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This book is developed as a manual and guideline for both lectur-

ers and students who are involved in teaching and learning for in-

tegrated courses of DPM30033: PRODUCT, DPM30043: PRICING 

and DPM30053: SALES MANAGEMENT.   

This guidelines would develop an understanding about projects 

that will be conducted for the whole semester. It also acts as 

guideline and manual in producing good and creative products, a 

guide to analyze the pricing for product developed and as a guide 

on how to incorporate the  selling process to sell the end product. 

All these structured activities are vital elements to  enhance the 

students’ knowledge and skills in solving problems in order to pro-

duce a competent and productive marketer. This guidelines con-

sists of the project brief, the submission requirements and rele-

vant references.  

This book also acts as a guideline for lecturers and students in un-

derstanding the suitable marking scheme that should be given 

during the practical and exercise session. Furthermore, rubric of 

assessment (marking scheme) is explained to guide the process of 

assessment and develop better understanding upon the syllabus 

requirements.  



 

 

Semester 3  

COMMERCE  DEPARTMENT  

DIPLOMA IN MARKETING 

 
Project Description  

In Integrated Learning Experience, we integrate 3 courses in semester 3 (DPM30033: 

PRODUCT, DPM30043: PRICING and DPM30053: SALES MANAGEMENT) of the Diploma in 

Marketing programme mini projects and simulation . The project has integrated learning 

outcomes which infuses the CDIO skill sets of the 21st century skills.  

1. Skills Development  

 Build product prototype based on product development that bring most value for 

business purpose. (Design Skill)  

 Manipulate pricing analysis to determine the final price in product development  

(Analytical Skill)  

 Perform the organizing skills and selling skills through simulation in conducting sales. 

(Practical Skills) 

2. Project  

 Group task  

3. Assessment methodology  

 Rubrics  

COURSES  TOPICS  ASSESSMENTS  

DPM30033 PRODUCT 
2.0 NEW PRODUCT 

5.0 PACKAGING AND LABELLING 
MINI PROJECT : 35% 

DPM30043 PRICING 2.0 PRICING ANALYSIS MINI PROJECT : 20% 

DPM30053 SALES MANAGEMENT 2.O SELLING PROCESS  SIMULATION : 20% 



 

Design of Integrated Learning Experience 

 Project LOs Course Related CLOs Assessments 
Implementa-

tion Week 

At the end of the project, 

students will be able to: 

1. Develop a product pro-

totype based on the prod-

uct development  that has 

business value. 

DPM30033 
PRODUCT 

CLO2: Build prod-
uct prototype 
based on product 
development that 
bring most value 
for business pur-
pose.(P3, PLO3) 

MINI PROJECT : 

35% 
Week 3 

2. Determine the final 

price for the product  pro-

totype developed. 

 

DPM30043 
PRICING 

CLO2: Manipulate 
pricing analysis to 
determine the 
final price in prod-
uct development 
(P4, PLO3) 

MINI PROJECT : 

20% 
Week 7 

3. Sell the product to a  

prospect . 

DPM30053 
SALES     
MANAGE-
MENT 

CLO2 : Perform 
the organizing 
skills and selling 
skills through sim-
ulation in con-
ducting sales. (P4, 
PLO3) 

SIMULATION : 

30% 
Week 3 



 

 

 

DPM30033 PRODUCT 
(MINI PROJECT 35%) 

DPM30053 SALES     

MANAGEMENT

(SIMULATION 30%)

SEMESTER

3
ACTIVITIES/PROGRAM (Psychomotor)
• Propose/develop a new potential product 

using the steps in new product development.
• Determime the final price for the  

proposed/developed product using pricing  
analysis

• Perform a sales simulation  the product 
developed through the steps of selling 
process .

DPM30043 PRICING
(MINI PROJECT 20%)



 

 

To enhance the students’ knowledge and skills in solving the prob-
lem through structured activities in order to produce a competent 
and productive marketer. 

 

Upon completion of this activity, the student should be able to: 

 

Design Skills 

A) Understand the entire product development process 
(generating idea and develop a basic prototype).  

 

B) Apply the branding strategy and apply packaging and labelling    

        for the product.  

 

Analytical Skills 

C) Understand the pricing analysis and determine the final price 
for the product that has been developed. 

 

Practical Skills 

D) Incorporate the steps in selling process to perform a sales 
simulation. 
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DEPARTMENT OF COMMERCE  

COURSE OUTLINE 

DECEMBER 2020 SESSION 

 

  

1. 
  
NAME OF COURSE 

  
PRODUCT 
  

  
COURSE CODE 

  
DPM30033 
  

  
  

2. 

  
SYNOPSIS 

  
PRODUCT introduces students to new product development 
and brand management aspects. This course emphasis on product 
management and related decisions. It focuses on enhancing product 
value to ensure the products offered are competitive in the current 
challenging market. 
  

3.   
CREDIT VALUE 

  
3 
  

4. 
  
PREREQUISITE/ 

CO-REQUISITE (IF ANY) 

  

  
None 

  
  
  
  
  
  
  
  
  
  
5. 

  
COURSE LEARNING OUTCOMES (CLO): 

Upon completion of this course, students should be able to: 

  

CLO1 Write the concept of product and its decisions in marketing 
for business purpose. (C3, PLO1) 

CLO2 Build product prototype based on product development that bring 
most value for business purpose. (P3, PLO3) 
  

CLO3 Justify a brand decision making for a new product in current chal-
lenging market. (C5, PLO2) 
 

PROGRAMME LEARNING OUTCOMES (PLO): 

PLO 1: Apply good understanding of concepts and theories in the field of marketing 

PLO 3: Perform marketing practical work skills in managing marketing activities 

PLO 2: Analyze valuable information and ideas gathered by possessing scientific skills and 

utilizing different thinking skills in order to solve problems in marketing. 

  
  
  
  
  
6. 

  
ASSESSMENT METHOD: 

The course assessment consist of: 

Continuous Assessment (CA) – 60% 
Final Examination (FE) – 40% 

  

Assessment Quantity Percentage (%) 

Quiz 1 5% 

Test 1 10% 

Problem Scenario 1 10% 

Mini Project 1 35% 



 

 

 

7. 

 
TEACHING SCHEDULE: 
 

  Topic 
No. 

Topic/Content Recommended 
Contact Hours 

Assessment   
Method 

Week   

  
1.0 INTRODUCTION TO PRODUCT 

Examine three levels of prod-
uct .Expose the types of consumer 
product. Exhibit product life cycle 
(PLC) Apply marketing strategies 
through a product life cycle. 

  

6.5 Hours  

 

  
  

Quiz 

  
  

W2 

  

  
2.0 

  
NEW PRODUCT 
Assembles the categories of new 
products. Organize the new-
product development organization 
structure Constructs the new 
product development process 

18 hour 

Practical 

 

 

      

3.0 . 
PRODUCT DECISION 
Organize product-mix deci-
sions Utilize product-line deci-
sions. Examine line featuring 
and line pruning 

5 hours  

 

      

  
4.0 

  
BRAND AND BRAND MANAGEMENT 
Evaluate brand . Validate the benefits 
of branding. Conclude the brand at-
tributes 

  
  

4 hours  
Lecture 

  

Test 

  

W9 

  

  
5.0 

  
PACKAGING AND LABELLING 
Display packaging. Display types of pack-
aging. Display labelling. 

  
  

10 hours  

      Practical 

 

  
  

Problem scenario 

  
  

W10 

  

  
6.0 

  
BRAND DECISION 
Evaluate brand sponsor deci-

sion. Recommend brand names 
decision Propose brand strategy 
decision 

  
  

9 hours  
Lecture 

  
  

Mini Project 
(submit) 

  
  

W12 

  



 

 

 
Prepared by: 

  
  

……………….………………………… 
( Course Coordinator Name & Signature ) 

  
  

Date : 

 
Verified by : 

 

  

……………………………… 
( KJ/KPro/KK Name & Signature ) 

  
  

Date : 

    

  
  
  

  
8. 

  
REFERENCES 

  
Main : 

 
1. Lehmann, D. R. & Winer, R. S., (2015), Product Management. (4th 

ed.). McGraw-Hill 
  
Additional : 

 
1. Crawford, M., & Benedetto, A. D. (2020), ISE New Products 

Management. (12th ed.). McGraw Hill 
 
2. Crawford, M. (2019), EBOOK New Products Management, 11e. (1th 

ed.). McGraw Hill Educations eBook 
 
3. Kotler, P., & Armstrong, G. (2017). Principles of Marketing. (17th ed.). 

Pearson 
 
4. Lehmann, D. R. & Winer, R. S., (2010), Product Management and 

Strategy. McGraw-Hill 
 
5. Trott, P. (2017), Innovation Management and New Product Develop-

ment. (6th ed.). Pearson. 
 
6. Wheeler, A. (2017). Designing Brand Identity: An essential guide for 

the whole branding team. (5th ed.). John Wiley & Sons Inc. 
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Mini Project (35%) : DPM30033 PRODUCT  

 

NOTES OF GUIDANCE  

INSTRUCTION 

Each group will have to brainstorm and generate a new product idea of a 
potential product that can be marketed in Malaysia. The theme chosen for 
the potential product  for current semester is “household products”.   

 

Based on the theme, each group will have to: 

a) Identify a problem with house chores at home and brain storm in 
groups to find ideas/solution ( idea generation ) 

b) Develop product concepts (at least 2 concept) for the idea and conduct 
the concept testing. Choose the best concept based on the test con-
ducted. 

c) Briefly explain the marketing strategy for the proposed product. 

d) Prepare a business analysis. 

e) Develop the product/prototype. (A good sketch/drawing/3D design are 
accepted) 

f) Apply the knowledge that have gained in Topic 4 & 6 (Branding) and 
create a brand for the product. 

g) Finally, design a new package for the product and describe the specific 
functions of the newly designed package (apply the knowledge that 
have gained from Topic 5 Packaging and Labeling Decisions). 

 

A written report of the above sub-topics should be submitted and it must be 
able to explain in detail the process of: 

i) New product development and ; 

ii) Branding decision.  

 

Evaluation of the report will be done using rubric shown in Appendix 1. 
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DEPARTMENT OF COMMERCE  

COURSE OUTLINE 

DECEMBER 2020 SESSION 

 

  

1. 
NAME OF COURSE PRICING 

COURSE CODE DPM30043 

  
  

2. 

SYNOPSIS PRICING provides an overview detail of the knowledge on pricing 
roles, important of pricing, pricing analysis and strategies. This course 
provides chances to students in gathering pertinent information by 
conducting situational analysis related to setting the prices. This 
course emphasizes students to able illustrate strategies under prices 
adaptation and demonstrate the condition of price changes. It also 
provides the knowledge of the main issue relating to price changes. 

3. CREDIT VALUE 3 

4. 
PREREQUISITE/ 

CO-REQUISITE (IF ANY) 

None 

  
  
  
  
  
  
  
  
  
  
5. 

COURSE LEARNING OUTCOMES (CLO): 

Upon completion of this course, students should be able to: 

CLO1 Write the knowledge and skills needed in pricing to operate market-
ing activities. (C3, PLO1) 

CLO2 
Manipulate pricing analysis to determine the final price in product  
development. (P4, PLO3) 

CLO3 
Describe the concept of pricing in executing marketing activities by 
confirming to the ethics and professionalism of marketing. (A3, PLO8). 

  
PROGRAMME LEARNING OUTCOMES (PLO): 

  
PLO 1 : Apply good understanding of concepts and theories in the field of marketing. 
  
PLO 3 : Communicate effectively both in written and spoken form with colleague, other professionals 
and community 

  
PLO 8 : Commit professionally, ethically and with humane responsibility, in line with market-

ing professional code of conduct 

  
  
  
  
  
6. 

  
ASSESSMENT METHOD: 

The course assessment consist of: 

Continuous Assessment (CA) – 50% 

Final Examination (FE) – 50% 

  Assessment Quantity Percentage 
(%) 

  

Quiz 1 5% 

Theory Test 1 10% 

Mini project 1 20% 

Presentation 1 15% 

TOTAL 4 50% 

  



 

 
 

  
  
  
  
  
  
  
  
  
  
  
  
  
  
7. 

 
 
TEACHING SCHEDULE: 
 

  Topic 
No. 

Topic/
Content 

Recommended 
Contact Hours 

Assessment 
Method 

Week   

  
1.0 

  
UNDERSTANDING PRICING 
Apply pricing, Apply for pricing roles 
& Apply for pricing roles. 

  

3 hours Lecture 

  

Quiz 1  

(T1/T2) 

  

  
W1 

  

  
2.0 

  
PRICING ANALYSIS. 
Construct pricing objective, Construct 
demand determination, Construct 
cost estimation, Construct competi-
tors, cost, prices and offers analysis, 
Manipulate pricing methods & Manip-
ulate factor influencing the selection 
of final price. 

  
  
9 hours Lecture 

12 hours Practical 

  
  

Theory Test 1 
(T3/T4) 

  

  
W2-W6 

  

  
3.0 

  
PRICE ADAPTION 
Explain price adaptation, Explain 
price adaptation strategies, Differen-
tiate price discount and allowances, 
Differentiate promotional pricing, & 
Differentiate segmented pricing, 

  
  
5.5 hours Lecture 

  
  

Mini Project   
T2) 

  
  

W7-W8 

  

  
4.0 

  
PRICE CHANGE ADJUSTMENT 
Describe function to price change, Ex-
plain initiating and responding to price 
changes, Describe the reaction of con-
sumers and competitors price change, 
Describe responding to competitors’ 
price changes, Describe the price ad-
justment strategies & Describe external 
factor influencing price change adjust-
ment. 

  
14 hours Lecture 

  

(T4/T5) 

  
  

W8-
W11 

  

      
5.0 

  
PRICING ISSUES 
Discuss current pricing issues & Dis-
cuss issue in price determination. 

  
8 hours Lecture 

  
Presentation 

(T4/T5) 

  
W11-
W14 

  



 

 

 

  
  
  

  
8. 

  
REFERENCES 

  
Main : 

1. Thomas T. Nagle, John E Hogan and Joseph Zale (2011). 
The Strategy and Tactics of Pricing: A guide to Growing Prof-
itably, Pearson. (ISBN-13: 978-0132546133) (ISBN-
10:0132546132) 

  
Additional : 

Philip Kotler & Armstrong, Gary (2013). Principle of Marketing 
(16th ed). Pearson (ISBN-13: 9780133795028) 

Philip Kotler & Kevin Lane Keller (2006). Marketing Man-
agement (12th ed). Pearson (ISBN-0-13-196853-X) 

 
Prepared by: 

  
  

……………….………………………… 
( Course Coordinator Name & Signature ) 

  
  

Date : 

 
Verified by : 

 

  

……………………………… 
( KJ/KPro/KK Name & Signature ) 

  
  

Date : 
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Mini Project (20%) : DPM30043 PRICING  

NOTES OF GUIDANCE  

INSTRUCTION 

Using the knowledge that you have gained in Chapter 1 and Chapter 2 of DPM30043 Pric-
ing, each group have to analyze the pricing of the product that you have developed in 
DPM3003 New Product Development and Branding (based on the chosen product – 
household product). 

Imagine that you are a Pricing Manager in one large company, you need to fix the price for 
your new product that will be launched  soon .    

 

Each group will have to follow the instruction below: 

i) Your company need to develop the pricing objectives that are specific, attainable and 
measureable. Therefore, apply the knowledge that you have gained in Chapter 1 & 2 and 
briefly explain the pricing objective of your companies’ product;     

 

ii) As a pricing manager, to price the product intelligently, you need to know how cost vary 
with different level of production. Construct the cost estimation below; 

a. Calculate your fixed cost; 

b. Calculate your variable cost; 

c. Show the breakeven analysis and explain your company’s profit using the break-
even unit  volume. 

 

iii) Identify and explain FIVE (5) factors that influence the price sensitivity of your chosen 
product;  

 

iv) Apply at least THREE (3) methods of pricing that you used in your chosen product. 

 

v) Interpret the reasons why you choose the method and what are the importance of the 
right pricing for your company; 

 

vi) Finally, construct and elaborate THREE (3) factors that influencing the selection of final 
price based on; 

a. Internal factors and; 

b. External factors 

                     

 Evaluation of the report will be done using rubric shown in Appendix 2. 
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DEPARTMENT OF COMMERCE  

COURSE OUTLINE 

DECEMBER 2020 SESSION 

 

  

1. 
NAME OF COURSE  SALES MANAGEMENT 
COURSE CODE DPM30053 

  
  

2. 

SYNOPSIS SALES MANAGEMENT course emphasizes the roles and responsibilities of 
sales personnel as well as sales manager in the ever-changing selling envi-
ronment.  Students will be exposed to the basics of selling skills needed to 
sell goods and services such as listening, communications, handling objec-
tions, and basic negotiation skills in closing.   In this course, students will 
also be exposed to core sales management skills including managing sales 
force and focus on the ethics and social responsibilities in selling and sales 
management. 

3. CREDIT VALUE 3 

4. 
PREREQUISITE/ 

CO-REQUISITE (IF ANY) 

None 

  
  
  
  
  
  
  
  
  

  
5. 

COURSE LEARNING OUTCOMES (CLO): 

Upon completion of this course, students should be able to: 

CLO
1 

Apply the elements of sales and sales force management in the ever-

changing marketing environment.(C3, PLO1) 

 

CLO
2 

Perform the organizing skills and selling skills through simulation in conduct-

ing sales. (P4, PLO3) 

 

CLO
3 

Demonstrate the ability to be responsible as a leader or contribute as a 

member of a team to facilitate success in the sales area.(A3, PLO6) 

 

  
PROGRAMME LEARNING OUTCOMES (PLO): 

PLO 1 : Apply good understanding of concepts and theories in the field of marketing. 
  
  PLO 3 : Perform marketing practical work skills in managing marketing activities. 

  

  PLO 6 : Demonstrate the ability of being a responsible individual either as a leader or a member of a team by 

               using social skills in delivering messages, thoughts and feelings with others. 

  

  
  
  
  
  
6. 

  
ASSESSMENT METHOD: 

The course assessment consist of: 

Continuous Assessment (CA) – 70% 

 
Final Examination (FE) – 30%

 

Assessment Quantity Percentage (%) 

Quiz 2 10% 

Test 1 10% 

Simulation 1 30% 

Presentation 1 20% 



 

 

 

  

  
  
  
  
  
  
  
  
  
  
  
  
  
  
7. 

 
TEACHING SCHEDULE: 
 

  Topic 
No. 

Topic/
Content 

Recommended 
Contact Hours 

Assess-
ment Meth-

od 

Week   

  
1.0 

  
Sales Management 
1.1  Provide information about sales man-

agement. 
1.2  Provide information based on tasks, 

problems and challenges in sales man-
agement. 

1.3  Provide information based on the envi-
ronmental factors influencing selling 

success.  

Lecture : 5 hours 
  

  
  

Quiz 1 
Presentation 

Week 1-2   

  
2.0 

  
Selling Process 
2.1  Perform selling job. 
2.2  Perform steps in the selling process. 

Lecture : 2 hours 
  

Practical : 27 
hours 

  

  
  

Quiz 2 

Simulation 

Week 2-9 
  

  
3.0 

  
Sales Force Management 

3.1  Explain various types of sales job. 
3.2  Explain sales force management  

        process. 

Lecture : 7 hours 
  

  
  

Test 1 
Presentation 

Week 10-11   

  
4.0 

  
Self Management 
4.1 Explain the importance of time 
       management 
4.2 Describe financial management issue 
4.3 Explain sales report 
4.4 Explain current issues and  
       development in sales management 

Lecture : 8.5 
hours 

  
Quiz 2 

Presentation 

Week 11-13   

    
  

5.0 
  
Ethics And Social Responsibilities In Sales 
Management 
  5.1 Describe the importance of ethical 
        behaviour in sales management. 
  5.2 Explain the Direct Selling Association of 

        Malaysia Code of  Conduct 

  

Lecture : 3 hours   
Test 1 

Presentation 

Week 13-14   
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……………….………………………… 
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Simulation (30%) : DPM30053 SALES MANAGEMENT   

NOTES OF GUIDANCE  

 

INSTRUCTION 

Upon completion of developing a product as mentioned above, students are 
required to perform a sales simulation.  

 

In this sales simulation, students will be working in GROUPS and will be per-
forming sales simulation INDIVIDUALLY. 

 

I. Group Task : 10% 

a) Create a “calling card” or a business card.  

b) Prepare a customer benefit plan based on FABs for your product. 

c) Prepare the sales presentation slides using power point. (Slides should 
not be more than 10 slides) 

Item (i), (ii) & (iii) must be in a report form and submitted prior to the 
sales simulation activity.  

    Evaluation of the report will be done using rubric shown in Appendix 3. 

                           

II. Individual Tasks: (20%) 

 

Each student (SALESPERSON) may select his/her own PROSPECT (The pro-
spect shall be one of the classmates and should be from other groups.) 

Salesperson needs to simulate the approach, sales presentation, handling 
of objections and initiate closing. It is important that the salesperson’s ap-
proach, presentation and closing are related to each other.  

 

Important:  You should plan for the no buy situation.  Thus, you should pre-
pared for both the buy and no buy customer. 

 

 



 

 
Simulation (30%) : DPM30053 SALES MANAGEMENT 

 

 

The sales simulation will be performed via online using the available medium on a       

specific time agreed by the salesperson, prospect and the lecturer.  

 

During your sales simulation, lecturer will look for your use of the techniques learnt 

(approaching techniques, sales presentation elements, techniques in handling ob-

jections and the closing technique initiated) when evaluating your presentation. 

 

Evaluation will be done using Sales Simulation Rubric ( As shown in Appendix 4) and 

the simulation will be recorded for further evaluation (if needed).    

 

Overall, the sales call should be within 5 minutes and not more than  that. Marks will 

be deducted accordingly for extra time taken by the salesperson. 

 

The TOTAL MARKS for this Sales Simulation will be 30% (Group task + Individual 

Task ). 
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D P M 3 0 0 3 3  —  P R O D U C T  
D P M 3 0 0 4 3  — P R I C I N G  

D P M 3 0 0 5 3 — S A L E S  M A N A G E M E N T  



 

 

 



 

 

 

 



 

 

 

The CDIO framework provided Diploma in Marketing, Port Dickson 

Polytechnic with a structured approach to enhance the  design of 

implementing projects to better prepare students for professional 

work.  In the third semester of Diploma in Marketing program, stu-

dents develop and design new products (Design Skills), analyze the 

suitable pricing for the products developed ( Analytical Skills) and  

then organize and prepare to conduct sales of the product devel-

oped. This is the whole process of developing product to commer-

cialize the product and by integrating these projects across the 

courses, students able to learn the process in depth.   

 

The use of group projects across these multiple courses allow mar-

keting students to experience and develop their leadership skills 

and team work skills. Future improvement would be to focus in I  

integrating with community/industry projects for a better             

experiential learning both for lecturers and also students. 
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