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Key Success Factors of New Product Development to Cope With AEC
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Abstract

In the era of the cooperation in economic zones around the world, businesses have intensely
expanded into international markets. In particular, Thailand will become a member of ASEAN
economic community or AEC in 2015. This will provide the opportunities for Thai producers to
expand their market to both inside and outside the member countries. Therefore, Thai manufacturing
companies should consistently initiate and develop new products for business survival. New products
not only increase company’s survival rate, but also enhance competitive advantage to the firms. With
its competitiveness, the companies can expand their businesses by entering a new market or
increasing product usage from existing markets. However, sales from a new product should not affect
the current ones. Despite the importance of new products, a large portion of companies has failed to
introduce and maintain new products in the market.

This article collects and presents both internal and external key success factors of new product
development. These factors are drawn from previous literatures from past to present: first, internal
factors including company characteristics and management such as strategy formulation, employee
development and information technology usage, and second, external factors concerning market
potential, competition, and inter-organization collaboration.
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1. naqws‘ (Strategy)
- NM33aiuma1n (Orientation)
- MyTmdlenu (Synergy)

- dnuwaEnaRNM(Product characteristics)

N

3. ANYALVBIUIEN (Company characteristics)
- muaunsanamalulad
(Technological Prowess)
- uvasdalauseu %

(Source of advantage)

5. UIM1332AUge (Top Management)
- nsatuauu (Support)
- $nanthil (Authority)
- yawsumudes (Risk tolerance)

fin: Craig waw Hart (1992)
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