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HP as Manufacturer and Service Provider

As Manufacturer As Service Provider

hp는제조회사로서 PLM을구축하여지속적인발전을이루어내고있으며,
또한다양한산업의고객을대상으로 PLM 컨설팅및구축서비스를제공하고있음

As Manufacturer As Service Provider

#1 in Blade, Unix+Linux+Windows Servers

#1 in Workstation, NB, Desktops, Thin Clients

• PLM Master Planning

• R&D Process Innovation

2 © Copyright 2010 Hewlett‐Packard Development Company, L.P.

#1 in Inkjet printers, Laser printers • PLM System Implementation
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Product Development Requires Focus

대부분의신제품들이실패하고, 제품개발프로젝트를위해투입되는막대한자원이
회수되지못하고있는현실을고려할때선택과집중을위한역량확보가중요함

• 90% of product launches capture 1% market share1

2• Out of every 100 product development projects2

‐ 63 are cancelled

‐ 25 are commercially successful

‐ 12 fail

• 46% of product development resources are spent46% of product development resources are spent 

on products that fail3

1. Boston Consulting Group
2 B All

3 © Copyright 2010 Hewlett‐Packard Development Company, L.P.

2. Booz Allen
3. Cooper, Product Development Institute
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Top five pressures on product development executives

TTM 단축, 비용절감, 차별화된고객경험에대한요구가더욱커지고있는추세이며, 
이러한요구들이제품개발의성공요소로고려되고있음

Pressures All Respondents

Project schedules for engineering products are shortening 60%

Cost of raw goods is increasing 33%

D l t b d t f d t i i h i ki 32%Development budgets for product engineering are shrinking 32%

Decreasing product target price‐points driving down product 
cost targets

28%
cost targets

Market or customer requirements demand increasingly 
“smarter” products

22%

4 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Integration Opportunity

R&D와마케팅간서로다른역할과성향으로인하여두조직간긴밀한협업이요구되는
중간영역에서는우선순위결정과책임부여에있어많은이슈가발생하게됨

•Basic Research
•Next‐Generation Technology

•New Products
•New Platforms

• Incremental Improvements

Long Term Short Term

Strategic
Marketing

BU Product
Development Domain of

“The Messy Middle”

R&D
Product

Management
BU General
Management

Domain of
Technology

“Creating the Future”

Market‐Facing
Functions

“Managing the

Sales and 
Marketing

Operating
Units

Almost Present”
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Source: Corporate Executive Board, “ Building R&D and Marketing Alignment”, 2010
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Key Questions

How closely aligned are R&D and marketing currently?

What level of market insight does the R&D group currently have?

How skilled are R&D staff in understanding and integrating market insight?

How involved in the innovation process is marketing and how good is theirHow involved in the innovation process is marketing and how good is their 
understanding of it?

Does the organization tend to rely more on “market pull” or “technology push”Does the organization tend to rely more on  market pull  or  technology push  
for new projects?

6 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Marketing’s Role in PLM

PLM 상에서의 Pain Points를극복하기위하여Marketing의역할이강화될필요가있으며, 
제품개발기회발굴부터제품출시까지의전과정에걸쳐 Leadership을가져야함

Market
Sensing

Develop Determine Offerings &
Manage Sales and Orders

Product & Services Demand Generation
Manage Sales and Orders

Closed‐loop

Marketing‐R&D
C ll b ti

Closed‐loop
Marketing

Value Chain

7 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Market Sensing

고객및시장으로부터다양한기회를발굴하고이에대한체계적인평가를통하여
수익성있는양질의기회를제품개발로연계함

Customer
Segmentation

Opportunity
Capturing

Opportunity
Assessment

Customer Portfolio
M

Partner
Opportunity
Filtering

Management

Distributor

Project
Management

8 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Customer Segmentation

고객별기여도및잠재성에대한평가를바탕으로고객을분류하고
이에따라기여도증대및잠재성개발을위한차별화된고객프로그램을전개함

Customer Segmentation Differentiated Customer ProgramsH

tr
ib
ut
io
n

• Pricing

• Allocation

• Joint Development

Increase Contribution

Le
ve
l o
f C

on
t

Develop Potentiality
• Technical Support

F di

Potentiality

L • Funding

HL

9 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Opportunity Capturing

다양한채널을통해고객및시장이요구하는제품개발기회를발굴하고
효과적관리를위하여기회정보에대한상세정의가필요함

CustomerCustomer
Source Information

Opportunity Information

P

CustomerCustomer Development
Opportunity

Target Product / Application

Launch Schedule Plan

SpecificationPartnerPartnerPartner

Specification

Expected Volume

Requirements

DistributorDistributorDistributor Sales
Opportunity

10 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Opportunity Assessment

발굴된기회들의정량적분석을통하여상업적가치와우선순위를검토함으로써
보다객관화된개발의사결정을수행함

Screening Qualification

Probability of
Commercial

•Market Maturity
Sales

Technology

Commercial
Success

NPV of
Project’s Future

Cash Flow
ECV

• Competition

• Sales of Market
•Dev & Mfg Cost

Strategy Probability of
Technical
Success

• Complexity
• Expertise & Skills

Weighting can be applied for each parameters

Simple
Score

= Σ (Sales + Tech. + Strategy)

C: Launch Cost, D: Development Cost Remained in the Project

ECV = (NPV × Pcs – C) × Pts ‐ D

11 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Product Demand Forecasting

제품군별과거이력정보를바탕으로제품수명주기에걸친수요예측체계를구축함으로써
개발기회에대한상업적가치분석에활용함

Simulation Actual vs. Forecast

Strategic Product Forecasting

• Product Lifecycle

• Demand Data

Demand Forecasting 

during Product 

Lifecycle

template template template

adjust & simulation• Event

• Seasonal Fluctuation

Volume Analysis

Campaign Planning

Enterprise Data Warehouse

product customer partner planning mfg

• Competition EOL Management

12 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Marketing‐R&D Collaboration

Marketing과 R&D 상호간 Ownership을연계하고이를위한제도적, 시스템적장치를
마련함으로써협업을강화하여야함

JOINTMarketing R&DJOINT
OWNERSHIP

Marketing
Roles & Responsibilities

R&D
Roles & Responsibilities

13 © Copyright 2010 Hewlett‐Packard Development Company, L.P.

Source: Corporate Executive Board, “ Building R&D and Marketing Alignment”, 2010
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Collaborative NPD

마케팅과 R&D간통합강화를위하여마케팅과 R&D가공동으로제품기획을수행하고
시장상황변화발생시수익성재평가를통하여개발진행여부를결정함

Joint Front‐end Accountability

Jointly business case analysis for new product –
technical and customer focused elements:technical and customer focused elements: 
Customer Need, Specification, Risk Profile and etc.

Product Verification
Ideation

NPD
Pipeline

Opportunity
Identification

Strategic
Analysis

Development
Planning

Product
Design &

Development

Verification
and Sample
Delivery

Manufacturing
Market
Release

Development Termination Review

Marketing to call emergency reviews involving marketing 
and R&D to reevaluate the product’s market risk in the 
event that market situations change – go / no‐go decision.

14 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Incentive Alignment

마케팅과 R&D간인센티브를맞춤으로써두조직간협업이매출과이익을증대하는
방향으로강화되도록함

•Hitting Development Milestones

•Revenue per new product introduced
•Profit per new product introduced

Volume‐centric Metric Revenue/Profit‐centric Metric

R&D

•Number of new products introduced

•Revenue

•Time‐to‐revenue

•Revenue per new product introduced
•Profit per new product introducedMarketing

•Revenue
•Time‐to‐revenue

Push all my products through to 
launch

Develop products that will meet 
true customer needs and alaunch

Create market projections to justify 
investment

true customer needs and a 
significant market demand

Build more realistic market 
projections with focus on why 

15 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Other Approaches

R&D와마케팅을하나의조직으로구성하거나, R&D 또는마케팅에권한과책임을일임하는
방식을취하는경우도있으나이에대한장단점을충분히검토해야함

Joint R&D and Marketing Organization
Embedding Integration Responsibility
in Either R&D and Marketing

• Combining technology and marketing 
expertise with new process established

• Placing all market‐sensing and customer 
insight responsibilities within R&D functionexpertise with new process established

• Assigning roles based on expertise with 
regular interaction points
‐ Co‐locate and collaborative process

insight responsibilities within R&D function

• For short‐cycle industries, assigning more 
active roles to marketing in NPD

• R&D should always be involved in ongoing 
• Creating clear reporting structure direct customer interaction

Pros
Supports fully developed solutions

R&D ownership
Pros: increase technology relevancepp y p

Breaks silos

Cons
High set‐up costs

gy
Cons: technologist focus

Marketing ownership
Pros: clear direction for R&D
Cons: limited technical expertise and

16 © Copyright 2010 Hewlett‐Packard Development Company, L.P.

Cons: limited technical expertise and 
focusing short‐term projects
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Closed‐loop Marketing

개발된제품의성공적시장진입을위하여고객지식을바탕으로캠페인을계획하고,
획득한 Lead를 Sales로연계하며, 그결과를다음캠페인에반영하는선순환구조를적용함

CLOSED LOOP CAMPAIGN PROCESS

Develop
Planning

Campaign Campaign Lead SalesSales
Reporting

Develop
Insight

&
Budgeting

Campaign
Setup

Campaign
Execution

Lead
Mgmt.

SalesSales &
Analysis

feedback loop

• Definition:  A Campaign management process executed in partnership between marketing 
and sales. Campaign plans and outcomes are tracked within a controlled, connected 
environment (e.g. it is supported by the CRM system).  

• Scope:  CLM conceptually applies to every type of marketing Campaign HP runs, but is 
typically discussed in the context of business‐to‐business, customer‐facing Campaigns.

17 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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CLM Processes

‐ Leads are properly followed up, leading to and improving the TCE

‐Marketing and sales are interlocked: leads become actual business

‐ Positive circulation for next campaign

d d lid lif l & i & &

Sales
Marketing

i &Develop
Insight

Planning &
Budgeting

Campaign
Setup

Campaign
Execution

Lead
Mgmt

Understand
Customer

Validate
Opportunity

Qualify
Opportunity

Develop &
Propose

Negotiate
& Close

Won &
Deploy

Won &
Expand

Reporting &
Analysis

Marketing contribution to pipeline
= Accepted marketing leads $ / Total pipeline $

Sales Acceptance 
Rate

Marketing
Contribution
to SalesResponses/ 

Attendees
Leads

$Spend
Target 
Audience

Pipeline
$Win

Campaign ROI

18 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Simplified CLM Process Flow

Marketing infrastructures are interconnected to close the loop

CRM eBusCKM MRM Internet (.com)

1. Develop customer insight
2. Plan, allocate resources, 

coordinate programs
4. Execute programs, provide content & collateral.

3. Target audience selection.

5. Manage responses, lead rating & routing.6. Update customer 
information.

8. Track, report, metrics, ROI  7. Closed loop., p , , p

19 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Maximize the customer value through enterprise value chain

Value Chain에걸쳐마케팅은시작과끝을, R&D은 Value Creation을담당하고있으므로
두조직간의협업은고객에게가치를전달하는원동력임

20 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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The Implications

M k t S i 역량강화를통하여차별화된제품경쟁력확보1 Market Sensing 역량강화를통하여차별화된제품경쟁력확보

신제품개발기회에대한 End‐to‐End Pipeline 관리를통하여유효성및수익성증대

1

2

신제품개발프로세스에걸친공동제품기획및시장변화에대한능동적대응3

마케팅과 R&D간목표공유를통한시너지증대4

개발된제품의성공적시장진입을위하여마케팅프로세스혁신5

21 © Copyright 2010 Hewlett‐Packard Development Company, L.P.
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Thank You !!!Thank You !!!
jong‐min.shin@hp.comj g p

010‐3419‐7710

보다상세한발표자료는사이트에서 download 받으시거나상기연락처로요청하시기바랍니다.
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