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POST GRADUATE PROGRAMME IN MANAGEMENT 

Academic Year: 2021-22 | Term: International Week  

INNOVATION AND MARKETING 

 
 

Credits: 1 credit         

Course instructor: Associate Professor Rajat Roy 

Email:rajattroy@hotmail.com  | Phone: +61423818429 

Consultation hours: contact through email 

 

 
Course Introduction: 

This course builds up on the existing student knowledge of marketing, with a focus on how to 
market innovations. Participants would be provided with relevant tools and frameworks that will 
enable them to understand how to bring innovations to the market place. Participants first learn 
about how market orientation affects innovation. The module then delves into more nuanced 
aspects of how customer, product, brand and pricing considerations can inform innovation and 
marketing. The course will equip future managers with strategic marketing skills as continuous 
innovation remains critical to an organization’s success in the market place.  

 

Course Objectives: 

1. To provide students with an understanding of market orientation and innovation 
consequences. 

2. To provide framework that helps to understand how customer level variables influence 
perception and adoption of innovation. 

3. To understand how new products penetrate the market and the role of branding in the 
diffusion process. 

4. To examine the role of innovation in pricing on consumer decisions.  
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S No Course Learning Outcomes Programme Goals Achieved by the 
Course 

1 To provide students with an 
understanding of market orientation 
and innovation consequences. 

 

1a. Displaying skills required to lead and 
manage in organizational contexts. 
 
1b. Demonstrating an ability to be creative 
and innovative in any organizational or 
entrepreneurial context. 

2 To provide framework that helps to 
understand how customer level 
variables influence perception and 
adoption of innovation. 

2b. Demonstrating ability to apply 
multidisciplinary thinking to address 
managerial challenges and opportunities. 

3 To understand how new products 
penetrate the market and the role of 
branding in the diffusion process. 

3a. Demonstrating ability to identify the 
central problem/issue in a decision-making 
situation, gather relevant information, and 
apply appropriate tools to arrive at a solution. 

4.   To examine the role of innovation 
in pricing on consumer decisions.  

 

3b. Demonstrating an ability to make 
reasoned choices in ambiguous and less 
structured managerial situations. 

 

 
Pedagogy:  

The course will be taught using a variety of academic and practical resources. Students will need 
to read a number of curated academic papers from high quality marketing journals to enhance their 
understanding of the topics. Further, the connection between theory and practice will be enforced 
through practical real life examples, and study of a business case. This will help students to  apply 
the theories and frameworks learned in the course in real life market settings.   

Course material: 

Academic papers: A number of curated academic papers. An indicative reading list is shown 
below (subject to updation) 

Drucker, P. F. (2002). The discipline of innovation. Harvard business review, 80, 95-104. 

Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business 
profitability. Journal of marketing, 54(4), 20-35. 

Grinstein, A. (2008). The effect of market orientation and its components on innovation 
consequences: a meta-analysis. Journal of the academy of Marketing science, 36(2), 166-173. 

Arts, J. W., Frambach, R. T., & Bijmolt, T. H. (2011). Generalizations on consumer innovation 
adoption: A meta-analysis on drivers of intention and behavior. International Journal of Research 
in Marketing, 28(2), 134-144. 
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Aaker, D. (2007). Innovation: Brand it or lose it. California Management Review, 50(1), 8-24. 

Kim, J. Y., Natter, M., & Spann, M. (2009). Pay what you want: A new participative pricing 
mechanism. Journal of Marketing, 73(1), 44-58. 

Harvard Business Case 

Moon, Y. E., Kussmann, E., Penick, E., Wojewoda, S., & Herman, K. (2003). Burberry. 

Course prerequisites: 

In order to complete this course, students must have mandatory prior knowledge of entry level 
marketing subject such as Marketing Management. It is also desirable to have some prior 
knowledge in other marketing subjects such as consumer behaviour, branding and advertising. 
Students will also need to complete assigned pre-readings, cases and other tasks as allocated by 
the academic from time to time, in order to successfully complete this course.  

Subscription caps (if any): 

The subject is best taught in small class sizes for more personalized student teacher interactions to 
enhance student learning of theories and framework. The maximum number of students ideal for 
this subject is between 30-40.  

 
Evaluation scheme: 

 

Evaluation 
Component Type (Individual/Group) Weightag

e Remarks, if any 

Reflection 
portfolio (C1) 

Individual 50% This assignment involves a 
refection on the topics covered 
for this course. Students will 
need to do 2000 words write up 
(12 point Times new Roman, 
double spaced, standard 
margin) showcasing critical 
reflection on the topics covered 
in this course. Further, for each 
topic, they have to provide 
their own examples from real 
life market setting to 
demonstrate an understanding 
of practical aspects of 
innovation and marketing.  

Literature 
review (C2) 

Individual 50% In this assignment students will 
submit a 1000 word literature 
review of Pay-What-You-Want 



 

5 
 

(PWYW), an innovative 
pricing technique adopted in 
recent times. The review will 
cover at least 10 academic 
papers on PWYW from 
marketing journals. The write 
up will use 12 point Times new 
Roman, double spaced, 
standard margin and engage 
APA style for referencing.  

 
 

S# Course Learning Outcomes Assessed in 
Portfolio (C1) 

Assessed in 
Literature Review 

(C2) 
1 To provide students with an 

understanding of market orientation 
and innovation consequences. 

  

2 To provide framework that helps to 
understand how customer level 
variables influence perception and 
adoption of innovation. 

  

3 To understand how new products 
penetrate the market and the role of 
branding in the diffusion process. 

  

4 To examine the role of innovation in 
pricing on consumer decisions.  

 
  

 

Session-wise course outline: 

Session 
Number 

Topics covered Case (if any) Pre-class readings 

1 Finding innovation None Assigned readings 
from course material 

2 Market Orientation Burberry Assigned readings 
from course material 

3 Customer and innovation Ovis exercise Assigned readings 
from course material 

4 Branding and innovation None Assigned readings 
from course material 

5 Pricing and innovation None Assigned readings 



 

5 
 

from course material 
About the instructor: 

Associate Professor Rajat Roy has taught a wide range of marketing units both in Australia and 
at overseas locations across different countries like Australia, Singapore, Hong Kong, Malaysia, 
India and Mauritius, at both undergraduate and postgraduate levels. Dr. Roy has prior experience 
with running blended learning and fully online courses and student supervision for research 
projects at undergraduate and post graduate levels. Dr. Roy has led peer review of teaching and 
served as Deputy Chair for Strategic Review Board of a major Australian University. He has 
won 19 teaching awards in his academic career so far.  

Dr. Roy has published 30 papers in leading academic journals (ABDC ranked A* and A) like 
European Journal of Marketing, Journal of Business Research, Journal of Advertising, Journal 
of Consumer Psychology, Psychology & Marketing amongst others. He has presented at leading 
global conferences and served as  session chairs for Association for Consumer Research and 
ANZMAC. Dr. Roy has been invited as a visiting faculty to reputed universities like University 
of Queensland, The University of Sydney, University of Western Australia and Chiba University 
of Commerce, Japan. Dr. Roy sits on the editorial boards of the Journal of Business Research, 
European Journal of Marketing, International Journal of Advertising and Journal of Advertising 
Research. He also serves as the Associate Editor for Journal of Creative Communications. Dr. 
Roy has received several external and internal research grants in Australia and overseas.  Dr. 
Roy was chosen as the Business School nominee for the 2018 and 2020 Vice Chancellor 
Research Excellence Award, making him the best researcher in the faculty. 

 
 

 

 

 

 

 



 

5 
 

Appendix 1: PGPM Programme Goals 

Programme Goals Programme Outcomes 

1. LEADERSHIP AND 
ENTREPRENEURIAL 
SKILLS 

1a. Displaying skills required to lead and manage in organizational contexts. 

1b. Demonstrating an ability to be creative and innovative in any organizational or entrepreneurial 
context. 

2. MANAGEMENT 
COMPETENCY - 
FUNCTIONAL AND 
INTEGRATIVE 

2a. Displaying knowledge and understanding of all functions of management. 

2b. Demonstrating ability to apply multidisciplinary thinking to address managerial challenges 
and opportunities. 

3. DECISION MAKING 3a. Demonstrating ability to identify the central problem/issue in a decision-making situation, 
gather relevant information, and apply appropriate tools to arrive at a solution. 

3b. Demonstrating an ability to make reasoned choices in ambiguous and less structured 
managerial situations. 

4. COMMUNICATION 
SKILLS 

4a. Displaying effective oral and written communication, and professional presentation skills. 

4b. Demonstrating professional approach in interacting with others. 

5. ETHICAL 
REASONING 

5a. Demonstrating ability to make business decisions based on ethical considerations and 
awareness of responsibilities to all relevant stakeholders including society and environment. 

6. INTERPERSONAL 
AND TEAM SKILLS 

6a. Developing interpersonal skills to effectively engage with a diverse set of people and contexts. 

6b. Demonstrating an ability to work in teams. 

 


