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Advanced Marketing Management - Houston
MKT 386
Course Unique # 05150 (Cohort 1) 
Course Unique # 05155 (Cohort 2)

	
Instructor:  Dr. Kate Mackie
Office: GSB 5.176M

Office hours:  Before/after class and/or by appt.

Tel: 512-288-3115 
  (Cell – 7 days/wk; 7 am- 9 pm)

E-mail: Kate.Mackie@mccombs.utexas.edu 

	
Teaching Assistants:    TBD

E-mail: 
 

E-mail: 
 
 



Course description 
The primary objective of this course is to help you develop skills and gain experience in analyzing a business’s situation and then formulating, implementing, and monitoring marketing strategy in a competitive environment.  The course will focus specifically on issues such as selecting segments in which to compete, developing meaningful points of differentiation and positioning statements, allocating resources, designing products, setting and managing prices, developing and managing distribution strategies, and developing and managing promotion strategies.

Learning methods 
The course uses (a) case discussions complemented with (b) lectures and discussions of readings, (c) exercises, and (d) an extensive computer simulation. You will work on the simulation in 4-5 person teams. The classroom environment will be very interactive, so prepare to get involved.  Students come from a variety of backgrounds with a large and diverse knowledge base.  Therefore, the primary role of the professor will be to facilitate discussions that bring out pertinent issues and to better frame the analyses of these issues.  

Additionally, please familiarize yourself with how to prepare case analyses (see Appendix 1).  Case analyses are very different from a descriptive review of case facts.  Good case analyses use the required formats, highlight pertinent environment data, offer and argue alternative solutions, and support a final recommendation.

A comprehensive strategic marketing simulation, MARKSTRAT ONLINE, will allow you and your teammates to develop and monitor the effectiveness of marketing strategies, including targeting, positioning, and resource allocation decisions. This realistic computer simulation allows you to learn by doing (well, virtually) and to appreciate more deeply (a) the importance of understanding customer needs, (b) the importance of taking a long-term perspective, and (c) the inherent ambiguities in developing strategies in dynamic competitive environments. 

Honor System
The Honor System is taken seriously at McCombs.  In this class, as in others, you are expected to act within and uphold the code.  This means that, with the exception of specified team assignments, all work is to be your own.   For a refresher on the Honor System, go to http://mba.mccombs.utexas.edu/students/academics/honor/index.asp.  A full discussion of the Honor System is discussed at the end of the syllabus.

Laptop Policy
The MBA Program has adopted a policy of no open laptops in the classroom.  We will adhere to that policy in class except during specific exercises and MarkStrat work.  Lecture slides will be posted the evening before class so that you can download and make handouts for class.

Required materials 

MarkStrat Online Textbook and License Number:  Your MarkStrat Online Textbook was distributed to you during your final course weekend in the Fall.  Your individual License Number can be found inside the back cover of your text.

Register for MarkStrat Online by Jan.  3.  (Note that it will be available for you by 12/15/10)

There are instructions to do this in Ch. 1-2 of the MarkStrat Online textbook.  Go to www.markstratonline.com.  On the left you will see a section for Students, to either Login or to Register.  Click on “Register”.  It will bring up an information sheet for you to complete.  

	It will ask for the Course ID number. It is shown below.   
	
	MarkStrat Online Course ID (Needed for MarkStrat Registration)

	Unique # 05150 (Cohort 1)  –  MarkStrat Course ID =  E08265


	Unique # 05155 (Cohort 2) –  MarkStrat Course ID =  E08266




	Once you have registered, you can download the software.  Download version 5.1.0.4

Also, for Jan. 8:  
· prepare the MarkStrat Practice Industry Exercise (in Bb-CourseDocuments-MarkStrat Materials), and 
· prepare for the MarkStrat QUIZ   




Reading and Case Packet:  The Reading and Case Packet is available through www.Study.Net .  Instructions to get materials from study.net are included in the last page of the syllabus.  The password is ‘ADM2011’. NOTE:  These articles have an electronic time limit.  If you wish to keep copies beyond the semester, be sure to print them out.

Other Materials:  Other materials, such as study questions for case studies, grading sheets for assignments, samples, and lecture slides are posted on Blackboard.

Paperless Assignments:  All assignments are to be submitted electronically rather than in hard copy and by 3:30 on the Friday of class weekend unless otherwise specified in the schedule.  Please send them directly to Dr. Mackie through Outlook as e-mail attachments using the following file name convention for the attachment:

	File Name Convention

	[Cohort #]_[Your Last Name and First Initial (or Team #)]_[Assignment name].

	· Example:  1_SmithJ_Brief_HubSpot    OR   2_SmithJ_Brief_HubSpot    


	· Example:  1_Team1A_BusinessReview   OR   2_Team1A_BusinessReview 
    



Grading 

Each student will be evaluated on the following basis:

	Quizzes (individual) (Beginning of each session except 9)		
	20%

	Case briefs (2 – 1st at 10%; 2nd at 15%) -  (individual) (required format)
	25%

	Adoption of e-Books Homework Exercise (individual)
	15%

	MarkStrat Performance (Team)
	05%

	Peer evaluation - MarkStrat (individual). (Must submit to receive grade)
	05%

	MarkStrat Bus. Review and Yr. 3 Mktg Plan (Team)	
	20%

	MarkStrat New Team Handoff Presentation with backups (Team) (All due before 1st presentation)
	10%

	
	100.00%



Quizzes (20%) (Individual Work)

There will a brief (10 point) quiz at the beginning of every class except Session 9.  They will incorporate: a) key concepts from the readings and case for the day; b) key concepts from the previous class; c) current key metrics of your MarkStrat business.  The first quiz will be on MarkStrat readings and simulation.  (See schedule for more information.)  The sum of the quizzes will represent 20% of your final grade.

Case Briefs (2 – 1st at 10%; 2nd at 15%) (Individual Work)
To insure high quality discussion on case days, it is critical that all students be well prepared to discuss each case.  Moreover, one of the learning objectives for the course is to improve your oral and written communications skills.  Therefore, this assignment requires that you write and submit a 2 page brief for two of the cases to be discussed this semester.  The format for the brief is included in Appendix 1 and a detailed description/sample is posted in BBCourse DocumentsCase Materials.

Grading criteria for the briefs include the clarity of the recommendation, the depth of analysis and discussion, incorporation of study question elements into that discussion, and the strength and structure of the argument.  Note that the brief has a required format and a 2-page limit (single spaced, plus unlimited exhibits provided they are referenced in the text).  Papers exceeding the 2 page text limit will be deducted one letter grade (1 point) per page over the limit.

The brief must be exclusively your own work.  Therefore, do not discuss the case with others prior to class, and do not do outside research prior to class.  Discussions with other students, Web and other research, accepting or providing assistance, and looking at previously prepared case briefs or write ups are all considered to be violations of the Honor Code.  There is a discussion of the Honor Code at the end of this syllabus.

All case briefs are due via e-mail attachment, to Kate only (not the TA) using the correct file name convention ([Cohort#]_[LastnameFirstinitial]_ [Assignment name]) as per the date/time in the course schedule.  See example above under File Name Convention.  Late cases can not be accepted – no exceptions.  These will be scored as per the Brief Grading Criteria that are listed in Appendix 1.   Note that all students are expected to be prepared to discuss all cases.  Therefore, it is possible that you will be called upon to provide a summary of and recommendation/rationale for any case.  

E-Books Adoption Exercise (15%) (Individual Work)
This assignment will give you the opportunity to work with the Bass Model to predict the adoption curve for an innovation.  It is due via e-mail attachment, to Kate only (not the TA) using the correct file name convention

MARKSTRAT Performance (05%)
Your performance in MarkStrat will be assessed on (1) your company’s stock price index compared to other companies,, and on (2) whether your company has healthy medium-term prospects by the end of the simulation.  However, I reserve the right to evaluate the process from a pedagogical perspective.  Hence, good profitability need not always be as highly rewarded as, for example, the sound use of strategic concepts in a turnaround situation.

Peer Evaluation ( 5%)  
Your contribution to your team will be crucial for the success of the team as a whole.  Providing accurate, realistic evaluation of one’s peers (and subordinates) is a key part of any manager’s job.  Therefore, to provide practice in this important skill, you will be expected to provide as accurate an estimate as possible of the contribution made by each of your teammates in your MarkStrat team.  The Peer Evaluation form is posted in MarkStrat Materials folder in the Documents section of Blackboard.  The Peer Evaluation form is due via e-mail attachment, with the correct file name convention, at the end of our last scheduled class day.  Please note that if you do not submit a Peer Evaluation form, you will receive a zero on your own Peer Evaluation, regardless of the scores submitted by your teammates.  Note that it is strongly recommended that you use this form to discuss performance within your team immediately after the first Marketing Plan deliverable.

MARKSTRAT - “Business Review Year 2/Marketing Plan Year 3”; New Team Hand-Off (Team Work).

In a “real-world” setting, marketing managers are expected to conduct periodic (usually annual) business reviews in a methodical/disciplined way and present marketing plans to “management” for the next year.  Therefore, there is a great deal of focus on your ability to develop and present logical, defendable strategy.  You will be expected to develop/submit one Business Review with Marketing Plan as well as a New Team Hand-off Presentation.  The Business Review/Marketing Plan will be done in presentation format, with detailed explanations/comments and implications in the Notes sections of the PowerPoint.  See Appendix 3 for more details.  The New Team Hand-off will be less detailed but still must convey data-driven discussion and strategy recommendations.

The purpose of the New Team Hand-off is to instruct the take-over team on recent performance, drivers of this business, and future plans.  What should they know about this business and what do you recommend they do in the future?  See Appendix 3 for more details.  

	1. Year 2 Business Review and Year 3 Marketing Plan				20%
2. New Team Handoff Presentation and Development				10%
Re-grade requests  
If you believe that we assigned too little credit for your work, you may submit your work for a re-grade in the following way. (1) All re-grade requests must be submitted with a clear, written statement that explains why you believe the original grade was incorrect. (2) All requests for re-grades must be submitted within 1 calendar week of when the graded work is returned. (3) We will re-grade the assignment, and if we were overly generous we will deduct points.  Thus, your grade can go up or down on a re-grade.
Final Grades
Final grades will be established by rank in class as well as by points.  There is no predetermined letter-grade distribution and the class’s overall performance will be used to set cut-offs for the letter grades.
McCombs Classroom Professionalism Policy
The highest professional standards are expected of all members of the McCombs community. The collective class reputation and the value of the Texas MBA experience hinges on this.
Faculty are expected to be professional and prepared to deliver value for each and every class session. Students are expected to be professional in all respects.
The Texas MBA classroom experience is enhanced when:
1. Students arrive on time. On time arrival ensures that classes are able to start and finish at the scheduled time. On time arrival shows respect for both fellow students and faculty and it enhances learning by reducing avoidable distractions.
1. Students display their name cards. This permits fellow students and faculty to learn names, enhancing opportunities for community building and evaluation of in-class contributions.
1. Students minimize unscheduled personal breaks. The learning environment improves when disruptions are limited. 
1. Students are fully prepared for each class. Much of the learning in the Texas MBA program takes place during classroom discussions. When students are not prepared they cannot contribute to the overall learning process. This affects not only the individual, but their peers who count on them, as well.
1. Students attend the class section to which they are registered. Learning is enhanced when class sizes are optimized. Limits are set to ensure a quality experience. When section hopping takes place some classes become too large and it becomes difficult to contribute. When they are too small, the breadth of experience and opinion suffers.
1. Students respect the views and opinions of their colleagues. Disagreement and debate are encouraged. Intolerance for the views of others is unacceptable.
1. Laptops are closed and put away. When students are surfing the web, responding to e-mail, instant messaging each other, and otherwise not devoting their full attention to the topic at hand they are doing themselves and their peers a major disservice. Those around them face additional distraction. Fellow students cannot benefit from the insights of the students who are not engaged. Faculty office hours are spent going over class material with students who chose not to pay attention, rather than truly adding value by helping students who want a better understanding of the material or want to explore the issues in more depth. Students with real needs may not be able to obtain adequate help if faculty time is spent repeating what was said in class. There are often cases where learning is enhanced by the use of laptops in class. Faculty will let you know when it is appropriate to use them. In such cases, professional behavior is exhibited when misuse does not take place.
1. Phones and wireless devices are turned off. We’ve all heard the annoying ringing in the middle of a meeting. Not only is it not professional, it cuts off the flow of discussion when the search for the offender begins. When a true need to communicate with someone outside of class exists (e.g., for some medical need) please inform the professor prior to class.
Remember, you are competing for the best faculty McCombs has to offer. Your professionalism and activity in class contributes to your success in attracting the best faculty to this program.
Academic Dishonesty
I have no tolerance for acts of academic dishonesty.  Such acts damage the reputation of the school and the degree and demean the honest efforts of the majority of students.  The minimum penalty for an act of academic dishonesty will be a zero for that assignment or exam.  
The responsibilities for both students and faculty with regard to the Honor System are described on http://mba.mccombs.utexas.edu/students/academics/honor/index.asp and on the final pages of this syllabus.  As the instructor for this course, I agree to observe all the faculty responsibilities described therein. During Orientation, you signed the Honor Code Pledge. In doing so, you agreed to observe all of the student responsibilities of the Honor Code. If the application of the Honor System to this class and its assignments is unclear in any way, it is your responsibility to ask me for clarification.
As specific guidance for this course, you should consider the writing of all case briefs, projects, research papers, and homework to be an individual effort unless specified as team assignments.. 
Students with Disabilities
Upon request, the University of Texas at Austin provides appropriate academic accommodations for qualified students with disabilities. Services for Students with Disabilities (SSD) is housed in the Office of the Dean of Students, located on the fourth floor of the Student Services Building. Information on how to register, downloadable forms, including guidelines for documentation, accommodation request letters, and releases of information are available online at http://deanofstudents.utexas.edu/ssd/index.php. Please do not hesitate to contact SSD at (512) 471-6259, VP: (512) 232-2937 or via e-mail if you have any questions. 
Honor Code Purpose 
Academic honor, trust and integrity are fundamental to The University of Texas at Austin McCombs School of Business community. They contribute directly to the quality of your education and reach far beyond the campus to your overall standing within the business community. The University of Texas at Austin McCombs School of Business Honor System promotes academic honor, trust and integrity throughout the Graduate School of Business. The Honor System relies upon The University of Texas Student Standards of Conduct (Chapter 11 of the Institutional Rules on Student Service and Activities) for enforcement, but promotes ideals that are higher than merely enforceable standards. Every student is responsible for understanding and abiding by the provisions of the Honor System and the University of Texas Student Standards of Conduct. The University expects all students to obey the law, show respect for other members of the university community, perform contractual obligations, maintain absolute integrity and the highest standard of individual honor in scholastic work, and observe the highest standards of conduct. Ignorance of the Honor System or The University of Texas Student Standards of Conduct is not an acceptable excuse for violations under any circumstances. 
The effectiveness of the Honor System results solely from the wholehearted and uncompromising support of each member of the Graduate School of Business community. Each member must abide by the Honor System and must be intolerant of any violations. The system is only as effective as you make it.
Expectations Under the Honor System 
Standards
If a student is uncertain about the standards of conduct in a particular setting, he or she should ask the relevant faculty member for clarification to ensure his or her conduct falls within the expected scope of honor, trust and integrity as promoted by the Honor System. This applies to all tests, papers and group and individual work. Questions about appropriate behavior during the job search should be addressed to a professional member of the Career Services Office. Below are some of the specific examples of violations of the Honor System.
Lying
Lying is any deliberate attempt to deceive another by stating an untruth, or by any direct form of communication to include the telling of a partial truth. Lying includes the use or omission of any information with the intent to deceive or mislead. Examples of lying include, but are not limited to, providing a false excuse for why a test was missed or presenting false information to a recruiter. 
Stealing
Stealing is wrongfully taking, obtaining, withholding, defacing or destroying any person's money, personal property, article or service, under any circumstances. Examples of stealing include, but are not limited to, removing course material from the library or hiding it from others, removing material from another person's mail folder, securing for one's self unattended items such as calculators, books, book bags or other personal property. Another form of stealing is the duplication of copyrighted material beyond the reasonable bounds of "fair use." Defacing (e.g., "marking up" or highlighting) library books is also considered stealing, because, through a willful act, the value of another's property is decreased. (See the appendix for a detailed explanation of "fair use.")
Cheating
Cheating is wrongfully and unfairly acting out of self-interest for personal gain by seeking or accepting an unauthorized advantage over one's peers. Examples include, but are not limited to, obtaining questions or answers to tests or quizzes, and getting assistance on case write-ups or other projects beyond what is authorized by the assigning instructor. It is also cheating to accept the benefit(s) of another person's theft(s) even if not actively sought. For instance, if one continues to be attentive to an overhead conversation about a test or case write-up even if initial exposure to such information was accidental and beyond the control of the student in question, one is also cheating. If a student overhears a conversation or any information that any faculty member might reasonably wish to withhold from the student, the student should inform the faculty member(s) of the information and circumstance under which it was overheard.
Actions Required for Responding to Suspected and Known Violations 
As stated, everyone must abide by the Honor System and be intolerant of violations. If you suspect a violation has occurred, you should first speak to the suspected violator in an attempt to determine if an infraction has taken place. If, after doing so, you still believe that a violation has occurred, you must tell the suspected violator that he or she must report himself or herself to the course professor or Associate Dean of the Graduate School of Business. If the individual fails to report himself or herself within 48 hours, it then becomes your obligation to report the infraction to the course professor or the Associate Dean of the Graduate School of Business. Remember that although you are not required by regulation to take any action, our Honor System is only as effective as you make it. If you remain silent when you suspect or know of a violation, you are approving of such dishonorable conduct as the community standard. You are thereby precipitating a repetition of such violations.
The Honor Pledge 
The University of Texas at Austin McCombs School of Business requires each enrolled student to adopt the Honor System. The Honor Pledge best describes the conduct promoted by the Honor System. It is as follows: 
"I affirm that I belong to the honorable community of The University of Texas at Austin Graduate School of Business. I will not lie, cheat or steal, nor will I tolerate those who do." 
"I pledge my full support to the Honor System. I agree to be bound at all times by the Honor System and understand that any violation may result in my dismissal from the Graduate School of Business."

Class Websites And Student Privacy:

Password-protected class sites will be available for all accredited courses taught at The University. Syllabi, handouts, assignments and other resources are types of information that may be available within these sites.  Site activities could include exchanging e-mail, engaging in class discussions and chats, and exchanging files.  In addition, class e-mail rosters will be a component of the sites. Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1. For information on restricting directory information see: http://www.utexas.edu/student/registrar/catalogs/gi02-03/app/appc09.html.



The following pages provide specific guidance about the Standard of Academic Integrity at the University of Texas at Austin. Please read it carefully and feel free to ask me any questions you might have.



Excerpts from the University of Texas at Austin Office of the Dean of Students website (http://deanofstudents.utexas.edu/sjs/acint_student.php)

The Standard of Academic Integrity
A fundamental principle for any educational institution, academic integrity is highly valued and seriously regarded at The University of Texas at Austin, as emphasized in the standards of conduct. More specifically, you and other students are expected to "maintain absolute integrity and a high standard of individual honor in scholastic work" undertaken at the University (Sec. 11-801, Institutional Rules on Student Services and Activities). This is a very basic expectation that is further reinforced by the University's Honor Code. At a minimum, you should complete any assignments, exams, and other scholastic endeavors with the utmost honesty, which requires you to: 
· acknowledge the contributions of other sources to your scholastic efforts; 
· complete your assignments independently unless expressly authorized to seek or obtain assistance in preparing them; 
· follow instructions for assignments and exams, and observe the standards of your academic discipline; and 
· avoid engaging in any form of academic dishonesty on behalf of yourself or another student. 
For the official policies on academic integrity and scholastic dishonesty, please refer to Chapter 11 of the Institutional Rules on Student Services and Activities. 
What is Scholastic Dishonesty?
In promoting a high standard of academic integrity, the University broadly defines scholastic dishonesty—basically, all conduct that violates this standard, including any act designed to give an unfair or undeserved academic advantage, such as: 
· Cheating 
· Plagiarism 
· Unauthorized Collaboration 
· Collusion 
· Falsifying Academic Records 
· Misrepresenting Facts (e.g., providing false information to postpone an exam, obtain an extended deadline for an assignment, or even gain an unearned financial benefit) 
· Any other acts (or attempted acts) that violate the basic standard of academic integrity (e.g., multiple submissions—submitting essentially the same written assignment for two courses without authorization to do so) 
Several types of scholastic dishonesty—unauthorized collaboration, plagiarism, and multiple submissions—are discussed in more detail on this Web site to correct common misperceptions about these particular offenses and suggest ways to avoid committing them. 
For the University's official definition of scholastic dishonesty, see Section 11-802, Institutional Rules on Student Services and Activities. 
Unauthorized Collaboration
If you work with another person on an assignment for credit without the instructor's permission to do so, you are engaging in unauthorized collaboration. 
· This common form of academic dishonesty can occur with all types of scholastic work—papers, homework, tests (take-home or in-class), lab reports, computer programming projects, or any other assignments to be submitted for credit. 
· For the University's official definitions of unauthorized collaboration and the related offense of collusion, see Sections 11-802(c)(6) & 11-802(e), Institutional Rules on Student Services and Activities. 
Some students mistakenly assume that they can work together on an assignment as long as the instructor has not expressly prohibited collaborative efforts. 
· Actually, students are expected to complete assignments independently unless the course instructor indicates otherwise. So working together on assignments is not permitted unless the instructor specifically approves of any such collaboration. 
Unfortunately, students who engage in unauthorized collaboration tend to justify doing so through various rationalizations. For example, some argue that they contributed to the work, and others maintain that working together on an assignment "helped them learn better." 
· The instructor—not the student—determines the purpose of a particular assignment and the acceptable method for completing it. Unless working together on an assignment has been specifically authorized, always assume it is not allowed. 
· Many educators do value group assignments and other collaborative efforts, recognizing their potential for developing and enhancing specific learning skills. And course requirements in some classes do consist primarily of group assignments. But the expectation of individual work is the prevailing norm in many classes, consistent with the presumption of original work that remains a fundamental tenet of scholarship in the American educational system. 
Some students incorrectly assume that the degree of any permissible collaboration is basically the same for all classes. 
· The extent of any permissible collaboration can vary widely from one class to the next, even from one project to the next within the same class. 
· Be sure to distinguish between collaboration that is authorized for a particular assignment and unauthorized collaboration that is undertaken for the sake of expedience or convenience to benefit you and/or another student. By failing to make this key distinction, you are much more likely to engage in unauthorized collaboration. To avoid any such outcome, always seek clarification from the instructor. 
Unauthorized collaboration can also occur in conjunction with group projects. 
· How so? If the degree or type of collaboration exceeds the parameters expressly approved by the instructor. An instructor may allow (or even expect) students to work together on one stage of a group project but require independent work on other phases. Any such distinctions should be strictly observed. 
Providing another student unauthorized assistance on an assignment is also a violation, even without the prospect of benefiting yourself. 
· If an instructor did not authorize students to work together on a particular assignment and you help a student complete that assignment, you are providing unauthorized assistance and, in effect, facilitating an act of academic dishonesty. Equally important, you can be held accountable for doing so. 
· For similar reasons, you should not allow another student access to your drafted or completed assignments unless the instructor has permitted those materials to be shared in that manner. 
Plagiarism
Plagiarism is another serious violation of academic integrity. In simplest terms, this occurs if you represent as your own work any material that was obtained from another source, regardless how or where you acquired it. 
· Plagiarism can occur with all types of media—scholarly or non-academic, published or unpublished—written publications, Internet sources, oral presentations, illustrations, computer code, scientific data or analyses, music, art, and other forms of expression. (See Section 11-802(d) of the Institutional Rules on Student Services and Activities for the University's official definition of plagiarism.) 
· Borrowed material from written works can include entire papers, one or more paragraphs, single phrases, or any other excerpts from a variety of sources such as books, journal articles, magazines, downloaded Internet documents, purchased papers from commercial writing services, papers obtained from other students (including homework assignments), etc. 
· As a general rule, the use of any borrowed material results in plagiarism if the original source is not properly acknowledged. So you can be held accountable for plagiarizing material in either a final submission of an assignment or a draft that is being submitted to an instructor for review, comments, and/or approval. 
Using verbatim material (e.g., exact words) without proper attribution (or credit) constitutes the most blatant form of plagiarism. However, other types of material can be plagiarized as well, such as ideas drawn from an original source or even its structure (e.g., sentence construction or line of argument). 
· Improper or insufficient paraphrasing often accounts for this type of plagiarism. (See additional information on paraphrasing.) 
Plagiarism can be committed intentionally or unintentionally. 
· Strictly speaking, any use of material from another source without proper attribution constitutes plagiarism, regardless why that occurred, and any such conduct violates accepted standards of academic integrity. 
· Some students deliberately plagiarize, often rationalizing this misconduct with a variety of excuses: falling behind and succumbing to the pressures of meeting deadlines; feeling overworked and wishing to reduce their workloads; compensating for actual (or perceived) academic or language deficiencies; and/or justifying plagiarism on other grounds. 
· But some students commit plagiarism without intending to do so, often stumbling into negligent plagiarism as a result of sloppy notetaking, insufficient paraphrasing, and/or ineffective proofreading. Those problems, however, neither justify nor excuse this breach of academic standards. By misunderstanding the meaning of plagiarism and/or failing to cite sources accurately, you are much more likely to commit this violation. Avoiding that outcome requires, at a minimum, a clear understanding of plagiarism and the appropriate techniques for scholarly attribution. (See related information on paraphrasing; notetaking and proofreading; and acknowledging and citing sources.) 
By merely changing a few words or rearranging several words or sentences, you are not paraphrasing. Making minor revisions to borrowed text amounts to plagiarism. 
· Even if properly cited, a "paraphrase" that is too similar to the original source's wording and/or structure is, in fact, plagiarized. (See additional information on paraphrasing.) 
Remember, your instructors should be able to clearly identify which materials (e.g., words and ideas) are your own and which originated with other sources. 
· That cannot be accomplished without proper attribution. You must give credit where it is due, acknowledging the sources of any borrowed passages, ideas, or other types of materials, and enclosing any verbatim excerpts with quotation marks (using block indentation for longer passages). 
Plagiarism & Unauthorized Collaboration
Plagiarism and unauthorized collaboration are often committed jointly. 
By submitting as your own work any unattributed material that you obtained from other sources (including the contributions of another student who assisted you in preparing a homework assignment), you have committed plagiarism. And if the instructor did not authorize students to work together on the assignment, you have also engaged in unauthorized collaboration. Both violations contribute to the same fundamental deception—representing material obtained from another source as your own work. 
Group efforts that extend beyond the limits approved by an instructor frequently involve plagiarism in addition to unauthorized collaboration. For example, an instructor may allow students to work together while researching a subject, but require each student to write a separate report. If the students collaborate while writing their reports and then submit the products of those joint efforts as individual works, they are guilty of unauthorized collaboration as well as plagiarism. In other words, the students collaborated on the written assignment without authorization to do so, and also failed to acknowledge the other students' contributions to their own individual reports. 
Multiple Submissions
Submitting the same paper (or other type of assignment) for two courses without prior approval represents another form of academic dishonesty. 
You may not submit a substantially similar paper or project for credit in two (or more) courses unless expressly authorized to do so by your instructor(s). (See Section 11-802(b) of the Institutional Rules on Student Services and Activities for the University's official definition of scholastic dishonesty.) 
You may, however, re-work or supplement previous work on a topic with the instructor's approval. 
Some students mistakenly assume that they are entitled to submit the same paper (or other assignment) for two (or more) classes simply because they authored the original work. 
Unfortunately, students with this viewpoint tend to overlook the relevant ethical and academic issues, focusing instead on their own "authorship" of the original material and personal interest in receiving essentially double credit for a single effort. 
Unauthorized multiple submissions are inherently deceptive. After all, an instructor reasonably assumes that any completed assignments being submitted for credit were actually prepared for that course. Mindful of that assumption, students who "recycle" their own papers from one course to another make an effort to convey that impression. For instance, a student may revise the original title page or imply through some other means that he or she wrote the paper for that particular course, sometimes to the extent of discussing a "proposed" paper topic with the instructor or presenting a "draft" of the paper before submitting the "recycled" work for credit. 
The issue of plagiarism is also relevant. If, for example, you previously prepared a paper for one course and then submit it for credit in another course without citing the initial work, you are committing plagiarism—essentially "self-plagiarism"—the term used by some institutions. Recall the broad scope of plagiarism: all types of materials can be plagiarized, including unpublished works, even papers you previously wrote. 
Another problem concerns the resulting "unfair academic advantage" that is specifically referenced in the University's definition of scholastic dishonesty. If you submit a paper for one course that you prepared and submitted for another class, you are simply better situated to devote more time and energy toward fulfilling other requirements for the subsequent course than would be available to classmates who are completing all course requirements during that semester. In effect, you would be gaining an unfair academic advantage, which constitutes academic dishonesty as it is defined on this campus. 
Some students, of course, do recognize one or more of these ethical issues, but still refrain from citing their authorship of prior papers to avoid earning reduced (or zero) credit for the same works in other classes. That underlying motivation further illustrates the deceptive nature of unauthorized multiple submissions. 
An additional issue concerns the problematic minimal efforts involved in "recycling" papers (or other prepared assignments). Exerting minimal effort basically undercuts the curricular objectives associated with a particular assignment and the course itself. Likewise, the practice of "recycling" papers subverts important learning goals for individual degree programs and higher education in general, such as the mastery of specific skills that students should acquire and develop in preparing written assignments. This demanding but necessary process is somewhat analogous to the required regimen of athletes, like the numerous laps and other repetitive training exercises that runners must successfully complete to prepare adequately for a marathon. 








Appendix 1: Instructions for Case Analyses

Case Study Preparation

It is imperative that a businessperson be competent in the process of problem solving.  Through the use of case studies this course will develop your skills in analyzing various business problems.  Therefore, a basic methodology for situation analysis and decision-making is presented which will useful in most areas of policy making.  The major steps in this process are:

1. Define the decision to be made (be specific) 
2. Specify selection criteria you will use to choose between the alternatives.  Another way to think of these is as outcomes, or objectives.  For example, if one of your selection criteria is “Increase unit volume”, you can test each of your alternatives to determine which of them has the best chance of increasing unit volume.
3. Determine which information is relevant to the decision and organize it into separate issues
4. Analyze each issue, using spreadsheets where applicable
5. Formulate viable alternatives
6. Evaluate the alternatives
7. Make a decision, i.e., compare the alternatives based on the criteria that you chose above and recommend one course of action.

The required format will take you through this process.

In preparing yourself for class and the brief, the following process may be helpful:

1. Review the Study Questions for the case.  They can be found in BBCourse DocumentsCase Materials.

2. Thoroughly familiarize yourself with all the information given in the case.  As you go through the information take notes and/or highlight and be sure you differentiate between fact and opinion.

3. State the decision to be made and selection criteria.  This should be very direct and very succinct.  It could include key elements of the decision and/or alternatives under consideration.  The best papers include the alternatives among which the decision will be made.   Also include selection criteria, i.e., what are the criteria that would be important to the protagonist in the case that you would use to choose between the alternatives?

4. Divide the case data into logical areas of consideration that are relevant to the decision.  For example, a decision on whether to enter a new market may involve analysis of issues such as size and growth of the market, existing and potential competition, competitive fit of current marketing programs, and government regulation and policy.  Analyze the case information in each area, including financial analysis and spreadsheets (as appendices) as applicable. 

5. Formulate alternative courses of action.  Brainstorm to develop as many potential solutions as possible.  Then reduce the alternatives down to the most logical (perhaps 3 alternatives, depending on the situation).

6. Evaluate the “pros” and “cons” of each alternative.  Be sure to consider the long-run impact of each alternative.  Try to determine how sensitive each alternative will be to outcomes/changes in the business environment which are different from what you are projecting.  Plan on presenting at least 2 pros and 2 cons for each alternative.  This will frequently include the results of your analytical work.  For example, if you have determined that one alternative is less profitable than another, a ‘con’ for that alternative would be the degree to which the profit would be lower.  

7. Recommend a decision (i.e., one of the alternatives) and provide rationale.  Go further than simply repeating the pros of your choice.  The rationale should include a discussion of how well or badly each of the alternatives fares when tested against the selection criteria that you believe are important (e.g., profitability, market share, time to market, company fit, etc.).  It should include an explanation of why the alternative you’ve chosen is superior in terms of those criteria. Note that, as in real life, you may feel that a combination of alternatives would be a better overall approach.  However, in this decision-making process, it is important for you to recommend only one of the alternatives.  At the same time, though, you will need to identify the weaknesses as well as the strengths of your choice.      

8. Think about a plan for implementation that is realistic and which attempts to minimize or avoid the weaknesses in your recommendation.  (This section is not required for the case brief.  There will not be room to write one up.  However, it is prudent to think it through – especially if during that process you discover that your recommendation might be difficult to implement).  An implementation plan is often a listing of who is going to do what, when, and how.  Depending on the case, your implementation plan might include a set of action priorities, time-lines, personnel recommendations, policy changes, and/or organization and system changes.  In some cases you may need to include contingency plans for environmental changes different from the projections on which you base your recommendation.







Format for Individual Written Case Brief (Required)

(1-2 pages, single spaced, 1” margins, Times New Roman 12.  May also use unlimited exhibits to show analysis of data IF the exhibits are referenced in the text AND there are a few summary points made on each exhibit.  Briefs over 2 pages will be penalized one point per page over length)

Note:  Incorporating answers/concepts from the study questions into your briefs will lead to higher scores.
******************************************************************************

Decision to be made: (Must be stated briefly and clearly with at least some idea of the alternatives.  Should not be a question.)

Selection Criteria:  (what 2-3 criteria would the decision-maker in the case use to choose between the alternatives?)
· .
· .
· 


Alternatives (include 2-3 of the most viable):
	
	Pro’s
	Con’s

	Alt #1:
	·  
· 
· 
	· 
· 
· 

	Alt #2:
	· 
· 
· 
	· 
· 
· 

	Alt #3:
	· 
· 
· 
	· 
· 
· 




Recommendation (which one of the alternatives do you recommend?):


Rationale (what is the logic behind your decision?  How is it related to each of your selection criteria? What are the strengths/weaknesses of your choice?  The clearest way to write this is to use a paragraph to fully examine each of your criteria – and how your chosen alternative is superior to the others in terms of that criterion):


******************************************************************************


Scoring Criteria for Brief 	

	
	Score
	Description

	
√+++
	
10
	
Very clear decision choice; Criteria logical and concise; Alternatives viable, insightful, and in alignment with Decision to be Made; Extremely thorough pros/cons; Clear recommendation with thorough explanation of rationale that is linked to evaluation criteria; Extremely thorough financial or other, (e.g., performance), analysis; Thoroughly addresses concepts raised in study questions.


	
√++
	
9.5
	
Clear decision choice; Criteria logical; Alternatives viable and in alignment with Decision to be Made; In depth pros/cons; Clear recommendation with thorough explanation of rationale that is linked to evaluation criteria; Strong financial or other, (e.g., performance), analysis. Addresses concepts raised in study questions.


	
√+
	
9.0
	
Decision choice acceptable; Criteria logical; Alternatives viable and in alignment with Decision to be Made; In depth pros/cons; Clear recommendation with explanation of rationale; Financial or other, (e.g., performance), analysis. Addresses concepts raised in study questions. 


	
√
	
8.5

	
Decision choice acceptable; Criteria logical; Alternatives acceptable; Brief pros/cons OR Brief explanation of rationale; Financial or other, (e.g., performance), considerations


	
√-
	
8.0

	
Decision choice acceptable; Criteria present, though not necessarily appropriate; Brief pros/cons; Brief explanation of rationale; No financial or other, (e.g., performance), analysis


	
√- -
	
7.0 – 7.5

	
Decision choice less clear and/or; Very brief pros/cons; and/or very brief explanation of rationale; No financial or other (e.g., performance) analysis






Preparing Cases for Class Discussion[footnoteRef:1] [1:  This material is taken from a note prepared by Associate Professor Dan R. E. Thomas.  It is intended solely as an aid to class preparation.] 


When you prepare for class discussion, it is recommended that you plan on reading the case at least three times.  

First Reading:  The first reading should be a quick run-through of the text in the case.  It should give you a feeling for what the case is about and the types of data that are contained in the case.  It should also give you some insight into the problem requiring resolution, as well as background information on the environment and the organization.  For example, you will want to differentiate between facts and opinions that may be expressed.  In every industry, there is a certain amount of “conventional wisdom” that may or may not reflect the truth.  

Second Reading:  On your second reading you should read in more depth.  Many people like to underline or otherwise mark up their cases to pick out important points that they know will be needed later.  Your major effort on a second reading should be to understand the business and the situation.

	Here you should carefully examine the exhibits in the case.  It is generally true that the case writer has put the exhibit there for a purpose.  It contains some information that will be useful to you in analyzing the situation.  Ask yourself what the information is when you study each exhibit.  You may find that you will need to apply some analytical technique to the exhibit in order to benefit from the information in the raw data.

	There are several errors that people often make at this stage.  First, you may form a premature conclusion regarding the key issues of the case.  Doing this could cause you to overlook key information, or worse, form a preconceived idea of the “answer.”  This can be especially problematic because it could cause you to distort facts to fit that preconceived idea.  A second error is that people start indiscriminately crunching numbers.  Cases often contain many facts in the text and exhibits.  As in real life, much of the data you find will not be relevant to the central problem(s) in the case.  Make sure that you understand the meaning and relevance of the data before you start analyzing numbers.  Finally, people often confuse supposition with fact.  Be sure to ask yourself whether a given piece of information is a fact, based on actions or performance, or someone’s opinion.[footnoteRef:2] [2:  Kerin, R. A. & Peterson, R.A. (2001), Strategic Marketing Problems:  Cases and Comments, Ch. 3.   Upper Saddle River, N.J., Prentice-Hall.] 


Third Reading:  On your third reading, you should have a good idea of the fundamentals of the case.  Now you will be searching to understand the specific situation.  You will want to get at the root causes of problems and gather data from the case that will allow you to make specific action recommendations.  In reality, simple underlining will not provide you with sufficient information *in memory* to permit thorough analysis.  Therefore, it is strongly recommended that you take notes regarding key facts and ideas as you go.  Before the third reading, you may want to review the discussion questions in the course description.  It is during and after the third reading that you should be able to prepare your outlined answers to the discussion questions.  Note that if you have prepared a formal case write-up, you may not need to develop written answers to the discussion questions as you will have incorporated that information into your write-up.

	Finally, be prepared for the fact that the discussion in class will not necessarily follow the exact wording of the discussion questions.  However, careful preparation of the questions will provide you with a strong grasp of the case and therefore permit you to contribute in an effective way.

Appendix 2: Effective Class Discussion:

Some of the things that have an impact on effective class contribution are the following:

1. Is the participant a good listener?  That is, do the participant’s comments reflect an understanding of what previous participants have said?

2.	Are the points that are made relevant to the discussion?  Are they linked to the comments of others?  

3.	Do the comments add to our understanding of the situation?  

4.	Do the comments show evidence of analysis of the case or article?  

5.	Does the participant distinguish among different kinds of data (e.g., facts vs. opinions.)?  

7.	Is there a willingness to test new ideas, or are all comments “safe”?  (For example, repetition of case facts without analysis and conclusions or a comment already made by a colleague.) 

8.	Is the participant willing to interact with other class members?  

9.	Do comments clarify and highlight the important aspects of earlier comments and lead to a clearer statement of the concepts being covered?

	“Do’s” for In-Class Case Discussions:
	“Don’ts” for In-Class Case Discussions:

	· Prepare before class - - with notes!
· Enter the discussions
· Relate outside experience and past knowledge
· Relate past cases and material covered in the course
· Relate outside research
· Be brief, constructive and provocative
· Summarize your ideas at the end of a comment
· Keep your comments focused on the topic at hand
· Keep an open mind and respect other students’ views
· Disagree
· Listen
· Have fun

	· Repeat others
· Repeat yourself
· Repeat facts from the case (unless you are doing so to give a context for your own comments or conclusions or to refute another person’s conclusion)
· Make sudden topic changes
· Dominate the discussions (Let other students have a say as well!)
· Use hostility or sarcasm in evaluating other students’ ideas or comments
· Take criticism of your comments personally







Appendix 3: Guidelines for Business Reviews/Marketing Plans

MarkStrat 

Team Formation

· Form diverse (US/International/Finance/Marketing/Operations/Male/Female) 4-person teams 
· Set up team meetings in calendars now
· Team Roles (Leader/recorder/etc.)
· Keep journal for final report
· Decision process (3 hrs to start; 2 hrs afterwards)


Business Review for Year 2 and Marketing Plan for Year 3:  
SEE SAMPLE ON BLACKBOARD (Two Side Notes: 1) this is a *sample*, not a template.  Use the instructions below to make sure you incorporate all required content.  2)  The sample is for Year 9, but the basic content will be the same)

The Business Review/Marketing Plan (17 slides, including title, plus unlimited Backup slides. Maximum size:  1 MB) will include the following information: (See sample Business Review/Marketing Plan and the grading form on Bb)

· Business Review for “Years” 1-2 
· Stock Price Evolution:  This slide is the Stock Price (Evolution) chart from MarkStrat and is intended to set the stage for your analysis.  Include a brief description and explanation of your performance.
· Company Part I:  Overall Mission and Strategy (Which of the value disciplines do you intend to pursue?  Why?  That is, what historical evidence do you have regarding your company’s key strengths, weaknesses, and core competencies?)
· Company Part II:  
· Performance:  Estimates vs.  Actuals showing Year 2 forecasts (estimates) vs. actual performance and with explanations for differences.  Include unit sales, revenue, COGS, unit transfer cost, contribution before/after marketing.
· Performance:  Market Metrics
· Market Shares
· Brand Awareness
· Purchase Intent
· Distribution
· Industry Trends and Competitive Review (the kinds of information to examine here include overall industry trends (think Porter) plus key competitors’ activities, strengths, and weaknesses
· Consumer Review (the kinds of information to examine here include segment growth rates, shopping habits, and evolution of needs)
· Context/Macroenvironment Review (the kind of information to include here includes economic trends and inflation rates).
· SWOT (Opportunities/Threats/Strengths/Weaknesses) (Note that “opportunities” should indicate situations that could provide an opportunity, not actions.)
· Key Issues/Implications (Elements from SWOT that need to be addressed with Marketing Strategy)
· Marketing Plan (Strategy Recommendation) for Year 3
· Segmentation/Targeting for each product (with rationale in the Notes section)
· Positioning Statement (and therefore differentiation strategy) for each product (with rationale in the Notes section).
· Product Strategies (Including R&D-related actions such as new product development or product cost improvements), with rationale in the Notes section.
· Pricing Strategies, with rationale in the Notes section.
· Place/Distribution Strategies, with rationale in the Notes section.
· Promotion Strategies, with rationale in the Notes section.
· Year 3 Financial Forecast and Rationale (P&L).  Include previous year actuals and provide explanations for changes.

Note that this should be done in PowerPoint, using the sample as a guide.  Use the slides to show the “Presentation” data requested above.  Use backups and tables with numbers to develop most concepts, and include a discussion of what is happening in the Notes section.  Include 1-2 bullet points in the Notes section to show the key implications of each slide.  These will be the implications that will show up in your SWOT/Key Issues Analysis.  Note that you may use as many “Back-Up” slides as you wish.  However, I will not look at them unless they are referenced on the slides or notes.  

Document size:  It is sometimes tempting with PowerPoint to put pictures into the document.  Unfortunately, many of these can make the file size quite large.  That, in turn, can add to the time required for downloading them.  Therefore, please keep your file sizes under 1MB.

An Excel document with the grading forms for Business Review/Marketing Plan and New Team Handoff is posted in Blackboard.


New Team Handoff

The purpose of the New Team Handoff is to transfer your business to the new team that will manage it.  Your role will be that of the current management team, helping the new management team understand and improve the business’ performance in the future.  The class will represent the new management.  The handoff will be done in a 15-minute presentation (10 minutes presentation with 5 minutes Q&A) in class.

At least three people on the team must present.  All team members must be involved in the Q&A.  Please DO NOT go into an extensive history of your decisions here. Instead, focus on what you think the new team will need to know in order to drive the business forward.  They’re not interested in what you learned in MarkStrat.  They’re interested in knowing the performance of the business over the last few years, what kinds of strategies have the most impact, and what you recommend they do in the future.

Provide a brief overview of the current status of the business, a SWOT, a summary of your marketing plan for next year (STP/Mix), and financials for next year.

Two concepts must be made very clear in this presentation.  
1) First, what do you consider to be the drivers of this business?  That is, what drives success and profitability?  What should anybody running your business in the future need to know?  What makes sales grow?  What makes profits grow?
2) Second, what broad/overall strategies do you recommend they adopt going forward?

Check the Excel grading form for the Business Review/Marketing Plan that is posted on BB (or your own Grading Form).  The second tab has a spreadsheet for the grading criteria for this assignment as well.

Content Required for Team Handoff  Presentation (REMEMBER:  10 minute presentation)

1. Stock Price Index graph *evolution* (not just Yr. 7).  However, you will only discuss your *current* position – not a detailed history
2. *Brief* bus. rev. (4Cs) – including *performance results*
3. SWOT
4. Drivers of business (what specific actions/analyses/trends drive profit, volume, share)
· Internal
· External
5. Recommended Strategy (STP/Mix – brief – but must include STP, pricing, place, promotion, product road map)
6. Year 8 Est. Financial Forecast vs. Yr 7 Actuals (and explanations for changes).

7. Backup Slides with Performance details (These could be updated charts from your Year 2 Business Review.  They should include notes discussing the key elements of the analysis and their implications for the future)
· Company 
1. Mission/Strategy (including rationale for choices)
2. Performance (Financial- i.e., Year 7 Estimates vs. Actuals with explanations for changes, Market Metrics (e.g., Market Share, Share of Voice, Purchase Intent, Awareness)
· Competitive Review
· Consumer Review
· Plus any other backup slides that you feel are needed for anticipated questions from the new team.

8. Additional Backups in preparation for MarkStrat Discussion after the presentations
1. Lessons Learned
2. How did our strategy evolve and why?
3. Our best strategic move was …
4. Our biggest mistake was …
5. If the game were to continue for three more rounds, our ongoing/future strategy would be …
6. The main take-away from our MARKSTRAT experience is …
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NOTE:  These articles have an electronic time limit.  If you wish to keep copies beyond the semester, be sure to print them out
Student Instructions to Access Course Materials
Welcome to StudyNet.  If you have any questions regarding the use of Study.Net, please contact me at:
			E-mail:						mariae@study.net
				Customer Service Dept:			customerservice@study.net 
			9:00 am – 6:00 pm EST:			(888) 462-0660
		Telephone (outside USA): ………………………(954) 462-0660

	To access your course materials, please follow the steps below:

1. Go to: http://www.study.net.  

a) If this is your first time using Study.Net, register as a student. There is a link for student registration on the Study.Net home page (top right hand side).  After registration, select your school and course to get started.

b) If you have already registered as a Study.Net user, login and click on “My Courses”.  After the page refreshes, click on the link to purchase or access new course material, then select your school and course. 

2. To access prepaid course materials, enter the “course password” when requested and complete the material purchase process.  (The course password for Advanced Marketing Management is ‘ADM2011’.)

3. To order a TEXTPAK (a printed version of your online course materials), select this option during the order process.  Make sure that your shipping address is correct.  All printed TEXTPAK orders are processed within 24 hours and shipped by USPS Priority Mail; delivery usually takes 3-4 business days.

4. Many of the materials distributed by Study.Net are stored in a PDF file format and protected with a “digital rights management” application that utilizes Adobe’s eBook Reader.    
· To view any protected PDF files you must use version 6.0.1 or higher of Adobe Acrobat Reader.  You must also activate Adobe’s eBook Reader on your computer.  Instructions to do this will appear automatically on your computer screen, after logging in. 
	
5. To view the course materials, please follow these steps:
·    Click on “My Courses” tab
·    Click on the course and click on “View Course” button
·    Click on “Materials” tab
·    Click on the material link 

After selecting a material to view, the material will download to a new browser window.  If you are unable to view a file or activate your eBook Reader because of firewalls or corporate proxy limitations, please give us a call at one of the customer service numbers above or send an email to customerservice@study.net  .


	Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation

	Assignments 

	01
	2
	Sat., 01/08
	8-12:00
	
	

	
	1
	Sat., 01/08 
	1:00-5:00
	
	

	OBJECTIVES
· Recognize the elements of the MarkStrat world
· Find and discuss information related to your firm’s position in MarkStrat
· Understand the purpose/objectives of the course.
· Describe the roles of strategic perspective, core competence, and company performance in the development of marketing strategy.
· Develop strategic objectives that communicate purpose (as opposed to constraints).
· Explain the place of marketing plans in the corporate strategic planning process.
· Describe the strategy development process.
· Describe the key components of industry/competitive analysis
	· MarkStratOnline Handbook - Ch.1-6, 9
· QUIZ in class (Reading the indicated chapters andcompleting the Practice Industry Exercise in Assignments will help you prepare for this quiz)
· How Market Leaders Keep their Edge
· The Five Competitive Forces that Shape Strategy

 
	Assignments
· Register for MarkStrat 
· Complete MarkStrat Practice Industry Exercise.  The exercise is posted on Bb-Course Documents-MarkStrat Materials.  You do not have to submit it, but it will help you prepare for the quiz.
· Prepare for MarkStrat Quiz

· MarkStrat Yr. 1 Decision due by Thursday, Jan. 13, 11:59 p.m.







!!!!ONE WEEK!!!!
	 Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation
	Assignments 

	02
	1
	Fri, 01/14
	4:00-8:00
	
	

	
	2
	Sat., 01/15 
	8:00-12:00
	
	

	OBJECTIVES
· Describe the purposes and advantages/ disadvantages of semantic scales, conjoint analysis, and multidimensional scaling (MDS).
· Describe the basic operation of Fishbein analysis, semantic scales, and MDS.
· Describe one research approach to segmenting markets
· Describe forces affecting market and segment attractiveness.
· Use perceptual maps to uncover points of differentiation for a product/service.
· Describe the basic characteristics, objectives and strategies associated with the Product Life Cycle
· Describe MarkStrat  processes for repositioning products through advertising and R&D
	· Analyzing Consumer Preferences
· Developing a decision tool for identifying operational and attractive segments
· A new segmentation for electric vehicles.
· (Optional) Lessons learned from renewable electricity marketing attempts:  a case study.
	Assignments
· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class; c) current key metrics of your MarkStrat business.
· Agree on Team Roles and Work Plans
· Review case studies after HubSpot for “Brief” sign up (P&G, Midea, The Medicines Co)
· MarkStrat Yr. 1 Decision due by Thurs, Jan. 13, end of day (midnight)




	 Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation
	Assignments 

	03
	1
	Fri., 01/28
	4:00-8:00
	
	

	
	2
	Sat., 01/29
	8:00-12:00
	
	

	OBJECTIVES
· Apply the concepts of segmentation/targeting to case
· Evaluate the attractiveness of different market segments and recommend one to target.
· Discuss possible sources of the “pioneer effect”.
· Discuss disadvantages of being the pioneer.
· Determine launch strategies to use for a first entrant.
· Describe the elements of a business review, SWOT analysis, and marketing plan.

	· HubSpot Case Study
· Pioneer advantage:  Is it real?  Does it Matter?
· The Half-Truth of First Mover Advantage
· Technical Note:   Writing Great Marketing Plans

	Assignments
· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class; c) current key metrics of your MarkStrat business.
· MarkStrat Yr. 2 Decision due by Sunday, Jan. 23, 11:59 p.m. 
· HubSpot case brief due by Friday, 01/28 at 3:30 p.m.
· Begin work on Yr. 2 Business Review and Yr. 3 Marketing Plan (Due 02/06) (see instructions, grading form,  and sample on  Bb)






	Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation
	Assignments 

	04
	2
	Sat, 02/12
	8:00-12:00
	
	

	
	1
	Sat., 02/12
	1:00-5:00
	
	

	OBJECTIVES
· Apply the concepts of pioneering and new product launch
· Understand the importance of 1st mover advantage as a driver of marketing strategy.
· Define “marketing” advantage.
· Describe approaches to allocate scarce resources among strategic business units, product lines, and marketing mix elements.
· Describe alternate offensive/defensive strategies	
· Recognize the need to use both offensive and defensive marketing strategies in order to achieve business objectives
· Recognize the short-term and long-term implications of defensive and offensive strategies.
	· P&G Vizir case study
· Market Share is not Destiny
· The ‘Myth  of Market Share’
· Market Share Strategies
· Optimal Marketing



	Assignments
· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class
· Submit Yr. 2 Business Review/ Yr. 3 Marketing Plan by Sunday, 02/06 at 11:59 p.m.
· Submit MarkStrat Year 3 Decision by Sunday, 02/06 at 11:59 p.m.
·  P&G Case prep, and brief per sign up due by Friday, 02/11 at 3:30 p.m.

· MarkStrat Yr. 4 Decision due by Thursday, 02/17 at 11:59 p.m.





	 Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation
	Assignments 

	05
	2
	Fri, 02/25
	4:00-8:00
	
	

	
	1
	Sat., 02/26 
	8:00-12:00
	
	

	OBJECTIVES
· Analyze the tradeoff of management time and resources between different marketing and investment opportunities.
· Apply the concepts of resource application and competitive strategy to a case study.
· Explain the importance of forecasting.
· Describe three approaches to determine market size.
· Describe a simple approach to forecasting demand.
· Describe the basic elements, purpose, and limitations of the Bass Diffusion Model, the BASES model, and the PLC model.

	· Midea case prep
· Forecasting the Adoption of a New Product 
· Survey of New Prod. Forecasting Practices in Industrial High Tech. and Low Tech. Businesses. 
·  (Optional)  Review from Session 2:  Lessons Learned from renewable electricity marketing attempts:  a case study”. 
· (Optional) Four Steps to Forecast Total Market Demand  
 
	· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class; c) current key metrics of your MarkStrat business.
· MarkStrat Yr. 5 Decision due by Thursday, 02/24 at 11:59 p.m.
· Midea case prep, and brief per sign up due by Friday, 02/25 at 3:30 p.m.







!!!ONE WEEK!!!
	 Session #
	Cohort
	Date
	Time
	 
Assigned Readings/Case Preparation
	Assignments 

	06
	2
	Sat., 03/05
	8:00-12:00
	
	

	
	1
	Sat., 03/05
	1:00-5:00
	
	

	OBJECTIVES
· Use the Bass Model to forecast the adoption of a new product.
· Describe factors affecting price sensitivity (reading)
· Describe the basic process for setting a price (reading)
· Use break-even analysis to help make pricing decisions
· Describe alternate approaches to determine what a product/service is worth to a customer.
· Explain the limitations of “cost-plus” pricing

	· Forecasting the Adoption of E-Books – exercise prep
· Changing the Formula:  Seeking Perfect Prices, CEO Tears up the Rules
· How Do You Know When the Price is Right, Robert Dolan
	· Prepare for Quiz on a) key concepts from the readings for the day; b) key concepts from the previous class

· Submit Forecasting the Adoption of E-Books exercise by Friday, 03/04 at 3:30 p.m.

· Bring to class:  Hard copy of Beauregard Textiles (in packet) and the Replacement for Beauregard Exhibit 2.





	 Session #
	Cohort
	Date
	Time
	  
	Assignments 

	07
	1
	Fri, 03/18
	4:00-8:00
	Assigned Readings/Case Preparation
	

	
	2
	Sat., 03/19 
	8:00-12:00
	
	

	OBJECTIVES
· Use the “value-in-use” approach to recommend a price 
· Analyze company, customer, and competitive data to recommend pricing and go-to-market (distribution) strategy.
· Explain the importance of customers’ channel needs in designing channels for new products.
· Describe trends in channel strategy


	· The Medicines Company case study 
· Strategic Channel Design 
· The Customer has Escaped
· (Optional) Managing Channels of Distribution in the Age of Electronic Commerce

 
	· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class
· MarkStrat Yr. 6 Decision due by Sunday, 03/13 at 11:59 p.m.
· The Medicines Company case prep, and brief per sign up due Friday, 03/18 at 3:30 p.m.
· MarkStrat Yr. 7 Decision will be due by Thursday, 03/24 at 11:59 p.m.



	

!!!ONE WEEK!!!

	
	

	 Session #
	Cohort
	Date
	Time
	
	Assignments 

	08
	2
	Sat., 03/26
	8:00-12:00
	Assigned Readings/Case Preparation
	

	
	1
	Sat., 03/26
	1:00-5:00
	
	

	OBJECTIVES
· Apply course concepts to date to marketing strategy in the oil and gas industry..
· Develop a new team handoff.

	· Branding Electrons
· Chevron Ad Campaign Answers Critics Head On
· Marketing Globally in the Oil and Gas Industry.  www.gelbconsulting.com 
· (Optional) KPMG (2004).   Marketing Strategy for the Oil and Gas Service Sector. http://www.em.gov.bc.ca/Publicinfo/OilGasStrategySupport_Materials/marketing_strategy/Service%20Sector%20Marketing%20Strategy_20041029_FIN.PDF (pp. 1-24) 

	· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from the previous class; c) current key metrics of your MarkStrat business.

· MarkStrat Yr. 7 Decision due by Thursday, 03/24 at 11:59 p.m.











	Session #
	Cohort
	Date
	Time
	  
Assigned Readings/Case Preparation
	Assignments 

	09
	2
	Fri., 04/08
	4:00-8:00
	
	

	
	1
	Sat., 04/09
	8:00-12:00
	
	

	OBJECTIVES
· Evaluate the appropriateness and rationale of a business review and marketing plan.

	
	· No Quiz
· Handoff Presentation and Year 8 Decisions due for all teams by Friday, 04/08 at 3:30 p.m.
· New Team Handoff Presentations 
· 10 minutes each + 5 minutes Q&A
 - Teams 1A, 2A
– Teams 1E, 2E
– Teams 1I, 2I
- Teams 1O, 2O
- Teams 1U, 2U








	Session #
	Cohort
	Date
	Time
	  
Assigned Readings/Case Preparation
	Assignments 

			10
	2
	Fri., 04/22
	4:00-8:00
	
	

	
	1
	Sat., 04/23
	1:00-5:00
	
	

	OBJECTIVES
· Compare/contrast lessons learned from the MarkStrat simulation.
· Apply a framework to avoid making international marketing blunders.
· Review course concepts

	· International Marketing Blunders by American Firms in Japan
	· Prepare for Quiz on a) key concepts from the readings and case for the day; b) key concepts from SESSION 8; 
· MarkStrat Debrief prep
· Review course materials
· Peer evaluation form due by end of day
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Summary of Deliverables - Both Cohorts
	Item 
	Date/Time

	Register for MarkStrat
	

	MarkStrat Exercise
	No submission – just do it

	
	

	MarkStrat Decision 1 
	Thursday, 01/13, 11:59 p.m.

	
	

	MarkStrat Decision 2 
	Sunday, 01/23, 11:59 p.m.

	
	

	HubSpot Case Brief (Individual work, all students)
	Friday, 01/28, 3:30 p.m.

	
	

	Yr. 2 Business Review/Yr. 3 Marketing Plan 
	Sunday, 02/06 at 11:59 p.m.

	MarkStrat Decision 3 
	Sunday, 02/06 at 11:59 p.m.

	
	

	P&G Vizir Case Brief (Individual work, as per sign up).  All others prepare case individually for discussion.
	Friday, 02/11 at 3:30 p.m.

	
	

	MarkStrat Decision 4  
	Thursday, 02/17 at 11:59 p.m.

	
	

	MarkStrat Decision 5
	Thursday, 02/24 at 11:59 p.m.

	
	

	Midea Case Brief (Individual work, as per sign up).  All others prepare case individually for discussion.
	Friday, 02/25 at 3:30 p.m.

	
	

	Forecasting the Adoption of E-Books (Individual work, all students)
	Friday, 03/04 at 3:30 p.m.

	
	

	MarkStrat Decision 6
	Sunday, 03/13 at 11:59 p.m.

	
	

	The Medicines Company Case Brief (Individual work, as per sign up).  All others prepare for discussion.
	Friday, 03/18 at 3:30 p.m.

	
	

	MarkStrat Decision 7
	Thursday, 03/24 at 11:59 p.m.

	
	

	New Team Handoff Presentation with enhanced backups as per syllabus instructions
	Friday, 04/08 at 3:30 p.m.

	MarkStrat Decision 8
	Friday, 04/08 at 3:30 p.m.
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