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Abstract

The contribution of new product is more
and more important for the growth of company
today, but the rate of failure of new products is
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at least 30% (Booz, Allen and Hamilton, 1982).
Therefore, the management of new product
development (NPD) process must be devoted
more atention. There were many researches
discussng NPD process, but it' s hard to find
out the researches regarding the resources
dlocation of NPD process. This article identifies
three type of resources dlocation of NPD
process: Market-resources-load,
Technology-resources-load,
Manufacture-resources-load. In addition, the
factors influencing the choice of the type of
resources dlocation includes. the degree of
innovation of new product, the growth and the
sze of market demand, new product Strategy,
features of new product, avalable R&D
resources, relative competitive advantage.
According to the evauation of respondents, the
performance of Market-resources-load
re-sources dlocation is better than others, but
this relaion is contingent under different
gtuations such as the degree of innovation of
new product, features of new product, relative
competitive advantage, the cost of developing
new product.
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