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COURSE SYLLABUS: 
 
You are responsible for all of the information contained in this document.  Be certain that 
you read and understand it fully.  If you do not, ask questions. 
 
Keep a file of all work that is returned to you.  If there is a dispute regarding your grade, 
you are responsible to produce the work (other than exams) that your grade was based on. 
 

 
Required Text and Materials: 

1)  C. Merle Crawford and C. Anthony Di Benedetto, New Products 
Management, 8th Edition, McGraw-Hill/Irwin, 2006 
ISBN 0072961449 
 
2) Cases and articles will be provided as needed. 
 
Objective and Contents: 

The purpose of this course is for you to gain knowledge and insights 
into both radical and incremental new product development and planning from a strategic 
perspective, and management of innovations. You will also acquire knowledge pertaining to 
product planning in companies of varying sizes and product categories in order to strengthen and 
implement the firm’s strategic plan. Integrated into this segment is the development of new 
products suitable for the market. You will learn how to set up and manage the development 
process in order to avoid the most common errors. 
 
In many ways, the course is designed to help you direct and manage the process of creating 
opportunities that can contribute to the growth of a business, perhaps yours or your employers. 
Our goal is to understand the primary ingredients of a change-oriented, product development and 
management decision system.  This will involve developing skills for handling both qualitative 
and quantitative data, providing leadership to product development activities, and increasing 
functional communications.  Many of you will find your employers may be interested in ways to 
develop “top line revenue.”  This course will provide insight into industry best practices for 
creating new opportunities for your company.  Our goal is to develop a thorough understanding 
of the new product development process.  I know you will enjoy the course. 
 
 



Additional References: 
 
 The following books may be consulted as additional references – several focus on high-
technology with advanced principles that are entirely in keeping with the course.  There are 
many new books about new products, but I feel that the ones below have content that stands the 
test of time. 
 

1. PDMA Handbook of New Product Development, Milton D. Rosenau et. al, ed., Wiley 
2. Crossing the Chasm, Inside the Tornado, The Gorilla Game, all by Geoffrey Moore, 

Harper Business. 
3. Winning at New Products, Robert G. Cooper, Addison-Wesley. 
4. The Innovator’s Dilemma, Clayton Christensen, Harvard 
5. Innovation Explosion, James Brian Quinn et al, Free Press 
6. Design and Marketing of New Products, second edition, Urban and Hauser, Prentice-

Hall. 
7. Managing New Products, second edition, Thomas D. Kuczmarski, Prentice-Hall. 
8. Entrepreneurs in High Technology, Edward Roberts, Oxford. 
9. Developing Products in Half the Time, Preston Smith and Donald Reinertsen, Van 

Nostrand Reinhold.  Paperback edition available. 
10. Faster New Product Development, Milton Rosenau, American Management Association. 
11. Product Development Performance:  Strategy, Organization and Management in the 

World Auto Industry, Kim Clark and Takahiro Fujimoto, Harvard. 
12. Revolutionizing Product Development:  Quantum Leaps in Speed, Efficiency and 

Quality, Steven Wheelwright and Kim Clark Harvard. 
13. Product Design and Development, Karl Ulrich and Steven Eppinger, McGraw Hill 
14. Product Planning and Management, William Moore and Edgar Pessemier, McGraw Hill 
15. The Sources of Innovation, Eric von Hippel, Oxford 
16. Product Juggernauts, Jean-Philippe Deschamps and P. Ranganath Nayak 
17. Product Management, Donald R. Lehmann and Russell S. Winer, Irwin. 
 

CLASSROOM PHILOSOPHY: 
 
Student participation in classroom discussions will be paramount in all our activities.  Only by 
open and honest dialog and sharing of ideas can we learn to respect and appreciate each other’s 
views. 
 
All content discussed in class will be applicable to real life business situations. 
 
The required text is the core upon which the course material is built.  It will be used in class and 
all relevant material will be covered.  It is the faculty’s option how to edit the material to best 
meet the needs of the students and the course objectives.  Other sources of information will be 
used to supplement the text (professional experiences of the instructors, trade journals, business 
consultant reports, other books, government publications etc.). 
 
I will be available for extra help throughout the spring session.  Please take advantage of this 
opportunity as early and frequently as necessary.  THERE WILL BE NO ASSIGNMENTS 
FOR EXTRA CREDIT. 
 
 
 
 



COURSE GRADING: 
 

Your Course Grade Is Built from These Categories:    Weight 
 

1. Concept Development for final paper -draft  3%

2. Six Case Studies – Written Explanation and Insights 
 

12%

3. New Product Final Paper  25%

4. Mid-Term Test 30%

4.  Final Test 30%

 
 
 
GRADE DISTRIBUTION IS AS FOLLOWS: 
    

A………96-100 C+…….76-79 
A-……..92-95 C…… . 72-75 
B+…… 88-91 C-……..68-71 
B………84-87 D+…….64-67 
B-……..80-83 D……...60-63 

 
 
ATTENDANCE AND LATENESS: 
 
Students are expected to attend class and be on time.  Attendance will be taken at the beginning 
of each class and upon returning from break.  Since this is a 3-credit course you are allowed a 
maximum of two absences.  Two late arrivals will equal one absence.  IT IS YOUR 
REPONSIBILITY TO INSURE YOUR ATTENDANCE IS RECORDED PROPERLY IF 
YOU ARRIVE LATE FOR CLASS. 
 
 
DISABLED STUDENT SERVICES OFFICE: 
 
If you have a physical, psychological, medical or learning disability that may impact on your 
ability to carry out assigned curse work, I urge you to contact the staff in the Disability Support 
Services Office (DSS), Room 128, Educational Communications Center (ECC), Telephone # 
632-6748.  DSS will review your concerns and determine with you what accommodations are 
deemed necessary and appropriate.  All information and documentation concerning your 
disability will be kept confidential. 
 
Students requiring emergency evacuation are encouraged to discuss their needs with their 
professors and Disability Support Services. For procedures and information, go to the following 
web site: http://www.ehs.sunysb.edu/fire/disabilities/asp 
 
 
 
 
 
 



ACADEMIC INTEGRITY: 
 
Academic dishonesty includes any act that is designed to obtain fraudulently, either for oneself 
or for someone else, academic credit, grades, or other recognition that is not properly earned or 
that adversely affects another’s grade.  Examples include: 

1. Cheating on exams or assignments by the use of books, electronic devices, notes, or 
other aids when these are not permitted, or by copying from another student. 

 
2. Collusion:  two or more students helping one another on an exam or assignment when 

it is not permitted. 
 

3. Plagiarizing:  Copying someone else’s writing or paraphrasing it too closely, even if it 
constitutes only some of your written assignment. 
 

CASE BRIEFS:  
The cases and due dates will be provided during the session 
A written analysis of the case (not to exceed two pages) is due at the start of each session that has 
a scheduled case discussion. The paper should be type-written and double-spaced. Exhibits are 
not included in the page limit.  
While there is no fixed format for a written case analysis, all analysis should contain three basic 
sections:  

 1. A problem definition statement, which identifies the key issues facing the 
management, any relationships among those issues, and their relative criticality.  

 2. An analysis section that integrates key facts from the case (without repeating the facts 
themselves), and presents logical arguments in defense of both the problem definition and 
the recommended solution.  

 3. A set of detailed recommendations along with suggestions for their implementation.  
 4. Exhibits (Optional) that are tied to the report’s narrative may also be included.  

 
Please note that the case write up should not consist of straight answers to the assigned 
preparation questions.  
 
FINAL PAPER: 
 
The emphasis will be on the development and refinement of the new product concept. The course 
provides the foundations necessary for developing marketing plans; you have the opportunity to 
tailor the course toward your interests by your chosen product. Thus, the course can be a 
consumer product, industrial product, service, not-for-profit, or even a business/product you 
would be interested in managing as a new venture.  
 
Project Scope:  
Develop a detailed concept definition and preliminary marketing plan for a new product or 
service.  
The final paper (approximately 15-20 pages) should include:  

Executive summary  
Strategic business objectives  
Product or service description (include a concept board or other depiction of the product)  
Market analysis  
Market trends, size, and segmentation  

Customer analysis (include results of needs analysis)  
Competitive analysis  



Market potential  
Market strategy and objectives  
Product positioning  
Marketing plan  

Pricing  
Distribution channels  
Messaging and communication program  

Financial analysis (sales forecast, preliminary P&L)  
Appendices  

 
As a starting point, teams should address the following two issues:  

  
 1. What product-market arenas are of interest to you?  

 
The important thing is to focus on the user needs and not be thinking in terms of product 
features yet. So, while it is good to think of developing a new product in the personal mobile 
communications area, it is not correct to be thinking of a phone that will have x, y, and z 
features. Specific features and functions of the product will be defined as an outcome of the 
new product development process.  
  
 2. Which firm’s perspective will you adopt?  

 
You may choose to assume the posture of a consultant either for an existing firm that is 
already a player in this market (e.g. Nokia, if the interest is in personal mobile 
communications) or a new entrant. The key is to recognize that the new product will have to 
ultimately fit with the firm’s competences including current product line, brand, distribution 
channels, etc.  
 
Your submission:  
 
Project Ideas: Submit a brief description (1 page) of the product-market arena you will 
focus on and the firm you will represent. Do not worry about details at this stage – simply try 
to capture and convey your understanding of the product-market scope.  

You may submit up to two separate ideas – please indicate a preference.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



EMP 521 – SPRING 2008 LECTURE SCHEDULE 
The cases and due dates will be provided during the session 

 
Session 1   Introduction and Expectations 

 Opportunity Identification and Selection    Chapter 1 
 The New Products Process   Chapter 2 
  
Session 2   Strategic Planning For New Products   Chapter 3 
 Concept Generation   Chapter 4 
  
Session 3   Problem-Based Ideation   Chapter 5 

 Introduction and Perceptual Mapping   Chapter 6 
 
Session 4  Trade-Off Analysis and Qualitative Techniques                   Chapter 7    
 Concept/Project Evaluation   Chapter 8  
 
Session 5            Mid Term  
 
Session 6   Concept Testing   Chapter 9    
 The Full Screen    Chapter 10                               
 
Session 7   Sales Forecasting and Financial Analysis   Chapter 11  

 Product Protocol   Chapter 12 
 
Session 8   Development   Chapter 13 
          Development Team Management   Chapter 14      
 
Session 9   Special Issues in Development   Chapter 15            

Product Use Testing   Chapter 16   
                                          
Session 10 Launch    Chapter 17  
 Implementation of the Strategic Plan    Chapter 18 
 
Session 11 Market Testing: Pseudo Sale Methods    Chapter 19 
 Controlled Sale and Full Sale    Chapter 20  
 
Session 12 Launch Management Chapter 21 

Public Policy Issues  Chapter 22 
***Final Papers are DUE*** 
 

Session 14         Final Exam   
 
             
 


