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MARKETING 673: NEW PRODUCT MANAGEMENT

Fall 2004 – Grand Rapids

Haworth College of Business

Western Michigan University

Instructor: Andrew A. Brogowicz, Ph.D., Professor & Chairperson of Marketing

Office: 3210 Schneider Hall

Telephone/Voice Mail: 269-387-6133

FAX: 269-387-6225

E-mail: andrew.brogowicz@wmich.edu


Office Hours:
MR
10:00 AM – Noon

MW
2:00 – 5:30 PM

T
5:00 – 5:45 PM (GR)

Other times by appointment


Course


Description


Prerequisite


Textbook


Other


Course


Materials


And


Resources


A systematic examination of market-driven processes for developing and launching new products and managing them over their life cycles.  Includes application of marketing research along with consideration of organizational, technological, competitive, and societal issues.

MKTG 613: Customer-Driven Marketing Management

Merle Crawford & Anthony Di Benedetto, New Products Management, Seventh Edition, McGraw-Hill Irwin, 2003.  [ISBN 0-07-247163-8]

· An optional shrink-wrapped course packet of lecture slides is available for purchase through Dollar Bill Copying.

· Packets of supplementary reading materials (some required and some optional) will be distributed weekly in class.

· The following items can be downloaded from the instructor’s Web site at http://homepages.wmich.edu/~Brogowic:
· Glossary of Terms in New Product Management

· Review Guides for Midterm and Final Exams

· PowerPoint files for each chapter in the textbook

· The following items can be downloaded from the “Student Center” link on the publisher’s New Product Management Web site.  The URL for this site is: www.mhhe.com/crawford07.

· Glossary of Terms in New Product Management

· The Product Manager’s Toolbox, a set of analytical tools in the form of Excel spreadsheets and related exercises and cases. (See attachment and weekly assignment list).


Recommended


Reading




The Journal of Product Innovation Management (Waldo Library call number HF5415.153.J68) is recommended for new product professionals.  A job bank, a NPD glossary, and current and back issues of Visions Magazine are available free on the Product Development & Management Association (PDMA) Web site at www.pdma.org.  Student ($30) and regular members ($225) can also access full-text JPIM articles.


Course


Outcomes


Class


Format


Course


Requirements


After completing this course, you should have an enhanced working knowledge of:

1. The critical impact of new products on organizational performance.

2. The key factors that influence new product success and failure.

3. The design of effective new product management processes.

4. The cross-functional, team-oriented nature—and resulting functional interface management challenges—of new product management.

5. Various tools and techniques used to generate, evaluate, develop, launch, and control successful new product concepts and strategies.

The class will generally follow the lecture/discussion format with extensive use of overheads and videos.  A number of case histories will be assigned to illustrate and apply material covered in the assigned readings and lectures.  If possible, guest speakers will be brought in to share their new product expertise.  You are encouraged to skim newspaper and magazine articles for current examples of new product successes and failures.
You will be expected to:

1. Attend class regularly, participate actively in class discussion, and help contribute to a positive classroom learning environment.  If you are absent from all or a portion of a class due to professional or family obligations, it is your responsibility to keep yourself informed about any announced schedule changes or assignments, any handouts distributed, and any and all lecture topics that were covered.
2. Read all assigned text, case, and handout materials beforehand and come to class prepared to discuss them.

3. Take two written examinations covering all lecture material, cases, and reading assignments.  The exams may consist of true-false, multiple-choice, short-answer, and essay questions or problems.  Detailed study guides are available on the instructor’s Web site.  Except for basic statistical calculators, cell phones and other electronic devices are not permitted during exams.
You may bring with you to each exam one two-sided new product “cheat sheet,” no larger than 8-1/2 x 11 inches, on which you may write or print any information that you consider helpful and that you can read without a magnifying glass.




4. 
Submit 8 typewritten assignments as listed in the Course Schedule.

· The written assignments should be turned in at the beginning of class on the scheduled due dates, or faxed or e-mailed beforehand.  Late assignments shall be penalized by at least 20% and cannot be accepted after the assignments have been discussed in class.
· Unless indicated otherwise, all written assignments should be 2-5 pages in length as needed and should be neat and well-organized with effective use of headings, subheadings, bullets, and page numbers. 

· Cover pages and binders are unnecessary—just type your name on the first page and staple the pages together.

· Where the cases or assignments contain multiple questions or parts, please list and answer each question or part separately.

· Assignments should be proofread carefully as points will be deducted for significant spelling, punctuation, or grammatical errors.

Grading
Your final grade in this course will be structured as follows:
First Examination
 150 points

Final Examination
 150 points

Assignments
 200 points

Total Possible Points
 500 points

Final grades will be determined according to the following scale based on the percentage of the 500 total possible points that each student earns:
100-90%  =
A
  74-70%  =
C
  89-85%  =
BA
  69-65%  =
DC

  84-80%  =
B
  64-60%  =
D
  79-75%  =
CB
    0-59%  =
E
Attendance, meaningful class participation, and improvement will be considered in assigning final grades to borderline cases (+/- 1%).

For purposes of clarification, although at least a B average is required for graduation in the MBA Program, a grade of C or higher is considered passing.  If your employer requires a certain minimum grade for tuition reimbursement, please remember that achieving that grade is your responsibility, not the instructor’s obligation.


Make-Up


Exams


Extra-Credit


Opportunity


Incomplete


Grades


Office Hours


Academic


Honesty


Students


With


Disabilities


Make-up exams will be given at the sole discretion of the instructor when there are documented extenuating circumstances.  If you miss the midterm exam, it is essential that you contact me before the next class session to discuss the possibility of arranging a make-up exam.  If you miss the final exam, you should contact me within 5 business days after the scheduled exam date.

If you wish, you may try to improve your final point total by up to 20 points by completing any one of the three Optional Internet Adventures listed in the Course Schedule.  The extra-credit reports are due no later than December 1 and will not be graded before then.

In accordance with University policy, a grade of “I” will be granted only when illness, necessary absence, or other reasons beyond the control of the student prevent completion of course requirements by the end of the semester.  A student must be passing the course to be eligible for an “I.”

I will be happy to meet with you during my scheduled office hours, after class, or at other times by appointment.  Communication via email is encouraged.  Due to budget restrictions, I cannot return long-distance phone calls or send long-distance faxes except in emergencies.  While I will make every effort to keep my scheduled office hours, please understand that my administrative duties may sometimes prevent this.

You are responsible for making yourself aware of and understanding the policies and procedures in the Graduate Catalog (pp. 26-28) that pertain to Academic Integrity.  These policies include cheating, fabrication, falsification and forgery, multiple submission, plagiarism, complicity and computer misuse.  If there is reason to believe you have been involved in academic dishonesty, you will be referred to the Office of Student Judicial Affairs.  You will be given the opportunity to review the charge(s).  If you believe you are not responsible, you will have the opportunity for a hearing. You should consult with me if you are uncertain about an issue of academic honesty prior to the submission of an assignment or test.

If you have a disability recognized by the Americans with Disabilities Act and need accommodation, please let me know at the beginning of the semester so that appropriate arrangements can be made to assist you.

TENTATIVE COURSE SCHEDULE

August 31
Course Introduction and Overview


Read the Preface, the introduction to Part One, and Ch. 1 in the textbook, and skim over Ch. 22.


Suggested Internet Adventure (not for extra credit):

Go to www.newproductworks.com and follow the links to “Hits & Misses.”  Take the “Hit or Miss” poll.  See whether or not you agree with the opinions expressed about “we expect them to be successes, the jury is out, and failures.”  Finally, look at the “favorite failures” and think about what might have been done to avoid these failures.

September 7
New Product Processes and Strategic Planning


Read Chs. 2 & 3 and the handouts. 


Go to www.pdma.org/visions/july04/cpas-highlights.html and review the findings from the CPAS study of new product development trends.


Go to www.prod-dev.com and read how the Product Development Institute defines the stages, gates, and benefits of the “Stage-Gate Process.”  Then read what the Institute has to say about “portfolio management” and think about how this relates to the content of Ch. 3 in the text.  (If you are especially interested in either of these topics, click on the site’s “Knowledge Center” and indulge yourself in the available working papers.)


Assignment #1 (20 points):

Read the Nabisco Snackwell’s case (p. 41).   Answer the two questions at the end of the case, and also indicate how closely Nabisco appears to have followed a “stage-gate process.”  Talk with your grocer or search the Internet to find out how well Snackwell’s are selling these days.  [Please review the assignment instructions on page 3 of this syllabus.]

September 14
Concept Generation and Problem-Based Ideation


Read the introduction  to Part Two, Chs. 4 & 5, and the handouts.

Skim over Appendix A for ideas.

Assignment #2 (20 points):

Read the Campbell’s IQ Meals case (p. 115) and answer the questions at the end of the case.

September 21
Attribute Analysis Techniques and Perceptual Mapping


Read Ch. 6 and Ch. 7 (pp. 144-150 only) and handouts.


Skim Appendices B & C for ideas.


Assignment #3 (20 points):


Download and complete the PERCEPTOR exercise and spreadsheet in the Product Manager’s Toolbox.  Answer the questions in the exercise and attach copies of your perceptual maps.


Suggested Internet Adventure (not for extra credit):

Go to www.sawtoothsoftware.com/cpm and read about the perceptual mapping software that Sawtooth Software offers.

September 28
Concept Evaluation and Testing


Read the introduction to Part Three, Chs. 8 & 9, the “Note on Concept Testing,” and the other handouts.

Assignment #4 (30 points):

Read the Gerber “Juice & More” case (handout) and then:

(a)
Identify and critique (both positive and negative aspects) the specific approach that Gerber used to generate the “Juice & More” concept.

(b)
List, identify, and critique each of the various tests and methods that were used (or perhaps should have been) to evaluate the concept.  What specifically was learned or not learned in each test?

(c)
Explain whether or not you believe this product failure could have and should have been avoided through better concept evaluation.

Make sure you use the terminology in the text in answering this assignment.  You may need to read ahead in the text to identify some of the tests that were used.
Note:
The case mentions the use of BASES.  To learn about PreBASES, BASES I, and BASES II, go to www.bases.com, click first on “BASES Services” and then on “Consumer Goods.”

Optional Internet Adventure #1:

Go to www.decisioninsight.com and report on the qualitative and quantitative tools that Decision Insight offers to do concept testing, perceptual mapping, conjoint analysis, etc.  View the Concept Testing demo.  Then go to (use upper and lower case letters exactly as shown) www.decisioninsight.com/Virtual_Insight.htm and report on how DI conducts “virtual prototype concept testing.”  What are the strengths and weaknesses of this approach versus conventional approaches?

October 5 
MIDTERM EXAMINATION  (See Review Guide)

October 12
Screening, Forecasting, and Financial Analysis


Read Chs. 10 & 11 and the handouts.  Study the Bay City Electronics case (p. 242) very carefully as it illustrates generally applicable financial analysis concepts and techniques, many of which may be applicable in the Techsonic Industries case (handout) that is due next week.
Suggested Internet Adventure (not for extra credit):

Go to www.sawtoothsoftware.com and read about the various kinds of conjoint analysis software that Sawtooth offers.  Complete the online surveys using the different conjoint methods.  Compare your preference scores.  Which method do you think works best?

October 19
Product Protocol, QFD and Introduction to Trade-Off Analysis


Read Ch. 12 & Ch. 7 (pages 135-143) and the handouts.

Assignment #5 (50 points): Read the Techsonic Industries case (handout) and then, taking into consideration the firm’s goals: 

(a)
Analyze the firm’s current financial condition.

(b)
Explain in detail and critique (positive and negative aspects) how the unit sales forecasts were derived for each of the product concepts.

(c)
Critique in detail (positive and negative aspects) the financial projections presented in the case for each of the product concepts (including what was done and, if relevant, what was not done).

(d)
Analyze the product-market fit and the product-company fit for each of the product concepts.

(e)
Use the blank forms provided (Figure 10-4 in the text) to conduct a full screen for each of the product concepts, and then—applying Figure 10-1 in the text—state your recommendations and conclusions concerning each of the product concepts being considered.

You may turn in up to 10 double-spaced typewritten pages plus your attached screening forms and any necessary tables.  You are free to modify the screening forms as you see fit, but note that one cannot rank order projects that have been screened using different factors or weights.
Keep in mind that a goal of this assignment is to demonstrate that you understand and can apply all the concepts covered in this course to date—particularly the material in Chs. 2, 8, 9, 10 & 11, including the financial concepts and techniques illustrated in the Bay City Electronics case.  What Techsonic Industries actually ended up doing is not relevant to this assignment!
Suggested Internet Adventure (not for extra credit):

Go to www.qfdi.org and learn “What is QFD.”  How does QFD effectively capture the “Voice of the Customer”?  Why is QFD not necessarily the same as “the house of quality”?

October 26
Product Development: Design and Team Management


Read the introduction to Part Four, Chs. 13 & 14, the handouts, and the Gillette MACH3 case (p. 295).  


See www.gillette.com/products/grooming_men.asp for more on Gillette’s innovative shaving products.

Assignment #6 (20 points):

Read the Marko Products case (p. 320) and answer the questions at the end of the case.  Be sure you read the instructions in the last two paragraphs very carefully.  One question deals with both divisions while the other focuses on just one division.

Suggested Internet Adventures (not for extra credit):

· See A Gallery of Bad Designs at www.baddesigns.com.
· Go to www.ideo.com and read about the creative services that IDEO offers to help companies innovate.  Click on “About Us” and read about IDEO’s emphasis on teams, culture, and methods of innovation.  Click on “Our Work” and read about how IDEO helped Steelcase develop its “Leap” adjustable office chair.

· Check out the Corporate Design Foundation’s on-line newsletter @issue at www.cdf.org.  Look under “Resources” to learn about some of IDEO’s competitors and related firms.
November 1
Last day to withdraw from Fall classes without academic penalty

November 2
Quality, Speed of Design, and Interface Issues
Product Use Testing


Read Chs. 15 & 16 and the handouts.


Go to www.detnews.com/2004/specialreport/0401/05/b01-26165.htm and read the article “Survival demands automakers race to bring new models to market faster.”  Skim the related articles listed in the right-hand column.
Assignment #6 (20 points):

Read the Mountain Dew Sport case (handout) and then outline and explain why and how you would test the new product in the case, referring to the 13 PUT decisions outlined in the text.  (If you only count 12, read the first paragraph very closely to find the other one.)

Suggested Internet Adventures (not for extra credit):

· Go to www.ge.com, click on “For Students” and read about GE’s renowned commitment to six-sigma quality, the Work-Out ® cultural change process, delighting customers, outside-in thinking, and customer-centric behavior.

· Go to www.pg.com and examine Procter & Gamble’s various links for introducing and promoting new products, and obtaining customer suggestions and feedback (such as “Share Your Thoughts” and “P&G Advisor Program”).  Think about the pros and cons of Internet research and marketing compared to more conventional methods.  See also www.brandsaver.com.

November 9
Pseudo, Controlled and Full-Sale Market Testing Methods


Read the introduction to Part Five, Chs. 19 & 20, and the handouts.

Assignment #8 (20 points):

Read the SimTest Division, Electronic Measurements case (handout) and explain what kind(s) of market testing, if any, Midwest Condiments should use, and why.


Optional Internet Adventure #2:

Explore the www.acnielsen.com, www.infores.com, and www.npd.com Web sites and explain what tools and information ACNielsen, Information Resources, Inc., and The NPD Group offer to help firms market test and manage the launch of new products.
November 16
Marketing Planning, Launch Preparation, and Post-Launch Control


Read Chs. 17, 18 & 21 and the handouts.  Skim Appendix D.

Optional Internet Adventure #3: Go to www.yankelovich.com and www.sric-bi.com and explain what services Yankelovich and SRI-BI offer to help firms segment their markets, identify trends, and improve their promotional strategies.  Take the Yankelovich MONITOR Mindbase Survey and the VALS survey, and then compare and contrast Mindbase and VALS as tools for segmenting markets.

November 23
Final Examination (See Review Guide)

November 25
Happy Thanksgiving Day!

December 1
EXTRA-CREDIT REPORTS DUE

Overview of Models in product manager’s Toolbox
Note:
We will not be using most of these in this class, but they are all available on the publisher’s New Products Management Web site www.mhhe.com/crawford07 for you to experiment with as you see fit.

ADBUDG – Projects market share and contribution effects of advertising programs.  Requires estimates of response of market share to changes in advertising expenditures.  Input: current market share, maintenance advertising, minimum and maximum market share, market share at maintenance level plus 20%, seasonal indices, advertising budgets, quarterly index sales, contributions, fixed costs.

ASSESSOR – Projects market shares for new brand based on estimates of awareness, trial and repeat purchases.  Input: advertising budget, distribution projection, sales promotion cost, fixed costs.

BASS – Predicts future sales using historical sales levels, initial probabilities of trial (innovation rate), and the imitation or diffusion rate.  Input: market size (potential), innovation rate, imitation rate, initial price, final price.  [We will talk about in class.]

CASHFLOW – Provides detailed cash-flow analysis over five-year planning horizon and measured income summary.  Input: units sold, price per unit, service units, service price, expenses, tax rates.

DEFENDER – Projects market shares of brands using per-dollar maps in which brand positions on attributes are scaled by price.  Brand positions are translated into market shares by considering individual customers’/segments’ indifference curves.  Input: brand ratings on attributes, price of each brand.

PERCEPTOR – Projects long-run market share based on positions of existing and proposed brands and ideal points.  Helps to determine which attributes to emphasize and which segments to target to increase market share.  Input: attribute coordinates, trial positions, total market sales.  [We will use this model in class assignment.]
PLPRICE – Evaluates effect of a price change on demand for the good in question as well as other goods in the product line, expressed as price elasticity and cross-price elasticity.  Input: selling price, quantity sold, costs and overheads, elasticity of demand.

