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Class Schedule and Case Assignments

Module I  Introduction to the Issues, Decisions, and Context of Global Strategic Marketing:

· Introduction to the context of the value chain and challenges to relationships within the chain

· Managing the dynamics of forces active within the value chain

· Managing value chain relationships between firms and within the marketing/buying centers

· Competing on competitive advantages as well as products—the concept of the strategic competitive unit

· Managing relationships involving the introduction of new technologies

· Impacting the value propositions of firms across the value chain

· Managing response to evolutionary changes in industries and value chain memberships and participation

· Identifying and managing the key factors for success for industry positioning and competitive advantage

· Managing the firm’s geographic scope and scale

· Applying five forces analysis to entry into new geographic markets

· Evaluation of the firm’s strengths and weaknesses and areas of sustainable competitive advantage

Cases:

Day 1 Lecture on Introduction to Value Chain Issues and on the Concepts of

Global Strategic Marketing
Day 2  Case--Fabtek C: Managing supplier and marketing relationships in the value chain, including value added and value extraction in an high technology industry
Day 3  Case--Fabtek A: Managing the interdependence and coordination of

the marketing function and the manufacturing function such that the firm is competing on its core competencies, and not just on its products.

Day 4 Case--British Power Systems: Timing of market entry; managing

inhibitors and facilitators to adoption of new technologies in the value chain; developing and launching new technological products and working with intermediaries in the value chain

Day 5 Case--GenRad (A): Managing responses to evolution and change in the

global value chain and plotting industry competitors on strategic maps to see opportunities for competitive mobility and repositioning.
Day 6  Case--Cut Flowers Industry in Colombia: Evaluating the key success

factors (KFS) associated with establishing and managing a new value chain as it pertains to entry into international markets.
Day 7  Case--Novo Industri: Examining the geographic scope of competition

and its impact on five forces analysis, economies of scale and entry into new geographic markets.

Day 8  Case--Pennzoil: Introduction to concepts of vertical, horizontal and

geographic scope of competition, how changes in scope and its impact change competitive advantage, decisions on forward integration and participation in the vertical value chain.
Module II Issues Impacting the Definition and Redefinition of the Firm in the Value Chain

· Redefining the business and its value chain participation

· Managing the dynamics of buyer-seller evolution and its impact on improving buyer-seller relations

· Managing the global value chain and its context in competitive strategies

· Managing commitment to a strategic country market
· Assessing major changes in an industry and how to respond to them

· Evaluating factors as they impact strategic choice in regional markets and the firm’s competitive repositioning

· Assessment of product-market fit in global marketing strategy

Cases:

Day 9  Case--IPL: Issues impacting the definition of a firm in its value chain

and industry and the process  of redefining the business and its value chain participation.
Day 10 Case—Freqon: Managing dynamic buyer-seller evolution and it

 impact on improving buyer-seller relations.
Day 11 Case--ECCO A/S:  Managing the global value chain and its context in

 competitive advantage and strategy. 
Day 12 Case--Meyer Chemicals: Managing commitment to a strategic

country market and determination of the best mode of participation understanding the challenge of building roots in value chain participation and positioning.
Day 13  Case--SmithKline Beecham: Assessing major changes in an industry

and how to respond to them. Determining how to compete across different businesses and markets, evaluation of industry trends and change issues.
Day 14  Case--Iskra Power Tools: Evaluation of trends as they impact

strategic choice in regional markets and evaluation of competitive positioning in markets.  Determination of competitive advantage for markets and how to compete on selected soruces of competitive advantage. 
Day 15  Case--Machine Vision International: Assessment of product-market

fit in global marketing strategy and analysis of marketing options. Evaluation of relative attractiveness of industry markets.
Day 16  Case--Satcom International: Entry of a high technology company

from a developing nation into a global industry in competition with major competitors in that industry. Decisions on competitive entry strategy and timing.  (Midterm Group Written Exam)
Module III Industry Dynamics and Managing the Firm’s Choices of Competitive Positioning Within the Industry

· Diagnosing industry globalization drivers and logic

· Introduction to industry competitive sets

· Evaluating options for competitive positioning and choices within a globalizing industry

· Examining economic, regulatory and competitive conditions in an industry
· Comparison of regional markets within a changing industry for relative attractiveness and selection for growth in global segments of the value chain

· Planning for and responding to industry consolidation

· Evaluating the competitive strengths and weaknesses of a firm and areas of sustainable competitive advantages as they impact regional market entry and participation
Cases:


Day 17 Case--World Robotics Industry: Diagnosing global industry drivers

and globalization logic in a value chain and determining the extent to which global conditions fit an industry. Evaluation of industry competitive sets.

Day 18  Case--Asea Robotics (A): Having performed an industry

globalization analysis, determining and evaluating options and choices which a firm has for positioning and competition with in a changing global industry.

Day 19  Case--Eli Lilly (A): Examining the changing economic, regulatory

and competitive conditions within an industry, regional and global environment and the forces impacting industry globalization.

Day 20  Cases--Eli Lilly B and C: Comparison of regional markets within a

changing industry for relative attractiveness and selection for growth in global segments of the value chain.

Day 21 Case--Nokiya Mobira Oy: Evaluating the competitive strengths and

weaknesses of a firm and areas of sustainable competitive advantages as they impact regional market entry and participation.

Day 22 Case--Praegitzer Industries: Managing decisions for change in a

rapidly consolidating industry. Managing growth and consolidation options.

Day 23  Case--Plant Nutrients: Issues associated with growing a customer

base when this may involve moving into new target markets. Key issues involved in evaluating new business opportunities, especially when technology has uncertain potential. Introduction to relationship selling.

Day 24  Case—Peak Electronics—Managing a small supplier development

program and the degree of intimacy involved in assisting the supplier to grow and develop into a national and international strategic supplier
Module IV  Responding to Opportunities and Situations Arising from Competitive Forces in Global Industries

· Planning and implementing regional market entry and presence

· Issues in long-term business relationships between suppliers and customers.

· Managing the competitive dynamics that are occurring within an industry value chain, and making decisions about competitive options.

· Establishing and managing a dynamic value chain and responding to problems occurring at various tiers in the value chain. 

· Establishing and changing the global value chain participation options and managing evolution of change in value chains.

· Evaluating failure in regional market entry and relations with specific customers. 

· Managing the intimacy of business association and relationships.

· Managing regional market entry and the development of a regional marketing strategy adapted to the issues and forces faced within a regional market.

Cases:


Day 25 Case—Misracon: Understanding the issues involved in long term

business relationships and how suppliers and customers relate strategically. Evaluation of industry subcontracting and experiences to gain new capabilities.

Day 26 Case--Intel PED: Managing the competitive dynamics that are

occurring within an industry value chain, and making decisions about competitive options.

Day 27  Case--Sheffield Chemicals: Establishing and managing a dynamic

value chain and responding to problems occurring at various tiers in the value chain. 

Day 28  Case--EuroGrain Philippines: Establishing and changing the global

value chain participation options and managing evolution of change in value chains.

Day 29  Case--TetraPak Series:  Evaluating failure in regional market entry

and relations with specific customers. Managing the intimacy of business association and relationships.

Day 30 Hewlett-Packard (A): Managing regional market entry and the

development of a regional marketing strategy adapted to the issues and forces faced within a regional market. (Final Group Written Exam)
Course Objectives


Multinational corporations are extremely complex entities. Not only do they involve a variety of different businesses and technologies, but also they involve relatively interrelated strategic decisions as to three areas of participation: 

• Their horizontal competitive positioning within their industry competitive sets, and their attempts to achieve sustainable competitive advantage and to move to more advantaged positioning within their own industries, in response to internal and external networks of competitive capabilities and core competencies within their own industries 

• Their vertical competitive positioning within the value chain and how that positioning permits them to define and create value and to capture value at key strategic nodes in the value chain, through  both  strategic nature of their relationships with key customers and suppliers, and their level of entry and participation both forward and backward in their value chains 

• The scope and scale of their geographic presence and the competitive effectiveness of that presence with respect to selected regional and global markets in which they operate.  


This course is designed with objectives to provide professional development to students in will be working in various positions in companies involving the global value chain.

These skills are of particular significance and importance to students who plan to work for institutions that operate in the international environment or that are in the process of regional or global market entry--companies which will either provide products and services to other companies or government institutions in the international environment, or will source them products and services from international institutions. 

The focus of course objectives is four-fold: 


(1) Preparing students to work as international marketing manager, through developing their skills and abilities at identifying and targeting specific value chain opportunities, and planning, establishing and managing a variety of different business relationships and forms of forward industry and foreign market entry and participation. Improving the students’ ability to focus on establishing for the firm a sustainable competitive advantage in the value chain through the content and quality of relationships and participation, including providing strategic solutions to competitive problems among targeted, vertically inter-related companies in the various industries of the forward value chain, or 


(2) Preparing students to work as international sourcing managers, responsible for establishing and managing a variety of different business relationships and strategic engagement programs 
with key suppliers and through various forms of entry and participation in backward supplier value-added industries, including  establishing networks of strategic relationships with key suppliers for the purpose of providing a system-
wide competitive advantage in specific parts of the world, or 
(3) Preparing managers to be responsible for programs of regionalization and global marketing and sourcing strategies, and the operation these functions within companies.

(4) Preparing students to work in consulting firms that are involved with the formulation and implementation of strategic planning and the development and utilization of competitive advantage.


The foundation issue for the global success from the strategic marketing side of all companies lies in doing the following things successfully:


• Identifying international market target opportunities, then 

• Creating and delivering sustainable customer satisfaction--solutions to problems-- through both products and services and from the standpoint of a long-term business relationship.  


In addition, from the sourcing side it involves

• Identifying problems and opportunities in the backward direction of the value chain--the supply chain, then

• Creating and acquiring sustainable solutions to those problems through a long term business relationship in the supply chain--either through internal sourcing, joint venture / licensing or through outsourcing. 


 These two dynamic interfaces (forward and backward from the MNC organization and its value chain) represent a foundation of strategic marketing and supply chain management. During recent years this area of management has become a fundamental and integrated discipline in international business education. Thus, whether students plan to be consultants, operate in the investment world, or be technical product managers, work in global operations and manufacturing, or in corporate strategy, effective and useful knowledge of the international business to business marketing and supply chain mangement processes is critical.  


Why Study Strategic Business Marketing in the Global Value Chain as an Integrated Subject?


First, strategic business marketing and supply chain management are the flip side or inverse of the same inter-organizational activities.  In fact, wherein decisions are made at internal sourcing and internal sales, they are totally integrated.  Both focus on the identification, creation and delivery of value activities in the form of products, services and competencies between organizations.  

Second, both involve a strategic mix of product-service form, inter-organizational communications, information transfer and persuasion, channels of marketing and supply including integrated logistics, and valuation and pricing of the exchange package and the relationship factors.  


Third, the concepts and strategies of both subjects are complementary and in order to be effective in one area, managers must also be competent and effective in the other area.  Just as consumer, brand marketing managers must be experts in consumer buying behavior and the psychology of personal and family buying and usage patterns, business marketers focus within the sourcing environment of customer organizations. 

Finally, when approached from a strategic perspective of not merely buying and selling products on a transactions basis, but of providing and acquiring strategic inter-organizational competencies and linkages under a long-term business relationship for both organizational and inter-organizational competitive advantage, it doesn’t make sense to separate marketing from sourcing because of the internal system dependencies.  


Within this perspective, the course focuses on:

· Defining and redefining the business strategically within its competitive environment. What value activities to capture and exploit internally as core competencies and with an attainable and sustainable advantaged competitive position.

• The Trends, Strategic Issues and Dynamics of the Environmental Setting of International Business Marketing and Supply Chain Management: Managing the dynamics of business marketing and supply chain strategy within the vertical value chain across multiple industries, wherein firms are linked together in dynamic relationships for the purpose of obtaining and sustaining competitive advantage. Definition and positioning of the firm internationally, its target country and regional sales and supply markets, products and competencies are strategic variables in marketing and sourcing planning.

• Learning and Using Various Competitive Paradigms of International Business Marketing and Supply Chain Management: The focus in international business marketing and sourcing is not only on product-based competition, wherein customer organization source products as materials, components and systems, but also on competency-based competition, where sourcing is driven by dynamic strategic business relationships and value-added contributions of suppliers beyond merely physical products or even services. This is the foundation of thinking in strategic business marketing.

• Managing the Value Chain Interfaces, from Long-Term Contract Relationships to International Joint Ventures: It is important that firms acquire and utilize technology as a key resource in marketing strategy and the course focuses on issues in technology planning, licensing and utilization both as a driver of market-responsive, product innovation as well as an issue in competitive advantage. In the international dimension this often involves technology licensing and international joint ventures

• Linking Business Marketing and Sourcing Programs and Plans to Corporate Strategy: The strategic issues of international business marketing and supply chain management within overall corporate international competitive strategy are planned and implemented through marketing and supply chain management programs which contain not only sales and supply market targets, product, channel/logistics, promotion and pricing/valuation issues, but also dynamic management of the marketing center and its relationships with buying/using and sourcing centers, and their relationships to corporate strategy in key international customer organizations.

Learning Methods and Materials


A. Pedagogy


The course uses a practical, hands-on and active method of learning where students are involved in in-class case discussions using case situations which have been faced by real firms operating in a cross section of different high tech industries. Since this is an international marketing and supply chain management class, materials will come not only from the perspective of North America, but also from a broad geographic and industry base. You will learn the latest in decision-making skills for managing international business to business marketing and suppy chain management using materials developed by leading experts in the field, through individual and group participation in challenging case projects and through activities designed to create fresh and immediately usable skills.  You will be able to share your ideas and experiences with others and receive feedback and ideas from them, and to participate actively in mutual exchange of ideas and learning within a dynamic and captivating learning environment.  You will be provided with managerially useful text materials, readings, guidelines, and examples which can be used in a variety of on-the-job situations and problems.  


B. In utilizing this pedagogy, what will you learn from this course?


Specific learning and competency objectives within this broad framework are:


Improved skills in:


• How to understand  global industries (supply, competitive and customer industries in the value chain) and to effectively identify, diagnose and select business to business market and sourcing opportunities; how to manage the underlying strategies of entry and participation within the industry value chains in critical markets of dynamic and sometimes global industries, 


• How to understand international business to business customers, customer needs, customer buying organizations and sourcing processes and the structure and dynamics of the buying center in business customer organizations, and how to develop the firm to become more customer-driven and solutions-oriented, including how to manage important long-term business relationships with key global suppliers and customers, 


• How to effectively manage the multi-functional process of new product development and commercialization  in an high tech company through both the manufacturer-active paradigm and the customer-active paradigm of product development--the ultimate in customer-driven strategy, how to manage business to business products and services from concept formulation through commercial launch, line extension and line management through the next generation cycle, and how to improve the new product success rate and enhancement of life cycle profitability, 


• How to accurately and insightfully diagnose international competitive activities impacting product development / innovation and marketing /sourcing strategy and how to take effective strategic action, 

• How to develop strategic changes in marketing plans and programs  or high tech international and global business to business products and services, and how to establish and manage supplier-competitor-customer relationships, including both direct relationships and relationships through value-added resellers,


• How to develop sourcing and supply chain management plans for high tech international and global customers, and how to establish supplier relationships, including those with value-added reseller suppliers and direct manufacturer supply relationships.


• How to develop and implement both the international business to business marketing function and the business to business sourcing and supply chain management function  in a high tech company so as to establish a competitive marketing center and sourcing center as  areas of core competency and competitive advantage. 

Student Performance Evaluation


Clear understanding of the above objectives together with the process which is explained for achieving them is fundamental to your understanding performance evaluation.  The orientation of the course is "student-active”, rather than "student passive.” To achieve the objectives, the instructor does relatively little lecture or making attempts to tell answers to the students, but rather students assume responsibility to think through the problems themselves and to come up with their own answers, guided by interrogative, probing from the instructor.  Thus, the instructor’s role is that of probing, raising questions, and focusing students on improving their problem diagnostic skills, problem conceptualization skills, and the logic and inductive rigor with which they approach formulating and evaluating solutions.  Students learn these skills through active and conscientious involvement in the process, rather than merely seeing demonstrations and examples from the instructor which they then attempt to copy.  The idea is not to see if you effectively copy what you are told and shown, but on improving the basic processes which you already bring to class from your education and experience.  


Pursuant to this approach, the principal medium of performance is oral discussion in the classroom, not merely in examinations or written papers.  Class periods simulate a company decision environment in which students are active participants, sometimes assigned roles within the company.  Students are evaluated each day on their contributions to the process in class--insightfulness of ideas, creativity, logic used, persuasiveness of recommendations, depth of analysis, development and use of quantitative information from case facts and assumptions, and being tough on the problem.  Quantity of air time is not at issue.  Quality of air time is--insightfulness, persuasiveness, tenacity.


To assist you in preparing for these in-class discussions, the instructor has written a preparation guide for each case which discusses, in depth, the learning objectives of the case and the subsequent class discussion and specific questions which will help you to prepare the case for class. These preparations are to be done both individually and on a group basis, as much as possible. Getting together before class and sharing your ideas about the case with others is an excellent way to prepare for class.  The instructor is available to coach you and help you in developing these skills.  


Finally, you will have text and reading materials for which you are responsible in developing your vocabulary and conceptual understanding. Within the context of each case we will spend some time in class where the instructor will highlight and discuss some of these concepts from the text/readings.  To achieve effective in-class discussion and quality “air time” it is necessary to meet regularly with your learning team to discuss the case prior to coming to class. Class Discussion 70% of grade, 1st and 2nd group written exams 30% of grade—(15 %  each)

Materials:


  1--Packets of Cases



A. Xanedu Corporation, available on-line through downloading upon payment of fees, XANEDU.COM.



B. Ronald L. Schill (2007) Some of the Cases in Strategic Marketing are available through handout in class.

2. Case Preparation Guides

Ronald L. Schill (2007), Case Preparation Guides for International Business Marketing and Supply Chain Management,  class handout CD ROM.

