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	MKT 382
PRICING/CHANNELS

	
	FALL, 2010

Course Unique # 05135 (9:30 a.m.) 




Professor	Kate Mackie, Ph.D.
Office 	CBA 5.176 M (behind Executive Education, past Communications Office) 
Office Hours 	Tuesdays/Thursdays, 1:00-2:30, and by appointment 
Phone 	512-288-3115 (Cell phone – feel free to call any day before 9 p.m.)
E-Mail	Kate.Mackie@McCombs.utexas.edu
Skype	katemackietx
Course Web Page	via Blackboard
Teaching Assistants	John Hale (John.Hale@mba11.mccombs.utexas.edu)   

Course description 
The primary objectives of this course are to:  a) advance your understanding of concepts and tools useful in the analysis and development of pricing and distribution strategy, and b) help you develop skills and gain experience in formulating these strategies.  

Learning methods 
The course uses (a)individual and team assignments with field work, (b) case study briefs and discussions (c) lectures and discussions of readings, (d) guest speakers, and  (e) a pricing simulation.

The classroom environment will be very interactive, so prepare to get involved.  Students come from a variety of backgrounds with a large and diverse base of knowledge and experience.  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.  

Required materials 

Case Packet:  The case packet is available through www.study.net.  Instructions to get materials from study.net are included in the last page of this syllabus, before the course schedule.

Pricing Simulation – Universal Rental Car – Harvard Business School:  Sign up for the simulation at http://cb.hbsp.harvard.edu/cb/access/6608636  between Thursday, Oct. 14 and Tuesday, Oct. 19.  It will cost $12.50.  There will be a practice round open so that you can run up to five rounds before the Official Round.  

Other Readings:  A number of readings for this class are available in full text (usually PDF) from Business Source Complete.  For these articles, go to http://www.lib.utexas.edu/, then to Research Tools Databases & Indexes to Articles  Databases by Subject Business Business Source Complete, and search on the title of the article (unless otherwise directed in the schedule). It works best if you put the title of the article in quotes.  If you get a yellow box that says “Find it at UT”, click on the box and follow the links that have full text.

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

Paperless Assignments:  All assignments are to be submitted electronically rather than in hard copy and no later than 5 minutes prior to the start of class.  Please send them directly to Dr. Mackie through Outlook as e-mail attachments using the following file name convention on the attachments themselves:

	File Name Convention

	[Last two digits of Unique #]_[Your Last Name and First Initial_[Assignment name]


	· Example:  35_SmithJ_Problem Set 


	· Example:  35_SmithJ_Brief_Case name


	· Example:  35_TeamName_RtM Assignment




Grading 

Blind Grading:  MBA-student teaching assistants do the ‘first round’ of grading on many assignments.  Therefore all papers in this course are ‘blind graded’.  Therefore:  

  (a) Please do not submit assignments directly to the TA; and 

(b) Place your name *only* in the file name of the attachment.  When sending your papers to the TA, I change your name in the file name convention to a number.  Therefore, please do *NOT* put your names anywhere on your submissions.  For Team Assignments, include only your team name.  

Each student will be evaluated on the following basis:

	Contribution in class, including speaker preparation questions, Bb contribution, and quizzes 
	20%

	Store Check Assignment
	10%

	Routes-to-Market Team Assignment
	30%

	Homework Exercises: Financial Analysis problems,  Demand Estimation Exercise (5% each)
	10%


	Case Briefs:  2 @ 10% each  
	20%

	Universal Car Rental Simulation Perf. and Write Up 
	10%

	
	100.00%



In Class contribution and Quizzes (20%) (Individual Work)
All students are expected to be present, punctual, and prepared to contribute to all class sessions.    Because of the commitment to class discussion, learning hinges on your constructive in-class contribution.  Constructive contribution does not mean “air time,” but rather comments and questions that help advance everyone’s learning.

Your contribution will also be important on those days when we have speakers.  The speakers talk to topics that were introduced in the readings for that day or in prior classes.  Therefore, you are expected to prepare and ask thoughtful questions, and generally engage with the speaker.

Specifically, the elements considered in grading class contribution are: Do your comments indicate that you prepared the materials for the day?  In a case discussion, do you go beyond repetition of case facts to analysis and recommendations?  Do your comments and questions show evidence of assimilating and integrating what has been covered in the course so far?  Are you a good listener – do you listen to what others are saying and contribute constructively to enhancing the discussion?  Do you make insightful comments or ask thought-provoking questions?  Have you contributed to the learning in the room?

Remember, constructive contribution requires that you attend class and thoroughly prepare the materials assigned for the day.  I will cold-call.  If you do not feel adequately prepared to participate in the discussion and do not want to be called upon, please let me know at the beginning of the class.

Contribution Scoring:  At the end of each class, I will score each student’s contribution on the following scale and post the scores on Blackboard.  The emphasis on scoring will be on quality over quantity.  In other words, with one “10” comment, you would receive a 10 for the day.  With five “8” comments, you would receive an 8 for the day.  The scale is:

	  0 = absent
  7 = present, but no contribution
	  8 = 1 or more average contributions, i.e., participation
	  9 = 1 or more insightful contributions
	10 = 1 or more outstanding contributions

Discussion Board Contribution: Occasionally (maximum two times) you may need to miss a class because of interviewing or other obligations.  While full credit cannot be given for in-class contribution on those days, you can earn up to 6 points for the day by discussing the lecture, readings, and/or related topics on the Discussion Board in Blackboard. In addition, you may feel that you had an important comment that you were not able to bring up in class.  On those days, you can earn up to an additional 3 points (for 10 max.) by sharing your ideas/discussing the topic on the Discussion Board.
The thread for this discussion will be titled “Session # Additional Discussion”.  The instructions in the thread are:  
This discussion thread has two purposes:  
1) it can be used by students who must occasionally (maximum two times) miss a class.  If you miss class, you can receive up to 6 contribution points for the day by discussing, in some depth, what you saw as key concepts from the lecture/readings/case discussion that you missed. The way to get a 6 here is to discuss the topic in depth and perhaps bring in additional material from another article you have found that addresses similar content. 
2) it can be used by students who were in class but would like to add to the discussion.  For example, you may feel that you had an important comment that you were not able to bring up in class.  In this case, you can earn up to an additional 3 points (for 10 max.) for the session discussed.  
Note that in order to receive credit, your contributions must be completed before the start of the following class.
Quizzes: There will typically be 1-3 quizzes over the course of the semester.  There will definitely be a quiz on the Socially Responsible Pricing article and others will be pop quizzes related to the reading.  Each quiz is worth 10 points.

Store Check Assignment (10%)  

On a periodic basis, companies that sell products through retail channels conduct store checks.  These are usually done by sales personnel.  It is common, however, that brand/product managers either do store checks on their own or accompany a sales person who is doing it.  Usually this entails visiting one store after another for several days, often up to 6-8 stores per day.  The objective is to determine the real state of the business at retail.  Things that are checked and documented include shelf placement, facings, price, share of shelf, merchandising activity such as price reductions, shelf talkers, point-of-purchase display materials, end cap displays, larger displays, and other types of promotional activity.  This also includes gathering similar information for key competitors.  This assignment gives students the opportunity to visit two stores to complete and write up the results of the store checks to understand the impact of marketing mix decisions at the retail level.  The details of the assignment will be provided in class.

Routes-to-Market Team Assignment (30%)
 
The “Routes-to-Market” puzzle is one of the most challenging tasks in marketing.  It represents a myriad of decision points and choices.  Part of the challenge arises from the fact that a company is frequently ‘handing off’ major responsibilities for the success of the business to third parties.  These responsibilities include generating and/or fulfilling demand, managing after sales service and returns, disseminating information and gathering feedback about the state of the market.  The decisions that go into designing and managing routes to market have enormous financial implications.  

This assignment permits students to experience the full range of decisions that are involved in designing and/or managing routes to market.  Students will work in teams in either a Business-to-Business or Business-to-Consumer context and will do one of the following:

1. Map the routes to market for one product/service for an existing company.  Discuss the elements of the map in terms of demand generation, demand fulfillment, after sales service, and information feedback.  In addition, examine options and recommend a possible improvement to the system.  One example of this would be to recommend a route to market for expansion to a new geographic region or market segment.  It will include examining/comparing at least two possible intermediaries.

2. Recommend a route-to-market strategy for a new product/service for an existing company or start up. Discuss the elements of the strategy in terms of demand generation, demand fulfillment, after sales service, and information feedback.  This will include examining/comparing at least two possible intermediaries.

Most teams will present their findings to the class.  The details of the assignment will be provided in class.

Homework Exercises (5% each)  
1. Financial Analysis for Pricing – Problem Set -   Complete/submit the Financial Analysis problem set and discussion question posted in BBCourse Documents.
2. Demand Estimation Exercise - Complete/submit the Demand Estimation data set analysis and discussion question posted in BBCourse Documents.

Case Briefs (2 @ 10% each) 
To insure high quality discussion on case days, it is critical that all students be well prepared to discuss each case.  Therefore, this assignment requires that you write and submit a 2 page brief, with attachments including your analysis, for the two cases to be discussed this semester (excluding Beauregard).  The format for the brief is included in Appendix 1 and a form is posted in BBCourse DocumentsCase Materials. There is also a sample brief (Case Brief Mechanics) posted there.  The briefs must be exclusively your own work.  Therefore, do not discuss the case with others prior to class, examine briefs completed by others, and do not do outside research.  All case briefs are due via e-mail attachment, using the correct file name convention by the beginning of the class session when the case is discussed.  Late cases will not be accepted – no exceptions.  These will be scored as per the Brief Grading Criteria included later in the syllabus.      

Universal Rental Car – Pricing Simulation (1 Official Round plus write up @ 10%)
We will run two rounds of a web-based pricing simulation developed by Harvard Business School.  One will be a practice round for you to get a sense of the simulation.  You are not required to participate in this round, but it is strongly recommended.  (You may also want to check the discussion questions posted in BB at that time.)  The dates of the rounds are listed in the schedule.  Note that you can run each round five times prior to the cut-off date.  Each round will require 12 ‘monthly’ decisions (it will take you 2-3 hours to complete the round) and the submission of answers to several discussion questions.  These are posted in BB in Course DocumentsUniversal Rental Car.  High scores will be recorded and compared in class. For the “Official Round” a minimum cumulative profit score of $30,000,000 is required to get a B for the assignment, and will be evaluated separately from your answers to the study questions.  A minimum cumulative profit score of $55,000,000 is required to get an A.    
Re-grade requests  
If you believe that you received too little credit for your work, you may request a re-grade under the following restrictions. (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 receiving the grade. (3) The assignment will be completely re-graded; 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.


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) and the selection criteria you will use to choose between the alternatives.
2. Determine which information is relevant to the decision and organize it into separate issues
3. Analyze each issue, using spreadsheets where applicable
4. Formulate viable alternatives
5. Evaluate the alternatives
6. Make a decision, i.e., specify criteria you will use to choose between the alternatives and make a recommendation based on those criteria.
7. Devise a plan for implementation

The required format will take you through this process.

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

1. 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.

2. 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?

3. 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. 

4. 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).

5. 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.  

6. 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.  These weaknesses can then be addressed in your implementation plan – the next section of the write up.    

7. Develop a plan for implementation that is realistic and which attempts to minimize or avoid the weaknesses in your recommendation.  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.  (Note that the implementation plan is not required for the briefs.  However, we may discuss possible implementation issues in class.)




Format for Individual Written Case Brief (Required)

(Two pages, single spaced, 1” margins, Calibri 11.  You 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 (excluding exhibits) will be penalized one point per page over length.

******************************************************************************
Note:  Use the study questions on Bb when preparing the brief.  They are provided to focus your brief towards a specific area of the case.  
******************************************************************************

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
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Student Instructions to Access Course Materials

Welcome.  If you have any questions regarding the use of Study.Net, please contact us at:
	e-mail ……………………………………………..	customerservice@study.net 	
	telephone (9:00 am – 6:00 pm EST) ……………..	(888) 462-0660
	telephone (after-hours) …………………………...	(888) 805-2956 

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 to obtain a login and password.  There is a link for student registration on the Study.Net home page.  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 the My Courses button.  After the page refreshes, click on the link to purchase or access new course material, then select your school and course. 

2. To purchase course materials, complete the billing and shipping information and print a receipt for your personal records after your transaction has been processed.

3. To access any prepaid course materials, enter the “course password” when requested and complete the material purchase process. 

4. To order 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 48 hours and shipped by USPS Priority Mail for delivery 2-3 days later.

5. 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.  We highly recommend upgrading to Version 7.0 if this is possible.  Adobe’s eBook Reader must also be activated on your computer to view pdf eBook files.  With Adobe Acrobat version 7.0, this process is automatic.  With older versions of Acrobat, activation instructions will appear automatically on your computer screen, after logging in. 

· If at any time, you need to review these instructions, click on the link located on the left side of your screen titled, eBook Help, or contact Study.Net Customer Service. 

6. After selecting a material to view, the material will be downloaded to a new browser window that will appear on your computer screen.  If you are unable to view a file or activate your eBook Reader because of firewalls or corporate proxy limitations, please contact Study.Net Customer Service. 
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	                /#
	Date
	
	Topics

	Readings and Location
(BSC = Business Source Complete)
	Assignments Due

	1. 
	08/26
	Th
	· Describe the requirements and flow of the course
· Explain the importance of Routes-to-Market (RtM) in terms of your next job.
· Recognize RtM decision areas
· Describe the elements of the “Store Check” assignment.
· Describe the key components of the RtM Team Assignment 
· Introductions for purpose of forming teams

	· Syllabus and Schedule - Blackboard
	

	2. 
	08/31
	T
	· Form teams for RtM assignment.
· Describe the basic functions/flows of channels.
· Describe the decisions/choices related to the function
· Describe what customers want from channels
· RtM Assignment connections – what functions will be needed by the target?

	· Dolan, R.J. (2000). “Going to Market” HBS Note #9-599-078. (Study.net)   
· Stern, L. & Sturdivant, F. (1987).  “Customer-Driven Distribution Systems.”  HBS Reprint #87411 (Study.net)
· Nunes, P. F. & Cespedes, F. (2003).  “The Customer has Escaped” Harvard Business Review, Nov. (ROG113) (BSC) 
· “Consumers will drop companies that don’t use chosen channels” (BSC)
· “Distributor Services Help Keep Customers Afloat” (BSC)

	

	3. 
	09/02
	Th
	· Compare the  pros/cons of direct vs. indirect RtM
· Compare the roles of different types of intermediaries.
· Describe the business expectations of different types of intermediaries
· Calculate intermediary margins
· Describe incentive programs used with intermediaries.
· RtM Assignment connections – Should the firm go with direct or indirect?   And at what breadth?
	· Anderson, R.E., Mehta, R., & Dubinsky, A.J. (2003).  “Will the real channel manager please stand up?”  Business Horizons, 01/15/03.  (BSC)
· Kesmodel, D. (2008).  “Beer Distributors Want More than One Best Bud.”  Wall Street Journal, 02/06/08 (Study.Net)
· Bell, D. & Dreze,  X. (2002).  “Changing the Channel:  A better way to do trade promotions.”  MIT Sloan Management Review. (BSC)
· “ SAP Channel Chief opens up on 2010 Plans”  http://www.channelinsider.com/c/a/Spotlight/SAP-Channel-Chief-Opens-Up-on-2010-Plans-475940/   (Feb. 8, 2010)

	· Send an email to Kate with:
· Team name
· Team members
· Cell phone numbers
· B2B/B2C choice
· Product



	4. 
	09/07
	T
	· Discuss key findings/issues raised in store check assignment.
· Describe the process and criteria for finding/evaluating/selecting intermediaries
· RtM Assignment connections – what Which intermediaries might make sense for your project?


	· Sharma, A. & Mehrota, A. (2007).  “Choosing an optimal channel mix in Multichannel environments.”  Industrial Marketing Management, 36.  (BSC)
· Handout - Intermediaries that can perform flows (Bb-Sess. 3)
· Handout - Criteria for choosing channel partners (Bb-Sess. 3)
· Optional:  Coelho, F. & Easingwood, C. (2003).  “Multiple channel structures in financial services.”  Journal of Financial Services Marketing.  (BSC)

	· Store Check Assignment due

	5. 
	09/09
	Th
	· Channel Management
· Compliance
· Motivation
· Power
· Conflict

	· Bucklin, C., et al.  (1997). “Channel Conflict:  When is it Dangerous?”  The McKinsey Quarterly, 3. (BSC)
· Webb, I. (2002) “Managing Channels of Distribution in the Age of Electronic Commerce.” Industrial Marketing Management, 31. (BSC)
· [bookmark: art_3]“Some Publishers Are Wary of Sales on iTunes “ WSJ (Study.Net)
· Cui, T., Raju, J., and Zhang, J. (2007).  “Fairness and Channel Coordination”.  http://www.carlsonschool.umn.edu/assets/99631.pdf.  (Read Introduction and Conclusion)

	

	6. 
	09/14
	T
	· Team Work Time – RtM Assignment 
	
	 

	7. 
	09/16
	Th
	· Making distribution and pricing decisions in a start up
· Speaker:  Mason Arnold, Founder, Greenling
	· Hight, M. (2008).  “Organics at your doorstep.”  Austin American Statesman, 04/16/08 (Study.Net)
· http://www.greenling.com/
· Read his bio on the company website and check out his blog.  The link is at the bottom of his bio page in the “About Us” page.

	· Review company website and course materials to date, electronically submit two questions that you could ask the speaker.





	8. 
	09/21
	T
	· Examine how channel structures evolve over time.
· Explain approaches to reducing costs in channels

	· Michael, D. (2007).  “The Sales and Distribution Revolution.”  (BSC)
· “Insights into Distribution Channel Innovation in the Retail Banking Sector:  Customer Focus as a Key Driver” (BSC)
· “Principal Restructures Distribution” (BSC)
· “Restocking the Snack Machine”  (Study.Net)
·  “The Mobile Channel is Finally Getting some Upward Momentum” (October, 2009)  (BSC)
· Optional:  Kumar, N. (2006).  “From Declining to Growing Distribution Channels.”  Excerpted from Marketing as Strategy:  Understanding the CEO’s Agenda for Driving Growth and Innovation.

	

	9. 
	09/23
	Th
	· Describe the impact of gray markets on RtM strategies.
· Describe approaches to design RtM for international expansion
	· Thomas, A.R., Wilkinson, T.J. (2005).  “It’s the distribution, stupid!” Business Horizons, 48, 125-134 (BSC – Follow the links to PDF) 
· Palombo, V. (2009).  “Designing Marketing Channels for Global Expansion” Marketing Management Journal.  (BSC)
· Prince, M. & Davies, M. (2000) “Seeing Red Over International Gray Markets.”  Business Horizons (BSC)

	

	10. 
	09/28 
	T
	· Negotiate a distribution agreement
	· Be prepared to negotiate for your role as per handout distributed in class on Thursday.
· Balzer, G. (2003).  “Avoiding the Top 10 Mistakes with Distributor Agreements.” http://www.expertlaw.com/library/marketing/distributor_mistakes.html
	· Students will be paired up in class to negotiate a distribution agreement.  You will receive your role in session 9.  Spend about 1 hour preparing your side of the negotiation.  You will have 25-30 min. in class to complete your negotiation and submit your results.  





	11. 
	09/30
	Th
	· Distribution channel management and challenges at IBM – Michele Grieshaber

	· Michele Grieshaber Resume posted on Bb.
	· Review company website and course materials to date, electronically submit two questions that you could ask the speaker.


	12. 
	10/05
	T
	· Discuss recommendations for RtM Strategy
	· RtM Assignment Presentations
	· Note that all RtM Assignment presentations are due by 9:30 a.m. on 10/05.


	13. 
	10/07
	Th
	· Discuss recommendations for RtM Strategy
	· RtM Assignment Presentations
	

	14. 
	10/12
	T
	· Apply financial concepts in pricing 
	· “Principles of Pricing” (2005).  HBS # 9-506-021 (Study.Net)
· Smith, G. & Nagle, T. (1994).  “Financial Analysis for Profit Driven Pricing.”  Sloan Management Review.  (BSC) NOTE:  Tables 4-5 are posted in BB in a spreadsheet showing additional columns for clarity.

	· Submit answers to Financial Analysis Problem Set located in BBCourse Documents Session 14.


	15. 
	10/14
	Th
	· Explain the relationship between contribution analysis and competitive price changes.
	· Beauregard Textile Company  HBS # 9-191-058 (Study.Net)

· You can sign up for the Universal Rental Car simulation between Thursday, Oct. 14 and Tuesday, Oct. 19 at the link below.  It will cost you $12.50.  There will be a practice round open so that you can run up to five rounds before the Official Round starts on Oct. 21.
        http://cb.hbsp.harvard.edu/cb/access/6608636  

	· All students answers Beauregard study questions (posted in BbCourse Documents Case Study Materials). No submission is required.   Note that there are some errors in Exhibit 2.  There is a replacement for Exhibit 2 posted with the study questions in Bb.


	16. 
	10/19
	T
	· Explain psychological concepts that affect people’s perceptions of pricing and pricing fairness.
	· Gourville, J. (2002).  “Note on Behavioral Pricing.”  HBS # 9-599-114. (Study.Net)
· Gourville, J. & Soman, D. (2002).  “Pricing and the Psychology of Consumption”, Harvard Business Review, Sept. (BSC)


	

	17. 
	10/21
	Th
	· Explain factors that are included in socially responsible pricing - Quiz
	· Vachani, S. & Smith, N.S. (2004).  “Socially Responsible Pricing.”  California Management Review, 47(1), Fall. (BSC)
· “In the Game of Business, Playing Fair Can Actually Lead to Greater Profits:”   Profits: Knowledge@Wharton
http://knowledge.wharton.upenn.edu/article.cfm?articleid=1916 

	· Prepare for QUIZ on Socially Responsible Pricing.
· Universal Rental Car “Official Round” open from tonight until 10/27 at end of day (midnight)

	18. 
	10/26
	T
	· Describe legal issues in pricing and channels – Christopher Meakin.
	· “Legal Restrictions on Marketing Management” (1993).  HBS Note # 9-588-009. (Study.Net)

	· Review course materials and readings and electronically submit two questions that you could ask the speaker.


	19. 
	10/28
	Th
	· Universal Car Rental – Round 1
· Gain experience in setting prices and analyzing outcomes.
· Examine the implications of price sensitivity/ elasticity in different market segments and geographic regions.
· Manage inventory through asset shifts and pricing
· Examine the implications of competitive pricing actions on marketing and financial outcomes.

	 

	· Complete the simulation and submit answers to the questions posted in BBCourse DocumentsUniversal Rental Car


	20. 
	11/02
	T
	· Explain different approaches to determine what a product or service is worth to a customer.
	· Anderson, J & Narus, J. (1998), “Business Marketing:  Understand What Customers Value” (1998)  Harvard Business Review (BSC)  
· “Changing the Formula:  Seeking Perfect Prices, CEO Tears up the Rules” (3/27/07 – wsj.online) (Study.Net)  
· Hanon, D. & Lucry, D. (2002).  “The role of pricing research in assessing the commercial potential of new drugs in development.”  International Journal of Marketing Research, 44(4). (BSC)

	· 




	21. 
	11/04
	Th
	· Discuss the use of pricing objectives when setting pricing strategies.
· Explain different types of pricing structures.
· Explain the concept of optimal price.
	· Avionitis, G.J., Indounas, K.A., & Gounaris, S.P. (2005).  “Pricing Objectives over the Service Life Cycle”, European Journal of Marketing, 39 (5/6) 696-714.   (BSC)
· Duke, C. (1994). “Matching Appropriate Pricing Strategy with Markets and Objectives.” Journal of Product and Brand Management.  3(2). (BSC)
· Sotgiu, F. & Ancarani, F. (2004).  “Exploiting the opportunities of Internet and multi-channel pricing: an exploratory research.”  Journal of Product and Brand Management, 13(2), 125-136. (BSC – follow the links)
· Optional:  Shankar, V. & Bolton, R. (2004).  An empirical analysis of determinants of retailer pricing strategy.  Marketing Science, 23(1), 28-49.  (BSC)

	

	22. 
	11/09
	T
	· Analyze different product pricing approaches and recommend a price.
· Evaluate product packaging alternatives for fit with  consumer data and possible pricing strategies.
· Explore the complexity of making product pricing and packaging decisions for a new product when demand and consumer behavior are uncertain.
· Examine methods for forecasting demand of a new product and estimating profitability.

	· CASE: Metabical HBS # 4183(Study.Net) 

	· All students submit case brief 




	23. 
	11/11
	Th
	· Define “price discrimination”.
· Describe different types of price discrimination (price customization).
· Describe the benefits and the implementation challenges of price customization.
· Explain the basic concepts behind revenue management (yield management)

	· Dhebar, A. (1993).  “Price Discrimination”  HBS # 9-191-105 (Study.net)   
· Cross, R.G. (1997).  “The Core Concepts of Revenue Management”, Ch. 3 Revenue Management, New York:  Broadway Books. (Study.Net)
· Optional:  Levin, Y. & McGill, J. (2009).  “Introduction to the special issue on revenue management and dynamic pricing.”  European Journal of Operational Research., 197(3). (BSC – follow the links)

	· Get/load Stat Tools into laptops – (Note that your own StatTools expired on 08/31.  However, you can re-download it at www.mccombs.utexas.edu/services/cbacc/coe.  It is free.)

	24. 
	11/16
	T
	· Use StatTools and Solver in Excel to:
· Estimate a demand model
· Determine price elasticities
· Incorporate the actions of a competitor
· Estimate optimal price
· Explain the purpose behind using Semi-Log and Log-Log models when estimating a demand model.

	· Mathematical Functions:  The Natural Log and the Exponential (Bb – Session 24)

	· Download OJ Data Set from BB.
· Bring laptops to class. 

	25. 
	11/18
	Th
	· Explain approaches to manage price competition.
	· Nagle, T.T. (1993).  “Managing Price Competition”. Marketing Management, Vol. 2(1), pp. 36-45. (BSC)
· “How to Manage an Aggressive Competitor” (2002) Business Horizons, Cressman & Nagle (BSC)

	· Demand estimation data analysis exercise and discussion question due by start of class.




	26. 
	11/23
	T
	· Examine the interactive nature of the elements of the marketing mix (i.e., the impact of pricing and branding policy on the incentives of channel partners).
· Evaluate different approaches to pricing, including value pricing, competitive parity pricing, and customer indifference pricing (cannibalization).
· Describe the tradeoffs in new-product marketing between an ideal strategy and what is actually feasible and affordable.

	· CASE:  Soren Chemical, HBS #4188 (Study.Net)  
	· All students submit case brief 

	
THANKSGIVING


	27. 
	12/01
	T
	· Define “Pricing Science”
· Describe the processes used to develop optimal price in B2B settings.
· Appreciate the underlying complexities of developing price optimization software.
· View the steps and screens in a price optimization software product.

	· Hossam Zaki - Zilliant

	· Review course materials and the website (www.Zilliant.com)  and electronically submit two questions that you could ask the speaker.


	28. 
	12/03
	T
	· Review concepts from the course.
	· 
	· 
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