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For starters, all members of a new products team ( often including the leader) live in a functional area of the
firm. Marketing people are supposed to help the entire team succeed, so we have to soften any narrow, functional
slants. We have to learn to work with scientists, engineers, lawyers, production managers, and so on.[]
This course of study calls for a strong [0 [ [0 O O O ive contribution to enable students to get the following

training:OJ
1.Be multifunctional, not functionally parochial.[]
2.Be risk takers, willing to do whatever is necessary to bring a product to market, including facing the wrath of
co-workers.
3.Think like a general manager.[]
4.Be a combination of optimist and realist, aggressor and team player, leader and follower.[]
5.Develop your [0 O O O O O ive skills, both for new product concepts and for new ways of doing things.[
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6.Be comfortable in chaos and confusion. Learn to work with depressives, euphorics, and those with no emotion at
all.l

D

This course includes: Professional Capability 40%, Exploratory Ability 20%, and Communication, Concernment &
Courage, Cooperation, Creativity 10% respectively.
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Part 1 Overview and Opportunity Identification/Selection Ch.1 ~ Ch.3 (SP development)[]
Part 2 Concept Generation Ch.4 ~ Ch.7 (SP development)]

Part 3 Concept/Project Evaluation Ch.8 ~ Ch.12 (SP development)[]

Part 4 Development Ch.13 ~ Ch.15 (SCEP development)

Part 5 Launch Ch.16 ~ Ch.20 (SCEP development)
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2 Ch2. The New Products Process &amp;amp; Ch3. 0 0 0 0 0
Opportunity Ideintification and Selection
3 Ch4. Preparation and Alternatives 0 0 0 0 0
4 Chb. Problem-based Ideation 0 0 0 0 0
5 Che6. Analytical Attribute Approaches 0 0 0 0 0
6 Ch7. Analytical Attribute Approaches &amp;amp;Ch8. The 0 0 0 0 0
Concept Evaluation System
7 Ch9. Concept Testing &amp;amp; Ch10. The Full Screen 0
8 000 Mid-term Examination 0
9 Ch11. Sales Forecasting and Financial Analysis &amp;amp; 0
Ch12. Product Protocol
10 Ch13. Design 0 0 0 0 0
11 Ch14. Development Team Management 0 0 0 0 0
12 Ch15. Product Use Testing 0 0 0 0 0
13 Ch16. Strategic Launch Planning 0 0 0 0 0
14 Ch17. Implementation of the Strategic Plan 0 0 0 O 0
15 Ch18. Market Testing 0 0 0 0 0
16 Ch19. Launch Management 0 0 0 0 0
17 Ch20. Public Policy Issues 0 0 0 0 0
18 O 00O Final Examination 0 0 0 0 0
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