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Abstract

Research and Development (R&D) departments concentrate their efforts on one of two
key types of research: fundamental research to discover new technoclogy, and product
development research to determine ways to use new technology or to improve upon
already existing technology. Of these two types of research, the first, fundamental
research, does not guarantee that successful products will develop. This type of research
generally requires the investment of large sums of money without the surety of financial
gain. It can, however, greatly enhance a company’s image and profit potential if it can
then develop a successful product from the fundamental research their scientists and
engineers have done. Also, through this type of research, companies can register patents
which can result in income from the sale or license of the patented technology or process
to other companies. Companies place themselves at financial risk when they delve into
fundamental research. For that reason, most companies concentrate their research funds
and efforts on the second type of research, product development. For a product to be
considered successful the company must realize some sort of benefit such as profit,
increased marketshare, market recognition, or any other company-defined benefits. Both
types of research require a company’s consistent financial investment and planning. As
the world market becomes more competitive, only those companies that can produce a
product with good quality, competitive pricing, and in a timely manner will thrive. This
thesis focuses on issues for developing a successful product through examining a product
life cycle, a product portfolio matrix, and reactive and proactive marketing strategies.
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