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Strategy to a New Product
Preannouncement
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ABSTRACT

This research studies the determinants of competitor matching strategy to a new product preannouncement.
A model that considered capacity availability and product innovation ability of reacting firm and centrality of
attack and market position of threatening firm was constructed to investigate their influences on reacting firm
matching strategy. The results of the empirical analysis, which were based on 130 information technology
firms in Taiwan, showed that first, the higher the capacity availability and the stronger the product innovation
ability of the reacting firm, the shorter the development time of new products. Nevertheless, the development
time of new products did not result in significant influence on reacting firm matching strategy. Reacting firm
matching strategy depends on the product innovation ability of the reacting firm and cannibalization effect;
second, centrality of attack and market position of threatening firm have significantly positive influences on
reacting firm matching strategy.

Keywords: new product preannouncement, matching strategy



