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product design and process 

development 236–45 
product launch and evaluation 250–2 
product strategy development 223–36 
product success and 19, 31–2, 352 

continuous improvement 364–8 
product development and business 

strategies 368 



 

 

 

 
 

Index 373 
 

product development programme 366–
8 

product development project 366 
steps in 364–6 

control 
PD project 283–5, 292–5, 300–2 
design process 117 
product launch 128–30 

core competencies 79, 80 
core values 230 
corporate structures 313–14 
costs 111, 118, 122, 128–9, 158, 159, 

280–2 
creating knowledge 34–5, 183–191 
creativity 96–8, 102–6, 224–5 
critical points 91, 95, 271–5 
croissants as symbols 216 
cross-functional organisation 29, 41, 266, 

313–14 
culture 189, 203–4, 205, 216–17 

company culture 260, 278–9, 291, 
303–4 

consumer needs and wants 213–15 
product development team environment 

303–4 
culture and fast food in China 204, 205 
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ethnicity 204 
evaluation 

innovation possibilities 54–9 
innovation strategies 69–76 
product development 352–8 
project launch and see project launch 

and evaluation 
see also benchmarking 

experimental designs 112–14, 236–8, 289 
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