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ABSTRACT

New product preannouncement, one of prelaunch activities, plays an important role
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in introducing new product. Because of its strategic role in product introduction, the
tendency and timing of new product preannouncement firms engaging may result in
significant influence on product performance. The timing of new product
preannouncement depends on firms perception of preemptive advantages and risks
resulted from preannouncement. This study constructed a conceptual framework to posit
the influence of preemptive advantages and risks on the timing of new product
preannouncement and verified it by in-depth interviews with five information technology
firms in Taiwan. Given the favorable results, strategic implications and suggestions for
further explication are offered.
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