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Topic Break Down

Topic No. of Questions

Topic 1, Strategy 17

Topic 2, Portfolio Management 16

Topic 3, Product Innovation Process 25

Topic 4, Culture, Organization, and Teams 16

Topic 5, Tools and Metrics 15

Topic 6, Market Research 27

Topic 7, Product Design and Development 13

Topic 8, Launch 6

Topic 9, Mix Questions 1

Total 136
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QUESTION NO: 1

Secondary research is defined as research executed and published by a market research firm.

A. True

B. False

ANSWER: B 

Explanation:

False is correct because secondary research is defined by the source and prior availability of the data, not by whether a 
market research firm conducted and published it. It involves locating, reviewing, synthesizing, and applying information that 
was previously collected for another purpose. Relevant secondary sources can include government statistics, trade-
association reports, academic research, company records, published industry analyses, syndicated market reports, and 
research produced by market research firms. A report from a market research firm may therefore be used as secondary 
research by a product-development team, but it is only one possible source. In the NPDP context, this distinction matters 
because teams use secondary research to gain an efficient initial understanding of markets, customers, competitors, 
technologies, and trends before deciding whether primary research is needed to answer a specific new-product question. 
The defining characteristic is that the information already exists and is being reused for the current decision context. PDMA 
identifies market research and customer understanding as important product-development knowledge areas; see PDMA’s 
NPDP Certification page. For a practical definition and examples of secondary market research, see Qualtrics’ secondary 
research overview.

QUESTION NO: 2

A product innovation charter is valuable for which of the following reasons?

A. To provide focus and direction for a new product concept

B. To clarify new product project purpose and team member roles and responsibilities

C. To define the new product project milestones and detailed team deliverables

D. To identify new product project risks, contingency plans and financials

ANSWER: A 

Explanation:

To provide focus and direction for a new product concept is correct because the Product Innovation Charter (PIC) is the 
front-end strategic document that translates an organization’s innovation strategy into guidance for a particular opportunity 
area or product initiative. It establishes the intended market, product or technology arena, business goals, strategic fit, and 
boundaries for innovation. This shared direction helps teams evaluate ideas consistently and concentrate resources on 
concepts that support the organization’s priorities rather than pursuing technically interesting but strategically unsuitable 
opportunities. The PIC therefore serves as an early alignment mechanism: it communicates what the organization is seeking 
to create, for whom, and within what scope before detailed project planning and execution begin. In PDMA-oriented new-
product-development practice, this clarity is particularly valuable at the fuzzy front end, where teams need a common frame 
for opportunity identification, concept development, and portfolio decisions. A well-defined charter improves the quality and 
coherence of downstream decisions by ensuring that proposed concepts remain connected to market needs and corporate 
strategy. PDMA describes its New Product Development Body of Knowledge as covering the strategy and portfolio context in 
which innovation and product-development decisions are made; see PDMA’s NPD Body of Knowledge. Additional product-
innovation management context is available from PDMA’s NPDP certification overview.

QUESTION NO: 3

A company is developing a connected maintenance service for industrial equipment. Interviews show that small operators 
value simple setup and predictable monthly cost, while large operators value integration with their asset-management 
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systems and advanced analytics. The product team initially proposes one average feature set for all customers. What is the 
best next step?

A. Segment customers according to their needs and use contexts before defining the offering

B. Combine the most frequently requested features into one average offering

C. Prioritize the requirements of the customers with the largest installed base

D. Begin development and use post-launch sales results to identify the better segment

ANSWER: A 

Explanation:

Segment customers according to their needs and use contexts before defining the offering is correct. The evidence 
shows meaningful differences in desired benefits, capabilities, and likely willingness to pay. A needs-based segmentation 
approach allows the team to determine whether one target segment should be prioritized or whether differentiated offerings 
are justified.

Averaging requirements can produce a product that is insufficiently simple for smaller operators and insufficiently capable for 
larger ones. Demographic or firm-size information may help describe segments, but it does not by itself explain the 
underlying customer-value differences. Proceeding directly to development would commit resources before the target market 
and value proposition are clear.

QUESTION NO: 4

Which of the following is the best approach to developing a new product concept?

A. Start with an interesting technology, develop a form that gives it substance and sell the benefit to the customer

B. Envision a form of a new product, use a technology that creates that form and sell the benefit to the customer

C. Understand the needs of the customer to clarify the benefits, identify the technology that meets those needs and develop 
a form to deliver the technology

D. None of the above are any good

ANSWER: C 

Explanation:

Understand the needs of the customer to clarify the benefits, identify the technology that meets those needs and develop a 
form to deliver the technology is the best approach because it reflects a market- and customer-driven product-development 
process. In NPDP practice, a product concept should connect a clearly defined target customer need with the benefit or 
value proposition the offering will provide. Once the desired customer benefit is understood, the development team can 
assess and select feasible technologies or capabilities that can deliver that benefit, then translate them into an appropriate 
product form and user experience. This sequence helps ensure that technical decisions and design choices serve a 
validated market opportunity rather than asking customers to adapt to a preselected technology or form. It also supports 
stronger concept definition, more meaningful customer testing, and better alignment among marketing, design, engineering, 
and business stakeholders. The PDMA Body of Knowledge emphasizes understanding customer needs and market 
opportunities as central inputs to product innovation and concept development. See the PDMA Body of Knowledge and 
PDMA’s overview of the NPDP certification.

QUESTION NO: 5

A company is developing a product thst is basically a realtively simple line extension of existing products. I knows the market 
well and the risks associated with product failure are low. What type of Stage-Gate process would be most likely appropriate 
for this development

A. A 5-stage process with heavy emphasis on initial business analysis
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B. A 5-stage process with significant market reaserch research built into the decision-making

C. A relatively short 3-stage process focusing on speed to market

D. A 3-stage process with a strong emphasis on pre-launch test test marketing

ANSWER: C 

Explanation:

A relatively short 3-stage process focusing on speed to market is appropriate because this project is a low-risk line extension 
in a market the company already understands. Stage-Gate is intended to be scalable rather than applied as one identical, 
full process to every initiative. For projects with limited technical and market uncertainty, an accelerated or lighter 
governance path can retain essential go/kill decisions while reducing unnecessary analysis, documentation, and review time. 
This lets the team concentrate resources on the work needed to adapt, produce, position, and launch the extension quickly.

In this situation, speed has particular strategic value: the organization can capitalize on existing customer knowledge, 
channels, product platforms, and capabilities without delaying the launch through activities proportionate to a major, 
unfamiliar, or highly uncertain innovation. A three-stage approach still provides disciplined checkpoints for confirming 
feasibility, development readiness, and launch readiness, but its shorter cycle and focused deliverables fit the project’s 
modest risk profile. This reflects the Stage-Gate principle of tailoring the process to project complexity, risk, and expected 
value. See PDMA’s overview of product-development practices at PDMA Body of Knowledge and Stage-Gate International’s 
discussion of scalable, flexible processes at Stage-Gate Resources.

QUESTION NO: 6

Which of the following are good sources for new product concepts?

A. Internal sources from R & D, Marketing and/or operations

B. External sources from educational institutions, inventors and other companies focused on pure research

C. External sources from customers, including lead users

D. All of the above are good sources for new product concepts

ANSWER: D 

Explanation:

All of the above are good sources for new product concepts because effective product innovation draws on a broad range of 
internal and external knowledge. Internal functions such as R&D, marketing, and operations contribute technical expertise, 
market understanding, process knowledge, and observations from their day-to-day work. External contributors—including 
universities, inventors, research-focused firms, customers, and lead users—can reveal emerging technologies, unarticulated 
needs, novel applications, and opportunities that may not be visible within the organization. Lead users are especially 
valuable because they often encounter needs ahead of the mainstream market and may develop early solutions themselves. 
Product development best practice is therefore to use a systematic, cross-functional, and outward-looking opportunity-
identification process rather than limiting ideation to one department or one type of stakeholder. This breadth improves the 
likelihood that a firm will identify both market-driven and technology-driven concepts, then select opportunities consistent 
with its strategy and capabilities. PDMA’s Body of Knowledge emphasizes opportunity identification and the use of multiple 
information sources in the front end of innovation. See the PDMA NPDP Certification overview and PDMA’s Body of 
Knowledge resources.

QUESTION NO: 7

What quantitative market research tool should be used to identify a gap in the products offered to a market? Choose the best 
answer.

A. Secondary research
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B. Lead users

C. Any appropriate multivariate technique

D. On-line forums

ANSWER: C 

Explanation:

Any appropriate multivariate technique is the best answer because identifying a market-product gap requires analyzing how 
customers perceive, evaluate, and prioritize several product attributes at the same time. In product development, 
researchers commonly use multivariate methods to convert quantitative customer data into an interpretable market structure. 
For example, multidimensional scaling can produce a perceptual map showing the relative positions of competing offerings; 
open spaces on that map can signal opportunities for a product concept that satisfies a currently underserved combination of 
benefits. Cluster analysis can identify distinct customer segments with differing preferences, while factor analysis can reduce 
numerous attribute ratings to the underlying dimensions that shape choice. The appropriate specific method depends on the 
research objective, measurement scale, and data collected, which is why the broader formulation is correct. Used together 
with sound sampling and carefully designed measures, multivariate analysis helps a team move beyond isolated customer 
responses and identify defensible, quantitatively supported opportunity spaces for new-product development. Guidance on 
applying these methods in marketing research is available from SAGE’s Marketing Research resources and an overview of 
perceptual mapping and positioning is provided by the American Marketing Association.

QUESTION NO: 8

A company is introducing a complex business software product. Research indicates that potential adopters are uncertain 
about implementation risk and look to respected peers for credible evidence before committing. Which launch action is most 
likely to support adoption?

A. Use broad awareness advertising before any customer has implemented the product

B. Reduce the price without changing the implementation approach

C. Obtain documented results from credible early adopters and make those results visible to the target market

D. Delay customer communication until the product has reached market maturity

ANSWER: C 

Explanation:

Obtain documented results from credible early adopters and make those results visible to the target market is 
correct. For a complex offering with perceived risk, credible reference users and observable evidence can reduce 
uncertainty. Early adopters and opinion leaders can influence later buyers when their experience is relevant and trusted.

Broad awareness advertising may create interest but does not directly resolve implementation-risk concerns. Lowering the 
price may not overcome uncertainty about adoption and operational disruption. Delaying customer communication until the 
product is mature sacrifices the learning and reference-building needed for diffusion.

QUESTION NO: 9

The purpose of the Scoping Stage is a quick, preliminary investigation of the project and involves mostly primary research.

A. True

B. False

ANSWER: B 
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Explanation:

False is correct because the Scoping Stage is intended to be a rapid, inexpensive preliminary assessment, but it generally 
relies predominantly on secondary research rather than primary research. The objective is to establish an initial fact base on 
the opportunity, including broad market conditions, customer needs already documented in available sources, competitors, 
likely technical requirements, and strategic fit. Teams typically use internal records, published industry and market reports, 
patent and literature searches, competitor information, and readily available technical knowledge to scope the opportunity 
efficiently. This early work helps the organization decide whether the concept warrants the larger commitment required for 
detailed business-case development and subsequent development activities. Primary research, such as extensive customer 
interviews, focus groups, surveys, or field studies, may sometimes supplement the work, but it is not the principal research 
mode implied by a quick scoping investigation. This distinction reflects the staged commitment of resources emphasized in 
product innovation practice: uncertainty is reduced progressively while spending increases only after favorable decisions at 
review points. PDMA’s product-development body of knowledge addresses the structured management of product 
innovation and decision-making across development stages; see the PDMA Body of Knowledge. For further background on 
the Stage-Gate approach and early-stage opportunity evaluation, see Stage-Gate International resources.

QUESTION NO: 10

Jack is a product manager responsible for a product that has clearly entered the decline stage of its life cycle. What strategy 
should Jack adopt?

A. Seek to reduce costs and continue to sell to a loyal market

B. Rejuvenate the product by adding new features and finding new users

C. Discontinue the product

D. Any of A, B or C

ANSWER: D 

Explanation:

Any of A, B or C is correct because product-life-cycle decline does not prescribe one universal disposition decision. The 
appropriate strategy depends on the product’s remaining contribution margin, the durability and value of its customer base, 
competitive conditions, the availability of resources, and the organization’s portfolio priorities. A manager may harvest the 
product by reducing marketing, operating, and support costs while continuing to serve a profitable loyal niche. Where an 
attractive opportunity remains, the manager may instead attempt rejuvenation through product improvements, repositioning, 
or entry into new user segments. If demand, strategic fit, or financial performance no longer justifies continued investment, 
discontinuing the product and reallocating resources is an appropriate portfolio-management decision. NPDP practice 
emphasizes making these choices from market, financial, and strategic evidence rather than treating decline as an automatic 
order to terminate a product. Product life-cycle management therefore includes managing, renewing, harvesting, or retiring 
offerings in a way that maximizes the organization’s overall value creation. See the product life-cycle discussion in OpenStax 
Principles of Marketing and PDMA’s overview of the NPDP certification body of knowledge.

QUESTION NO: 11

You are hired as a new product development consultant by an established company that is having challenges with its new 
product development innovation initiatives. Upon observing the work practices across the company, you note an emphasis 
on individuals working alone, very little social interaction either at or outside of work, limited recignition of staff performance, 
and frequent criticism of failure. What specific area wolud you recommend as the primary focus for the company to improve 
its product innovation?

A. Better tools to assist in all aspects of product innovation

B. An improved product innovation process, used by all staff

C. Developing a culture of innovation

D. Encouraging senior managers to get more involved in product innovation
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ANSWER: C 

Explanation:

Developing a culture of innovation is the primary focus because the observed practices are cultural signals that directly 
shape whether people will contribute ideas, collaborate across functions, experiment, and persist through uncertainty. 
Product innovation depends on employees feeling psychologically safe enough to share unfinished concepts, question 
assumptions, seek input, and learn from experiments that do not produce the expected result. Recognition also matters 
because it reinforces the behaviors an organization wants repeated, including knowledge sharing, constructive risk-taking, 
and cross-functional cooperation. A supportive innovation culture therefore makes innovation a sustained organizational 
capability rather than an isolated activity or an individual responsibility. In the NPDP framework, organizational culture is an 
important context for product innovation strategy and portfolio execution because it affects engagement, decision making, 
learning, and the ability to turn opportunities into successful offerings. The company should foster collaboration, visibly 
recognize meaningful contributions and learning, and treat well-managed failures as sources of insight. These changes 
establish conditions in which product-development practices can be adopted effectively and innovation can become 
repeatable. PDMA identifies organizational culture as a core topic in its NPDP Body of Knowledge; see PDMA NPDP 
Certification and PDMA Body of Knowledge.

QUESTION NO: 12

A product manager reviewed technical publications, electronic databases, and websites prior to deisgning a research project 
that directly contacts prospective customers. This review of already-published materials is an example of:

A. Market testing

B. Voice of the customer

C. Portfolio management

D. Secondary market research

ANSWER: D 

Explanation:

Secondary market research is the systematic use of information that has already been collected, published, or made 
available by other sources. Technical publications, electronic databases, websites, industry reports, government statistics, 
trade-association materials, and academic studies are common secondary-data sources. In this situation, the product 
manager is reviewing existing information before creating a study that will contact prospective customers directly. That 
sequencing is sound product-development practice: available evidence can help define the market, identify knowledge gaps, 
sharpen assumptions, develop better research questions, and target subsequent customer research more efficiently. Within 
the PDMA new-product-development context, market research supports understanding customers, markets, competitors, 
and opportunities throughout the development process. Existing, externally or internally available data is generally examined 
first where it can provide relevant insight; direct collection from prospective customers is then primary research. The defining 
feature here is not the specific source format, but that the materials are already published and are being reused to inform the 
new research effort. PDMA’s Body of Knowledge identifies market research and customer/market understanding as core 
product-development capabilities. See the PDMA NPDP Certification overview and the American Marketing Association’s 
marketing resources for related market-research context.

QUESTION NO: 13

Janes is the product manager for a toy manufacturing and marketing company. The company has just embarked on 
developing a new product targeted at children between 8 and 12 years of age. Jane has just completed an early stage 
feasibility analysis of the product profitability potential. She has completed a comprehensive survey of the potential market, 
has examined the company ' s technical capability with respect to design and manufacture, has discussed the company ' s 
ability to market new product withe the marketing manager, and has developed an extensive spreadsheet to analyze the 
profit potential under diffrent scenarios. What important consideration has Jance failed to take into account?

A. Support from senior management

B. The company ' s manufacturing capability
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C. The export market potential

D. The time to market

ANSWER: D 

Explanation:

The time to market is the important missing consideration because profitability feasibility depends not only on estimated 
market demand, technical and manufacturing capability, marketing capability, and projected revenues and costs, but also on 
when the product can actually enter the market. A profitability spreadsheet must incorporate the development schedule, 
launch date, timing of cash flows, and the effect of delay on both revenue and competitive position. For a toy aimed at 
children aged 8–12, timing can be especially material because demand may be seasonal, often tied to major retail buying 
cycles and holiday selling periods. Missing a key launch window can reduce initial sales, alter promotional requirements, and 
delay the receipt of returns used in financial measures such as net present value. Time to market also affects the risk that 
competitors introduce comparable products first or that customer preferences shift before launch. Accordingly, an early 
feasibility assessment should explicitly connect the proposed development and commercialization timeline to financial 
projections and market opportunity. This aligns with the NPDP Body of Knowledge emphasis on managing product-
development processes and evaluating opportunities in a business context; see PDMA’s NPDP Certification information and 
PDMA’s NPDP Body of Knowledge resources.
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