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AAFE Zgojude AFF S &% 47

A Study on Characteristics of New Product
Preannouncing Strategy

AT R FFd 2ug)
hjungkor@kkucc konkuk.ac kr

g AT dolea 1gEc] “AAF ZeojyE4 (new product preannouncing)” S ¥
AL AAF AL, EA AFY dF R0 A9, 342 YT AZ v FAAME
o] ¥ofol g A7 @Ml 53] F7rn AR, FIeAME AAF ooyl
EAEEA AdE2 €A AR ¥e Aot wF{A & d7e AAF TPl
W AHdd 2 R vFeMe 7]E AF AHE 8o, AXNEY. olF T B 3tolH)
3 71gEel ZEoiuEd HHgE &8, WAFY 437 e woled =& Fu 3
o}, ob-&¥ o] Eofdll HE =AM FF AT HAriE AFInz o B AFe
A AAE ZYojude g A, Al R AAF oy Futse Y
R A9E FHALE Zledn 2D AAF ZHEA JAEAS dhE ey 2
HEE AL, AN, #hE 71E AT € FF o] BoplM 27HE ATHE EE 2
of, AAIg

t=EAHS 0002 AANEA:01.02

AHE Z2|ojut2hlel Maky SYof 2t 37 1




1. 47E3

golel 3 Al gllAM UAE Zelojued AEe FHEHQ AAE AT YR wo}
922 It (Computerworld 1994, Eliashberg and Robertson 1988, Jung and Steckel 2000). 3}o]
Ha AFY 3¥ AFEFNY I dolxe 71Eo] Ao T T AuASo] A=
o] 4ol EvTol ¥% FET AN A 2@ FHoA HIGAES Pt AU}
Bk wetAd stelea AgeME ZIgdH LuAzke] A H F#jo|rt P Ee o)
ol 432N 4EE ¥ F7} Uk

AAE Zoldg e sloldga AZolA MAE A9 #dse §8E & Y= F
¥ zHAse A Eulo]l Aoz A4S ATt (Arthur 1996). BolEla AEe H$
YR o2 AFFHFIT A2 F& A97F o). Standard&Poor’s (1998) o wa®
PC 39 AS AFFIFI7F B 1~2 & dA R Aoz nusEn g gely
olHA 7IFEL #F AFo2REH FEE ANHL BRE) Y8 AAE 24 Ao &
HAEE Y22 #TF UAAE B F43os FuE Aoz v £28 ¥n
g #U€& 324 e RAojd

AAE ZoyEde AFH FayoE BT7SHD QA o] Fofe ATFAFE vu§
AAolnt. AAE ZEoju AT FAsY vIZoN EA7AA P8F ATEL 7P A
AEF ZULAE S olf s oo dE FAAAES v 28L& $3u g} B2
oA o] Eoke] AFE AFE F¥UAd AAE TP AFY Mdy Bz 2
&4 UAA gt

GEtH £ A7 AAF ZEolugy A #E J1Ee dF AHEL ugo o
okl /Mdd g Agstuz do. FF IT F PAAAY 402 VAE Toy
8 AFe FaAdo] wiztd oz dAFHBE, o] Bofe sidd nAL B FHZolA
8 o] EoF ATE A EUE AT & stolela 7S] AME Ty A
gE AR 88, AAFE 43 $8¢ Foled 80 14 §)

2. AAF Zoj2 39 AdH A W AL

AAF Zojpg ol 7Idol AAEE AAel &A87] Ao AFAEo BY AR
(28 HAFS S48 AF 3, <A, 2718 2uAENA 07 AHoz T
E3e A ddelt. AAF Tyl AFY HYZ BHE 5 A= AL 7Y
°l B39 HFH BXE /M DL EHOE AAFE ZoubgA HE 7] WRo|o}

AAEF ZAUE AL 13 stolda 71AES AF 0%l o] FAHY AAE A
o2 83 Yt Rz el 3lev (Computerworld 1994), A Ao FHA 51%
o #Fste vF sIdEe] AHEsta e HeE MIHD Yo} (Lilly and Walters 1997).
AAE ol e dHEAQ AHES 4¥Ed g3 g}

o FlOJIRATEAY AS H2E A5 T2IHE ABY duic FAE 6 MY, 2
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Ae 1@ Ao g N 4 2P Ao B 2uAEAA FEHC
1994 99 vfo]ARATEE 1d H HAV5E FUE 2¥EY 95 9578 A
Fel 2A8AG TPoJuL4 ok 19 HU 95d 89 PR 95 = A AAHS
B A 02k n ZeEjojub@d HeEFe] AF YRR Alg 4 gutd] w2 YolA
gk 100 BH7) o] 3 wi&olgtE J1EE AHTH

o 1980'd w=e] HFE A Z2 A} Upstart System & IBM PC BT HA wWEAXNE 3
714 IBM PC Bt} 10% A3 7HAE 10%AE & PC & 2T AlFd JEAd
2 ZPojeA ok B WA Avde2E E3 AT&T, NCR, Xerox, ITT 5 Ath
714 EC] SR 2o FAE AU, B LvAEC] o] AFo] A U
71& 7193 28y 3 AlgE AEFL A2 £FEo2 =iy Be 53
YALES] B4 EE & &48 HolT

3. AAF Ty JAdA 9 W&

AAF Zou 4 Bdste 7)do] Wejol €& JAbAA Ugde A AAFE =3
o AFet Zelojue e V2 AL BF TAHY ZToj A Ug F 2
72 Yol B U

AAE ZEgJUtgd d2E T VIde] AAFE Zojueye da YL vjafe
¥ ZA38A =l Eliashberg and Robertson (1988)& #E2AEH QB HE8 E3 T ol
BE& AH88E 7199 S ZeEolugAd MY B A%y 2YL FE U, &A@
€ 7I9E9 A%E %9 2o ¥FE & Ao Yehm U

dd 71ge] ZEojUE A& SVIE AL Uy, FAHes ZojueAe Add
BEHA 371A QAIZAE Pk gk $H AAF ZPojU A HAR ] oW AT A
BE 28 AAJME AASL s, NAE Ty BE g4 Jdes ¥+ 5§
AAsok Be=rtE Ak o). olgd, AAE Tolued e ZFUBE $3 ojw
ujtio] uiAE B3 AAF T de A AAE FAsoF d} o] 37HA] g4}
2R W&o dis] THHeR e ggn Fr)

L Zoju A dAA U&: AAF Zgojued dAARdE diHos FYAE =
E ALY & AF e AAFY 7led $9 B W gol FHHoZ s¢WY e
HYA $99 g3 FAAHLE 71EHA FAEE AR, LAY A E Eole AU
Bl AFo) @8 ARE JAAEY A TEHE ALE e, AAE AN
WA FAHAReR AAHE A7 g

2. ZEoYEA A UF JIAES RS @ HEZA AR W AAE =3
olugAdel AIAE FAe AAFE &4 A 1Y AdA ZAE R Q A= A= A
o2 BAH3 Y} (Eliashberg and Robertson 1988). HFE MAME &4 A 36709 A,
APEE JAAEF Zoluhd Aol 493 Aold Reg Ytz Utk HFEH AYGel

UME Z2lo{uh2lel Ha 8o Mt A7 3



Ne Bg TgojuEde 4% €4 6 /M9 AFH AR den, AF A9 Fve
we ZjojupgAo] &4 23 AREH AdEHE F+E B (Lilly and Walter 1997). A A F
Mg, EAGANA ZeojugAo] YA E AAE AFIGER Aol @, FFHH v
TG AFoMe AAE Tjojubgd AHE A EYH Y alpha test (Z1AHFAA 2] A
Z A5H2E) ¥ ol AHAAM ¢43tA @} (Rabino and Moore 1989).

<ag 1> HAA=ZHAY AFAMY AAF P AH

4 Zoojugye
345 Alpha Testing ©] ¥
ZoluEd Y oj A HA A
v Beta Product
Testing Launch

VoY v v v

Strategy Idea Business Alpha
Development Generation Screening  Analysis Development  Testing

Source: Rabino and Moore (1989)

3. AT oW T E AMEE =} B 2AbE Aol AAME ZEojuge AT E
A3 4L ¥ 47 sled, 2 ofE wWAHI AAFY X AuAEN} Hxo FEHE
87] W&olt} (Lilly and Walters 1997). Yt 02 AAE Zeoju e miAzE: dFe
A7k AL £ Atk AAF T & BEAER (press release), "I L E S (press
conference), % & (memorandums), 1L T& 3 o|Fo|d 4+ 121, New Product Alert 1}
Grocer & A& AE (trade publication), E+ Wall Street Journal, Advertising Age &< H|
zUx Zyge wiAg B8 982 £ Ak AAF ZEoutgde AFE A oW
AE §88 ALY ZAL AAF ZoudY X FJdol F7Ast gk
A& EW, AAEF ZojyAe iAol At AHXEQ B dF uAE TF FIE
ALg-EtE ol uigAE Fojw, Luf wpolo|g& AL R FohH W3 (trade show)?t 3
g Ao,

4. AAF T 9 % A

AFAA wRHRel AAF TP Y e Vel B AHY L dF Fu A

4 AIFOAYAE H 23 48



B5t Welolch AAF Zojue el AFH BHo| AZHE AEL A A 5 7
A2 vhrel # 4 Aok

o 2HAEY AETFW A7) R HAZAFE di7): el AFY BE AFFBFN
o 7] WE] AAFE A7) doll VY FRE FRA ¥ FoW AL
€ $83 Rax 2% 5 ok dEA golHA JIde @A AFTOHE LS
I e 2HAEANA ZYPAUEALE B AFTHE AAF] U Hrpx] 47
HEE ¢ F e Aot

o ZIEAE oMz ¥ P FET 20 HEH AW stolHA PEY B 2
AEANA NG 7ol 7lEdold A7 Bol vis P Uzinke ovAE I
q8 2 wast Aok gEA solHA JdES AAE ZHUeAe AA/YR
o e AYPoEHN J|EAE ouAE FEE F e, o}gd /I A
AEHE HAE + Aok

o TFAET F&: stolHA 7Y AAFo] ABE7] Hel A¥AEY HF AAF
g B4 mFA L Bert AUt (Wind and Mahajan 1987). dlojelza AF e A&
AH|AHEC] HFAES 7 EAo FHF s A2 ddsed o= A
E Aol g 7EHE2 TojUEYdE B8 AujAEe] AF A3 #dE A&
Fu olgd FHEFRE FE, AMF R F2 ovIAE AW Mo ¥HL 8}
At

o AAEF AP w2 W £ oF: UAFY ¥& AWEE ALY | AAF &4
Ao AZAFS AF7MeAHE dFde Ao Wy FadH. AAF T4
o] A% AF AFol diF AuAEe] ¥EE vE] HNIAFLEN AAF &A1 A
AAd F4¢ HRE ATE 7 ATk (Brockhoff and Rao 1993).

o #¥%YS U2 %E &0 A¥dAES BF AAF T 4E7MeA0) UTHA ¥
AFES AFE Ade 347 Bk o] A% 7Ige AAF YU IE
g AFol tﬂi’l dE8& FAF=A AZAF EAE W FEYAEY AHFH
Ad P=2E dold + 3

o ZAXA Y WA AReA $AE AHAE FE}L e 7IHY BE AHAEY
AZALE HiaE AAF Zojude 88 & U A & Wi AF
o] @izt Aol ol& WE vy A AFE ZIJUE Fo=2H FHF F
A2 A7l AA A HAE & = 713E AA AA HIEe Aol

AAE Tojuede 4718 WA AL AN YE Y, IRHUL AS Y=
2 g AAE T} £ fHo gge 4 HNE § & U

o HIFFEA Fe FAA e i {‘12*]% Zo YL HE A Fe AAA
o dAYHE FEAD F U & S FA7IY €l WAF T A&

ARE Z2joft2he My SYof ast A7 S5



B fARE AFY g d4E glen, APALEC] JeFor fAR AES
NEE F U= HAZ FAME ZEolue g Bo2H AL AAF Zojut
49 AFY A%E WA FE U

o Y FAH L8 A AAE T IS B AE BE VIYE AT
AEe 7134 FEoltt 4 Aol @ APstE A7 Boh DAl D vl
TEG AE Ve £ERYG X8 AFL NEIHAY 24 4 AIA R A
T #2749 HA BAHE F ¥ ofdE AvAEY 4oz ood & g
Jung and Steckel (2000)2 A|F A #FL 2uAEY Z|HFEL FolA HEZ 3
ZF71del ZEojued e &9 AF FE& ATHA FaA HE AU R
€ A¥8 & At Ag BodFn o

o FA ZF k@ dRHoz v FAHE AAF ZEouEdE AEde vd
71948 R&D, BAFAE ZHAYGEAY AFAIGE F wFolof gt REE ¢
HEZ dojdts A97t 8o mE3N AAF Zgojugdel utAY F-A9t R&D,
A FAze 25& A 7HsAel Sl

o W BARAN dE 2F JHe: AAF ZPojuhEd A7 EARA Y AF
o Wz 2uAEdA Fnde AHolr] BB AFe AF AL AHse B
2 #35E 299t d13 249 didol € = A9 53 Fgd HHE F9
e Zolude A ARAMA B AFAAE $AE7] H 48
¥ 7t enE A¥Y FA7IYe2RE AFAP AdHE P42 248 2
g 7= At

5. AAE Zojuh Ao i Lu|zt, BAA ¥

5.1. 247 vrg

AAF Zeolb-&ddl i@ FA7A9 wtge e AT 2HoM A ol 4 7}
A2 Yol 2&HE 4 ATt (Robertson et al. 1995).
- g4M BEE A Y&
- BHgg& 3] Ae AuAEY & 2o vdy
- WAl Al1E (counter signal) g EH
- 57 Y98 49

oA A2dE RUE AS AL g $¢ AAFE (U E AE f4ALE
Av 29 58 AH)E Zdu ¥ £7F o, £ A2 ToueAE AE
3 FALE AEE AL Foletn ZEojUE AT & Uk B4 Y98 AP ALE 3
A AT d¥E Y9 o8 A" G2 P2 FEE £ A AFPL AAFE =
ool dg wgoz AA A AEFA FAHES BAE 9732 F ded, 2

6 UIVIAYAE #2348



Ate} 71& AAAFE 7HEE AA Astgeo A ZHAURAE AF RE LHAE
€ AN = ok

5.2. Au|A} ¥

AAE ZEojup Aol P 2ujAEY HEE IA otele] F IIAZ ¥
o.

o
&
X2

AF 7o 47 R ZE Uy AF d7): AAFe] Ty HYE &
A HF AEFE 7YY A& nsn Ae 2HRE, B3] A 26AE
(innovators)©] AF Tl <7181 G AlFol AFel G|y g
A gt

TAYY: TP E AAFA FHE 7HA L e 2HAEY H$ o]
g T oA Aoz FTHRATY} SEA o

_,,
)
.
i

6. ZZ U GAEAY NEF 2Y=

4 FoA ZlgdRel AAE Tt g A tig Y o] sutsug xg
AU A5 E ZAY de o HEHY AYE F oW 8480 AAd o HE
AZsA € vAerte 93 AES B ot o aga s A ez Al
AF Zjojig el i AR PYAEY] HEE GIFIER AAE Zojy AL 8
71 Aol oJd ®Hgo] b 7heAdol & RUAsbel disiNE m2is B "art o xF
MR AANE 7199 AAEFE ZEojufd dAdAR #APE olvEL AdFH Y
(conceptual framework) € ©| 8, T EH <Y 2>9 Zr} <IY 2> oA AAE nie} 2
ol 719 ByPAE AA AAF ZEojuede] 287 AYE stz ol 7hitez A
AF Zgdojyey A%E AR 4 AAE Zgoju A & EUE AAsn vy, =
goju s #dE 3 7HA AR gAEAEE HsA "ok AR gadA yee svtes
AAEF ZolhEdo] YA, 2nlA, AP wkgo] Hurzs g

AMZE Z2lojL2Ae Maty SMo a3 37 7



<2y 2> AAFE Zojud JAdAY ¥4 Ay Z¥=

7. AAFE Zoj Ao &% 7€ A7

AXE =z Y9 9 Aulz g
- 2uAES ABTFH Q7] R AGAE B - BT
- ARAE olm YA 2 4Ag
- FHED 28 - 74
- AAE U we R FRAS
- #EYe) YRAE B0 R
- 3AAe) A \ A A T,
i - AAAE
zgoibed | ¥ | Soaues Al g
AT Ly a3 FALE AE
- A A LSRR
AAE TS HY EaAed
- uRAsA ge A4 0 we S
- B3d F33% 29% 43 Zajoju} A
- BALS) TE x@
- g AAe e 24 HeA

AAE Zojtg o] B¢ 71& ATFEL A A7 $HAQA FUAA F 7HA 282

2 EFE + U0

7.1. 383 AT (empirical studies)

AAE Zgoj g #hdte] H22 P AT Eliashberg and Robertson (1988) ©}
t}. Eliashberg and Robertson (1988)& 9 A 7]je] Lot A 4T X = Q21E

2 aA N334 88 2283 2¥A Y 24288
A€ 3 7199 A% ZEoiu s ddd AYET dYd FHE

p=%

L= %
TR

& 4 dohn FAAG. Zgojue
W, BhA) %

 719€ Y9 B FHE 9L FANY JIe VAF Zeojudy AR 98&
FE 8UEL A¥PHo HEsAUY. ol W= AFed A8 29 (dominance in category),
7149 7R, ANFe AAAE, AHA gg ATAR, A6 293 ZAE Fo] Ty
4 AR 4FgE vXEe AR YEd.

Rabino and Moore (1989)% 3tolEla 71Y VA EHR UHHE T8 B 7HA T2 A
€ AU oo WEH JAF T EEE dAAE Aot E 7]
Ao AAE &4 A AP E o8 Aojgte A, FE 1A &y oR @iy
AR/ SRR A% HEH T4 W8, mitle], A|He] AAFoof djx

8 UMYX M2 42



3la gl

Robertson et al. (1995)2 AAF Zloju Ao g A7)l g 238 F1 v}
HHd A WMgE FHANE 29ES HAEHog FEEUY. oo waw =g
iU HWAAT AAHATE, oy dAXY AHET} 52, AV 8
F AF Frelage 2o do] gEo] J&FE, AYrIAdY g FEr FEd, wiew
7t F o AR gavt obd AEGYe Mol RFolFn wal: gtk

Lilly and Walters (1997)& AAF ol v} Aldo] Ao 2YE Fau T}
MH FEFE F F UE 8AEE AAF D Qi) oo dad AY7|ge] o4 ukg )
Y 54, U4 T AFUYE 54, PoiRAY AR o] 5 AuR #E 291, 714
B B8 AAFE Zeojuede NS AAdgn gEa gl 283 ol EANE
o AdHA F2EE AAF Zeolude EXn BRgigo]l Fud @8 Utkm v
31 gl

A 85 000 T tdo]l 4FE7] M E ZojuLale gurde By git
 HAAHA (innovators)E9] AF EAo EA HARNPHE AAHL = A4 Flo
A0 5o FAd A wAA Felg AL, AP AF s

7.2. o]&4 24 i (theoretical model development)

AAF Zoudoldtes YL ZUE B8 duEal: HZx9 =¥ Farell and
Saloner (1986) oA #o} & 2 3Uth Farrell and Saloner (1986)% AlAME9Q 7|23 )
(compatibility)9} ZA¥]AFe] MAE AYztel AAE AYELL B AuRUA, AHFL
EAN3E 7ol Zoludd e FALEA Hd nZAH o] A (installed base)E ujAZ
T 7] Wl £HAEY] HF AAE AEE FANY £ UtkE AL BAFYPY 28
ol d7E AAF Zeoju el FAo 2¥E ¥F1 AYEL MLE AL opx|ut
A7 FAER AAF Zeojubdo] 2R AAE HEUg 23 AL = e 7Y
€ 53 BAE Fx ATl

Bayus, Jain and Rao (1997)& 71919 AAF T4 A Hd # JAEAHL AY =
& T3 AHEAY. old mad Zalouy ANFL 7Yol AAER BASY 7|Ye)
e AzY7e A84E Aad¥sie =70, AY 2de £ YA mgo) e
A ZIHEL WE AFE TN 7198 A7E W, AAELO] B 7
HEL WE AHE Ty siHets ol A7)A] BEdve AL HaFY)

Jung and Steckel (2000)2 AAF Tzoju}gA A8 A oz PHA = AFo A
TE BB A7 2Fg %31 7IHY AF A B (vaporware) AL AY 2w
€ B3 A4¥ED 3. ol wEW ZojugAstE 7gel AMEY AL FZE AQY
7 e Aoz A Y (consumer delaying effect: 2H|AEC] Fulg @r)sn P
AF& 7)) # Y (consumer disconfirmation effect: H|AMES] Aoz Qe Buj s}
T o 20 o ZaA FEsvel EUTT Wz Utk dwrgow sgo] AE
9 A& AFsA HE 28AEY V|dFEe] FUEA Hew, AnA $AE D (consumer
disconfirmation effect)’t & AR & ¥ ¥3o] dAHEZ AJdHoz AAZe A
€ FF ZYJUYLAE ol FAAgE A& BdFa Yut.

tNE Z2joU2de) MaE Bio] wst 47 9



8. ¥F7149 AAEF ZelojyY AF ¥&

2 7148 AAF TP B8 W BAAE FHHA AT A UA
%e BAZ FAHY AT B AEE ATE F Yk 23U AR F=9 Fa
golel2 7Y BAAEY YEHT A, o]Eo] AAF TR FHFE AF AHEs
TE YA, AAF Z oy I a3 Ade B3 FE3) I4AA Rz
AE A2Z2 YebR.

A4 J1dEn ¢M AAFL FEEHE o] AAbd =go] @ AolE MEE A1
o, FAHeR od FHE T&o] B Hoin, EF oW e #Yo] Futd & 3
E7bol @8 928 oA B AejelA AAF Zeud FHE AL e A
olt}. metx FF @9 stolHA ZIAEANA VAF AU THH A8 AY
€ AAANTEE x¥o] glojof ¥ ez &

AAFE ZojgAd 9 3 7HA FAHH AEA W8 Jhed @ A el 83 &
of & Aoz wuaHE AL Ty AFelth wIFely A& v @MY A
AE AREE7E 453 wads e o F deA id wEdA 859 B¢ AAF
ot HA AHe] vFeA & ARERE RuE AFET ti Beol & Ao
gagr.

9. 28 % ¥¥F d7HE

Arthur (1996) o TE® trtes X478 FA FdlA 7ol 4T v2Y2E 5
H&7] AN E ARG S5 AFL AR AA A5 R o2 HIH Ao
L7k B3l Utk AAE ZouEAde 2 A¥E F9 2 AANEFY 4T
7Hsd€ ®ol7l 98l 71g40] AHEE & e FLE 2HA%e] A3 FEdolgn € F
AT, FARGE F 71E9 TAF AoMY Wrle AGHE 7HEHE AFoo|=
Apolgo] A1PHY AER FolA gl 8 FFAAM AAF ZYoued AHFY &8
71GEA A BAZL ol AAESY 4T & AT UFAHA AFLE 747 @olEY
A1 gt

golHA 719 AAF Zojuid AFE T AT AAFA AF 2¥AES B4
€ ol & F UL W ofyzl, A e BTH AT AF HE7hedE B
E & 9o, FARGE A FoE 2F LuAEY AFTHE AP Le2MA A
AFel AP +28 FU AL 5 Ao B, AAF Zoju AL AR nttH A
@ g FEANE F den, UL AF AFE EAEA XUE AT VI
o B4 R u&e BAE & 5= Utk BEAA 7Ide] AAF ZotEd #¥E o
I AAEAEES B A ook T 8YEL WY HEHRT FAHF & Aol

A FFoNA AAF Zeloju P ¢ d77F A8 FHA D YA ke HelM &
o2 o] ool tiy BEE #AHol &7EY AT ¥F 7IAE, B3| solHA JIAEY
AAE ZYojuEy AT &8 Aol ¢ A77 FUAETURE WA Gz oF & Aoin,

10 QUIUPAEAE xi2 A 48



A 84 (20000 2 2w BHAAMG AFE @Wol YA ¥ Aoz Eoh o} &,
AYH Aol v o8 ZdMEE AEE A7V Ao HoAM AAF ZojuA
3 2EE ggE JAEA e € 4L 2AsEtE Yo glojo & AR B,

UHE ZafolLhEdel ey BYof &gt 9 11
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