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Course Description 
This course focuses on the development and management of new products from a marketing 
perspective. It investigates various stages of the new product develop process, such as 
concept generation, project evaluation, development and product launch, and the role of 
marketing in making new products more successful. 
 
The course is designed to help you understand the management issues involved in the 
process of new product development, and develop strategic thinking and learn tools and 
techniques to make better decisions in the management of new products. 
 
This course takes an applied approach, and will be taught via a combination of lectures, case 
discussions, and a team project. You will work both individually and in teams on various new 
product management issues. At all times you are encouraged to draw upon your knowledge 
from other courses you have taken, and practical experiences from outside the classroom.  

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

 Discuss the key issues involved in product planning and the new product development 
process 

 Recognize the important role of marketing in new product management 

 Apply specific tools to analyze and predict the market potential of new products 

 Collect and analyze customer data in support of product management decision making 
 

 
Class 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 $ 26.66 at: 
http://create.mheducation.com/shop/. Search for the book by Title “Product Management 
Chapters” or ISBN: 9781308286150. 
 
Software (required): The Marketing Engineering software (MExl) (version 2.0.9) 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 MKTG2468 
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-

http://create.mheducation.com/shop/
http://www.decisionpro.biz/subscribe
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ins” on the menu. If you don’t see “Add-ins” after entering the license, the add-in may have 
been blocked by Excel. To unblocked, go to ‘files’, then ‘options’, then ‘add-ins’, then in the 
new dialog box, go down to drop down box “manage…”, select “coms add-ins”, then “Go’. 
Select “marketing engineering’, then click on OK. 

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 it.  

Cases (required): Most cases are included in the Marketing Engineering software. Two cases 
need to be purchased directly from Harvard Business School Press at: 
https://hbsp.harvard.edu/import/561399. 

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

Grading 
 

Test One                     Individual        20% 
Test Two                     Individual        20% 
Case Write-up                                               Individual                  10% 
Class Participation                                    Individual        10% 
Team Project                                                      Group                  35%   

                 Survey                                                  10% 
                 Report                                                                          20% 
                 Presentation                                                          5% 

My Favorite New Product Presentation                                            5%                           
Total                       100% 

 
Tests 
Tests are not accumulative. Make-up tests are only given after the regularly scheduled tests, 
and only due to valid reasons (written proof is required).  
 
Case Write-ups 
Six case studies will be used in this class. A 1-page (single-spaced) write-up is required for 
each case. Case write-ups are individual work. They are graded as pass or fail. On a 100 
scale, pass is counted as 100 points and fail is counted as 50 points. You get 0 point for a 
case write-up if you don’t turn it in. Guidelines for case write-ups and case discussions are 
given on P. 6-7 of this syllabus.  
 

http://www.decisionpro.biz/students-access-software
http://www.decisionpro.biz/students-access-software
https://hbsp.harvard.edu/import/561399
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Harvard Business School (HBS) cases 
Two of the cases are Harvard Business School cases. Case discussion questions will be 
assigned beforehand for each case. For these cases, students are required to read the case 
before class and be prepared for discussions. Case write-ups are due at the time of the class 
discussion.  
 
Marketing Engineering (ME) cases  
Four of the cases are Marketing Engineering cases that come with the software. Case 
discussion questions will also be assigned beforehand. For these cases, students are required 
to read the cases before class, but will work on them in class on the computer before the case 
is discussed. For these cases, the case write-ups are due in the class following the case 
discussion class.  
 
My Favorite New Product Presentation    
In this presentation, each group describes and evaluates an interesting new product that the 
group has identified in the real world. You can identify this new product from your life 
experiences, through internet search, etc. The presentation (1) describes the new product, i.e., 
how it looks like, how it works, etc. and (2) evaluates the new product by analyzing its benefits 
and barriers that may influence consumers’ adoption. This will be a 10 minute presentation. At 
least 3 team members should participate in the presentation.  
 
Team Project 
Students will form teams of 5-6 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.  
 
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. Periodically, team meetings with the instructor will replace lectures.  
 
The team’s project performance will be evaluated based on: 

1. Survey design: The market research for the new product concept requires a survey data 
collection. The design of the survey will be graded and feedbacks will be given to revise 
the survey before actual data collection.  

2. 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).   

3. Presentation: At the end of the semester, each team is required to give a 15 minute 
presentation of their project. Each member is required to participate in the presentation.  

 
The due dates and dates for team meetings with the instructor are given in the syllabus’s class 
schedule section. A detailed guideline for the project will be given later in the semester.  
 
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. 
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Specifically, if 4 out of 6, (or 3 out 5, or 2 out of 4, or 2 out of 3) 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.  
 
Class Participation 
Participation in class discussions is crucial for effective learning in this class. A student’s class 
participation grade is determined based on his/her contribution to class discussion, which 
includes both the quantity and quality of comments in class. Detailed criteria for evaluating 
class participation are given on P. 6-7 of this syllabus. Disruptive behavior in class will affect 
your class participation grade.  

Course Evaluations  

At the end of the semester, students will be expected to complete a confidential online course 
evaluation known as the Campus Program for Student Evaluation of Teaching. These 
evaluations provide very important feedback to me and the college and will be used for course 
improvement. You will receive an email from the Office of Faculty Affairs inviting you to 
complete your course evaluations and will receive an email confirmation when you have 
completed each one. Please forward your confirmation email to the instructor as a record that 
you have completed the evaluation. Your answers will remain completely confidential and will 
not be shared with me. 

 

Policies 

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

 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. 

 Late assignments are not accepted.  

 Class attendance will be taken randomly throughout the semester.  

 Please adhere to professional behavior in class. Refrain from talking, reading a newspaper, 
eating, chewing gum etc. Such behavior is disruptive and discourteous. Disruptive behavior 
in class will affect your class participation grade. 

 Unless you are instructed otherwise, please do not use cell phone, computer and other 
personal communication devices in class.  

 Announcements will be made in class or by email.  

 Final course grades are final. Unless I make a mistake in calculation, I will not change a final 
grade. No Incomplete or Deferred grades will be given. 

 

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 Honor Code found at this link: 
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4.  

http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
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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. Refer to the student handbook or Student Disciplinary 
Procedures for definitions and details:  

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf  

For a complete review of UIC policies regarding intellectual integrity and academic honesty, 
please visit: http://www.uic.edu/depts/dos/conductforstudents.shtm 

 

 
Accommodation for Students with Disabilities  

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.  

 

Guidelines for Case Studies 
 
Preparation before class and class participation are crucial for case studies. Students are 
expected to closely read the cases beforehand and be prepared to discuss the assigned 
material.  
 
Class discussion 
For class discussions, you're expected to not only answer the question, but more importantly, 
to defend your answers. That is, you have to demonstrate the reasons/logics behind your 
answers. 
 
Criteria of evaluating contributions to class discussion include: 

1. Willingness to participate.  

 Whether and how often you make comments in the discussion 
 

2. Quality of comments. Whether the comments are: 

 Insightful  

 Supported by logic, facts or analysis 

 Relevant to the current discussion 

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://drc.uic.edu/
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 Focused rather than general. Concrete and specific suggestions are more valuable 
than general ones such as finding out what customers want.  

 Original or simply “safe” 
 

While case study sessions are devoted to discussions, class discussions are incorporated in 
other sessions too. The same criteria are applied to evaluate participation in other sessions. 
 
Case Write-ups 
The purpose of the case write-ups is to help you prepare for the case discussion and give you 
a chance to practice professional writing skills. Case write-ups are individual work. Below are 
the guidelines for the case write-ups. 
1. Ideas 

 Address all the discussion questions provided.   

 Present insightful discussions and solutions to the case.  

 Provide focused rather than general comments and solutions.  

 Develop your own thoughts. There is no need to repeat what is in the case. It is your 

own thought, analysis, ideas, solutions, and recommendations that will be valued.  

 Be concise and focus on relevant issues.  

2. Support  

 Do not only answer the question, but also defend your answers. That is, you have to 

demonstrate the reasons/logics behind your answers, which can be in the form of 

logical arguments, theories, facts, data analysis, tables, graphs, etc. Your writing should 

demonstrate clear evidence and logical reasoning. A short answer without any 

substantial support will result a zero. 

3. Organization  

 Organize your writing in a logical and structured manner. This not only makes it easier 

for the reader to follow your thoughts, but also shows the clarity of your thinking.  

4. Writing/style  

 Use a professional writing style (e.g., simple declarative sentences, active voice).  

 Use exhibits (tables, graphs, etc.) only when necessary. Make sure you reference them 

in the text.  

 Avoid grammar mistakes. Proofread your writing before turning it in.  

 Format. It is important that your work complies with acceptable standards of 

presentation. The length of the write-up should be minimum 1, maximum 2 pages, 

single-spaced, not including exhibits. All written work submitted should be typed in 12 

point font, 1 inch margin, and stapled in the upper left hand corner. Please do not use 

display folders or plastic pockets, they will not add to your mark and will be discarded. 

Marks may be deducted for poor presentation, spelling, grammar, or other technical 

errors. These requirements apply to both case write-ups and project reports. 
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Course Schedule 

The schedule below provides a general plan for the course; deviations may be necessary. It is 
your responsibility to stay apprised of assignments, due dates, material to be covered, etc.  
 

Wk Date Topic Readings 
 

Work Due 

1 08/28 Course Overview  
 

  

 08/30 The NPD Process  
 

C&DB Ch. 2 
Stage-Gate Systems 
  

 

2 09/04 Understanding Customers 
 

Eager Sellers and Stony Buyers  

 09/06 Understanding Customers  Turn Customer Input into 
Innovation 
 

 

3 09/11 Understanding Customers 
 

Customers as Innovators 
 

 

 09/13 My Favorite New Product Presentation    
 

  

4 09/18 STP Approach: Segmentation 
and Target Market 
 

Rediscovering Market 
Segmentation 

Product Idea 
 

 09/20 STP Approach: Segmentation  
and Target Market – Cluster Analysis                                                     
 

Marketing Engineering for Excel: 
Segmentation and Classification 
Tutorial 
 

 

5 09/25 STP Approach: Segmentation  
and Target Market – Cluster Analysis  
 

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

 

 09/27 STP Approach: Segmentation  
and Target Market – Survey Design 
 

 ME Case Write-Up 
 

6 10/02 STP Approach: Positioning 
 

Marketing Engineering for Excel: 
Positioning Tutorial 
 

 

 10/04 STP Approach: Positioning 
Exam review 
 

ME Case: Infiniti G20  
 

 

7 10/09 Concept Generation  
 

C&DB Ch. 4, 5 
 

ME Case Write-Up 
 

 10/11 Test I  
 

  

8 10/16 Concept Generation HBS Case: IDEO Product 
Development 
 

HBS Case Write-Up 
Project Survey 
 

 10/18 Team Meeting I  
 

  

9 10/23 Concept Evaluation: Concept Potential 
 

Knowing A Winning Business 
Idea When You See One 
 

 

 10/25 Project Data Collection  
 

  

10 10/30 Concept Evaluation: Forecasting 
 

Marketing Engineering for Excel: 
Bass Forecasting Tutorial 
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 11/01 Concept Evaluation: Forecasting 
 

ME Case: Ford Hybrid Car   

11 11/06 Development: Conjoint Analysis  
 

Marketing Engineering for Excel: 
Conjoint Analysis Tutorial 
 

ME Case Write-Up 

 11/08 Development: Conjoint Analysis  
 

ME Case: Kirin USA  

12 11/13 Launch  
 

C&DB Ch. 17 ME Case Write-Up 

 11/15 Launch  
Exam review 
  

HBS Case: Clocky: The Runaway 
Alarm Clock 
 

HBS Case Write-Up 

13 11/20 Team Meeting II 
 

  

 11/22 Thanksgiving, No Class 
 

  

14 11/27 Test II  

 
  

 11/29 Work on Project Report  
 

 

15 12/04 Presentation 
 

  

 12/06 Presentation  Project Report 

 


