The Fisher Graduate School of International Business
Monterey Institute of International Studies
Fall, 2008
Course
code number and course name: 
IM 571: Marketing Management 
Time:

 



Monday. 2:00-3:45, Wednesday, 2:00 to 3:30
Instructor:
 



Fredric Kropp, PhD, fredric.kropp@miis.edu, 

Office: 647-6684, Home: 372-5072

Credits
:
 



3.00

Office location
: 



MG320C
Office hours: 




M & W 10:30-11:30, T 9:30-11:30, or by 

appointment
Classroom location:



CF452
Course Materials: 

· Peter, J. Paul and James H. Donnelly, Jr. (2008), A Preface to Marketing Management, 11th Edition, Boston: McGraw Hill Irvin.
 
· A case packet of cases from the Harvard Business School and the Richard Ivey School of Business at the University of Western Ontario, available on-line from www.study.net. Note: You are required to buy this packet online from Study.net.
· Assigned articles (see class schedule) available through MIIS electronic databases.  
· A Harvard Business School note, Integrated Marketing Communications, and a book chapter, Learning with Cases, which are not available on line due to copyright restrictions.  These are available on e-reserve from the library.
· Optional Texts: As our text uses a condensed approach, I have placed other marketing texts on reserve, at the library, under my name.  If you find a topic that is particularly interesting or befuddling, you might want to see how it is treated in other books.  These books also can be good source material for the cases.
OVERVIEW/OBJECTIVES:
· The major objectives of this course are to provide you with a broad integrated understanding of marketing and to provide you with tools that you can use after you graduate.  

· Upon completion of the course, you will have the following competencies, the ability to:

· describe the important elements of marketing

· explain important marketing terms (the language of marketing)

· develop a holistic view of marketing

· develop a marketing strategy, including segmenting and targeting a market, positioning a product or service, and supporting the positioning with the marketing mix
· assess the effectiveness of alternative strategies
· enhance your critical thinking skills
COURSE PROCEDURES/ASSESSMENTS:
We will meet on Mondays and Wednesdays, from 2:00 to 3:45 on Mondays and from 2:00 to 3:30 on Wednesdays.  In addition to structured lectures, we will partake in exercises, discussions and case discussions.  We will have a case discussion on the Monday of each week and the Monday classes are longer to allow for more complete case discussions.
 
As some of the work will be in case groups (described later), you will form your own case group with four students per group subject to the following guidelines:
1. At least one member of the group should be a native English speaker.  This will help with report preparation.

2. Mixed gender and nationality is strongly preferred in the groups.  An ideal (perhaps, impossible) group would have two males and two females, with two people from the US and two from other countries.

3. Students pursuing a joint degree should not all be in the same group, e.g., not all IEP students in the same group. 

I welcome questions during the class.  You are expected to read the assigned chapters, cases and articles before you come to class and to spend some time thinking about the material. We will have a case discussion on the Monday of each week. You should meet with your case group and discuss each case before the class in which it is discussed.  It will help you better understand and integrate the material presented in the lecture and will help you to participate in the case discussions. 
Attendance is required.  Please come to class on time.  Excessive absences and/or lateness can result in your grade being reduced.
Your life is affected in many ways by marketing.  It will help you learn if you try to integrate the course material with your own experiences.  Take some time each week to ask yourself “how does this material relate to me, my family and friends, and my career?”  Be passionate about your opportunity to learn.

ASSESMENTS:
Two group case write-ups, 20 points each


  40 points

Participation in Case Discussions

  

  40 points 

Open book final on readings (not including cases)

  20 points











--------------











100 points

The following scale will be used for all assignments and the final course grade (using a B as an example), 78 to 79% = B-, 80 to 83%=B, 84 to 87% = B+, 88 to 89% = A-.  
Case Studies: We will be discussing 14 comprehensive cases.  It is essential that you read the case carefully before you come to class and be prepared to participate in the discussions. Cases represent a different approach to learning than you might have otherwise experienced.  Learning through the case method calls for discussions of real life situations that have been faced by business executives.  As a form of experiential learning, cases help marketing students and potential marketing managers sharpen their analytical skills.  You must review the relevant facts, analyze them, reach some conclusion about the problem and its cause, and recommend some course of action.  One approach is described in our text, pages 200-212.  (Please note, the report requirements outlined in the book are not the same we will use in this class.)  In addition, please see the Individual Preparation chapter of Learning with Cases (on electronic reserve in the library) and the appendix of the syllabus for information on how to analyze cases and specific questions for each case.  Questions for you to think about and that will help develop your thinking about the cases will be posted on Moodle.
· Participation in Case Discussions (40 points):  

Some of you may come from cultures where class participation is not the norm and participation may be difficult for you.  Please feel free to come discuss problems you have in participating with me.  For others of you, participation may be the norm and you may even be overly aggressive in your participation.  We live in a world of delicate balances.  Try to be considerate of other students and try to let others into the discussion. 

I will record note on your participation in each case discussion after the class is done.  Your participation grade is zero-based, “if you do nothing, you get nothing.”  I record your participation and contribution using the following system.
36-40 points: You are well-prepared. You demonstrate that you have thought about the case and concepts discussed in the readings and in class. You integrate the concepts in a sophisticated manner and participate in virtually all of the discussions. 
32-45 points:  You are well-prepared. You demonstrate that you have thought about the case and concepts discussed in the readings and in class. You don’t integrate the material as well and you are not as active in the discussions.

28-31 points: You are less well-prepared and show less understanding but you participate in the discussions.
27 points or less: You contribute little to the discussion or you don’t show up.

Remember, the participation component of your grade is zero-based.  If you do not participate in the discussions you will not pass the class.  Evaluation criteria for participation include willingness to participate and the quality of participation which involves  

· Relevance of comments to discussion

· Support for comments from case or other course materials

· Where appropriate, quantitative support

· Sharpness of point (rather than “rambling” comments)

I will provide everyone with periodic feedback so you know how you are doing.

· Group Case Analysis (40 points total, 20 points, each):
Two of the cases --- Mountain Man Brewing Company: Bringing the Brand to Light and Sony PlayStations 3: Game Over --- have written case assignments. Each group will submit one case analysis write-up, that is, one per group.  There should be no collaboration between groups.  The write-up will be limited to 12 pages (including appendices), double-spaced, using a 12-point Times New Roman font, and normal margins.  Specific questions will be posted on Moodle.

The write-up should contain:
· A short description of the problem and the key issues.  There is no reason to summarize the case, I’ve read it.
· An analysis of what to do, along with supporting arguments or rationale of why your approach is better than the others you’ve considered.  You should compare and contrast the different options.
· A plan of what to do and how you would do it.
I am attaching a template at the end of the syllabus of what I will use to grade the cases. Be sure to observe the due dates for the case analyses.  All papers should be submitted to me electronically, by 9:00 AM of the due date, with a hard copy submitted at the beginning of class.  Don’t wait until the last minute to print the paper.  You may want to have an artificial deadline to cover yourself just in case there is a computer or printer problem.  Late papers will not be accepted once the case discussion has started and substitute assignments will not be granted except under extraordinary circumstances.
· Open Book Final Exam (20 points): 

The final exam will be held during class time on December 10.  It will ask questions about the key points in a selected subset of the assigned readings and Peter and Donnelly.  Please note, this will not include the cases we discuss in class.  If you have read the readings and highlighted key points, you should be able to do well on the exam.  If you have not read the readings, you will not have adequate time to read them during the exam.  It is to your benefit to read them as they are assigned.

OTHER ISSUES:
A constant stream of latecomers is distracting, both to me and to the other students in the class. Please try to come to class on time. I certainly would understand an occasional lateness but would be bothered by a continuous pattern.
We may sometimes need to make a shift in assignments or schedules. You are responsible for all assignments whether or not you were in class when they were assigned or changed.  

I have several office hours scheduled, they are listed on the first page.  Please feel free to come see me during office hours, they are reserved for you.  If you want to see me and cannot make it during office hours, we can set up an appointment at another time.  
Please keep up with the reading and try to integrate it with your daily activities.

Be passionate about learning.

IM571: MARKETING MANAGEMENT - CLASS SCHEDULE

	Date
	Topic
	Readings/Assignments (PD is Peter & Donnelly)

	W 9/3
	Introduction to Marketing
	Course Outline, complete student info form and email it to me by noon on Friday

	Week of 9/8
	Hurricane Island Outward Bound School ; Introduction to Marketing, continued
	Appendix on analyzing cases, Learning with Cases (on reserve in library), Case, PD – ch.1, Marketing Myopia, Levitt, HBR (1960, republished in July 2004)*

	Week of 9/15  
	Cabo San Viejo: Rewarding Loyalty; Consumer Behavior 
	Case, PD – ch.3, Welcome to the Experience Economy, Pine & Gilmore, HBR, July 1988; take the VALS survey at http://www.sric-bi.com/VALS/ 

	Week of 9/22
	Saxonville Sausage Company; Marketing Research
	Case, PD – ch.2, article to be assigned
Written case report due Monday

	Week of 9/29
	Rohm & Haas (A): New Product Marketing; Organizational Buyer Behavior
	Case; PD – ch.4, What is Strategy? Porter, HBS, November 1996;

	Week of 10/6
	Harlequin Romances – Poland; Market Segmentation
	Case, PD – ch.5; Rediscovering Market Segmentation, Yankelovich & Meer, HBR, February, 2006 

	Week of 10/13
	Mountain Man Brewing Company; Product Strategy
	Case, PD – ch.6 Break Free from the Product Life Cycle, Moon, HBR, May, 2005 Written case report due Monday

	Week of 10/20
	Biopure Corporation; New Product Planning/Development
	PD – ch.7; Strategy as Revolution, Hamel, HBR, July 1996 & Inspiring Innovation, HBR, August 2002

	Week of

10/27
	Kone: The MonoSpace Launch in Germany, Services Marketing
	Case, PD – ch.12, additional reading to be determined 


	Week of 11/3
	No class
	

	Week of 

11/10
	The Brand in Hand: Mobile Marketing at Adidas, Integrated Marketing Communications
	Case, PD – ch.12PD – ch.7, Integrated Marketing Communications, HBS note on e-reserve in the Library  

	Week of 11/17 
	Worldwide Equipment (China) Ltd.: A Sales Performance Dilemma; Personal Selling and Sales Management
	Case, PD – ch.9; Ending the War between Sales and Marketing, Kotler et al., July-August, 2006

	Week of  11/24
	Natureview Farm
	PD – ch.10, Creating New Market Space (Enhanced Edition), Kim & Mauborgne, HBS, July 2004

	Week of

12/1
	Polyphonic HMI: Mixing Music and Math; Pricing Strategy
	PD – ch.11, additional reading to be determined

	Week of 12/8
	Sony Play Station 3: Game Over? Global Marketing
	PD – ch.13; Written case report due Monday

Final Exam on Wednesday, 12/10


*This and all other HBR articles are available through our library’s electronic database.  An easy way to find the article is to go to www.miis.edu, click on , click on to William Tell Coleman tab under campus resources, click on Electronic Journals, click on A to Z periodical list, put Harvard Business Review” in find box (upper right hand corner), click on Business Source Elite, then click on year and month.
Appendix: Case Analysis and Case Questions

There is no single recipe or “one-size-fits-all” approach to analyzing a case.  Sometimes, it is helpful to look at different time frames.  What are the underlying causes and immediate causes of the problem?  What needs to be done in the short-term to solve the problem?  What strategies need to be implemented in the long term to prevent it from occurring again?  

As a student, how should I prepare a case? Case preparation involves developing a personal problem-solving style.  You must do what works for you.  I can, however, offer some suggestions:

1. Read the case quickly, skimming for the major issues, people involved, and decisions that need to be made.  Think of it as roller-blading through a museum.  You try to identify what is interesting or important and then go back to spend time there.

2. Read the case carefully, highlighting key points, distinguishing important information, omissions and questions.

3. Decide what the action issues really are.  What really needs to be done?  Do not confuse the symptoms from the underlying issues.

4. Determine what kind of analysis is needed to provide the information needed to make the appropriate decisions.  Can the data in the case be “worked back” to provide you with what you need?

5. Answer the analysis questions as formulated, using the data available in the case.  One area of common frustration involves incomplete information.  Unfortunately, managers often need to make decisions with incomplete information.  Often the solution to this dilemma is to develop well-reasoned defensible assumptions.  For example, “the company spent 15 percent of gross revenues on advertising in Argentina, a well-developed market.  Therefore, in order to build up the market in Hungary, we will have to spend 40 percent of revenue.”

6. Choose a course of action from the analysis, explicitly considering and rejecting alternative courses of action.  (A word of warning, while “conduct more research” may sound reasonable, it is usually an inadequate approach, in and of itself.)

7. Develop a plan by which the desired action may be achieved or implemented.

8. Discuss you findings with members of your group or other class members before the class discussion.  This will allow you to validate or challenge your assumptions.  It addition, it will provide you with an opportunity to learn from your classmates.  

	
	Possible Points
	Points

	1. Identification and clear statement of key issues


	10
	

	2. Identification of alternate strategies/actions


	10
	

	3. Analysis of alternative strategies/actions and defense of selected option – includes sophistication, coherence of  and support for arguments, including integration of other course material (where appropriate)


	40
	

	4. Implementation details of selected option


	20
	

	5. Quality of report, including clarity of writing, lack of typos and grammatical errors, writing style and supporting appendices.  Note: it is important that the case write-up reads in “one voice,” rather than a “bunch of separate sections that were cut and paste.”


	20
	

	Total

	100
	


IM571A – Marketing:  Case Analysis Template
�  You can get earlier editions at a much lower price and they are substantially similar to the 11th edition.  If you do get an earlier edition, it is your responsibility to make sure that you cover the material included in the 11th edition.  


� Since we are adding 15 minutes per week for case discussions, there will be no classes during the week of 11/3.


� Please note, all group participants will receive the same grade unless it is specifically brought to my attention that the level and/or quality of participation on an individual group in sub par.





