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                    Abstract
Despite the high practical relevance, prior research does not provide a clear picture whether the effectiveness of new product preannouncements is contingent upon order of entry and whether the message content of preannouncements for pioneering products should be different from those for followers. Drawing on diffusion research, the authors examine how preannouncements that focus on risk reduction and the product’s relative advantage influence the relationship between preannouncement intensity and new product success, taking into account order of entry. A cross-industry study investigating 151 new product launches shows that for pioneers, a message focus aimed at reducing perceived product risk positively influences preannouncement effectiveness. Furthermore, a relative advantage focus negatively affects preannouncement effectiveness and thus is rather counterproductive for pioneers. With regard to early followers, results indicate a positive influence of a risk reduction focus on preannouncement effectiveness. A relative advantage focus, however, is only effective if the product category is already established when the early follower product is launched. Finally, for late followers, only preannouncements which strongly emphasize the relative product advantage lead to a positive effect of preannouncements on new product success.
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Appendix
Appendix
Scale items for construct measures

                    	Construct
	Items
	Individual item reliability
	Average variance extracted
	Composite reliability/ coefficient alpha

	Order of entry (single-item scale based on Robinson and Fornell 1985)
	When our product was launched, it was …
	-
	-
	-

	… the first product in its product category.
	 	 	 
	… not the first but one of the first products in an evolving product category.
	 	 	 
	… a later entrant into an already established product category.
	 	 	 
	Preannouncement intensity* (based on Beard and Easingwood 1996; Hultink and Langerak 2002)
	We extensively preannounced the launch of our new product.
	.74
	.72
	.88/.88

	We substantially advertised our new product before it was launched.
	.74
	 	 
	We already informed customers about our new product before it was launched.
	.67
	 	 
	Risk reduction focus* (based on Ram and Sheth 1989)
	Our communication …
	-
	-
	-/.66

	… focused on reducing perceived product risk.
	 	 	 
	… highlighted our new product’s reliability.
	 	 	 
	… mentioned statements from neutral sources to reduce uncertainty about the new product’s performance.***
                                             
	 	 	 
	Relative advantage focus* (based on Cooper and Kleinschmidt 1987)
	Our communication …
	 	.58
	.80/.77

	… focused on communicating the relative product advantage.
	.47
	 	 
	… emphasized our new product’s relative advantage.
	.88
	 	 
	… illustrated our new product’s superiority.
	.40
	 	 
	New product success** (approach based on Joshi and Sharma 2004)
	Relative to our competitors’ new products, the performance of our new product regarding the following aspects is (much worse/approximately equal/much better):
	 	.55
	.86/.86

	• Customer retention
	.48
	 	 
	• Acquisition of new customers
	.67
	 	 
	• Creation of a strong market position
	.73
	 	 
	• Speed of amortization of investments
	.29
	 	 
	• Reduction of market penetration cycle time
	.60
	 	 
	Pricing strategy (single-item scale based on Hultink et al. 1998)
	Please indicate which pricing strategy you pursued when launching your new product:
	-
	-
	-

	• Penetration strategy
	 	 	 
	• Balanced approach
	 	 	 
	• Skimming strategy
	 	 	 
	Value for money* (based on Sweeney and Soutar 2001)
	Our new product …
	 	.61
	.82/.81

	… offered value for money.
	.82
	 	 
	… was very economical for customers.
	.38
	 	 
	… was reasonably priced.
	.63
	 	 
	Market potential* (based on Song and Parry 1997)
	At the time of market launch, …
	 	.65
	.85/.84

	… there were many potential customers for this product category.
	.53
	 	 
	… there was a high potential demand for this product category.
	.79
	 	 
	… there was a high potential sales volume for this product category.
	.64
	 	 
	Reaction speed* (based on Hultink and Langerak 2002)
	Our competitors …
	 	.89
	.96/.96

	… took counter-actions very quickly after our new product launch.
	.86
	 	 
	… reacted to our new product launch without hesitation.
	.90
	 	 
	… reacted immediately with counter- actions to our new product launch.
	.90
	 	 
	Maturity of the product category* (based on Gatignon et al. 1997)
	At the time when our product was launched, …
	-
	-
	-/.88

	… the product category was still very new. (reverse coded)
	 	 	 
	… the customer base for this product category had already been well established.
	 	 	 
	Product newness to the market* (based on Im and Workman 2004)
	At the time of market launch, …
	 	.69
	.87/.86

	… our new product was really “out of the ordinary” for the customers.
	.64
	 	 
	… our new product was radically different from existing products.
	.75
	 	 
	… our new product was considered as revolutionary by the customers.
	.67
	 	 



	
                                       *7-point rating-scales with anchors 1 = strongly disagree and 7 = strongly agree.
	
                                       **7-point rating-scales with anchors −3 = much worse and +3  = much better.
	
                                       ***The item had to be deleted due to low item reliability.
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