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DANIELS COLLEGE OF BUSINESS MISSION STATEMENT

· The mission of the Daniels College of Business is to foster Enlightened Practice, Professional Achievement and a Commitment to Community among those engaged in management and the business professions.

· As an institution that emphasizes the scholarship of teaching, our mission is achieved through programs that recognize the diversity of a global economy and embrace:

· Knowledge and technical ability

· Interpersonal skills and intercultural understanding

· Ethically based leadership and social responsibility
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DEPARTMENT OF MARKETING MISSION STATEMENT

It is our focus to teach a rigorous and dynamic curriculum that highlights innovation, resourcefulness, technical competence, critical thinking, and strategic marketing techniques through experiential and traditional academic approaches.

INTELLECTUAL HONESTY

· It is the intent of the Daniels Graduate School of Business to operate in an atmosphere of uncompromised intellectual honesty and ethical behavior commensurate with the highest standards for both the academic and business communities. Visit http://www.daniels.du.edu/pdf/code_of_academic_integrity.pdf 
· Violations of intellectual honesty or ethical standards, such as plagiarism, collaboration on individual projects, use of third-party work without attribution, such as via the Internet and other sources, use of work done by other students, or using prior work from this or other classes, will result in an ‘F’ in this course, as well as a recommendation for dismissal from the Graduate School. 

· If you engage in dishonest behavior at Daniels, then it’s virtually certain you will later in your career. Dishonest or unethical behavior will have serious consequences for your career at some point. Take the high road and stay on it. 

· The same standards for intellectual honesty, ethical behavior and integrity expected of students apply to the class instructor.

OFFICIAL COMMUNICATIONS

The standard method of communicating official information from the Daniels College of Business to its students is the University’s electronic mail (e-mail) system. Private e-mail accounts will not be accepted as appropriate e-mail addresses. Students may set up their University e-mail account so that messages are forwarded to another account automatically.  Instructions about forwarding messages are available on the University website at http://www.du.edu/uts/policies/index.html. 
STUDENTS WITH DISABILITIES

If you have a disability protected under the Americans with Disabilities Act (ADA) and Section 504 of the Rehabilitation Act and need to request accommodations, please speak with me privately and schedule an appointment with the Disability Services Program (DSP).  DSP is located in The Center below the bookstore in Driscoll South – phone 303-871-2455.

PERFORMANCE ASSESSMENT

The Daniels College of Business may use assessment tools in this course and other courses for evaluation. Educational Assessment is defined as the systematic collection, interpretation, and use of information about student characteristics, educational environments, learning outcomes and client satisfaction to improve program effectiveness, student performance and professional success.

MANAGEMENT’S SOCIAL, ENVIRONMENTAL and ETHICAL RESPONSIBILITIES

Content in this course reflect principles from the Aspen Institute’s Beyond Grey Pinstripes and management’s responsibilities to the triple bottom line: 

· Practicing ethical behavior toward customers, colleagues, collaborators and the wider community
· Leaving the environment a better place as a result of your management imprint and company footprint

· Contributing to and enhancing the society within which the enterprise participates

· Accomplishing the above while enhancing financial value for stakeholders. 
MARKETING 4500, INTEGRATIVE STRATEGIC MARKETING

COURSE INFORMATION

Meeting Time: Tu–Th, 8-9:50 PM 



Classroom: DCB 230

Instructor: Peter C. Lathrop



Office: Daniels 483

Prerequisite: Marketing 4520, OR Marketing 4610 and Finance 4630

Office Hours: Tu-Th, 2:30-3:45 PM and 6:45-7:45PM. Mon-Wed, 4:45-5:45 PM. Alternative times may be arranged. Appointments are requested.
Email: plathrop@du.edu
Telephone: 303-871-2413, X-1 

Required Course Materials: 

TEXT: Strategic Marketing Problems, Cases and Comments, 11e, Kerin & Peterson

ARTICLES: Harvard Business Review articles packet available in the bookstore:

1. Jim Collins and Jerry Porras, Building Your Company’s Vision
2. C.K. Prahalad and Gary Hamel, The Core Competence of the Corporation
3. Christopher Meyer and Andre Schwager, Understanding Customer Experience
4. Leonard M. Lodish and Carl F. Mela, If Brands Are Built over Years, Why Are They Managed over Quarters? 

5. Robert Kaplan and David Norton, The Balanced Scorecard—Measures that Drive Performance” 

6. Michael Porter, What Is Strategy?
COURSE DESCRIPTION & OVERVIEW

· Making good business decisions in the real world is complex, challenging and darn difficult. 

· Strategy sets the direction for the business, its employees, activities and tasks. 

· Determining the right strategy is critical. Being able to implement it is essential. 

· The course requires thorough analysis and understanding of marketing concepts, analysis of industry and company circumstances and identification of critical issues and success factors for formulating and implementing successful strategies. 

· Evaluation requires comprehensive qualitative and quantitative analysis of bona fide strategic alternatives, making choices and trade-offs and addressing realities involved with actually executing selected strategies. 

· Cases are the primary learning tool in the course. This is a case-based course.
· Cases represent real companies, industries, and situations. Each is chosen to emphasize specific strategic marketing topics, such as pricing, distribution, new product introductions, communications, etc. However, these specific marketing decisions must be placed in a larger, broader, overall strategic context.

· Although company names and data are disguised in some cases, all cases represent actual business situations and circumstances in which strategic decisions had to be made. 

· Cases cover a spectrum of businesses: small, entrepreneurial firms; larger, global corporations; products and services; package goods and consumer durables; most are B-to-C with perhaps one B-to-B; most are US-market based although several involve international components.

· Every case decision, like every real-world marketing decision, requires financial analysis for evaluating options and making recommendations. Basic income statement and balance sheet analysis plays a significant role analyzing cases. (Students should familiarize themselves with the contents of Chapter 2 in the textbook. Any student who struggles doing the exercises at the end of Chapter 2 will struggle analyzing cases in the course. If your financial analysis skills need strengthening, this course provides both the opportunity and requirement for doing so.)

· Text chapters review specific marketing topics (e.g. segmentation; pricing strategies; direct distribution vs. use of intermediaries; market expansion, penetration or diversification growth strategies: etc.) Because all students in the course have taken pre-requisite marketing courses, it is assumed each student is familiar with marketing fundamentals. Consequently, in-class discussions elaborate on text chapter contents via examples, applications and supplementary perspectives and insights. 

· The instructor basically choreographs and facilitates classes, cases and discussions. At the end of the day, it is the quality of student preparation, input, thinking and participation that determine individual and collective benefits of the course. 
· This class is rigorous! Feedback from prior classes can be summarized as: “An incredible amount of work over ten weeks, but I learned so very much”. There are few shortcuts to avoid doing the work. Guarantee: If you put in the time and effort, you will realize substantial benefits from this course. If you have competing demands on your time this quarter—at Daniels, in your job or at home—and cannot put in the time and effort, you are likely to be frustrated and might consider taking the course at another time.
LEARNING OUTCOMES

1. Formulate and consistently apply a comprehensive, systematic, disciplined framework and process for assessing and evaluating business situations as the basis for formulating successful marketing strategies. 

(1) The process begins with thorough External and Internal Situation Analyses—constructing the external environment, and positioning the company therein. 

(2) From this step, SWOT Analyses, Critical Issues and Critical Success Factors can be identified.

(3) Bona fide Strategic Alternatives emerge from these first two steps. 

(4) Each strategic alternative must be thoroughly evaluated qualitatively and quantitatively, weighing pluses and minuses affecting strategic outcomes, implementation issues, and financial implications in term of critical issues and success factors.

(5) At the end of the process, Conclusions are reached and a Strategic Recommendation is made. 

This process, systematically applied, provides an effective framework for improved strategic decision-making.

2. Define, adopt and apply five practical guidelines to increase odds for successful strategic decision outcomes. In short form, they are:

· Strategy and Implementation
· Different and Better
· Alignment and Fit

· Do Fewer, More Important Things Exceptionally Well
· Art and Science

3. Determine how making successful strategic decisions involves both art and science and is extraordinarily challenging! 

· Global corporations with deep management teams and extensive resources struggle making good decisions. Why? (Look at General Motors and Ford today, and Daimler’s failed acquisition of Chrysler. Consider Target, Gap, Dell and Starbucks are all struggling to implement their iconic business strategies. What happened to Citigroup and Merrill Lynch recently?).  Entrepreneurial and start-up companies face comparable issues. Why?
· The vast majority of new products introduced each year fail (approximately 80-90% according to most studies), despite substantial research and extensive development processes and investments. Why?
· Many companies—large, small, established and new—end up in bankruptcy. (Look at American Home Mortgage Investment Co., United and Northwest Airlines, WorldCom, Global Crossings, Delphi Auto Parts and Turner Media Group). Why? 

· Approximately 10% of all CEO’s, who were considered the “best and brightest” when assuming the top position, lose their jobs every year. (Bob Nardelli at Home Depot, now CEO at Chrysler), Motorola’s Ed Zander, Citigroup’s Charles Prince, Bear Stearns’ Warren Spector, Bristol-Meyers’ Peter Dolan, Paul Pressler at GAP, H-P’s Carly Fiorina, Daimler-Chrysler’s Juergen Schrempp, Merrill Lynch’s Stan O’Neal, PeopleSoft’s Craig Conway, Old Navy’s Dawn Robertson and Pfizer’s Hank McKinnell to name a few high profile recent sackings). Why?
· Conclusions drawn by different individuals and teams evaluating identical situations, data, and facts will differ widely often. Why? This phenomenon occurs all the time in the real world and you will experience it in this class. (The answer has to do more with art than science.)
4. Demonstrate the ability to work effectively, efficiently and productively on teams. 

· Most companies do most work via project teams. Some are formed around a specific task and dispersed when it is completed; other teams may remain and work together for extended periods of time across multiple assignments. 

· In companies, teams are assembled on the basis of the expertise and perspectives of their members, not because of their social connections or personalities. 

· Management assembles cross-functional teams to get jobs done because collectively a team offers more brainpower, horsepower and potential than its members can provide individually. 4500 teams need to demonstrate similar advantages.

· In organizations, it is expected that team members will put aside individual agendas and work collectively, effectively, efficiently and productively to deliver superior results. The same applies teams in this course need to succeed.

SKILLS REQUIRED AND ENHANCED IN THIS COURSE

· Organization

· Planning

· Project and process management

· Data gathering and analysis

· Analysis 
· Documentation
· Deductive and inductive reasoning
· Validation

· Cause and effect relationships

· Application and integration

· Critical thinking

· Creative thinking 
· Insight
· Strategy formulation

· Financial analysis

· Prioritization

· Execution and implementation 

· Business writing

· Oral presentation

· Teamwork

· Collaboration

· Professionalism

· Accountability

WHAT IS STRATEGIC MARKETING?

· A well-formulated marketing strategy provides a roadmap/blueprint/compass for a business to get from Point “A”, where it is today, to Point “B”, where it needs to be in the future to prosper. Essentially, strategy sets overall direction. 

· In business jargon, point “B” is stated as goals and objectives. They are shaped by situation analysis. Strategy plots the course and plans the route for achieving critical goals and objectives. 

· Getting from “A” to “B” requires making it happen; that is, implementing and executing chosen strategy. 

· Execution plays out on a multitude of organizational and individual levels within a company and industry, including day-to-day plans, activities, actions and tasks. 

· Strategy is the road map; execution is the journey.
· Getting there requires both strategy and execution to be right. They are joined at the hip. Either one without the other cannot realize success! 

· A superb strategy that cannot be implemented is simply a theory. 

· A flawed strategy leads nowhere regardless of how superbly it may be executed.

· Strategy demands choices and trade-offs. Successful strategy is as much about deciding what not to do as what to do. (If there are too many destinations or alternative routes for a trip, you’ll never arrive anywhere, and certainly not where you want and need to be.)

· Everything in the organization—people, resources, skills, capabilities, systems and action plans—must be “on strategy”. From top-to-bottom, across and within all functional areas, everything must fit strategically. The entire organization must align behind executing a strategy effectively, efficiently and profitably. 

· Without clear understanding of and total alignment behind the chosen strategy and value proposition, employee efforts and activities become disjointed, diluted and counter-productive, thereby compromising chances for successful outcomes.

· Superior strategies usually combine art and science. 

· Marketing science includes: research, data, analysis, empirical observations, causes and effects, metrics, etc. The science component of strategy is objective, quantitative, factual and deductive. It is easier to formulate, explain, teach and learn.
· Marketing art includes: insight, creativity, innovation, inspiration, intuition, mental acuity, out-of-the box thinking, etc. The art component of strategy is subjective, qualitative, amorphous and inductive, thus more challenging to formulate, teach and learn. 

· Most strategic breakthroughs, like those originally realized by Starbucks, Dell, Google, Apple, WalMart, Cirque du Soleil, Netflix and Southwest were influenced more by art than science, although the outcomes required both ingredients. 

· You will develop an appreciation in this course for the power of marketing art layered upon a foundation of marketing science as a winning formula.

· Strategic marketing decisions have implications that go beyond marketing. They ripple throughout the enterprise, impacting operational issues and top- and bottom-line results. Marketing managers are financially accountable for the impacts of their strategic decisions on the income statement and balance sheet. Consequently strategic marketing decisions must be supported with thorough financial analysis. 

· Finally, what is the distinction between business strategy (taught in the Management Department) and marketing strategy taught in this course? The two overlap and are interrelated, yet business strategy encompasses Human Resources, Information Systems, Production, Sourcing, Logistics and Operations. Strategic marketing decisions have implications in all these areas, but none of these areas is a focal point for strategic marketing decision-making, as they are for business strategy decisions. 
· This said, the Marketing Concept is fundamental tin most businesses. It states that the purpose of every for-profit business is to attract, retain and grow profitable customers. By definition, attracting, retaining and growing profitable customers are marketing’s primary functional responsibilities. Consequently, marketing strategy, with its outward, boundary-spanning focus on markets and customers drives business strategy; while the latter focuses inwardly on operations and execution more.

METHODOLOGY—Text, Articles, Cases and Class Discussions 

· Kerin & Peterson’s book contains text and cases for the course. 

· Additionally, several Harvard Business Review articles are required reading.

· Text chapters and articles typically are read and discussed the first class each week. 

· Cases highlighting prior chapter topics (e.g. segmentation, distribution, selling, pricing, etc.) follow one week later. 

· Some cases are prepared and submitted by teams, others individually.

· Later in the quarter, cases become less topical and more integrative and complex. 

· Student teams have approximately four members each, depending on enrollment, and teams remain together throughout the quarter. (See teamwork comments below.)
· There are two written formats for preparing cases:  Boardroom Presentation (teams) and Executive Summary (individually). 

· Outlines of each format will be discussed in class and are posted on Blackboard. 

· Each case is presented in Boardroom format each week to the class by a designated team, on a rotating basis throughout the quarter. 

· Each in-class presentation lasts +/- 25 minutes, followed by +/- 20 minutes of Q&A from other teams and individuals. 

· The class then reviews key case issues and learning with the instructor the remainder of the session.

· Individual Executive Summary formats likewise are submitted on a rotating basis.

· Cases are graded and returned with comments the following class.

· The Final Project is prepared and submitted on an individual basis. It is assigned several weeks into the course and due at the end.
COURSE GRADING

Philosophy

· At this point in the graduate program, the fundamental question is how well will you perform making decisions in real-world situations, with your career on the line? 

1. “How credible will I be recommending strategic decisions my superiors?”

2. “How effective will I be in boardroom and top management presentations?” 

3. “As an employee earning an MBA premium, will I meet or exceed expectations of management identifying and analyzing problems and opportunities and delivering added value the business?”
4. “Is how I organize, support and present conclusions and recommendations credible? Do I think, contribute and perform at the highest levels?” 

· The course is designed and graded with the above criteria in mind. 

· The goal is helping students become “match fit” to meet real-world challenges, wherever and whatever those may be. 

· “Out there” your superiors assess your performance and value based on the quality of your thinking and work, whether you accomplish assigned objectives, whether you are a reliable, productive team player or not, and how much you contribute to the enterprise’s success. Superiors evaluate what you produce and how, and then decide whether to promote, flat line or let you go. If you are not generating positive returns, then you are a negative cost burden.
· “In here”, however, performance and results are measured by... grades. Grades are intended to be predictors of real-world performance.  
· In this course grading largely reflect the instructor’s assessment of the quality of individual class participation and performance on team and individual cases.
· M-4500 requires demonstration of skills and capabilities in several areas: 

· Knowledge of key text and marketing concepts and theories discussed in class.

· Competence analyzing problems and identifying opportunities presented in cases. 

· Skills organizing, analyzing and evaluating cases, including: conducting external and internal analysis, identifying bona fide strategic options, applying qualitative and quantitative analysis, recognizing implementation issues, making required trade-offs and choices, and supporting recommendations factually, logically, insightfully and compellingly. 

· Clear organization, structuring and articulation of the argument and recommendations with supporting rationale. 

· This integrative course does not lend itself to True-False, Multiple-Choice tests with right-or-wrong answers and grading rubrics. (Nor do these exist in the business world as methods of evaluation.) 

· M-4500 grading is more holistic and integrative, based principally on the instructor’s evaluation. This evaluation, in turn, is influenced by: 
(1) The instructor’s more than 30 years of business experience producing and evaluating “case situations” in the real world. 
(2) The instructor’s multiple years teaching strategic marketing courses first at CU and now DU. 
(3) The quality of each case analysis in terms of: (1) the instructor’s overall expectations regarding a given case “going in”; (2) how comprehensively relevant text and lecture materials are reflected in evaluations and write-ups; and (3) how well teams perform relative to their peers on the same cases. 

· To put this another way, the following factors influence case grading: 
(1) A somewhat absolute set of expectations the instructor has going into each case, plus 
(2) A “mental curve” that reflects the performance of each team or individual on each case relative to peers performance, with top write-ups earning higher grades and weaker ones relatively lower grades.

· Grading endeavors to replicate how work tends to be evaluated in the business world.

· Keep in mind, no grading formula is perfect nor perfectly objective either, never! Nor is how you are evaluated and rewarded in your careers. The same applies to this course. The instructor will be as objective and consistent as possible assessing work and assigning grades; yet grades in this course are, in the final analysis, based on the instructor’s holistic judgment and assessments.

Mechanics

· The grade for each team case becomes each individual team member’s grade on team cases. 

· Individual case grades and PPCQ grades comprise individual assessments.

· Class participation and contributions to class and case discussions influence PPCQ grades. (See following section.) 

· The instructor assesses in-class participation and contributions on an absolute, relative and cumulative basis throughout the quarter to determine final individual PPCQ grade. 

· The instructor’s expectations for PPCQ are clearly outlined in this syllabus and PPCQ grades reflect performance accordingly. 

· Participation of individuals on their teams may influence final PPCQ grades. Team members are given the opportunity to assess fellow team members at the end of the course as to how effective each was and how much each contributed to team success. All Peer Evaluations remain confidential.

	DELIVERABLES
	GRADING FACTORS


	Two Team Boardroom Presentations: Written Case Hand Ins. (Team Grades = Individual Team Member Grades)
	15% each, cumulative 30% of final grade

	Three individual Executive Summaries Written Case Hand Ins. 
	10% each, cumulative 30% of final grade. 

	Final Individual Project. Each student completes a final course project independently.


	25% of final grade

	PPCQ: Quality of Preparation, Participation and Contribution in Class and Case Discussions throughout the quarter


	15% of final grade. Based on the Instructor’s assessment of individual participation in classes throughout the quarter. Peer Evaluation input and case discussion leadership can be a factor in final PPCQ grade.




· All grades assigned during the course are numerical. At the end of the quarter, the cumulative, weighted numerical grades will be calculated to the decimal point, without any rounding. A corresponding letter grade is assigned per the following scale:
Numerical Range
Corresponding Letter Grade
92.5%-100.0%

A

90.0% - 92.4%

A-

86.5% - 89.9%

B+

82.6% - 86.4%

B

80.0% - 82.5%

B-

76.5% - 79.9%

C+

73.0% - 76.4%

C

70.0% - 72.9%

C-

66.5% - 69.9%

D+

63.5% - 66.4%

D

60.0% - 63.4%

D-

0% - 59.9%


F

NOTE: 

· Any case not turned in at the beginning of class the day it is due automatically earns a numerical grade of 50. A second late case earns a grade of 40, a third 30, and so on. 

· All assignment due dates are outlined in the Schedule of Assignments provided at the beginning of the quarter. There are no excuses, no extensions and no exceptions for any assignments.

ASSIGNMENTS

· Reading assignments (text and articles) are relatively light yet informative. They provide input and insights for analyzing the cases that follow. 
· The text readings review key marketing concepts in a strategic context. 
· The articles provide perspectives critical to formulating successful strategy. 
· All students are expected to read all assigned text materials and articles and come to class prepared to comment, contribute and offer insights. PPCQ grading reflects individual preparation and participation, as discussed below.
· Reading assignments typically require +/- an hour each week.
· At least three negative consequences result if you do not do the reading: 

(1) Your class participation is inferior so your PPCQ grade suffers. 

(2) You will miss key strategic marketing insights and input. 

(3) You are likely to omit critical content from subsequent assigned cases, since many cases have been chosen to illustrate reading content.

· Cases are the heart of the course. The caseload becomes intensive beginning Week 3 through the end of the quarter. If you can get ahead with assigned reading during the first 3 weeks, the remainder of the quarter becomes more manageable.

· The authors, Kerin and Peterson, write that each of the cases “requires 4 to 5 hours to prepare” on an individual basis (pg 62, textbook) and likely another 2 to 3 hours to write an Executive Summary, so 6 to 8 hours each. Team Boardroom presentations likely require 3 to 4 hours to coordinate, assemble, write, review and produce. Consequently, team cases likely require 7 to 9 hours each per person each. 

· How effectively and efficiently individuals and teams plan and budget time and tasks managing this workload is a primary challenge of the course. It is difficult to short cut case preparation and do well. However, casework can be planned and organized. (Note: All team members should be involved contributing to preparing each team case. The issue is how best to organize, parcel out and manage team tasks preparing cases?) 
· Working productively on team assignments posses a challenge in this course just as it does in business.

PPCQ GRADING 

· Attendance, preparation and quality of contributions during class discussions throughout the quarter count. Many students seem to discount this aspect of the course and the guidelines offered here. Doing so almost always results in a lower individual final grade. 

· Benefits of class discussions are influenced by the quality of student preparation, introducing different perspectives, hearing different points of view and opening all participants’ eyes and minds during the process. 

· A few comments about what constitutes quality class preparation, participation and contribution:

· Input that contributes to continuity and coherence of discussions. 

· Input that provokes individual and collective thinking, stimulates responses from others, and broadens collective understanding and comprehension. 

· Provocative questions and comments are welcome, especially if supported with facts and logic. Don’t be reluctant to challenge “group think” and “go against the flow” if you feel strongly about an opinion.

· Comments demonstrating understanding of issues, particularly when supported with data, calculations, references and relevant frameworks.

· Input that makes connections that are not obvious, such as relating material or ideas in different parts of the course, or from other courses, and demonstrating an ability to “think outside the box’ and “beyond the nine dots”. 

· Input that provides examples or illustrates discussion points. These may be drawn from observations, experiences and related readings.

· Cases are designed to provoke disagreement. In some cases, there may be more than a single viable evaluation and legitimate recommendation. The best decisions in business are made after all alternatives and angles have been aired and debated, which is what we want to explore..

· And a few thoughts on what does NOT constitute quality class participation and contributions:

· Just showing up, although not showing up insures you neither participate nor contribute. While your attendance is expected at every class, your physical presence alone does not constitute quality participation and contribution. If you don’t add value to classes throughout the quarter, you are neither participating nor contributing and your participation grade will reflect it.

· Spending time in class doing “other things”, specifically on the Internet. The difference between being engaged in discussions and taking notes on laptops and doing “other things” on the Internet is obvious, regardless how anyone tries to disguise it. 

· Keeping your head down hoping questions sail overhead and the instructor doesn’t notice. He will.

· Unprepared, uninformed, “shoot from the hip” opinions that aren’t relevant, substantiated, nor add value. Contributions are expected to move discussions and learning forward, substantively and positively.

· Quantity does not compensate for Quality. The class benefits from insights and contributions from multiple individuals, and not being overwhelmed with a preponderance of comments from only a handful of individuals. Broad-based participation is sought and will be solicited if not volunteered. 

· Again, quality of class contributions counts and influences final grades. 
· In prior M-4500 classes, PPCQ grades made the difference between higher or lower final individual course grades for many students. 

IMPORTANT COMMENTS ABOUT TEAMWORK AND TEAM DYNAMICS
· Working on teams offers advantages, and poses challenges. Maximizing team benefits and minimizing dysfunctions require subordinating individual agendas, interests, priorities, preferences and egos to the larger objective of working together as a team to achieve collective success. 

· As referenced previously, teams that decide to alternate case assignments among individual team members as a means for allocating workloads rarely perform as well as teams that allocate work required to prepare each case, thereby benefiting from having every member involved preparing every case. The former method never has worked out very well for teams, resulting in inconsistent work levels and roller-coaster grades.

· Conflicts do arise from time to time. Productive conflict occurs debating issues. Destructive conflict occurs when the debate turns negative and/or becomes personal. Resolution of negative conflicts is essential. Management does NOT want to hear from its teams: “We can’t work together. I/we can’t work with so and so.” 

· When conflict turns negative, don’t let it fester and compromise overall team performance and results for the quarter. Deal with it immediately—professionally and objectively, not personally and emotionally. Focus discussions on issues and principles, not on individuals and personalities. But deal with it, and deal with it asap!
· If conflict cannot be resolved by individuals and/or within teams, the team can request a team meeting with the instructor to discuss the matter. The instructor will meet only if all team members are present to discuss any problem situations. 
· The instructor may offer suggestions. However, it remains up to the team to implement solutions. The goal is for teams to resolve conflicts and move on.
· If the instructor concludes any team member’s (or members’) behavior has been egregious, the instructor, on the recommendation of remaining team members, may approve firing the offender(s), in which case the fired individual (or individuals) prepares subsequent assignments individually and incurs at least one full grade deduction on his or her final grade in the course as penalty for disruption and inconvenience to erstwhile team members and the instructor.
DECORUM 

· The following guidelines for this class reflect Daniels’ policies, with the objective to create a class environment conducive to learning free from distractions and disruptions. The goal: putting the collective interests of the class above individual interests and agendas. The following guidelines can influence final grades.

· Everyone is expected to be in their seat at the scheduled start time for the class, not 5 or 10 minutes late. Your employer expects you to be on time for company meetings and the same applies here.

· There is only one class discussion—that involving everyone. Sidebar discussions among individuals and team members are disruptive and unappreciated. Please do not initiate nor engage in side conversations during class. 

· Cell phone ringers are to be turned off/on silent mode throughout class. If a call must be taken during class, put the phone on vibration and step outside to take it.

· Sound on computers is to be turned off during class.

· Use of laptops in class is to be related to this course only. 

NOTE

Surfing the net/text messaging/emailing/preparing for other classes during this class distracts the instructor, which dilutes teaching and learning for everyone. This is emphatically discouraged! Nevertheless, some students still choose to engage in such behavior compulsively. If the instructor has the impression you are doing “other things” on the Internet during class, nothing will be said, but expect your final PPCQ grade to be affected negatively, just as it has been for students exhibiting such decorum in previous classes. Perception is reality.
· All laptops must be closed during all team case presentations and the subsequent Q&A sessions.

· Use DU e-mail accounts for all course-related e-mail communications.

· Course documents and announcements will be distributed principally through Blackboard. 

· CHECK BLACKBOARD REGULARLY, for Announcements, Revisions and posting of class documents.

· Respect for the academic process is the guiding principle for professional behavior and extends to all communications, including e-mail.
· In accordance with Daniels policy, there are no excuses for missing work or communications because of computer/technology problems. Contact Tech Support, 303.871.4700 to correct problems immediately.

PRIOR NOTIFICATION

· Faculty recognizes that there are unanticipated and unavoidable circumstances and conflicts that may cause you to be absent or late on occasion. 

· If you know that you will be late or absent, please notify the instructor ahead of time, via email or voice mail. Prior notification shows consideration and explains absences. 

HOPE YOU ENJOY THE CHALLENGE OF INTEGRATIVE STRATEGIC MARKETING!

PCL, 08/24/08
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