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#A2 P &  Course Objectives

In today’ s increasingly competitive marketplace, survival and growth of a firm are largely dependent
on its ability to develop new products effectively. New product introductions are expensive and often
prone to failure. A systematic approach to the new product development process can significantly
reduce the risk of failure. This course examines that process from the marketing perspective and
identifies the key points of contact with operations, finance, organizational policy, and strategic
planning. Although an overview of the entire process is provided in the course, special emphasis is
placed on the evaluation of concepts early in the process.

Thus, this course is very much concerned with ideas and how to select the best ideas and make them a
reality. The main objectives of the course are (1) to familiarize students with the strategies
frameworks, conceptual tools, and types of marketing research that are considered best practices in
the development of new products and (2) to give students the opportunity to apply these ideas and
methods in the evaluation of a specific product concept, customizing the learning experience to their
own needs and interests
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