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The Conference Board' 40% 42% 38%
Booz, Allen & Hamilton® 35 - -
Association of National Advertisers’ - 39 -
Gallagher4 - 36 -
Nielsen(Food, Dr‘ug)5 - 61 -
Group EFO(Food)® - 86 -
Product Development & Management Assoc.’ 42 - -
Cooper‘B - - 24
Average 39 53 31
Average, excluding foods 39 39 31
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1) David Hopkins. New Products Winners and Losers(New York: The Conference Board 1980),
pp 4-9.

) New Products Management for the 1980s (Chicago: Booz, Allen & Hamilton 1982).

3) Prescriptions for New Product Succe- ss(New York: Association of National Advertisers
1984).

4) The Gallagher Report, February 17. 1981. p. 1

5) Which Type of Product Is Moare Success- ful, New or Me-Too? Nielsen Researcher, 1980.
No. 2, pp. 16-17.

6) The 1991 Innovation Survey(Weston, Conn. : Group EFO Ltd. 199]1). p. 18.

7) Albert L. Page. New Product Development Practices Survey A Preliminary Release of
Study Data at the Sixteenth Annual Conference of the Product Development & Management
Association. Boston Mass. Octoher 17. 1991.

8) Robert G. Cooper. New Product Success in Industrial Fims. Industrial Maketing
Management. 1992. pp. 215-22
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