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Beyond Grey Pinstripes Description: This course is concerned with the development, evaluation, and implementation of marketing management in complex environments. The course deals with an introductory yet in-depth analysis of a variety of concepts, theories, facts, analytical procedures, techniques, and models. Therefore, learning objectives include:
- familiarizing students with the range of decisions implicit in strategic marketing management and planning while developing these skills through analytical frameworks including stakeholder decision-making and ethical paradigms;
- developing students’ skills in planning a variety of marketing management tools based on an understanding of the “6 P’s”--product strategy, promotion strategy, place strategy, pricing strategy, people and performance within a strategic framework; and
- encouraging students to think on their feet, integrate information, make “real world” marketing decisions, and develop their argumentative and presentation skills.

Office: 2051 Bartley

Phone: 610-519-6441 
Email: john.kozup@villanova.edu
Office Hours: Thursday 1–4:00 pm or by appointment

Required Materials
· Kotler, Philip (2003) “Framework for Marketing Management” 
· MARKSTRAT Online Student Handbook
A new copy of Markstrat is required for every member of the class as a logon password is necessary for the software.
Other sources:

· Wall Street Journal, HBR, FT, and other articles 
Course Objectives
This course is concerned with the development, evaluation and implementation of marketing management in complex environments. The course deals with an introductory yet in-depth analysis of a variety of concepts, theories, facts, analytical procedures, techniques and models. Therefore, learning objectives include:

· To become familiar with the range of decisions implicit in strategic marketing management and planning while developing these skills through analytical frameworks including stakeholder decision-making and ethical paradigms. 
· To develop skills in planning a variety of marketing management tools, based on an understanding of the “6 P’s” – product strategy, promotion strategy, place strategy, pricing strategy, people and performance within a strategic framework (see handout).

· Be able to think on your feet, integrate information, make “real world” marketing decisions and develop your argumentative and presentation skills.

Course Instruction
Due to the nature of the course, we will divide up our time as follows:
· Conceptual: Theories and concepts of marketing will be presented through a mixture of lecture, class discussion and activities during first few class periods. The reading is intense but it is necessary that you master the material in order to use it for the second half of the class. Introduction will be accomplished through the use of slides and reading questions. This material will consist of the (1) Harvard readings and (2) the text for background and (3) short WSJ articles (and others) from the website.
· Application: Application of the material will be accomplished through using case analysis of HBR cases (see case analysis section of the syllabus for more detail) and the Markstrat marketing simulation.
· Evaluation: Conceptual evaluation will be in the form of two- quizzes during the first half of the semester. This is in lieu of a final comprehensive exam. Evaluation for the simulation will come during the last class period where each group will present their performance overview. Evaluation for the case presentation will be assessed in a competitive atmosphere where your team must put forth a convincing argument to a management team and board of directors. 
Course Evaluation
Exam: You will have 1 quiz during the conceptual portion of the class which covers reading material. The quiz is worth a total of 100 points.
Cases: Throughout the semester, we will cover 4 externally-validated cases and 2 internal case exercises. Groups will present and serve as management groups for each of the four cases. Groups will be assigned the second class period.

Two groups will present each case. Group A should consider themselves consultants for a management group (Group B) and Board of Directors (e.g. the rest of the class). Group A will present 30-35 minutes of their recommendations for the company. Presentation group deliverables will be a written report along with a PowerPoint presentation made to the class. The written report is a maximum 15 pages (appendices not included). Please use your discretion in the number of slides – not too many! Grades will be based on the presentation and the arguments made. Group A’s presentation and accompanying materials (slides) are worth 75 points. Group A must present 5 possible courses of action for their case (no more, no less). From those courses of action, one must be selected for their final recommendation. Failure to submit 5 possible decision alternatives for the case will result in a significant grade deduction. Be creative with your options. Inform and entertain the audience. Remember, you must persuade them.

* All external cases are part of an informal collaborative effort between the Business School and partnering organizations. Company executives will be present to provide input and feedback for those cases. Case materials will be made available within 3 weeks of the scheduled presentation unless otherwise notified by the instructor.
Group B will function as a Management Team Group (company leadership) and must ask critical questions of the presentation group. The management team is required to submit a detailed written case outline based on instructor guidelines and syllabus attachments. You must also submit a written list of questions for the in-class group prior to the in-class group presentation to the instructor (at the beginning of class). The management team is also graded on their interaction with the presenting group. They should be very knowledgeable about the case. After the in-class group has answered questions, the management group will also be responsible for PRESENTING their final recommendation with supporting data (1-3 PowerPoint slides max) after questioning the in-class group (this should take 5-10 minutes).

Only when the presenting and management teams have concluded their dialogue to their satisfaction, may other class members ask questions. The oral presentation group is graded on their response/handling of all additional questions. The management team group assignment is worth 50 points. 

For the remaining 20 minutes or so, the class will ask questions of each group and each group must defend their recommendations and questions. The class will then vote on the recommendations presented. Grading will also be based on this vote and the instructor’s assessment.

MARKSTRAT Performance/Application Aspect of Course (400 points)

You will participate as a member of a strategy team using MARKSTRAT. It’s great practice without the risk of losing your job or your real money. You will, however, be graded on your firm’s performance in terms of stock price and net marketing contribution, relative to the other teams in class. We will simulate the MARKSTRAT competitive environment for ten periods (years). The top firm will receive an A , the runner-up an A-, etc., depending on the structure of the industry and the variance in final performance (e.g. if the top firm runs away with the prize and the next several firms are trailing far behind, the leader will receive an A, the followers B’s or lower- no A- will be awarded). The simulation is based on your decisions in the marketplace. This is a competition!!! You grade will be based on where you end up at the end of the simulation. Further rules and regulations will be provided at a later date.

MARKSTRAT Summary Presentation (50 points)

Teams will be constructed for the simulation game. Your team will present a brief (15-20 minute) summary of your MARKSTRAT experience as if you are prepping a new management team for next year. Presentation guidelines will be discussed in class. A written executive summary and presentation visuals must be turned in when the presentation is made. Grading will be based on these written components and your oral presentation.

Class Participation (100 points): Participation in class discussion is ABSOLUTELY REQUIRED. As graduate students, you will be expected to participate in class discussions both on the lecture material as well as the case discussions. Part of this will be objective (e.g. points given for an activity) and part will be subjective (e.g. my assessment of your value in class). Participation consists of: 
(1) summaries for each case in which you’re not serving a group role (4 total)
(2) Questions posed during case presentations (quality questions, not quantity)
(3) Peer evaluations for case groups

(4) Peer evaluation for simulation groups

(5) Meeting simulation decision submission deadlines

(6) Discussion of major issues in marketing and the news

(7) Preparation for class (including reading material)

Grading Policy:
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100

Simulation Performance





400
In-Class Presentation





 75
Management Group Presentation



 50

Participation/internal cases(Class discussion) 

 
100
Presentation summary for simulation

 
 
 50

TOTAL






775 points


Attendance Policy
Attendance: Attendance is required. However, it is understood that business/travel commitments sometimes preclude an MBA student from attending class. Please let your group and me know ahead of time if you will be unable to attend class. 
There are two quizzes. You are expected to make every effort to attend class in order to take them. If you are absent, all make-up quizzes will be handled at the end of the semester. Additionally, you are expected to attend your case presentation. You cannot make up simulation decisions since that is a group effort. You also cannot makeup participation, including activities done in class. Therefore it is imperative that you attend class unless it is an emergency.
If you must be away for work, I will make every effort to accommodate your absence. HOWEVER, I will not “reteach” information that is missed. If you are absent, it is your responsibility to get the missed notes, materials etc.
Assignments MUST be turned in during the class period on the due date. 
Academic Honesty
The Villanova University Code of Academic Integrity is in effect for all aspects of this course. In case of a first violation the student will receive a grade of “0” for that test/assignment. The violation will be reported to the Dean’s office by the instructor and recorded in the student’s file. In addition, the student will be expected to complete an education program. In the case of a second offense, the student will be dismissed from the University and the reason noted in the student’s official transcript. 
Class Procedures
1. You are responsible for your grade. Keep up with your quiz grades. Please make an appointment if you have specific questions. Also keep track of ALL items that will be graded. 

2. The grading follows university policy. I only round up for the .5. NO EXCEPTIONS because there are usually opportunities for extra points throughout the semester. When I meet with students, we talk about substantive issues (course content or career issues); we do not wheel and deal for grades.
3. There is no guarantee of a curve on the quizzes. 

4. It is your responsibility to any materials from me (including emails) before class everyday. If it is on the course web, you are responsible for it. That includes any additional material that I put there and any changes to the tentative schedule (i.e. exams etc.)

5. If you miss a class, IT IS YOUR RESPONSIBILITY to get the notes. I WILL NOT GIVE THEM TO YOU. And I will not “reteach” information – you must get material from group members and/or classmates.
6. Come by and see me if you have questions or problems about material, when they arise. Don’t wait until the last minute because then there is little that I can do for you. I have an open door policy and you will see that I am pretty easy to approach with issues.

7. This syllabus is our CONTRACT. If you follow the rules and deadlines outlined here, you should be okay. 

8. The format is informal. As such I expect your views and ideas. Bring any articles or interesting experiences to class. Come to class prepared (material read and ready to take some notes). That is your primary responsibility. I am here to make this interesting and hope that you want to come and LEARN something.
Case Presentation
Case Study Method: The Basics
Why Cases??

The objective in using the case method is to introduce a measure of realism into this course. Think of it as between lecture, but not yet simulation or real world. The case method demands that you deal with problems as they may occur in the business world. In essence, this provides you an opportunity to use concepts, practices and theories that you have already learned. The primary objective of the case method is to give you a hands on opportunity to apply what you have learned (and continue to learn).

A case is:

… typically a record of a business issue which has actually been faced by business executives, together with surrounding facts, opinions, and prejudices upon which the executives had to depend. These real and particularized cases are presented to students for considered analysis, open discussion, and final decisions as to the type of action, which should be taken.
 

Goals in using the case method are:

1) Help you develop critical thinking and analysis skills,

2) Develop an ability to make well thought-out and supported decisions,

3) Stimulate the application of the course material, and

4) Provide an environment where you are fully involved in learning.

During the class session on the case, you have a chance to participate in a discussion that can both highlight the strengths of your analysis, as well as point out issues that did not occur to you initially. For any case, however, it is important to remember that there is no one right answer. Whether it is because some factors have been assigned different importance, or some points have been overlooked, many approaches to any case are possible, with as many different outcomes.

Most importantly, I am interested in stimulating a process that involves detailed analysis towards the development, support, and defense of a viable and rational solution to the problem presented. 

How to Prepare a Case for Case Presentations and Papers

While there are many ways to approach any case, I will outline one possible technique for you. It involves seven steps.

Step 1: Read and understand the case. It is likely that you will need to read the case several times. A first quick reading will familiarize you with the material, and is highly recommended. After this first reading you should endeavor to re-read the case until you remember many of the details it presents. At this point, you may also want to make notes about symptoms, potential problems and issues and other important information. You may also want to investigate all tables and charts to see what is relevant and what needs computations. I have also included tips on financial analysis in Appendix A.

Step 2: Situation Analysis and SWOT [strengths, weaknesses, opportunities and threats]. The situation audit phase is basically a synopsis and evaluation of an organization’s current situation, opportunities and problems. Usually this is a worksheet, although you may want to include an overview in your presentation. This is to prepare for the problem definition and subsequent problem solving steps. Here is where you would likely bring in outside information if you want to. Check out the handouts for a good outline of some issues to consider for this step. Be sure to state any assumptions that you make…there is no “perfect” information. Just be prepared to defend any assumptions that you state.

Step 3: Problem/Decision Statement. This is critical. Make sure that you are analyzing the problem, and not symptoms of the problem. Keep asking yourself, WHY???? Think in terms of cause and effect. If there are multiple problems, see how they can be combined or linked. Try to state the problem concisely in a statement or question “Should Brand A be deleted from the product line?”

Step 4: Identification of Alternatives. Alternatives are strategic options or actions that appear viable solutions to the problem or decision situation that you have determined. Prepare these in two stages: (1) prepare an initial list of alternatives that includes all of the actions that you feel might be appropriate (use brainstorming) and (2) refine the list and combine actions. Be sure that the problem and alternatives are consistent. 

Step 5: Criteria. What are you using to measure success? Develop a list of main criteria that you can use to evaluate the alternatives. These can include profit, market share, competition reaction etc. By stating these criteria, you make clear the measures you plan to use in assessing and comparing the viability of the alternatives. 

Step 6:
Analysis. This is the process of evaluating the alternatives against the problem. 

Step 7: 
Recommendations. The first part should address what specific action should be taken and why. State the main reasons for the choice (but don’t rehash). The second part should address implementation. State who should do what, when and where. Don’t worry about budgets for this case analysis

Things to Consider for a Good Evaluation
Given these five steps, your analysis should be quite satisfactory. Specific things I will look for in evaluating your analysis are as follows:
 

1. Completeness. Have you gone through each step with sufficient depth and insight?

2. Have you analyzed vs. rehashed the facts?

Rehash: Retained earnings are $75,000, there is $15,000 cash on hand, and the current ratio is 1.6:1.


Analysis: The weak financial position of this firm (a poor cash position and current ration) means actions considered should involve little cash expenditures.

3. Were assumptions, highly reasonable and explicitly stated?
4. Were symptoms separated from problems?
5. Were opportunities separated from action? Just because something “looks good” does not mean it is appropriate given competition, firm resources and a myriad of other factors that should be considered.

6. Are stated objectives dealt with realistically? You must analyze and assess the objectives presented to ensure they are reasonable.

7. Were alternatives beyond those presented in the case developed?
8. Was the decision based on a complete analysis? Or was the decision made early, and simply supported by a skewed analysis?

9. Was each alternative fully explored? Discuss the strengths and weaknesses of each.

10. Was effective use made of financial and other quantitative information? You must, when possible, “crunch” the numbers. Ultimately, it is about the cash!

11. Was the decision clearly stated and supported? Don’t hedge your bets!

12. Was the information presented in the case used to it fullest benefit?
The Presentation

You will have about an hour for presentation and discussion. Keep the presentation portion to about 30-35 minutes and the rest will be discussion and debate. Prepare a PowerPoint presentation with the issues. You may have one or two main presenters, or everyone can present. Just be sure that each group member has done the work and can answer questions or the entire group suffers. This is obviously due the day of the case assignment.

Conclusion

The case method requires you to integrate, analyze, and decide. This is very similar to what you will be asked to do throughout your professional career. Those of you who develop the ability to integrate, analyze, and act have the greatest potential for success in business. Each case provides you with the practical experience of convincing others of the soundness of your reasoning. Above all, the case method provides a very non-threatening approach to help you develop these, and other, skills. After all, while the case may literally involve hundreds of people, millions of dollars, and your career, none of these pressures should be causing you to get ulcers in class. I want you to learn from, and enjoy, this method. 
In-Class Case Presentation Evaluation Form
Quality of Organization

Clarity of Presentation

Logic of Case Analysis

Thoroughness of the Analysis

Justification for the Recommendations
Quality of Exhibits
Handling of Mgt. Team Questions

Grammatical/Linguistic Considerations

Audibility of the speakers

Maintenance of Audience Interest
Case: __________________________________

Presenters:
_______________
_______________
_______________



_______________
_______________
_______________

Mgt. Team
_______________
_______________
_______________



_______________
_______________
_______________

Team Evaluation Form
CONFIDENTIAL

Name: _________________________

Industry: _______ Firm: ________ Case: ________________ Project: ______________

You are to divide 100 points among the members of your team (including yourself) based on each member’s overall contribution to the group. The team member whose contribution was the greatest should receive the largest number of points, the second greatest should receive the next highest number of assigned points, etc.

Team Member Names 

Points
__________________________ 
_____

__________________________ 
_____

__________________________ 
_____

__________________________ 
_____

__________________________
 _____

__________________________ 
 _____

 




Sum = 100

Use the following space to explain any discrepancies in which a team member was assigned either X-5 or X+5 points where X is equal to 100 divided by the number of team members. (For example: if your team has 5 members, then X = 20. You should explain any assignments of less than 15 or more than 25.)

� Charles I. Gragg, “Because Wisdom Can’t Be Told, “ Harvard Alumni Bulletin, October 19, 1940.


� This list, and other material in this outline, is from Kenneth L Bernhardt and Thomas C. Kinnear (1991), Cases in Marketing Management, 5th ed., Irwin, Homewood, IL.
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