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Strategic Balance Study in the Process of New Product Development

Abstract: Based on the viewpoint that for newly marketed product, quality perceived by consumers can be improved by investing
capital and labor to advertise. A multi- stage quality model for new product, including market stage divided into primary stage and
subsequential stage, is introduced in this paper.Considering that quality promotion of new product at primary stage affects the
requirement rate of new product,revenue and cost of enterprise, a profit model is built under the cannibalization strategy of the
existing product,new product and competitor product to study the tradeoff between new product development cycle time and quality.
The analysis of our model shows that it Can help to guide the new product development and establish the firm’ s marketing strategy.
Key Words: New Product Development; Time; Virtual Quality; Final Quality



