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Gap analysis

Douglas, et al., (1978) note that the existence of
gaps in a market such as, for example, price gaps,
serve as an impetus for new product ideas. In
conducting a gap analysis market research
techniques may be used. Consumers are asked to
rate all brands in the market on a large battery
of attitude scales and a computer is then used to

search for the evidence of gaps.

Such a technique is not without problems. While
it is expensive and time consuming, it also tends
to suggest gaps which are perfectly obvious (e.g.
an all electric heating system which is as cheap
to run as a gas one) or gaps for products which
people may not want. As put by Douglas, et al.,
"there may be a gap in the market, but is there a

market in the gap?" (1978:67)

Using other people's ideas

Many new product ideas may have been thought of
but not yet exploited. Access to such ideas

quite obviously represents an opportunity.

Ideas may also be "stolen" from foreign markets.
When using this method for the generation of a new

product idea though, the positioning of the new
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3. THE RESEARCH PROPOSITIONS

Since the propositions are formulated in relation to the
subproblems, they will be presented and discussed under each

subproblem.

3.1 SUBPROBLEM ONE : What factors serve as success/failure
discriminators for consumer products launched onto the South
African market?

The large number of factors serving as potential success or
failure discriminators (63) and the exploratory nature of the
research precluded the making of individual and detailed

hypotheses. Instead, general propositions were developed.

On the basis of the literature review, the general propositions

are as follows:

Successful products or projects are expected to be those

(i) which are superior, have a differential or economic
advantage, or are unique relative to competing products

Sub-sections 2.2 and 3.2.3 of Chapter 1 emphasized the
need for new products to be, at the very least, at
parity with competing products. This suggests that new
products must be superior relative to competing

products if they are to be successful.
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