Subject Description Form
	Subject Code
	ISE430

	Subject Title
	New Product Planning and Development

	Credit Value
	3

	Level
	4

	Pre-requisite/Co-requisite/Exclusion
	Exclusion:  MM484 Managing New Product Development

	Objectives


	This subject will enable students to
1. understand the new product development process and the strategic features of new product development;

2. develop strategic thinking, planning, and managing abilities throughout the entire new product development process;

3. understand various techniques in identifying new product opportunities.

	Intended Learning Outcomes
	Upon completion of the subject, students will be able to

a. appreciate the generation of product concepts that satisfy the needs of customers;

b. explore and analyze market needs and appreciate their direct relationship with new products;

c. identify new product opportunities;

d. introduce financial, environmental, social, and cultural considerations with regard to design decisions. 

	Subject Synopsis/ Indicative Syllabus


	1. Introduction to New Product Planning and Development
New product planning and development process, Types of new products, Drivers of new product development, Success and failure factors, New product development strategy and Analysis of business and completion environments for new product development
2. Fundamental Issues of Strategic Planning of New Products
Modular product design, Product architecture, Product family design, Product line design, Product Portfolio planning, Customized products versus mass products, Technology roadmapping 
3. Customer Needs and Value
Acquisition, Organization and analysis of customer needs, Customer value and its measurement, Concept of customer lifetime value
4. Segmentation, Targeting, and Positioning
Market and benefit segmentation and its techniques, Product positioning, Perceptual mapping, Value mapping
5. Opportunity Specification and Justification
Needs analysis, Ethnography, Scenario analysis, Product innovation charter
6. Defining Design Specification
Conjoint analysis, QFD-based techniques
7. Sales Forecasting and Financial Analysis
Sales forecasting models, Choice modeling, Pricing techniques for new products, Examples of financial plans
8. Concept Test
Concept statements, Considerations, and Formats
9. Managing New Product Development Projects
Development team organization, Innovative organization, Risk analysis and management, New product development models

	Teaching/Learning Methodology 
	Teaching and learning activities include lectures, tutorials, case studies, a group project, and a laboratory exercise.  The lectures are aimed at providing students with the basic understanding of new product development process, as well as common techniques and methods used in new product planning.  In tutorial classes, small group discussions are facilitated for students to enhance their understanding of the subject matter.  Through a number of minor exercises in tutorial classes, students not only have better understanding of the subject matter, but teachers are also allowed to monitor their learning progress. All the case studies are related to real-life successful and failed cases of new product development.  Through the case studies, students can appreciate various issues and factors leading to the success and failure of new product development.  Laboratory exercises provide students with hands-on experience on the segmentation and generation of perceptual maps. 

	Assessment Methods in Alignment with Intended Learning Outcomes


	Specific assessment methods/tasks 

% weighting

Intended subject learning outcomes to be assessed 
a

b

c

d

1.  Group project with individual assessment

40%

ü

ü

ü

2.  Assignments

30%

ü

ü

ü

ü

3.  Test

30%

ü

ü

ü

ü

Total 

100%

The project is aimed at assessing the ILOs a, b, and c of students. The assignments of this subject contain in-class assignments and take-home assignments which are used to assess all the ILOs of students. A test is normally conducted by the end of the semester and is aimed at assessing all the ILOs of students.  

	Student Study Effort Expected 

	Class contact:
	

	
	· Lectures
	24 Hrs.

	
	· Tutorials and Case studies
	11 Hrs.

	
	· Laboratory exercise
	 2 Hrs.

	
	· Test and student presentations
	2 Hrs.

	
	Other student study effort:
	

	
	· Project
	45 Hrs.

	
	· Preparation for test
	23 Hrs.

	
	· Take-home assignments
	20 Hrs.

	
	Total student study effort 
	 127 Hrs.

	Reading List and References
	1. Crawford, C.M., and Di Benedetto, C.A., New Products Management, McGraw Hill

2. Glen, L. 1993, Design and Marketing of New Products, Prentice Hall

3. Lilien, G.L. and Rangaswamy, A. 2003, Marketing Engineering – Computer Assisted Marketing Analysis and Planning, Prentice Hall

4. Baxter, M. 1995, Product Design – Practical Methods for Systematic Development of New Products, Chapman & Hall

5. Ulrich, K.T. and Eppinger, S.D., Product Design and Development, McGraw-Hill
6. Design Management Journal, Design Management Institute Press
7. The Journal of Product Innovation Management, Elsevier Science Inc.


18.3.2014


