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1. COURSE DESCRIPTION
This course exposes the student to the decision-making processes involved in product development with emphasis on creating successful new products. The major types and processes of product development methodology are presented from searching for a competitive idea through creating, launching, monitoring, and adjusting new products. Concepts, theories, and techniques are applied to case studies about successful innovations and to individual student projects to help each student learn to use product development principles. Regular class discussions and project presentations emphasize creative thinking, problem solving, listening critically, communicating persuasively, and using analytical tools to improve product development decisions and processes. Where possible, classroom discussions will place special emphasis on developing and introducing new products to the local marketplace and, where appropriate, other markets. 
2.  OBJECTIVES 

a. GENERAL COMPETENCY

The goal of this course is to provide the student with an overview of the various functions involved in the creation, marketing, finance, and production of a new product, from the idea and design stage to final evaluation and assessment.

b. SPECIFIC COMPETENCIES
During each class session, the student will identify key terminology and concepts associated with the processes associated with product development.  Additionally, the student will demonstrate, define and apply their understanding of business, marketing, and product development concepts through daily class interactions, case studies, unannounced quizzes, comprehensive examinations and other assignments.  The student is responsible for 3.125 hours of daily reading outside of class (non-contact hours) for each class period during the term.

After completion of this course, students will be able to: 

1.  Understand and define the principles of product design, merchandising, 

      manufacturing, and marketing. 

2.  Identify the structure and interrelationships among textile, apparel, and retail 

      industries and consumers.  

3.  Explain the relationship of consumer demographics and lifestyle characteristics to 

      the development of product lines. 

4.  Define the apparel, accessories, and soft goods classifications. 

5.  Determine the following factors that influence and limit product development:    

      strategic planning, principles and elements of design, product performance/quality,  

      intrinsic/extrinsic cues, and dimensions of apparel, food and music products. 

6.  Explain the process of planning and developing a line of goods.  

7.  Relate to standards and specifications involved in the development of products.  

8.  Explain how the presentation of product lines at the manufacturing and retail levels  

      is instrumental to product success. 

9.  Define the professional terminology associated with the apparel, food and music  

      business. 

10. Use appropriate resources and publications that aid professionals in the apparel,  

      food and music industry. 

11. Demonstrate consumer methods of product assessment.
3. COURSE CONTENT OUTLINE

	
	DATE
	CONTENT 
	HOMEWORK (96 HRS.)
	EVALUATION

	
	
	Subject(s) to be covered
	Assignment & number of allotted hours-specify pages
	How assignment will be evaluated

	1
	June 27
	Introduction to Course and Concepts
	No Assigned Reading
	In-class Participation Evaluation

	2
	June 28
	Definition of roles.  Product. Concepts; how to proceed; factors to consider; concept methodology; consumer testing

Competency 1
	Study NPSS pp. 1-16 (16 pgs).
	In-class Participation Evaluation



	3
	July 2
	Product attributes - what they are and their significance

Competency 1
	Study NPSS pp. 17-52; Starbuck’s (35 pgs).
	In-class Participation Evaluation



	4
	July 3
	Concept testing approaches; sampling methods; role or sensory evaluation; Preparation of concept testing documentation,

Competency 2
	Study MNP pp. 14-48; Philips

(34 pgs).
	In-class Participation Evaluation



	5
	July 4
	Concept testing approaches; sampling methods; role or sensory evaluation; Preparation of concept testing documentation, part 2

Competency 3
	Study NPSS pp. 53-87; Cellular One; Ault; (34 pgs).
	In-class Participation Evaluation



	6
	July 5
	Requirements for product development authorization.  Development        of product specifications.

Competency 9
	Study MNP pp. 49, 54-61, 84-93

(16 pgs).
	In-class Participation Evaluation



	7
	July 9
	Prototype development; role of ingredients and processing in defining       attributes

Competency 9
	Study Competitive Advantage of Nations (CAN) pp. 33-68 (35 pgs).
	In-class Participation Evaluation



	8
	July 10
	Prototype development; role of ingredients and processing in defining          attributes, part 2

Competency 9, 3
	Study Competitive Advantage (CA) pp. 4-26 (22 pgs). 
	In-class Participation Evaluation



	9
	July 11
	Review for Test 1
	Study MNP pp. 104-141, 146;  Paragliders

(38 pgs).
	In-class Participation Evaluation



	10
	July 12
	EXAM 1
	 No Assigned Reading
	Subjective; Authentic Assessment

	11
	July 16
	Process flow sheet development; factors to consider in process              development; process  optimization; HACCP, PARS.

Competency 9, 4
	Study MNP pp. 147-155; Gannett (8 pgs).
	In-class Participation Evaluation



	12
	July 17
	Process flow sheet development; factors to consider in process              development; process  optimization; HACCP, PARS, part 2

Competency 9, 4
	Study MNP pp. 202-203 and NPSS pp. 127-161 Ford Taurus; Canon; (36 pgs).
	In-class Participation Evaluation

	13
	July 18
	Review for Mid-Term


	Review for Mid-Term
	In-class Participation Evaluation



	14
	July 19
	Mid-Term Examination
	No Assigned Reading
	Subjective; Authentic Assessment

	15
	July 23
	Factors to consider beyond formulation and processing shelf life requirements; product performance testing; market positioning

Competency 5
	Study MNP pp. 160-191; Broderbund; Marriott; (31pgs).
	In-class Participation Evaluation


	16
	July 24
	Factors to consider beyond formulation and processing shelf life requirements; product performance testing; market positioning, part 2

Competency 5
	Study NPSS pp. 163-192; Sunfish; Strollers (30 pgs).
	In-class Participation Evaluation



	17
	July 25
	Integration of R&D; specifications; manufacturing and               marketing developing test market strategies; how to run a plant trial.

Competency 6
	Study NPSS pp. 193-228; MCI; Lever  (35 pgs).
	In-class Participation Evaluation


	18
	July 26
	Shelf-life requirements and factors affecting shelf-life and product               attributes; methods of assessment

Competency 6, 9
	Case Study (10 pgs).
	In-class Participation Evaluation



	19
	July 30
	Shelf-life requirements and factors affecting shelf-life and product               attributes; methods of assessment, part 2

Competency 6, 9
	Study NPSS pp. 89-125; Slim-Fast; Glaxo Zantac (36 pgs).
	In-class Participation Evaluation



	20
	July 31
	Product Roll-out;  Road-locks to successful product development

Competency 7
	No Assigned Reading
	In-class Participation Evaluation


	21
	August 1
	Review for Test 3
	 NPSS pp. 267-297; MTV; Fuji; Snapple (30 pgs).
	In-class Participation Evaluation


	22
	August 2
	Exam 3
	Study NPSS pp. 229-265 (36 pgs).
	Subjective; Authentic Assessment

	23
	August 6
	Product Roll-out;  Road-locks to successful product development, part 2

Competency 7
	Study NPSS pp. 299-318;  (19 pgs). 502 Total pgs.
	In-class Participation Evaluation


	24
	August 7
	Test safety of product and characterize attributes.  Final consumer               testing and evaluation of results

Competency 8
	Current Issue

TBA
	In-class Participation Evaluation


	24
	August 8
	Test safety of product and characterize attributes.  Final consumer               testing and evaluation of results, part 2

Competency 8
	Current Issue

TBA
	In-class Participation Evaluation



	25
	August 9
	Continue production and evaluation of product. Process prototype               product and evaluate

Competency 10
	Current Issue

TBA
	In-class Participation Evaluation



	26
	August 13
	Continue production and evaluation of product. Process prototype               product and evaluate, part 2

Competency 10
	Case Study

TBA
	In-class 

Participation Evaluation



	27
	August 14
	Present product prototype to small trained panel of consumers for               evaluation - complete with label and package design.  Evaluate composition               and characteristics of prototype product

Competency 11
	Case Study

TBA
	In-class 

Participation Evaluation



	28
	August 15
	Present product prototype to small trained panel of consumers for               evaluation - complete with label and package design.  Evaluate composition               and characteristics of prototype product

Competency 11
	Review for Final Exam 

No Assigned Reading
	In-class 

Participation Evaluation



	29
	August 16
	Final exam
	No Assigned Reading
	Subjective; Authentic Assessment

	30
	August 20
	Course Wrap-up and one-on-one conferences.
	No Assigned Reading
	


4. METHODOLOGY

This is a lecture-based course that will require continuous student attendance.  Student knowledge and competencies will be evaluated through daily class participation, question-and-answer sessions and examination through authentic assessment i.e., demonstrating what has been learned.

Note that students CANNOT make-up missed work through class absence.  Students are highly encouraged to maintain a consistent presence during all scheduled class times.

5. ASSESSMENT/EVALUATION

The student will be assessed through daily in-class participation and evaluation through testing.  By the conclusion of this class, the student will be able to fundamentally understand the various concepts that make-up successful business practices within the context of product development.
6. BIBLIOGRAPHY 

6.1 REQUIRED 

MAIN TEXTBOOKS:

1. New Product Success Stories: Lessons from Leading Innovators by Robert J. Thomas. NY: John Wiley & Sons.

2. Managing New Products: The Power of Innovation, 2nd Edition (1992) by Thomas D.

    Kuczmarski. Englewood Cliffs, NJ: Prentice Hall.

3. The Competitive Advantage of Nations – With a New Introduction (1998) by Michael   

    E. Porter. NY: The Free Press.

4. Competitive Advantage: Creating and Sustaining Superior Performance (1985)
           by Michael E. Porter. NY: The Free Press.

6.2 COMPLEMENTARY
General and marketing publications available at http://www.marketingpower.com 

and through EBSCO at http://www.uees.edu.ec/biblio/bienvenida.htm
6.3 HANDOUTS: 

TBA

6.4 WEBLIOGRAPHY:

A large assortment of product development links can be found through:

http://www.agmrc.org/agmrc/business/startingbusiness/productdevelopmentlinks.htm
7.  FACULTY INFORMATION

NAME:
James W. Keeley, PhD 

E-mail: 
drjwkeeley@yahoo.com
.

ACADEMIC CREDENTIALS: 


B.A.A.S Bachelors of Arts and Sciences, Dallas Baptist University
GRADUATE:


M.Ed. Master of Education, Dallas Baptist University



M.B.A. Master of Business Administration, Colorado Tech



Ph.D. Doctor of Philosophy, Touro University International
