
List of Tables

Table 1.1 
Table 1.2 
Table 2.1 
Table 2.2(A) 
Table 2.2(B) 
Table 2.3 
Table 2.4 
Table 5.1 
Table 5.2 
Table 5.3 
Table 5.4 
Table 5.5 
Table 5.6 
Table 5.7 
Table 5.8 
Table 5.9 
Table 5.10 
Table 5.11 
Table 5.12 
Table 5.13 
Table 5.14 
Table 5.15 
Table 5.16 
Table 5.17 
Table 6.1 
Table 6.2 
Table 6.3 

Table 6.4 
Table 6.5 

Table 6.6 
Table 6.7 

Table 6.8 
Table 6.9 
Table 6.10 

Table 6.11 
Table 6.12 

Table 6.13 

Table 6.14 
Table 6.15 

Table 6.16 
Table 6.17 

Table 6.18 

Table 6.19 
Table 6.20

Table 6.21 

Table 7.1 
Table 7.2 
Table 7.3 
Table 7.4 
Table 7.5

: New Product Categories, Codes and Number of Respondents 
: List of Companies Surveyed 
: Major Cos. Washning Machines 
: Major Cos. Market Share of Television Receivers 
: Major Cos. Market Share of Audio Equipment 
: Major Cos. Passenger Cars 
: Major Passenger Car Projects 
: Target Strategies Followed By The Respondents 
: Target Strategies Followed By The Respondents (%)
: Product Strategies Followed By The Respondents (%)
: Product Strategies Followed By The Respondents (%)
: Pricing Strategies Followed By The Respondents (%)
: Pricing Strategies Followed By The Respondents (%)
: Distribution Strategies Undertaken by The Respondents (%)
: Distribution Strategies Followed By The Respondents (%)
: Intermediaries Used in Distributing New Products by The Respondents (%)
: Intermediaries Used by The Respondents (%)
: Promotional Tools Used by The Respondents (%)
: Promo-Tools Used by The Respondents (%)
: Competitive Marketing Strategies Followed by The Respondents (%)
: Competitive Marketing Strategies Followed by The Respondents (%)
: Company Growth Strategies Followed by The Respondents (%)
: Company Growth Strategies Followed by The Respondents (%)
: Marketing Strategies Followed : Overall View
: New Product Positions On Target Strategies
: Target Strategies By New Product Categories (Respondents - %)
: Target Strategies By New Product Categories (Chi-Square Values)
: New Product Positions on Product Strategies 
: Product Strategies By New Product Categories (Respondents - %)
: Product Strategies By New Product Categories (Chi-Square Values)
: New Product Positions On Pricing Strategies 

: Pricing Strategies By New Product Categories (Respondents - %)
: Pricing Strategies By New Product Categories (Chi-Square Values)
: New Product Positions On Distribution Activities 

: Distribution Activities Undertaken By Respondents (%)
: New Product Positions On Intermediaries Used 
: Intermediaries Used By Respondents (%)
: New Product Positions on Promo-Tools 
: Promotools Used By Respondents (%)
: New Product Positions On Competitive Marketing Strategies 
: Competitive Marketing Strategies By New Product Categories (Respondents - %)
: Competitive Marketing Strategies By New Product Categories (Chi-Square Values) 
: New Product Positions On Company Growth Strategies 
: Company Growth Strategies By New Product Categories 

New Product Positions on Product Strategies 
: Compnay Growth Strategies By New Product Categories (Chi-Square Values)
: Company Positions - Target Strategies (Company Deposits)
: Company Positions - Target Strategies (Car Finance)
: Company Positions - Target Strategies (Airlines)
: Company Positions : Target Strategies (BAA/TV)
: Company Positions : Target Strategies (Colour TV)



Table 7.6 
Table 7.7 
Table 7.8 
Table 7.9 
Table 7.10 
Table 7.11 
Table 7.12 
Table 7.13 
Table 7.14 
Table 7.15 
Table 7.16 
Table 7.17 
Table 7.18 
Table 7.19 
Table 7.20 
Table 7.21 
Table 7.22 
Table 7.23 
Table 7.24 
Table 7.25 
Table 7.26 
Table 7.27 
Table 7.28 
Table 7.29 
Table 7.30 
Table 7.31 
Table 7.32 
Table 7.33 
Table 7.34 
Table 7.35 
Table 7.36 
Table 7.37 
Table 7.38 
Table 7.39 
Table 7.40 
Table 7.41 
Table 7.42 
Table 7.43 
Table 7.44 
Table 7.45 
Table 7.46 
Table 7.47 
Table 7.48 
Table 7.49 
Table 7.50 
Table 7.51 
Table 7.52 
Table 7.53 
Table 7.54 
Table 7.55 
Table 7.56 
Table 8.1 
Table 8.2

Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Company Positions 
Distribution Activities 
Distribution Activities 
Distribution Activities 
Distribution Activities 
Distribution Activities 
Distribution Activities 
Distribution Activities 
Intermediaries Used 
Intermediaries Used 
Intermediaries Used

Target Strategies (Music System)
Target Strategies (Washing Machine) 
Product Strategies (Company Deposits) 
Product Strategies (Car Finance) 
Product'Strategies (Airlines)

(B/WTV)
(Colour TV)
(Music System) 
(Washing Machine)

Product Strategies 
Product Strategies 
Product Strategies 
Product Strategies
Pricing Strategies (Company Deposits) 
Pricing Strategies (Car Finance)
Pricing Strategies (Airlines)
Pricing Strategies (B/W TV)
Pricing Strategies (Colour TV)
Pricing Strategies (Music System) 
Pricing Strategies (Washing Machine) 
(Company Deposits)
(Car Finance)
(Airlines)
(B/WTV)
(Colour TV)
(Music System)
(Washing Machine)
(Company Deposits)
(Car Finance)
(Airlines)
(B/WTV)intermediaries Used 

Intermediaries Used (Colour TV) 
Intermediaries Used (Music System) 
Intermediaries Used (Washing Machine) 
Promotional Tools Used (Company Deposits) 
Promotional Tools Used 
Promotional Tools Used 
Promotional Tools Used 
Promotional Tools Used 
Promotional Tools Used 
Promotional Tools Used

(Car Finance)
(Airlines)
(B/WTV)
(Colour TV)
(Music System)
(Washing Machine) 

Competitive Marketing Strategies Company Deposits 
Competitive Marketing Strategies Car Finance 
Competitive Marketing Strategies Air Lines 
Competitive Marketing Strategies BAA/ TV 
Competitive Marketing Strategies Colour TV 
Competitive Marketing Strategies Music System 
Competitive Marketing Strategies Washing Machine 
Company Growth Strategies (Company Deposits) 
Company Growth Strategies 
Company Growth Strategies 
Company Growth Strategies 
Company Growth Strategies 
Company Growth Strategies 
Company Growth Strategies 
Analysis By Nature Of Company 

Analysis By Company Positions

(Car Finance) 
(Airlines)
(B/WTV)
(Colour TV)
(Music System) 
(Washing Machine)



Table 8.3 
Table 8.4

Table 9.1

Table 9.2 
Table 9.3 
Table 9.4 
Table 9.5 
Table 9.6 
Table 9.7 
Table 9.8 
Table 9.9 
Table 9.10 
Table 9.11

: Analysis By Benefits Sought
: Analysis* By Industry Stage - Company Competitive Position 

Market Attractiveness - Company Competitive Position 
: Analysis By Factors Influencing Marketing Mix 

(Product Factors) Influencing Market Mix 
: Pricing facl Pricing factors Influencing Marketing- Mix.
: Factors Influencing Intermediaries Used 
: Promotion Factors Influencing Marketing - Mix 
: Factors Contributing New Product Success 
: Factors Contributing To New Product Success 
: Measures of New Product Success 
: Measures of New Product Failure 
: Reasons for Flaving NP 
: NP Positioning Measures 
: New Product Differentiation IV|easures


