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A Study on the New Product Forecasting Methodology *

Lim, Jong-in* and Oh, Hyung-sik*

Abstract

It 15 commonly accepted that the demand forecasting data play a vital role in deciding

strategic variables such as the optimal market entry time, the price structure and the production

capacity ete. In case of the new product, however, it is hard to apply the well known regression-

type methodologies.

In this study, we survey the characteristics of various types of new product demand

forecasting(NPDF) methodologies which are useful in case the historical data are not available.

Further, we explore the possibility of incorporating the NPDF methodologies and develope the

unified infra-structure of the NPDF methodologies. Finally we propose an integrated prototype

of the NPDF model.
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