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management of a new product (the result of R&D works). Against this background, key elements of the 

management process of new product development (NPD) at R&D organisations, are identified. The main 

components of the management process comprise the developed implementation models and dedicated 

marketing tools, with taking into account the specific character of an R&D organisation, whose activities 

should be focused on the commercialisation of obtained research results. 
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1. Introduction 

Over the last few decades, there have been many 

studies that compared the success and failure of a 

newly developed product in order to find key suc-

cess factors (Ernst, 2002). These works relate to the 

NPD process in market entities focused on profit 

and the struggle to stay on a highly competitive 

market (Thomas, 1995; Smith & Reinertsen, 1998; 

Boone, 2008). However, managing the development 

of a new product is also a key aspect of the devel-

opment activity of R&D organisations (Łobejko & 

Sosnowska, 2013) that nowadays are seen as typical 

business entities, which should act as innovators by 

creating and then implementing R&D results into 

the economy on a market basis. Creating new, inno-

vative, highly specialised, often individual or short 

series products and services (results of R&D works) 

is the first stage of the process, whose final effect 

should be commercialization. The literature on the 

subject does not define how the NPD process should 

proceed in an R&D organization, what to do to 

make scientists better understand what the organiza-

tional and market conditions of implementing inno-

vations in the economy are, what factors determine 

the success of the NPD process referring to the re-

sult of R&D works. The authors of the paper notice 

a research gap in this regard. Thus, the aim of the 

article is, based on in-depth literature studies and on 

the basis of the authors’ own commercialization 

experience in the field of implementing R&D solu-

tions into business practice, to develop an NPD pro-

cess dedicated to an R&D organisation. The pro-

posed NPD process consists of four stages: (1) gen-

erating an idea and developing an R&D solution, (2) 

using an appropriate implementation model, (3) 

choosing and implementing marketing activities, (4) 

carrying out activities strengthening the market po-

sition of an R&D organisation. Among them, the 

following ones are considered of key importance: 

implementation models dedicated to the results of 

R&D works and recommended dissemination ac-

tivities matched to these models, which should be 

applied depending on the selected model, taking 

into account the three attributes of emerging solu-

tions, i.e. a type of solution, its character and a 

commercialization mechanism suggested. 

The structure of the paper is as follows; litera-

ture review on factors affecting NPD success; orig-

inal NPD process adapted to the results of R&D 

works, discussion of 4 stages of the NPD process 

for an R&D organisation, with particular focus on 

6 implementation models and the method of model 

selection. The method depends on the input param-

eters of R&D solutions and marketing activities 

integrated with the dedicated implementation mod-

el, the application of such approach supports the 

transfer of innovations to business practice. The 

final section concludes the paper and suggests di-

rections for future research based on key findings. 

2. Key success factors of NPD  

The subject of shaping new products has been of 

interest to researchers since the late 1960s to the 
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present. NPD is understood as a series of activities 

which commences with recognizing an opportunity 

on the market. The authors of the paper define 

NPD as a process aimed at developing a new R&D 

result and conducting marketing (dissemination) 

activities,which are focused on the implementation 

of a new R&D result into a market economy. 

There is a variety of NPD process models in 

literature (e.g., Tzokas et al., 2004; Crawford & Di 

Benedetto, 2002; Peters et al., 1999; Cooper & 

Kleinschmidt, 1987b). The models indicate a set of 

development stages that organisations should fol-

low to carry out the multidisciplinary NPD pro-

cess. 

As early as 1968, the results of a best practice 

study published in the United States by a consult-

ing company Booz, Allen, and Hamilton (1982) 

were published. The seven stages of the BAH 

model comprise: new product strategy, idea gener-

ation, screening and assessment, business analysis, 

development, testing and commercialization. Loch 

and Kavadias (2008) state that the NPD process 

consists in generating opportunities, screening and 

transforming them into activities presented to cus-

tomers. The NPD process usually comprises the 

stages of ideas generation, investigation, design, 

production, packaging and launch on the market 

(Miguel, 2008). Crawford and Di Benedetto (2002) 

indicate five phases of the NPD process: oppor-

tunity identification and selection, product concep-

tualisation, screening, pre-technical evaluation and 

launch.  

Because New Product Development NPD is 

increasingly valued as a key aspect contributing to 

a success of business’s operations, thus, as a result, 

there has been observed a noticeable increase in 

the number of studies and analyses aimed at identi-

fying the drivers of new product success. There are 

numerous factors which influence the success of 

the process of developing a new or improving an 

existing product and launching it on the market. 

Key factors of NPD are indicated: technology 

(added value of technology, cost reduction thanks 

to the technology application), marketing (meeting 

customer needs, production time, profit, market 

share), management and commercialization pro-

cess, the process of introducing a new product to 

the market (profits, possible additional investments 

concerning the product commercialisation) 

(Cooper, 1990; Mu et al., 2007; Cooper, 1997).  

The commonly mentioned pre-requisite for 

new product success stressed in the analyses on 

winners and losers in new product development is 

customer orientation (e.g. Cooper & Kleinschmidt, 

1987a, 1990; Griffin & Hauser, 1993; Narver & 

Slater, 1990). NPD success on the high-tech mar-

ket depends on meeting the consumers’ needs. The 

target consumer should be carefully defined and 

their needs must be satisfied with a new product 

idea (Easingwood & Koustelos, 2000). Further-

more, for the success of a new product on the mar-

ket, it is necessary that the product not only meets 

the consumers’ expectations, but also provides 

higher utility than the price paid. To achieve this 

goal, it is crucial to find out what consumers value 

most. The ability to identify the consumers’ value 

is a key element of a new product marketing 

(Krasnikov & Jayachandran, 2008).  

3. NDP and key success factors in research and 

development units 

In the literature on product management, little at-

tention has been paid to identifying the stages of 

NPD and key success factors with reference to par-

ticular sectors, including the science sector. For 

this reason, based on the literature analysis, own 

experience in the implementation of R&D results 

into the economy, taking into account the specific 

conditions of the functioning of R&D organiza-

tions, the stages of NPD in this type of organiza-

tions are proposed, as follows: 

− Generating an idea and developing an 

R&D solution corresponding to the mar-

ket demand, 

− The use of an appropriate implementation 

model depending on the result of R&D 

works,  

− Selection and implementation of market-

ing activities depending on the rules of 

competing in a particular market, includ-

ing target segments, 

− Carrying out activities strengthening the 

market position of the R&D organization 

as an entity creating a new product. 

The expected effect of conducting the indicat-

ed stages of the NPD process is commercialization 

of solutions created in R&D organizations. 

The first stage in the NPD process is to gener-

ate an idea and develop a product for which the 

probability of successful implementation increases 

in the situation when an innovation is not created 

according to the model of “technology push” or 

“science push”, but the reverse phenomenon oc-

curs, i.e. R&D works are influenced by a demand 

from the market (“market pull”). 

The second aspect of NPD at an R&D organi-

zation is the adjustment of the implementation 

model to the rules of functioning on the market and 

market segments approached. The implementation 
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model selected by the R&D organization signifi-

cantly affects the effectiveness of the marketization 

process of generated products, and above all allows 

achieving satisfactory economic indicators (includ-

ing financial ones, such as NPV).  

The third important issue in NPD is adjusting 

marketing activities for a new product to the rules 

of competing on a particular market, which in the 

modern economy constitute one of the basic prem-

ises for the functioning of each economic entity 

and determine its competitive position. An im-

portant element at this stage is the development 

and segmentation of the market, which thanks to 

specifying homogeneous groups will determine the 

needs and requirements of potential buyers. 

While implementing the last stage of the 

NPD, which is conducting activities strengthening 

the market position of an R&D organization, it is 

advisable to undertake both: image-building activi-

ties that are primarily aimed at strengthening the 

brand of an R&D organization on the national and 

international arena, as well as undertaking activi-

ties within individual marketing. 

No less important element in this last stage of 

implementing NPD in an R&D organization is 

monitoring of the level of customer satisfaction 

with the new product. It is also important to inform 

clients about undertaking work on creating new 

generations of a particular type of products or ser-

vices. 

3.1. Generating and developing a product  

corresponding to market demand  

At the first stage of the NPD process, it seems that 

the chacteristic features of an R&D organization 

play a key role because by definition such entities 

are to be a carrier of innovations. 

The product portfolio of R&D organizations 

comprises products, technologies and services that 

should be a carrier of innovations. 

Michael E. Porter (1980) states that innova-

tion includes technological improvements, better 

methods, and ways to do things. This is evident in 

product and process changes, new marketing ap-

proaches, and new forms of distribution. Innova-

tion is a new, original solution that is the result of 

the cognitive process, the process of increasing 

knowledge resources, which finds practical appli-

cation. Thanks to these processes and new ways of 

using resources, the existing or new needs of cus-

tomers are better satisfied. Innovations have differ-

ent characteristics. First of all, they are associated 

with uncertainty concerning the results of their ac-

tivities. R&D organizations should have capabili-

ties enabling to assess them as innovative entities 

(Sosnowska et al., 2000). It means that among oth-

ers they have a team of creators, innovators guar-

anteeing a high innovatineness level of the devel-

oped R&D results, have the ability to permanently 

generate innovations, the ability to shape the future 

(foresight). 

The identification of ideas comprising poten-

tial far-reaching research and application areas and 

the directions of their development is of key im-

portance. Actions aimed at generating ideas can be 

carried out with the use of the approaches includ-

ing classical planning, taking into account the di-

rect demand of economy, and the subject of coop-

eration with other R&D organizations or with the 

use of future studies methods, with a particular 

reference to foresight. The authors of this article 

use foresight as a key tool for generating future 

technologies and products, while incorporating 

subjects of research inspired by other sources, for 

example, cooperation with business and science. 

The choice of foresight from among other ap-

proaches used in future studies, including forecast-

ing, predicting, and planning, stems from the fact 

that foresight is used not only to assist in the prepa-

ration and decision making in the present concern-

ing the future, but it primarily supports active 

shaping of the future (Cuhls, 2003). Foresight 

methods help identify the emerging development 

trends and weak signals, and they also study the 

potential for their further development and future 

importance.  

What is very important at this stage, and what 

is lacking for R&D organizations, is flexibility in 

adapting to changing operating conditions, con-

stant communication with market entities, in order 

to effectively learn their current and future needs, 

the ability to use the company’s innovative capa-

bilities of an R&D organizations to maintain a 

highly competitive position, built on key compe-

tencies of scientists. To this end, it is necessary to 

implement three subsequent elements of the NPD 

process in an R&D organization described in the 

further part of the paper. 

3.2. Implementation models 

On the basis of the literature review on business 

models dedicated for market entities, a set of im-

plementation models has been defined, to be ap-

plied by a marketing-oriented R&D organization. 

These modelas are one of the key elements of the 

new product management process in such entities. 

As part of the marketing-oriented R&D organ-

ization, a set of 6 models of implementing innova-

tive technologies into industry have been defined. 

These are: The Innovation Model, The Niche 
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Model, The Sub-supply Model, The Comprehen-

sive Model, The Market Model and The Infrastruc-

ture / Customization Model. The interpretation of 

these six hybrid models created is as follows: 

M1 – The Innovation Model – is based on 

gaining and keeping technological advantage It is 

achieved thanks to regular observations of the ex-

ternal environment, intensive research and devel-

opment works, orientation on innovation, creation 

of innovative products that would meet the clients’ 

needs. Innovations should be turned into specific 

usability for recipients. The model is applicable 

when the scientific results are transformed into a 

specific product or service that generates revenue. 

M2 – The Niche Model – recommended when 

the ongoing R&D works are resulted in new ways 

of implementing processes, solving important so-

cial and environmental problems. It is often based 

on conducting research for enterprises as part of 

outsourcing, which guarantees long-term coopera-

tion. It is useful in case of expanding sectors, in 

which niches extist and it is needed to keep up with 

the growing demand. 

M3 – The Sub-supply Model – focuses on 

configuring the offer meeting the unique needs of 

the recipient, presenting to a specific customer a 

product or service prepared especially for him. The 

model is recommended for the use in case of com-

plex products that require close cooperation with 

customers. The model assumes not only building 

close and long-lasting two-way relations, but also 

cooperation with the recipient in creating and im-

plementing the offer.  

M4 – The Comprehensive Model – designed 

for comprehensive products, processes or technol-

ogies, dedicated to solutions consisting of many 

interrelated elements, accompanied by various ad-

ditional services, offered not only at the time of the 

purchase, but also later during operation. It pro-

motes concentration on gaining customer loyalty, 

high quality of service and individualisation. 

M5 – The Market Model – used when the ef-

fects of R&D works are focused on solving social, 

civilization and environmental problems. This is 

served by observing market trends that the public 

is focused on. The informational message should 

emphasize the way in which a given solution can 

contribute to solving the above-mentioned types of 

problems that are relevant to the society at a given 

moment. 

M6 – The Infrastructure / Customization 

Model – is based on creating and providing com-

plete technology along with new technological ca-

pabilities which allow launching new ventures en-

suring mass access for potential recipients. The 

model ensures standardization of previously per-

sonalized services and offering them at a lower 

cost. 

Given the purpose of the hybrid models, 

namely, their practical use in the process of inno-

vation transfer to economic practice, each of the 

six models has been verified for applicability de-

pendent on the following three key attributes (input 

parameters) of R&D results: (1) the type of solu-

tion (product) (Mazurkiewicz et al., 2015): services 

(e.g., IT, surface engineering), materials (e.g., 

chemical, textile, composites), systems (e.g., soft-

ware, computer systems), technologies (e.g., chem-

ical, mechatronic) and equipment (e.g., test and 

research apparatus); (2) the scale of production: the 

production of a single unit, the small series produc-

tion of units or sevices, or the large series produc-

tion; (3) Mechanism of commercialization: Sale, 

Licence, Service, or Spin off. 

The work proceeded to indicate forces of de-

pendence between the hybrid models and the input 

parameters. Matrices of dependences were built for 

each combination of a solution type (5 possibili-

ties), the scale of the production (3 possibilities), 

and the mechanism of commercialization (4 possi-

bilities) and their analysis conditioned the selection 

of adequate models. 

Each model is assumed to be a conditional 

path for each particular combination of input con-

ditions (variable categories). Results of the analy-

sis suggested which model should be applied, de-

pending on input parameters. 

3.3. Dissemination system and marketing tools 

dedicated to implementation models  

Support for the NPD process, at the stage of adjust-

ing marketing activities to the rules and principles 

of competing on a given market, is provided by 

properly selected marketing tools, creating the pos-

sibility of implementing the results of R&D works 

into the economy through a more effective dissem-

ination process. A system for the dissemination of 

innovative solutions created at an R&D organiza-

tion has been developed, consisting of 5 main stag-

es: analyzing the market situation, segmentation 

process, creating distinctive features of the solu-

tion, developing a dissemination strategy, organiz-

ing dissemination activities. 

The first stage of dissemination activities – 

market situation analysis includes an industry 

(supply analysis) study in which an R&D organiza-

tion will operate offering the product, customers to 

whom the solution will be addressed (demand 

analysis) and suppliers of components and their 

proposed commercial conditions.  
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The second stage – a summary of the market 

situation analysis and – at the same time the main 

goal, which is to choose the most promising seg-

ment of the market through the so-called segmen-

tation. To this selected part – the so-called target 

market is then directed the product offer of an 

R&D organization. There are numerous segmenta-

tion criteria in the literature (Kotler, 2012; Garbar-

ski, 2011). Due to the specificity of products de-

veloped in R&D organizations, demographic 

criteria (e.g. industry, size of the enterprise) and 

situational criteria (e.g. specialized applications, 

extended scope of functionality) have been recog-

nized as key ones. 

The choice of the target market, requiring 

knowledge of the needs and requirements of con-

sumers as well as the strengths and weaknesses of 

potential competitors, allows to take the next step, 

which is to create distinguishing features of the 

solution, thereby identifying a market niche, i.e. 

identifying an area not yet satisfied by other sup-

pliers. The factor that influences customer purchas-

ing decisions can be both price and quality, the 

functionality of a given product or service. Finding 

a market niche is usually associated with a signifi-

cant increase in the chances of the successful 

launch of a product or service on the market, i.e. 

the success of the venture. According to the defini-

tion of market niche, an R&D organization should 

compete primarily on the basis of diversity (spe-

cialized solutions) – the most important attribute is 

the functional properties of the products or services 

offered.  

Developing a dissemination strategy (the 

fourth stage ) is a procedure for planning dissemi-

nation activities that involves designing product 

promotion in such a way that a selected market 

segment will see its attractiveness and uniqueness. 

The ability to indicate these features allows the 

product to be distinguished from its substitutes. 

When preparing a product presentation for 

dissemination purposes, its main advantages 

should be indicated. Evidence to support product 

effectiveness should be provided both in numerical 

form (economic viability analysis) and by repre-

sentatives of target groups involved in the imple-

mentation of the solution who will credibly certify 

its market potential and functionality. 

It is important to determine, on the basis of 

the results of the market segmentation, who are the 

recipients of dissemination activities (selection of 

key recipients), what message will be communi-

cated, what form of communication will be chosem 

by indicating the dissemination tools used for 

communication. 

The dissemination strategy should be thought 

out during the product concept phase. Other tools 

will be appropriate at the initial stages of imple-

menting the innovations and other tools when the 

product is ready for production. 

In the case of services two different market 

niches – e.g. a potential recipient of a solution ex-

pecting the lowest prices, the second, for whom it 

is primarily important to meet the needs even at a 

higher price – creating a special – sophisticated 

technological offer that satisfies certain benefits: 

− Meeting the unusual expectations of cus-

tomers requires the use of a highly indi-

vidualized composition of instruments of 

competition (including product and dis-

semination tools). 

− Acquiring and maintaining a competitive 

advantage by offering ways to solve prob-

lems (effectiveness in meeting clients' 

needs) based on innovative activities in 

the area of: products (completely new or 

modified products, improvement of the 

type / manner of providing services), pro-

cess (new or significantly improved pro-

duction methods, significant changes in 

the field of machines, technologies, e.g. 

automation of manufacturing processes), 

less often organizational (new methods of 

organization of activities and procedures) 

or marketing (making changes in designs, 

product appearance). 

− Offering various additional services (e.g. 

extended period of free service). 

The next stage, after developing a strategy, is 

to organize dissemination activities involving the 

implementation of marketing plans, taking into 

account available human and financial resources. 

One of important factors conditioning effec-

tive dissemination of innovations is matching the 

proper marketing tool to the right model. The anal-

ysis focused on the choice of dissemination tools 

depending on the model used indicates that these 

tools should be differentiated. 

For M1 – the Innovation Model, it is particu-

larly recommended to present the benefits of the 

product core, disseminate information on innova-

tions through scientific publications and using 

online tools such as newsletter and e-mailing. 

These tools help strengthen the message directed to 

the environment and build the desired image of the 

institution as a creator of innovations. Price com-

petition is not recommended for innovative prod-

ucts. At the initial stage, direct distribution is rec-

ommended, then intermediaries with proven 

innovation diffusion channels can be used. 
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For M2 – the Niche Model - often used to 

provide services to external entities, the most use-

ful marketing tool is promotion, including instru-

ments that affect the building of customer confi-

dence. Presenting the benefits of the product core 

is suggested. Direct sales are the dominant form of 

sales. The proactive attitude of the staff plays a big 

role, meaning care for satisfying the needs of the 

buyer by implementing the service process with 

the highest quality standards. It is also recom-

mended to keep the website up to date. 

For M3 – the Specialized Model – it is rec-

ommended to clearly present the benefits of the 

product. It is necessary to indicate not only the 

product core (the main benefit obtained by the cus-

tomer) but also the extended product, covering the 

latest technical achievements, delivery and installa-

tion conditions, maintenance and advice. Because 

the product is atypical and unique, it is important 

to maintain direct contacts with contractors. Con-

tractors may be interested in the offer obtained at 

specialist fairs. Due to the uniqueness of the prod-

uct, a wide promotional media message is not 

needed. It seems that traditional printed materials 

can be a good tool for creating awareness among 

potential recipients of the existence of a sub-

supplier and its offer. Similarly to the niche model, 

distribution should be direct. 

For M4 – the Comprehensive Model – a par-

ticularly important marketing tool is to present an 

expanded scope and package of benefits from 

product implementation. Complex products are 

easier to present “live”, hence the role of fairs and 

exhibitions in this model should be emphasised. 

An important promotional tool is placing infor-

mation about the solution in industry portals. It is 

important to recognize the needs of contractors and 

the volume of demand. For solutions offered on a 

larger scale, it is worth transmitting messages to 

the media (e.g. sponsored articles in the profes-

sional press), printed promotional materials and 

those in the electronic form posted on the website 

should be considered. Price is not a key competi-

tive tool. Other considerations include functionali-

ty, technical support, image and experience of the 

supplier, user reviews. Direct distribution channels 

are recommended for smaller-scale operations, in 

case of more users it is worth considering the in-

volvement of intermediaries. 

For M5 – the Market Model – as in other 

models (e.g. Comprehensive Model), the usability 

and benefits of the product should be promoted, 

with particular emphasis on its social or environ-

mental functions. The product’s qualities should be 

promoted by participating in fairs and exhibitions, 

and an intensive message should be provided, indi-

cating the role of the product for the society and 

the economy. It seems that publications on the re-

sults of research on the product and the effects ob-

tained thanks to it, with particular emphasis on 

positive social or environmental impacts, can bring 

a good effect. Traditional printed and electronic 

(www) forms of promotion are recommended. A 

competitive price is one of those assets that can 

significantly accelerate the diffusion of a new solu-

tion into the economy. The choice of the distribu-

tion method depends on the scale of demand. 

For M6 – the Infrastructure / Customization 

Model – promoting for sublime clients - in the first 

place, partners from the value chain (suppliers or 

recipients) are provided with information showing 

the R&D result’s organizational capabilities (the 

physical and material, financial, human resource, 

and the information and management capabilities) 

(Poteralska & Mazurkiewicz, 2019). In addition, 

promoting the value of the enterprise by participat-

ing in fairs and joint venture meetings should be 

taken into consideration. Price is not a key compet-

itive tool. Other considerations comprise technical 

support, image and experience of the supplier or 

the amount of revenue expected to be generated. It 

is worth considering the involvement of a profes-

sional broker who knows the industry. 

The outlined elements that make up the dis-

semination system in an R&D organization reflect 

the dimensions of the marketing perspective as a 

space for NPD activities resulting in commerciali-

zation and the results of R&D works. 

3.4. Actions strengthening the market position 

of an R&D organization 

The last stage in NPD carried out at an R&D or-

ganization is conducting activities strengthening 

the market position of the entity implementing the 

new product. It is necessary to plan to carry out 

two-way information and promotion activities: on 

the one hand, taking into account horizontal activi-

ties including the dissemination of information 

about an R&D organization, which include the 

promotion of new products at national and interna-

tional conferences and symposia and by publishing 

scientific articles in the open- access. 

On the other hand, the promotion of the spe-

cific effect of the implementation of R&D works is 

taken into account. From the point of view of start-

ing dissemination activities, it is necessary on the 

basis of data collected as a result of market analy-

sis and segmentation process, to prepare product 

information (what innovative solution has 

been/will be developed; for what purpose it has 
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been created and what needs it meets; what is the 

scope of functionality; the quality level of the solu-

tion; how it differs from solutions developed by 

competitors; in what respect is it better; how can 

the solution be used on a larger scale by other enti-

ties; what is the impact of the solution's application 

on the environment or the society; what are the 

economic benefits of using the solution). 

The follow-up phase (occurs when the com-

mercialization process is successful), is the next 

stage, which is a very important aspect of shaping 

partner relations with clients and building a posi-

tive image of an R&D organization on the market. 

To gain and maintain a strong market position 

actions related to handling complaints or repairing 

and replacing a product should be taken. In modern 

companies, there are special after-sales service 

programs so that the customer with the acquired 

product is not left alone. One of the tools used in 

the follow-up phase by R&D organizations can be 

a centralized database of contractors. It provides a 

rapid flow of information on the subject and the 

issues signaled by the client, including those in the 

field of improving the functionality of the product. 

An important element of after-sales service is fast, 

efficient and professional service that will ensure 

product repair or replacement. In our NPD process, 

a pro-client R&D organization should contact the 

customer at least several times a year, including 

e.g. when it is launching a new product generation, 

when the review time is approaching, e.g. installa-

tion service, the license agreement expires, on the 

occasion of the holidays/jubilee, etc. The CRM 

system is irreplaceable here, i.e. customer relation-

ship management, where it is necessary to collect 

information, e.g. on the purchase history of a given 

customer, their preferences, expectations, or even 

the date of birth. 

4. Conclusions 

In the era of dynamic market changes, growing 

competition between entities, increasing require-

ments and changing tastes of customers, the pro-

cess of creating and developing new products is an 

indispensable activity for both companies and 

R&D organizations. These issues are widely ana-

lyzed in relation to enterprises, however in relation 

to R&D organizations they are understudied. It is 

necessary for R&D organizations to subordinate 

their activities in the area of NPD to the needs and 

requirements of customers, because they are the 

foundation of business, which provides them a 

place in a competitive market of innovations. 

The article identifies key elements (stages) of the 

management process of a new product develop-

ment (NPD) in R&D organizations. 

R&D organizations can significantly control 

the process of new product development and have 

a fundamental impact on the level of success of the 

implemented process. Based on the analyses car-

ried out, it can be concluded that the success of the 

NPD implementation is determined by a large 

number of factors on which the R&D organization 

can have an impact. New product development 

(NPD) is a path, not a destination; a path that R&D 

organizations, more than ever, should follow to 

survive in the present unpredictable and dynamic 

market. 

The article focuses on the key, according to 

the authors, stages of the NPD process: creating 

implementation models and a system for dissemi-

nating innovative solutions. Since various attempts 

to effectively link research and development, im-

plementation and business works related to the ap-

plication of research results in business practice are 

observed, it is considered advisable to create a ba-

sis in the practice of R&D organizations for further 

verification of the proposed NPD cycle, verifica-

tion and maybe creation of further implementation 

models implanted in R&D organizations as well as 

creating sets of dissemination and marketing ac-

tivities dedicated to these models, which in the first 

stage build, in the next stage strengthen the market 

and competitive position of R&D organizations, as 

entities not only creating but above all implement-

ing innovative products in market practice affect 

the level of economic development. 
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