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MKTG 511:  Pioneering Innovation

MBA

Fall, 2008

Dr. Charla Mathwick

Office:  Rm 260, School of Business

Email:  charlam@sba.pdx.edu
Phone:  503 725-3708

Course Description:  This foundational MBA course provides students with an understanding of the innovation process and its relationship to creating and managing value that can be sustained in the global economy.  Included in the course is consideration of the external forces and trends that confront the innovation process, coupled with an internal assessment of corporate strengths and weaknesses.  Consideration of the customer and the customer/firm interface is emphasized.  Additionally, the course will include methods for fostering the creative process and research tools designed to evaluate market reaction.  Concurrent enrollment in BA508 is required.

Course Materials

Cases and Articles:  A reading packet contains all the required Harvard Business Cases, journal articles and book chapters assigned for readings throughout the term is available at the PSU Bookstore

Text:
Clayton Christensen and Michael Raynor (2003) Innovator’s Solution, Harvard Business School Publishing. (Available from any large bookstore or online)

Don Tapscott and Anthony Williams (2008), Wikinomics:  How Mass Collaboration Changes Everything, Portfolio Publishing.

Course Structure:

This course is designed to provide you with a framework for analyzing and interpreting market opportunities and threats as they relate to the management of innovation within a firm. This course is an introduction to the market management process and examines fundamental market concepts and decision tools currently in use.  The emphasis will be on developing analytical, inferential, and communications skills that are essential to creative problem solving within an innovation context.  Materials include a combination of articles, cases, and hands-on assignments designed to facilitate experience-based learning.  

Course Objectives:  

· Introduce the fundamental concepts of marketing as they related to market assessment within an innovation context.

· Gain exposure to qualitative and quantitative research skills necessary to support a critical analysis of marketplace opportunities

· Develop creative problem solving skills

· Enhance ability to communicate concisely and coherently

Outcome Assessment:  At the end of the course, each student should be able to:

· Develop market assessment strategies relevant to various innovation contexts including:  

· Analyze the competitive environment faced by a firm

· Assess the potential impact of competitive and market forces

· Assess key competitive product features and buyer needs

· Identify disruptive market conditions

· Identify relevant research approaches for various innovation contexts

· Critically evaluate the planning process/assumptions given various innovation contexts

Course Requirements and Basis for Grade:

Basis For Grade:  Summary


    Grade Weight

1. Team Assignment #1-3



300 points

2. Team Oral Presentation



100 points

3. Peer Evaluation




 50 points

4. Individual Case Assignments/Homework

500 points

5. Individual Final Written Case Analysis

150 points

A. Team Assignment:  

The class will form into teams and will be required to complete three assignments over the course of the term, designed to evaluate the feasibility of a product or service concept.  The concept, which will originate from the group, will be subject to a variety of assessment tools to refine and strengthen its market appeal.

FIRST TEAM DELIVERABLE (A):  Each team will be asked to identify an example of a market characterized by constrained consumption and/or an over-served market in an attempt to identify a market ripe for disruptive innovation.  Teams will be asked to:

· develop a profile of the constrained market segment

· discuss trends relevant to the needs of this market segment

· discuss its size and growth history/forecast

This segment definition will be submitted to the instructor for approval before the team proceeds onto the second part of this assignment.

FIRST TEAM DELIVERABLE (B):  Once the constrained market is approved by the instructor, the following additional analysis should be conducted:  

(1) Hierarchy of Competition:  Given the constrained market segment you have identified and the needs of that market, describe the “hierarchy of competitive alternatives” your group of customers is currently choosing from and/or could choose from to satisfy their needs were they not constrained (Lehman and Winer 1997).  Identify the key incumbent firms in that market place.  Which competitive alternatives represent the greatest threat/barrier to market entry?    

a. Discuss the attractiveness of this market using Porter’s Five Forces Framework.

(2) Develop a SWOT Summary of the key incumbent(s) operating in this market.  What are their Strengths/Weaknesses of these firm(s) based on the RPV model presented by Christensen?  

(3) Value-Based Market Position:  Given the competitive alternatives available to your market segment, describe the value-based positioning of the primary options available (Chan and Mauborgne 1999).  What are the ‘sources of value’ of interest to your market segment?

SECOND TEAM DELIVERABLE:  Your second deliverable involves developing a product/service concept that would satisfy the needs of the constrained market segment you identified in your first team assignment.  This concept will be refined over the remainder of the term, using a variety of structured brainstorming efforts that employ the frameworks/screens discussed in this class.  Your team deliverables at this point include:

(1) Concept Description:  Describe the product/service concepts your team has developed and identify the type of innovation you believe this concept is.  At this point you may be working with more than one concept.   Evaluate the viability of your concept, based on what you know about the target market and the competitive alternatives that exist.  Describe the Consumption Chain imagined for this market.  Integrate concept enhancements/refinements based on this analysis.

(2) Basis of Competition:  Identify the primary source(s) of value your product/service offers this market, relative to existing alternatives. How are the needs of your target customers currently being met?  Revise your value-based positioning map (developed in the first assignment) to include your proposed concept relative to competitive alternatives.  Does your concept offer a competitive advantage relative to the alternatives in the market? (Remember to include non-technical substitutes).  What would be needed to make this a sustainable competitive advantage?

(3) Business Model:  Sketch Porter’s Value Chain to describe the business model you imagine will be used to deliver your concept to the market.  Identify what you regard as the most ‘important’ value chain function(s) needed to deliver the source(s) of value identified in Q#2.  

(4) Competitive Advantage:  Does the business model imagined for this concept appear to have ‘defensible’ advantages?  In other words, what would you focus on in order to build your core competency?

FINAL TEAM ASSIGNMENT:  Refine/finalize your team’s disruptive concept, summarize your analysis this term, identify crucial assumptions in need of further testing.

(1) Market Adoption:  Discuss your consumer/technology adoption assumptions.  What impact does the adoption process have on your assumptions regarding market size?  Does insight from the adoption cycle change your target market definition?  If so, describe that change with a revised target market definition.  

(2) Evaluate the potential of the constrained market segment by developing a Substitution Curve Ranking system.  

(3) Planning Assumptions:  Identify the crucial planning assumption in your concept definition.  

a. Evaluate the feasibility of your concept relative to Corning’s ‘7 Questions’ Screen.  Would you invest in this concept at this point?  

(4) Next Steps:  Identify Next Steps in terms of specific market research requirements, technical mentoring required, supplier/ecosystem assumptions, etc. in light of your planning assumptions. 

A concise summary of each team’s concept will be presented to the class in a brief 10-minute Power Point presentation at the end of the term.  The class will be asked to review these presentations and evaluate each team’s concepts for viability and the potential for further development.  

Team’s Written Assignments (100 points each) should not exceed five to eight pages of text (plus figures, charts, and appendices).  The papers will be graded on the following equally weighted criteria:  

(1) Correct application of course concepts

(2) Logical organization of materials

(3) Compelling nature of arguments and/or recommendations 

(4) Professional nature of work product.

Final Oral Presentation delivered using power point slides (100 points).  The objective of this brief presentation is to provide an overview of the team’s analysis, explain the team’s findings, apply relevant course concepts, and make recommendations for next steps.  

Team member evaluations (50 points): Team members receive the same grade on exercises and assignments unless Team Member Evaluation forms indicate substantial differences in contribution.  Evaluation forms should be structured around the team contracts developed during the first week of the quarter (Appendix A provides a sample evaluation form).  The evaluation form directly impacts team member grade and reflects peer-based assessment relative to agreed upon performance criteria.  

B.  Individual Discussions/Case Assignments (500 points total):  Throughout the quarter, students will be given case discussion or written assignments that can range from preparing Harvard Business Case Briefs** to evaluating various marketing situations, or engaging in various research activities. Case Briefs provide a concise summary, analysis, and evaluation of the marketing situation and appropriate recommendations for actions. Questions will be developed for each of these assignments to guide your analysis.  
Case Brief Evaluation Criteria**:  
1. Begin with a one paragraph Executive Summary to introduce the objectives of the Case Brief and to summarize your conclusions.

2. I am primarily interested in demonstration of your mastery of the concepts discussed in class.  Therefore, apply concepts rather than simply define them.

3. Use details of the case for illustrative purposes only, rather than providing extensive details from the case as part of your response. 

4. Make a recommendation if appropriate.

C.  Final Individual Case Analysis (150 points):  A case analysis will be assigned toward the end of the term to allow each student to demonstrate individual mastery of the primary concepts covered in the course. Working independently, students will be required to write an assessment of a case situation and to recommend appropriate competitive and market entry strategies.   

Course Procedures:

· Individual Assignments are due on the date specified by the professor.

· Late exercises are accepted with a 10% per day late penalty.

· Don’t hesitate to contact me in person, by telephone or via e-mail if you have questions, need information, etc.  

Course participants are expected to maintain high standards of academic honesty.  Academic honesty is a requirement for passing this course.

TENTATIVE COURSE OUTLINE

	Week 1: Oct 2, 2008:  Introduction to Pioneering Innovation: 

Provide an overview of topic and course direction.  

 


TEXT READINGS:

· Christensen and Raynor (2003), Innovator’s Solution
· CH 1:    The Growth Imperative 

· CH 2:   How to Beat Our Most Powerful Competitors?

READING PACKET/LIBRARY

· Eisenhardt and Brown (1998), “Time Pacing:  Competing in Markets That Won’t Stand Still,” Harvard Business Review, (March-April).

· Bower and Christensen (1995), “Disruptive Technologies:  Catching the Wave”, Harvard Business Review (Jan-Feb), 43-53.

KEY CONCEPTS:

· Disruptive Innovation Framework

· Market Driven vs. Market Driving   

· Creating Customer Value

· Value Chain    

	Week 2: Oct 9, 2008:  Competitor Analysis, Market Segmentation and Positioning:  Looking outside the organization to understand competitive environments and their effect on analysis of opportunities and/or threats.  The concept of competitive positioning is introduced.  Target market definition, sizing, and selection follow.     


  TEXT READING:                                        

· Christensen and Raynor (2003), Innovator’s Solution
· CH 4:  “Who Are the Best Customers for Our Products?  
· CH 6:   “How to Avoid Commoditization” 
READING PACKET/LIBRARY:

· Chan and Mauborgne (1999), “Creating New Market Space,” Harvard Business Review, (Jan-Feb), #99105.

· Lehmann, Donald R. and Russell S. Winer (1997), “Defining the Competitive Set,” (Chapter 2); Analysis for Marketing Planning, 4th Edition; Irwin.

· Yankelovich, Daniel and Meer, David (Feb. 2006), “Rediscovering Market Segmentation,” Harvard Business Review, 122-133.

INDIVIDUAL CASE ASSIGNMENT:  

· Richard Bohmer and Jonathan Groberg (2003), “QuickMedx, Inc,” Harvard Business School (April), Case #9-603-049.

KEY CONCEPTS:

· Market Segmentation 

· Value-Based Market Positioning

· Competitive Hierarchy

	WEEK 3: Oct. 16, 2008 :  Strategy and Planning:  Provide an overview of the strategic planning process as it relates to innovation and the new product development process.  Discuss differences between strategic planning at the business level as compared to market planning.


TEXT READING:

· Christensen and Raynor (2003), Innovator’s Solution
· CH 7:  Is Your Organization Capable of Disruptive Growth?
· CH 8:  Managing the Strategy Development Process  

· Tapscott and Williams (2008), Wikonomics

· CH 7:  Platforms for Participation 

READING PACKET/LIBRARY:

· Prahald, C.K. and Gary Hamel (May-June 1990), “The Core Competence of the Corporation,” Harvard Business Review, 79-91.

INDIVIDUAL CASE ANALYSIS:  Youngme Moon (2005), “Microsft Tablet PC,” Harvard Business Case #5-504-092.

TEAM ASSIGNMENT:  FIRST DELIVERABLE (A)

· One page summary of constrained consumption market opportunity your team has identified (emailed to charlam@sba.pdx.edu by Monday, 13).

KEY CONCEPTS:  

· BCG Matrix 
· Assessing Market Attractiveness/Competitive Position 

· RPV THEORY 

· Peer Production

· Core Competence of the Corporation

	Week 4:  Thursday, Oct. 23, 2008:  Environmental Scanning:  Looking outside the organization to understand industry structure, social, technological, political, and economic trends that create opportunities and/or threats for the firm.


TEXT READING:

· Christensen and Raynor, (2003), Innovator’s Solution
· CH 5:   “Getting the Scope of the Business Right” 

READING PACKET:
· Adner, Ron (April 2006), “Matching Your Innovation Strategy to Your Innovation Ecosystem,” Harvard Business Review, 98-107
KEY CONCEPTS:

· SWOT

· Trend Analysis

· Porter’s Five Forces

· Motivation/Ability Framework 

FIRST TEAM ASSIGNMENT DUE

	· Week 5: Oct 30, 2008:  New Product Development Process:  Discuss the concept ideation process within an organization ranging from incremental through discontinuous innovation.  Delineate innovation from the firm and customer perspective.  Discuss the transition toward peer production and its role in the development process.  


TEXT READING

· Tapscott (2008), Wikonomics  
· CH 1:  Wikinomics

· CH 2:  The Perfect Storm
· CH 3:  Peer Pioneers
· CH 4:  Ideagoras 
READING PACKET/LIBRARY:

· Corning Incorporated (B):  Bringing Rigor to Early Stage Opportunity Identification, Stanford Case.  

· Eric von Hipple and Georg von Krogh (2003),  “Open Source Software and the Private-Collective”  Innovation Model:  Issues for Organization Science,” Organization Science, 14 (2), 209-223.

· Gunther McGrath, Rita and Thomas Keil (2007), “The Value Captor’s Process,” 

Harvard Business Review,” (May).  

KEY CONCEPTS:

· Ideation

· Lead User Innovation

· Wikinomics:  Peering

	Week 5: Nov 6, 2008:  Consumer Buying Behavior:   This section introduces basics of buyer behavior in consumer markets.  The consumer consumption process is introduced as a product development framework and perceptual mapping is introduced.  The emerging prosumption trend is discussed. 


TEXT READING:

· Christensen and Raynor (2003), Innovator’s Solution 

· CH 3:  What products will customers want to buy?

· Tapscott and Williams (2008), Wikinomics.
· CH 5:  Prosumers

READING PACKET/LIBRARY:

· Keen (2006), CH 1:  The Seduction; Cult of the Amateur

· MacMillian and McGrath (1997) Harvard Business Review (July-Aug) “Discovering New Points of Differentiation.  

KEY CONCEPTS:

· Buyer Decision Making Process 

· Information Search:  WOM, Consideration Set, Reference Groups

· Consumption Chain 

· Prosumer

SECOND TEAM ASSIGNMENT DUE

	Week 7:  Nov. 13, 2008, Organizational Markets and Market Adoption Cycle:  Contrast B2B and B2C market characteristics.  Integrate adoption considerations when developing target market strategies.


READING PACKET/LIBRARY: 

Moore (2002), High-Tech Marketing Enlightenment, Crossing the Chasm, CH 1.

INDIVDUAL CASE ANALYSIS:

Lal, Rajiv (2001), Documentum, Inc., Harvard Business School Case:  9-502-026.
KEY CONCEPTS:

· B2B Buying Center

· Technology Adoption Cycle

	Week 8: Nov. 20, 2008:  Planning Assumptions:  Critically Assessing the Feasibility of Innovation Critically review the process of developing planning assumptions and forecasting market potential.  Market Research Phase of NPD process.

  


TEXT READING:
· Christensen and Raynor (2003), Innovator’s Solution
· Epilogue: “Passing the Baton,”

READING PACKET/LIBRARY:

· McGrath, Rita Gunther and Ian C. MacMillan, (1995), “Discovery Driven Planning,” Harvard Business Review (July/Aug).  

FINAL INDIVIDUAL CASE ANALYSIS (INCLASS):

· Gourville, John T. (2006), “Microsoft:  Launching the Smart Watch,” Harvard Business Case #5-506-014.

KEY CONCEPTS:

· Discovery-Based Planning
· Marketing Research Approach
· Perceptual Mapping
· Conjoint Analysis
· Empathetic Research
	Week 9:  Nov. 27, 2008:  THANKSGIVING


	Week 10: Dec. 4, 2008:  The Consequences of Innovation.  The unintended consumer, social, and competitive consequences of innovation will be discussed.

 


READING PACKET/LIBRARY:

· Rogers, Everett M. (2003), “Consequences of Innovation,” Diffusion of Innovation, 5th Edition, Free Press, New York, p. 436-467.
· Post, James E., Lee E. Preston, Sybille Sachs (2002), “Managing the Extended Enterprise:  The New Stakeholder View,” California Management Review, 45(1)
IN CLASS CASE DISCUSSION : 

Steger, Ogrengulire, Ramus, and Hurn (2003), “Monsanto’s Genetically Modified Organisms:  The Battle for Hearts and Shopping Aisles,” #IMD137.  

KEY CONCEPTS:

· Stakeholder Management 
	Week 11:   December 11:  FINALS WEEK … FINAL TEAM ASSIGNMENT DUE



READING/ASSIGNMENT MATRIX

	DATE
	TEXT READINGS
	READINGS
	CASE ASSIGNMENT DUE
	TEAM 

ASSIGNMENT

	WEEK 1: Intro Innovation

Oct 2, 2008
	Innovator’s Solution (IS) CH 1 & 2
	Time Pacing (HBR)

Catching the Wave (HBR)
	
	Form Teams

Develop Team Contract




	WEEK 2

Competition, Market Segments, Positioning

Oct 9, 2008
	IS:  CH 4, 6


	New Market Space (HBR)

Analysis for Market Planning:  Competitive Analysis

Market Segmentation (HBR)


	CASE:  

QuickMedx, Inc.

 
	Team Contract Due
	
	
	
	
	


	WEEK 3:  SWOT; RVP; Core Competency

Oct 16, 2008
	IS: CH 7-8

WIKI:  CH 7
	Core Competency (HBR)
	CASE:

Microsoft Tablet 

 
	


	WEEK 4:  Environment Scan

Opportunity/Threat

Oct 23, 2008
	IS: CH 5


	Innovation Ecosystem (HBR)


	
	FIRST TEAM ASSIGNMENT DUE 




	WEEK 5:  NPD

Wikinomics

Peering

Oct 30, 2008

 
	WIKI: CH 1-4
	Corning:  Early Stage Opportunity ID

(Stanford Case)

Open Source Software (Organizational Science)

Value Captor’s (HBR)
	
	In Class:

Ideation Session




	DATE
	TEXT READINGS
	READINGS
	CASE ASSIGNMENT DUE
	TEAM 

ASSIGNMENT

	WEEK 6

Consumer Buying Behavior

Prosumers

Nov 6, 2008
	IS:  CH 3

WIKI:  CH 5
	Discovering Points of Differentiation

Keen, “Cult of Amateur”
	
	SECOND TEAM ASSIGNMT DUE  




	WEEK 7:  

Market Adoption Cycle

Nov 13, 2008
	
	Crossing the Chasm
	 CASE:

Documentum, Inc.
	


	WEEK 8:

Planning Assumptions

Nov 20, 2008
	IS:  Epilogue
	Discovery Driven Planning (HBR)


	 FINAL CASE 

(In Class EXAM):  

   Smart Watch


	


	WEEK 9: 

Nov 27, 2008
	THANKSGIVING
	
	
	


	WEEK 10:  Consequence of Innovation

Dec 4, 2008
	
	Consequence

(Diffusion of Innovation)

Extended Stakeholder 

(Cal Mgmt Review)
	(5) CASE: Monsanto:  

DISCUSSION ONLY
	


	WEEK 11:  

Finals Week

Dec 11, 2008
	
	
	
	FINAL TEAM ASSIGNMENT & PRESENTATION




TEAM CONTRACTS 
Define in writing, your expectations, in terms of group participation as well as grade.  Be honest with each other to ensure you are aligned with a compatible group.  The criteria for reviewing each other's performance must be clearly spelled out during the first week of class and handed in to me.  

Please feel free to modify the Sample Performance Evaluation Form to fit the needs of your team and reflect your perspective on how to best provide feedback to each other regarding individual performance on teamwork.  You can add or eliminate as many of these items as you feel necessary.  I would like a signed copy of your team’s agreed-upon Performance Evaluation Form the second week of class this quarter. You will be asked to complete one evaluation form at the end of your team’s project.   This information will serve as 5% of your final grade (i.e., Team Feedback Grade).    

APPENDIX A

SAMPLE PERFORMANCE EVALUTATION:  

Team Name/Topic (s):________________________ 

 Your Name _________________Member Being Evaluated ___________________

1.  Quality of Contribution to Project

_________
   __________
         __________
   __________
        __________

 Failure            Below Average            Average             Above Average         Excellent

2. Quantity of Contribution to Project

_________
   __________
         __________
   __________
        __________

Failure            Below Average            Average             Above Average         Excellent

3. Dependability of Contribution to Project

_______
   __________
         __________
   __________
        __________

 Failure            Below Average            Average             Above Average         Excellent

LEADERSHIP SKILL DEVELOPMENT
Strategic Thinking, Visioning, and Creativity are three of the core leadership competencies that have been identified as key to success in marketing decision-making.  You will learn more about these three competencies, as well as the other leadership competencies from Carolyn McKnight in your Leadership Training course (BA508).  Throughout the quarter, I will be evaluating your contributions to class discussion, your written homework, and your team activities looking for evidence of a clear demonstration of strength, or a clear lack of strength in any of these three competency areas.  Each competency area is defined below and the evaluative scale I will be using is provided.   This feedback is solely for your personal development and will not be factored into your course grade. I will be providing feedback to you individually, as the opportunity arises.  If you do not receive feedback on any of these competency areas, you can assume I did not observe either overt strengths or weaknesses in these areas.  I will be focusing on the extremes in performance that clearly stand out for me.  Please feel free to contact me, or Caroline McKnight, should you have any questions regarding these three areas of leadership development.      

STRATEGIC THINKING
	BEHAVIORAL EXAMPLES
	ASSESSMENT QUESTIONS

	Effective performers: 
	To what extent do you: 

	- demonstrate an orientation to the future
	- understand and communicate current strategy?



	- develop and maintain long-term plans and constantly measure progress against them
	- continually assess the environment and make strategic changes as necessary?



	- communicate strategy to team members
	- develop strategies for the future?

	- know and understand the factors influencing strategy
	

	- make decisions and take actions within a strategic context
	


EVALUTIVE SCALE:  STRATEGIC THINKING

Individuals with too much or too little of this competency may be perceived as:



  (Too Little) --------------Not Observed -------------------  (Too Much)
- Overly compromising



- Impractical

- Shortsighted




- Theoretical without action

- Failing to communicate a plan


- Living in the future

VISIONING

	BEHAVIORAL EXAMPLES
	ASSESSMENT QUESTIONS

	Effective performers: 
	To what extent do you: 

	- imaginative and able to create a vision of a preferred future for their team
	- engage imagination to visualize a preferred future? 



	- able to communicate the vision clearly and enthusiastically


	- communicate a compelling vision? 

	 - able to bring the vision to life and attract others to it
	- inspire others to see and participate in a shared future?




EVALUATIVE SCALES:  VISIONING

Individuals with too much or too little of this competency may be perceived as:


(Too Little) --------------Not Observed -------------------  (Too Much)
- Unfocused

 



- Over-zealous

- Uninspiring





- Day-dreaming

- Mundane





- Unrealistic

CREATIVITY

	BEHAVIORAL EXAMPLES
	ASSESSMENT QUESTIONS

	Effective performers: 
	To what extent do you: 

	- generate original ideas
	- contribute novel ideas?



	- encourage new ways of thinking, explore options, and develop innovative solutions
	- act resourcefully in finding new ways to improve things?



	- challenge pre-existing conceptions and offer alternatives
	- test preconceptions?

	 - find new ways to look at old problems
	- foster creativity in others?



	- encourage others to challenge old assumptions and try to innovate improvements  
	- reward innovation?


EVALUATIVE SCALES:  CREATIVITY

Individuals with too much or too little of this competency may be perceived as:

(Too Little) --------------Not Observed -------------------  (Too Much)
- Unimaginative




- Unrealistic

- Uninspired





- Impractical

- Trite






- Unproductive

