competitor in the corresponding industry. The corporate strategy supported the product 

in terms of technology and improving internal profitability. The internal launch was 

conducted through organizing some activities and preparing supporting sales materials 

before the external launch. The product was externally published at a major industry 

exhibition supported by online and printed marketing materials. The interviewee of this 
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product launch has comprehensive marketing experience within the company and other 

technology companies operating in business-to-business markets.  

 

Case 3 

The product that was launched was an existing product with pioneering next generation 

technology that reaches out to customers’ processes and other products around the 

new product as well. A new market had to be created for the totally new type of product 

but it was still mainly targeted for existing and prior customers. Besides opening a new 

market, other goals of the launch were gaining an image of a technological pioneer. 

The product and concept fit well into the corporate strategy of developing products with 

technological applications to increase profitability. The internal launch was built around 

several organized activities and supporting sales materials. The external launch started 

with some market preparation activities and the actual product release was arranged 

at a major industry exhibition. The interviewee of this product launch case has 

extensive engineering and wide-ranging marketing experience within the company. He 

was closely involved with the research and development as well as with the 

commercialization of the product. 

 

Case 4 

The launched product is a totally new kind of product internally and externally with new 

innovative technology developed to revolutionize customers’ processes. Thus, for this 

launch a new market had to be created as well as a need for the product had to be 

communicated. Existing customer contacts were utilized for the identification of needs. 

The main goals were making the product and its brand known as well as reaching 

market growth and increasing sales. The product was supported by corporate focus on 

industrial internet applications. Prior to the external launch, an internal educational 

event was organized supported by educational and sales materials. An external launch 

event was organized for releasing the product to the public. Digital materials and social 

media were emphasized as promotional tactics together with top management 
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presence. There were two interviewees for this launch case. Both of them were closely 

involved in the product development and launch. They have wide-ranging engineering 

based experience within the company and one of them has been closely involved with 

other technology oriented product launches. 

 

Case 5 

The launched product was a simplified version of an existing product that was 

developed for established markets where product competition is mainly based on price. 

Despite cutting back on some of the high technology features, the product maintained 

its quality and safety level. The geographical target market was familiar to the company 

but the customer segment itself was new. The launch goal was finding this new 

customer segment and increasing awareness towards the product and the company 

brand in general as well as increasing sales. Both the product and the target market 

matched the corporate strategy of developing products that are suitable to a certain 

market. Before publishing the product externally, a comprehensive internal launch 

event was organized supported by printed and digital materials. A few teasers were 

published in order to prepare the market. The product was then externally launched at 

an event targeted to customers and media with diversified promotional activities in the 

presence of management. The interviewee has versatile experience in different 

marketing activities within the company. She has especially been involved with several 

internal product launches that have been implemented face-to-face locally or online 

with different communication tools. 

 

Case 6 

The launched product was a technology package, adding customer benefits, that was 

customized for the existing products of the unit. The technology had already been 

launched at the corporate level for products in other units. The product was targeted to 

existing markets that were not familiar with this kind of technology. Therefore, the aim 

of the product launch was to convince the customers to buy the technology on top of 
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any new deal that was made. Another goal was to differentiate the products from 

competitors by creating a pioneer image as an industrial internet application developer. 

The last goal was to increase sales and market growth through upselling. The product 

launch was supported by the corporate level since it was following their lead in 

launching the technology. The internal launch of the product was conducted through 

internal meetings and trainings. Some market preparation activities, such as creating 

special distribution arrangements, were conducted before introducing the product. The 

external launch itself included promotional activities such as a press release supported 

by digital and print advertising. The interviewee had extensive experience in various 

marketing activities within the unit and she has been involved with several external 

product launches. 

 

4.2 Identifying variables for categorizing product launches 

 

The aim of this section is to identify variables for categorizing product launches based 

on the theoretical and empirical findings. Based on the theoretical framework and the 

preliminary literature review of this study, there is a pre-assumption that factors 

determining the type and intensity of chosen launch activities and tactics would be: the 

degree of product newness, desired customer behavior as well as the launch strategies 

and goals (see Figure 12). Appropriate internal and external launch tactics would be 

defined based on those criteria and therefore these can be held as a launch process 

categorization criteria derived from the product launch theories. Empirical data will be 

utilized to see if the variables identified based on the product launch theories are valid 

or if some additions or eliminations should be made. 
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Figure 12. Categorization variables based on the preliminary theoretical framework 

 

The analysis of the empirical data was started through data reduction, which was 

conducted through simplifying the data by highlighting relevant topics and making 

preliminary coding based on the different themes presented in the theoretical 

framework (section 1.4). Summary tables (Appendix V and Appendix VI) were made 

out of the different launch cases. The organization of the summary tables derived from 

the above themes starting with product newness at the top, followed by desired 

customer behavior. Launch goals and strategies were separated since both themes 

seemed to have distinctive aspects that were covered. Pre-determined expenditure 

level was included as the last criteria since it was explored in the conducted interviews 

as potentially facilitating the categorization of different launch cases. Internal and 

external launch tactics were separated from one another. Furthermore, based on 

launch literature, the external launch tactics were further divided into two different 

perspectives: marketing mix as launch tactics and launch tactics in four phases (market 

preparation, targeting, positioning and attack). Finally, “Intensity of launch efforts 

versus prior launch cases” was included in view of the fact that it again facilitates the 

categorization of the launch cases. These elements (Figure 13) provide the basis for 

building the preliminary organization of the summary table, which is introduced in 

Appendix VI and Appendix VII. 

  

Degree of product newness

Desired customer behavior

Launch goals and strategies

Internal and external launch tactics
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Figure 13. Organization of the data based on the launch literature and empirical data  

 

In order to identify the final variables for categorizing different launch processes, cross 

case analysis was utilized through observing patterns as well as similarities and 

differences of the different launch cases. The aim was to reveal factors that are crucial 

for different launch tactic designs. The analysis started from bottom (Appendix VI) to 

top (Appendix V), by exploring similarities and differences in launch tactics. All four 

themes of internal and external launch activities were observed. There were no 

significant differences within the theme marketing mix as launch tactics. It seemed that 

similar methods and tools were utilized across cases. In terms of how intensively 

different methods and tools had been utilized, the differences were not apparent. 

Overall, two product launch cases were distinctive compared to the other four in terms 

of the level of activities and they were more intensive than the other cases. The 

distinction was most apparent within the theme “Launch tactics in four phases”. Within 

internal activities there were slightly more activities and materials conducted. Within 

the “Marketing mix as a launch tactics” theme the tactics were relatively similar. The 

intensity of launch efforts, which was defined by the interviewees on a scale from one 

Degree of product newness 

Desired customer behavior 

Launch goals 

Launch strategies 

Pre-determined expenditure level 

Internal tactics 

Marketing mix as launch tactics 

Launch tactics in 4 phases 

Intensity of launch efforts 
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to five (much lower – lower – average – slightly more – considerably more), supported 

the observation on the differences of the launch cases. 

 

After recognizing similarities and differences within the launch tactics, product 

newness, desired customer behavior, launch goals, launch strategies and the pre-

determined expenditure level were analyzed. The analysis was conducted in order to 

identify patterns and factors that affect the chosen launch tactics. Variables that 

appeared to have causality or form patterns with the launch tactics were product 

newness, desired customer behavior and launch goals. The variable “Launch goals” 

was refined into “Growth goals”, which is rationalized below in this section. In addition 

to these variables, a new variable “Type of target market” was recognized to reoccur 

and to have some causality with the launch tactics. The final categorization variables 

that were identified based on the multiple case analysis on the different launch cases 

are introduced in Figure 14. The data relating to the theme "launch strategies" 

summarized the above mentioned variables as supposed to bringing anything new. 

Therefore, to avoid repetition, “Launch strategies” was not included as an individual 

variable. Finally, the pre-determined expenditure level or budget was not included as a 

variable since it did not seem to be an essential factor for designing launch tactics in 

these launch cases. It turned out that the budget is often set after defining what needs 

to be done in order to reach the goals. Consequently, the set budged was not 

considered as a determinative or limiting factor for launch tactics planning. 

So we did not have a budget per say but our thinking is that always - 

proportionality. 

 
We actually set the budged out of what we wanted to have. 
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Figure 14. Categorization variables based on the multiple case analysis on different 

launch cases  

 

The concept of product newness degree was introduced in section 2.2. The options for 

the variable are: new entry or line addition, product improvement and new to the world 

(Table 2). The degree of product newness can be identified from all six launch cases. 

Half of the cases (Case 1, Case 3 and Case 4) represent launching a “New to the world” 

product, while the other half of the cases were “Product improvements”. “New entries 

or line additions” did not occur in the data. The interviewees were not directly asked to 

define the degree of newness for the launch product. Instead, they were asked to 

describe the launched product or concept, which made it rather obvious for interpreting 

the degree of product newness. For example, the Case 2 product was a “Product 

improvement” since it is an improved version of their existing model. The Case 3 

product, in turn, is “New to the world”. Even if it is based on an existing product it has 

new revolutionary technology that has an affect not only on the product itself but also 

surrounding functions and processes. The degree of product newness interpretation 

for all the launch cases can be seen in Appendix V. 

It is the next revolution of our existing product, which we have had for many 
years. - - And also with the product we have introduced one key 
improvement that really makes the difference with the previous model. It is 
the same product but modularized and with one new addition - the 
operating concept. 
 

Degree of product newness

Type of target market

Desired customer behavior

Growth goals

Launch tactics
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It was based on an existing product and on a revolutionary technology 
package that was built on it. Also, around the product there were several 
additional functions. For the first time someone went outside the product. 
- - Now we are talking about surrounding processes and functions. 
 

As mentioned above, the type of target market is added as a categorization variable 

based on the findings in the data. The target market types are categorized into existing 

markets and new markets since both occur frequently in the launch cases. In addition, 

new markets are further categorized into well understood new markets and challenging 

new markets (see Table 2) since it occurs in the data that some new markets have 

been rather challenging due to different practicalities for example in sales. Despite the 

fact of no case stating that the new market would have been well understood, it is 

conjectured that some of the new markets are more challenging than others. Both 

existing and new markets are targeted in three of the launch cases, while two of them 

target only existing markets and one only on new markets. 

 The thing is that we are not so big and known in this X market especially. 
So we need to push more, just sell more to customers in this market to get 
better known and this product is a way in. 

 We had not sold anything to X market and that is part of the reason why 
we developed this product. - - To bring us into markets where we simply 
did not exist. We had nothing in X market, no chance in X country and no 
chance with customers who only buy on price. 

 
Desired customer behavior derived from the launch related literature is introduced in 

section 2.2. It is also divided into three categories: trial and repeat, migration and finally 

adoption and diffusion (see Table 2). In launch related literature these are linked 

together with the degree of product newness in the following order: new entry or line 

addition, product improvement and new to the world. However, when observing the 

launch case data, it seemed these variables do not necessarily follow the same pattern. 

This might also be due to interviewees interpreting different concepts in different ways. 

Interviewees were directly given the different customer behavior options and their 

definitions. However, these variables are not locked in together within this developed 

categorization in order not to limit any different starting points. Overall, in four of the 
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cases the desired customer behavior was adoption and diffusion, while in two of the 

cases it was trial and repeat. Migration was mentioned in two cases as a goal for 

customers that have already bought one or more products and would then migrate the 

rest of the old products into new ones. In these two cases the first purchase, however, 

is considered as adoption and diffusion rather than migration. It is considered adoption 

because in order for the customer to make a purchase there is such a step that could 

require radical changes in their operations or processes. 

 Definitely it was the adoption and diffusion. Of course afterwards once we 
had more abilities, there was more migration, when current customers 
expand them. Over half of our customers expanded the concept during the 
first year. Since it’s a modular product, one of our strongest arguments was 
that you can start with small and then add on it. 

 
 I would say due to the target group’s parameters that the biggest part of 
our target group is from a certain segment and a segment that’s very alike. 
Due to that I would say that adoption and diffusion is the one that describes 
it the best because for that segment it’s really much more of adopting to 
the technology. - - For the world it is not a totally new product. But for our 
target group this was something new and they were not really well aware 
what to do or how to use it or why they should need it. 

 

Launch goals derived also from the literature and they were frequently mentioned in 

the studied data. There were different types and levels of goals that were mentioned 

but one goal type of increasing the sold units stood out as a recurring factor for all of 

the six launch cases. Therefore, the variable is named as “Growth goals” representing 

mainly the number of units sold. The “Growth goals” are categorized into three different 

levels: modest, moderate and ambitious (Table 2). “Modest” reflects to a growth goal 

that is relatively easy to reach by continuing current activities. “Moderate”, then, 

requires some additional efforts on top of the current activities. Finally, an ambitious 

growth goal is difficult to reach and requires significant efforts in order to be attained. 

A level cannot directly reflect a certain number of units sold since launched products 

can have large differences and have completely different sales goals in terms of units 

sold. Therefore, when setting a goal of the number of units sold, the goal should be 

evaluated in terms of its ambition. To facilitate the evaluation, artificial goals could be 



69  

  

set for each level, for example in terms of estimating how many units should be sold to 

have the growth be considered modest. After giving estimations for all the growth goal 

levels, a desired growth goal level can be selected. 

The growth goal was that in the second year, X units should have been 
sold, which is a completely utopic goal. 
 
Yes, there was an ultimate goal that we had to reach a certain amount of 
sales in order to consider the launch being successful. So that one was 
measurable. 

 

Table 2 presents the four categorization variables and the options related to them. In 

this table and in Figure 14 they are presented in a certain order, which is derived from 

the product launch literature and the launch case data. However, as mentioned above, 

some of the explored launch cases did not follow the logic introduced in the launch 

literature. Therefore, it is determined that the order of the variables is not relevant for 

the developed categorization so that none of the selected options omit other options. 

 

Table 2. Product launch process categorization variables 

 

 

 

 

 

 

 

 

 

 

  

Degree of product newness 

Type of target market 

Desired customer behavior 

Growth goals 

New entry or line addition 
Product Improvement 
New to the world 

Existing markets 
Well understood new markets 
Challenging new markets 

Trial and repeat 
Migration 
Adoption and diffusion 

Modest 
Moderate 
Ambitious 

CATEGORIZATION VARIABLE OPTIONS 
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4.3 Developing a tool for product launch process categorization 

 

This section discusses the development of a tool for product launch planning to 

facilitate the decisions regarding launch tactics and activities. After introducing the tool, 

its use is illustrated through applying it to the analyzed launch cases. The tool itself 

springs from the understanding gained from the product launch literature and the 

launch case data, which shows that different products are targeted to different kind of 

markets with different kinds of goals in terms of customer behavior and growth. 

Therefore, the development of the tool is multidimensional, as different kinds of 

situations require different kinds of launch tactics and activities. 

 

The tool as introduced in Table 3 is developed based on the categorization variables 

and their options identified in the previous section. The option for each variable 

corresponds either with light, medium or extensive approach and there is a 

corresponding amount of points given to each level. When calculating the points 

together, a suitable launch process category can be selected to be used as a basis for 

the product launch planning and monitoring. 

 

Table 3. A tool for selecting a product launch process category 

 

 

 

 

 

 

 

 

 

 

Degree of product 
newness 

Type of target market 

Desired customer behavior 

Growth/ profit goals 

New entry or line addition 
Product Improvement 
New to the world 

L: 1 point 
M: 2 points 
E: 3 points 

Existing markets 
Well understood new market 
Challenging new market 

L 
M 
E 

Trial and repeat 
Migration 
Adoption and diffusion 

L 
M 
E 

Modest 
Moderate 
Ambitious 

L  (light) 
M (medium) 
E  (extensive) 

CATEGORIZATION VARIABLE OPTIONS LEVEL 
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4.3.1 Defining categories 

 

In the early phases of this study, the commissioner of this paper had an aspiration of 

developing three product launch process categories for easy adaptability when 

conducting different kinds of product launches. In order to identify the launch process 

categories empirically, the launch cases introduced above in this study were analyzed. 

As mentioned in section 4.2, two product launch cases seem to be more intensive than 

the other four in terms of the amount of utilized tactics and activities. The four remaining 

launch cases are relatively similar to one another in terms of internal and external 

tactics. Also, the aspects related to the defined launched categorization variables are 

similar with one exemption. The same applies to two intensive product launches 

meaning that they are fairly alike. Therefore, two different launch process categories 

can be identified based on the analysis on the launch cases. These categories are 

described as “Extensive” and “Medium”.  

 

It is possible to differentiate the two launch categories based on the number of points 

collected from the categorization tool table. It was decided that all variables are equally 

important because in order to define weights reflecting the importance of different 

variables, more data and a more extensive study would be required. Ultimately, the 

purpose of the tool is to give direction when making product launch planning. Based on 

the testing of the launch process categorization tool, the two most intensive product 

launch cases got 11 and 12 points while three less intensive launch cases got 6, 7 and 

8 points. One of the launch cases got 12 points despite the fact that the product launch 

was not described as intensive and therefore, it is not included as part of determining 

these two categories. The testing and validation of all the six launch cases will be 

shown in the next section 4.3.2.  

 

Since 9 or 10 points did not occur in any of the launch cases, they were analyzed 

separately as possible combinations in order to figure out in which category they belong 

to. It was decided that if at least one combination of the process categorization 
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variables summing up to 9 or 10 would require a more intensive product launch, then 

it would be part of the “Extensive” category. Summing up to 10 points will be considered 

as an intensive launch because there at least on combination summing up to 10 are is 

more aligned with the extensive launch than a medium launch. For example, a 

combination of “new to the world”, “existing markets”, “adoption and diffusion” and 

“ambitious”, summing up to 10 points, require an intensive product launch. In terms of 

variables summing up to 9 points, no combinations were found that would require an 

intensive product launch. Hence, the launch process categories in terms of points are 

presented in the following:  

 

X ≥ 10 points (Extensive launch process category) 

X < 10 points (Medium launch process category) 

 

4.3.2 Validating the categorization tool with the introduced product launch cases 

 

The developed categorization tool will be illustrated and validated in this section 

through applying it to the six product launch cases. The option for each categorization 

variable is selected based on the analysis conducted. Appendix VI summarizes the 

analysis on the product launch cases that was utilized for categorization. The analysis 

is a combination of summary and interpretation. The second multi-case analysis table 

(Appendix VII) presents the summary of the analysis on the aspects that can be utilized 

to validate the categorization tool. These aspects of the data are not overlapping with 

the parts of the data that were utilized for categorization above. In order to validate the 

categorization tool, the interviewees were asked a question about the estimated 

intensity of the launch efforts that were needed in comparison to other product 

launches. The intensity of the launch efforts will also be evaluated based on the 

comparison of the “internal launch”, “marketing mix as launch tactics” and “marketing 

in four phases” aspects of the analysis (Appendix VII). As costs of a process is held 

important in the business process literature and since the estimated pre-determined 

expenditure level (Appendix VI) for a product launch was not utilized for categorization 
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above, it will be utilized for validation. These insights will be compared with the outcome 

of applying the tool to the launch cases to conduct validation. 

 

Figure 15 illustrates the application of the categorization tool to launch Case 1. 

Determining the degree of product newness as “New to the world” was clear since the 

launched product is fully redesigned and re-engineered with a completely new and 

different concept. The product was targeted on a new and challenging market, which 

is also evident in terms of the type of the target market. “Adoption and diffusion” was 

selected as the desired buying behavior by the interviewee. This seems valid also from 

the theoretical point of view since customers had to adapt to a new way of operating if 

purchasing the product. Finally, the growth goals are defined as ambitious since the 

aim was to create a volume product implying high numbers of units sold. The points 

given based on the selected variable options add up to 12 points, which indicates that 

extensive product launch process should have been applied. As mentioned earlier in 

this study, Case 1 is one of the two cases that had more external and internal activities 

conducted compared to the other four cases. Finally, the two interviewees that were 

interviewed regarding this launch case defined both the pre-determined expenditure 

level and the intensity of launch efforts to be considerably greater compared to other 

launch cases. It can be concluded that Case 1 validates the applicability of the tool. 

 

 

 

 

 

 

 

 

 

 

Figure 15. Validation of the launch process categorization tool with Case 1 

New to the world
(radically developed existing 
product)

Challenging new markets

Adoption and diffusion
(customer has to adapt to a new way 
of operating)

Ambitious growth

Degree of product 
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Type of target market 

Desired customer behavior 

Growth goals 
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Figure 16 validates the categorization tool with Case 3. The product technically is an 

improved version of an existing product. However, new pioneering next generation 

technology is added to the product, which also reaches out to the processes around 

the product. Therefore, the degree of product newness is classified as “New to the 

world”. “Well understood new markets” is chosen as a type of target market because a 

new market has to be created for a radically new product and at the same time it can 

be targeted to past and existing customers. Desired customer behavior was described 

by the interviewee as adoption and diffusion since the customers have to change some 

of their processes radically. The growth goals are considered as ambitious since 

despite the large changes required to customers’ processes, the aim was to sell yearly 

at least half the amount that the existing product was selling yearly. The points add up 

to 11, which again would require an extensive launch process. This is supported by the 

analysis on the launch tactics utilized as well as by the estimation of the interviewee 

regarding the pre-determined expenditure level and the intensity of launch efforts. Both 

of them had been estimated to be slightly more than in an average product launch. 

 

  

 

 

 

 

 

 

 

 

Figure 16. Validation of the launch process categorization tool with Case 3 

 

Figure 17 applies the categorization tool to Case 2. The product clearly is an 

improvement of an existing product since from the customer point of view there is a 

new and more advanced operating concept, which however does not require radical 

New to the world
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Well understood new markets

Adoption and diffusion
(customer has to change processes 
radically)
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changes from the customer. The product is targeted to existing markets where the 

company is not yet so well known. Trial and repeat is considered as the desired 

customer behavior by the interviewee since after the first trial it is hoped that the 

customers would upgrade the operating concept of all the similar products that the 

customers already have. This kind of behavior could be considered as migration as 

well but ultimately the choice makes only a one point different in the total score and 

would not change the category. The growth goal can be seen as moderate since the 

main goal was not to increase the number of units sold but to replace the sales of the 

existing product. The points sum up to 6, which indicates a medium launch process. 

The analysis on the intensity of conducted launch activities as well as the interviewee’s 

estimation of the “average” set expenditures and the “average” intensity of the launch 

efforts made further support this conclusion. 

 

 

 

 

 

 

 

 

 

 

Figure 17. Validation of the launch process categorization tool with Case 2 

 

Figure 18 presents the categorization tool application to Case 5. The product is 

classified as a “New entry or line addition into existing market” since it is a simplified 

version of an existing product that is targeted on an already established market. The 

market can be considered to be existing since it is already established and familiar to 

the company through other products. The desired customer behavior is described as 

“trial and repeat” by the interviewee, supporting the other chosen variables. Growth 
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goals are considered as moderate since the sold units are expected to steadily 

increase, and at the same time, a new customer segment, that values low price, has to 

be reached. The total score for this launch case is 5 points, which represents a medium 

launch process. Again, the analysis on the intensity of conducted launch activities 

supports the chosen level. However, the interviewee’s estimation of the set 

expenditures was “slightly more” and “considerably more” for the intensity of the made 

launch efforts. The reason for this might be that the unit that launched the product 

usually just launches products internally while the external launch is done locally. In 

this case the product was launched externally, which might be the reason that the 

launch efforts that were made are described as “considerably more”. Other units of the 

company are more familiar with external product launches. 

 

 

 

 

 

 

 

 

 

 

Figure 18. Validation of the launch process categorization tool with Case 5 

 

Figure 19 validates the categorization tool with Case 6. The degree of product newness 

is considered “product improvement” since there is new technology added to an 

existing product to increase customer benefits. The product was launched into the 

company’s existing markets. “Adoption and diffusion” was considered as the desired 

customer behavior since despite the fact that the added technology was not new to the 

world, it was very new to the users in the target segment. Therefore, adoption to the 

new technology is needed. Finally, the growth goal is considered moderate since the 
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aim was to sell the new technology on top of any future deal within the unit. The score 

adds up to eight points, which refers to a medium launch process. The analysis on the 

intensity of conducted launch activities again supports the chosen level. Also, the 

interviewee’s estimation of an “average” pre-determined expenditure level is in line. 

The intensity of launch efforts was described as “slightly more”, which in between 

“average” and “considerably more” can be considered to refer to both extensive and 

medium launch processes. 

 

 

 

 

 

 

 

 

 

 

Figure 19. Validation of the launch process categorization tool with Case 6 

 

Finally, Figure 20 presents the application of the categorization tool to Case 4. The 

degree of product newness is “new to the world” since the product itself is a service 

model with new innovative technology that revolutionizing customers’ processes. A 

new market had to be created for a totally new type of product and it was first launched 

in a geographical market where past and existing customers of other products were 

targeted. Therefore, the chosen type of target market is “well understood new markets”. 

“Adoption and diffusion” was chosen to describe the desired customer behavior by the 

interviewee since the customers would have to radically change some of their 

processes. The growth goals are considered as ambitious since sales targets in units 

were considerably high. The score adds up to 11 points, which corresponds to an 

extensive launch process. However, the analysis on the intensity of launch tactics as 
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well as the interviewee’s comments on the set expenditure level and intensity of launch 

all reflect a medium launch process. It seems that despite introducing a radically new 

product, opening up a new market and setting ambitious goals, only medium level 

investments were made in terms of budget and efforts. One reason for this could have 

been high risks with a radically new type of product. However, in that case the goals of 

the product launch potentially should have been reconsidered. 

 

 

 

 

 

 

 

 

 

 

Figure 20. Validation of the launch process categorization tool with Case 4 

 

Overall, it can be concluded that the six product launch cases validate the launch 

process categorization tool well. Four of the cases fully support the launch process 

category that is suggested by the tool. In these four cases, both the analysis on the 

level of launch activities as well as the estimations by the interviewees on the pre-

determined expenditure level and on the realized intensity of launch efforts were in line 

with the suggested category. In one of the cases, the analysis on the launch efforts 

supported the chosen process category while the estimation of the interviewee 

supported another category. Finally, in one of the cases, neither the analysis on efforts 

nor the interviewees’ estimations supported the chosen category. These differences 

might result from different perspectives, experiences and decisions of the interviewees. 

Despite these differences, the product launch categorization tool can be considered to 
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be validated since it is meant to act as a decision guiding tool as supposed to as an 

absolute decision maker. 

 

4.4 Developing an adaptable product launch process 

 

This sub-section introduces the development of the adaptable product launch process 

with two levels. The two levels, extensive and medium, were identified based on the 

defined categories in section 4.3.1. The product launch process, regardless of the level, 

has eight phases that are introduced on a general level with Microsoft Power Point 

(Appendix VIII) and on a more detailed level with Microsoft Excel (Appendix IX). The 

developed process, including all the phases, is confidential and therefore, it is 

presented as Phase 1, Phase 2, Phase 3 and so on to Phase 8. The phases were 

identified across NPD stages based on the developed model for launch planning 

(section 2.6) as well as based on the analysis made on the six product launch cases 

and the existing company documentation. The existing company documentation refers 

to an existing corporate launch process model and to the existing NPD stages. The 

documentation of the existing NPD stages of the company was received during the 

preliminary interview (Appendix III) regarding NPD within the company. 

 

A phase was identified and selected when the findings from the launch cases supported 

the developed theoretical model in terms of a certain phase. Alternatively, if the existing 

company documentation on product launching supported the developed theoretical 

model with regards to a phase, it was also identified and selected. Finally, if the 

interview data and the existing company documentation both supported the 

identification of a certain phase, the phase was selected in that case even without 

support from the theoretical model. The NPD process of the company is similar to the 

Stage-Gate® System by Cooper (2008) introduced in the theory section of this study 

and therefore the theory about the close interaction of the NPD process and product 

launch process could be applied when identifying the linkages of the two processes. 

Figure 21 presents the premises for identifying and selecting the phases for the 
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adaptable product launch process. Further, Table 4 illustrates the supporting premises 

to each selected phase. 

 

 

 

 

 

 

 

 

 

Figure 21. Premises for identifying the phases for the adaptable product launch process 

 

Holding the theoretical model (section 2.6) as a reference point, two new phases were 

added (Phase 1 and Phase 7) based on the conducted analysis on the product launch 

cases and the existing company documentation. The order of the product launch 

phases was also identified based on the three premises illustrated in Figure 21. The 

order introduced in the theoretical model in Figure 11 (section 2.6) was utilized as a 

base that the final order of phases was built upon. The order remained similar to a large 

extent when comparing to the theoretical model. In addition to adding two new phases, 

one phase was relocated and two of the original phases were combined. The identified 

and selected phases together with the argumentation are introduced in its final order in 

this section. The assigning company’s NPD stages were recognized and included in 

the process to show how the two processes proceed in relation to one another. The 

product launch phases were placed in relation to the NPD process based on the theory 

on NPD and the analysis on the interview data and the existing NPD process of the 

company.  
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Table 4. Illustration of the supporting premises to each selected phase 

 

 

For each phase, there is a time introduced as “-n” months, which refers to how many 

months prior to the actual external launch the launch phase should be conducted. 

Literature on business process development emphasized timing of activities, however 

it did not contribute regarding estimating the exact timing for each phase. However, the 

analysis of the six launch cases and the existing product launch process of the 

company gave some direction. The analysis on the interview data gave a direction to 

how long prior to the external launch the product launch should be started. The existing 

product launch process documentation gave a perspective of how to distribute the rest 

of the phases.  However, complete conclusions about timing of each phase could not 

be drawn based on the analysis and therefore, the author had discussions with 

experienced individuals within the assigning company marketing team to estimate the 

timings for each phase. The estimates were reviewed by the marketing team and 

although they seem appropriate they should be revised following a test of the process. 
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Phase 1 

Phase 1 did not occur in the developed theoretical model in Figure 11 but it was 

highlighted in business process related literature. It is also held as an important phase 

within the assigning company based on the analysis on the launch cases and the 

existing launch process documentation. This was selected to be the first phase due to 

its triggering nature to the following phases based on the analysis. The Phase 1 should 

start together with the first stage of the NPD process of the company. Both, the NPD 

theories and the analysis on the existing NPD process of the company, support that 

marketing and launch activities should start in the very beginning of the NPD process. 

And later, too late, but finally came X. Should be something like that in 
every launch in every technology company. - -. X should be there from the 
beginning of the concept design and engineering. 

 

Phase 2 

The theoretical model, the launch case data (Appendix VI) and the existing company 

product launch documentation all supported including Phase 2 as part of the product 

launch process. Phase 2 was usually second or one of the first phases of the product 

launch process due to its explorative nature and that it guides the direction of the 

decisions made during the following phases. In relation to the NPD process of the 

company, Phase 2 should start during the first NPD stage and carry over until the end 

of the second NPD stage. This is supported by the NPD theory and analysis on the 

current NPD process documentation of the company. 

We knew the X already after many many years’ discussions and before 
making the beta test site we had confidence that this is going to fly. Biggest 
customers had clearly indicated that they had business interest in this. 

 

Phase 3 

The third phase of the launch process was selected since it was highlighted in the 

launch literature and it also came out in the empirical analysis (Appendix VI) on the 



83  

  

launch cases and the launch process documentation. According to the theory and the 

existing launch process of the company, Phase 3 was one of the first stages, being 

either first or second. For the purposes of the developed launch process, Phase 3 was 

placed third since Phase 1 and Phase 2 are crucial phases within the assigning 

company in order to conduct Phase 3. Phase 3 should be timed together with Gate 1 

of the company NPD process. Phase 3 starts the launch planning more concretely and 

therefore it is essential to know if the development of the product goes further from 

Gate 1. 

 

Phase 4 

Phase 4 was supported by the theoretical and empirical findings (Appendix VI) on the 

product launch process. It was placed fourth since based on the analysis it 

systematically followed Phase 3. Phase 4 should be timed together with the NPD Stage 

3, which again is supported by the theoretical and empirical findings. 

 

Phase 5 

Similarly, to Phase 4, Phase 5 was supported by both theoretical and empirical findings 

(Appendix VII). Furthermore, Phase 5 tended to follow Phase 4. Phase 5 should be 

conducted simultaneously with the NPD Stage 4 and might still carry over to Stage 5 in 

case the individual steps end up being extensive. 

 

Phase 6 

Phase 6 was supported by the theoretical model on product launch planning as well as 

by the existing product launch process of the company. Phase 6 was presented as one 

of the last phases of the product launch. For the developed product launch, it was 

placed sixth since it is crucial to conduct before the final phases of the launch. Phase 

6 should be conducted together with the NPD Stage 5, similarly before the final stages 

of the NPD process.  
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Phase 7 

Phase 7 was not separately mentioned in the theoretical product launch model since it 

largely relates to the Phase 5 and could be interpreted partly overlapping. However, 

based on the findings from the interviews (Appendix VII) and the product launch 

process documentation, from the company’s point of view, the Phase 7 is a crucial step 

that needs a separate trigger and confirmation from NPD to be started. The NPD Gate 

2 works as a trigger for Phase 7. Phase 7 can carry over to the end of Stages 6 or 7 

depending on its extent. 

 

Phase 8 

Phase 8 is supported by the findings on the theoretical model and the empirical analysis 

(Appendix VII). Phase 8 was congruently the last phase of the product launch process 

according to the analysis. Launch Phase 8 should be implemented together with the 

NPD Stages 8 and 9. 

 

Applying the categorization tool 

The product launch process categorization tool developed in section 4.3 was integrated 

as part of the adaptable product launch process. Firstly, the tool should be applied after 

Phase 3 once the Phase 1, Phase 2 and Phase 3 are conducted meaning the premises 

for the product launch are known and decided. Based on the first three phases, the 

options can be chosen for each categorization variable (section 4.2): degree of product 

newness, type of target market, desired customer behavior and growth goals. As part 

of the adaptable product launch process template developed in Microsoft Excel, the 

categorization tool automatically shows the process category that should be followed 

once the user has made a choice for each variable. After applying the categorization 

tool, the corresponding process category should be followed. In addition to applying the 

categorization tool after Phase 3, it was noted based on the analysis that Phase 2 

cannot always be conducted to the same extent. Therefore, the categorization tool 
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should preliminarily be applied after Phase 1 to see to which extent Phase 2 should be 

conducted. Applying the tool after Phase 3 then confirms the process category to be 

followed for the rest of the product launch process. 

 

4.4.1 Extensive product launch process 

 

The extensive product launch category is the most intensive and longitudinal launch 

process category. Each phase that was identified previously is consisted of two to 

seven steps. The steps are introduced in Appendix VIII and in Appendix IX in different 

formats. Some of the steps include further sub-steps or examples that are presented 

in brackets to guide how to conduct or implement the step. The steps and sub-steps 

were identified mainly based on the product launch related theory. Also, some insights 

gained from the analysis on the product launch case data and the existing launch 

process documentation were utilized. The extensive product launch process includes 

all the steps, sub-steps and examples that were identified based on the product launch 

theory and the empirical analysis. Based on the analysis, an extensive product launch 

could start up to two years prior to the external launch. Based on the authors 

experience and discussing with the marketing team of the unit, the start of the first 

phase of the product launch product launch was generally estimated to be twelve 

months prior to the external launch for an extensive product launch. 

The launch was on X, 2 years ago. The start of the engineering or the 
design and prototyping was 2 years before that approximately. 

 

4.4.2 Medium product launch process 

 

The medium product launch process is a simplified version of the extensive product 

launch process with a shorter timeline. It includes all the process phases that were 

introduced above but has fewer steps and sub-steps for some phases. The medium 

product launch process is distinguished from the extensive process based on the 

analysis on the six launch cases. The medium launch process should start around eight 

months prior to the external launch as described below. 
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Almost could say that we took about 8 months when we started the product 
launch and to go through all the alternatives, the geographical markets and 
others. 

 

Phase 1 is identical to the one of the extensive process since it prepares for the product 

launch and has to be agreed and conducted regardless of the intensity of the launch 

efforts. Phase 2, which occurs after preliminarily applying the categorization tool, 

should not be conducted to the same extent as in the extensive product launch process. 

This can be interpreted based on the multi-case summary and analysis (Appendix VI). 

The extensive Phase 2 has 4 steps while the medium Phase two has 2 steps. Medium 

Phase 3 and Phase 4, again, are identical to the Extensive Phase 3 and Phase 4 since 

they relate more to the overall planning of the product launch and based on the multi-

case analysis part 1, they are alike across the six launch cases (Appendix VI). Both 

extensive and medium Phase 5 have six steps. However, two of the steps have less 

sub-steps and therefore the medium Phase 5 is less intensive than the extensive Phase 

5. This is identified based on the multi-case analysis part 2 (Appendix VII). Extensive 

and medium Phase 6 are identical since the phase is identified based on the theoretical 

model for product launch planning (Figure 11) and based on the existing product launch 

process documentation. The steps of Phase 7 for the extensive and medium product 

launch process are also similar because all of the steps are crucial for final preparations 

of the internal and external launch. The extent of each step, however might vary 

between the two different processes since it is estimated that Phase 7 could start one 

month closer to the actual launch. The final phase (8) of the product launch process 

includes identical steps since all of the steps are crucial when implementing the actual 

launch. The timing of the first step varies slightly between the two processes, giving 

more time to implement in the extensive process.  

 

4.5 Light product launch process as an add-on to the launch process 

categorization tool and to the adaptable launch process 

 

As mentioned previously, two product process categories could be identified based on 

the empirical analysis on the six different product launch cases. To meet the assigning 
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company need, a final level, “light”, was developed based on the insights and on a 

discussion with the core launch team within the assigning company. The main principle 

is that the product launch might not always originate from R&D or NPD since the 

launched product could be for example an existing technology or feature that does not 

need any development. For this kind of purpose, the product launch process should be 

a few months long and include only the necessary phases and steps.  

 

The light product launch process should start around five months prior to the actual 

external launch. Phase 1, 2 and 3 should be conducted during the first month. These 

phases are identical with the extensive and medium launch processes with the 

exemption of Phase 2. The medium Phase 2 being less intensive than the extensive 

Phase 2, the light Phase 2 is even simpler. It still has two steps but the sub-steps halved 

in comparison to the medium Phase 2. Phase 4, again, is identical to both of the 

processes introduced above, while Phase 5 is lighter than the extensive and medium 

phases. Two of the steps have less sub-steps compared to the medium phase 5. 

Phases 6 and 7 are slightly simpler and include both a step less in comparison. Finally, 

Phase 8 has similar timing and steps with the medium Phase 8. 

 

The categorization tool introduced in section 4.3 will be extended to cover the light 

product launch process. If the total sum of the points gathered from the chosen process 

categorization options is five or less points, a light process should be selected. The 

typical combination of variables adding up to five points would be: new entry or line 

addition, existing markets, trial and repeat and moderate growth goals. The launch 

process categories including the light launch process category are presented in the 

following:  

 

X ≥ 10 points (Extensive product launch process category) 

X < 10 points (Medium product launch process category) 

X ≤ 5 points (Light product launch process category) 
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5 DISCUSSION AND CONCLUSIONS 

 

The goal of this thesis was to develop an adaptable product launch process for an 

industrial technology company operating in global business-to-business markets. This 

chapter concludes the thesis first with a summary of the study, followed by discussion 

of the theoretical and practical implications of the work. Ultimately, the quality of 

conclusions will be evaluated and limitations together with direction for future research 

will be presented.  

 

The need for the study was addressed from both a theoretical and applied perspective. 

From theoretical perspective, it is recognized that product launch is a critical step in the 

successful introduction of a new product and that there is an enormous number of new 

products introduced to different marketplaces yearly (Cooper 1993, 1). However, a vast 

number of new product introductions fail due to lack of preparation (Schneider & Hall 

2011). Based on the theoretical review of the study, a research gap was recognized in 

terms of product launch related literature providing an up-to-date guideline for planning 

and implementing product launches, especially for business-to-business companies in 

an industry and technology context. The applied need, based on the desire of the 

assigning company, was to create a launch process that could be easily and quickly 

adapted for different kinds of purposes. The challenge had been that there was no 

unified product launch process in use, meaning that the product launches had been 

designed and implemented case by case based on previous experiences. Product 

launches typically involved different types of products, target markets and goals. 

Another challenge had been the integration of NPD and product launching in a holistic 

manner. 

 

Derived from the theoretical and applied need for the study, the research goal was to 

develop an adaptable product launch process that is flexible to various products, 

markets and launch goals, and is integrated with NPD. This would facilitate conducting 

a product launch, making it more efficient. The main research question, constructed to 
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support the research goal, focused on the adaptability of a product launch process by 

aiming to identify different categories for process versions that could be used as a basis 

for different types of product launches. The sub-questions addressed identifying the 

categorization variables and process categories as well as their differences and 

interaction with a NPD process. 

 

The theoretical premises of this thesis were built on the theory and concepts of mainly 

product launch and supported with the theories of commercializing innovations and 

NPD. Principles of business process development are included as well, despite the 

fact that no literature was found that would cover product launch and business process 

development simultaneously. Based on the literature review and the outlined research 

questions, a theoretical framework was developed for the study. The framework 

identified main factors of product launch that affect designing product launches and 

what kind of activities and tactics will be chosen. The main factors were: degree of 

product newness, desired customer behavior, launch goals and launch strategies. 

(Hultink et al. 1997; Guiltinan 1999) Product launch related considerations and 

activities should be carried out across NPD stages (Cooper 1993). In terms of 

developing a product launch process, elements derived from business process 

development were taken into consideration. These elements are: goals, activities, 

roles, structure, timeline and modeling. (Attaran 2000) 

 

The theoretical section of this thesis culminates in a proposed model for product 

launching, which proceeds across the five stages of NPD. The model was developed 

based on the product launch theories introduced throughout the study. During the first 

NPD stage “preliminary investigation”, the launch related activities are identified as: 

defining marketing objectives and starting the situational analysis. The situational 

analysis carries over to the next NPD stage “detailed investigation”. During this phase, 

strategic launch decisions, that are in line with the marketing objectives and situational 

analysis, should be made. Tactical launch decisions and planning should be made 

during the NPD “development phase”. while financials should be defined during the 
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NPD “product testing and validation phase”. Finally, the implementation of the product 

launch will be conducted during the NPD stage full production and market launch 

phase. Also, monitoring, controlling and revising will be started during the last NPD 

phase. These activities should continue after the final stage of the NPD process to 

ensure and follow the success of the product launch.  

 

The empirical component of the thesis was conducted through a qualitative approach 

since it suits for exploring processes as well as enables holistic analysis and revealing 

causalities. Six product launch cases were identified and one or two key employees 

involved with each launch were selected. Two background interviews were conducted 

in addition on NPD and on product launch in a general level. Structured interviews, with 

descriptive and focused interview questions, and company documentation from past 

launches were chosen as the instrumentation for the information gathering. The 

interview questions were developed based on the main theoretical concepts; product 

launch, NPD and business process development; reflecting the research questions and 

the theoretical framework. The analysis was started through coding, which were 

identified based on the theoretical concepts of the thesis. The main codes were: 

product newness, product launch goals, product launch strategies, product launch 

tactics, internal product launch tactics, market research, timeline and budget. Cross-

case analysis and meta-matrices for multiple cases were utilized to display the 

summarized data. Patterns and similarities were recognized based on the analyzed 

cases to make conclusions and to ultimately support in developing the adaptable 

product launch process. 

 

The recognized patterns together with the product launch theories, were utilized to 

identify four variables for product launch process categorization as a basis for the 

product launch categorization tool. They were selected on the basis of their effect on 

the intensity of the product launch tactics. The four identified variables, with the most 

impact, were: degree of product newness, type of target market, desired customer 

behavior and growth goals. Each variable had three related options that were identified 
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based on the product launch theories and then refined based on the case analysis. A 

process categorization tool was developed based on categorization variables and their 

options to facilitate the decisions regarding launch tactics and activities. Each option 

corresponds to a certain number of points, which need to be calculated together in 

order to select a suitable product launch process category. Two categories, “Extensive” 

and “Medium”, and their corresponding level of points were identified based on 

exploring similarities and differences of the product launch cases. Finally, the 

developed categorization tool was validated with the introduced product launch cases. 

The tool was applied to each of the cases, followed by selecting a corresponding 

process category. The validity of the selected process category was then compared to 

the intensity of the launch efforts conducted as well as to the interviewee’s estimation 

of the effort compared to other product launches. Overall, it was concluded that the six 

product launch cases validate the process categorization tool well. 

 

Finally, an adaptable product launch process was formed based on the two identified 

categories, “Extensive” and “Medium”. Both these process categories have eight 

phases. The phases were identified across NPD stages based on the developed model 

for launch planning as well as the analysis made on the six product launch cases and 

the existing company documentation. A phase was identified and selected if a set 

criteria was fulfilled. Two new phases were added to the theoretical model based on 

the conducted analysis, one phase was relocated and two of the original phases were 

combined. The assigning company NPD stages were identified based on the existing 

company documentation and the product launch phases were placed in relation to the 

NPD process based on the theoretical and empirical analysis. Each of the eight phases 

was then introduced with the explanation of why it was included and what were the 

reasons for its position within the process. The categorization tool was also included as 

part of the developed process and again the reasons for its position in the process were 

explained. The two process categories were then gone through at a “step-level” to 

illustrate the detailed-level differences of the processes. Both a generic “phase-level” 

and a detailed “step-level” illustration of the developed process was delivered to the 
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assigning company.  Finally, outside of the empirical study of the thesis a “Light” 

product launch process was introduced as an add-on to the launch process 

categorization tool and to the adaptable product launch process. To meet the assigning 

company’s need, the third level was developed based on insights and on a discussion 

with the core launch team of the assigning company. 

 

5.1 Theoretical contributions 

 

The literature on product launch in general is rather wide concerning industrial and 

high-technology companies as well as business-to-business, international and global 

markets. Also, different perspectives, such as launch strategies, launch tactics, 

internal launch and marketing mix as launch tactics, reoccurred throughout the 

explored literature. However, a research gap was identified in terms of product launch 

related literature providing an up-to-date guideline for planning and implementing 

product launches. This thesis contributes to this gap by first developing a product 

launch planning model based on the existing product launch literature and then, as 

an outcome of this thesis, empirically developing an adaptable product launch process 

that is suitable for different product types, markets and goals. Further empirical testing 

of the process will be discussed in section 5.4 Limitations and future research. 

 

The developed theoretical model (section 2.6) combines literature especially from 

industrial and technology contexts as well as from business-to-business, international 

and global contexts. It is noteworthy that the developed model was quite applicable 

as it was in the context of an industrial technology company operation in global 

business-to-business markets based on the empirical study. Only minor additions and 

changes were made. In terms of the interaction of an NPD process and a product 

launch process, the empirical study, again, supported the theoretical statement that 

product launch planning and activities should be conducted across NPD stages. 

Furthermore, this study integrated basic elements of business process development 
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into product launch process development, which has not been a focus of research 

before. Future research proposals relating to this are introduced in section 5.4. 

 

5.2 Practical implications 

 

As a managerial contribution of this thesis, the adaptable product launch process was 

developed considering the needs of the assigning company. Two process categories 

were identified based on the empirical study and a third category was developed 

together with the core launch team to complement the process tool. The developed 

process should be applicable to any product launch conducted within the unit. 

Developing a unified product launch process has several implications. Ideally, once the 

groundwork, including market research as well as strategic and tactical launch 

planning, has been done comprehensively, the sales can be supported more 

appropriately and the customer needs are met better with the launched product. 

Through increased efficiency by implementing a unified process, both costs and time 

could be saved. Furthermore, organizational satisfaction might increase when roles 

and tasks are better defined. 

 

To facilitate the adoption of the developed launch process, it was illustrated with 

different tools such as MS PowerPoint and MS Excel. A PowerPoint presentation was 

created to illustrate the process phases on a general level and to introduce how the 

adaptable process can be utilized. The Excel file was created to work as a launch 

process tool that can be utilized by anybody involved with product launches. The Excel 

file includes an individual sheet for each of the process types, tells when to apply the 

categorization tool and allows notes to be made for example regarding responsibilities 

and status. The process tool is also easy to modify if any changes are needed.  

 

In addition to providing a practical product launch process to the assigning company, 

the study also provides other product launch related insights that can be utilized when 

conducting a product launch. Below Figure 22, for example, gives direction to 
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selecting correct launch tactics for a given product compatibility and product 

advantage from a buyer perspective. In the figure, higher relative advantage increases 

the reward for the buyer while higher compatibility decreases the risk. (Guiltinan 1999, 

521) Two of the proposed categorization variables (degree of product newness and 

desired customer behavior) could be utilized to identify the products relative 

advantage and compatibility. The variables do not correspond in an unambiguous 

manner with the relative advantage and the compatibility since for example a “new to 

the world” product does not necessarily have high relative advantage. However, they 

would give direction and a starting point for use of Figure 22. The use of the tool is 

explained in greater detail in section 2.4.4. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 22. Launch tactics by different risk/reward combinations for the buyer (Guiltinan 

1999, 521) 
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5.3 Quality of conclusions 

 

The validity, reliability and objectivity of the study methods were observed in the 

methodology and data collection section. In addition, Miles and Huberman (1994, 277) 

introduce ways to evaluate the quality of conclusions of an empirical study: internal 

validity, external validity and utilization. These will be discussed below. 

 

Both external and internal validity were taken into account when conducting analysis 

and drawing conclusions. Internal validity discusses the credibility of findings (Miles & 

Huberman 1994, 278-279). When conducting the analysis, an issue was often analyzed 

two ways; based on the interviewees answer to one question and based on the 

accumulated hints and references related to the issue across all interview questions. 

Both ways of analysis mostly led to a similar finding and if not, it was noted and further 

discussed. When two interviewees were individually interviewed regarding the same 

launch case, their answers to the questions were notably similar. The findings were 

also well in line with the product launch theories. The developed product launch 

categorization tool was validated in section 4.3.2 across the product launch cases. The 

validation concluded the logic and functionality of the tool. External validity refers to the 

transferability of conclusions to other contexts (Miles & Huberman 1994, 279). The 

conclusions are drawn from a combination of product launch theories and from a 

specific company’s practices and insights. Therefore, the developed adaptable product 

launch process can be considered as a company specific recommendation. However, 

as mentioned, the developed process is well in line with the product launch planning 

model developed based on the product launch theories in section 2.6 and therefore, in 

turn, could also be stated that the developed process could be utilized as a guideline 

or basis for an industrial technology company operating in global business-to-business 

markets. 

 

Utilization reflects the actual applicability of the findings and suggestions to its “clients” 

including the level of provided usable knowledge and ways to solve existing challenges 

(Miles & Huberman 1994, 279). As mentioned in the practical implications of the study, 
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the suggested adaptable product launch process is tailored to the assigning company’s 

needs through careful analysis on past product launches, providing visualizations 

(Power Point) and an actual tool (Excel tool) and extending the developed process with 

a third process category that could not be developed based on the theoretical and 

empirical analysis. Finally, the developed tool is also easy to modify or develop further 

if needed. 

 

5.4 Limitations and future research 

 

Some limitations can be identified for this study. These limitations contribute to 

suggesting areas for future research. The limitations and potential for future research 

are discussed both from the assigning company specific and from the general 

applicability perspective. 

 

The study was conducted as a multiple case study within one industrial technology 

company operating in global business-to-business markets. As mentioned in terms of 

the quality of conclusions, the developed product launch process is well in line with the 

product launch theories and therefore, it could be utilized as a guideline or basis for 

other companies operating within the same context. However, to confirm this, the 

developed process and categorization tool should be empirically tested across different 

organizations within the context. If the applicability was confirmed, theory on product 

launch processes could be developed. Based on the theoretical review of this study, 

literature combining the areas of product launches and business process development 

was not provided. When developing theory for product launch processes, principles of 

business process development related literature should be included in the scope of the 

study. 

 

As mentioned in the delimitations (section 1.1) of this study, principles of business 

process development could not be applied to their full extent to the development of the 

product launch process in the scope of this study. To further enhance the developed 
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process and to incorporate business process development principles to a greater 

extent, the developed adaptable product launch process together with the 

categorization tool should be tested with a real product launch. After conducting the 

product launch, a workshop should be arranged among the people working with product 

launches to evaluate the applicability of the process. Specifically, timelines and 

responsibilities, could then be refined. Also principles of business process development 

and modeling could further be utilized to bring more focus into responsibilities, timelines 

as well as inputs and outputs to each activity of the process. The modeling of the 

suggested business process could be enhanced if the elements of the process could 

be identified more in depth. A business process modeling tool, namely a software, could 

be then applied to present the product launch process and its interaction with the NPD 

process. 

 

Developed light product launch process would have to be studied empirically since it 

was developed in this study based on the researcher’s and the core launch team’s 

experience. More prior product launch cases should be identified and the same logic 

of analysis should be applied to investigate if another case family could be identified 

and what logic it would follow. A third product launch process category could then be 

empirically identified. The findings could be then compared to the suggested light 

product launch process of this study and required adjustments could be made. 

 

In summary, the thesis illustrates that an adaptable product launch process can be 

developed based on product launch related literature and an empirical study. The 

process of integrating the needs and experiences of an industrial technology company 

operating in business-to-business markets with the theoretical findings of academics, 

on product launch, NPD and business process development; provides a useful 

adaptable product launch process framework and tool for the assigning company and 

possibly for other similar organizations as well. 
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APPENDICES 

 

Appendix I. Launch tactics and associated actions   

(adapted from Beard & Easingwood 1996, 91-95) 

 

Launch tactic 

development 

phase  
Tactics  Associated actions/ operations  

M
a

rk
e
t 

p
re

p
a

ra
ti
o
n
 

Licensing the product technology  

- Licensing to inaccessible markets  
- Licensing to create standard  
- Licensing to create a national image  
- Licensing to reach an unfamiliar market  

Supply to other equipment manufacturers (OEMs)  

- Supplying only OEMs  
- Supplying OEMs to increase sales volume  
- Supplying OEMs to access new markets  
- Supplying OEMs to create a national image  

Provide pre-launch information  

- Give technical information to media before the launch  
- Give prelaunch demonstrations of the product  
- Give technical information to some support industries  
- Hold conferences on future technology  

Create special distribution arrangements  

- Look for new dealers in the markets  
- Form a joint venture with another producer  
- Give distribution rights to competitors in new markets  
- Create new dealerships in existing markets  

T
a

rg
e

ti
n
g
 

Target innovators  

- Use experience to identify innovators  
- Do market research to identify innovators  
- Target customers quick to adopt new products  
- Tailor advertising to the innovator profile  

Target early adopters  

- Direct marketing effort at large organizations  
- Run conferences on the future of the technology  
- Concentrate on good product support services  
- Meet the needs of large customers  
- Delay launch while awareness increases  

Target late adopters  
- Research market expectations on the product  
- Use commodity marketing techniques  
- Distribute the product as widely as possible  
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 Target existing customers  

- Run seminars for existing customers  
- Meet the needs of existing customers  
- Use customer records 
- Offer price discounts to existing customers 

- Offer special support to existing customers 

Target competitors’ customers 

- Emphasize improvements over competitors’ products 

- Emphasize improvements on own product  

- Directly compare own product with competitors’  

- Offer a trade-in for the old product 

P
o

s
it
io

n
in

g
 

Appeal to heavy users  

- Concentrate on the largest companies  
- Concentrate on the needs of heavy users  
- Work a long time with each customer  

Emphasize exclusivity  

- Concentrate on the quality of the product  
- Concentrate on the engineering of the product  
- Appeal to higher income individuals  
- Concentrate on the appearance of the product  

Emphasize low price  

- Price the product below average  
- Undercut the dominant competitor’s price  
- Offer a usually expensive technology at a low price  
- Concentrate on reducing the cost-price margin  

Emphasize technological superiority  

- Emphasize the new technology in the product  
- Emphasize mainly technological features  
- Be first to introduce a new technology  
- Create an image as a technological leader  

Emphasize a special application  

- Tailor the product to one application  
- Research the needs of one application  
- Tailor product development to one application  

Emphasize a safe bet (customer protection)  

- Keep specification to established standards  
- Stress the credibility of the company  
- Provide special product support schemes  
- Make it easy to move onto the next generation  
- Guarantee compatibility with future technology  
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A
tt

a
c
k
 

Use opinion leaders  

- Put high profile stories in the trade press  
- Advertise support from influencers in the industry  
- Use important journalists in the trade press  
- Use influencers to give seminars  

Use reference sites  
- Use beta test sites as reference sites  
- Use only large organizations as reference sites  
- Look for new reference sites  

Use educating methods  

- Give lecturers on the product technology  
- Run a roadshow for the product  
- Create awareness of the product technology  
- Run a corporate program for the technology 
- Run seminars on the product technology  

Use a winner image  

- Give the product a big prestigious launch  
- Put the product in for competitors  
- Promote the success of the company  
- Follow up the launch with a report on its success  
- Associate the product with achievement  

Promote the product to dealers  

- Do a launch promotion for dealers only  
- Distribute the product through dealers only  
- Give assistance to dealers with presentations  
- Provide a promotional package for dealers  

Lend or lease the product  

- Offer to rent the product  
- Lend the product for trial  
- Earn revenue only from product services  
- Give a money back guarantee  

Promote to one special customer  

- Sell only through the sales service  
- Persuade certain influential customers to adopt  
- Get a customer involved in product development  
- Make the product part of a customer’s product  
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Appendix II. Interview questions – Product launch process overview 

 

Interviewee:  

Interview time: 20.10.2016 at 15.00-16.00 

 

Phase I: Introduction to the thesis topic 

Phase II: Interview questions on the company launch processes 

 

1. What are the current corporate guidelines for product launch? 

 

2. How has the launch process been developed before? 

 

3. Are there some challenges in developing corporate guidelines for a launch process? 

 

4. What is desired from the launch process at the corporate level? Could you describe the 

characteristics of an ideal process? 

 

5. What are your thoughts regarding a launch process with different intensity levelst? 

a. How would you distinguish between these different levels? 

b. How deep would corporate level involvement ideally be with the different levels? 

c. When and how should marketing ideally get involved in the new product development 

process? 

 

6. Would you have some additional insights relating to this topic? 

 

7. Could you please provide any materials or documents that could be useful for this study. 
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Appendix III. Interview questions – New product development 
 

Interviewee:  

Interview time: 24.10.2016 

 

Phase I: Introduction to the thesis topic 

Phase II: Interview questions (recorded) 

 

1. What is the current new product development process? 

a. How well is the current process adopted? 

 

2. How and when does marketing get involved in the process? 

 

3. How and when should marketing ideally get involved in the process? 

 

4. Has there been cooperative efforts to improve the integration of new product development and 

launch activities? 

 

5. What do you think about a launch process with different intensity levels? 

a. How would you distinguish between these different levels from new product 

development perspective? 

b. Would marketing involvement vary between these levels? 

 

6. Could different types of new products or technologies be classified into different categories that 

have a need for a launch with different intensities? 

 

7. Would you have some additional insights relating to this topic? 

 

8. Could you please provide any materials or documents that could be useful for this study. 
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Appendix IV. Interview questions – Product launch case specific 

 

Interviewee: multiple 

Product Launch Case: multiple  

 

1. Description of the launch case 

 

a. What was the product/ concept? 

b. What was the timing and timeline of the launch? 

c. What were the goals? Were they measurable? 

o what was the desired customer behavior?  

(e.g. trial and repeat/ migration/ adoption and diffusion) 

d. Was there a process model that was being followed? 

e. Was the actual launch process documented? 

f. How many product launches have you been involved with? 

 

 

2. Launch resources 

 

a. Which people were responsible? / What were the roles? 

b. What was your role in the launch? 

c. Was there a predetermined expenditure level for the product launch? 

 Much Lower Lower Average Slightly More Considerably More 

Expenditure      

 

o What does the expenditure level depend on? 

 

 

3. Launch decisions and activities included in the launch process 

 

a. What strategic launch decision were made and at which point in time? 

o product strategy 

o market strategy 

o competitive strategy 

o firm strategy 
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b. What tactical launch decisions were made and at which point in time? 

o product 

o price 

o promotion 

o distribution 

 

c. What were the launch activities? 

o internal activities 

o external activities (Show appendix I) 

 market preparation  

 targeting 

 positioning 

 attack 

o Why were these activities chosen? 

o Are all these standard activities or were some of them specific to this launch? 

 

 

4. Launch success 

 

a. Could the launch be considered successful as a project? 

 Very Poor Poor Good Very Good 

Launch Project Success     

 

o What succeeded the best/ especially well? 

 

b. Which goals of the launch were reached and which weren’t? 

c. What problems/ constraints occurred? 

o External: country-level indicators, market turbulence, technology turbulence, 

competition intensity 

o Internal: product newness to the firm, market newness to the firm, product 

superiority to the customer, adoption difficulty to the customer 

d. What opportunities occurred? 
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5. Lessons learned and ideal product launch 

 

a. How was the intensity of the launch efforts compared to other launch projects? 

 Much Lower Lower Average Slightly More Considerably More 

Intensity of Launch      

 

o Based on which criteria did you make the classification in relation to other launch 

cases? 

b. In hindsight, is there something you would do differently in terms of launch strategies, 

tactics or activities? 

c. Were there some opportunities that could have been explored with a higher budget in order 

for the launch to be more successful? (maximizing return & minimizing costs) 

 

 

6. Additional 

 

a. Do you have any additional insights relating to this topic? 

b. Could you please provide materials if there are any documents that could be useful for this 

study. 
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Appendix V. Additional interview notes - Launch case specific 

 

1. Description of the launch case 

c) What were the goals? Were they measurable? 

 What was the desired customer behavior? (Guiltinan 1999) 

 trial and repeat 

o product not very new to the market and customer has to be attracted to buy, 

which is followed by commitment (Guiltinan 1999) 

 migration 

o when the new product is a significant upgrade and customers will have to 

migrate to it (Guiltinan 1999) 

 adoption and diffusion 

o when the product is really new and customers need time and money to 

adopt it (Guiltinan 1999) 

3. Launch decisions and activities included in the launch process 

a) What strategic launch decision were made and at which point in time? 

 product strategy 

o project’s technological roots, degree of innovativeness, time to market 

(Hultink et al. 1997) 

 market strategy 

breadth of the target market, market growth rate, stage of the product life 

cycle (Hultink et al. 1997) 

 competitive strategy 

o desired level of product advantage, number of competitors (Hultink et al. 

1997) 

 firm strategy 

o product driver (market or technology driven), innovation strategy (Hultink et 

al. 1997) 

b) What tactical launch decisions were made and at which point in time? 

 product: breadth of assortment, branding (Guiltinan 1999) 

 price: introductory pricing, price administration (Guiltinan 1999) 

 promotion: advertising, coupons, publicity, sampling, reference test sites (Guiltinan 

1999) 

 distribution: shows and demonstrations, technical support, distribution structure, 

intensity of coverage, distribution incentives (Guiltinan 1999)
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Appendix VI. Multi-case summary and analysis on the six product launch cases (1) 

 

CASE 1 CASE 2 CASE 3 CASE 4 CASE 5 CASE 6 

1. PRODUCT NEWNESS 
New to the world 

- redesigning and re-
engineering an existing 
product 
- a completely new and 
different concept in terms of 
product modularity, delivery 
and eco-efficiency 

 

Product improvement 

- an improved version of 
an existing product with 
increased internal 
profitability 
- standardized/ modular 
product utilizing the 
advanced operating 
concept of another 
product type  
- different compared to 
competitors’ products 

New to the world 

- an existing product with 
pioneering next 
generation technology 
- the new technology 
revolutionizes customers’ 
processes and other 
products around the new 
product 
 

New to the world 

- a service model with 
new innovative 
technology for 
revolutionizing customers’ 
processes 
- totally new kind of 
product internally and 
externally 

New entry or line 
addition into existing 
market  

- a simplified version of an 
existing premium product 
maintaining its quality and 
safety 

Product 
Improvement 

- applying technology 
that has been used 
for other products in 
other units to existing 
products to increase 
customer benefits 

2. DESIRED CUSTOMER BEHAVIOR 

Adoption and diffusion  

- new customers in new 
markets and customers in 
existing markets that buy 
based on price 

Trial and repeat  

- customers in existing 
markets where the 
company has not been a 
big player 
- after trial upgrading the 
operating concept of all 
customers’ products 

Adoption and diffusion  

- opening a market 
- customers in new and 
existing markets  
- complete or modular 
adoption 

Adoption and diffusion 

- opening a market 
- known geographical 
market 
- targeting some existing 
customers of other units 
- after adoption and 
diffusion, further migration 

Trial and repeat 

- existing geographical 
markets 
- entering established 
market that is new to the 
company 

Adoption and 
diffusion  

- existing customers 
in existing markets 

3. LAUNCH GOALS 

- breakthrough in a new 
market and reaching totally 
new customer segments 
- taking away competitors’ 
business 
- gain public attention for 
the product in several 
medias 
- 500-person audience for a 
live webinar 
- selling the first unit to 
provide a reference 
- increasing number of units 
sold after launch (20/ 1. 
year) 
 
 
 

- making the product a 
centerpiece of the whole 
product offering 
- having a more 
pronounced presence and 
getting better known in 
the market 
- convincing existing 
customers about 
improved product quality 
- taking away business 
from a big player in the 
market 
- grow by increasing sales 
of the product to 2-4 units 
a year 
 

- opening a market for the 
products featured with the 
new technology 
- reaching an image of a 
pioneer for the introduced 
technology 
- highlighting long-term 
investment plans 
- selling the first unit to 
provide a reference 
- selling up to 50 units a 
year 
 
 

- opening a market for the 
new product/ concept 
- making the product and 
its brand known 
- reaching market growth 
- selling up to 100 units 
during second year 
 

- finding a new customer 
segment that makes 
decisions to buy based on 
price 
- increasing awareness 
towards the product and 
the brand in general 
- increasing sold units 
 

- aiming to sell the 
technology on top of 
any future deal sold 
by the unit 
- gaining a forerunner 
image in terms of 
industrial internet 
- being the number 
one in differentiating 
products 
- reaching certain 
amount of sales and 
growing market 
shares 
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4. LAUNCH STRATEGIES 

- product: redesigned and 

re-engineered version of an 
existing product with a 
radically new operating 
concept 
- market: offering a 

competitive product to a 
new market 
market research: 
description and evaluation 
of the market, competitive 
analysis 
- competitive: entering to a 

large market and 
challenging competitors by 
differentiating with lower 
price and new operating 
concept 
- firm: fits into corporate 

strategy of developing 
products that are suitable 
for certain markets 

- product: standardized 

and modularized 
improved version of an 
existing product utilizing 
an operating concept of 
another existing product 
- market: offering an 

improved product to 
existing market that is 
growing 
- competitive: 

challenging competitors in 
an existing market with 
advanced product 
improvements 
- firm: internal need to 

improve profitability  

- product: an existing 

product with pioneering 
next generation 
technology that can be 
adopted modularly 
- market: offering a next 

generation product to 
existing and new 
customers  
market research: market 
need 
- competitive: pioneering 

with the new technology, 
offering modular adoption 
through a set growth path 
to outperform the versions 
of competitors 
- firm: fits into corporate 

strategy of developing 
products with this kind of 
technology to increase the 
profitability of products 

- product: innovative and 

technology driven service 
model 
- market: finding use for 

the new technology, focus 
on certain segments 
based on learnings in the 
market, entering a few 
new markets after launch 
- competitive: no straight 

competitors in the market 
and therefore 
demonstrating the 
benefits of the product 
individually to each 
customers’ business 
- firm: in line with 

corporate strategy of 
industrial internet 

- product: technologically 

simplified version of an 
existing product with good 
quality 
- market: targeting certain 

markets, starting with one 
pilot country  
market research: 
corporate level need 
assessment 
- competitive: competing 

against local providers 
with low price combined 
with well-known brand 
- firm: fits into corporate 

strategy of developing 
products that are suitable 
to certain markets 

- product: 

forerunning 
technology added to 
existing products to 
bring new benefits to 
the customers 
- market: targeting 

the new technology to 
existing customers 
- competitive: being 

ahead of competition 
in technological 
development 
- firm: following the 

lead of the corporate 
level in launching the 
technology 

5. PRE-DETERMINED EXPENDITURE LEVEL 

Considerably more Average Slightly more  Lower Slightly more Average 
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Appendix VII. Multi-case summary and analysis on the six product launch cases (2) 

 

CASE 1 (BH) CASE 2 (BP) CASE 3 (AR) CASE 4 (AG) CASE 5 (CU) CASE 6 (TC) 

6. INTERNAL TACTICS 

- materials:  
- FAQ package covering 

commercial, 
technological and 
logistical questions  
- internal network/ dealer 
education package 
including technical spec, 
sales presentations, 
sales brochures and 
offer letter 
- internal teasers and 
links about the schedule 
- activities: visits to the 

prototype site, sales 
management visits to 
international sales 
locations, learning how 
to sell in a new market 

- materials: marketing 

message, sales 
presentation, internal 
social media page, 
introducing new 
technology in internal 
magazine 
- activities: product 

name competition, 
internal debriefing event 
before external launch 

- materials: marketing 

messages, FAQ package 
- activities: steering 

meetings, workshops 
and education of the 
global sales including 
test site visit, internal 
debriefing event before 
external launch 

- materials: fact sheets, 

handouts, educational 
videos 
- activities: educational 

event for the key 
employees to recognize 
needs and to bring in 
leads 

- materials: physical 

launch kit including 
brochures and flyers as 
well as technical/ sales 
presentations and 
motivation speech 
- activities: launch 

planning with local team, 
interactive internal 
launch event for local 
sales force with 
management presence, 
hands-on training with 
prototype, motivational/ 
sales speeches, 
motivation through 
premium lunch and 
giveaways 

- materials: introducing 

new technology in 
internal newsletter 
- activities: info 

sessions, internal 
meetings, trainings 

7. MARKETING MIX AS LAUNCH TACTICS 

- product: defining a 

product family with levels 
- price: lower than the 

competition as a result of 
cost reductions reached 
through re-engineering 
- promotion: prototype 

as a reference, 
professional photography 
and video shoot, 3D 
animation, presentations, 
launch site, webcast, 
web marketing, sales 
brochure, press 
campaign, customer 
events, presence of top 
management at the expo 
- distribution: launch at 

an exhibition, mainly 
global direct sales while 

- product: replacing an 

existing product with a 
new improved version 
- price: case by case 

pricing, essentially not 
competing with price 
- promotion: digital and 

print advertising, video, 
PR, making the first sold 
product a reference site 
- distribution: launch at 

an exhibition, direct sales 

- product: creating a 

new product by adding 
next generation 
technology and related 
new elements to an 
existing product 
- price: freedom to set 

the price 
- promotion: reference 

site with prototype, 
customer events, social 
media, digital 
advertising, PR 
- distribution: launch at 

an exhibition, mainly 
direct sales and 
sometimes utilizing sales 
agents for preliminary 
introduction of the 
product 

- product: creating a 

new service model with 
innovative technology 
that can be installed 
modularly 
- price: value based 

monthly pricing, 
campaign price 50% for 
first year, for bigger 
cases base investment + 
monthly fee 
- promotion: website, 

social media, videos, 
some advertisements, 
press releases, utilizing 
reference cases 
- distribution: launch 

event for customers with 
top management, direct 
sales also utilizing 

- product: creating a 

new simplified version of 
an existing product 
- price: lower compared 

to the existing product 
- promotion: print and 

digital materials, 3D 
models, website, social 
media, press releases, 
live webinar, cross-
selling at the launch 
event, 
- distribution: launch 

event with management 
presence, local direct 
sales 

- product: applying an 

existing technology 
utilized in the 
organization to existing 
products of the unit 
- promotion: brochure, 

videos, improved 
website, publicity, press 
releases,  
- price: set based on 

hardware and other 
costs around the product 
- distribution: global 

sales through 
distributors, utilizing own 
distribution network 
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dealers of another unit 
also utilized, joint 
ventures  

service network 
customer contacts 

8. LAUNCH TACTICS IN 4 PHASES 

- market preparation: 

qualifying the product for 
a target market, mainly 
supplying to end users 
but supplying to other 
OEMs in some cases, 
sharing limited info with 
selected customers to 
explore the market 
needs, creating special 
distribution 
arrangements through 
the dealerships of 
another unit, publishing 
limited pre-launch info 
through teasers 
- targeting: mostly 

existing customers and 
competitors’ customers 
but also innovators 
- positioning: 

emphasizing mainly low 
price and special 
application, emphasizing 
technological superiority 
to some extent 
- attack: own opinion 

leaders, a prototype site 
as a reference site until 
first unit sold, educating 
methods, using winner 
image by giving a 
prestigious launch, 
promoting the product to 
dealers to some extent 
through another unit, 
attempting to get a beta 
customer   

- market preparation:  
- targeting: mostly 

existing and competitors’ 
customers as well as 
innovators to some 
extent 
- positioning: 

emphasizing 
technological superiority 
and a safe bet 
- attack: using opinion 

leaders, pushing to get 
the first deal to make it a 
reference site, using 
educating methods, 
using a winner image  

- market preparation: 

providing pre-launch 
information to selected 
customers through 
demonstrations and 
giving technical 
information, providing 
pre-launch information 
through teasers in 
different media 
- targeting: mainly early 

adopters, existing 
customers and 
competitors’ customers, 
late adopters are 
targeted after the launch 
- positioning: appeal to 

heavy users, 
emphasizing exclusivity 
of the product through 
concentrating on e.g. 
quality and engineering, 
emphasizing 
technological superiority, 
safe bet, cost savings to 
customer and great 
applicability  
- attack: using opinion 
leaders, reference site, 

educating methods and 
winner image 

- market preparation: 

supplying to other OEMs 
- targeting: existing 

customers 
- positioning: 

emphasizing 
technological superiority 
and special application 
- attack: utilizing 

references and 
educating methods, 
“lending or leasing” the 
product 

- market preparation: 

providing prelaunch 
information with teasers, 
supplying to other OEMs 
- targeting: competitors’ 

customers 
- positioning: 

emphasizing low price 
and safe bet 
- attack: using own 

opinion leaders, using a 
beta product as a 
reference 

- market preparation: 

providing pre-launch 
information through 
teasers, creating special 
distribution 
arrangements 
- targeting: existing 

customers 
- positioning: 

emphasize technological 
superiority 
- attack: using educating 

methods for dealers, 
promoting the product to 
dealers, using references 

9. INTENSITY OF LAUNCH EFFORTS VS. PRIOR LAUNCH CASES 

Considerably more Average Slightly more Average Considerably more Slightly more 
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Appendix VIII. Adaptable product launch process overview 
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Appendix IX. Adaptable product launch process with three levels 

 

NPD 
Stage 

Time 
before 

external 
launch 

ADAPTABLE PRODUCT LAUNCH PROCESS 

Time 
before 

external 
launch 

  Time 
before 

external 
launch   

  - 12 PHASE 1 -8     - 5 

S
ta

g
e
 1

 

  Step 1.1 Step 1.1   Step 1.1   

  (example) (example)   (example)   

  Step 1.2 Step 1.2   Step 1.2   

  (example)  (example)    (example)    

- 12 APPLY CATEGORIZATION TOOL - 8   
- 5 

POINTS 

  

Degree of product newness Select from drop down list     0 

  

Type of target market Select from drop down list     0 

  

Desired customer behavior Select from drop down list     0 

  

Growth goals Select from drop down list     0 

  

Process category Light Launch     0 

Time 
before 

external 
launch 

EXTENSIVE LAUNCH MEDIUM LAUNCH 

Time 
before 

external 
launch 

LIGHT LAUNCH 

Time 
before 

external 
launch 

- 11 PHASE 2 - 8   - 5 

  

Step 2.1 Step 2.1   Step 2.1   

  

Step 2.1.1 Step 2.1.1   Step 2.1.1   

  

Step 2.1.2 Step 2.1.2   Step 2.1.2   

  

Step 2.1.3 Step 2.1.3   Step 2.1.3   

  

Step 2.1.4 Step 2.2       

S
ta

g
e
 2

 

  

Step 2.2 Step 2.2.1       

  Step 2.2.1 
   (example) 

Step 2.2.2 
    

  

  

Step 2.3         

  

Step 2.3.1         

  

Step 2.3.2         

  

Step 2.4         

G
a
te

 1
 

- 10 PHASE 3 - 7   - 5 

  Step 3.1 Step 3.1   Step 3.1   

  Step 3.1.1 Step 3.1.1   Step 3.1.1   

  Step 3.1.2 Step 3.1.2   Step 3.1.2   

  Step 3.1.3 Step 3.1.3   Step 3.1.3   

  Step 3.2 Step 3.2   Step 3.2   

  (example) (example)   (example)   
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  Step 3.3 Step 3.3   Step 3.3   

  (example) (example)   (example)   

S
ta

g
e
 3

 

- 10 REAPPLY CATEGORIZATION TOOL - 7  - 5 

- 8 PHASE 4 - 6  - 4 

  

Step 4.1 Step 4.1   Step 4.1   

  

Step 4.1.1 Step 4.1.1   Step 4.1.1   

  

Step 4.1.2 Step 4.1.2   Step 4.1.2   

  

Step 4.2 Step 4.2   Step 4.2   

  

Step 4.2.1 Step 4.2.1   Step 4.2.1   

  

Step 4.2.2 Step 4.2.2   Step 4.2.2   

  

(example) (example)   (example)   

  

Step 4.2.3 Step 4.2.3   Step 4.2.3   

  

Step 4.3 Step 4.3   Step 4.3   

  

Step 4.3.1 Step 4.3.1   Step 4.3.1   

  

(example) (example)   (example)   

  

Step 4.3.2 Step 4.3.2   Step 4.3.2   

  

(example) (example)   (example)   

  

Step 4.4 Step 4.4   Step 4.4   

  

Step 4.4.1 Step 4.4.1   Step 4.4.1   

  

Step 4.4.2 Step 4.4.2   Step 4.4.2   

  

Step 4.5 Step 4.5   Step 4.5   

  

Step 4.5.1 Step 4.5.1   Step 4.5.1   

S
ta

g
e
 4

 

- 7 PHASE 5 - 5   - 4 

  

Step 5.1 Step 5.1   Step 5.1   

  

Step 5.1.1 Step 5.1.1   Step 5.1.1   

  

Step 5.1.2 Step 5.1.2   Step 5.1.2   

  

Step 5.1.3 Step 5.1.3   Step 5.1.3   

  

Step 5.1.4 Step 5.1.4   Step 5.1.4   

  

Step 5.2 Step 5.2   Step 5.2   

  

Step 5.2.1 Step 5.2.1   Step 5.2.1   

  

Step 5.2.2 Step 5.2.2   Step 5.2.2   

  

Step 5.2.3 Step 5.2.3   Step 5.2.3   

  

(example) (example)   (example)   

  

Step 5.2.4 Step 5.2.4   Step 5.2.4   

  

(example) (example)   (example)   

  

Step 5.2.5 Step 5.2.5   Step 5.3   

  

(example) (example)   Step 5.3.1   
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Step 5.2.6 Step 5.3   (example)   

  
(example) Step 5.3.1   Step 5.3.2   

  

Step 5.2.7 (example)   (example)   

  

Step 5.2.8 Step 5.3.2   Step 5.3.3   

  

(example) (example)   (example)   

  

Step 5.3 Step 5.3.3   Step 5.3.4   

  

Step 5.3.1 (example)   Step 5.3.5   

  

(example) Step 5.3.4   Step 5.4   

  

Step 5.3.2 Step 5.3.5   Step 5.4.1   

  

(example) Step 5.4   Step 5.4.2   

  

Step 5.3.3 Step 5.4.1   Step 5.5   

  

(example) Step 5.4.2   Step 5.5.1   

  

Step 5.3.4 Step 5.4.3   Step 5.5.2   

  

Step 5.3.5 (example)   Step 5.5.3   

  

Step 5.4 Step 5.5   Step 5.6   

  

Step 5.4.1 Step 5.5.1   (example)   

  

Step 5.4.2 Step 5.5.2       

  

Step 5.4.3 Step 5.5.3       

  

Step 5.4.5 Step 5.6       

  

(example) (example)       

  

Step 5.5         

  

Step 5.5.1         

  

Step 5.5.2         

  

Step 5.5.3         

  

Step 5.5.4         

  

(example)         

  

Step 5.6         

  

(example)         

S
ta

g
e
 5

 

- 5 PHASE 6 - 4    - 4 

  

Step 6.1 Step 6.1 
  

Step 6.1   

  

Step 6.2 Step 6.2 
    

  

  

          

Gate 2 - 4 PHASE 7 - 3   - 3 

S
ta

g
e
 6

  
&

 S
ta

g
e
 7

 

  

Step 7.1 Step 7.1   Step 7.1   

  

Step 7.2 Step 7.2   Step 7.2   

  

Step 7.3 Step 7.3   Step 7.3   

  

Step 7.4 Step 7.4       
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S
ta

g
e
 8

  
&

 S
ta

g
e
 9

 

  

PHASE 8       

- 2 Step 8.1 Step 8.1 - 1 Step 8.1 - 1 

 -1 Step 8.2 Step 8.2 - 1 Step 8.2 - 1 

0 Step 8.3 Step 8.3 0 Step 8.3 0 

+ 3-24 Step 8.4 Step 8.4 + 3-24 Step 8.4 + 3-24 

 

 

 

 

 

 


