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 As a Visiting Faculty - I travel to Oakland just before class.  Needless to say - it places some constraints on the time we have available to meet. Normally I will try to be available for consultation before & after class.  Please approach me whenever you need to.

Text: 

Kotler & Keller, Marketing Management, 13-th Edition, 2008


Prentice Hall ISBN 0-13-601012-1


Available at Pitt Book Center 

Learning Disability or request for an accommodation: If you have a disability for which you are or may be requesting an accommodation, please contact me as well as Disability Resources and Services, 216 William Pitt Union, (412)-648-7890 and (412)383-7355 (TTY), as early as possible in the term. DRS will verify disability and determine reasonable accommodations for this course.
A Personal Background Note: 

My marketing skills are derived from an accumulated 30+ years experience Marketing in Latin America & the USA. This body of work includes consumer goods (cereal, tofu, soy milk, produce, meat, cheese, detergent and others), technical services (Engineering Design, Construction, Health Insurance & Information Technologies), as well as industrial products (carbon re-carburizers, secondary steel, overlay components, medical devices, among others). My perspective on Marketing is practical.

During the past twenty years, I have been fortunate to develop a parallel “second” career in designing and facilitating the process of adult learning.  After Katz in 88 ( MBA), I landed at a “boutique”-consulting consulting firm in Harvard Square, Cambridge Massachusetts, where I was taught the finer points of case development, with extensive practice on Fortune 500 companies & electronic cases for the Harvard Business School.  
My current work consulting during the day and teaching evenings at Katz give me ample opportunity to hone my craft.  Likewise, I am very fortunate to have had mentoring of people I admire greatly and equally fortunate to have enjoyed the support from my students over the years.  My personal lemma is “life is a lifelong learning experience, so enjoy the process.”
Expectations: Which brings me to the next topic, namely, what I expect from each of you?  Please bring an open mind, along with a willingness to work, share your experiences and explore the material.  If you do these simple things, you will do well; learn valuable lessons, plus, enjoy the process.  Past students have consistently rated this class as “a lot of work, and a lot of fun”.  My personal objective is to make Marketing both practical and relevant for you as you proceed with your business career.
Course Objectives:  The course is designed to survey the Marketing Function.  The Five key objectives below will provide you with a systematic framework to develop effective marketing management strategies in the workplace and in your career.  
Our primary objectives are:

A -  
To define, synthesize and evaluate the Marketing Function as it applies to your industry, business/organization and the business environment in general. 


B-
To examine the following topics using a rigorous process to evaluate how they interact with each other and with market forces: 
a-
Strategic Planning,

b-
Competitive Strategy, 

c-
Customer Relationships, 

d-
Marketing information’s systems, 

e-
Marketing research and use of information, 

f-
Sales forecasting, 

g-
Market and Consumer Need analysis, 

h-
Consumer behavior, 

i-
Market segmentation, 

j-
Positioning, 

k-
Branding, 

l-
Logistics - as applied to supply chain partners, 

m-
Competitive intelligence

n-
Marketing intangible assets (reputation, engagement/retention of key human resources).  

o-   New-Product development, 

p-
Product Pricing, 

q-
Advertising communications, 

r-
Product/information/service mix strategies, and 

s-   Other student derived topics


C- 
Convey an understanding of marketing’s growing role in the formation and structure of society, from urban planning and site location planning, to social program administration by government agencies, to emerging forms of communication which impacting global business, non-profits, and public sector alike.


D-
Comprehend the full range of management decisions implicit in marketing management process, and recognizing the value of diverse marketing management talent wherever it exists.


E-
Articulate strategic convergence of Marketing, Finance, Production, Supply Chain, and OB.

The body of Marketing concepts, strategies and procedures is fast evolving.  In fact, much of what we will discuss in the classroom will be taken from recent business and trade journals.  For those of you considering further studies on Marketing or a career stint in Marketing, this course will serve as your roadmap.  For those taking this course simply because it’s required, I sincerely hope that you will find the class work interesting, worthwhile, and relevant to your other interests.

Marketing Management is a Masters level course therefore we will concentrate our learning objectives on the higher reaches of Bloom’s learning taxonomy, namely Analysis, Synthesis and Evaluation.  The student is expected to cover the basic learning objectives on their own.  In other words by reading the class assignments the student is expected to acquire the Knowledge concerning the topics at hand.  By reflecting upon that knowledge the student is expected to Understand and Comprehend the material.  Further reflection will allow the student to Apply that Knowledge and Understanding to their own particular interests, company, or career.  Therefore we will not spend much time in class reviewing work the student is expected to perform on their own – rather we will focus on the Analysis, Synthesis and Evaluation of that material.  Please Come Prepared To Class.
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Evaluation 
Learning process where student makes reasoned judgments about value of ideas, topics, other expressed opinions, or class materials

Synthesis
Learning process where student combines elements into a pattern or sequence not clearly present before. 

Analysis 
The process of breaking something down into component parts so a greater understanding may be achieved. And communicating to others the process. 

Application 
This is using understanding in a new or different context.

Understanding or comprehension - This is demonstrating a greater understanding of a problem by, for example, interpreting results or explaining or reframing a problem in one's own words.
Knowledge
This can be demonstrated by recalling facts or producing solely factual answers

In-Class - Procedural Topics: 

Name Plates: Please write you’re First and Last name clearly on a nameplate and place in front of you at your desk or chair (if the room permits).  Given the number of students, please continue to use your nameplates throughout the term.  Also, please make your names LARGE. Thanks!
Contact Information Index Card: Please prepare an index card (5 ½ inch x 3 inch which I will supply first class meeting) with a 2 x 2 inch passport size photograph of yourself (that resembles you!).   Include your phone number, e-mail address, place of work and title.  I will use the index cards to register your class contribution & participation, as well as to contact you if needed.  

Note: Please get the 5x3 card back to me by the beginning of class #2.

Seat Assignments: I ask that you sit with your Team, and that you & your team move about the room during the term.  Please change your “residence” from class to class, because it makes class more interesting, stimulates better interaction between us, the same people don’t get to dominate class conversation, and it takes the dynamics of the classroom out of the picture.
Teaching/Facilitation Role:  Class will start off with a review of main topics from the syllabus.  At times I will explain something in mini-lecture format but for the most part I will facilitate the learning process regarding the assigned readings and cases.  In designing this class, I have taken the suggestions of former students, to construct a flow of topics & relevant readings to bring the issues to life for you.  Your job is to come prepared to class ready & willing to contribute your share.  My job is to make sure that your contribution is expressed during the time we have together. 

Sidebar Note: When a student asks me a direct question, and I am in my “facilitation” mode, my response will be to throw the question back to the class for an answer.  I am not “ducking” the question – I simply do not want to prejudice your thinking with my thoughts and opinions.  This technique stimulates contributions from others with relevant experience and/or knowledge in the class.  Usually I end segments with my own opinions concerning the issues we discuss.  If I don’t and you care to know, please ask me directly.
Work Experience, Class Contributions, and the fine Art of Asking Questions: You have valid, appropriate and topical work experience – SHARE!  Express yourself.  Ask questions.  Seek clarity when you are not clear about something said.  Disagree!!  Bottom line - contribute and participate.

Class attendance is extremely important given we meet once a week for 14 weeks, if you miss class two of more times we need to make special arrangements.  You have another life, as I do, which may require travel, coming to class late, and/or missing a class. As the Beatles lyrics go “we can work it out” as long as you are up-front with me.  If you are running late, come to class – it’s OK as long as it is not habitual.  

Papers:  Typed, single-spaced, one-inch margins with 12-point font size with reasonable margins.  Papers should be long enough to answer/discuss the questions/topic - yet be short enough that not violate the “business-brevity” rule.  

Business Brevity – Preferred Writing Style: Business brevity employs a “bottom-line” style in which you present your most important information early in the topical writing and spend the rest of the time supporting it.  For big papers Executive Summaries are strongly recommended.  Bottom line writing will summarize, exhort a reader to action, announce a policy, recommend an action(s) and/or seek a reader’s approval. Remember - Brevity is good, saves time and trees.  
Note: If you wish to improve your business writing and you can stand reading yet another book – I highly recommend “Business Writing – what works and what won’t” by Wilma Davidson in trade paperback by St. Martins’s Griffin ISBN: 0-312-10948-2 (Retail $15.95) © 2001 

Plagiarism: When you get information from somewhere – let me know about your source using footnotes.  When you are in doubt whether you should or should not cite source – just footnote the idea, the facts, or the quote. In WORD – hit Insert on top-bar main menu, then hit Footnote – it’s that easy.
Evaluation Methods & Grading Standards:

I -Class Attendance & Participation: Worth 15% of final grade.  Come to class prepared to participate. Class success depends on you (and everyone else) getting your work done before class, and allowing yourself some time to reflect on the topics and questions we will be working on.  If you are prepared, you will be able to follow the material, and the class discussion.  You will be able to pose questions, make comments and move the discussion along in a meaningful way.
Process Notes:

· Use facts from the readings and cases to support your points, but refrain from simple non-value added “regurgitations” from the text/readings.  

· If you are not prepared, please tell me before we begin class.  I will not hold it against you as long as it does not happen often.  

· If you plan to leave at break, please tell me before you exit stage left.  Otherwise I will consider you absent from class.

· My job is to facilitate, and give everyone the opportunity to participate.  Occasionally I will call on students who are not participating.  Sometimes you will observe me pass over students who tend to share on a regular basis to hear from folks who do not...

II – Case & Assignment “Hand-in” Preparation: Worth 60% of your final grade

Assignment preparation: Assignments are prepared individually or “in-group” as syllabus dictates.  In general, assignments are designed to prepare you for class discussion. 

Team Case preparation: 

Cases should be prepared by your Team “in-group”.  For Cases, I expect written Case Analysis addressing major issues suggested by case and Syllabus.  Cases will be relevant to the evening’s readings.  Apply what you read to your case analysis.  Ideally you will meet before class (and in person) with your case group to discuss the questions, formulate your analysis and respond to the questions posed.  This will typically take two hours if everyone comes prepared to work. Submissions should include names of all contributing group members.  Those who do not contribute and are not willing to share the workload do not deserve to get group credit for work performed.  

Case Analysis will be turned in at the end of class.  I will give you ten minutes at the end of class to “correct” and modify your Team submission.  You will have an opportunity to briefly meet again as a group to review the case discussion, and make changes (obviously in pen & ink) to your case submission.  In effect, you will have an opportunity to “correct” your case submission.

Case Class Process: Cases take 35 to 50 minutes to discuss, and are typically taken up after the break. I encourage you to take positions, to challenge and defend your ideas during the case discussion.  Make up your minds what you are going to do, and build your reasons for that strategy.  Use creativity, and bring pertinent information to back up your analysis.  Cases are ambiguous by design.  This ambiguity is not meant to frustrate; it is designed to stimulate lively class discussion of the issues.  Remember, you have a chance to change your mind at the end of class before submitting your case write up.
III – Individual Term Paper Project or Learning Journal: Worth 25% of your final grade.  

Term Paper: The Term Paper is on a self-selected topic, which I need to approve (before week 8).  The topic you choose needs to focus on a Marketing problem, involving some amount of original research, analysis and evaluation.  Appropriate examples of separate topics that meet my criteria include: 

· Develop a Market entry strategy for a particular product or service to a defined Market. OR

· Execute a Market Feasibility study. OR

· Compare & contrast a Business/Market strategy employed by a firm in two separate markets OR

· Contrast Market Plans for a product entry to markets with different cultures. OR

· Dissect a failed Business/Market Strategy in a market, and contrast with a successful venture.

Final Papers - Need to include key references and approximately 10 pages single-spaced.  Please use 12-point sized and 1-inch margins.  Your grade will be based on completeness, organization, quality of research, quality of analysis, conclusions, and original thinking. 

Learning Journals: (also known as Learning-Logs): Regarding individual student Learning Journals I suggest you visit the following web sites to gather context guidance, as well as, view alternatives to building your Learning Journal:
http://www.maslibraries.org/infolit/samplers/spring/doub.html 
http://www.qub.ac.uk/mgt/itsoc/proj/learnlog.html 
Feedback:  I will review Learning Journals as we proceed to give you feedback.  

Note: 
From experience the students who have impressed me with their journals share some common traits – namely they start to write early. They analyze, synthesize and evaluate topics of their choosing. They seek feedback from me when they get three of four weeks into the process.

The journal format is less relevant.  Good journal come in a variety of formats. You can even change your format when the topic you choose to delve into so dictates. In other words - you have latitude to experiment with form and format – use it wisely.
What are Learning (Journals) Logs? 

“Learning Journals stress reflection and are narratives of what students learn and how they learn it. They include information from resources, personal observations, a comparison and/or contrast of two or more sources, and questions or hypotheses. In their learning journals students reflect upon and revise their thinking based on new information from class discussions, conferences, or the natural evolution of their thoughts. They also discuss their goals, develop a plan of action for accomplishing their goals, and evaluate their progress.” (Taken from maslibraries.com)

IV – Optional Final Exam:  Final exam will be required for students who miss 3 or more classes during the term.  It will be held the week of finals at the assigned time and room.
Course Outline:
Class #1: 
Class Introduction


Individual Syllabus Review, Team Formation and Team Syllabus Review


Team Forming & Storming Exercise 


In-Class Exercise - Define Marketing – “As You Know and Understand it”
Class #2: 
Introduction to Marketing (Part I)
Turn In:
Contact Information Index Card:

Preparation:
Read Text: Chapters 1, 2, 3 and 4


Exercise:
Class Discussion on following questions/topics:

Chapter 1: Defining Marketing

· Orientation to marketplace (Production, Product, Selling & Marketing) 

· Which of these fits your organization best? Why?

· Core Marketing Concepts (P12)
· Marketing Mix (Four P’s) (Fig 1.5)
Chapter 2: Developing Marketing Strategies and Plans

· Value delivery process (P34)
· Explain Figure 2.1 in your own words applied to your company

· SWOT Analysis (P50-52)

· Perform a SWOT on Penguins, Pirates, Steelers or another local business.

· Strategy Formulation (P53)  

· Does your company have a mission statement, a vision statement, and or Company Goals?  If so, bring copies to discuss in class.

· Internet Research – Find Johnson & Johnson’s Credo online.

· How might the credo apply to a strategic planning process?

· How would credo assist line managers dealing with unexpected situations?

· Who formulates your Company strategy? (Ask around)
· Who measures your marketing success? (Again – ask around)
· What feedback & control systems are used?  (Dare I say – ask around?)
· Independent Internet Research: 

· Seek out Boston Consulting Group’s “growth share matrix” 

At a minimum visit: http://www.quickmba.com/strategy/matrix/bcg/ 
· Where do your company’s products/services fit in the matrix?
Class #3: 
Introduction to Marketing (Part II)

Chapter 3: Gathering Information and Scanning the Environment

Assignment: Google™ search Wi-Fi, CRM and Data Mining – Identify leading companies in these software sectors & explain relevance to your Company/Industry.

· Marketing intelligence system (P66)

· Needs (P72)

· Demographics (P75)

· Ethnic Markets (P77)

· Economic Environment (P79)

· Socio Cultural Environment and Core Cultural Values (P80)
Class Discussion Article: 
“How much is your time worth?  By Jane Sahadi CNN/Money July 8 2004

http://money.cnn.com/2004/07/08/commentary/everyday/sahadi/ 
· So – do the math – how much is each hour of your time worth?

· So if time is $$$ - Does this help you understand why some of your customers prefer to pay more for convenience?

· Describe some products ands services you consume because they save you time?  And…

· How do you determine what they are worth to you?

· Can you separate potential clients by their need for time? Explain.

HBS Team Case: “What the hell is Market Oriented” by Benson Shapiro, HBR Article Published November 1988 Product #88610
Prepare Team written answers and prepare for Class discussion:

· Number 2: Explain the distinctions and differences you see between being Market Oriented and Marketing oriented including  benefits/shortfalls of both

· Number 3: According to author - aggressive teamwork throughout an organization becomes necessary when a commitment is made to serve the customer and satisfy their needs. Decisions affecting the customer should be made by all units at all levels of the organization.  

a) Do you agree with this strategy? 

b) And do you see drawbacks to this approach?  

c) How do cross functional teamwork and marketing work together?
· Number 4: Different units within an organization will approach marketing problems in different ways.   Sales will manipulate prices or step up pressure to sell more products. Marketing will develop elaborate marketing plans to reach more customers in more ways. Top management will want more information about potential customers in order to serve them better and give them the products/services they want.  Which approach do you favor for meeting the demands of the marketplace? Explain and illustrate with examples taken from your own firm.

· Number 5: A company gathers information on customer needs, turns information over to research and development which then designs a product/service according to the data.  Is this a desirable scenario for effective product/service development?  Explain and discuss why (or why not).

Class #4: 
Marketing Information Systems & Marketing Macro Environmental Variables

Chapter 4: Conducting Marketing Research and Forecasting Demand
· Research Process (P91) and Research Instruments (P96)

· Describe your experience with these different Instruments

· Question types Table 4.1 (P97) 
· Understanding brain science (P99)
· Probability Sample and Convenience Sample (table 4.2 and elsewhere)

· Vocabulary for Demand Measurement (P111)

Independent Internet Research: Search out readings on following topics:

· “Hawthorn Effects”, “Placebo” Effects, “Convenience” Samples

· We will discuss how these three topics impact your ability to plan & execute Valid Market Research

Class Discussion Articles:

“Social Lubricant” by Rob Walker in NYT Sunday Magazine 9-4-05
http://www.nytimes.com/2005/09/04/magazine/04CONSUMED.html?ex=1283486400&en=3d908c85196ecf93&ei=5090&partner=rssuserland&emc=rss 


Research “Summer of Dove” and “Dove Girls” on web
· Global Study?  

· How would you plan & execute a study that posed questions about beauty to thousands of women in many countries?

· What specific questions would you want answered in such a study?

· Does Dove have to be concerned that their brand will be associated with “robust” women?

· What marketing implications does your team see?

Articles on Predictive modeling: Suggested Reading:

“Predictive Modeling – becomes A Tool for Insurers, Health Firms” 
WSJ by Johanna Bennett, 9/12/2002

http://online.wsj.com/public/article/SB1031779558910629595.html 
“Predictive Modeling – An Ounce of Prediction”

CIO magazine by Alice Dragoon 7-04
http://www.cio.com/article/29193/Predictive_Modeling_An_Ounce_of_Prediction
“Predictive Modeling Holds Promise of earlier identification, treatment”

In Managed Care Magazine, by Jack McCain 2001

http://www.managedcaremag.com/archives/0109/0109.predictive.html
Applied Discussion Topics:
· How does predictive modeling impact your strategic planning process?

· Does your upper management understand predictive modeling tools? 

· By the way, if you have experience with these tools come to class with an explanation for your peers as to how they work and are used in your industry sector.
· Privacy concerns?
Individual Paper Assignment “turn-in” => 1 to 2 pages
Analyze and Evaluate Market Research used by your company or organization.  If you find areas the firm is not doing what you expect they should be doing describe shortfalls and research they should be conducting.  

Potential areas you can look into include: 

· Existing & potential customers


Competitors, 
· Product development,



Human Resources
· Plant Locations and site locations 

Outside research providers and others.  
Please ask around and perform “informal” interviews with key players at your company to gather your information.  

Chapter 5:  Creating Customer Value, Satisfaction and Loyalty

· What does your organization look like in Figure 5.1? (P121)

· Maximizing Customer Lifetime Value (P130)

· How would you calculate such a number in your company?

· CRM (P133) and Building Loyalty (P138)

· Database Marketing (P142)

· What data do you keep on your customers?

· Who manages the customer data gathering, analysis and dissemination process in your organization?

Readings: Marketing & Statistics:

Article:
“The Very, Very Personal Is The Political” Jon Gertner NYT Magazine 2/15/04

http://query.nytimes.com/gst/fullpage.html?sec=technology&res=9A06E3DD173AF936A25751C0A9629C8B63 
Internet Research terms: Voter Vault and Datamart: 
Discussion Topics:

· How are political parties using databases to execute their campaigns?

· How are these databases compiled?

· How can you as an MBA employ these techniques to improve your business?

· What is the marketing function in the political arena?

Marketing Notes on Statistics:


The Use and Misuse of Statistics” HBS Reprint # U0603C on March 2006 


Purchase though the HBS publishing web site at: 


http://www.hbsp.harvard.edu/hbsp/index.jsp?_requestid=47907 

Marketing and Statistics Readings - Discussion Topics:

· What did you react to (what grabbed you) in the readings?

· Because you have lived through an experience similar to the ones depicted?

· Because you suspected something was wrong but you just could not put your finger on why? Other reasons?

· Let’s talk about “Bias-Effects” and how darn difficult they are to eliminate in market research.

· As a consumer of Market Research information how do you systematically go about evaluating the information you are given by the Market researcher?

· Explain the pitfalls of Convenience Sampling.

· What framework will you use to design and evaluate statistical research (as a result of all these readings) in the future?

Class #5: 
Consumer Behavior & Business Buying Behavior

Chapter 6: Analyzing Consumer Markets

· How do changing demographics impact your company?

· Internet Research: Go to the U.S. Census and find Profile for:

Pittsburgh City, Allegheny County pt.  (Place-County) 
 Narrative  www.census.gov/acs/www/Products/Profiles/Single/2000/C2SS/Narrative/155/NP15500US4261000003.htm
Demographic  www.census.gov/acs/www/Products/Profiles/Single/2000/C2SS/Tabular/155/15500US42610000031.htm
Social   www.census.gov/acs/www/Products/Profiles/Single/2000/C2SS/Tabular/155/15500US42610000032.htm
Economic  www.census.gov/acs/www/Products/Profiles/Single/2000/C2SS/Tabular/155/15500US42610000033.htm
Housing  www.census.gov/acs/www/Products/Profiles/Single/2000/C2SS/Tabular/155/15500US42610000034.htm

·  What significant information did you find regarding your age group?

· Your comments on: Table 6.1 P151 

· Marketing to Latinos, African Americans and Asian Americans (P153)

· “Cultural” & “Social” factors as they apply to you

· Go to SRIC’s website and take VALS survey at:

http://www.sric-bi.com/VALS/presurvey.shtml      Please print out your cover page to your VALS and turn it in to me at the end of class

· What is this information used for?

· What did it describe about you that you agree with? 

· Disagree with? 

· Did not know before?

· Comment on Figure 6.3 (on Page 166) regarding the process of developing customer Mental Maps:

Outside Research for Class Discussion:

Comments on Marketing to Social Classes – for background visit Wikipedia: 

· For Upper Class: http://en.wikipedia.org/wiki/Upper_class 
· For Middle Class: http://en.wikipedia.org/wiki/Middle_class 
· For Social Class:  http://en.wikipedia.org/wiki/Social_class   
· Seek out information regarding composition of social classes and their behaviors in USA
· If interested in Health care issues suggest you peruse:

http://www.amsreview.org/articles/henry03-2001.pdf 
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=pubmed&dopt=Abstract&list_uids=16138140&query_hl=2 
Chapter 7:  Analyzing Business Markets 

· What forms of organizational buying does your company currently execute?

· Who makes the buying decision?

· What formal process & procedures exist?

Articles:
“Time for Marketers to grow up?” Prystay & Ellison WSJ 2/27/03


“The coming demographic deficit: How aging populations will reduce global savings” January 2005 in McKinsey Global Institute

http://www.mckinsey.com/mgi/publications/demographics/index.asp

“World Population Prospects: 2006 Revision World Population database (United Nations) Suggest you go to web site and play with the interactive graphics)
http://esa.un.org/unpp/index.asp?panel=2 
And take a look at population pyramids for USA population by age and sex at:

http://www.ac.wwu.edu/~stephan/Animation/pyramid.html 


Class Discussion:


· What demographic changes strike you as being significant?  

· What might change with regards to consumer behavior, as the population ages?
· What impacts does an aging population have on your marketing efforts (specifically to the organizations you work for)?

· How do Global population distributions impact your planning efforts?

· In your organization, what is the age distribution of your key knowledge workers?

· What will it look like in 10 years?

Team Paper:  Read the following articles, prepare for discussion and prepare written answers to questions below:
Article:
“The Power of Virtual Integration:  An Interview with Dell Computer’s Michael Dell” (HBR OnPoint Edition) published in HBR March 98 by Joan Magretta Product #7907 (Published 9-1-01)
Article:
“Lean Machine = Dell Fine-Tunes Its PC Pricing To Gain an Edge in Slow Market” in WSJ, 6/8/01 by Gary McWilliams


Note: Please get your hands on this article – even if it means going to the library to retrieve a copy)

http://online.wsj.com/public/article/SB99194650325254708.html
A Dell salesman says he can "set the margin wherever I want as long as it meets the objectives of the regional sales manager." For prices below the target margin, a salesperson can call a "special pricing" team that will evaluate the lower price and provide an answer within an hour. excerpt
Article:
“Want to complain about Dell” Forget it” in The Register by Charles Arthur


 http://www.theregister.co.uk/2005/07/11/dell_customer_support/   
Discussion:
Dell has become (for many) the poster child of E-commerce (B-to-B, B-to-C & B-to G [Government]) marketing integration.  

In Class we will discuss impact of following topics: 

· Virtual integration, & impact on supply chain strategy, 

· Competitive advantages & potential disadvantages, 

· Sales forecasting,

· Business buying behavior 

· Ability to focus on customer needs & wants  

· Applicability of Dell Business model to businesses outside Electronics Industry. 

Team Paper: Answer & Discuss following questions:

· What advantages does Dell's supply chain integration give them with regards to their competition?  

· What are the potential hazards? 

· How does supply chain integration apply to your company or organization? (Teams should write up a collective response based on one or more of the companies & organizations you work for).

· Business operating under a “build-to-order” strategy eventually will need to fully embrace supply chain-integration concepts and technology.  

· Explain why you agree or disagree.  

June 8, 2001
Dell Fine-Tunes Its PC Pricing To Gain an Edge in Slow Market

By GARY MCWILLIAMS 
Staff Reporter of THE WALL STREET JOURNAL

Is Dell Computer Corp. fighting a price war with itself?
One day recently, the Dell Latitude L400 ultra light laptop was listed at $2,307 on the company's Web page catering to small businesses. On the Web page for sales to health-care companies, the same machine was listed at $2,228, or 3% less. For state and local governments, it was priced at $2,072.04, or 10% less than the price for small businesses.

The price differences are no mistake. Amid a slowdown that is crunching its own profits, the world's No. 1 PC maker is employing ferocious high-tech tactics to grab an ever-larger share of the PC market. The Austin, Texas, company's more than 5,000 salespeople constantly quiz large corporate customers on their purchase plans -- and on the deals they are weighing with Dell rivals. And the company has begun demanding flexible pricing in its contracts with suppliers, many of which also continually update Dell on their own costs. All that lets Dell adjust prices and incentives immediately in response to changes in its own costs and demand from customers, from one segment of the PC market to another.

"Our flexibility allows us to be [priced] different even within a day," says a Dell spokesman. A Dell telephone-sales representative recently quoted a machine for $50 less than the price touted in an advertisement in the New York Times the same day.

Commodity Prices

Dell's strategy is collapsing profit margins throughout the PC market, a dire development for rivals who can't keep up. Dell is pricing its machines not so much like lucrative high-tech products, but more like airline tickets and other low-margin commodities. That puts pressure on Dell to push up sales volume to compensate for the thinner margins.

Dell's tough pricing could force slower-moving rivals to retrench. "There will be consolidation -- and I do not expect it from mergers," says Barry Jaruzelski, head of the U.S. computer and electronics practice at consultants Booz Allen & Hamilton. "A large player could be driven out."

For Dell, the strategy is paying off. In the first quarter of 2001, shipments of personal computers world-wide grew by 852,000 units, to 31.6 million, while Dell's shipments alone grew by 957,000 units. Dell's unit sales grew by more than the overall industry's because the company snatched market share from competitors during the period. In the U.S., Dell now accounts for nearly a quarter of PC sales, compared with 6.8% in 1996, according to International Data Corp.

With PC unit sales expected to rise just 5.8% this year, compared with average annual gains of 15% in recent years, the industry is already feeling the pinch. Compaq Computer Corp. has said it will take a $450 million write-down in the second quarter for unsold PCs, while Hewlett-Packard Co. wrote down $100 million in the quarter ended April 30 for overpriced inventory.

Visions of Wal-Mart

Dell, too, is taking a hit. Its net margin has slipped nearly two percentage points in recent months to less than 6% of sales. And some analysts worry that the company's aggressive pricing could eventually reduce the margin to 3.5% -- a slice only slightly better than that of Wal-Mart Stores Inc., another well-known cost hawk and price cutter.

Still, among the top six U.S. PC makers, Dell was the only one to report a profit for the first quarter. In the current fiscal year, ending Feb. 1, 2002, Dell's profit will decline for the first time since 1993, according to a survey of Wall Street analysts by Thomson Financial/First Call. Earnings last year totaled $2.31 billion. In 4 p.m. Nasdaq Stock Market trading Thursday, Dell stock was at $25.61, down 53% from its 52-week high of $54.67, reached in July last year.

Dell's tactics build on founder and CEO Michael S. Dell's famously fastidious concern with costs and pricing. At company and industry gatherings, the 36-year-old billionaire tirelessly quizzes customers on what they would be willing to pay for new technologies. He once chastised a supplier for bringing cinnamon rolls to a meeting with Dell employees. "Michael walked in and said, 'Take those back and let's knock the price off the next shipment of materials you bring in,' " recalls Jim Cano, a now-retired Dell manufacturing executive who attended the meeting. " 'We don't need food. We want a better price.' "

Even before recent staff reductions, Dell's overhead consumed just 11.5 cents of every sales dollar, compared with 16 cents at Gateway Inc., 21 cents at Compaq and 22.5 cents at Hewlett-Packard. And as it grew into the world's biggest PC maker, Dell made a practice of quickly passing along to customers its own savings from price drops in memory chips, disk drives, modems and other key PC components.

For years, most PC makers have calculated unit costs -- and thus margins -- by projecting sales, then asking suppliers to submit component bids based on those sales estimates. The PC maker then sets a list price based on the bid costs, its own sales projections and its desired markup. Production is based on projections; the system leaves scant wiggle room for subsequent changes in component costs, customer demand, or others' price cuts. Moreover, prices are very often in the hands of independent PC dealers, free to add their own markups -- a system that gave manufacturers little control over the final retail price.

In Close Touch

Dell's methods have always differed. It builds its machines to order and shuns sales through independent dealers. By selling directly via the Internet, catalogs and the telephone, it maintains direct contact with customers and can regularly gauge their sensitivity to price changes. It also routinely polls customers on their willingness to pay for new technologies, such as whether they would substitute flat-panel displays for bulkier monitors.

More recently, suppliers and others close to Dell say, the company has developed a cost-forecasting system that underpins its fluid pricing. The company won't discuss in detail how it sets prices, beyond saying that its strategy has cut into its rivals' business. "Contrary to what most companies say, it's not necessary to be price competitive," says James T. Vanderslice, Dell's co-president. "It's most necessary to be cost-competitive."

The company's 25 main suppliers and dozens of others provide regular updates on their costs and prices, enabling Dell to forecast prices for each component in its computers several months into the future. Last year, the company set up Internet "portals" for many of its suppliers so that it could share with them regular updates on its own inventories and customer purchases. All this pooling of information provides early warnings of potential material shortages and helps Dell and its suppliers schedule production to avoid overproduction or costly overtime runs.

"They feed forecast changes to me on a weekly basis," said Gil Christie, vice president of operations at video-graphics maker ATI Technologies Inc., Thornhill, Ontario. Mr. Christie says that of all the PC companies that ATI sells to, "they are the only one I'm dealing with that have it." Dell's weekly purchasing forecasts, he says, help ATI plan its own production and purchasing more precisely, which holds down costs.

Suppliers say Dell makes it clear that it expects them to push down prices just as hard as it does. "There isn't a standard fixed price" with Dell, says Andrew G. Gort, senior vice president at computer-board maker Celestica Inc. "They change their price to a customer, and we're expected to participate in that," he says.

That gives Dell an edge now, as prices of circuit boards, flat-panel displays, microprocessors and other major PC components are falling. Dynamic random-access-memory chips, or DRAMs, have plummeted to $2 each for a standard 64-megabit chip from $8.65 apiece last August.

Information collected from suppliers and Dell's own factories is grouped into a spreadsheet called a "cost package" that sales managers use to find out precisely what each product costs Dell to make now and to project what it will cost six months into the future. The company now aims to go beyond collaborative planning with suppliers to collaborative design, using the Internet to swap information among its own and suppliers' engineers.

The cost package is available online to all Dell business managers, who set profit goals for all their accounts. The team that collects the information also sends e-mail alerts when costs move unexpectedly. After a late 1999 jump in memory-chip prices hurt profits on sales under existing fixed-price contracts, Dell renegotiated many contracts to incorporate the unexpected increases.

With open access to cost information, Dell sales representatives can adjust PC prices based on quantity, profit targets and proposed delivery dates. Dell also considers the degrees of competition among computer buyers, so that even on the same day, the company may sell PCs at one price to governments, at another to health-care companies, and so on.

The company's salespeople encourage customers to order far in advance or seek staggered delivery dates. In addition to giving Dell a reliable backlog, these long-term sales allow Dell to squeeze higher profits out of lower prices charged now for deliveries in the future -- for instance, when the company predicts that the price of an Intel Corp. microprocessor is scheduled to decline 10% in several months.

A Dell salesman says he can "set the margin wherever I want as long as it meets the objectives of the regional sales manager." For prices below the target margin, a salesperson can call a "special pricing" team that will evaluate the lower price and provide an answer within an hour.

Dell customers say rapidly changing prices have become a necessary part of the market. "If you go to Dell from two or three directions, you get two or three different prices," says William McCallum, chief executive officer of Integration Concepts Inc., a Hurst, Texas, provider of computer services to health-care companies. But he says the company buys Dell machines because the price is right.

David Krauthamer, computer manager at Advanced Fibre Communications Inc., in Petaluma, Calif., recently switched his PC purchases to Dell from Compaq because of lower prices. "It's a brave new world when people give you their cost and say, 'This is our markup,' " he says.

Peter Panagiotatos, a computer manager at Nova Chemical Inc.'s Pittsburgh office, says he recently bought 700 Dell desktop PCs at 40% off their nominal list price. Nova already had a negotiated discount but found that Dell readily clipped an additional 25% off that when he made the purchase.

Big rivals have embraced to a limited degree Dell's build-to-order assembly and its distribution method, but they still haven't been able to match its pricing. They still tend to follow a system of estimating sales, then drafting a production plan and negotiating long-term component purchases, and the bulk of their sales are still through dealers, with whom they don't share cost information.

Solutions Abroad

IBM and Compaq say they have begun investigating software that will allow them to adjust their own prices according to demand for certain machines. And some have begun shifting more production to lower-cost overseas sites. Compaq's new PCs for businesses are built entirely by Asian subcontractors, a break from the U.S. company's norm.

At home-PC maker Gateway, Michael J. Ritter, vice president of product marketing, says Dell's price shifts are "keeping people like me on their toes." In response, Gateway just offered to match the price of any comparable Dell PC. It also created a database system to monitor rivals' prices.

Clark Hubbard, president of CSI Data Systems Inc., a Norcross, Ga., computer dealer, says Compaq, IBM and Hewlett-Packard tell him to match any Dell quote, regardless of their costs. "They'll do anything, anything they can, if it's within reason to keep Dell from getting the deal," he says.

Smaller PC makers can't keep up. Already this year, Micron Electronics Inc. has opted to exit from the business and focus on an Internet service business. EMachines Inc., once the largest retail-store PC maker, earlier this month said it is considering a sale of the company.

Dell, meanwhile, remains as aggressive as ever. On May 7, the company said it will take a restructuring charge of as much as $350 million for the fiscal second quarter, ending Aug. 3, to consolidate operations and slash staff by 10%. It said it will use the savings to underpin price cuts. 

Class #6: 
Competitors & Market Segmentation

Chapter 11:
Dealing with the Competition 

Note: This chapter is for General Discussion only – please read the text lightly for general content and specifically prepare to discuss the following points in class:

· Porter’s 5 forces (P295)  Apply to Team’s firms – prepare for class discussion on topic

· Who are your competitors?

· Does your company follow or lead competitors? (Explain your answer)

· In your company - who pays attention to your competitors?

· Who collects information about your competitors?

· What competitive strategies prevail in your industry?
Independent Research: Competitive Intelligence (CI):

Read “Competitive Intelligence Programs: An Overview” by Yogesh Malhotra at
http://www.brint.com/papers/ciover.htm
“Google” search companies engaged in CI, such as:

http://www.fuld.com/
Competitive Intelligence - Class Discussion Questions:

· How is CI different yet the same as Marketing Research? Espionage?

· What is CI used for and who do you suspect is using it?

· How do you execute a CI Program? By what methods?

· How can competitors foil your CI program?
· How can you make sure your CI information is good?   

Chapter 8:
Identifying Market Segments and Targets

General Discussion: (Focus on these selected topics) 

· Levels of Segmentation

· Segment Marketing (P208) & Niche Marketing (P209)

· Bases for Segmenting (P213)

· How does your organization segment customers?

· How could they do a better job?

Article:
“The Smell of Success” James Harding 10/2/04 in Financial Times Weekend Magazine Feature article (Note – visit to Library may be needed to retrieve this article)

http://search.ft.com/ftArticle?startDate=02%2F10%2F2004&dsz=0&dse=true&queryText=James+Harding&endDate=02%2F10%2F2004&activeTab=ftNews&aje=false&resultsToReturn=10&id=041002001289 

“Madison Avenue Is Cautious As U.S. Households Change” in WSJ by Vanessa 

O’Connel & Jon Hilsenrath 5/15/01

http://online.wsj.com/public/article/SB989878428619130075.html 
“Married with Children” in American Demographics by W. Frey March 2003
Found on: Milken Institute website at: 

http://www.milkeninstitute.org/publications/publications.taf?function=detail&ID=274&cat=Arts 

Discussion Questions:

· Markets are identified & segmented according to the research described in these articles, political parties can reach their targets but business cannot though traditional advertising media.  

· What are your comments & observations?

· In Pittsburgh, how would you reach the following markets: 

· Single mothers? 
Divorcees? 
Gay people? 
Retirees?

Team Case:
“MicroFridge: The Concept” by John Deighton HBS Case Product #599049 Published 8-25-98
Team Paper Assignment: Segment the marketplace for the MicroFridge. Then determine which market(s) you want to enter and why. Given the material in Chapters 8 and 9, you should be able to get some demographic data from the Census to substantiate your segment size estimates.  Formulate a strategy to go after your Team’s chosen segment(s). Estimate the funds (working capital plus investment capital) you will need to borrow (or otherwise come up with) to support your market entry strategy. Outline of your Team’s 4-P’s.

Budget Forecast: As you might expect - Marketing Programs (Four P’s) cost money. Tell me how much inventory you need to service demand.  Forecast the demand you see in the segments, and give me your market share targets. Establish a selling price, rental price or leasing price, and explain how you arrived at that price.  Give me your target profit margins for this endeavor.

Prepare a spreadsheet budget for your market entry strategy. List any and all assumptions your team makes to construct your forecasts, including amount of funds you need to support your Market Entry Plan.  

Remember - be creative & have some fun with it!

Class #7:  
Product Differentiation, Product Positioning, 

Product Life Cycle & New Product Development
Chapter 10 – Crafting the Brand Positioning (Focus on selected topics)
General Discussion:

· Positioning according to Ries & Trout - Visit following web site:

http://www.ries.com/ 


http://www.ries.com/articles-positioningera.php 
Team Exercise: 

Write a Positioning Statement for a product (P275) for a product or service at one of the firms represented by the team.

· POD’s and POP’s? (P269)

· How do you differentiate products (P276)
· Product Life cycles (P278)  OK - Apply these life cycle product concepts to your consuming experience and find products that describe these curves.
Chapter 20: Introducing New Market Offerings (Focus on selected topics)
Class Discussion: 

· Make or Buy (P566)

· Fig 20.2 describes new product development process using the stage-gate process

· Thoughts & comments?

· Managing the development process (P581)
· Figure 20.8 illustrates new product adaptation process – How does this impact the marketing mix (4-Ps) in your mind?
Tonight’s Discussion Articles:

“From Drab to Fab - Formerly style-impaired manufacturers like Whirlpool and Master Lock are now cranking out great-looking stuff. Here's how.” by Jason Tanz in Fortune 12/8/03


http://money.cnn.com/magazines/fortune/fortune_archive/2003/12/08/355102/index.htm 
“Tomorrow” B-School? It may be a D-school in BW 8-1-05 by Jennifer Merritt

Topics for Discussion:

· Explain the importance of design in a product/service’s development.

· What design topics are making their way into business curriculums?

· Explore how your organization goes about designing its products/services and bring examples to discuss.  (Hint – ask around)
“The Pill Whose Name Goes Unspoken How do you sell painkillers to an entire generation of consumers hooked on body piercing and extreme sports?” Fortune 9/20/04 Julia Boorstin

http://money.cnn.com/magazines/fortune/fortune_archive/2004/09/20/381167/index.htm 


Questions for Discussion:


1 -
Explain how “pain-partnering” works.

2 -
Why is J&J not using traditional media to reach this demographic?


3 –
Why bother developing this demographic – it seems very labor intensive?

4 Conceptually – what implications do you draw from reading this article and marketing to young men in the USA?

The Facebook economy - The No. 2 social network is fast evolving into a new kind of software platform - and the race is on to figure out how to turn users' every move into dollars for enterprising developers. In Business 2.0 by Blakely and Copeland 8-23-07

http://money.cnn.com/2007/08/22/technology/facebook_economy.biz2/index.htm 

Questions for Discussion:


1 -
Describe how Facebook and MySpace fit in your business model

2 -
In what ways does product development differ in this social networking environment from more traditional product and service R&D?
Team Case:
Bayersiche Motoren Werke AG (BMW) by Robert J. Dolan HBS Case Product #594082 Published April 2, 1993
Supplemental “Successful Brand Repositioning” McKinsey & Company

Reading:
Marketing Practice Document 04.2001 by John T. Copeland

http://www.mckinsey.com/practices/marketing/ourknowledge/pdf/Solutions_SuccessfulBrandRepositioning.pdf
http://www.mckinsey.com/practices/marketing/ourknowledge/compservicelines.asp
Note: A visit to Library may be needed to secure copies of the above readings

Case Questions & Topics: These questions will guide you to focus on case’s main issues concerning positioning and repositioning.  
Please avoid a mechanical analysis of these questions (pun intended).

· How did USA luxury auto marketplace in 1992 change? (Hint: did Japanese auto manufacturers reposition BMW?)
· Specifically apply case facts against Table 2 P7 in McKinsey paper.

· How has BMW responded to customer perceptions of value?  

· Who is BMW’s customer?  (Hint: Segmentation analysis required)

· What are customers buying when they buy a beemer? 

· Specifically apply the concepts Table 3 P9 in McKinsey paper addressing Brand Signal Pathways.

· Could BMW have done anything to change the course of events from 87 to 90?

· Evaluate Gerlinger’s performance. 

· What should BMW do to effectively compete against Lexus & Infinity?

· Should BMW reposition itself against its competitors? Explain.

· What major challenges face BMW to reach 100,000 unit sales?

Class #8: 
Managing Product Lines, Brands, & Service Products

Chapter 9: 
Creating Brand Equity

Chapter 12: 
Setting Product Strategy

Chapter 13: 
Designing and Managing Services

Articles:

“Branded – On Language” NYTimes Sunday Magazine by Alex Frankel 9/2/01

“Global Brands” in Business Week 8/1-05  by Bob Berner

(also Visit http://www.interbrand.com/home.asp    for more information)

“The top 100 Brands – Here’s how we calculate the power in a name”  BW


http://bwnt.businessweek.com/brand/2006/ 

http://www.ourfishbowl.com/images/surveys/Interbrand_BGB_2007.pdf 


http://images.businessweek.com/ss/07/07/0726_globalbrands/index_01.htm?chan=search 

“Executive Life; Building a Brand, One Brick at a time” by Abby Ellin in NYT 6/15/03

http://select.nytimes.com/gst/abstract.html?res=F00D15F6355D0C768DDDAF0894DB404482 

“Old Spice's Extreme Makeover How Procter & Gamble is selling the once-stodgy brand to a whole new generation ” BW 11/1/04

http://www.businessweek.com/magazine/content/04_44/b3906116.htm?chan=search 


Class Discussion Topics:  

· In past week, have you heard someone use a brand name as a verb?  

· What are your thoughts on “Product Placement” @ Heinz Field & PNC Park?  

· What are the marketing goals? Do they succeed? Explain

· How many times per day do you think “PNC Park” registers a product mention to a passer by, radio listener or person watching TV?   

· Brand Equity can represent a significant portion of a stock’s market cap.  Should Brand Equity be included in traditional accounting? Explain    

· Most accountants and financial types have trouble working with the concept of Brand Equity – why is that?

· What makes a “global brand” global?

· What challenges does Pepsi face?

· What will they have to do to successfully reposition themselves?

· Comment on branding bricks.

· Describe how you would go about “branding” bricks? 

· Describe P&G’s efforts to revive Old Spice.

· After these readings on branding what might you do to brand your products/services at your company?
Web Article:
“Employer Branding – A Recruiter Imperative” from Recruiting Trends Newsletter in WSJ Career Journal 

http://www.careerjournal.com/hrcenter/articles/20040413-kennedy.html 
Questions: 
 

· How do you brand yourself as an employer?

· Is it about recruiting the people who fit your band?

· So is recruiting and retention also a Marketing function?

· What benefits accrue to your company if you get the branding thing right?

Class #9: 
Product Pricing & Channel Selection

Chapter 14:

Developing Price Strategies and Programs


Discussion Topics:

· How does your company or organization set prices?  

· Ask around –make some calls and interview people responsible.  

· Test text concepts (markup, target-return, perceived value, value, going-rate, sealed-bid, what ever competition dictates).

· Internet Assignment:  Research terms “Gray-market”, “Parallel Market”, & “Market Diversion” and prepare to discuss how they directly affect your ability to set prices across different marketplaces.

· Price Allowances & Discounts 

· Promotional Pricing 

· Differentiated Pricing

· Product Mix (so called “bundling”) pricing
Individual Exercise:
Chapter 14: For discussion: 

· How does your company or organization set prices?  

· Ask around –try to interview those responsible without getting into trouble.  

· Ask if the concepts described in text are used namely - markup, target-return, perceived value, value, going-rate, sealed-bid, what ever the competition dictates.

Chapter 15:

Designing/Managing value networks and marketing channels
· Role of Marketing Channels (P414)

· Channel Design (P417)

· Channel Management Decisions (P423)
· Conflict, Cooperation and Competition  (P430)
Article:
“The Power of Pricing” McKinsey Quarterly 2003 Number 1 by M. Marn, E. Roegner and C. Zawada (Note – Library visit may be needed to acquire this article)



http://www.mckinseyquarterly.com/article_abstract.aspx?ar=1269 



http://www.mckinseyquarterly.com/Marketing/Pricing/The_power_of_pricing 

Class Discussion:   
· Describe pricing at 3 levels (Industry Price, Product/market strategy level and Transaction level)

· Describe a “Price Waterfall”.

· Do any examples from your company apply this concept?

· Describe the concept of “Pocket margins”.

Article:
“New York State Hospitals Agree to Cut Prices for Uninsured” WSJ 2/2/04 by Lucette Lagnado Staff Reporter




http://online.wsj.com/public/article/SB107567175744817294.html
Class Discussion:
· Apparently who calls the shots, and how are prices established by Health care providers and Hospitals? 

· Is the existing system “fair” for the indigent without medical insurance?

· How might the system be reformed – to accurately reflect Hospital costs?


Articles:
“Which Price is Right?” Fast Company 3/2003 Charles Fishman




http://www.fastcompany.com/magazine/68/pricing.html
“The China Price” – Special Report in BW 12-6-04

http://search.businessweek.com/Search?searchTerm=%93The+China+Price%94+&resultsPerPage=20 

Class Discussion:
· So – how does one increase profits if you can’t increase prices?

· Why does my wife always buy clothing on SALE? 

· Why does it seem like stuff is always on some sort of sale?

· What does one have to do to master the new era of pricing?

· By the way – kind of testing should you be doing with your pricing?

· Explain how the China Price is impacting your industry/organization.

· Evaluate the China Price in our economy – what dislocations and economic adjustments can you foresee as a consequence?

Case:
Cumberland Metal Industries: Engineered Products Division, 1980 by Benson P. Shapiro and Jeffrey J. Sherman - HBS Case Product # 580104 Published in January 1, 1980 and Revised August 16, 1985
Preparation Points:


· What’s your price for the curled metal pads? Why?

· Which of 3 McKinsey pricing levels are relevant to your analysis?

· Hint: Industry Price level, Market Strategy level, or Transaction level

· How much are these pads worth to the customer?

· Does the test data give you any information to base your answer?

· How big is the market? Define the opportunity.

· Does price determine market share?

· What is the relationship between profits and market share?

· Who has to say “yes” before you sell a CMI pad?

· Would any of these parties like to see curled metal pads fail? Why?

· How are you going to market these pads?

· How will you position the pads?

· How will you measure customer value going forward?

· Describe key influencers who will be recruited to help you bring the pads to market.

· What are you going to say to the Colerick Foundation?

Class #10: 
Marketing Communications Strategy




Advertising, Sales Promotions & Public Relations
Assignment:
Read Chapters 17 and 18 (lightly for content)

Readings and Web Material:  (to Prepare for class discussion) 

You Tube:
http://video.google.com/videoplay?docid=-8844151882156453827&q=lazy+sunday+SNL&total=309&start=0&num=30&so=0&type=search&plindex=13
Question: 
Evaluate impact You-Tube ™ has (or will have) on traditional advertising media.

Article:
“THE MEDIA BUSINESS: ADVERTISING; Planter's Mr. Peanut, a dignified pitchman with link to past.  ” Column appearing in NYT 7/14/99 Stuart Elliott. http://select.nytimes.com/gst/abstract.html?res=F10B1FF735580C778DDDAE0894D1494D81 
Question: 
How should advertising “Icons” be handled?

Article:
“Nightmare on Madison Avenue Media fragmentation, recession, fed-up clients, TiVo--it's all trouble, and the ad business is caught up in the wake.” in Fortune 6/28/04 by Devin Leonard and Doris Burke
http://money.cnn.com/magazines/fortune/fortune_archive/2004/06/28/374368/index.htm 


“Is Mad. Ave. ready to go NAKED? In Fast Company 10-05 Danielle Sacks
http://www.fastcompany.com/magazine/99/naked.html 

· What are the significant changes occurring in the world of in advertising?

· What do media buyers do?

· What are certain demographics so hard to reach?

· What do you take away?

· Make sure best adv. ideas get executed – as well as best non-advertising ones!

Article:
“Aflac Duck’s Paddle to Stardom: Creativity on the cheap” WSJ 7/30/04 by Suzanne Vranda Staff Reporter

http://online.wsj.com/public/article/SB109114090769378355.html 

Note: Please research the Duck and buzz marketing – bring examples to class

· Why does the stupid Duck work?

· So – explain what role creativity plays in advertising?

· Does your company/organization have something like the Duck?

Article: 
“Campaign Tool: Tracking Ads” WSJ 10/12/04 by Shailagh Murray

http://online.wsj.com/public/article/SB109753462693242383.html 

· Why should you track advertising moves by your competition?

· So – how do you actually do it?

· Spot any evidence of our presidential politicians using this technology?

Web Article:
“Buzz Marketing – Suddenly this Stealth Strategy is Hot—but it’s still fraught with Risk – Business Week – Cover Story 7/30/01 by Khermouch, and Green 

http://www.businessweek.com/magazine/content/01_31/b3743001.htm
Buzz Discussion Topics & Questions: 


· Your thoughts and comments about using buzz on hot dogs?

· Research term “buzz marketing” as it relates to your industry sector

· Comment on “buzz marketing” efforts you have been involved with.

· Comment on how “buzz” replaces traditional marketing efforts.

· Comment on buzz marketing efforts you have seen executed 

· What works?

What definitely does not work?

· What buzz tools are overexposed and/or overused?

· What short & sweet guidelines would you give to a novice Marketer who wants to use “buzz” in a campaign?

Article:
“Can you name that slogan” by David Kiley in BW 10/14/04

http://www.businessweek.com/bwdaily/dnflash/oct2004/nf20041014_4965_db035.htm?chan=search 

· What seem to be the rules for effective sloganeering?

· What slogans are used at your company?

Team Case: PR Readings regarding Coke in Belgium in 1999: 
“Coke Products ordered off shelves in four countries”  in NYT on 6/16/99 by Constance Hays
http://query.nytimes.com/gst/fullpage.html?sec=health&res=9D07E2DF1E38F935A25755C0A96F958260 

“INTERNATIONAL BUSINESS; Coke's Chief Apologizes for Response on Contamination” NYT 6/17/99 by Edmund Andrews
http://select.nytimes.com/gst/abstract.html?res=F70E14F7345C0C748DDDAF0894D1494D81 




“Chairman uses Ads to Apologize.” NYT 6/22/99 by Constance Hays
http://query.nytimes.com/gst/fullpage.html?sec=health&res=9C04EEDC113BF931A15755C0A96F958260 

“INTERNATIONAL BUSINESS; Mixed Day for Coca-Cola in European Illness Scare”  NYT 6/23/99 by Craig Whitney
http://query.nytimes.com/gst/fullpage.html?sec=health&res=9F01E7D61E3BF930A15755C0A96F958260 

“FIVE QUESTIONS for RAY GOLDBERG; Under the Food Scares, A Credibility Problem” Constance Hays in NYT 6/27/99

http://query.nytimes.com/gst/fullpage.html?sec=health&res=9A04E4DB153AF934A15755C0A96F958260 


“A Sputter in the Coke Machine; When Its Customers Fell Ill, a Master Marketer Faltered” NYT 6/30/99 by Constance Hays
http://query.nytimes.com/gst/fullpage.html?sec=health&res=9A03E3D81F3AF933A05755C0A96F958260 




Recall to Cost Coke Bottler $103 Million  NYT 7/13/99 Constance Hays


http://select.nytimes.com/gst/abstract.html?res=F20814F83A580C708DDDAE0894D1494D81

Coca-Cola Earnings Fall 21%, Reflecting Troubles in Europe by Constance Hays 7/16/99

http://select.nytimes.com/gst/abstract.html?res=F30716FA3F5B0C758DDDAE0894D1494D81 

Team “Case” Analysis Topics (for class discussion only – no hand in required for Coke topic):  Critique Coke’s actions, using PR materials (p605) for reference as well as any independent research you decide to perform.  

· How much do you estimate the Belgian fiasco cost Coke in Market Share?

· In Sales?
In product recall costs?

In profits?
In Brand Equity? 

· Fully evaluate Leadership performance at Coca-Cola during this period.

Note: Week 7 we covered Brand Equity. Coke’s 1999 & 2002 numbers were a significant majority of their market cap.  So – how well did Coke’s headquarters manage their Brand Equity?

For background - in 1998, mad-cow decease traumatized Europe. Belgium had a corruption scandal in the spring of 1999 because its meat inspectors were allegedly taking bribes to look the other way at unsafe poultry/meat feed practices
Team Case Analysis – Outside Resources Needed and Team Hand In required:

Evaluate the preparedness of one of the firms where one of your Team members is employed with regards to one of the following:

· Emergency Preparedness for a public health disaster (such as SARS) or/
· Nuclear attack by a terrorist organization or/
· Product recall (of your best selling cash-cow) or/
· Natural disaster strikes your supply chain and forces you to force-majeure.
Class #11:
Retailing, Wholesaling & Market Logistics

Assignment:     Chapter 16 (read lightly)

· Retail Positioning Map (Fig 16.1)

· Major Types of Retail Organizations (Table 16.1)  

· Marketing Memo (P454) 

· Visit Paco Underhill’s web site & take a look at the Methodology” tab – view the streaming video at: http://www.envirosell.com
· Private Labels (P456) 
· Major Wholesaler Types (P458) Visit SuperValu and Sysco websites: (both are followed by .com)

http://www.sysco.com/   
http://www.supervalu.com/
· Discuss how SuperValu and Sysco impact Pittsburgh Market place.

· Who competes with them and how do they compete (cooperate)?

· Market Logistics (P461)

· Explain supply chain relevance to marketing function – note we will spend some time on this topic so come prepared to discuss it from the standpoint of your company and/or industry.

· What “logistics” decisions do Marketers make?

Articles: 
“Wal-Mart Trumps Moore’s Law” Michael Schrange Column “In the weeds” MIT Technology Review March 2002


http://www.technologyreview.com/Infotech/12775/ 


“Business Technology: A New Breed of Standards Makers” Bob Evans in Information Week 6/16/03


http://www.informationweek.com/showArticle.jhtml;jsessionid=O3VTHXLAXOUPSQSNDLPSKH0CJUNN2JVN?articleID=10700070&queryText=%93A+New+Breed+of+Standards+Makers%94+ 

Class Discussion: 

· Explain how Wal-Mart dictates technology systems to the entire retail Industry.

· Is Wal-Mart driving productivity gains in the USA?

· Explain the strategic impact of the following quote: “In 1987 Wal-Mart had just 9% market share but was 40% more productive than its competitors. By the mid-1990’s, its share had grown to 27% while its productivity advantage widened to 48%”
· What strategic consequences do you face if a “Wal-Mart” appears in your industry? (Like is happening to supermarkets right now)

· What happens to the small boutique retailers?

· Do you see any connections between Wal-Mart’s drive for cost efficiencies and the economic concept of deflation? Explain your answer.
Articles:
“Commentary: The Hidden Cost of Shelf Space” in Business Week 4/15/02 by Julie Foster Finance Section
http://www.businessweek.com/magazine/content/02_15/b3778090.htm?chan=search 

“Payments to Food Distributors Draw Scrutiny of Regulators” in WSJ by Ann Zimmerman and Patricia Callahan Staff Reporters on 2/26/03


http://online.wsj.com/public/article/SB1046211799861970103.html 

Class Discussion:  

· We discussed advertising last week; these articles discuss the significant promotion costs typically hidden in income statement reports under the heading of expenses.  Does this imply that financial accounting standards are weak?

· Is this a “transparency issue”?

· How would financial disclosure of rebates & stocking allowances be “Material” from an accounting standpoint for Distributors and Retailers? 

· Why do financial investors want this promotional information?  

· What difference might it make regarding the portfolio of their mutual funds?

· Do you understand why it is so hard for a new manufacturer to get their product “cut-into” a supermarket store shelf?

Team Case:


“Going to Market” HBS Note by Robert Dolan Product # 599078 Published January 6, 1999
Team Work:
Revisit either Microfridge or Cumberland Metal Industries team case submissions.

Discussion Points:
· Outline your plan for defining Market Channel tasks (per Figure A in the Note) 

· Demand Generation

· Demand fulfillment

· After sales service

· Information/feedback Marketing research 

· Other tasks (please define)

· Describe the “channels” that apply and are significant to your entry plan.

· How will you design your Channels?

· Apply a “Hybrid Grid” if applicable.

· Describe potential channel conflict and your plan to manage conflict.
Class 12:  Topics: Customer Satisfaction, Sales Force Management:
The Employee-Customer-Profit Chain at Sears - Behind “the softer side of Sears” is a set of rigorous leading indicators that measure attitudes, impressions, and future performance. by Anthony J. Rucci, Steven P. Kirn, and Richard T. Quinn Product Number 3537
Team Analysis – Turn in Executive Summary (2 pages max)

Discussion Topics & Questions:

Leadership at Sears established a connection between satisfied customers and satisfied employees.

· Team: Evaluate the connection between satisfied customers and employees at one of the places where a teammate is employed.

The article explains how Sears tracks its TPI progress.

· Team: Evaluate the satisfaction metrics used at another place of employment – bring examples of any form and/or surveys employed (if possible)

The figure below explains the Employee-Customer profit chain at Sears (from the reading). 

· Apply the Figure to one of the two places of employment already described.

· What did your Team take away from this case/article?
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Managing Sales Force: Read Chapter 19 lightly

Web White Paper:
Visit Forum and register to download: “The sales Manager’s Precarious Perch” at:  http://www.forum.com/publications/perchonline.pdf
Note: You might have to go through a registration process to get the article – if so I encourage you to take a look around the web site – this company is in same league as McKinsey & Co.

· According to Forum, what are the sales manager’s role and primary functions? 

· Do you agree with them?

· Anything missing?

· What are some of the challenges your organization faces teaching and coaching sales managers?
Class #13: Topic: Developing Global Markets


Assignment:  Chapter 21 Tapping into Global Markets

Class Discussion:  Q&A – Prepare questions for class discussion.  Potential Topics:
· Five modes of Entry into Foreign Markets 
· Global Standardization or Adaptation 
· Global Branding
· 4 “P”s (Product, Promotion, Place, Price) how does the mix change?

Class General Discussion: Research Intel and its entry into Costa Rica at: http://www.intel.com/community/costarica/ 
· Comment on power, financial strength, intellectual resources, and sheer size of Intel as it relates to the economy of Costa Rica.

· Compare financial size of Intel with GDI (or GDP) of Costa Rica – which is larger?
· Visit the OECD Global Forum on International Investment publication November 2001 by Anabel Gonzalez at:

http://www.oecd.org/dataoecd/53/53/2407839.pdf 

Role of Government: As a business person, what do you depend upon a government to do well? In other words - what are a government’s fundamental functions/roles?


Speech titled: 
Globalization, Regions and the New Economy by Kenichi Ohmae.  

The web link will take you to a transcript of a talk given in celebration of establishment of Center for Globalization and Policy Research, UCLA, Faculty Center, given January 17, 2001

From: 
http://www.sppsr.ucla.edu/cgpr/docs/ohmaewpno1.doc
Topics for class discussion:

· Who is this guy anyway? (Do some background research)
· In what ways does this speech disturb you? (Be specific in your answer)

· Some topics we can get into include the following quotes:

“The rest of the world is still living under the 19th century nation-state model. America has discovered the beauty of the borderless world, and has been importing people, capital, technology, and that’s sort of a wonderful thing.”
· How does this change the competitive landscape?

· Doro or the Eullar?  What would a Doro/Eullar imply?

· “Strategy has to be built simultaneously for the world.” Implications?
“In Japan, for example, the voting rate is below 40%. That means that democracy is not working there because those who don’t come to vote represent 60% of the people.”
· What happens to democracy when most people select “none-of-the-above”?
“America has 13% economic representation in Japan; and we have about 6 percent influence on the American economy from Japan. This economic interdependence says that we can’t be totally indifferent about who the American president shall be.”

· What does this mean?  What does it imply going forward?

“But as we move into this type of global economy, and global living, the notion of democracy is at odds with what is already happening in the world.”
· Global Living?  Living across borders?  Multiple citizenship?  

· What choices regarding citizenship will your grandchildren face?

“People in many countries are diversifying their bets in currency terms into yen, euro and dollars.  If you’re an Australian, you’re already putting half of your assets into American dollars.”
· So – what is your portfolio denominated in?  

· Does this represent a significant RISK going forward?  

· How could you diversify?
Article:  “Bad Schools + Shackled Principals = Outsourcing” Luis V. Gerstner Jr. WSJ 10/7/04


http://online.wsj.com/public/article/SB109711266020438867.html 
From The Wall Street Journal, October 7, 2004. 

America is engaged in an unconventional conflict that stretches to every corner of the globe. It is being fought on unfamiliar terrain. It demands we rapidly repair old vulnerabilities and develop new skills and strengths. Our nation, which has prevailed in conflict after conflict over several centuries, now faces a stark and sudden choice: adapt or perish. 

I'm not referring to the war against terrorism but to a war of skills—one that America is at a risk of losing to India, China, and other emerging economies…. 

As this global challenge emerges, far too much of the debate has focused on "job outsourcing"—demand most often as American companies moving jobs to lower cost labor markets in order to improve efficiency. Yet too often this misses the crucial point: American companies don't simply go offshore for inexpensive labor. They are increasingly going abroad to find skills that aren't available, or plentiful, in their own backyard. And at the very same time, foreign companies are not taking market share from U.S. companies simply because they have less expensive workers. Those workers increasingly have equal or better skills. 

Another trend is exacerbating this skill deficiency still further. For decades, millions of talented scientists and engineers have flocked to the U.S. to study in our universities and work for cutting-edge companies. But as their home countries improve economically and politically, they are beginning to migrate back. America—on the receiving end of a brain drain for years—is starting to suffer from a reverse brain drain. 

In response, what do we see? The leading U.S. tech companies are all opening research laboratories in Asia—labs that will source high-tech jobs from the highly educated students pouring out of Asian universities (or returning from training in America's best universities). The trends are also ominous in trade statistics: In recent years, the U.S. global share of high-tech exports has declined while the share from Asian countries other than Japan have climbed to nearly 30%. The trend lines crossed—maybe once and for all—around 1994…. 

We are fooling ourselves if we believe that tweaking tax rates, training, or trade agreements will turn this tide. The global information economy is here. It is brutal and unforgiving. And here is the hard truth: the layoffs we have experienced to date will pale in comparison to future losses if we fail to awaken to the scope of the crisis and the need for bold solutions that address the problem at its roots. 

The only way to ensure we remain a world economic power is by elevating our public schools—particularly the teachers who lead them—to the top tier of American society. We have treated teaching as a second-rate profession for decades—with sub-par compensation, antiquated training, and arcane systems of accountability. It's designed for the industrial age, not the age of information and innovation…. 

We are losing the skill war. America, head to the barricades. Our schoolrooms are the true battleground. (Mr. Gerstner, founder of the non-profit Teaching Commission and former chairman of IBM, is chairman of the Carlyle Group.) 

Discussion Topics: 

· What is the war on skills the author refers to?

· Explain how the USA “competes-in-education”?

· Is teaching undervalued in the USA? 

· Explain what apparently is needed to rectify the existing situation in the USA in order to bring the USA up to international education standards.
· What is strategic relevance of education infrastructure to a multinational company?

· How does it impact where and how a multinational operates?


Article: 
“Economic Repression Breeds Terrorism” WSJ 11/12/01 by 

Gerald O’Driscoll and Kim Holmes

http://online.wsj.com/public/article/SB1005515943888475160.html 

Note:
Visit: www.heritage.org if you would like more information on this topic.

· How does information contained in this study impact your framework for entering new international markets?

· Again, how does information in this article impact your thoughts on government’s role in economic growth? 
Article: 
“Coca-Cola to Tap Its Marketing Muscle To Help Fight AIDS Epidemic in Africa “ WSJ 6/20/01 Betsy McKay 


http://online.wsj.com/public/article/SB992993410542529496.html 
Additional Reading for Health Care Professionals:


HIV/AIDA and Business in Africa and Asia – A guide to partnerships  by Center for Business and Government, The Social Enterprise Initiative, World Economic Forum, Joint United Nations Programme on HIV/AIDA, and the Harvard Business School 
http://www.weforum.org/pdf/Initiatives/GHI_Harvard_Partnership_Guidelines_Full.pdf

Discussion Topics:

· Why is Coke distributing condoms in Africa?
· What infrastructure is missing for Condom manufacturers to distribute in Africa?

· What other infrastructure do you suspect is missing that we would require doing business the way we are accustomed to here in the USA?

· Is there a Public Relations problem for Coke or for Bill Gate’s (Microsoft) given their financial and distribution support of “safe-sex” in Africa and other developing nations?  A Religious Right backlash?

Article:  (Revisiting a topic we covered earlier in the term) 

“Leveraging the Age Gap” by Gutam Naik, Leslie Chang and Joanna Slater in WSJ 2/27/03

Posted at: http://www.globalaging.org/elderrights/world/lavera.htm
· What are the issues for countries with older populations?

· Do multinational firms look for younger markets to create large service centers and to manufacture?

· What does this imply for the future of Western PA?

Class #14:
Future trends in Marketing:
Read Chapter 22 in Text lightly

Article: Greatest Invention Period” by Rick Reilly in Sports Illustrated 12/22/03

From 12/22/03 Sports Illustrated...  GREATEST INVENTION, PERIOD
The following is not a paid endorsement. The author received no gifts or services in exchange for this column. Not that he didn't try. Please buy TiVo this holiday season. In fact, buy three. I say this because if TiVo -- greatest invention since beer -- were ever to go broke, I would shrivel up into a lump of Limburger mold and die.  Why? Because when you own TiVo -- greatest invention since Viagra -- you kiss timeouts, huddles and 45-second close-ups of Andy Pettitte's eyebrows goodbye forever. 

When you own TiVo -- greatest invention since the thong -- you instantly become the biggest enchilada in all of televised sports.  Who decides what time NFL games kick off? You. Who decides when replays and slo-mo will be shown? You. Who makes all sports commercial-free? You! Because with TiVo -- greatest invention since Big Bertha -- you become a human production truck. 

With three buttons on the remote, you can record your team's entire season. Screw ESPN. You kick off games when you want. You can watch an entire nine-inning baseball game in the time it deserves: 17 minutes. You just fast-forward through the boring parts -- and it's almost all boring parts. (Sorry, you won't get to sit there for 47 minutes as Nomar Garciaparra adjusts his cup.) 

Thanks to TiVo -- greatest invention since Halle Berry -- your days of slogging through commercials are over. You say Michael Jordan has a new cologne? Smell ya later! Can you hear me now? Nope! They say you may have a problem-itch area? You don't care! 

Do you realize how long it's been since I've heard one word uttered by a sideline football reporter? Two years! This means I've missed 1,086 breathless accounts by Dr. Jerry Punch, like, "Guys, I just talked to Coach Bowden. He told his team they've got to reduce the number of pulled groins this half. Back to you!" 

TiVo is a digital video recording service (like top competitors ReplayTV and EchoStar). Your DVR receiver contains a hard drive that stores up to 80 hours of stuff and makes the VCR look as outdated as Fred Flintstone's blender. You don't need tapes, times or a Dartmouth engineering degree to program it. TiVo is so smart that it is constantly recording the last 30 minutes of whatever you're watching, even if you fall asleep and miss the only 30 seconds of the Dodgers' game that mattered. O.K., so TiVo costs about $13 a month. You spend more than that on Altoids. It's not just me. Joe Montana is a TiVotee. Tony Hawk flips for it. Kevin Garnett, John Elway, Ronnie Lott, Brett Bodine -- they all gave unsolicited testimonials to TiVo! Normally, these guys won't burp for free! 

TiVo is such a joy that even if a game is going on that I want to watch, I purposely won't watch it live. I'll rotate my tires or catch up on my Wally Cox video collection while TiVo records the game, then watch it without delays or interruptions as soon as it's over. Do you know how much fun it is to go, "Running play? Borrrring" and zap right through it? 

Soon, you, too, will be using sentences like, "Well, I watched the Dolphins on one set, but I TiVoed the Braves on another." TiVo -- greatest invention since chili-cheese fries -- has been out only four years and already it's a verb! 

Oh, and TiVo saves more than sports. It saves relationships. 

Let's say you're a guy watching the sports report on the 10 o'clock news. You only get five minutes, right? Those five minutes are crucial to your emotional well-being and fantasy-league standings. And just as Biff Hairspray swings into the NBA scores, the wife comes up and says, "Honey?" 

And you do the standard guy trick, which is to turn your whole body toward the voice, while keeping your head facing the set. "You're not listening," she says. 

"I am too," you say, nodding like a sanatorium inmate. 

Not convinced, she says, "O.K., tomorrow, you'll have to go up to school and take Denise to the orthodontist and then drop her at her clarinet lesson...." 

But of course you're enthralled with Timberwolves 102, Clippers 98. And this is what you hear instead: "O.K., tomorrow Kevin Garnett will have to go up and underdontist and then drop four threes on her clarinet lesson...." 

Then it hits you at about 1 a.m., in the middle of REM sleep, that you agreed to do something and have no idea what it is.  But with TiVo, the instant you hear, "Honey?" you immediately hit PAUSE on your TiVo, turn 100% of your body to your wife, look her right in the eye, smile more earnestly than Billy Graham and utter sweetly, "Yes, sugarplum?" And as long as she doesn't talk for more than 29 minutes, you're golden! 

Now if TiVo could just bring this technology to real life. Roommate giving you long-winded recap of his Liza Minnelli dream? Fast-forward. Pop quiz in trig? Pause. Lava-hot girl just licked her lips at you at the pancake place? Save and replay at 2 a.m. Telling you -- greatest invention since the Barcalounger.  The author could accept one of those cute TiVo key chains, though.
· So how does Tivo ™ (and other time-shifting devices) change advertising?

· How does Tivo change our TV viewing?

Article: This Man can Read your Mind in Fortune 1/20/03 by Jerry Useem

http://money.cnn.com/magazines/fortune/fortune_archive/2003/01/20/335644/index.htm 
Metaphor Marketing by Daniel Pink in Fast Company 4/14/1998



Download article at: http://www.fastcompany.com/magazine/14/zaltman.html
· What does Cognitive science have to offer Marketing practitioners and Management in general?

· What’s wrong with focus groups according to Jerry Zaltman?

·  Why do we say one thing and do another?

· Comments on Jerry Zaltman’s quote in Forbes saying “So much of what drives our behavior happens without awareness, how can business learn what people don’t know they know?
· Other thoughts and commentary?
Note:
Term Papers and Learning Journals are due at end of class 

Final’s Week:

W15 - Individual Review and Feedback for each student’s Journal or Term Paper
� Taken from Western Michigan University’s faculty resource web site: http://www.wmich.edu/oit/
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