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Abstract

It’s a rather difficult for new product
launch strategy establishment to be settled

down because we must know the
correlation between the quantitative and the
qualitative  information.  Therefore, we

introduce vou case-based reasoning system
that use its correlation and new product
launch’s experience in the past. Using the

real cases, this system evaluates the
performance as we compare human expert’s
new product sales forecasting  with
system’s,
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