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Text and Cases PHI Learning Pvt. Ltd.
In today’s competitive milieu, the product
promotion function, along with continuous
product innovation and speed of execution, is
very important as a critical parameter for a
company’s success. Product Management
involves designing customized products to fit the
exact needs of individual customers. This
comprehensive book focuses on the critical issues
of product management that enable better
product performance in the marketplace. It deals
with many new products that straddle across
Indian and global markets to give a broad and
clear perspective of the current competitive
marketing scenario. The text covers such topics
as competitive product development and
product life cycle strategies, innovation,
branding, pricing, segmentation, targeting,
positioning, CRM, modern product

management tools, and various other issues. Key
Features : Provides a clear understanding of
managing the product category, and product life
cycle. Focuses on the present Indian marketing
scenario. Illustrations and websites are provided
to acquaint the readers with the latest product
information. Gives 20 Case Studies that cover all
the critical aspects of product management.
Provides Assignments at the end of each chapter
to lend a practical touch to the subject. Intended
primarily as a text for the postgraduate students of
Management, the book will also prove to be a
useful learning tool for the students of Marketing
and Commerce. Besides, the strategies discussed
in the book can be good takeaways for practising
managers, and for those interested in learning
about Product Management.
Large, Multisite, and Offshore
Product Development with Large-
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Scale Scrum McGraw-Hill/Irwin
"Perpetual Business Machines is a
business manual written especially
for technical professionals
striving to operate in the new
economy: a global economic
environment marked by knowledge,
convergence of technologies, and
free markets. Written by the
president of Meridian Deployment
Corporation in Silicon Valley,
Perpetual Business Machines
channels the author's personal
experience in the high-tech
industry during all phases of
business cycles. Chapters address
the key principles of profit-
making, market analysis, product
management, business procedure,
troubleshooting, and more.
Presenting its ideas enumerated

point-by-point, Perpetual Business
Machines is a "must-have" for
anyone in the technology industry
looking to strengthen their
understanding of how business works
and what common errors to avoid in
collaborations and other
ventures."The MIDWEST BOOK REVIEW

Marketing Management Springer
This text has been developed in response to
changing customer & curriculum needs.
Many instructors are looking for a concise
text for this course, one that offers a solid
core for the course but allows time to add
other topics, materials, etc.
Marketing Management McGraw-Hill/Irwin
Analysis for Marketing Planning, 6/e by Lehmann
and Winer focuses on the analysis needed for sound
Marketing decisions and is structured around the
core marketing document--the Marketing Plan.
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Whether studying Marketing strategy or
Product/Brand Management decisions, students
need to be able to make decisions based from sound
analysis. This book does not attempt to cover all
aspects of the marketing plan; rather it focuses on
the analysis pertaining to a product's environment,
customers and competitors.
Routledge
Lean and Agile Development for Large-
Scale Products: Key Practices for
Sustainable Competitive Success
Increasingly, large product-development
organizations are turning to lean
thinking, agile principles and practices,
and large-scale Scrum to sustainably
and quickly deliver value and
innovation. Drawing on their long
experience leading and guiding lean
and agile adoptions for large, multisite,

and offshore product development,
internationally recognized consultant
and best-selling author Craig Larman
and former leader of the agile
transformation at Nokia Networks Bas
Vodde share the key action tools
needed for success. Coverage includes
Frameworks for large-scale Scrum for
multihundred-person product groups
Testing and building quality in Product
management and the end of the
“contract game” between business and
R&D Envisioning a large release, and
planning for multiteam development Low-
quality legacy code: why it’s created,
and how to stop it Continuous
integration in a large multisite context
Agile architecting Multisite or offshore

Page 4/17 April, 25 2024

Product Management Lehmann Winer



 

development Contracts and outsourced
development In a competitive
environment that demands ever-faster
cycle times and greater innovation, the
practices inspired by lean thinking and
agile principles are ever-more relevant.
Practices for Scaling Lean & Agile
Development will help people realize a
lean enterprise—and deliver on the
significant benefits of agility. In addition
to the action tools in this text, see the
companion book Scaling Lean & Agile
Development: Thinking and
Organizational Tools for Large-Scale
Scrumfor complementary foundation
tools.
Marketing Strategy Cerebellum Press
The discipline of technology management

focuses on the scientific, engineering, and
management issues related to the
commercial introduction of new
technologies. Although more than thirty
U.S. universities offer PhD programs in the
subject, there has never been a single
comprehensive resource dedicated to
technology management. "The Handbook
of Technology Management" fills that gap
with coverage of all the core topics and
applications in the field. Edited by the
renowned Doctor Hossein Bidgoli, the three
volumes here include all the basics for
students, educators, and practitioners
Emerging Practices, Research, and Policies
SAGE
Product Management, 4/ETata McGraw-Hill
EducationProduct ManagementMcGraw-
Hill/IrwinAnalysis for Marketing
PlanningMcGraw-Hill/Irwin
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PRODUCT MANAGEMENT IN INDIA Addison-
Wesley Professional
MARKETING STRATEGY, 6e, International
Edition edition emphasizes teaching students
to think and act like marketers. It presents
strategy from a perspective that guides
strategic marketing management in the social,
economic, and technological arenas in which
businesses function today--helping students
develop a customer-oriented market strategy
and market plan. Its practical approach to
analyzing, planning, and implementing
marketing strategies is based on the creative
process involved in applying marketing
concepts to the development and
implementation of marketing strategy. An
emphasis on critical thinking enables students
to understand the essence of how marketing
decisions fit together to create a coherent
strategy. Well-grounded in developing and
executing a marketing plan, the text offers a

complete planning framework, thorough
marketing plan worksheets, and a
comprehensive marketing plan example for
students to follow.
Perpetual Business Machines John Wiley &
Sons
Nonprofit Marketing: Tools and Techniques
presents a series of 35 essential marketing
tools and demonstrates their application in the
nonprofit sector, referencing myriad diverse
entities, including zoological parks,
planetariums, theater companies, medical
clinics, workforce development centers, food
banks, and more. Ideal for undergraduate and
graduate courses in nonprofit marketing,
promotion, fundraising, and related courses,
the text covers a broad spectrum of topics,
including product development and portfolio
analysis, branding and identity management,
target marketing, consumer behavior and
product promotions, environmental analysis
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and competitive assessment, and marketing
management, strategy, and planning. Each
chapter focuses on a specific marketing tool
and can be read as a stand-alone presentation
of the topic. Instructor Resources: Instructor's
Manual, PowerPoints, TestBank
A Guide to Market-Driven Management
Product Management, 4/E
Customer Equity can help management
allocate marketing spending for long-
term profitability, understand the
connection between budgets, metrics
and financial performance, provide a
customer focused approach for
measuring firm value, and improve the
productivity of CRM platforms by
providing frameworks, tools and
metrics. Customer Equity reviews
current models, offers a typology, and

examines the fundamental question of
whether a customer equity orientation
can put a firm in a competitive
advantage to other firms. The authors
review models that can increase
customer equity by optimizing each of its
drivers - customer acquisition, customer
retention, and add-on selling. Customer
Equity is important reading for marketing
managers, marketing researchers,
scholars and students.
Marketing Briefs PHI Learning Pvt. Ltd.
Product sales, especially for new products,
are influenced by many factors. These
factors are both internal and external to the
selling organization, and are both
controllable and uncontrollable. Due to the
enormous complexity of such factors, it is
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not surprising that product failure rates are
relatively high. Indeed, new product failure
rates have variously been reported as
between 40 and 90 percent. Despite this
multitude of factors, marketing researchers
have not been deterred from developing
and designing techniques to predict or
explain the levels of new product sales over
time. The proliferation of the internet, the
necessity or developing a road map to plan
the launch and exit times of various
generations of a product, and the
shortening of product life cycles are
challenging firms to investigate market
penetration, or innovation diffusion, models.
These models not only provide information
on new product sales over time but also
provide insight on the speed with which a
new product is being accepted by various

buying groups, such as those identified as
innovators, early adopters, early majority,
late majority, and laggards. New Product
Diffusion Models aims to distill, synthesize,
and integrate the best thinking that is
currently available on the theory and
practice of new product diffusion models.
This state-of-the-art assessment includes
contributions by individuals who have been
at the forefront of developing and applying
these models in industry. The book's twelve
chapters are written by a combined total of
thirty-two experts who together represent
twenty-five different universities and other
organizations in Australia, Europe, Hong
Kong, Israel, and the United States. The
book will be useful for researchers and
students in marketing and technological
forecasting, as well as those in other allied
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disciplines who study relevant aspects of
innovation diffusion. Practitioners in high-
tech and consumer durable industries
should also gain new insights from New
Product Diffusion Models. The book is
divided into five parts: I. Overview; II.
Strategic, Global, and Digital Environments
for Diffusion Analysis; III. Diffusion Models;
IV. Estimation and V. Applications and
Software. The final section includes a PC-
based software program developed by
Gary L. Lilien and Arvind Rangaswamy
(1998) to implement the Bass diffusion
model. A case on high-definition television
is included to illustrate the various features
of the software. A free, 15-day trial access
period for the updated software can be
downloaded from
http://www.mktgeng.com/diffusionbook.

Among the book's many highlights are
chapters addressing the implications posed
by the internet, globalization, and
production policies upon diffusion of new
products and technologies in the
population.
Health Care Marketing Richard d Irwin
This book offers novel methods for
developing Value-based marketing
strategies aimed at increasing revenue
and profits. The Value concept relates
all the benefits offered by a product with
its price and the effort required to obtain
it. Global competition requires
managing Value rather than individual
products or brands. This fosters
customer loyalty, and provides a solid
basis for relationship marketing. The
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book takes a practical, step-by-step
approach to explain: • How the forces of
supply and demand interact with
customer Value; • The relationships
between benefits, quantities, prices and
costs; • How to develop effective
competitive strategies; • How to manage
inventory and product mix efficiently; •
How to apply the Value model to
increase profitability, and solve major
marketing problems. The book sets forth
several new approaches for marketing
and pricing decision-making: • The
concept of Value integrates marketing,
finance, economics and accounting, in
order to link Value-based pricing with
relationship marketing. • The law of
supply and demand is restated with

quantity as a function of Value instead of
price; this makes it a more realistic and
practical tool for understanding today´s
highly competitive business
environment. • The confrontation and
complementation concepts provide
useful tools for guiding marketers into
new segments, and pricing products
accordingly. They play a key role for
devising win-win strategies, not only with
customers, but also with competitors. •
The Value Matrix is a practical tool for
understanding the product´s positioning,
analyzing its competition, setting prices
and developing strategy. It aims at
achieving an optimal balance between
customer loyalty and product mix
profitability. • The Value Life Cycle
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illustrates how Value acts as a force that
constantly changes revenue, providing
insight for developing strategies in each
phase of the product´s life cycle. •
Analogies with physics illustrate how
policy constraints create resistance to
sales velocity, thereby determining the
rate at which a firm advances towards
its financial and marketing goals. • The
strategy for pricing business services
applies Value to balance supply with
demand; this leads to increased
revenue. • The marketing approach set
forth unifies product portfolio and
inventory management with Value-
based pricing for maximizing income.
Clear explanations and accessible
language make this book ideal for

marketing professionals and non-
specialists. Advanced readers may refer
to the appendices, where the subjects
are analyzed further and the
mathematical foundations are laid out;
numerous solved problems of pricing
and costs are included.
Product Management, 4/E M.E. Sharpe
Building Value through Marketing provides
a hands-on guide to understanding and
building compelling marketing plans that
create value, not only in profit terms but
also for customers and stakeholders.
Working step-by-step through strategy
development, this book empowers those
responsible for creating or managing new
products or services to have the right
mindset, understand the most important
marketing tools that they can use and

Page 11/17 April, 25 2024

Product Management Lehmann Winer



 

apply these to create unprecedented levels
of value. Founded on the principle of
Service Dominant Logic, the book is
organized into three key sections: "The
Value Mindset," "The 12 Building Blocks of
Value," and "Value-Focused Marketing in
Action," which walk through the process of
value-focused product and service
development. The strategies and tools put
forward have been tested successfully
across multiple industries and countries
and are grounded in academic theory,
emphasized by real-life case studies
throughout. Readers will gain the ability to
align their marketing scholarship and
practices with the current definition of why a
business exists and the role that marketing
plays within these business practices. This
is essential reading for those studying

Marketing Planning and Strategy at
Advanced Undergraduate, Postgraduate
and MBA levels. Its uniquely applied
approach also makes it an excellent guide
for marketing practitioners and institutions
offering professional qualifications.
Analysis for Marketing Planning Mznlnx
This volume reflects the dynamic
environment inhabited by today's
marketers, helping readers understand the
marketplace and the impact of technology
on making strategic marketing decisions.
Its modern, integrated presentation and
strategy-based approach covers critical,
fundamental topics required to succeed in
professional work. Subjects include
marketing philosophy and strategy such as
market research, customer behavior and
market structure, and marketing decision-
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making and analysis, including product
decisions, advertising strategy, pricing and
customer relationship management. For
marketing professionals, product and brand
managers.
Software Business. From Physical
Products to Software Services and
Solutions Springer Science & Business
Media
From drones to wearable technology to
Hyperloop pods that can potentially
travel more than seven hundred miles
per hour, we’re fascinated with new
products and technologies that seem to
come straight out of science fiction. But,
innovations are not only fascinating,
they’re polarizing, as, all too quickly,
skepticism regarding their commercial

viability starts to creep in. And while
fortunes depend on people’s ability to
properly assess their prospects for
success, no one can really agree on
how to do it, especially for truly radical
new products and services. In
Innovation Equity, Elie Ofek, Eitan
Muller, and Barak Libai analyze how a
vast array of past innovations performed
in the marketplace—from their launch to
the moment they became everyday
products to the phase where consumers
moved on to the “next big thing.” They
identify key patterns in how consumers
adopt innovations and integrate these
with marketing scholarship on how
companies manage their customer base
by attracting new customers, keeping
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current customers satisfied, and
preventing customers from switching to
competitors’ products and services. In
doing so, the authors produce concrete
models that powerfully predict how the
marketplace will respond to innovations,
providing a much more authoritative way
to estimate their potential monetary
value, as well as a framework for
making it possible to achieve that value.
Product Planning Essentials Vernon
Press
This essential guide, edited by
experienced journal editors, is the
definitive sourcebook for prospective
authors who are seeking direction and
advice about developing academic
papers in marketing that will have a

high probability of publication in the best
journals in the discipline. It brings
together a wealth of contributors, all of
whom are experienced researchers and
have been published in the leading
marketing journals.
Principles of Success for Technical
Professionals Springer Science &
Business Media
Analysis for Marketing Planning, 7/e by
Lehmann and Winer focuses on the
analysis needed for sound Marketing
decisions and is structured around the
core marketing document--the
Marketing Plan. Whether studying
Marketing strategy or Product/Brand
Management decisions, students need
to be able to make decisions based
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from sound analysis. This book does not
attempt to cover all aspects of the
marketing plan; rather it focuses on the
analysis pertaining to a product's
environment, customers and
competitors.
Beyond Software Architecture Thomson
South-Western
Successfully managing the relationship
between business and technology is a
daunting task faced by all companies in the
twenty-first century. Beyond Software
Architecture is a practical guide to properly
managing this mission-critical relationship.
In our modern economy, every software
decision can have a significant impact on
business; conversely, most business
decisions will influence a software
application's viability. This book contains

keen insights and useful lessons about
creating winning software solutions in the
context of a real-world business. Software
should be designed to deliver value to an
organization, but all too often it brings
turmoil instead. Powerful applications are
available in the marketplace, but
purchasing or licensing these technologies
does not guarantee success. Winning
solutions must be properly integrated into
an organization's infrastructure. Software
expert Luke Hohmann teaches you the
business ramifications of software-
architecture decisions, and further instructs
you on how to understand and embrace the
business issues that must be resolved to
achieve software success. Using this book
as a roadmap, business managers and
development teams can safely navigate the
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minefield of important decisions that they
face on a regular basis. The resulting
synergy between business and technology
will allow you to create winning technology
solutions, and ensure your organization's
success--now and in the future.
Creating and Sustaining Winning Solutions
Pearson Education
The pharmaceutical industry is one of
today’s most dynamic and complex
industries, involving commercialization of
cutting-edge scientific research, a huge
web of stakeholders (from investors to
doctors), multi-stage supply chains, fierce
competition in the race to market, and a
challenging regulatory environment. The
stakes are high, with each new product
raising the prospect of spectacular
success—or failure. Worldwide revenues

are approaching $1 trillion; in the U.S.
alone, marketing for pharmaceutical
products is, itself, a multi-billion dollar
industry. In this volume, the editors
showcase contributions from experts
around the world to capture the state of the
art in research, analysis, and practice, and
covering the full spectrum of topics relating
to innovation and marketing, including
R&D, promotion, pricing, branding,
competitive strategy, and portfolio
management. Chapters include such
features as: · An extensive literature review,
including coverage of research from fields
other than marketing · an overview of how
practitioners have addressed the topic ·
introduction of relevant analytical tools,
such as statistics and ethnographic studies
· suggestions for further research by
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scholars and students The result is a
comprehensive, state-of-the-art resource
that will be of interest to researchers,
policymakers, and practitioners, alike.
PRODUCT POLICY AND BRAND
MANAGEMENT SAGE Publishing India
Written from the perspective of the
healthcare marketing professional,
Health Care Marketing: Tools and
Techniques presents a series of 39
essential marketing tools and
demonstrates their application in the
health care environment.Ideal for
undergraduate and graduate courses in
health care marketing or health care
strategy, the tools cover a broad
spectrum of topics including product
development and portfolio analysis;

branding and identity management;
target marketing; consumer behavior
and product promotions; environmental
analysis and competitive assessment;
marketing management; and marketing
strategy and planning.Each chapter
focuses on a specific marketing tool and
can be read as stand-alone presentation
of the topic. Step-by-step guidelines
take the reader through techniques that
range from time-tested marketing
classics to new models that will
undoubtedly become classics in time.

Page 17/17 April, 25 2024

Product Management Lehmann Winer


