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UNIVERSITY OF PITTSBURGH

Joseph M. Katz Graduate School of Business

<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 3.2//EN">BMKTBb BMKT 2533-1010: Business-to-Business Marketing 

Fall Term 2010-2011

532 Alumni Hall

Wednesday, 6:20 - 9:20 PM

Instructor:
Greg Coticchia


Phone:
412-401-5423 (M) 








412-341-0601 (Office)

      Office Hours:


      By Appointment



E-mail & HOMEWORK: 








GregCott@gmail.com









      Or contact

      Weekdays after 6pm

      Sunday 12- 5





Google Group http://groups.google.com/group/b2b-marketing-bmkt-2533
All information regarding this course and updates will be posted there. Course slides, clarifications, etc. will all be here. Please refer to it. 
COURSE DESCRIPTION:

Course Description 

This course explores decision-making and activities involving business-to-business (i.e., industrial, organizational, institutional, or governmental) transactions. Business-to-business marketing transactions occur when organizations acquire goods and services from (or sell them to) other businesses ---as opposed to consumers  Business-to-business activities pertaining to buying, market segmentation, positioning, pricing, communication, physical distribution and customer service, sales management, and other activities are examined within the context of a framework that views business market management as the process of understanding, creating, and delivering value to customers.

As you will learn in this course, for a number of reasons, business markets are different from consumer markets. This course will highlight and analyze this distinction and more importantly will elaborate on how that distinction matters for firms acting on those markets. 

	

	TEACHING METHOD 
A variety of methods will be used to accomplish the above objectives including instructor's lectures, guest lectures, case discussions, exams, prerecorded materials (as appropriate), group presentations and papers, and most importantly class discussion. The course is designed to clarify the material in the textbook and outside material, stimulate your thinking about key issues related to marketing, and relate the covered material to real world situations. Emphasis will be placed on active student participation and discussions. 

You are expected to come to class prepared to discuss the relevant issues. Ideally, I will like to create an open atmosphere in which we can creatively and imaginatively analyze ideas and concepts. In the process we will add to our intellectual skills and become more analytical in our thinking about daily events.




COURSE MATERIALS:


REQUIRED: 

Business Marketing:, Fourth Edition, by F.Robert Dwyer and John F.Tanner (ISBN 0073529907)
Buy it used!!! Try not to buy a new copy.
You can purchase the 3rd edition or the International edition. Both will work and are considerably less expensive. However the questions are numbered differently or are different. I have added the correct questions on the Syllabus.
IMPORTANT!!!: Students are expected to have read the chapters assigned in advance of the class lecture and discussion. Case analysis and lectures will reinforce textbook concepts and definitions. Students are encouraged to provide examples from their own work experiences related to class topics.

EVALUATION:

There will three components to the evaluation.

1.) Class participation (60%). Each student must be prepared to thoroughly to discuss the upcoming weeks reading materials. The class is short, and most of the learning will happen in the class.
Showing up is 90% of life as Woody Allen is often quoted.

2.) Homework assignments (Discussion Questions) for each chapter are assigned in the Syllabus (below). KEEP YOUR ANSWERS SHORT – 3 to 5 sentence MAXIMUM. In total there are only 30 homework questions; please keep that in mind. Also as much as I would like to read and individually respond to your homework, that will not be possible. I DO encourage if you have questions regarding the homework questions to bring them up at the beginning of class so we can all discuss. If that is not possible feel free to call or email me and we can discuss the question(s).

These must be EMAILED to me each week prior to the start of each class at GregCott@gmail.com (20%). I am looking for completion of the activity. We may also discuss the question in the beginning of the class, so be prepared.

3.) Project/Test. (20%) Students will self-select teams (4 people in each group is optimal and 2 in a minimum) who will act as a management consultant team. The basis of the project is:

Describe and present a business to business offering (either a product and/or service) and relate elements of the class. If possible, try to select a product or service from a team member’s organization.  

Deliverables: 

· PowerPoint presentation. The presentation should take 10 minutes including time to answer questions. Going over this limit will bring down your grade.

· Written Analysis. The team will provide a written analysis not to exceed 2000 words. Notes on the PowerPoint slides ARE acceptable.

· Presentation. Each team member should present at least one section to the class as a part of their final work product. If you choose NOT to present as a part of your team you will receive 80% of your team’s grade on this project.

Examples of previous class presentations can be found on the Google Groups site referred to earlier in this document.

Relative importance of each component in determining the final grade is as follows:

Class participation





60%

Review Questions





20%

Project/Test





20%

ACADEMIC INTEGRITY:

Any breach of academic integrity is an extremely serious matter and will be dealt with according to the KGSB academic integrity policy. Please see http://www.pitt.edu/~provost/ai1.html or http://katz.pitt.edu/katz_portal/student_services/academic_integrity.htm
SCHEDULE

	WEEK
	  DATE
	TOPIC
	PRE-CLASS

READING

ASSIGNMENT
	HOMEWORK

ASSIGNMENT

DUE AT START OF CLASS

	1
	09/01/2010
	Introduction;

Understanding Business Marketing
	N/A
	N/A

	2
	09/08/2010

	Foundations for Creating Value
	Chap. 1, 5 & 6
	Five: 7,9
Six: 1,2,4,10

	3
	09/15/2010
	Developing and Managing New Products
	Chap 7 & 8


	Seven: 1,6,9,10

Eight:1,2,5

	4
	09/22/2010

	Pricing
	Chap 14
	Fourteen: 1 and 8

	5
	09/29/2010

	Promotion
	Chap 10, 11 &

12


	Ten: 1,2,3,6

Eleven: 2,3,7,8

Twelve:1

	6
	10/06/2010
	Sales and Sales Management and Business Marketing Channels
	Chap 9 &13
	Nine: 1,3
Thirteen:1,5,7,9

	7
	10/13/2010
	Class Project Presentations, Project, or Final Exam
	Chap 3 and 4
	N/A


ABOUT THE INSTRUCTOR:

Mr.Coticchia has over twenty five years experience in the business to business setting, making his experience particularly relevant to this course. His primary experience is in high technology products and services, and is considered to be one of the best marketing executives in the technology business. His focus has not only been at the executive level, but also in areas such as sales, channel management, product management, business development, partners and alliances, marketing communications, corporate communication and investor relations. He has lead or been a major contributor in two of the largest and most successful software companies in the world, LEGENT (now CA) and AXENT (now Symantec), in addition to participating in eight start-ups including being a founder of one. Mr.Coticchia has held executive positions for the better than two-thirds of his career and has participated in various levels of organizations, from '$0M to over $1B' in revenues. He has participated in raising over $35M in venture capital in his career, and has actively participated in over sixteen mergers and acquisitions, at both the company or product level. 

Coticchia is currently serving as CEO of his own consulting company, ENTRA, a professional services firm he founded in 1995, that provides interim executive and strategic business consulting. He has served as a B2B company CEO three times, and has twice served as COO in B2B settings. He has been involved or responsible for the launch of over 100 products and solutions, as well as been a founder or co-founder of several companies. His publications and presentations on marketing strategy and product management have recognized as both visionary and thought-provoking by leaders in the technology business. Mr. Coticchia has served on many boards, assisting senior management with strategic planning and other critical initiatives, and has been recognized for his work and contribution in his service to these organizations. 

A graduate of the University of Pittsburgh in Industrial Engineering where he also received his MBA, he currently teaches both business-to-business marketing and entrepreneurial leadership at the University Of Pittsburgh Katz School Of Business.  Mr. Coticchia has also been an instructor for Duquesne University School of Leadership, and the University of Phoenix, and guest lecturer at Carnegie-Mellon University. 

In addition to his many recognitions and awards from the businesses he has served, Coticchia was named as a finalist three times for the Ernst and Young Entrepreneur of the Year Award and for the Tech 50 CEO of the Year. Coticchia was named a 2006 Distinguished Graduate of the University of Pittsburgh, Katz School of Business.

Questions:

WEEK 2:

7.) Your company has just developed a polymer to extend the life of asphalt by 40%. The polymer is added in the manufacturing process and represents just .01 percent of the asphalt mass. Define the market opportunity for this product on the criteria of being identifiable, accessible and substantial.

9.) You have invented and contracted the manufacture of a lightweight parts container that can be reused hundreds of times. Your research into global experiences with returnable parts containers indicates that government and industry in many countries are paying close attention to Germany, where returnable containers have been mandated. Meanwhile, voluntary use has been expanded in tightly integrated firms where economic efficiency gains have been experienced. Develop a segmentation framework for your product.

1.) “Plans are nothing. Planning is everything.” Can this be true?

2.) The conduct of a SWOT analysis seems rather straight forward. But problems arise as both external and internal factors intersect. To Illustrate, Sealed Air Corporation prided itself on its technical leadership and consultative sales force in the packaging field. Does this strength become a liability when effective, low-cost competitive offerings begin to flood the market? What would you say are the corporate strengths of, say, Microsoft, 3M, and United Parcel Service? Are there environments where these strengths become weaknesses?

4.) The Indian economy has grown in a large part from outsourcing of technical services by companies in the West. Indian companies such as Wipro, Genpact, and Infosys Technologies boast highly competent personnel and labor costs at 50 percent their Western counterparts. The business shift has affected revenue growth of EDS (HP), Capgemini, and IBM. In contrast, Accenture has built a staff that includes 35,000 Indian employees, up from almost nothing at the beginning of this decade. By this move, Accenture could serve its accounts on “low-end jobs” and blend services to optimize costs and service in more complex assignments, such as clinical research trials for pharmaceutical clients. Explain what has happened here in terms of the five forces model on competition. 

10.) Is it possible for organizational learning and memory to be liabilities in a fast changing market?
WEEK 3:

1.) "Internal partnering?" says one business student. "That is just manipulating people to do what you want." Do you agree? Why or why not? 
6.)Identify five negative consequences caused by poor relationships between a.) marketing and manufacturing b.) marketing and finance, and c.) marcomm and sales 

9.) Jack Welch, former CEO of GE, says its important for companies to have enemies so that you can be at war. Explain how this statement relates to the concept of a supragoal. 

10.) How does a professional marketing manager choose what she should learn? Relate your answer to the methods and types of learning presented in the chapter. 

1.) Consider the cellular phone for a moment. In one column, make a list of all the benefits that you derive from a cell phone. In a second column, list the features that provide these benefits. What is the offering? What is the product and what are the services? 


2.) A big issues for salespeople that work on commissions is this: On what products will they place their emphasis during a sales call? For these salespeople, time with the consumer is the most important  resource, so they have to choose how to use that time. Draw a blank product portfolio matrix and decide how much time should be spent on products within each square, assuming equal number of products in each of the quadrants. What are the reasons for each decision? 


5.) The chief engineer for Portland Purifiers, a maker of industrial water filters with annual sales of $5M, has an idea for a new product that would represent a major (and patentable) improvement over current market offerings. She estimates that the development of the product will cost a half a million dollars, including tooling the manufacturing line. the last product launch cost about $200,0000 in marketing and promotion costs. She thinks the product would sell for about $50,000 and should sell 75 units in year 1, 140 in year 2, and then level out at 200 per year. Contribution margin is 40 percent. Should the company continue with this project? What do you need to know about the company in order to understand the decision to go or not go ahead? What is the payback period? 

WEEK 4:
1.) Price is a means of allocating scarce resources in a society.  Are there any other ways?  Identify strengths and weaknesses of one or two other means of allocating scarce resources in a society.  How about allocating generators following a severe hurricane? 


8.) The sales staff at Central Supply had known most of the electricians at Johnson Electric for nearly 25 years, but since old man Hank Johnson died last November things had become increasingly 
tense.  Buck Johnson, eldest son, pressed billing clerk, Emma Spade, pretty hard about a recent invoice, but – since 99.9 percent of it is $230,000 per year in sales to Johnson Electric – it turned out to have no errors.  Yesterday Buck and Timmy Johnson came by the Central Supply warehouse with about 10 pages of products – wire, boxes, conduit, and the like, printed off the Internet.  They sort of ganged up on Rodney at the counter, who then called in owner, Burt Murray. The Johnsons wanted prices from Central to match the prices they found online.  Even with shipping, many of the online prices were at 20 
percent below Central’s.  What should Burt Murray do?

WEEK 5:
1.) Microsoft Corp. introduced Office 2007 in the spring of that year.  The marketing communication program for the launch began in 12 countries and included print and outdoor ads, as well as a “digital hallway” at JFK airport in New York that allows people to try the product in kiosks.  Rachel Bondi, senior director of brand and ad strategy at Microsoft, said 60 percent of the budget went to online expenditures, including a 19 April “takeover” of the MSN homepage enabling a trial of a new Office 2007 feature.  The plan emphasized building traffic to the web site, watching a demo online, downloading a free 60-day trial, and watching a series of online videos. Interestingly, the previous Office campaign in 2005 had just 30 
percent of expenditures online.  Do you agree with the online emphasis for Office 2007? 
2.) Misrepresentation occurs when, as a result of deceptive marketing communications, a customer believes a product will do something it doesn’t.  Assuming no internet on the part of the seller to deceive, what could cause a buyer to hold incorrect expectations as a result of marketing communications? 
3.) Should all marketing research be part of an integrated marketing communications plan?  Why or why not?  If only some marketing research should be part of the plan, which part?  Why? 
6.) The field sales office is still the largest part of the marketing communications budget, but other areas are growing?  Why? 

2.) There is a quote in this chapter:  “I know half of my advertising works; I just don’t know which half.”  What makes it so difficult to know whether advertising is working?  Is this statement true about PR and trade shows, too? 
3.) “Sales are the lifeblood of this company.  Any marketing communication that doesn’t directly contribute to creating sales is wasted money.”  If you were the marketing communications manager, how would you justify advertising, PR, and trade shows to the VP of sales who made this comment 
7.) How might advertising, PR, and trade shows change over the course of a product’s life cycle?  What is the role of branding over a life cycle? 
8.) What roles do advertising, PR, and trade shows play over the customer cycle of acquisition, retention, and growth? 

1.) Copywriter Robert Bly urges common sense in e-mail practice: (a) The “From” line must indicate a known and trusted source, (b) the 
subject line conveys the message payload and it ought to be refreshed 
periodically, and (c) start with the reader’s needs and problems 
before spewing information about the service or product.  Print two 
promotional e-mails to yourself or a business marketing professional 
and measure them with Bly’s criteria. 

WEEK 6:

1.) Against the reputation and operational efficiency of Dell, how has CDW Computer Centers continued to thrive?  As a reseller in the technology field in a flat economy, it has enjoyed back-to-back sales 
records, surpassing $6.8 billion in 2006.  What are the channel services it provides to its target segments in superior fashion? Visit www.cdw.com 
3.) With the great diversity of market segments, many manufacturers actually use multiple channels: direct sales, distributors, dealer networks, catalogs, and perhaps some private brands for other manufacturers or resellers.  What is the potential for conflict in such a system?  Can it be managed in the way territories are configured or margins structured? 

1.) One of your best salespeople just announced that she is going to work for a company that sells different products but to the same customers.  She’s given you two weeks’ notice.  What concerns will your customers raise about this transition?  What would your concerns be, as the chief sales executive?  What would you do to make this a smooth transition?  How would your answer differ if the salesperson 
was moving to a competitor? 
5.) An experienced salesperson argues against salaries:  “I don’t like subsidizing poor performers.  If you paid us straight commission, we’d know who could make it and who couldn’t.  Sure, it may make take a 
while to get rid of the deadwood, but after that, sales would skyrocket!”  Explain why you agree or disagree with this statement. 
7.) Your company is planning to begin exporting to Mexico and wants to use local sales agents.  What should you look for in a sales agent? 
9.)  Consider the influence of contests, salary and commission, and recognition in motivating salespeople.  How would you create similar forms of motivational tools if you were the professor for this class? For example, how would you use contests, salary and commission or other incentive “pay,” and recognition to get students to perform at higher levels?  Would these work equally well with everyone?  Why, or why not?  How much of a difference would it make if every professor had exactly the same combination of motivational tools? 
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