DMSB 716: Global Marketing 1 

Professor:  Satish Jayachandran

E-mail: 
satish@moore.sc.edu 

Office: 374 BA

Phone: 803 777 4406 
Office hours: T,Th 10:00 – 12:00 and by appointment
URL for Case Material: http://harvardbusinessonline.hbsp.harvard.edu/relay.jhtml?name=cp&c=c28663
Recommended Book:  Market-Based Management by Roger J. Best; Prentice-Hall (Fourth Edition; ISBN 0-13-146956-8)
COURSE OBJECTIVE 

This course is meant to introduce MBA students to the concept of marketing, and the activities and domain of responsibility of the marketing manager
Teaching Method and Class Preparation

The teaching material used for the course will include a text book and a mix of cases and audio-visual material.  Cases are not meant to be examples, but as a means to examine the complex decision-making scenarios that managers face.  My role as a professor is merely to guide you in your discussion of the case by providing concepts and alternative approaches.  Therefore, thorough preparation of the case is imperative if the class is to deliver on its learning objectives.  Some cases would tend to be more quantitative while some others may emphasize the more fuzzy aspects of decision-making.  Regardless, a sincere attempt must be undertaken to employ the data provided in the case in guiding decisions, in the true spirit of ‘evidence-based’ marketing.  To get more out of the case, it is advisable to work with your classmates.

Grading and Course Requirements

Class Participation – 20%
Case Summary 1 – 20 %
Presentation 1- 10%

Exam – 50%
Grades
A    - 90 AND ABOVE

B+  - 87-89
B    - 80-86
C+  - 77-79

C    - 70- 76
D+  - 67-69
D    - 60-66
F    - 59 and below

1. Evaluation of Class Participation (20%)
a) For In-Class Students:

Discussion questions for cases are on pages 5-7 of the syllabus.  These questions, however, will not be exhaustive and should not prevent students from raising other pertinent issues.  Class participation will be evaluated as follows for the cases as well as the non-case classes:

A: Consistent, high-level participation displayed through questions, comments, new insights, and analytical rigor.  Original contributions that go beyond the mere restating of facts in the case and an ability to build on the comments of others will be rewarded.  

B: Consistent contribution to class discussion through questions and answers.  Shows evidence of originality.
C:  Periodic contributions to class discussion with relevant comments and questions.  Needs to be called upon to participate, but shows familiarity with the material.

D:  Sporadic contributions to class discussion.  When called upon to participate, does not show evidence of familiarity with the material.

F:  Passive member of the audience.  No contribution to class discussion.  When called upon to participate, does not show evidence of familiarity with the material.

Needless to day, absences will seriously affect your participation grade.  Being absent from class without a university excused reason and without prior intimation will result in substantial reduction in points for class participation.  Disruptive behavior inside the classroom would also hurt your class participation grade. Activities such as surfing the Web on your computer during class and texting will seriously hurt your class-participation grade. You accept responsibility for any material or class credit opportunity missed due to absence from the class.  
2. Case Write Up (20%)
This is a group project.  Students will form groups of five.  The groups will write-up a summary of the case IKEA Invades America.  The summary should not exceed 10 double-spaced pages (12 pt Times New Roman font).  Discussion questions are provided for the case.  The report will be graded based on the breadth and rigor of the analysis, the relevance of the recommendations, and structure and readability of the report.  Typos and poor grammar will hurt your ability to get a high grade.  Please read and edit the report before it is submitted.  The report is due as a hard-copy (to be followed by an e-mail attachment)
3. Presentation  (10%)

Each group will make a brief presentation about marketing ethics and social responsibility.  This presentation can constitute topics such as inappropriate/unethical marketing or appropriate/ethical marketing.  The selection of issues can be based on personal experience and/or other examples from media.  Students can look at issues relating to corporate social responsibility or sustainable business practices for suitable ideas.  The topics can also be selected from inappropriate advertising or positioning of products and services.  The presentation should be for a maximum of 10 minutes with questions and answers.
4. Exam (50%)
The exam will be conducted on Sept 12.  The format of the exam will be discussed in class.

5. Peer Evaluation
It is critical that each group member contributes equally to the effort for group assignments.  A peer evaluation form will be used to assess the contribution of each individual to the group effort.  I will take the average of peer assessment scores for each student and multiply the group assignment scores with that to arrive at the student's project score.  For example, if the group’s score is 100, and a student gets an evaluation of only 70% from other group members, the student's group assignment score would be 70% of 100 -- 70.  A peer evaluation form is attached to the syllabus.   
This scale reacts to consensus. A team without clear cut rating patterns will generally see minimal changes. Typically, those individuals that perform clearly above or below average will see an impact on their grade. Warning: I reserve the right to ignore or adjust peer evaluations where one individual was given a rating well below the others unless the team has attempted to deal with the situation. 
6. Students with Disabilities

Students with disabilities and desirous of availing special accommodations should discuss the matter with the instructor so that appropriate accommodations can be provided.

7. Lecture Notes
Powerpoint slides for the lectures will be posted on Blackboard by 4:00 the afternoon before each class.  Case slides will not be posted.
8. Attendance
Students are expected to attend all regular class meetings.  The percentage of the total grade to be assigned for attendance and class participation is determined by the instructor.

9. Academic Dishonesty

Students are expected to be familiar with the university policy on academic dishonesty (available in the University Catalog).  

10. Course

The tentative course schedule is provided in the following page.  Necessary deviations from the schedule will be announced in class.
Tentative Schedule for Fall 2008
	Date
	Topic for Class Discussion
	Assignment

	Aug 19
	Goals of Marketing
	Best:  Chapters 1 

Case:  Starbucks: Delivering Customer Service (9-504-016)

	Aug 21
	Segmentation, Positioning, and Branding
	Best:  Chapters 5, 7 

Case:  Launching the New Mini (9-505-020)


	Aug 25

	Competitor Analysis and Sources of Advantage
	Best: Chapter 6

Case: Marketing at The Vanguard Group (9-504-001)

	Aug  26
	Customer Analysis and Value Creation 
	Best: Chapter 4

IKEA Invades America (9-504-094)
Not discussed in class.  For case write-up to be submitted on 

Sep 04.

Student Presentations

	Aug 29


	Pricing Management
	Best: Chapter 8

Case: Atlantic Computer: A Bundle of Pricing Options (2078)
IKEA case write-up due.

	Sep 04
	Marketing Channels 


	Best: Chapter 9

Case:  HP Consumer Products Business Organization:  
Distributing Printers via the Internet (9-500-021)


	Sep 05
	Marketing  Communications


	Best: Chapter 10

Student Presentations

	Sep 08
	Marketing  Communications


	Best: Chapter10

Mountain Dew: Selecting the New Creative (9-503-038)


	Sep 10
	Market Demand and Market Share


	Best: Chapter 3

Case:  Nestle Refrigerated Foods (A) (9-595-035)

	Sep 11
	Creating a Brand
	What is a Brand? (Article to be posted on Blackboard)
Case: BMW Films (9-502-046)

	Sep 12
	Exam
	Polyphonic HMI: Mixing Music and Math (9-506-009)

The exam will be based largely on this case.  There could be 
questions from other cases as well.  The format will be discussed 
in class


Case Questions
Starbucks

1. What factors account for the extraordinary success of Starbucks in the early 1990s?  What was so compelling about the Starbucks value proposition?  What brand image did Starbucks develop during this period?

2. Why has Starbucks’ customer satisfaction scores declined? Has the company’s service declined, or is it simply measuring satisfaction the wrong way?

3. How does the Starbucks of 2002 differ from the Starbucks of 1992?

4. Describe the ideal Starbucks customer from a profitability standpoint. What would it take to ensure that this customer is highly satisfied?  How valuable is a highly satisfied customer to Starbucks?

5. Should Starbucks make the $40 million investment in the stores?  What’s the goal of the investment?

6. Is it possible for a mega-brand to deliver customer intimacy?

The MINI

1. What is the key strategic problem with launching the Mini?

2. What strategy was adopted to overcome this problem?  What evidence would you use to support your argument?

3. How successful was BMW in positioning the MINI?

Vanguard

1. What does the Vanguard brand stand for?

2. Who has been Vanguard’s target customer?  Whom have they not targeted?

3. How can Vanguard continue to grow?

4. How important is additional advertising and direct marketing to drive growth?

IKEA 

1. What factors account for the success of IKEA?

2. Despite its success, there are many downsides to shopping at IKEA.  What are some these downsides?  

3. The fact that IKEA hopes to have fifty stores in operation around the US by 2013 is an indication of how optimistic the company is about the viability of its value proposition in the country.  How would you improve IKEA’s value proposition to make it even more attractive to American consumers? Are they overly optimistic in their growth plans?  
4. To achieve the kind of growth that IKEA is hoping for, should the company change its product strategy?  Should the company expand its product lineup to include a greater number of styles and price points?  
5. Some industry observers have suggested that IKEA should open a number of smaller, satellite stores across the US (e.g., in shopping malls, strip malls, etc.).  By offering a limited range of IKEA PRODUCTS, THESE “IKEA Lite” shops would give consumers in smaller locations, and therefore without access to the full-size IKEA, the opportunity to experience the brand as well as make smaller purchases.  Do you agree with this idea?  Why or why not?

Atlantic Computer

1. What price should Jowers change for DaytraderJournal.com for the Atlantic bundle?

2. Thinking broadly about top-line revenue implications, how much money will be left on the table if Atlantic follows status-quo pricing versus one of the other approaches?

3. What are the problems to implementing value-in-use or customer value pricing in this case?  How can they be overcome?

HP

1. Should HP sell new products over the Internet?

2. Is selling over the Internet financially viable?

3. What are the consumer behavior issues relevant to the decision?

Mountain Dew:  Selecting the New Creative

The objective of the case is to learn how to select creatives for branding.  Selection of creatives is one of the most important decisions that managers make.  This decision often means the difference between great advertising and mediocre advertising. 

The case specifically deals with how advertising embeds meaning in a brand.  It describes the context of the new campaign, the research undertaken to develop the new campaign, and the brand communications strategy (Exhibit 7).  As such, the case provides you with a nice template to develop marketing campaigns.  

Preparing the case

1. First read the article, “The Advertising Process,” that was distributed in the previous class.  This article describes how an agency goes about developing ad creatives. 

2. See the “Do the Dew” campaign.  What does it tell you about the brand?

3. Examine the brand communications strategy.  Then view the storyboards for the proposed ads.

4. Rank the commercials based on appropriateness using the following creative decision filters:

a. Brand Filters

i. Is the framing of brand benefits compelling?

ii. Is expression of brand symbolism apt?

iii. Will the ad resonate with the target cultures?

b. Communications Filters

i. Is the creative engaging and simple?

ii. Does the creative integrate the product into the story?

c. Campaign Filter

i. Does the ad effectively extend brand equity?

5. If you are Scott Moffitt, what decision will you make?  What impact should the Superbowl have on the decision?

Nestle Refrigerated Foods

1. Using the BASES model described in Exhibit 9, forecast the estimated demand (trial and repeat) for the two Pizza options under consideration:  Pizza and Topping, and Pizza Only.  Most of the data needed are on Exhibit 21-23.

Hint:  There is a big difference between Contadina users and non-users.  This will affect the forecast depending on what proportions are used for Contadina users and non-users in the population.

2. What can you learn from Exhibits 13, 14, and 15?

3. How does the pizza concept test data (Exhibits 19, 20, and 21) compare to the past concept test data (Exhibit 6)?

4. What is your reading of Exhibits 23, 23, and 18?

5. In general, how do you compare the pizza opportunity with the pasta opportunity?

6. Why was the past product successful?

7. Would you launch the pizza?

BMW Case Questions

1. Was the BMW film idea a good one?  How successful has the campaign been?

2. What was the motivation behind the idea?  Who was the target market for the campaign?

3. Describe the typical North American BMW customer.  How does BMW’s customer base compare to that of its rivals?

4. How healthy is the BMW brand in North America, compared to previous years?  What (if any) are its weaknesses? What do you make of their growth strategy?

5. What should MacDowell do?
PEER EVALUATION FORM FOR GROUP PROJECTS

Group Number:

Assign each team member a score out of 100 points based on each member’s relative contribution to the group effort.  If all members contributed equally, each person should receive 100 points.  You must rate yourself as well as your peers.

Name:





Score:

1.

2.

3.

4.

5.

If you had a problem with a particular group-member, did you bring it to his/her notice in order to give that person a chance to improve?   







Yes      
No

Justification for the assigned scores:
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