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PART A: COURSE-SPECIFIC INFORMATION 
 
1. COURSE STAFF  
 
Professor Ashish Sinha 
Quad 3037, X59699, 
e-mail: a.sinha@unsw.edu.au 
 
Consultation Times: By Appointment 
 
I am usually contactable by e-mail. If you have a query, send me an e-mail and I’ll 
respond within 24 hours. 
 
2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 
 
Time: Saturday 9:30am - 4:30pm  
 Location: ASB 115 
 
 
2.2 Units of Credit  
 
6 Units of Credit 
 
2.3 Summary of Course 
 
 
This course will help you understand how innovation and new product development add 
value to the firm and its stakeholders. The course will discuss in depth the intricacies of 
innovation and new product development, and the problems faced by managers in this 
area.  This course will equip you with the concepts, tools, methods and approaches 
relating to management of innovation and new product development.  Active 
participation in this course will provide you with the opportunity to gain practical, real 
world experience in the application of these tools and approaches. Further, this course 
will help your ability to communicate your recommendation, ideas or solutions (oral 
and written).  
 
 
2.4 Course Aims and Relationship to Other Courses 
 
 
The strategic and operational aspects of new product and service development are 
examined through four major topics 
 

• The Company – its objectives to develop the new products and its capabilities 
to develop these 

• The Market – the opportunities that it provides 
• NPD Process – the process of developing new products (Stage- Gate approach) 
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• Marketing – the development of a marketing plan for the new product  
 
Relationship of this course to other course offerings 
 
This course will build on other more general marketing courses. 
 
2.5 Student Learning Outcomes 
By the end of this course, you should be able to: 

1. Describe theoretical bases of innovation 
2. Establish a stage-gate based new product development process 
3. Formulate new products/services 
4. Use customer requirements to develop new products 
5. Use experimentation in product/service design 
6. Price a new product 
7. Describe the new realities of the new product development process 
8. Write a Marketing Plan for a New Product 

 
 

 
ASB Postgraduate Coursework Program Learning Goals and Outcomes 

 
1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 
 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and information 
effectively for the intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information 
effectively for the intended audience and purpose. 

 
4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability considerations in business 
decision-making and practice, and  

b. Consider social and cultural implications of business and /or management practice. 

6. Leadership: Our graduates will have an understanding of effective leadership. (MBA and MBT 
programs only). 
You should be able to reflect on your personal leadership experience, and on the capabilities necessary 
for leadership. 

 

For more information on the Postgraduate Coursework Program Learning Goals and 
Outcomes, see Part B of the course outline.  
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The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be practised in tutorials and other activities): 
 

Program Learning 
Goals and Outcomes 

Course Learning Outcomes Course Assessment 
Item 

This course helps you to 
achieve the following 
learning goals for all ASB 
postgraduate coursework  
students: 

On successful completion of the course, 
you should be able to: 

This learning outcome 
will be assessed in the 
following items: 

1 Knowledge The strategic and operational aspects of 
new product and service development  
 

• Project Report 
• Case Studies 

2 Critical thinking 
and problem 
solving 

Use Innovation related models and 
frameworks to interpret and analyse real 
world problems in Innovation 

• Case Study 
• Reflective Essay  

3a Written 
communication 

Construct written work which is logically 
and professionally presented. 

• Report 

3b Oral 
communication 

Communicate ideas in a succinct and 
clear manner. 

• Project Presentation 

4 Teamwork  Not specifically addressed in this 
course. 

Not specifically 
assessed. 

5a.   Ethical, 
environmental 
and sustainability 
responsibility 

Ethical and sustainability responsibility 
issues related to innovation 

• Report 

5b. Social and cultural 
awareness 

Social and cultural issues related to 
innovation 

• Report 

 
 

3. LEARNING AND TEACHING ACTIVITIES 
 
 
3.1 Approach to Learning and Teaching in the Course 
 
The course consists of a combination of lectures, class discussions, case discussions, 
class exercises, guest lectures and a major project. Lectures and class discussions focus 
on the text and reading materials, and provide the theoretical underpinnings of the 
course. Management problems, in the form of cases, are assigned to enable the student 
to apply his/her knowledge. Independent study is a major part of the course, as the 
project requires much out-of-classroom work done in teams.   
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3.2 Learning Activities and Teaching Strategies 
 
Rather than merely rehashing concepts developed in the text, class sessions will be 
devoted to probing, extending and applying text material. It will be assumed that 
students have read the text assignments, in particular case studies and readings for the 
week, ready for discussing these in class. A portion of every class will be devoted to 
discussing the readings and case studies assigned for that particular week. Students may 
be called upon to open the readings or the case. Depending on the number of students in 
class, I will expect each student to lead at least one of the weeks. It is absolutely critical 
that you be able to follow a discussion, synthesize and evaluate perspective.  
 
The pedagogical philosophy in this course is that of “learning by doing.” Concepts that 
are discussed and knowledge gained in class will be applied to a “real life” problem 
through the major project that each student will work on, in a group.     
 
 
Computers and mobile devices are not allowed to be used in class (unless the 
instructor indicates otherwise) – surfing and texting emerges as an inevitable and 
regrettable result, and is highly distracting for everyone. 
 
 
 

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

 achieve a composite mark of at least 50; and 
 make a satisfactory attempt at all assessment tasks (see below). 
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4.2 Assessment Details and Format 
 
Summary: 
 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

Length Due Date 

1)  Reflective 
Essay 35% 1,2,3a,5 3,000 

words 

Sept 19 
(By 5pm) 

2) Case Study 
Synopsis (3)  
 

10% 1, 2,3a,5 500 words Ongoing 
(In-class) 

3a) Group 
Project – 
Marketing Plan 

 

35% 1,2,3a 30 pages Sept 16 

(By 5pm) 

3b) Group 
Project 
Presentation 
(All Group 
members need 
to present) 

8% 3a,3b 25 minutes Sept 14 

3c) In-term 
Project 
Presentation 

2% 3b 10 minutes August 24 

4) Participation 10% 2,3  Ongoing 
 

 
1. Reflective Essay  
 
At the end of the term, each student is required to submit a 3000-word reflective essay 
that details their learning experience over the course of the term. Students are required 
to keep a journal for each session, which they are required bring to class each week. The 
lecturer might ask the students to discuss their journal writing in class. It is expected 
that these journals will form the basis for the student reflective essay. Students are 
expected to submit their journals with the reflective essay. 
 
2. Case Study Synopsis 
 
Each week students are required to submit a 500-word synopsis for the case study 
assigned for the week. More details regarding the case synopsis will be provided in the 
first week of classes.  
 
 
3. The Strategic Marketing Plan for a New Product (Group Project) 
 



[Mark 6002 – Creativity, Innovation and Change in Marketing]   5 

The objective of the final assignment is to provide practical experience in the New 
Product Development process, market analysis, concept generation, testing and design, 
determination of the launch strategy options and the development of a realistic and 
costed marketing implementation strategy, in a context relevant to the student’s day-to-
day working environment. Details of the Strategic Marketing Plan will be provided 
in the first class. 

4. Class Preparation and Contribution 
The preparation of class material will account for 10% of the student’s overall mark.  
Students will be expected to present answers to set readings questions and problems and 
critique articles from the marketing literature.  The assessment criteria include among 
other things: 
 
 Is the student a good listener? 
 Are the points made relevant to the discussion? 
 Are these comments linked to the comments of others? 
 Do these comments show evidence of sound analysis of the material? 
 Is the student able to develop and defend a line of argument? 

 
Contributions to class discussion should be done in the spirit of true critical discussion 
and debate rather than personalized attacks on the views of others. Also be willing to 
take some risks or to explore positions that you are not sure about but would like to 
argue out within the group. 

 
While marking criteria for each assignment will be provided in class, in general, the 
assignments will be assessed on clarity, succinctness, conciseness and independent 
thought.   
 

Assignments will generally be marked and be made available for student collection 
two weeks after the due date.  
Marked assignments that are due after the completion of the course can be collected 
during office hours Monday to Thursday from the School of Marketing Office on the 3rd 
Floor Quadrangle Building. It is student’s responsibility to collect them. In the case of 
group assignments, students should nominate one group member to collect their 
marked group assignment. If you are making a special trip to the UNSW you should 
first check with School of Marketing Office to confirm assignments are available for 
collection at the time you are coming to the School. 
 
4.3 Late Submission 
 
A daily penalty of 10% applies to late assignments. 
 
4.4 Master of Marketing Grade and Mark Ranges 

 
 

From Semester 1, 2010 grades for progressive assessment during the session (either by 
assignments, participation and/or a mid-session examination) will be provided to 
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students in a form of a letter grade (not as a mark) as follows. This follows the    grading 
system used on other postgraduate degrees in ASB.  
 
Grade Mark Explanation 
A 75 – 100 A superior to outstanding performance 
B 60 – 74 A good performance  
C 50 – 59 An acceptable level of performance 
Fail 0–49 Performance below minimum level of competence 
 
Course results are released to students and are available via MyUNSW as a mark at the 
end of the Semester, after their approval by the Head of School. Unfortunately it is not 
possible for UNSW to release marks for subjects undertaken in the first half of the 
Semester before the end of the Semester. 
 
 
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. 
 
 
5. COURSE RESOURCES  
 
NOTE: There is no Required Book for this Course 
 
Recommended Books: Crawford, Merle and Di Benedetto, C. Anthony, New Products 
Management, 10th edition, 2010, McGraw Hill-Irwin. 
 
R. G. Cooper, Winning at New Products – Accelerating the Process from Idea to 
Launch, 3rd Edition, Perseus Books (paperback). 
 
An additional book of readings and case studies will be put on black board. 
 

• UNSW Library information.  
http://info.library.unsw.edu.au/web/services/services.html  

 
6. COURSE EVALUATION AND DEVELOPMENT 
 
Mid and end of session feedback is sought from students about the courses offered in 
the School and continual improvements are made based on this feedback.  Significant 
changes to courses and programs within the School are communicated to subsequent 
cohorts to students.  

http://info.library.unsw.edu.au/web/services/services.html�


 

7. COURSE SCHEDULE 
 
 
 

Wee
k 

Date Lecture Content/ 
Topic 

Readings Other Activities/Assessment 

1 August 10 Introduction 
 
New Product 
Process 

Chapters 1,2 
(O) 
 
Week 1 
Readings 

 
Form Groups – provide 
names of group members 
to the instructor 

2 August 17 
 

Ideation and 
Creativity 
 
Disruptive 
Innovation 
(Guest Lecturer 
Jacques Cadeaux) 

Week 2 
Readings  
 
Netflix Case 
 
 

In class discussion of Netflix 
Case 
 
Submit Netflix Case 
Synopsis 

3 August 24 New Product 
Development 
(Fuzzy Front End) 
 
Design Thinking 
 
Guest Lecture: 
Sarah Buchanan 
(1:00-1:45) 
 
 

Chapters 3, 4, 
5 (O) 
 
Week 3 
Readings 
Creativity 
 
3M Case  

In class discussion of  
3M case study (10:40 -
12:00pm) 
 
Submit 3M Case Synopsis 
 
Presentations – (2:45- 
5:00pm) 
 

4 August 31 Stage Gate Model+ 
Open Innovation 
 
 
Guest Lecture: 
Charlie Cochran 
(1:00-2:20pm) 
 

Chapters 
6,7,8,9,13 and 
15 (O) 
 
Week 4 
Readings  
 
Apple Case 
 

In class discussion of Dell 
Computers (10:40-12:00pm) 
 
Submit Apple Case 
 

5 September 7 
 
(Class Time 
9:00AM-
1:30pm) 
 
Break of 20 
minutes for 
Lunch 

Business Model + 
Strategic Launch 
 
 
 

Chapters 
16,17,18 and 
19 (0) 
 
Week 5 
Readings 
 
Goodyear Case 
 
 
 

In class discussion of 
Goodyear Case (10:40-
12:00pm)  
 
Submit Goodyear 
Synopsis 
 
 

6 Sept 14 Final Presentations (30 minutes inclusive of Q&A)  
Marketing Plan for the New Idea Due 
 
Judge:  Dr.  Liem Ngo (Senior Lecturer, SOM) 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT  
 
1 PROGRAM LEARNING GOALS AND OUTCOMES  
 
The Australian School of Business Program Learning Goals reflect what we want all 
students to BE or HAVE by the time they successfully complete their degree, 
regardless of their individual majors or specialisations. For example, we want all our 
graduates to HAVE a high level of business knowledge, and a sound awareness of 
ethical, social, cultural and environmental implications of business. As well, we want all 
our graduates to BE effective problem-solvers, communicators and team participants. 
These are our overall learning goals for you. 
 
You can demonstrate your achievement of these goals by the specific outcomes you 
achieve by the end of your degree (e.g. be able to analyse and research business 
problems and propose well-justified solutions). Each course contributes to your 
development of two or more program learning goals/outcomes by providing 
opportunities for you to practise these skills and to be assessed and receive feedback. 
 
Program Learning Goals for undergraduate and postgraduate students cover the same 
key areas (application of business knowledge, critical thinking, communication and 
teamwork, ethical, social and environmental responsibility), which are key goals for all 
ASB students and essential for success in a globalised world. However, the specific 
outcomes reflect different expectations for these levels of study. 
 
We strongly advise you to choose a range of courses which assist your development of 
these skills, e.g., courses assessing written and oral communication skills, and to keep 
a record of your achievements against the Program Learning Goals as part of your 
portfolio. 
  

ASB Postgraduate Coursework Program Learning Goals and Outcomes 
 

1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 
 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and 
information effectively for the intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information 
effectively for the intended audience and purpose. 

 
4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability considerations in business 
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decision-making and practice, and  
b. Consider social and cultural implications of business and /or management practice. 
 

For MBT and MBA programs: 
6. Leadership: Our graduates will have an understanding of effective leadership. 
You should be able to reflect on your personal leadership experience, and on the capabilities necessary 
for leadership.  
 
 

5. 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 the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services> Referencing and 
plagiarism)   
 
 
 

6. 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’. 
 
 

a. Workload 
 
For a Master of Marketing core course (6UOC) it is expected that you will spend at least 
twenty hours per week studying  including 6 hours in class sessions 
 
We strongly encourage you to connect with your Blackboard or Moodle course 
websites in the first week of semester. Local and international research indicates that 
students who engage early and often with their course website are more likely to pass 
their course. 
 

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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b. 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.  
 
Reference for 80% guideline is at: 
https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html 

c. 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 
 

d. 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/. 
 

e. 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. 
 
 

7. 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, 

https://my.unsw.edu.au/student/atoz/AttendanceAbsence.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�
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please study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html. 

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 (or by 
the Faculty Panel in the case of UG final exam special considerations), 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. 

 
 
 

8. 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 Click on ‘Student Services’. 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online resources, and individual consultations. 
EDU Office: Room GO7, Ground Floor, ASB Building (opposite Student 
Centre); Phone: 9385 5584; Email: edu@unsw.edu.au. Visit us on Facebook: 
www.facebook.com/educationdevelopmentunit. 

• 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; Phone: 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; 
Phone: 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; Phone: 9385 5418. 

https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
http://www.asb.unsw.edu.au/learningandteaching�
mailto:edu@unsw.edu.au�
http://www.facebook.com/educationdevelopmentunit�
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/�
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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; Phone: 9385 4734. 
 

  

http://www.studentequity.unsw.edu.au/�
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About your Instructor: 
 
Ashish Sinha   -- Professor and Head of School of Marketing, Australian School of Business, 
University of New South Wales, Sydney, Australia -- obtained his PhD from University of 
Alberta, Canada in the area of Marketing Science with minors in Statistics and Economics. His 
major area of interest lies in developing models that help managers make better decisions. 
This interest is a natural extension of his work at Information Resources Incorporated, Chicago, 
USA, where in the role of Vice President and Chief Modeler of Analytics Insight Group he 
spearheaded the development of several multi-million dollar products including Attribute 
Drivers, Consumer Mix Drivers and Portfolio Drivers. He has consulted for many Blue Chip 
companies, including Kraft, Pepsico, Frito-Lays and Campbell Soup Company, among others, 
and has taught several executive programs for companies, such as, General Electric, Coke, 
Hershey and Eli Lilly. He has advised many consulting houses and regulatory organizations, 
including Mckinsey Corporation, Information Resources Incorporated and ACCC, and was 
involved in the design and marketing of the analytics offerings of Synovate Aztec in Australasia 
and Synovate MMA in the United States. He has mostly recently sold a Marketing Analytics ‘Big 
Data’ company that he was a partner in to Information Resources Incorporated, Chicago, USA. 
 
His work has appeared or forthcoming in many academic and trade journals, such as 
Marketing Science, the Journal of Marketing Research, the Journal of Retailing, Marketing 
Letters, the Journal of Retailing and Consumer Services, the Journal of Business Research, 
Industrial Marketing Management and Australasian Marketing Journal. He is also the recipient 
of several academic awards, including the Davidson Award for the Best Journal of Retailing 
Paper, Australasian Marketing Journal Best Paper Award, Academy of Marketing Science Best 
Dissertation Award and AMA Best Market Research Paper Award. He was awarded the “Best 
Marketing Professor” in Australasia by the CMO Asia chapter in 2011. He is also a twice-finalist 
for the prestigious INFORMS Marketing Science Institute Gary Lilien Practice Award in 
recognition of his work in the areas of Category Management, Assortment and Disruptive 
innovation. 
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