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Product Strategy is one of the five 

cornerstones of our Innovation 

PentagonTM framework. In the context 

of this discussion, we use the term 

product strategy to mean both tangible 

“products” as well as “services.” In the 

last issue, we discussed some key 

areas of product strategy including: 

core strategic vision, the role and goals 

of product development, market 

arenas, market entry approaches and 

the distribution of development 

spending.  

 In this issue, we will finish off by 

highlighting some key characteristics 

of successful products and how to 

increase the likelihood of adoption. A 

product will be successful if it is 

perceived by the customer as having 

real value to him/her. This can be 

achieved by 59: 

- Offering unique features that the user 

wants. 

- Delivering unique benefits to the 

user.  

- Having highly visible benefits. 

- Being differentiated from other 

products or services in the 

marketplace. 

- Being the first of its kind on the 

market. 

- Meeting the user’s needs better than 

competitive products or services.  

- Solving problems that the user may 

have with alternative products and 

services. 

S2I News is a bi-monthly 

publication of Strategies 2 

Innovate. It aims to present 

information on topics important to 

today’s business leaders. We hope 
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develop a clear framework useful 
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This new series examines the 

Innovation PentagonTM frame-

work introduced in the last series 

discussing challenges organiz-

ations will face over the present 

decade in the area of innovation.  
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- Reducing total in-use cost to the user. 

- Providing better quality than other 

products or services. 

Truly superior differentiated products 

that are wanted by the market will 

almost always succeed (98%) and will 

contribute greatly to organization’s 

profit59. Winning products offer a 

"bundle of benefits" which users value 

enough to pay for. 

The challenge, then, is to understand 

the user’s needs and wants very clearly 

and this can be achieved to some 

extent, in the case of existing 

product/markets, by market research 

and obtaining continual feedback from 

users of your products and services.  

Asking the customer why they chose 

your product/service, why they like 

your product, if the product meets their 

needs, what they would like to see 

improved in your product, how they see 

your product as being different from 

competitors, etc. This is essential work 

for developing and maintaining a 

winning product, since most 

marketplaces are crowded with 

competing solutions.  

But what are some ways to get 

buyer’s attention and increase our 

chances of having our products and 

services adopted by them in preference 

to others. One answer to this question 

comes from technology diffusion and  
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Strategic Direction Setting : 

From Surviving to Thriving 
Developed especially for the smaller 

business, our Strategic Direction Setting 

process works to bring your business from a 

state of surviving to a place of thriving. It 

captures a vision of the future for your 

organization and sets a clear and motivational 

strategic direction. It offers a useful tool for 

entrepreneurs and small business owners to 

systematically address tough yet compelling 

questions such as: Where are we going? And 

how will we get there? It takes away the pain 

and rigour of strategic planning by being 

easier, quicker and cheaper. For more 

information and a case example, visit our 

web-site and follow the links to Services. 

Innovate! Your Way to Successful 

Products and Services. 
 

An exciting two-day workshop on our 

Innovation PentagonTM framework shows 

how to be more effective and efficient in 

product / service development efforts by  

closely integrating five key organizational 

areas: corporate strategy, product/service 

strategy, technology strategy, R&D and new 

product/service development. Conducted as 

corporate training sessions at your request in 

any region across Canada. For more 

information, visit our web-site and follow the 

links to Our Workshops for more details or 

call us toll-free on 1-877-978-8242. 
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adoption theory. This body of 

knowledge examines the attributes 

and characteristics of new 

technologies (i.e., new products) 

and seeks to correlate them with the 

probability of adoption of these 

technologies in the marketplace.  

This area of research has 

uncovered seven key qualities or 

characteristics associated with 

technologies that are readily 

adopted in the marketplace35: 

- Increasing the perception that 

your product offers better 

advantages than those currently 

available.  

- Ensuring that your product is 

compatible with users' needs and 

values.  

- Increasing the ease with which 

your product is used.  

- Avoiding the perception that your 

product is complex to understand.  

- Providing the opportunity for 

users to access the technology on a 

trial basis.  

- Increasing the opportunity for 

your product to be seen by users.  

- Increasing the opportunity for the 

results/benefits of your product to 

be observed by potential adopters. 

What you can do right now is to 

spend some time evaluating your 

current and planned key 

product/service offering in terms of 

the sixteen characteristics mentioned 

in this article. Draw up a table with 

one row for each characteristic and 

assign a score of one (very low) to 5 

(very high) then tally up your total. 

Get a number of people to do the 

same and obtain an average score. 

This will give you an indication of 

the potential success of your 

product. (Better still, have some 

customers fill out the form as well.)  

In the next issue, we will discuss 

what we mean by technology 

strategy and some of the key 

dimensions for framing it.  

See you then! 
 

Larry van den Berghe 

For more information and for references 

to the literature as identified by 

superscripts notations (e.g. 1) please 

visit our innovation strategy knowledge 

portal www.strategies2innovate.com 

and follow the links to “Knowledge 

References.” 

The Innovation PentagonTM is a 

trademark of Strategies 2 Innovate. 


