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About the Course 

Course Philosophy and Objectives (Aims) 

The development and commercialisation of new products and new services is an 
important business function for many organisations. The purpose of this course is to 
develop an understanding of new product and new service development from a strategic 
marketing and management perspective.  The topics cover a) the strategic basis for 
product development including sources and types of innovation, market entry timing, 
product market structure and competition, disruptive and entrepreneurial innovation, 
and developing new services and service bundles; b) marketing research techniques for 
new product development including user and lead user analysis and conjoint analysis; 
and c) managing the new product development process including collaboration and 
networks as well as strategies for launching and marketing new products and services. 

 

Units of Credit 
 
MARK3091 is a 6 UOC course  

Enrolment Requirements and Relation to Other Courses: 

This course builds on knowledge of basic marketing concepts and complements this 
knowledge by developing a deeper understanding of strategic managerial and marketing 
aspects of innovation. It involves not only an application and extension of basic 
marketing concepts within the context of strategic innovation management, but also the 
further development of consumer market analysis skills in technical areas of product 
development research. The student must have previously completed MARK1012.  
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Learning Methods: Approach to Learning and Teaching and 
Teaching Strategies  

The class consists of informal lectures combined with class (tutorial) discussions of 
assigned text readings, cases, and journal articles. The purpose of the informal lectures 
is to present a critical discussion and assessment of assigned text and journal readings 
supplemented by a presentation of additional conceptual material. While the emphasis 
in lectures is the presentation of theory, the emphasis of tutorials is the application of 
this theory in the discussion of business cases. Lectures and tutorials are not a substitute 
for reading the assigned text chapters and cases. The teaching strategy is to present a 
critical overview of conceptual, empirical and case material with an emphasis on 
theories and findings that are based on research evidence and coherent argument rather 
than the opinions and views of practitioners, be they successful or not. Students will 
develop and present a market description and a formal strategic marketing analysis for a 
new product or service in an industry context of their choice. The purpose of this 
assignment (as should be evident from the detailed assignment content and structure 
described later in this outline) is to allow the student to extend and reinforce their 
understanding of a wide range of conceptual material within a particular business or 
industry setting (to complement the cross-business and industry approach generally 
taken in the text and in most of lectures and tutorials).  

Student Learning Outcomes 

Beyond the discussion of conceptual material and cases which are to be examined in the 
final exam, the market description and strategic market analysis assignments (as 
described in more detail later in this outline) add a second dimension to the learning 
process, that of focused application of concepts and analytic methods. These tasks 
contribute to student development in terms of scholarly inquiry, disciplinary knowledge, 
analytic and critical thinking, independent and reflective leaning, and information 
literacy.  In a number of places, text and lecture presentations will consider formal 
models for depicting strategies and processes for new product and service development. 
All students should expect to gain some practice in applying such models, when 
appropriate, in class discussions and in the assignment. These activities contribute to 
student development in terms of scholarly inquiry and disciplinary knowledge.  Students 
must also expect to work effectively in teams and to prepare formal written assignments 
in a clear and logical manner and to present their findings to the class. Thus, this course 
aims not only  to develop the student’s critical understanding of a range of substantive 
strategic marketing phenomena, but also to encourage the student to present their 
analyses in a logical and convincing manner and to clearly show how their conclusions 
are based on evidence acquired through research (particularly, secondary research). 
These tasks contribute to student development in terms of scholarly inquiry, disciplinary 
knowledge, analytic and critical thinking, independent and reflective learning, 
information literacy, collaborative work, and effective communication. 
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In light of the teaching strategies described above and the topics to be covered in the 
timetable for lectures and tutorial discussion described later in this outline as well as the 
required readings and assignments, the expected  student learning outcomes (SLOs) of 
this course are as follows: 

1. To develop a mature and critical understanding of concepts, theories, and 
evidence for effective strategic management of new product and new service 
development from a marketing perspective. 

2. To understand how market analysis tools and selected marketing research tools 
can be applied to assess new product and new service development 
opportunities. 

3. To understand the factors that underlie innovation performance and how these 
vary across different types of strategic product and service innovations. 

4. To be able to describe and present the market opportunity for a new product or 
service in terms of its potential users, as well as its competing and 
complementary products and services. 

5. To be able to analyse and present the market opportunity for a new product or 
new service in terms of the dynamics of entry timing and the likely trajectory for 
market development and potential for product-market disruption and/or 
entrepreneurial transformation. 

6. To develop a basic awareness of how public policy, infrastructure, and social 
and organisational contexts might operate to either facilitate or inhibit product or 
service innovation.  

The table below shows how the above six learning outcomes are related to five of the 
six attributes for graduates of the Australian School of Business: 

 

Student 
Learning 
Outcomes 

ASB Graduate Attributes 

1, 3, 4, 5, 
6 

1. Critical thinking and problem solving 

4, 5 
2. Communication 

6 
3. Social, ethical and global perspectives 

1, 2, 3, 4, 
5, 6 

4. In-depth engagement with relevant disciplinary knowledge 

1, 2, 4, 5 
5. Professional skills 
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Staff and contacts 

Lecturer in Charge and Tutor: Dr Jack Cadeaux  

 
Email address:  j.cadeaux@unsw.edu.au  
Telephone: 9385-1436  
Location: Quad Building Rm. 3024 
Consultation Hours: Tuesday 2pm-4pm 

Dr. Jack Cadeaux is an Associate Professor in the School of Marketing at UNSW. He 
has a PhD in Marketing from the University of California, Berkeley. He has taught 
marketing at such institutions as the University of the Pacific, the University of 
Alabama, and the University of New South Wales. His research lies in distribution 
channels, retailing, macromarketing, strategic marketing of product and service 
innovations, and marketing strategy. He has authored or co-authored articles published 
in the European Journal of Marketing, Journal of Macromarketing, Journal of Business 
Research, Journal of Business and Industrial Marketing, Journal of Nonprofit and 
Public Sector Marketing, Journal of Marketing Channels, International Journal of 
Retail and Distribution Management, the International Review of Retail, Distribution, 
and Consumer Research, Industrial Marketing Management, the International Journal 
of Financial Services Management, the Journal of Strategic Marketing, and the Asia-
Pacific Journal of Marketing and Logistics. He has presented papers at academic 
conferences such as the AMA, ANZMAC, EIRASS, EAERCD, AIB, and 
Macromarketing in the United States, Canada, Australia, New Zealand, the Netherlands, 
and Belgium  He is on the Editorial Board of the Australasian Marketing Journal and 
on both the Editorial Policy Board and the Editorial Board of the Journal of 
Macromarketing. He was Editor for the 1999 ANZMAC Conference and Co-Chair and 
Editor for the 2002 Macromarketing Conference. 

Tutor: Nicole Lasky 

Email:     n.lasky@unsw.edu.au 
Telephone: 9385 3615 
Location:   Quad Building Rm. 3044  
Consultation Hours: Friday 10am-11am 
 

Nicole Lasky is a doctoral student (thesis topic: “Social Affordance for a Market 
Orientation Approach to Sustainable Innovation”) and Associate Lecturer at the School 
of Marketing at UNSW. She has a B Bus from Griffith University and an M Bus from 
Queensland University of Technology She has a strong background in both university 
teaching and industry.  Nicole has taught a variety of marketing subjects since 1996, 
combining both theory and practice to provide students with the skills they need to 
succeed in a competitive global marketplace.  Nicole has also has experience in property 
development, doing large scale projects for Mirvac and AMP, where she was 
responsible for the strategic planning and implementation of design, financial planning, 
construction and marketing of business campuses and shopping centres.   Nicole’s 
research interests are in innovation, specifically how organisations can develop a market 
orientation approach toward innovation by providing social affordance. 
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Resources 

The core resources 

The prescribed materials for this course are: 

 Melissa A. Schilling, Strategic Management of Technological Innovation, (3rd 
      Edition), 2010, McGraw-Hill.   
 
 Five cases and one HBR article available via Blackboard under the UNSW ASB 

licensing agreement with Harvard Business School Press. Use the link on 
Blackboard to print a copy for yourself. 

 
 The MARK3091 Journal Article Readings shown later in this outline, all of which 

are available to individually download from the UNSW library Sirius e-Journal 
system. Due to copyright requirements, these must be downloaded from Sirius and 
can’t be posted on Blackboard 

Other useful resources 

Jeremy Davis and Timothy Devinney, The Essence of Corporate Strategy: Theory for 
Modern Decision Making, (1997), Allen and Unwin. 

William Moore and Edgar Pessemier, Product Planning and Management: Designing 
and Delivering Value, (1993), McGraw Hill. 

Glen Urban and John Hauser, Design and Marketing of New Products (2nd ed.), 1993, 
Prentice Hall. 

Orville Walker, Harper Boyd, John Mullins, and Jean-Claude Larréché, Marketing 
Strategy: A Decision-Focused Approach (4th ed.), 2003, McGraw Hill. 

Journals 

Research articles about new product and new service development and the strategic 
marketing of innovations can be found in the following journals, to name a few: 
European Journal of Marketing 
International Journal of Research in Marketing 
Journal of Business Research 
Journal of Macromarketing 
Journal of Marketing 
Journal of Marketing Research 
Journal of the Academy of Marketing Science 
Journal of Product Innovation Management 
Journal of Strategic Marketing 
Industrial Marketing Management  
Management Science 
Marketing Science 
Research Policy 
Strategic Management Journal 
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Lecture and Tutorial Times: 

The class is scheduled on Fridays from 2pm-5pm. The first class meets on 29 July at 
2pm in CLB 1. Thereafter and until the final week, the class will meet for a combined 
lecture from 2pm-3.25pm in CLB 1 and then break into two tutorials from 3.35pm-5pm 
in CLB 1 and CLB 2. The final class session will meet as a combined group in CLB 1 at 
2pm. 

Blackboard 

The Blackboard site for this course includes such resources as lecture notes, timetables, 
updates, links, and announcements.  
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Assessment 

Summary of requirements 

Component Value ASB Graduate 
Attribute(s) to Which 
Assessment Component is 
Related 

Class Participation   
(as recorded by participation tokens 
in account). 

15% (10% if 
participating in school 
research project) 

1, 2, 4 

Market Description for a New 
Product or New Service 
(See requirements later in this 
outline.) 
This individual assignment is a 
written description (max 500 
words) due Week 4 (19 August) in 
tutorials (i.e., at start of class) 
along with an informal (one-two 
minute) presentation describing the 
proposed new product or new 
service. 
 

15% 1, 2, 4, 5 

Strategic Market Analysis for a 
New Product or New Service   
(See comprehensive requirements 
later in this outline.) 
This assignment consists of a 
formal group presentation along 
with a hardcopy of complete 
powerpoint slides due on 30 
September in tutorial class (i.e., at 
start of class.  The presentation 
should run about 15 minutes 
focusing on important aspects of the 
analysis. (Presentations will be 
scheduled on 30 September and 7 
October. All groups must be ready 
though on 30 September.  

20%     

 

1, 2, 4, 5 

Research participation  
(see details below) 

5% (optional) 4 

Final examination: Three Hours  
(Essay Format. Study questions 
available in Week 11) 

50% 
 

1, 3, 5 

 


