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Performance Effects of Combining Rational and 
intuitive Approaches in Making New Product Idea 
Evaluation Decisions 
Katrin Bing, Eindhoven University of Technology 
Fred Langerak, Eindhoven UniversiN of Technology 
Abbie Griffin, Uriversity of Utah 

Empirical research on the performance effects of 
combining rational and Intuitive approaches in making 
new product idea evaluation (1E) decisions is lacking. 
This research, therefore, empirically explores which 
combination of the two approaches improves the 
quality and speed of IE decision-making, To this end, an 
experiment with product development professionals was 
conducted that manipulated the use of four decision 
approach combinations in making an IE decision, The 
results show that only one combination, starting with 
intuitively analyzing the idea options and rationally 
considering the resulting intuition in making the final 1E 
decision, leads to both the highest quality and speed. 
Keywords: New Product Idea Evatuafion, Decision-Making Approaches, 
Deci&en-Makng Performance 

Aligned and Misaligned Innovation and their 
Performance Outcomes 
Matti Juhani Jaakkola, Aatto University 
Erik Moot, Aston Business School 
John Rudd, Aston Dustless School 

In this study, we explicitly connect the literature focusing 
on the drivers of innovation and the literature explaining 
the performance outcomes of innovation. We examine if 
heeding the advice of the literature on innovation drivers 
matters and argue that the performance outcomes of 
innovation are in large part predicated on the theory-
predicted level of innovation. We also decompose the part 
of innovation that is not theory-derived and investigate 
the performance consequences of having lower or higher 
levels of innovation than expected. Furthermore, the 
performance outcomes of these deviations level display 
heterogeneity with regard to environmental uncertainty 
and competitive intensity, 
Keywords Innovation, Firm Performaryx, Alignment 

Complex Modeling of Factors influencing 
Market Success of New Product and Service 
Developments 
Las' zlo Molnar, University of MtSIVAC 
Szabcks Nagy, University of Miskok 
Istvan Risked University cf Miskolc 
Csdla Molnarni Konytia, University d Miskolc 
Identification of drivers of new product success and 
analysis of their relations are very critical for companies 
to be successful in their core markets. It is agreed in 
the literature that firm strategy (marketing synergy, 
technology synergy), process characteristics and product 
characteristics all influence market success. Our main 
objective was to develop an innovation model integrating 
the structural and process elements influencing market 
success of innovations. We empirically tested our model 
by structural equation modeling and found that market 
success of innovations was highly determined by product 
characteristics, but it was also significantly, but to a lesser 
extent, influenced by process characteristics and the firm 
strategy, We also found that market success of innovations 
intensified the reactions of competitors. 
Keyxords Innovation, Market Success, New Product Development 

Predevelopment Activities and New Product 
Performance 
hlaria Moreno-Moya, Univeisity of Wade 
Jose Luis Munuera, University of Murcia 
Effectively managing predevelopment activities is one 
of the most important and difficult challenges facing 
innovation managers. Its importance lies in the fact 
that effectively performing predevelopment activities 
can contribute directly to the success of a new product. 
Unfortunately, research and framework-building in 
this area has been limited, In fact, difficulties occur in 
studying the predevelopment stage as it is dynamic, often 
unstructured, has traditionally been characterized by low 
levels of formalization and it is extraordinarily difficult 
to evaluate its performance. With these arguments 
in mind, this study aims to analyze the relationship 
between predevelopment and project performance. We 
test our hypotheses on a sample of 207 manufacturing 
firms, applying the technique of structural equation 
modelling. Our results demonstrate the importance of 
predevelopment activities on new product performance. 
Keywords: Predevetopment Activities, New Pnxiuct Deveiopment, 
Product innovation 
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