
Developing Successful
Products Efficiently 
Front-end selection decisions reduce the number of product ideas to be fully
developed, resulting in faster time-to-market.  

Bradford L. Goldense and Anne R. Schwartz

Development

I
n the face of tightened development budgets and increased global
competition, companies struggle with more pressure to develop
successful products efficiently. Goldense Group, Inc. (GGI) con-

ducted a study in 2002 about the effects of these pressures on prod-
uct development processes.  Every two years GGI surveys the indus-
try to assess advancements in research and development (R&D)
practices and metrics.  The 2002 Product Development Metrics
Survey focused on R&D capacity management; the main objective
was to assess the maturity of product selection processes and inves-
tigate how companies are loading their R&D capacity pipeline.

Survey results showed that 80 percent of companies are now
using a formal 2.5-step or 2-step product selection process, com-
pared with only 63 percent in 2000 (see Figures 1 and 2).  This
increase in rigor demonstrated the maturation of these selection
processes in industry.  The findings agreed with those reported in
the Journal of Product Innovation Management in 1997, “only 55
percent of firms bother to screen new product concepts.” Using
these more rigorous selection practices also is penetrating smaller
firms (those with sales revenues of $250M or less), based on the
fact that the 2002 survey included a greater percentage (61 percent)
of smaller firms than the 2000 survey (53 percent).

The product selection process is used to evaluate new product
ideas before launching into full development.  The 2-step process
includes the first decision point, which launches the product defini-
tion phase (technical and marketing feasibility studies, program
plans, etc.) and the second decision point, which launches full-
scale development.  The 2.5-step process adds a preliminary con-
cept review to the front-end.

Increased scrutiny at the front-end of the new product develop-
ment process results in fewer ideas through the funnel and into de-
velopment. For example, companies that use a 2-step or 2.5-step
selection process, on average, get only 29 percent of their product
concepts approved for development (see Figure 3, page 16).  Com-
panies that have a 1-step or no-step process send 78 percent of their
ideas through to development (see Figure 4, page 16).  These latter
companies are overloading their development staffs more than two
times over their more judicious counterparts.  They also are more
likely to ship junk out the door, only to fail in the marketplace.

Product failures cost significant
amounts of money, time and cause
credibility loss with customers.
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Figure 1 Use of product selection processes in 2002. 

Figure 2 Use of product selection processes in 2000.
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