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Introduction
A New Approach
What’s Ahead
What Really Matters

If your company could pick just one competency to truly master, what 
would it be? Acquisitions? Perhaps, but if you buy businesses and cannot 
grow them, you will just build a house of cards. How about operational ef-
�ciency, quality or service? �ese are important, but if others match you�
and they usually do�you�re in a race to the bottom of a commoditization 
spiral. I �nd most business leaders want pro�table, sustainable top-line 
growth and look to new products to deliver this. Not product �tweaks,� but 
di�erentiated products customers will pay top dollar for and competitors 
can�t match anytime soon. 

Now here is the interesting part: Di�erentiated products must be� di�er-
ent. Yet, many producers behave exactly as their competitors while hoping 
for di�erent results. I don�t hear business leaders say, �Our R&D sta� is 
20% smarter than competitors�, so our new products usually win.� And few 
plan to win by understanding customer needs better than their competi-
tors� which would let them aim that R&D brainpower better. Instead, 
they rely on routine customer interactions by their sales force and a �fuzzy 
front end� in their product development process to somehow separate them 
from that surly pack of competitors.

A New Approach

Some companies are taking a di�erent approach� developing radically new 
skills to understand their customers� needs in depths never before achieved. 



3  New Product Blueprinting

�is is not being done by a handful of voice-of-the-customer (VOC) ex-
perts, but by scores or even hundreds of commercial and technical people 
within these companies. �e companies then become market-driven new 
product machines, launching products eagerly embraced by their custom-
ers. �is is New Product Blueprinting�a seamless, reproducible process 
to develop products customers love, competitors respect and stockholders 
applaud.

New Product Blueprinting focuses on the early stages of new product de-
velopment�an area that is at once critical and exasperating to business 
leaders. Di�erentiated new products are key to pro�table organic growth... 
and the front end (determining what to develop) is key to these products.1 
Yet in an age when most manufacturing processes have been brought un-
der control, this fuzzy front end remains an untamed frontier. �ink of 

your new products as the battles that 
determine your company�s fate: Most of 
these battles are won or lost in the front 
end. Learn how to win the vast majority 
of these and you will change who your 
company becomes.

New Product Blueprinting is designed for one type of business: It delivers 
the most advanced new product development methods available today... 
but only for businesses selling to other businesses (B2B). B2B suppliers have re-
markable advantages over consumer goods suppliers that have been largely 
ignored. Are you ready to go beyond one-size-�ts-all methods or hand-
me-down techniques from consumer goods practitioners? New Product 
Blueprinting will help. 

New Product Blueprinting is more than a step-by-step process. New skills, 
tools and mind-set must also be acquired. All of these will be described for 
you in this book. Sustainable organic growth through new products and 
services is a devilishly complex subject. Simply put, we�re seeing exciting 
success in the world�s largest B2B corporations, and this is your invitation 
to consider how your company might bene�t.

Are you ready to go beyond 
one-size-ýts-all methods or 

hand-me-down techniques from 
consumer goods practitioners?




