
 

 

 

 

 

 

 

 
 

 

  

None 

 

 



 
 Course Coordinator / Lecturer /Tutor 

 

  

 
Students must attend two 50-minute lectures and one 50-minute tutorial each week.



 

 



https://journals.sagepub.com/doi/pdf/10.1016/j.ausmj.2014.11.004




https://hbr.org/2011/11/kfcs-radical-approach-to-china


 

https://journals.sagepub.com/doi/pdf/10.2307/41166446
https://journals.sagepub.com/doi/pdf/10.1177/030630701103700102
https://hbr.org/1985/05/backward-market-research


PART 1: Food marketing basics 

Date Activity Description Reading  

15 Jul. Lecture 1 

 

Marketing  

Introduction - What is marketing? 

How does marketing work with food scientists? 

 

18 Jul. Lecture 2 

 

Products  

How does a marketer define a product? 

How do products and services work together to create an 

offer? 

Reading 1 

22 Jul. Lecture 3 

 

What is involved in the innovation and new product 

development process?  

Assignment briefing 

Assignments  

1,2 & 3  

25 Jul. Lecture 4 

 

Brands and categories  

What is a brand – How does it differ from a product? 

What types of brands do you find within a market? 

Reading 2  

24-25 Jul.  W’shop 1 

 

Meet the product - The broad objectives for the marketing 

plans to be developed will also be outlined at this point. Groups 

will be organised within the tutorials by the tutor (NOTE: 

groups only develop the presentation together for joint credit– 

Reports are prepared and assessed individually.)      

  

29 Jul. Lecture 5 

 

Categories & Markets  

What is a category – Why are categories important?   

How are categories managed?  

Reading 3   

 

1 Aug. Lecture 6 

 

Food consumer choice  

What’s the difference between a low involvement and 

high involvement consumer decision? 

How does low involvement decision-making work? 

Reading 4  

31 Jul. – 

1 Aug  

W’shop 2 

 

Idea generation, new product concept development and 

screening.   

 

5 Aug. Lecture 7 

 

Market segmentation, targeting and positioning   

What is segmentation, targeting and positioning?  

How do ‘segmentation, targeting and positioning work as 

a process? 

Reading 5  

8 Aug.  Lecture 8 

  

Channels  

What is a marketing channel?  What does it do? 

What are the major channels in food marketing?  

 Reading 6  

 

7-8 Aug.   W’shop 3 

 

Secondary research and market observation.   

12 Aug.  Lecture 9 

 

Advertising and Promotion 

What is advertising and what does it do? 

What is promotion and what does it do?  

Reading 7  

15 Aug. Lecture 10 

  

Sales  

Why are sales critical?  

What is the selling process?   

Reading 8  

14-15 

Aug.  

W’shop 4 

 

Segmentation, targeting positioning, building a brand and 

market plan. 

 



15 Aug. Mid-term 

test  

2 of 4 questions, closed book, 1 hour, 7-8 pm - location 

T.B.A.  

 

 

PART 2 Managing Food Markets 

Date Activity Description Reading  

19 Aug. Lecture 11 

 

Marketing plans  

What is the purpose of a marketing plan?   

What is the structure of a marketing plan? 

  

Reading 9 

22 Aug.   Assigm’t. 1  Submission deadline 3.00 pm. Submission via Blackboard  

22 Aug.  Lecture 12 

 

Retail food markets    

How are retail food markets structured? 

How is food marketed in a supermarket? 

Reading 

10a&b  

21-22 

Aug. 

W’shop 5 

 

Product specifications for technical and production 

development.  

 

26 Aug. Lecture 13 

 

Foodservice markets 

How are foodservice markets structured? 

How is foodservice marketed – and marketed to?    

 Reading 11  

29 Aug.  Lecture 14 

 

International markets 

How are international markets structured? 

How is food marketed internationally?  

Reading 12  

28-29 

Aug.  

W’shop 6 

 

Accessing the target market using traditional channels.     

31 Aug – 

 8 Sep.   

 MID SEMESTER BREAK  

9 Sep.     Lecture 15 

  

Internet marketing (1)  

How has the Internet changed food marketing? 

What are the major platforms of internet food marketing?   

Reading 13  

12 Sep. Lecture 16 

  

Internet marketing (2) 

How do we use websites and Facebook pages to market 

food? 

How do we use social media to market food?   

Reading 14  

11-12 

Sep.  

W’shop 7  Accessing the market using internet channels.     

 

PART 3 Management of Innovation for Food Markets 

Date Activity Description  

16 Sep. Lecture 17 

 

Innovation 

What is the product lifecycle?  

Why do we require food product innovation?  

Reading 15  

19 Sep.  Lecture 18 

 

Developing new products 

What is the new product development process? 

Why is the new product development process important? 

Reading 16  

18-19 

Sep. 

W’shop 8 

 

Putting it all together, writing commercial reports.   

23 Sep.  Lecture 19 

 

New product concepts  

What is the structure of an effective new food product 

concept? 

Reading 17  



How does the concept allow food marketers and 

technologists to work together more effectively?   

26 Sep.  Assignm’t. 2  Submission deadline 3.00 pm.  Submission via Blackboard   

26 Sep. Lecture 20 

 

New product specifications  

What is the product usage cycle? 

How is the product usage cycle used to develop new 

product specifications?   

Reading 18  

25-26 

Sep. 

W’shop 9 

 

Commercial presentations - How to design a commercial 

presentation that sells your idea effectively  

Workshop 

preparation 

exercise. 

30 Sep. Lecture 21 

  

Financial analysis and pricing 

How do we establish a ‘base’ price for a product? 

How can products be priced tactically? 

Reading 19  

3 Oct.  Lecture 22 

 

Food product introduction and deletion  

How are food products introduced to the market? 

Why is product deletion an important adjunct to product 

introduction?  

Reading 20  

7 Oct.   Lecture 23 

 

Market research in new food product development (1)  

What is the purpose of market research in food product 

development? 

How do we decide which market research questions to 

ask? 

Reading 21  

10 Oct. Lecture 24 

  

Market research in new food product development (2)  

What is secondary market research, and what is it used 

for? 

What is primary qualitative market research and what is it 

used for? 

Reading 22  

9-10 Oct. W10 Group 

presentations  

(Set 1) 

Groups in Set 1 will present the marketing plans for their 

products in Workshop 10.  Supporting documents are due 

24 hours before, via E-mail to the tutor.   

 

14 Oct.  Lecture 25 

 

Market research and new food product development (3) 

What is primary quantitative market research used for? 

What is a research plan? 

Reading 23 

 

17 Oct. Lecture 26 Course round up    

16-17 

Oct. 

W11 Group 

presentations  

(Set 2) 

Groups in Set 2 will present the marketing plans for their 

products in Workshop 11.  Supporting documents are due 

24 hours before, via E-mail to the tutor.   
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