MARK 70450  NEW PRODUCT DEVELOPMENT
FALL 2008
     Dr. Joseph Guiltinan--Office: 395 Mendoza College of Business

                                                   Email:    guiltinan.1@nd.edu

Course Overview and Objectives
This course provides an opportunity to develop both conceptual and tacit knowledge of important methods and processes used in the development and evaluation of new product concepts. The course is intended to serve students who anticipate careers in product management or who otherwise expect to be involved in the marketing of new products.

In more concrete terms, I would expect that by the end of the semester you will be able to:

         1. appreciate the usefulness of observation and interviewing in understanding  user needs; 

         2. properly report insights from interviews and observation and convert these insights into statements of customer needs and requirements that can be used to guide concept development;
         3. contrast the benefits and limitations of alternative creative problem solving processes for generating new product ideas;

         4. recognize the importance of industrial design processes and principles to new product development;


         5. analyze a new product concept to assess whether it has the characteristics typically associated with market success;
         6. write concept statements that clearly and precisely reflect what the product is promising to the target market;   

         7. design “traditional” concept tests that will generate the needed insights on potential buyers’ perceptions, beliefs, and expectations about the concept;

         8. be conversant with the uses, assumptions, and limitations of conjoint analysis methods               for concept evaluation;         

         9. specify the tradeoffs involved in product-line decisions such as adding variety and                      launching replacement products;

         10. identify the primary barriers to adoption of a new product.         

Materials
– A McGraw-Hill Primis Custom Publishing text containing selected chapters from Crawford and DiBenedetto, New Products Management, 9th edition, Harvard cases, and additional readings.
– Additionally, some handout materials will be provide by the instructor. 

The overheads and spreadsheets that I use in class will be posted on the  “I” drive. 
Office Hours

Monday and Wednesday 3:00-5:00, Tuesday 7:30 – 11:30 and 1:00 – 4:00, Friday 7:30 – 11:30. Please tell me in advance if you are planning to come to my office. (Sometimes I will have other obligations that get scheduled during those hours). I am in the office almost every day, so it is easy to find an alternative time to meet.
Requirements
1. Team Project.
A project worth 40% of your grade will be completed by Oct. 10. A detailed set of guidelines for the project and a discussion of the grading criteria is attached to this syllabus. I have copies of past projects in my office for your review. Each group will be composed of three or four members. I will assign students to teams but you may request to work with one or two others. Please give me any requests by the end of the day on Aug. 27.  I anticipate that you will all work very hard at assuring the effectiveness of your group. But please feel free to call on me if you need assistance in helping you resolve any intra-group problems that may arise. I will conduct a confidential peer evaluation at the end of the semester. 
2. Individual Written “Deliverables”.
Each student needs to complete four written “deliverable” assignments worth a total of 40% of your grade. Except for the first deliverable, these are to be completed by students individually or working in pairs. The specific assignments for each deliverable are at the end of this syllabus. Normally these deliverables should contain one to three pages of text. You may have as many pages of exhibits (tables, figures, spreadsheets) as you deem relevant. Deliverables are due at the end of class on the day they are discussed. Late assignments will not be accepted. (If you are going to be absent on the day a deliverable is due you may email the assignment to me before class).
3. Class Participation.
Class participation will be worth 20% of your grade. For the most part, class participation applies to the in-class discussion of all cases. (At the end of the syllabus there are “discussion questions” for each of the cases which are designed to guide your preparation for class discussion). Other kinds of contributions (such as identifying relevant new articles in business periodicals) will also be acknowledged. In evaluating class participation, the quality of class contributions outweighs the quantity. Your comments are most useful if they are: relevant; persuasive; contribute to the progress of the class discussion (i.e. by building on points made by others);  and effectively link course concepts to the situation at hand. Please note that merely being present in class does not constitute participation. Please feel free to talk to me outside of class if you believe you are not getting sufficient "air time." 
Further Professional Development
Those of you who are planning on careers involving product development and new product marketing should consider joining the Product Development and Management Association (www.PDMA.org.)   This organization publishes the Journal of Product Innovation Management along with other useful materials and holds local chapter and national meetings on a variety of product development and product management topics.

​​​​​​

DATES                 TOPIC AND ASSIGNMENT
Aug. 26-Sep. 1      User-driven New Product Development Processes
                                   “The New Products Process”

                                   “Opportunity Identification and Selection”
                                   “Microsoft in 2008” (handout)

                                    “Understanding User Needs”

                                    “Marketsoft Case”

                                    “Understandung User Needs: Seven Rules for Observational Research”

                                       (handout)                                     

                             NOTE: Class will meet in the Giovanini Commons on Sep.1 

                              DELIVERABLE #1: LP Diagram for each project group due (Sep. 10)
Sep. 3 – Sep.15      Generating and Evaluating New Ideas and Concepts
                                    “Note:Creative Problem Solving and Generation of New Product Ideas”                                    

                                    IDEO video: mms:\\ed-tech.business.nd.edu\mendoza\ideo.wmv
                                    “Microfridge Case” (handout)

                                    “Is it Real? Can we win? Is it worth Doing?”
                                    “Concept Testing” 
                                    “Analytical Attribute Approaches: Trade-Off Analysis”

                                    “Sales Forecasting and Financial Analysis”             
                                    DELIVERABLE #2 “Nestle Refrigerated Foods” Case (Sep. 15)
Sep.10                   Guest: Richard Yoo, Senior Director, Menu Management, 
                                                                     McDonald’s Corporation

Sep. 17- Sep. 29    Product Line, Product Portfolio, and Design Decisions
                                   “Designing the Right Product Offerings” (handout)  
                                   “Braun Syncro Shaver Case”
Sep. 22                  Group presentations of draft concept statements 
                                   DELIVERABLE #3 Le Petit Chef Case (Sep. 29)                                   
Oct. 1-6                 Launch Strategy
                                   “Strategic Launch Planning”
                                   “eBooks” (handout)

                                    DELIVERABLE #4 “Aqualisa Quartz” Case (Oct. 6)

Oct. 10                 FINAL PROJECT DUE

New Product Development Team Project

OVERVIEW OF ASSIGNMENT
Each group is charged with developing and conducting a limited evaluation of a new product idea that would represent a significant departure from existing market offerings.

PURPOSE
In our class we will examine some techniques for understanding user needs, for generating new product ideas and for assessing the market's likely reaction to these ideas.  I believe that course objectives 1-3 and 5-7 (from first page of syllabus) can not be effectively achieved without some hands-on experience with these techniques.

PROCESS
Phase I
1.  Select one of the market categories listed below.

  Education

  Child care

  Pet care
  Small business management
  Storage of personal/household items

  Food preparation/storage
  Personal property protection

Personal health and hygiene
(Note: It is generally desirable to focus on a particular segment within the market category you choose. For example, food preparation for the elderly, child care for pre-schooler, storage of items for apartment dwellers, etc.)

2. Discuss how various demographic, sociological, economic, technological trends (such as the graying of America, environmentalism, wireless networks) might impact needs and wants in this category. Be sure to give complete citations on secondary sources of information used.
3. EACH MEMBER OF YOUR PROJECT TEAM should perform interviews or observational research on at least three potential category users to identify current or anticipated unmet needs. 

4. Use the Language Processing Method to report and analyze your qualitative research, and provide me with a statement of the consumer problem/concern/issue on which your team will be focusing along with your LP diagram. (Milestone #1--Due Sep. 10).

Phase II
5.  Using at least three of the idea generation techniques discussed in the Note on Creative Problem Solving Techniques in the course packet or in the textbook, generate (without evaluation) as many new product ideas as possible. You may add other people (from outside the class) to your group in order to implement some of these techniques.
6.  Screen the ideas you have generated considering the following questions:

(1)  Is the market a good opportunity in terms of the number of potential users or purchase frequency?

(2)  Does it have growth potential?

(3)  Is it feasible within the far reaches of available technology? 

7.  Select the best idea and develop a precise concept statement. (Milestone #2 – Email to me by Sep.17. I will give each group some constructive suggestions for improving the statement).
8. Prepare a 5 minute class presentation (for Sep. 22) in which you present: (1) the consumer problem or issue on which your team has focused; (2) the concept generation techniques that yielded key insights into solving this problem; and (3) your proposed concept statement. (To enable us to get through all the presentations efficiently, only one person from the group should be involved in the actual presentation). Also provide me with a hard copy or email of the concept statement.

Phase III

10  Conduct a minimum of twelve individual interviews with a convenience sample of potential consumers, share the concept statement and obtain reactions; use this information to create a revised, "final" concept statement.  (We will discuss some specific formats for the concept test in class).   Be sure to report your results and give your interpretation of them. What insights were revealed that might indicate the difficulty you would face in marketing the product or necessary changes in your concept?
11.Prepare your written report as outlined below. The written report is due on Oct. 10. 
Please note that this project does not require that your concept be a "big winner."  The goal is for  you to gain experience with and insights into these processes.
FORMAT FOR WRITTEN PROJECT REPORT
Groups will summarize a number of important activities in their final project report.  Each group should provide two copies to me.  Please follow the following format guidelines.  While each group can vary its approach, the report should include:

-- a page depicting the product and presenting the concept statement, following the attached format;
-- a two-page, double spaced (maximum) summary including:

                  - a brief description of the initial idea and a precise statement of the final concept;

                  - your recommendation  (what to do next - drop this concept, modify  in certain ways,                      continue, etc.), and a justification for your recommendation;

-- a section for each of the following:  (1) a brief discussion of how you selected a market category; (2) summary of relevant trends you considered;  (3) clear discussion of procedures used (including questions asked, description of sample) in your interviews/observational research from Phase I; (4) your LP diagram and final problem statement; (5) a discussion of the idea generation process your used including a list of ideas generated;  (6)  a summary of the concept test procedure (including the questionnaire used and a description of the sample) and a detailed report of the  results and their implications; (7) a summary of what you learned.

EVALUATION
The criteria I will use are listed below.  Note that my main goal here is not to get ideas but to see that you learn from the process.

I.  CONCEPT GENERATION PROCESS

 Quality of customer interviews/observations            

 Consideration of relevant trends

 Number of techniques used and depth of idea generation process
II. CONCEPT STATEMENT

 Clarity/completeness

 Appropriate level of abstraction

III.  CONCEPT TESTING PROCESS

 Adequacy of explanations of sample, procedure 
 Quality of measurement

 Recognition of potential biases

 Analysis and interpretation of results

IV.  QUALITY OF IDEA AND SCREENING PROCESS

  Uniqueness

  Market potential

  Technological reality

  Degree of newness 

V.  GENERAL 

  Organization

  Clarity of writing

  Responsiveness to the task

  CASE STUDIES: QUESTIONS FOR DISCUSSION AND DELIVERABLES
1. MarketSoft (Aug. 27) 
There is no deliverable for the MarketSoft case.
Questions for discussion
- Why is lead management a problem for so many firms?
‑ What are the strengths and weaknesses of MarketSoft's product development  process? 

‑ What does Exhibit 6 tell about the needs of MarketSoft's potential  customers? What are the implications of the 1st level headings? What is the purpose of the higher level headings?
2. LP Project (Sep. 10) 
Group Deliverable

-- Complete observations and interviews of users for the market category you selected and develop an LP diagram that answers the question “What are the problems people have with  _______?”
3. Nestle Refrigerated Foods (Sep. 15) 
Individual Deliverable
-- Apply the BASES volume estimation procedure (Exhibit 9) to the data on pizza kits with no toppings (on pp. 14-15 and Exhibit 21) and calculate the forecasted sales to both Contadina “users” and Contadina”non-users” separately. Use an Excel spreadsheet to do this. (Note that Factory Price = 2/3 Retail Price. Also note that trial households = trial rate X # of households in target market).
-- Which entries in the spreadsheet do you believe are risky because you have reason to believe they are too optimistic? For those identified as high risk, substitute in your spreadsheet what you think are more reasonable values and assess the sensitivity of the results.
-- What do the data in the exhibits suggest about how the current concept (benefits/attributes, target user or usage situation) is perceived and what that Nestle should do to enhance the probability of trial? Note: you need to be explicit about what was learned from specific exhibits that would help Nestle understand how the current concept is perceived and what alternative “positioning” might be more successful.
Questions for Discussion 

--In what ways does the refrigerated pizza opportunity differ from the opportunity that existed for refrigerated pasta? 

--Applying the analysis suggested inthe reading “Is it real? Can we win? Is it worth doing?” what action would you recommend to Nestle? 

4. Braun Syncro Shaver (B)

There is no deliverable for this case

Questions for discussion
--What are some “lessons learned” about industrial design, the design process, and the design culture at Braun from tracking the development of the Syncro Shaver?

--Write a concept statement for the Syncro Shaver that could be used for a concept test. Limit you statement to three sentences. Be prepared to present it in class.

--What is the biggest marketing challenge in launching the Syncro Shaver?
5. Le Petit Chef (Sep. 29)
Individual Deliverable
-- For each of the proposed development projects how would you characterize each in terms of the “types of development projects” discussed in the Product-line class? Explain your reasoning.
-- Which of the proposed new projects in Exhibit 13 should be the first priority? Explain your choice.

-- Based on the data in exhibits 14 and 15, how much capacity will be available for the 12 months of next year for new projects? (Each engineer can contribute 12 person-months).
Questions for discussion

-- What are the performance problems that Le Petit Chef faces and what are the causes of these problems that can be identified from the information in the case?

-- Consider the process Le Petit Chef uses to generate and select projects. What might be done to improve this process?
6. Aqualisa Quartz (Oct. 6) 
Individual Deliverable
-- Calculate the economic benefit to a consumer (compared to the Aquavalve 609) from the Quartz.

-- Identify the benefits to the average plumber from the Quartz product?

-- Which of Rogers’ “innovation characteristics” ( p.300) are impeding adoption by plumbers?

Questions for discussion
--How has Rawlinson improved the new product development process at Aqualisa? What are the avenues for further improvement? (for ’07)
-- What “launch replacement strategy” would you use for the Aqualisa Quartz?

