Marketing 366P – Special Projects in Marketing Practicum
Fall 2010
Monday 3:30 – 6:30 PM
Unique No. 05025
CBA 4.304

Instructor:  Dr. Mark I. Alpert, Marketing Department
                  CBA 7.244, 471-5417 (Office); 453-5365 (Home: please call during business hours)
                  Office Hours:  MW 2:00 - 3:15 PM, or any mutually convenient time
                  e-mail:  Alpertm@mail.utexas.edu; malpert101@aol.com (Please send a copy to both)

Purpose of Course:

	This course is intended to be a "practicum" in applied marketing management.  As such, it is oriented towards "real-world" problems and situations encountered by actual business and non-profit organizations.  We shall work with companies and non-profit organizations to identify strategic marketing challenges which they face, and will recommend actions based on our analyses of their competitive environments. The experience gained in working with management, as well as the research and analysis that these consulting projects will entail, will help to gain valuable work experience and position students for responsible positions upon graduation.

Students will choose teams of 4-6 members, and these groups will select a client and problem area from a list of those topics submitted by organizations seeking our help as consultants.  As an option, student groups may work on a formal business plan of their own choosing.  Common to all projects will be the analysis of the competitive market environment, selecting target customer groups, research and analysis of key marketing information on customer and competitive behavior, and the development of a strategic marketing plan directed at achieving the objectives of the client organization, taking into account relevant constraints that it faces.  Recommendations for action and implementation of this plan, along with contingency plans and further research that may be needed, will be provided to management.

	The course structure will involve formal class sessions, as well as regular meetings with the client organizations, and with the instructor in his office.  We will work as consulting teams on a series of target dates, as the projects progress throughout the semester.  Students will be evaluated primarily on the basis of the written report and oral presentation to be completed near the end of the semester, their ability to meet deadlines, and their contributions made in discussion in the classroom and group-instructor meetings.  In that sense, the work and its evaluation will parallel that which will be encountered in the full-time jobs for which students are preparing.

	As they are in the workplace, group meetings will be a significant part of the course.  Individual work must be done prior to and between these meetings, so that projects will keep on schedule.  Meetings will then be a productive exchange of what has been accomplished, as well as planning sessions for what comes next.  Each meeting should have a pre-determined agenda, and members are to bring copies of discussion materials (e.g., survey drafts, work plans, and the like) for each participant.  Please send copies of the agenda and these materials 24 hours in advance to me at Alpertm@mail.utexas.edu; with a copy to malpert101@aol.com

	In order to reward those who contribute to the teams and discourage "free-riding," peer evaluations will be gathered from team members and given significant weight in determining individuals' grades for the group project.  In groups whose members contribute equally, individual grades will be the same as those for the group.  If substantial variance exists among the members' contributions, grades will be varied accordingly.  In this course, as in life, the ability to be depended upon to do your part will determine your success, as well as the group's.  It will be important for group members to communicate their expectations, as well as to seek and provide feedback, so that the group will divide the work effectively, and that gaps in performance and effort can be remedied.

	Plus/Minus Grades will be used on the“borderline,” depending on the grade distribution, peer evaluations, and effective participation in class and meetings.

	A tentative set of topics and deadlines are provided below.  Since this course is by nature "experiential," revisions to these topics will be made on an "as-needed" basis.

	I look forward to working with you on these projects, which will have meaningful impact on our clients and ourselves.

Texts and Materials:

	A.  Required Text:  Roman G. Hiebing and Scott W. Cooper, The Successful Marketing Plan, McGraw Hill, 2003..

	B.  Reserve Materials:  PCL Library under Alpert, Mkt 337.

COURSE OUTLINE

Aug. 30		Plan of Course
			Selection of Teams, Overview of Course and Project Proposals

Sept..13		Final Selection of Projects and Clients	

Sept..20		Situation Analysis, Secondary Data Analysis
		Appendix (Overview of Analysis Structure), from Bernhardt & Kinnear, Cases in Marketing Management, Irwin, pp. 10-16.

			1-page statements of project scope and outline due in class

Sept. 27		Strategic Market Planning
			Text, Introduction, Chapters 1, 2.

	Five-page work-plan (project steps, key sources, team member and task responsibility matrix, timing) due.

Oct.  4 			Exploratory Interviews
			Text, Chapters 3-5.

	Groups doing surveys will prepare sampling plans, including sample size, source of names & method of accessing sample (address, phone numbers, random dialing, etc.), follow-up procedures, rationale for each.  (5-10 pages).

Oct. 11			Preliminary Findings & Hypotheses
			Text, Chapters 6,7.

	Questionnaire Evaluation Assignment  (For groups doing surveys)  Each group will draft a cover letters and questionnaires to be used in their group’s research project.

Oct. 18			Category Demand Estimation & Forecasting

	Estimation Projects due (if applicable).  Survey Groups:    Interview 6-10 strangers representative of the target survey population, and bring a 3 page critique of the questionnaire with you to class.  Surveys should be mailed or posted (if web-surveys) by Oct. 20.

	Pre-test Surveys, Websites, and Procedures

Oct. 25	Finalize Surveys and Procedures, or
			Competitive & Environmental Analysis
				
			Competitive Marketing Mix Analyses due.
	Survey Groups:  Complete final pre-tests of surveys, recruiting procedures and/or survey websites.  Bring revised surveys and/or web-based instruments to class.  E-mail materials to me by Oct. 24.

Nov.  1	Turn in statements of “managerial questions” (what the surveys are trying to determine, such as “what are the demographics that differentiate potential customers from those not interested?, “what features matter most (to them) in selecting this product or service?).  E-mails to me by Oct 30.


			Collect Survey Data Oct. 25 – Nov. 10.

Nov.  8	Survey Groups will bring statements of research hypotheses (and reasons for them), and statistical testing procedures to be used (5 pages).  These are based on “managerial questions” (what the surveys are trying to determine, such as “what are the demographics that differentiate potential customers from those not interested?, “what features matter most (to them) in selecting this product or service?).  E-mails to me by Nov. 7.
Send survey codesheets, managerial questions (and hypotheses), and final surveys to TA and to me.  Include managerial questions (above) and proposed statistical methods to provide answers to them.  (e.g., “group respondents into potential customers vs. non-customers and compare mean responses to on variables X, Y, and Z using t-tests”).  Schedule meetings with TA for coaching on SPSS.


Nov. 15	Data Processing and Analysis:

Or	Evaluation of Marketing Mix Alternatives or Analysis of Survey Results
		Chapter 3 (Financial Analysis), from Bernhardt & Kinnear, Cases in Marketing Management, Irwin, pp. 17-24.
			Text, Chapter 17.

	Survey Groups:  Bring Sample Tables for Report to Class, along with Pertinent Output to Discuss.  E-mail relevant managerial questions and tables on Nov. 14.

	Write draft of findings and recommendations based on survey or secondary research by Nov. 15.

Nov. 22		Reports & Recommendations

	Polished Drafts Due.  Please e-mail MS Word files to me (beginning with executive summary, and including all tables and appendices, code sheets, and data files in single document).

Nov. 29		Oral Presentations  (Dress:  Business Casual)

Students invite sponsors to attend specified 20 minute classroom presentations (plus 5 minute Q& A).  Students attend all presentations.   Please contact the marketing department office (471-1128) to arrange for parking for your guests, and to obtain information to transmit to them regarding how and where to park 

Revised Written Reports (both hard copy and electronic copy, with all supporting statistics, tables, and raw data) and Peer Evaluations Due Friday, Dec. 3 (Noon) in CBA 7.244.  Please send a duplicate copy to the sponsor, along with a letter of transmission of the finished report (please copy letter to me).

Additions or changes to these assignments may be given in class or by e-mail; students are responsible for what is said in class and/or sent by e-mail notices.

     The University of Texas at Austin provides upon request appropriate academic accommodations for qualified students with disabilities. For more information, contact the Office of the Dean of Students at 471-6259, 471-4641 TTY.
