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This paper primarily discusses “process” in product planning for electronic devices and
systems. In reality of new product planning scenes, despite of product planners’ attentive
market researches and engineers’ extraordinary efforts, most new products have been
regrettably unaccepted by their target customers. The purpose of this paper is, therefore,
to find out what factors in product planning are needed for successful new products. In
order to achieve this goal, the case study approach is taken as methodology. At first, some
successful cases and failed ones have been picked up, and analyzed why some were
successful and others were not especially through the aspect of “process” in product planning.
After deliberate researches and analyses, it is concluded that “service” and “co-creation” are
two key factors in successful product planning even in designing of a “hardware-centric”
electronics product regardless whether it is targeted for B2B market or B2C one. For,
ultimately, all the customers require “value in use” within a product rather than the product
itself as hardware. The product, then, can be regarded as a “vehicle” of value in use or
value in context in the end. To make it realize more effectively, co-creation of the service
value with the target customer in the process of product planning is found to be essential.
Further, based on these findings, the Service Dominant Logic (S-DL) can be a prominent
explanation for successful new product planning. In this paper, we divided the Product
Planning Process (hereinafter called PPP) into five steps so that even an average product
planner can conduct what and how activities are performed by whom in each step of the PPP.
At the same time, he/or she can learn that the actual PPP is not a simple liner process but
rather more complicated “back and forth” activity unlike most textbooks instruct. We,

therefore, named this empirical framework as PPP ABCDE Back & Forth model.
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