R&D-MARKETING
INTEGRATION

The Key to New Product Success

A chose ralatinnczhlp belween RED aod mekeittag by egrantial for |he suceessin intogtucting ol
v priddine i and services, Many companies, koweyet, have hean slow to adopt this intariace.
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espite the fGet thae ee R& D-mazketing inter-

Gee llows high-rech companies e ircorpo-

rafe custamer requiremenes intg new product

and services more g3z, many eompaniss
hsv= not encouzazed sech close cacperztion
besweer the two functinns. 5eme corporaticng
aestion the effecineness of the allisnge, wheraas
aihese cite such barriers a5 a lach of commurigs-
tiews hetwezn the o n‘_’-tpal—ncnls resi

siting frem
theis traditional coles in the orgzrizedan, the
abtarce of senior management suppert, zod a fack
of undemstanding of ezch oiher’s fusciion and
imipartance. This anicle exzmines the imponance
of the R“. B- -narkctlng interfaes Fom eonceptual,
grs il pesspectives.
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WHY THE DEQATE?

The quzdion of whether an enhanced R&ET-mer
keting incesface weuld ingrease Lhe ehunces For new
produact siceess can be angwersd v e dedinition of
a prodhuct. A praduet is 2 patticiler embodiment of
a hcmroiogy thar has commergial valie and nutrhes-
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abalite Bt is ke eomemercial 1alue Bt ditinguishes
a produet fror mere wnagabied tt:h:mfugv. Thae
muost usefl invention. as perceived Br RED, will
Lave absoluiely ra valve bo the company if nobedy
by . Convessel, if markedng detact 8 consemaer
need for a particelar product but B&D doss not
design the aporopriate product to s Tt need.
again s ang Wil buy i Thesgfore, the need o
commmuricatian besween e mardketing =nd BAD
groups togicaile followe.

Chespite <his fainy obvious argameac there ane
=il some individuzls 10 R& D and marketing aho
da ot see toe aeced for an intesactive role berasen
the bro depactreoos. This atittede ste—e Fom the
mutuaily exclusive. '11:‘3'\:"u-:..| ol

tigrs, *he queston o 2 or RA&D
aZiald e ar the rop of the hierinchical relztionchio
is 2%a Jehated. A5 Dhoiakia ané Bhalakia seggest,
the traditioral percezhan af the tele of markering
iz thar 1 berims sBer a prodoct comics mro e
temce.! Becawse mazkesing Hdensifies custemer
demands. needs. and cequirements, some argee
shut marketing shoonl direct RS0 acd teil it what
to empitasize in new product innovations {see
Exhibit 1. This approach, however, &ils 16 fake
into sovoui the redlities of the BE:D emizons
ment. Mok ai] customer Jesites can b sorcemduily
incorporited oo working producis.

Chbect argee dhat because sezeter and techrols
agv usually progeed at their ann pace, RAD
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" EXHIBIT T The Marksting Mode!

% EXHIET 2 The R&D-Enginearing Modal
i

! AR Id—--

l ,,

A& D-Engineeing
wnd Manu Az |

LTS

— Saks | 4+

acaaly desermines whas oradicts @ he devel-
aped at amy particular Bma: therefore. they belleve.
D shauld direct marketing 1o s 2fons to
oramate 2 haterer praducts R&ED tomes ap with
“see Exhibit 21 Tis epproach, hewever, dogs not
take ioho account mEThet anatenes; and sommer-
ciel meehitics.

The shercamings of these »wo camPicting inler-
gietstions of the roles of marketing sad B&D in
the preanization indicale that a third zpproach.
nhieh falls bebween theee fuew extreses, i called
of a Hersvchical spzmnach, RED and
sneald wack dogerker s sccemsfulle pio-
aducts that will be welul 30
reeedoed inthe markersloce wee Exlibit 3t
tegravg mgde] mercnanes e e izs
i’e combining he

rtages of Both,

2 ramgu a ke this mgde ! madoes e
setion Rehaeen e custanner, the sales feree. el
snrbesing, wihich coclaies within &5 emoionment an
seerng leam. The fign 15
cawed jo 1he BE D lezm, which centeains within its
virenment a asketing grogp- This deta isthen
formed ino design e o which Iha

Senasing unt herns inle ici] prmducd, A
L ihr sdespeorie whe ore and 2
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EMPIAICAL RESELTS
Several wudies have shown a direct zefstion
betagar & D-marketing integration and
tign saccess.” For cxample, a studv by Seader
confinms i comelation b examining tifs oocle
dada Fom 239 product developaient arotects in 33
Arms. Sownder's resparedy identifies the Aitferent
bpes of fZilures 1hat cesuit whea ihese iwa gruizs
do ot coimmunicate

Heovever, 1 stidy of tha comminzicztio=s
indusisy e Sz Capna. o
that masl compasies camnet achigue this close
relatienship helasgn marketeg and REDS Thus
study Zoead shat cheoct 3055 of the imerienees
i macketing and R D Seliowed thar the :
tionshio was above average. £1n the gther hand,
appranimalely 3950 thought e relativnship nas
not goad at sl In addiion, 4550 of e ample
think that the relationshep has improved Junng
the last Zive vean. 39°E believe 1here has been
ng change, ad |37% lhiak the sclenomhi
Jdeterivrated.

RED imanagems
telalicng with
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3 [nxdequats information fram zurketing con-
cerning pew producr sequirements. regulaiory
wiaes, leshirarketing resulis. custarmer feedhack,

T

Js.

2 Mlerkating s fack of techackagical ksl
2dge,
o The bk of cormectvaty betaeen the two

graups urder the current orzanizational strac-
ic

3 alackerng’s Lick of lgng-rarge planning and

o esoirces prosicded for the matket-

The rrarkeling managess scoveved shabed -hat
their sefafienshio with R&EY was poor bacsizie of
the followirg zeasans:

J R&DS lack of aparerianen of cua: ;

O REDs lack of understanding of the competis
ticm.

O Inadesuate communication.

O B&EDs lack of undersianding of markesing con-
cepts.

T Differencrs in goals and priorides.

o8 agree 9l elLaer oacprra

d spenit g higher sate of

However, hoti: gx
lioA belnzen them wad
aew praduct spogess.
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Appfication engineers work with marketing and
sales personnel 21 Southwestern Bell Telephone to
understand customer voice and data networking kssues,

CASE STUDIES

3everel companigs have taken steps 1o achieve =0
efecdve R& D-marketing intedface. These compa-
nies inchode Alotarcla. Southwestern Bell Tele.

poune -SWBTY, CTE. and NTNEX.

Matarela

The orizinal product definition for Motorola's poc-
{abla personal exllular telephone specified that the
preduct weigh between four and fve ponads. Dur-
ing preduct testing, Motarole’s marketing team
obserced that custemners did oot caroyr these phones
areund with them; instead, they carried pagess,
which wese much smailer 'nosize. 3otorala there.
fars pusked Beek the aonductian date. scraoped the
ariginal groject. and developed the surent vessian
af s phene, Lhe Miczo TAC Peronal Ceilular,
which weighs lews than to pounds.

To mest the cusiomer requirements identified
Ly marketing, Motorola formed an sntegrated toam
of developreent engineers, producton managess
and crgineess, and markeiing pemorizl In addi-
lign_ sgiespeanle neriormed regular teleshone sus-
VEeVE af clrtamens o gi\-e hase cugtpmans 4 mone
active sole i determining The spqritements foc the
celiclsr shores. Motorala 2lso conducied focos
argizes and mmaskes trials before orScially releasing
the prodict

Southwestern et Feleghont

SWAT =as Jeweloped an advanced wcchnoicay keb-
ohe snppan the design end evelesion of
zorlogy scharions to customer conumnica-
wrkowith
oo wndersiand cus-
iues. The ream

and i nalwe

she selecion g rhese snlufons That sak
The ooeJi of the partieelar colomer. The

w varions fedwrking

ke eda-

arnd Jemcendrgte

ves. This enables corloimerns 1o

approach 1o develaping new produtts and services
eahaness raditional marledng-cngineering rales oy
providing marketing with technalogical ingights
and engineesing with a beter understanding of
marketing Jemes. In addition, because the custom-
ers are more inveheed in Jeidning their require-
ments, Baer Szee mare copfidence in AWBT's
abilitv to prenide services besed on advanced tech-
nalogizs,

The advanced {=chnology lab provides SWET
with a competitive advantage bv allowing it to
provide immedizte fredbacl to cusiomens end
equipment vendors. This allows SWET to ke
much mare responsive 1o customers specific
recuitemenis,

The leam approach wsed by the advanced lech-
nalogy lab Geilisates the edocation of 3WET 5
salespoople 2nd ‘echinical mpport #af a5 well 25 it
customers. Thezefore, not enly aill mea oroducts
and sericas be folly supporied a5 soom 2s hey are
pat on the macket. but the custemers will aleads
Le familiar with them. In 2ssence, G lab emables
S0 BT to be mare responsive ta customens deeds
conterning conneclabiliny user interfaces. unified
pedwnrt Tanagenent, and lower-cod s eriing.

ETE

GTE. throweh GTE Laborabores. has initiated 2
long-erm research program be study Sew marker-
inz and RED can most effectively design new
producis énd senives. [0 addition, GTE 5 insciai-
ing shott-lemin arganizalional changes so thal the
R D masketing mterface can De used 25 4 com-
pesitve advantage. The projects goal is to dewer-
iee how ather induatzizas design mew producls
and secvices tna competitive gxvironment b
absors ihe best of *hat kaowledge inte CTE. 2nd
10 develup zn appicach ‘o the ?-"Ob]ti:t thal s
uniqaely suited ta the lelesommunications industry
and to the stiengihs of 1ke company, This process
rvelees Ike inlgraction of meversi departzagns in
CTE.

Eat" depastment mast analyre the produsd
desion ef s ice proposad aoesch stase of the
projec s Jevclopment and suggesd nas e Doredse
g 2ppedd and profitahdline At the end of cach
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GTE hias initiated a fong-term research program o shudy Row marketing
and R&D can mast etectively design new products and senvices.,

stage, the information and designs provided by
¢ach department are sinihedized. The project is
then anmahzed br an ecternal review team to dete:-
mine whelher it shuuld proceed to the nest stage,

This process gives GTE grealer conerol ouver 2
new product or senvice throughout its development
life pvele berause the propect zan be serapped.
recriented, or continued at any stage during it
development. Therefors, GTE can minimize the
tisks of commercizl failure within a canstanty
changing rechnalogical and marketing gnviren-
et

WNEX

NYNEXs corporate marksting and technology
nrganization was ormed o gain 3 competitive
advankags, The réspoasibilice for the orgamization s
management asd seclormance cests with the mar-
Leting staff, the szientists 2od researchers, znd the
guality deam. Becavse of the merzed pempetives
atforded by the setno of this organization, the
kabne rous has brocsht the reali of the
market into fie warld 6f the scientisis. and the
seiemtisis have promored Free trinking and stime-
lated the imagiation of she marketing stafl. In
addition, NYNEX's relationships with vendars
have imprened throcgh RED and mardeting’s
joint sercening of vender proposals and product
presentations. The marketing and technolog:
organization now determenes the specific research
and developmend eileils =zt the corperation will
ITSILE.

IMPROVING RELATIONS

Although these case studiss have dersonsirated the
zdhvantagss of aq R D-marketicg interface. many
Crianizasions nae nol ponued similar appooaghes.
The studs b Saghafl, Gepta, and Sheth discusses
seneral ways Lhat R0 and marketing can achicve
a cloget relshanshin.® Tha senecsl consensus
ameng the RE&D and macksting managers is that
the refstianship can be improved if RED takes the
Fillem ing steps:

oTrre resCansheg 1 maikets and com-

Lt Impeaves tommunication with marksting,

0 Becomes more business oriented.

[ Learne aboue marketing,

O Emphasizes product development and cod juse
resaprch and alanning.

Those same managers stated that the relation-
ship can be improved if marketing takes the follow-
ing measires;

O Learns moce about cistomer needs, performs
mere docurabe Borecasts, and does better market
sescasch,

O Becomes imahved with RED in the sarly stages
of product development.

O Communicaiss more with R&D and shares
migre it lion.

0O Lzarns mare abour RETD sand improves #e sech-
rical knowledge.

2 Becomes responsive by R&Ds requests for
timelx infozmation.

O Encourages mors cuscomer imvalvement and
fieldwerk.

Both R& D and maketmg represenlalives s'zted
that bevering cominunication was the singie most
tmportant zzak they could crdertake to impmove
eelativns = ith ihe cither Cepartment. They alsa
emphasized their belief that senior manzzeraent
showld assume 3 mare active mle in sepporing
imieraction berween the twg gooops.

THE DEBATE IS SETTLED

Tha suzvev resulis 25 well 13 the g dudies
discussed ndicace et the integration of masketing
and BED would enhance the success of devalep.
ing new produgts and indroducing them 4o the
marketplace, Those compardes that gan see Sevand
the traditivnzl rules of these swa Soactions snd
develop un B&Dhmarketing intesface will prafiy
froca the resuls
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