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Chapter 14

Step 5: Product Objectives

Review Interview Data
Review Side-by-Side Test Data
Set Product Design Targets
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Many teams nd this step to be a new and refreshing experience: planning
a new product design using crystal-clear, outside-in data instead of per-
sonal hunches. You Il lock yourselves in a conference room with a digital
projector, and keep the trays of party food coming until your team emerges
with its new product design.

As shown in Figure 14.1, this task is greatly aided when you use visual tools
that progressively build a story and provide outside-insight from multiple
vantage points.  ese visual tools can all be generated within Excel and
should be driven by the interview and side-by-side test results entered by
the team in earlier steps. Lets return to the example in which your team is
designing a new polymer for use in semi-gloss paints.
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Figure 14.1 How to Analyze Your Data

To Select Product Outcome Targets to Improve

= Do it visually. -
= This is the only way for your team to prooess this large amount of data.
= Do it sequentially.
= Build an understanding of the data step- by-step or some may get lost.
= Do it from multiple vantage points.
= Methods that rely on one chart are neat, easy-to-use... & usually wrong.
= Do it with your team.
= Everyone who worked to gather the data should have a voice in this.

Review Interview Data

Figure 14.2 is displayed on the projection screen. ( is and the remaining
blue-bordered charts in this chapter were created in Excel.) is chart pro-
vides you with 1-10 ratings for IMP (Importance) and SAT (Satisfaction)
independently. e results are shown for your entire market segment
as you de ned it in Step 3: Preference Interviews when you decided which
customers to include and how they should be weighted. is chart also dis-
plays the standard deviation for each outcome, which tells you how much
customers in the market segment agree with each other.

In this case, customers agree that outcomes such as hiding power and brush
mark leveling are very important. But look at the wide band for sprayabil-
ity: Some customers think this is quite important while others do not. Per-
haps some paint producers sell to homeowners, who usually apply paint
with brushes  while others sell to paint contractors, who spray anything
that doesnt move. You can test this hypothesis by isolating the customers
in each of these more focused segments and then viewing these charts in-
dividually. s could lead you to develop two di erent products or perhaps
design a single product robust enough for both segments.






