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Strategies for Product and Service Development 
(SPSD – Art Center) is about managing 
innovation from an interdisciplinary perspective. 
At some point in your managerial career (as a 
line manager, as a consultant helping a line 
manager, as an entrepreneur, or even as a 
private equity manager) you will need to deal with 
the challenges of creating a new product or 
service. This course will prepare you to identify 
and tackle such managerial challenges. You will 
learn how to effectively integrate strategy, 
marketing, design, and manufacturing decisions 
not only by discussing state-of-the-art 
frameworks/tools for effective innovation 
management in large organizations but also by 
developing a new product idea in a team-based 
course project. 

 

This course will benefit from the par-
ticipation of ten design students from 
the Art Center College of Design (Pas-
adena, California). Their presence will 
provide us with the opportunity to in-
teract (both in class and during 
course assignments) with participants 
who have strong training and back-
ground in industrial design. It will be 
an opportunity to learn the value of 
using structured methods for creativi-
ty generation and presenting ideas in 
a holistic way through graphical or 
physical objects. This is relevant in 
many areas of the firm in which hav-
ing distinct problem solving capabili-
ties provides special competitive ad-
vantage.
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Summary of Course Content 
SPSD (Art Center) addresses the managerial 
challenges associated with integrating the effort 
of various functions of the firm during the pro-
cess of developing new products and services. 
SPSD (Art Center) is intended to provide you 
with the three major benefits: 
• Comprehension of the managerial and oper-

ational challenges associated with each 
phase of the product development process 
(What are the big questions that every or-
ganization big or small needs to answer?) 

• Proficiency with a set of managerial tools 
and methods for effective product and ser-
vice development (What are the most useful 
tools in answering the big questions?) 

• Deep understanding of the role of design 
thinking in innovation management  

 
Principles and methods discussed in class will 
be reinforced with a course project which will 
challenge teams of students to apply decision-
making methods to the development of an ac-
tual product/service idea. The goal of the pro-
ject is to have teams perform all phases of the 
development process by developing a prod-
uct/service idea to satisfy a market opportunity 
identified by class participants. Teams of five or 
six students (one of which will be a design 
student from the Art Center College of De-
sign from Pasadena, California) will define 
the product/service vision, gather potential user 
needs, develop specifications, generate prod-
uct/service concepts, select a promising con-
cept, and build a functional prototype of their 
selected concept. Team assignments will be 
focused on managing the challenge of integrat-
ing cross-functional 
activities during the 
entire development 
process. 
 
 
 
 
 
 
 

Recommended (Optional) Textbook 
• Ulrich, K. T. and Eppinger, S. E. Product 

Design and Development. Fourth Edition. 
2008.  

 
The Grading Scheme 
• 40% based on the quality of your individual 

preparation and participation in class dis-
cussions and exercises 

• 10% based on the quality of a group product 
development exercise (sessions 7~10) 

• 30% based on the quality of your preparation 
and participation in two team-based de-
sign critiques 

• 20% based on the quality of your team-based 
final presentation  

 
SPSD Credits and Workload 
This is a 1.5 credit course because we have 

scheduled many double sessions to carry out 
project related activities in our SPSD design 
studio. This will ensure that teams work to-
gether on their projects under guidance of 
SPSD instructors. This class is fun, but it re-
quires commitment and lots of teamwork. 
A great deal of the workload is to be complet-
ed our SPSD design studio. 

 
SPSD (Fieldtrip) 
Participants in this course will have the option 

of taking the mini elective course SPSD 
(fieldtrip) offered during the P4-P5 break in 
Pasadena (California). See separate SPSD 
(Fieldtrip)’s course outline for details. 



 

Outline of Class Sessions 
 
Week 1: 
 
Sessions 1&2 (Double Session): Airplanes, Apple, and SPSD 
In this session we will discuss broadly the challenges of developing new products and services 
(from airplanes, to computers, to on-line stores) and will introduce the SPSD framework to study 
innovation management. We will also discuss the importance of integrating design and business 
thinking for successful innovation management. 

Assigned Reading: 
Article: Apple Powerbook: Design Quality and Time to Market  
 
The following questions may help you prepare for the class discussion: 
• What was Apple’s product development strategy when launching the Powerbook project?  
• What decisions and trade-offs were made during the Powerbook project? Which ones led to 

success? 
Optional Readings: 

•  “Apple’s new core”, Time Magazine, Jan 14, 2002.  
• “The man behind Apple’s design magic,” Business Week, Sept 2006. 
•   “Apple’s endlessly expanding universe”, Bloomerang BusinessWeek, April 26-May 2, 

2010. 
 

Sessions 3&4 (Double Session): Searching for Good Ideas in a Global Organization 
This double session is about discovering and effectively deploying good ideas in a distributed or-
ganization. We will discuss how innovations emerge, and what levers executives can use to un-
cover innovation opportunities in a global company. 

Assigned Reading: 
Case: Managing Innovation at Nypro Inc. (A) 
 
The following questions may help you prepare for the class discussion: 
• What is the process employed at Nypro to identify and standardize upon important innova-

tions? 
• Can you make any generalizations about what sorts of innovations are likely to thrive within 

Nypro's "internal marketplace" for technologies? What sorts of innovations are likely to lan-
guish? 

• How should Lankton roll out the Novaplast technology? 
 
 
Session 5: SPSD Project Definition 
In this session will form the portfolio of SPSD projects to be carried out during the course. 
 



Week 2: 
 
Session 6: The Journey of an Innovation Project  

This session looks at the journey of developing new services. IDEO is a creative design compa-
ny, so the development of innovative services is chaotic and unstructured—or is it? By examining 
how IDEO develops new products and services we will discuss how innovation systems work. 

Assigned Reading: 
Case: Service Design at IDEO (A) (INSEAD case also available in iPad version) 
 
The following questions may help you prepare for the class discussion: 
• What are the overarching steps that can be used to approach any innovation project at IDEO? 

How appropriate and complete do you believe IDEO’s five step process is?  
• If you were in Peter Coughlan’s shoes, how would you tackle the project given to you? Are 

there any specific methods (used by IDEO or invented by you) that you would use at different 
stages? 

 
Optional readings: 
• Brown, T. 2008. Design Thinking. Harvard Business Review. 
• Hargadon, A. and Sutton, R. 2000 Building an Innovation Factory. Harvard Business Review. 
 
Sessions 7, 8&9, 10 (one session + double session + one extra session): Innovation Exercise 
Thomas Edison once remarked, “Invention is 1% inspiration and 99% transpiration”. In this multi-
session exercise, participants will be working in teams and ask to develop a new product to be 
launched in session 10. The goal is to have an initial hands-on experience as a team with the 
main phases of the innovation process. 
 

Session 7 Off-campus – Customer needs identification 
This is an informal session in which teams will go off-campus to gather customer needs. 
This activity is mandatory because doing this is essential to be able to complete the inno-
vation exercise satisfactorily. 
  
Sessions 8&9 – Ideation and Prototyping in Action 
This double-session is about generating, selecting, and building product concepts.  
 
Session 10 – Product Launch 
In this session every team will exhibit their final product for final evaluation. 
 

Optional reading: 
• Thomke, S. 2001. “Enlightened Experimentation: The New Imperative for Innovation”, Harvard 

Business Review. 
 



Week 3: 
 
Sessions 11&12: User Needs, Lead Users, and Mind Mapping 
In this session we will discuss the challenges of gathering, synthesizing, and prioritizing users’ 
needs. We will discuss frameworks to address this challenge and introduce the concept of lead 
users. We will also introduces and discuss Mind Mapping as a tool to explore the space of inno-
vation opportunities. 
Optional Readings: 

• Leonard, D and Rayport, J. “Spark Innovation Through Empathic Design”, Harvard Busi-
ness Review. Nov-Dec 1997. 

•  Abstract from “Identifying Customer Needs”, Chapter 4 of the book Product Design and 
Development, by Karl Ulrich and Steven Eppinger, 2008.  

 
 
Session 13a&b: Organization & Processes 
In this session we will discuss the various organizational structures and their link to innovation 
management. 
Assigned Reading: 
Case: The development of Nopane (Insead case) 
Optional Readings: 
• ”Development Processes and Organizations”, chapter 2 of the book Product Design and De-

velopment by Karl R.Ulrich and Steven D.Eppinger, 2008. Please read from Exhibit 2-5 on 
page 23 up to the end of the chapter. 

 
 
 
Sessions 14a&b (Double Session): Design Critique I 
In this session SPSD team will go over a design critique concerning their project definition and 
identified user needs. 

Who are the “personas” in your project?  
What are their personal attributes? 
What products or services would they pay for? 

 
 



Week 4: 
 
Sessions 15&16 (Double Session): Understanding Creativity – Concept Generation 
Based on various short in-class exercises, we will discuss the creativity phenomenon and its role 
in the concept generation phase of an innovation process. 

Optional Readings: 
• Kelley, T. The Art of Innovation. (Chapter 4: The Perfect Brainstorm). 2002 
• Sutton, R. The Weird Rules of Creativity. Harvard Business Review. September 2001. 
• Hargadon, A. and Sutton, R. Building an Innovation Factory. Harvard Business Review. 

May-June 2000. 
• ”Concept Generation”, Chapter 6 of the book Product Design and Development by Karl R. 

Ulrich and Steven D. Eppinger, 2008 
 
 
 
Session 17a&b: Concepts Evaluation and Selection 
One of the most difficult challenges when developing a new product/service concept is to evalu-
ate and select the most promising one among many promising alternatives. In this session, we 
will discuss the pros and cons of various methods to tackle this challenge. 

 
Case: Bazile Telecom (INSEAD case also available in iPad version) 
The following question may help you prepare for the class discussion: 

• What should Frank Drummond do next? Why? 

• Option 1: Grow his telecom business 

• Option 2: Start a new business focused on products for babies 
 
Optional Readings: 

• Abstract from “Concept Selection”, Chapter 7 of the book Product Design and Develop-
ment, by Karl Ulrich and Steven Eppinger, 2008.  

 
 
 
Sessions 18a&b (Double Session): Design Critique II 
Teams present preliminary product concepts. 
 



Week 5: 
 
Session 19: Prototyping and Product Launch  
In large-scale projects, poor coordination among many simultaneously acting parties is the main 
reason for pitfalls. In this session we will discuss the role of prototyping when managing both in-
novation and complexity.  
Assigned Reading: 
Case: BMW: The 7-Series (A) 

The following questions may help you prepare for the class discussion: 

• What recommendations would you make to BMW's top management team regarding their 
strategy to compete against Japanese entrants into the luxury car market? 

• What are the causes and consequences of BMW's quality problems with newly launched 
products? What should be done to improve "launch quality"? 

• What are your recommendations to Carl-Peter Forster concerning the 7-series prototypes? 
What should he do regarding future development projects? 

Optional Readings: 
• “Prototyping”, Chapter 12 of the book Product Design and Development, by Karl Ulrich and 

Steven Eppinger, 2008.  
• Sosa, M., Eppinger, S., Rowles. C. Are your Engineers Talking to One Another When They 

Should? Harvard Business Review. November 2007. 
 

Sessions 20a&b (Double Session): Design-Build-Test Cycles 
Teams build their prototypes. 
 
Session 21: Design and Costing  
Based on an in-class exercise we will discuss the relationship between design decisions and 
cost. 
 
Optional Reading: 

• Ulrich, K. and Pearson, S. Assessing the Importance of Design through Product Archaeol-
ogy, Management Science, Vol. 44, N° 3, Marche 1998 

• “Design for Manufacturing”, Chapter 11 of the book Product Design and Development, by 
Karl Ulrich and Steven Eppinger, 2008. 

 
 



Week 6: 
 
Session 22: From Product Design to Business Design 
In this session we will discuss how product design leads to the design of new business models. 
Assigned Reading: 
Case: Handpresso (A) (INSEAD case also available in iPad version) 
 
The following questions may help you prepare for the class discussion: 
• It seems like handpresso was a good idea. If so, how could Henrik Nielsen capture the value 

behind handpresso? What options did he have? 
 
 
Session 23: Innovation in Large Organizations 
Assigned Reading: 
Case: QuickStep (A) (INSEAD case to be distributed in class) 
 
Week 7: 
 
Session 24: Guest Speaker 
 
Sessions 25&26 (double session): Final Presentations 
In this final session, every team will present their findings concerning their final innovation project. 
We will also debrief on the broader implications of the SPSD projects for innovation management 
in the future. 
 



The INSEAD-Art Center collaboration on the press 

 
 

http://www.businessweek.com/magazine/content/05_16/b3929040_mz011.htm 
 



 

The INSEAD-Art Center collaboration on the press 
 

http://www.businessweek.com/magazine/content/06_41/b4004407.htm 



 

The INSEAD-Art Center collaboration on the press 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

http://www.ft.com/cms/s/0/ff8cd644-7537-11dc-892d-0000779fd2ac.html 
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http://www.ft.com/cms/s/2/8dc54e80-bcef-11df-954b-00144feab49a.html  


