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Yeyranrsnsuiwannousilia (NPD Dilemma)

x NSLHFENNANS IU Lese@nan1w (Organizational
Arrangement)

x N15NAUNTaILUIAR (Idea Generation)

x N1SNAFDUUITWRIUILUIAINAR (Concept
Development & Testing)

x NSWAUINAYNSNIT0AaR (Marketing Strategy
Development)

= N13IAT1LULEIG90 (Business Analysis)
n1sNeNUINAnNUA (Product Development)

nadaunain (Market Testing) A
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Figure 1 - New Products & Services management tools
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www learmmarketing.net

Stage 3 Stage 4
Concept Marketing

Development and Strategy and
Testing Development

Stage 1
Idea Generation




Tl

ife Cycle or PLC and NPD

Asst.Prof.Dr.Patta



