Dr. Lauren Block

Marketing Management

MKT 9703, 

Mon/Wed 10:45-12:00

Baruch College - CUNY

Zicklin School of Business

Phone: 646-312-3297







Office Hours: M W 1:00 - 2:00 and by appointment

Email: Lauren_Block@baruch.cuny.edu

_________________________________________________________________________

OBJECTIVES

Ask five people to define marketing and five definitions are likely to follow.  People often define marketing as advertising -- a highly visible activity by which organizations try to persuade consumers to buy products and services.  Marketing, however, is more than advertising, and even the most skillful marketing cannot make consumers buy what they do not want. Rather, marketing includes:


• identifying consumers' needs,


• designing goods and services to meet those needs,


• communicating information about goods and services to prospective buyers,


• making the goods and services available at times and places to satisfy consumers,


• pricing goods and services to reflect costs, competition, and consumers' ability to buy,


• providing the necessary service and follow-up to ensure customer satisfaction.

This course introduces marketing strategy, providing students with an overview of the role of marketing within specific companies and society.  The course will provide students with the fundamental, conceptual and analytical tools essential for a comprehensive understanding of marketing.

READING MATERIALS


1.  Russell S. Winer, Marketing Management, 2nd edition, Prentice Hall, 2004.

2. G. Heileman Brewing Company (A): Power Failure at PowerMaster (HBS 9-592-017). You will need to purchase this directly form Harvard Business Online
3.  Markstrat Online Student Manual, by Larréché, Gatignon and Triolet, StratX International, ISBN:  0-9743063-0-4 (available from the Markstrat website at www.markstratonline.com)
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CLASS PARTICIPATION (10%)

This course requires classroom participation.  Strive to make effective use of discussion time in class through thoughtful, timely and constructive participation.  The basis for class participation will be quality not quantity. Students will be called on at random to comment upon the material being covered in class.  If you are not prepared to participate in the day's discussion, notify me prior to class.

Students must arrive on time to class.  Consistent lateness will be reflected in the class participation grade. Please turn all cell phones off before class begins.

Student presentation option. There will one class day for students to earn participation credit by preparing a brief presentation (5 to 10 minutes) on a marketing related topic of their choice. This option arose from prior discussions with students who have expressed concern with 1) getting enough class participation credit, or 2) applying the concepts we learn in class to their cultural or personal experiences. In this way, the whole class benefits from listening to how your classmates' experiences relate to course material. It is an opportunity to share and exchange ideas about marketing with each other, taking advantage of our diversity within the classroom. Topics must be approved by me in advance. 

Since we are limited to an hour and 15 minutes, I will handle this on a first-come first-serve basis. Please email me ASAP if you intend to do a presentation. This will not be graded, but you will be given (partial) credit for class participation. This is intended only to help students; you will not be penalized for not participating.

EXAMS (60%)
The exams will consist of a combination of short essay and multiple choice questions.  Essay questions must be answered coherently, logically and legibly.  Any answer that is not legible will not be graded, and students will receive no credit. Multiple choice questions for the midterm will cover material from chapters assigned up to the date of the exam. The final exam will be given during the scheduled final exam period and will be cumulative (i.e., it will cover material from all chapters assigned during the semester). The exams will include questions about material not discussed in class. The exams are closed book and closed note.

All students must sit for the exams on the exam dates.  It is unlikely a request for a make-up exam will be granted.  All students who do not sit for the exam on the scheduled date, and who do not have a prior agreement with me, will receive a zero for the exam grade.

MARKSTRAT SIMULATION (30%)
Website

The Markstrat website is http://www.markstratonline.com.  You can use this website to (1) create your account, (2) enter your group decisions for each period, and (3) receive your results.  The website also contains instructions on entering decisions.  All students taking this course are required to purchase the manual and be registered on the website in order to participate in the simulation, and receive a grade for the course.

Overview

You will work in groups of 4 on Markstrat.  While working on Markstrat, consider yourselves as a Strategic Consulting Board created to make strategic decisions on your brand portfolio.  As the game is played over 10 periods, you need to have a long-term strategic perspective on the decisions.  The game will be played over ten periods (years).  Therefore your objective should be to build the brand over the long term.  Too much focus on short-term gains may cost you in the long-term.


The game will help you formulate, implement, and adapt your strategies in a dynamic, competitive environment. Each team is assigned to a firm that starts off  in a certain position in the industry. Your task is to make key decisions regarding

•  Expenditures on advertising, sales force, R&D, and marketing research

•  Brands to be marketed

•  Segments to be targeted

•  Distribution channels

•  Pricing decisions

•  Production levels

Grading


The grade for the game will be based on a (1) a group presentation, and (2) your group performance.  In the final presentation, your group will be required to evaluate your team's strategy and how it affected profitability, key insights you learned from the game, and a recommended strategy for the next three periods.  Much of the learning will take place during the presentations as groups compare and contrast strategies.

Presentation. All teams will present their strategy, results and insights from the game. You should address what you did right and what you did wrong – the focus is on being honest. This is everyone’s opportunity to get answers to questions, such as “How come the other groups did better than we did?” and to provide honest feedback for sharing with other students. Each presentation will be approximately 15 minutes. Please give me a copy (handouts three to a page) of all powerpoint slides you use. Make sure the cover page has your names and email addresses prominently listed. 

You will turn in your group evaluation forms at the beginning of class on this day.

Performance. All teams will start out in identical positions. A team's performance will be assessed by weighting equally the following three performance measures: (1) cumulative net marketing contribution first five periods, (2) cumulative net marketing contribution for the last five periods, and (3) growth in the cumulative marketing contribution during the last five periods over the first five periods.
CASE   PREPARATION

Questions for G. Heileman Case

The whole point of strategic target marketing is to identify a sizable group of consumers who are looking for the product benefits you are offering. What happens when the target you identify is economically disadvantaged (e.g., inner city minorities), or vulnerable to potentially misleading marketing messages (e.g., youth and elderly)? How far does a company's responsibility go? In this case we examine the gray area between "good marketing" and social responsibility. 

Here are some discussion questions to help you prepare for this case:

1. Why did Heileman make the decision to introduce PowerMaster?

2. Why was there so much public concern over the introduction of PowerMaster?
3. Was Heileman the victim of bad timing or overly-aggressive activists, or did the company make a fundamental mistake in the introduction and/or positioning of PowerMaster?

4. In an era of niche marketing, how can a company decide how to draw the line on which products to target to which populations?
	Date
	Topic
	Assignment

	August 31
	What is Marketing 
	Winer: 1 

	September 7
	Strategic Marketing: PLC, Market Development and Perceptual Maps


	Winer: 2
Assignment 1 due

	September 12
	Market Research I
	Winer: 3 

	September 14
	Market Research II
	

	September 19
	Analyzing Consumer Behavior: Segmentation and Positioning (STM)
	Winer: 4 

	September 21
	Groups work on G. Heileman
	

	September 26
	STM  II – discuss G. Heileman
	Case: G. Heileman

	September 28
	Product Strategy 
	Winer: 7  

	October 3
	Introduction to Markstrat
	

	October 11
	New Product Development


	Winer: 8 

Assignment 2 due

Markstrat Decision 1

	October 17
	Distribution Strategy


	Winer: 10, 11
Markstrat Decision 2

	October 19
	Distribution 2: Wal-Mart Video


	Markstrat Decision 3

	October 24
	Midterm Exam
	

	October 26
	Pricing Strategy 
	Winer: 12


	October 31
	Analyzing Consumer Behavior: Persuasion (video)
	Markstrat Decision 4

	November 2
	Flex day/ Guest lecture 
	

	November 7
	Communications Strategy I
	Winer: 9, 13 
Markstrat Decision 5

	November 9
	Communications Strategy II
	

	November 14
	Special Topic: 21st Century Marketing
	Markstrat Decision 6

	November 16
	Flex day/ Guest lecture
	Markstrat Decision 7

	November 21
	Student Presentation Day
	

	November 23
	Markstrat Board Meeting: No class
	Markstrat Decision 8

	November 28
	Special Topic: Consumer Protection
	Markstrat Decision 9

	November 30
	Special Topic: Social Implications of Marketing
	Dangerous Supplements
Markstrat Decision 10

	December 5
	Markstrat Presentations
	

	December 7
	Markstrat Presentations
	

	December 12
	Markstrat Presentations
	

	December 14
	Wrap – Up
	








