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I. COURSE OVERVIEW 

This course focuses on the development and management of new products from a marketing perspective. It is 

designed to help you understand important issues involved in the process of new product development and 

learn tools and techniques that facilitate decision-making in product management. 

This course takes an applied approach and connects conceptual learning with cases and projects. It will be 

taught through a combination of interactive lectures, case discussions, analytical models, simulation games 

and team projects. You will work both individually and in teams on various new product management issues. 

Through these exercises you will learn practical tools, improve your analytical skills, and sharpen your 

strategic thinking skills needed for successful new product management.  

Learning Objectives: Upon completion of this course, students will be able to:  

 Thoroughly understand issues related to the product planning and development process 

 Understand the important role of marketing in new product management 

 Apply strategic thinking and practical tools to analyze new product management issues 

We will move quickly through the materials during the semester. Please keep on top of the readings and 

assignments. At all times you are encouraged to draw upon your knowledge from other courses you have 

taken, and practical experiences from outside the classroom. 

II. COURSE MATERIALS 

Textbook chapters (required): A few chapters of the following book will be used: Crawford, Merle and 

Anthony Di Benedetto (C&DB, New Product Management (11th Edition), Boston, MA: McGraw-Hill. An e-

copy of these chapters can be purchased for $ 29.45 at: http://create.mheducation.com/shop/. Search for the 

book by Title “MKTG 574 Product Planning Spring 2016” or ISBN: 9781308734286. 

Software (required): The Marketing Engineering software (MExl) (version 2.0.8) is an Excel add-in program. 

It can be purchased directly from the publisher at http://www.decisionpro.biz/subscribe. You need to enter the 

student access code MKTG4848 to get the discounted student price. Follow the steps on the instruction sheet 

provided in class. You can choose a six-month license ($45) or a 12-month license ($60) if you plan to use this 

software beyond this class. 

 

If you have a windows computer, you need to purchase a license, download and install the software, and 

then activate the software. After downloading and installing the software, open Excel, and you should be 

asked to activate the software by entering the license code. You should also see an “Add-ins” Tab on the Excel 

menu bar, and the Marketing Engineering commands will appear when you click on the ‘Add-ins” tab. Note 

that you will not be able to use the software until you enter the license to activate it, even though you may see 

the “Add-ins” on the menu. Also make sure you download the version that is appropriate to your bit version of 

Excel (32-bit or 64-bit). The website contains information on how to determine whether your Excel is 32-bit or 

64-bit. You will find more information at http://www.decisionpro.biz/students-access-software and the 

instruction sheet handed out in class. 

 

If you have a Mac computer, you will need to use it through a cloud server (because the software is designed 

for windows). You will need to request a ME cloud account, and login to the cloud server every time you use 

it. You will find information on how to get access to ME clouds at http://www.decisionpro.biz/students-

access-software and the instruction sheet handed out in class. Note that it takes up to 24 hours to set up the 

cloud account. So make sure you purchase the software a few days before the class in which we will be using 

http://create.mheducation.com/shop/
http://www.decisionpro.biz/subscribe
http://www.decisionpro.biz/students-access-software
http://www.decisionpro.biz/students-access-software
http://www.decisionpro.biz/students-access-software
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it. 

 

Cases (required): The marketing engineering cases are included in the Marketing Engineering software.  

The Harvard Business School cases need to be purchased directly from Harvard Business School Press at: 

https://cb.hbsp.harvard.edu/cbmp/access/43606667. 

 

Strategic Innovation Simulation Game (required): The Strategic Innovation Simulation Game can be 

purchased from Harvard Business School Press at: https://cb.hbsp.harvard.edu/cbmp/access/43606706. 

 

Articles (required): Articles will be posted on Blackboard.   

 

Note: lecture slides will be posted on Blackboard before class.  

III. COURSE INFORMATION 

1. Class Discussion 

Participation in class discussions is crucial for effective learning in this class. Active participation means to 

ask and answer questions, present your thoughts, as well as support your arguments with logical reasoning. 

This is a valuable opportunity for you to practice your ability to present your analysis and communicate with 

your peers. Please do not come to class to listen.  

2. Harvard Business School (HBS) Cases 

We will work on two HBS cases in this class. A 1-page (single-spaced) write-up is required for each HBS case 

and due at the time of the class. Discussion questions will be given beforehand. The case write-ups need to 

discuss the given questions. The purpose of the case write-ups is to help you prepare for the case discussion in 

class. You are expected to have read the case and have finished the case write-up before coming to class. By 

reading the case and writing the case write-up, you should get prepared to discuss the case in class. Case write-

ups are individual work.  

3. Marketing Engineering (ME) cases  

We will work on three ME cases in this class. These cases require using the Marketing Engineering software 

to solve new product management issues. The cases came with the ME software. Students will work on these 

cases together in class. Students need to bring their laptops in these classes. For the ME cases, case write-ups 

are due in the class following the case discussion class.  

4. Strategic Innovation Simulation 

The Strategic Innovation Simulation game will be played at the end of this course to wrap up the lectures. It 

gives you an opportunity to understand the overall challenges and strategies of innovation in a company with 

existing businesses. The game will be played in class, but you will be given opportunities to practice before 

class. You are required to submit your practice game results before class.  

5. Team Project 

Students will form teams of 5 members and conduct a project together. Since part of the purpose of the project 

is to allow students to learn to work as part of a team, under no circumstances will individual projects be 

accepted.  

https://cb.hbsp.harvard.edu/cbmp/access/43606667
https://cb.hbsp.harvard.edu/cbmp/access/43606706


Marketing 574 – Product Planning 

4 

Each team is required to work on a new product concept, including generating and describing the concept, 

conducting marketing research and market segmentation analysis for the concept, and evaluating its market 

potential. The students are to apply the knowledge and techniques learned in class to work on the project. The 

instructor will provide guidance during the process of the project.  

In the project, the students will: 

(1) Generate a new product concept and develop a detailed description of the concept. 

(2) Conduct market segmentation analysis for the new product concept, including:  

 Design a customer survey and gather data on customer attributes.  

 Use the Marketing Engineering software to conduct market segmentation analysis with the customer 

data. 

 Evaluate different market segments and determine a proper target market for the new product 

(3) Evaluation of market potential. Based on the analysis make an assessment of the market potential for the 

new product concept. 

A detailed guideline for the project will be given later in the semester. 

6. Grading 

(1) Class participation  

Class participation accounts for 15% of your final grade. Class participation grades are based upon both 

attendance and active participation in class discussions (quantity and quality of comments in class). So you 

may not receive a high class participation grade if you attend each class but do not participate in class 

discussion. Class attendance will be taken throughout the semester. Disruptive behavior in class will affect 

your class participation grade. 

 

(2) Case write-ups and simulation game 

Submission of the HBS and ME write-ups and the simulation game practice result will account for 5% of 

your final grade. They will not be graded; submission itself will earn you full points.  

(3) Tests  

Two tests are given during the semester. The tests cover the basic concepts and principles learned in class. 

The goal is to ensure students have a thorough understanding of the key takeaways of each class. Each test 

will account for 25% of your final grade. Tests are not accumulative.  

(4) Team project 

The team project account 30% of your final grade. The team’s project performance will be evaluated on: 

A. Survey design: The design of the customer survey will be graded and feedbacks will be given to 

revise the survey before actual data collection. This will account for 8% of your final grade. 

B. Final report: At the end of the semester, each team is required to submit a write report of the 

project (Maximum 4 single-spaced pages not including appendices).  This will account for 16% of 

your final grade.  
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C. Presentation: At the end of the semester, each team is required to give a 15-20 minute presentation 

of their project. Each member is required to participate in the presentation. This will account for 

6% of your final grade. 

To ensure each team member performs responsibly, a peer evaluation will be conducted at the end of the 

semester. You should be honest and impartial in your evaluations. The instructor reserves the right to 

correct and/or discard evaluations if they appear to be questionable. The grades of students who are 

consistently rated as very poor performers are reduced. Specifically, if 4 out of 6, or 3 out 5, or 2 out of 4 

team members rate a student’s performance in the team project as “unsatisfactory”, then the student’s 

grade is reduced to 80% of the grade of the team. No team member will receive a project grade higher than 

that given to the team. The peer evaluation form is included in the appendix of this syllabus.  

The composition of the final grade is as follows: 

Test One                Individual   25% 

Test Two                Individual   25% 

Case write-ups and simulation game                Individual                         5%  

Team Project                                                                                            30%   

                 Survey                                                                            8% 

                 Report                                                                   16% 

                 Presentation                                                            6% 

Class Participation                                          Individual    15%_ 

Total                                            100% 

 

Grade Percentage 

A(Outstanding) >90% 

B(Very good) 80%-89.99% 

C(OK) 70%-79.99% 

D(Needs  help) 60%-69.99% 

F(Fail) <60% 

 

IV. CLASS POLICIES  

 Announcements will be made in class or by email. 

 Please be punctual. If you need to leave early, please let me know before class starts.  

 Please adhere to professional behavior in class. Refrain from talking, reading a newspaper, chewing 

gum etc. Such behavior is disruptive and discourteous.  

 Unless you are instructed otherwise, please do not use cell phone, computer and other electronic 

devices in class.  

 It is expected that you attend all classes and meetings. If you have to miss a class, please bring in a 

note (e.g., a doctor’s note) indicating your reason for missing that class. If you miss a class, it is your 

responsibility to arrange with another student for class notes or materials handed out in the class. There 

are no make-up lectures or meetings. 
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 Make-up tests are only given after the regularly scheduled tests, and only due to valid reasons (written 

proof is required).  

 No late assignments are accepted.   

 Please proofread your writing carefully. Poor language and grammar will have a significant negative 

effect on your project survey and report grade.  

 Students must follow professor’s instructions during exams, including but not limited to those 

concerning silence and possible changes to seating arrangements. No conversations or exchanges of 

materials between students are allowed and any such attempts will result if a failed grade (F) for all 

parties involved.  

 You may use calculators and traditional dictionaries (book format) during exams, but they are subject 

to inspection by the professor. No cell phones, computers, electronic dictionaries or other devices are 

allowed in exams.  

 Final course grades are final. Unless there is a mistake in calculation, I will not change a final grade. 

No Incomplete or Deferred grades will be given. 

V. ACADEMIC DISHONESTY 

This course and its associated coursework are being administered under the policies of the University of 

Illinois at Chicago (UIC) College of Business Administration Honor Code. All students are expected to respect 

and uphold the CBA Student Code of Ethics found on pages 9-10 of the UIC Business Student Handbook: 

http://goo.gl/M5yBMc  

In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade for the course and 

disciplinary review by the University.  Academic dishonesty includes, but is not limited to, cheating (giving or 

receiving aid), fabrication/falsification, plagiarism (including not accurately referencing source material), 

bribes, favors or threats, examination by proxy (taking an exam for someone else), grade tampering and 

submitting non-original works authored by someone other than the student. Instances of academic misconduct 

by students will be handled pursuant to the UIC Student Disciplinary Policy: http://goo.gl/fXb8AI 

VI. SPECIAL ACCOMMODATIONS 

Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a barrier-free 

environment so that individuals with disabilities can fully access programs, courses, services, and activities at 

UIC. Students with disabilities who require accommodations for full access and participation in UIC Programs 

must be registered with the Disability Resource Center (DRC). Please contact DRC at (312) 413-2183 (voice) 

or (312) 413- 0123 (TDD). More information may also be found at the DRC Website located at 

http://drc.uic.edu/. 

Students requesting accommodation must provide each instructor with a letter outlining the specific 

accommodations requested for a specific course. These letters are developed by the DRC in coordination with 

the student and presented to the instructor by the student prior to the start of each semester. 

http://goo.gl/M5yBMc
http://goo.gl/fXb8AI
http://drc.uic.edu/
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VII. TENTATIVE COURSE SCHEDULE 

 

The schedule below provides a general plan for the course; deviations may be necessary. It is your 

responsibility to stay apprised of changes in assignments, due dates, material to be covered, etc.  

Wk Date Topic Readings 

 

Work Due 

1 02/03 Course Overview  

The NPD Process 

 

State-Gate Systems 

Textbook C&DB Chapter 2  

 

List of Team 

Members 

 

2 02/10 

 

Understanding Customers 

* Meet at 10am 

 

Eager Sellers and Stony Buyers 

 

 

3 02/17 Understanding Customers  Turn Customer Input into Innovation 

Customers as Innovators 

 

Product Idea 

 

4 02/24 STP Approach: 

Segmentation & 

Target Market           

 

ME for Excel: Segmentation and Classification 

Tutorial 

ME Case: Conglomerate Inc.’S New PDA (2001)  

 

 

5 03/02 STP Approach: Positioning 

Exam review 

ME for Excel: Positioning Tutorial 

ME Case: Infiniti G20 

 

ME case writeup  

6 03/09 Concept Generation 

 

Textbook C&DB Chapter 4, 5 

HBS Case: IDEO Product Development 

 

ME case writeup  

HBS Case Writeup 

Project Survey 

7 03/16 Test I  

Project Survey Design 

 

  

8 03/23 Work on Project Survey 

and Data Collection 

 

  

9 03/30 Development:  

Conjoint Analysis  

ME For Excel: Conjoint Analysis Tutorial  

ME Case: Kirin USA  

 

 

10 04/06 

 

Launch  

 

Textbook C&DB Chapter 17 

HBS Case: Clocky.  

 

ME case writeup  

HBS case writeup 

11 04/13 Strategic Innovation 

Exam review 

 

Strategic Innovation Simulation: Back Bay Battery 

 

 

 

12 04/20 Test II  

Project Meeting 

 

  

13 04/27 Presentation 

 

 Project Report 
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APPENDIX: TEAM PROJECT PEER EVALUATION FORM 

 

Name: ______________ 

INSTRUCTIONS: 

Please rate each of your team members’ (not yourself) overall performance in the project as “satisfactory” or 

“unsatisfactory”. 

 

NAMES  

      

 

Satisfactory  

      

 

Unsatisfactory  

      

 

Please write here if you have additional comments. 

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________

______________________________________________________________________ 


