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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF and CONTACT DETAILS  
 
Lecturer in Charge:  Nicole Lasky 
 
Nicole Lasky 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. 
 
Position Name Email Room and 

Consultation Time 
Phone 

Lecturer-in-charge Ms Nicole Lasky n.lasky@unsw.edu.au Chemical Sciences 
M10 after class 
Thursday 6:00pm 
or by appointment 
QUAD 3044 
Alternatively, feel free 
to email 
 

9385-
3615 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1, Thursday 19 July (to Week 13, May 28): The Time and 
Location are: 
 
Thursdays 3:00pm to 6:00pm. 
Weeks 1-12 
Mid-Session Break: Week 3-9 September 
Venue:  Chemical Sciences Building (M10)  

 

2.2 Units of Credit 
The course is worth 6 units of credit. 
There is no parallel teaching in this course.  
 

2.3 Summary of Course  
 
The development and commercialisation of new products and services is a core 
business function for most organisations but yet over 40% of new products fail! The 
course will discuss in depth the relationship between brands, products, processes and 
people that managers must understand in order to achieve greater success. The 
course will use active participation to help illustrate the effectiveness of different 
concepts, tools, and methodologies used in the NPD process. 
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2.4 Course Aims and Relationship to Other Courses 
The aim of this course is to build on the knowledge of basic marketing concepts by 
developing a deeper understanding of the importance of new products and services. 
The topics cover 
 
a) Each stage of the new product development process and the strategic role 
marketing has in leading this within an organisation. 
b) The influence of the consumer, the brand meaning, and the competitive dynamics 
within the market on the success of a new product or service. 
c) Research techniques and tools used to assist in the development and evaluation of 
new products including user and lead user analysis, conjoint analysis, and pre-market 
forecasting.  
 
Students must have previously completed, been exempt from, or be concurrently 
enrolled in MARK5800 or MARK5801. 
  

2.5 Student Learning Outcomes  
 
At the completion of this course students should be able to: 
1. Understand the advantages of an aligned brand and product strategy and how it 
delivers value to the organisation. 
2. Understand and anticipate factors that influence the success or failure of a new 
product or service. In particular, the importance of understanding consumer needs in 
developing new product concepts. 
3. Demonstrate a critical understanding of concepts and theories that will assist in the 
effective management of the new product or service development process. 
4. Analyse, forecast and present the market opportunity for a new product or service. 
5. Apply various research methodologies, processes and tools a new product manager 
will use to develop and evaluate new products concepts. 
6. Work in groups to achieve appropriate goals in set timeframes. 

 
 
ASB Graduate Attributes 
 
This course contributes to your development of the following Australian School of 
Business Graduate Attributes, which are the qualities, skills and understandings we 
want you to have by the completion of your degree:  
 
 

Learning 
Outcomes 

ASB Graduate Attributes ASB GA 
No. 

1,2,3,4,5,6 Critical thinking and problem solving 1 
3,4,6 Communication 2 
6 Teamwork and leadership 3 
1,2,6 Social, ethical and global perspectives 4 
1,2,3,4,5 In-depth engagement with relevant disciplinary 

knowledge 
5 

4,5,6 Professional skills 6 
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To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer 
to the ASB website (Learning and Teaching >Graduate Attributes). 
 
 
3 LEARNING AND TEACHING ACTIVITIES 
 

3.1 Approach to Learning and Teaching in the Course 
 
The approach of this course is to combine conceptual information with real world 
practice.  Theory is important to learn as only by understanding theory can practitioners 
adapt to changes in the environment.  These theories will be learned from lectures, the 
textbook and journal articles.  However, you must also understand how to apply 
theories in real situations, hence the practical component of learning.   Examples of 
how to apply will be drawn from real experience from instructors and students.  By 
examining real situations and firms, you will practice making real decisions.  
 
In practice, new product development is based on a deep understanding of the brand, 
the consumer and the competitors. Critical to any new product development process is: 
• Teamwork and alignment. 
• The gathering, analysis and the presentation of information. 
• The formulation of strategy to provide a direction for the new product development 

process. 
• The measurement and scrutiny of any new product concept. 

 
This course has been constructed with these critical factors in mind. You will be 
introduced to a range of tools and concepts used by leading brands and are given the 
opportunity to apply these through the assessment tasks. The course components are 
designed to help you build a greater understanding of the current theory and practice of 
new product and service development. 
 
You will also have ample opportunities to practice your verbal communication, and 
persuasive presentation skills 

3.2 Learning Activities and Teaching Strategies 
This course consists of lectures, class discussions, class exercises and a major 
project. The lectures and class discussions focus on the text, journal articles and 
lecture notes, which provide the theoretical underpinnings for this course. As you will 
note in the assessment format section, there are three research exercises, which will 
help you apply the theory and will form the basis for gathering the information needed 
to complete the assignments. You will also practice presenting in class.  However 
independent study is a major part of this course as much of the project will require out 
of classroom work. 
 
4 ASSESSMENT 

4.1 Formal Requirements 
 
In order to pass this course, you must: 

• achieve a composite mark of at least 50/100;  

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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• achieve a mark of at least 50% in the final examination. (Otherwise, you will 
receive a UF grade.) 

• make a satisfactory attempt at all assessment tasks (see below); and 
• attend a minimum of 80% of the classes 

 
4.2  Assessment Details 
 
 
Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

1. Market 
analysis 

20% 1,2,3,4,5,6 1,2,3,4,5,6 10 Minute 
Presentation 
with 10-15 
presentation 
slides with 
minimum 20 
references 

Week 5 

2. Consumer 
analysis 

20% (17% if 
opting in to 
research 
participation) 

1,2,3,4,5,6 1,2,3,4,5,6 10 Minute 
Presentation 
with 10-15 
presentation 
slides 

Weeks 8 

3. Concept 
evaluation and 

recommendation 

20% 1,2,3,4,5,6 1,2,3,4,5,6 20 Minute 
Presentation  
 

Weeks 11-
12 

4. Final Exam 35% 1,2,3 1,2,4,5  TBA 

5. Class 
participation 

5% 1,2,3,4,6 1,2,4,5,6  Ongoing 

6. Research 
Participation 

3% (optional) 4 5   

Total 100%     

4.3 Assessment Format 
Overview 
The education industry is one of Australia’s largest exports; however, globally this 
industry is becoming increasingly competitive and the increase in the value of the 
Australian dollar has meant that Australian universities have to be increasingly 
innovative.  The Australian School of Business (ASB) has decided to develop a 
radically innovative new product in order to remain competitive.  You will research 
what already exists and determine what could be developed.  Some businesses are 
driven by the market, but others may be a driver of the market and develop something 
that that the market could not have forecasted, but satisfies latent needs.  You will 
discover what these needs are, what other organisations are doing, what the ASB’s 
goals are, and then recommend how it could develop a financially feasible radically 
innovative product. 

This topic was selected because it requires you to contribute your knowledge as a 
consumer and it allows for a wide range of potential products or services. The 
assessment format follows the stage gate approach to new product development. 
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(1) Market Analysis (Weeks 1-5) (20%) 
Each group will be required to identify the brand identity of the Australian School of 
Business and the local universities that you believe are in direct competition for 
enrolments into the Master of Commerce program. You will then analyse these 
universities and present a report identifying key considerations before commencing the 
concept development stage. 

The purpose of the assignment is: 

• Identify the brand identity and positioning of each university and its impact in 
defining the boundaries of the New Product Charter. 

• Allow you to get an in-depth understanding of market before commencing the 
concept development stage. 

 

A single member of your group will be required to present a 10 minute presentation 
(Each person will present in at least one of the three presentations in the course in 
order to practice this important skill) on the market analysis. Marks will be awarded for 
the content and delivery of the presentation. This includes the construction of the 
brand identities, the key considerations identified and what implications this has on the 
desired brand identity of the ASB. Therefore you will be required to submit a hard copy 
of the presentation. 

 
Market Analysis Presentation Mark Sheet 
Content 
• Brand Identity of The Australian School of Business 
• Comparison to brand identities of main competitors 
• Innovative ideas from universities and other educational institutions 

globally 
• Economic issues 
• Technological issues 
• Socio-cultural issues 
• Political and legal constraints 
• Supplier/Distributor issues 

 
• Evidence of Research (minimum 20 sources) 

o Corporate information (eg web and other promotional materials) 
o Industry research 
o Government research 
o Journal Articles (use Sirius) 
Use Harvard Referencing Style – Download a copy of Endnote 

 

60% 
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Structure 
• Introduction 

o Gain audience attention and interest 
o Introduce your group members 
o Identify the topic 
o Tell the audience how you will structure the presentation 

• Body  
o Divide the body into three of four sub-topics 
o Link the three sub-topic for audience comprehension 

• Conclusion 
o Summarise the body 
o No new information 

10% 

Delivery  
 Use an impromptu style  

o No reading of notes 
o Do not memorise a speech – use a natural style of speaking to 

explain ideas 
• Volume – ensure your audience can hear you 
• Enthusiasm  -- keep audience interested 
• Open body language 
• Stand in middle of room, not in corner 
• Eye contact 
• Clear and simple messages that can be understood 
• Show confidence 

Presentation Media 
• Slides 

• Easy to read (eg font large enough and not too cluttered) 
• Attractive 

• Bonus points for an additional visual guide 
• copy of presentation slides provided to Lecturer in beginning of 

class 
Timing 
• 10 minute presentation 
• 5 minute discussion 

20% 

Discussion 
• Evidence of a prepared discussion 
• Encouragement of audience participation 
• Answering of audience questions 

10% 

Grade_________ 

 

 
(2) Consumer Analysis (Week 6-8) (20%) 
The consumer analysis will require your team to prepare a research session where the 
objective is to uncover any problems, unmet needs, or opportunities through 
interviewing a panel of your fellow class mates. What you discover in this stage will 
help guide your concept development. 

You will be required to select a research technique (or techniques) that you believe is 
most suitable for your objective. One member of your group will then become a 
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moderator in two 20 minutes sessions of research. The other members of the team will 
be required to participate as research participants for another group. 

The following week another member of the group will be required to present a 10 
minute presentation on this activity. The following should act as a guide as to what is 
expected 

• The research methods you have selected and why. 
• An evaluation of that technique. What worked, what didn’t? 
• The consumer insights you have uncovered. 
• The implications of these insights on the direction of your concept 

development. 

Marks will be awarded for the content and delivery of the presentation based on the 
above guidelines. Therefore you will be required to submit a hard copy of the 
presentation. You will also have to submit a Product Innovation Charter. 
 
Consumer Analysis Presentation Mark Sheet 
Content 

• The research methods you have selected and why. 
• An evaluation of that technique. What worked, what didn’t? 
• The consumer insights you have uncovered. 
• The implications of these insights on the direction of your concept 

development. 
• Product innovation charter 
 

 
• Evidence of Research 

o Transcripts of interviews, focus groups and/or interviews 
    

 

60% 

Structure 
• Introduction 

o Gain audience attention and interest 
o Introduce your group members 
o Identify the topic 
o Tell the audience how you will structure the presentation 

• Body  
o Divide the body into three of four sub-topics 
o Link the three sub-topic for audience comprehension 

• Conclusion 
o Summarise the body 
o No new information 

10% 

Delivery  
 Use an impromptu style  

o No reading of notes 
o Do not memorise a speech – use a natural style of speaking to 

explain ideas 
• Volume – ensure your audience can hear you 
• Enthusiasm  -- keep audience interested 
• Open body language 
• Stand in middle of room, not in corner 
• Eye contact 
• Clear and simple messages that can be understood 
• Show confidence 

20% 
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Presentation Media 
• Slides 

• Easy to read (eg font large enough and not too cluttered) 
• Attractive 

• Bonus points for an additional visual guide 
• copy of presentation slides provided to Lecturer in beginning of 

class 
 
Timing 
• 10 minute presentation 
• 5 minute discussion 

Discussion 
• Evidence of a prepared discussion 
• Encouragement of audience participation 
• Answering of audience questions 

10% 

Grade_________ 

 

(3) Concept testing evaluation and recommendation (Weeks 9-12) (20%) 
At this stage of the course each team will have numerous concepts which could help 
the Australian School of Business achieve its goals. In week 10, each group will have 
to present at least 10 of these concepts to a three different panels of lead users (i.e., 
students) for evaluation. 

The objective of this exercise is for each group to test their concepts, select an 
appropriate method of concept evaluation, and forecast its impact on student 
enrolments in the Master of Commerce program. 

The results of this analysis will be presented in weeks 11-12. Each team will have 20 
minutes to present their recommended concepts. To demonstrate to the class why you 
have selected these products or services, show how each concept 

• Is guided by a strong consumer insight or need. 
• Performed within your selected evaluation criteria. 
• Is aligned to the strategic goals and brand identity of the ASB. 
• Supports the school’s positioning strategy and provides a competitive 

advantage. 
• Is financial feasible and the assumptions used to develop the financial 

estimates. 

Marks will be awarded for the content and delivery of the presentation based on the 
above guidelines. Therefore you will be required to submit a hard copy of the 
presentation in week 12. 

Note re: group work and possible individual weighting of group mark.  If you have not 
presented in Presentation 1 or 2, then you must present in this third presentation to 
pass the project. 
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Concept Testing Evaluation and Recommendation Presentation Mark Sheet 
Content 

• Recommendations are guided by a strong consumer insight or 
need. 

• Performed within your selected evaluation criteria. 
• Recommendations are aligned to the strategic goals and brand 

identity of the ASB. 
• The recommendations support the school’s positioning strategy 

and provides a competitive advantage. 
• The recommendations are financially  feasible and the 

assumptions used to develop the financial estimates are logical 
 

70% 

Structure 
• Introduction 
• Body  
• Conclusion 

 

10% 

Delivery  
 Use an impromptu style  

o No reading of notes 
o Do not memorise a speech – use a natural style of speaking to 

explain ideas 
• Volume – ensure your audience can hear you 
• Enthusiasm  -- keep audience interested 
• Open body language 
• Stand in middle of room, not in corner 
• Eye contact 
• Clear and simple messages that can be understood 
• Show confidence 

Presentation Media 
• Slides 

• Easy to read (eg font large enough and not too cluttered) 
• Attractive 

• Bonus points for an additional visual guide 
• copy of presentation slides provided to Lecturer in beginning of 

class 
 
Timing 
• 20 minute presentation 
• 5 minute discussion 

10% 

Discussion 
• Evidence of a prepared discussion 
• Encouragement of audience participation 
• Answering of audience questions 

10% 

Grade_________ 
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(4) Participation (All weeks) (5%) 
The structure of the course relies heavily on class participation. The mark for 
participation will depend on various factors including: 

• Listening and giving of feedback. 
• Participation in class exercises. 
• Providing comments to class discussions, which are relevant and provide 

evidence of an informed opinion. 
• Teamwork within the group assignment. 
• Attendance and punctuality 

Past experience has shown that effective groups are those that are able to: 

• Meet regularly. 
• Develop and follow a work plan and timetable. 
• Divide the work according to each member’s strengths as evenly as possible. 
• Encourage open communication, participation and the sharing of ideas. 

It is suggested a diary be kept by one of the group members to minute meeting times, 
attendance, issues discussed, and delegation of work to members. If student groups 
are having problems with one or more group members not meeting group obligations, 
they should first try to resolve differences themselves. If this is not successful, set up a 
meeting with me as soon as possible. Don’t wait until problems escalate, and please 
don’t raise problems after the presentation when it is too late to help find a solution. 

Group members will be asked to complete a peer evaluation of the contribution of each 
group member, including themselves. These evaluations may result in the individual 
participation mark for each student being weighted up or down. Cohesive groups will 
not have any variations for individual students. It is therefore in your interest to make 
your group work effectively to ensure it delivers high quality output. Working in groups 
is always challenging, however you can learn a great deal from fellow group members 
as the project progresses. 

(5) Final Exam (Week TBD) (35%) 
The final exam will be based on the 12 weeks of class content. It will have a mixed 
structure of multiple choice, short answers and essay questions. The exact structure of 
the exam will be discussed within the class. 

 
The examination period for Semester 2, 2012 falls between 26 October to 13 
November (provisional dates subject to change). Be aware that the final examination 
may fall at any time during the formal examination period. The scheduling of 
examinations is controlled by the University administration. No early examinations are 
possible. When the provisional examination timetable is released, ensure that you have 
no clashes or unreasonable difficulty in attending the scheduled examinations. The 
final examination timetable for Semester 2 is released in September (date TBA). Note 
that some Schools schedule a common date for any supplementary exams that may be 
required – it is your responsibility to check the School websites and ensure that you are 
available to take the exam on the scheduled date. The University's key dates relating 
the formal examinations, as well as other key dates, are located at  
https://my.unsw.edu.au/student/resources/AcademicCalendar.html 
 

 
 
 

https://my.unsw.edu.au/student/resources/AcademicCalendar.html�
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(6) Research Participation (3%) 
 
The faculty at the UNSW School of Marketing, in addition to their teaching interests, 
are actively engaged in pursuing original research interests that push the boundaries 
of the Marketing discipline. Such research has implications for improved understanding 
of consumers, management practices, corporate organisation, and social policy 
directives. The established findings of academic research are the core basis of 
teaching and knowledge dissemination at the University. Being part of the university 
culture students are encouraged to explore the research environment at UNSW and 
experience the process of knowledge generation by participating in faculty 
administered research projects. These projects will likely relate closely to the topics 
studied in the course and represent the cutting edge of research in the topic area. 

 

Participation in the faculty administered research projects is encouraged, but is not 
compulsory. Students who choose to participate in a faculty run research project are 
entitled to 3% credit in the course. To receive the 3% credit students must return a 
research participation receipt, signed by both the student and the research invigilator, 
to the lecturer in charge. The receipt acts as a record of a student’s participation in the 
research project. Students who choose not to participate in a research project earn the 
3% credit by doing a piece of assessment, which is the standard requirement in the 
course. 
 
 

4.2 Assignment Submission Procedure 
 
Unless otherwise indicated on Blackboard, assignments are to be handed in to the 
Lecturer at the beginning of class on the due date. Please keep a copy of all work 
submitted. A cover sheet is required to be attached to all individual and group 
assignments. This cover sheet can be located at: 
http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx.  

 

4.3 Late Submission 
Consistent with the School of Marketing policy, late submission of written assignments 
will attract a penalty of 10% per day or part thereof.  Your written assignment will be 
considered late after a 10 minute grace period.  Consistent with business etiquette, 
group presentations must begin on time.  If a group member is absent, the group will 
proceed without the group member.  Absent students will receive a zero for the 
presentation. 
 
 
 
 
 
 
 
 
 

Quality Assurance 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential and will not be related to course grades. 
 

http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx�
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5.  COURSE RESOURCES 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   

Prescribed Text Book 
 
Crawford, M. and Di Benedetto, A.C., 2009, New products management (9th ed), 
McGraw Hill- 
Irwin. 
 
This text is available in the university bookshop. 

 
Required Readings 

• Lecture Notes can be found via Blackboard, as well as updates and other 
materials.  You should log in at least once a week to obtain updates. 

 
O’Connor, GC 1998, Market learning and radical innovation:  A cross case comparison 
of eight radical innovation projects, Journal of Product Innovation Management, 15 (2), 
151-166. 
 
Kumar, N, Scheer, L, Kotler, P 2000, From market driven to market driving, European 
Management Journal, 18 (2) 129-142. 
 
Whitlark, DB, Allred, C Values research helps create a market-driving strategy, 
Marketing Research, 15 (4), 33-38. 
 
Keller, Kevin L. 2008, Strategic Brand Management (third edition),Prentice-Hall,Upper 
Saddle River,. 
 
 
Additional Sources of information  
Aaker, D.A. and Joachimsthaler, E., 2002, Brand leadership, Free Press Business. 
Baker, M. and Hart, S., 2007, Product strategy and management (2nd ed), Prentice 
Hall. 
Hill, CWL, Jones, GR 2010 Strategic management: An integrated approach (9th ed), 
Cengage, Mason, OH. 
Keller, K.L., 2008. Strategic brand management: building, measuring, and managing 
brand equity (3rd ed), Prentice Hall. 
Moore, W, Pessemier, E 1993, Product planning and management: Designing  
and delivering value, McGraw Hill.  
Moser, M., 2008. United we brand (2nd ed), Harvard Business Review. Boston. 
Schilling, M.A 2010, Strategic management of technological innovation (3rd ed), 
McGraw-Hill Irwin, New York. 
The Economist, 2009. Brands and branding, (2nd ed), Profile Books. 
Urban, G, Hauser, J 1993, Design and marketing of new products (2nd  ed.),  
Prentice Hall. 
 

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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Recommended Reading 

• The following sources are well respected and may help you in completing your 
assignments. 

o Journals 
 Journal of Product Innovation and Management  
 Journal of Product and Brand Management 
 Entrepreneurship: Theory and Practice 
 Strategic Management Journal  
 E-Commerce Research and Applications 
 Journal of Marketing 
 Journal of Consumer Research 
 Journal of Marketing Research 
 Journal of Advertising Research 
 Journal of Marketing Management 
 European Journal of Marketing 
 Journal of Australasian Marketing 
 Harvard Business Review 
 Journal of Decision Sciences 
 Ethics 
 Journal of Management 

o Newspapers/Magazines 
 Business Review Weekly (BRW) 
 Sydney Morning Herald 
 The Australian 
 Australian Financial Review 
 Wallstreet Journal 

 

• Library databases via Sirius : 

http://sirius.library.unsw.edu.au  

• Google Scholar: 
http://scholar.google.com.au/ 
 
Websites  
 
The following websites may help you in researching for your assignment. 
 
Australian Government Department of Industry, Innovation Science, Research and 
Tertiary Education http://www.innovation.gov.au/Innovation/Pages/default.aspx 
 
Austrade  http://www.austrade.gov.au/Export/Export-
Markets/Industries/Education/default.aspx 
 
Centre for Educational Innovation  & Technology http://ceit.uq.edu.au/content/about-
ceit 
 
Changing Higher Education http://www.changinghighereducation.com/2011/03/regular-
readers-of-this-blog-know-how-often-i-call-upon-the-ideas-of-clayton-christensen-
regarding-disruptive-innovation-as.html 

http://sirius.library.unsw.edu.au/�
http://scholar.google.com.au/�
http://www.innovation.gov.au/Innovation/Pages/default.aspx�
http://www.austrade.gov.au/Export/Export-Markets/Industries/Education/default.aspx�
http://www.austrade.gov.au/Export/Export-Markets/Industries/Education/default.aspx�
http://ceit.uq.edu.au/content/about-ceit�
http://ceit.uq.edu.au/content/about-ceit�
http://www.changinghighereducation.com/2011/03/regular-readers-of-this-blog-know-how-often-i-call-upon-the-ideas-of-clayton-christensen-regarding-disruptive-innovation-as.html�
http://www.changinghighereducation.com/2011/03/regular-readers-of-this-blog-know-how-often-i-call-upon-the-ideas-of-clayton-christensen-regarding-disruptive-innovation-as.html�
http://www.changinghighereducation.com/2011/03/regular-readers-of-this-blog-know-how-often-i-call-upon-the-ideas-of-clayton-christensen-regarding-disruptive-innovation-as.html�
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New South Innovations http://www.nsinnovations.com.au/ 
 
TED TV http://www.ted.com/search?q=education+innovation 
 
6  COURSE EVALUATION AND DEVELOPMENT 
 
Each year feedback is sought from students about the courses offered in the School 
and continual improvements are made based on this feedback. In this course, we will 
seek your feedback through end of semester CATEI evaluations.  Significant changes 
to courses and programs within the School are communication to subsequent cohorts. 
 
 
7  COURSE SCHEDULE 
Classes will run from Week 1 to Week 12 
 
Week  Topic Tutorial 

 
Assessment 

Week 1  
19 July Introduction 

Crawford & Di Benedetto Chapter 1 

Group Allocation 
and Project 
Description 

 

Week 2  
26 July 

Radical vs Incremental Innovation 
Journal Articles:   
O’Connor 1998 
Kumar, Scheer, & Kotler 2000 
Whitlark & Allred 2003 

Sources of 
Innovation 

Activity 
Schilling 2010 

Chapter 2  

 

Week 3  
2 August 

Understanding the competitors 
• Positioning 
• Order of entry and speed to market 
Baker and Hart Chapter 1 
Hill & Jones Chapter 5 

 

Developing a 
Positioning 

Strategy  
 

 

Week 4 
9 August 

Understanding the consumer & the brand, 
• Consumer learning and the 
• Importance of brand knowledge and 

building 
• The role of products and services 
Crawford & Di Benedetto Chapter 5 
Keller 2008, Chapters 2 & 12 

Brand Identity 
Activity 
Brand 

Extension 
Activity 

Presentation 
Workshop 

 

Week 5 
16 August 

The NPD Process Phase 1: Opportunity 
Identification and Preparing for concept 
Generation 
Crawford & Di Benedetto Chapters 3 & 4 
 

 Presentation of 
market 
analysis 

Week 6 
23 August 

Phase 2: Concept generation 
Qualitative research techniques for 
developing concepts 
Crawford & Di Benedetto Chapters 6 & 7 
 

Focus 
Groups 
In-Depth 
Interview 
Activities 

 

http://www.nsinnovations.com.au/�
http://www.ted.com/search?q=education+innovation�
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Week 7 
30 August 

Phase 2: Concept generation (cont) 
Quantitative research techniques 
for developing concepts 
Crawford & Di Benedetto Chapter 8 
 

Survey Activity  

Mid-Session Break: Week 3-9 September 

Week 8 
13 Sept 

Phase 3: Concept Testing 

The concept statement 
Crawford & Di Benedetto Chapter 9 

 Presentation of 
consumer 
research 

Week 9 
20 Sept 

Phase 4: Concept Evaluation 
Pre-market forecasting 
Full Screen 
Crawford & Di Benedetto Chapters 10-11 
 
 

Sales 
Forecasting 

Activity 

 

Week 10 
27 Sept 

Phase 5: Development of the product 
• Product Protocol 
• Preparing for Launch 

Crawford & Di Benedetto Chapter 12-16 
 

  

Week 11 
4 October 

 Concept 
testing 
within class 

Group 
Presentations 

Week 12 
11 October   Group 

Presentations 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT 
 
1 ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 

For the ASB Harvard Referencing Guide, see ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
You may also want to download a free copy of Endnote from the UNSW IT Downloads 
site to ensure that you are referencing properly. 
 
2 STUDENT RESPONSIBILITIES AND CONDUCT 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
 

2.1 Workload 
 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, and 
attending classes. In periods where you need to complete assignments or prepare for 
examinations, the workload may be greater. 
 
Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  
 
 
  

http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm�
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html�
http://www.lc.unsw.edu.au/onlib/ref.html�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
https://my.unsw.edu.au/student/atoz/A.html�
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2.2 Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment and may not pass the course.  
 

2.3 General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and 
students may be asked to leave the class. More information on student conduct is 
available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

2.4 Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

2.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
3 SPECIAL CONSIDERATION AND SUPPLEMENTARY 

EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). You will then need to submit the originals or certified 
copies of your completed Professional Authority form (pdf - download here) and 
other supporting documentation to Student Central. For more information, 
please study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
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2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodge an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge, not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

 
ASB Policy on requests for Special Consideration for Final Exams: 
The policy of the School of Marketing is that the lecturer-in-charge will need to be 
satisfied on each of the following before supporting a request for special consideration: 

1. Does the medical certificate contain all relevant information? For a medical 
certificate to be accepted, the degree of illness, and impact on the student, 
must be stated by the medical practitioner (severe, moderate, mild). A 
certificate without this will not be valid. 

2. Has the student performed satisfactorily in the other assessment items? 
Satisfactory performance would require at least Satisfactory performance 
would require at least Pass (50%) in each assessment item specified in the 
Course Outline and meeting the obligation to have attended 80% of tutorials. 

3. Does the student have a history of previous applications for special 
consideration? A history of previous applications may preclude a student 
from being granted special consideration. 

 
Special Consideration and the Final Exam: 
Applications for special consideration in relation to the final exam are considered by an 
ASB Faculty panel to which lecturers-in-charge provide their recommendations for 
each request. If the Faculty panel grants a special consideration request, this will entitle 
the student to sit a supplementary examination. No other form of consideration will be 
granted. The following procedures will apply: 

1. Supplementary exams will be scheduled centrally and will be held 
approximately two weeks after the formal examination period. The date for 
ASB supplementary exams for the School of Marketing for Session 2, 2012 
is 29 November 2012. 
If a student lodges a special consideration for the final exam, they are stating 
they will be available on the above dates. Supplementary exams will not be 
held at any other time. 

2. Where a student is granted a supplementary examination as a result of a 
request for special consideration, the student’s original exam (if completed) 
will be ignored and only the mark achieved in the supplementary examination 
will count towards the final grade. Failure to attend the supplementary exam 
will not entitle the student to have the original exam paper marked and may 
result in a zero mark for the final exam. 
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If you attend the regular final exam, you are extremely unlikely to be granted a 
supplementary exam. Hence if you are too ill to perform up to your normal standard in 
the regular final exam, you are strongly advised not to attend. However, granting of a 
supplementary exam in such cases is not automatic. You would still need to satisfy the 
criteria stated above. 
 
The ASB’s Special Consideration and Supplementary Examination Policy and 
Procedures for Final Exams for Undergraduate Courses is available at: 
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementa
ryexamprocedures.pdf. 

 
 
4 STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for students, 
including: 

• ASB Education Development Unit  (EDU)  
http://www.asb.unsw.edu.au/learningandteaching 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au  

• ASB Student Centre  http://www.asb.unsw.edu.au/requests 
Advice and direction on all aspects of admission, enrolment and graduation.  
Ground Floor, West Wing, ASB Building; Ph: 9385 3189 

• Blackboard eLearning Support: For online help using Blackboard, follow the 
links from www.elearning.unsw.edu.au to UNSW Blackboard Support / Support 
for Students. For technical support, email: itservicecentre@unsw.edu.au; ph: 
9385 1333 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor) 

• UNSW Counselling and Psychological Services  
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

• Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have 
a disability or disadvantage that interferes with their learning.  Office: Ground 
Floor, John Goodsell Building; Ph: 9385 4734   

 
 
 

http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf�
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf�
http://www.asb.unsw.edu.au/learningandteaching�
mailto:edu@unsw.edu.au�
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Pages/default.aspx?utm_source=Student%2BCentre&amp;utm_medium=marketing%2Bmedium&amp;utm_campaign=requests�
http://www.elearning.unsw.edu.au/�
mailto:itservicecentre@unsw.edu.au�
http://www.lc.unsw.edu.au/�
http://info.library.unsw.edu.au/web/services/services.html�
https://www.it.unsw.edu.au/students/index.html�
http://www.counselling.unsw.edu.au/�
http://www.studentequity.unsw.edu.au/�
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