	UNIVERSITY OF CALIFORNIA AT BERKELEY: Haas School of Business�PRIVATE ��

	BA 206: Marketing Management; Spring, 2002

	Professor Priya Raghubir

Phone: 510.643.1899; Fax: 510.643.1420; e-mail: raghubir@haas; Web: www.haas.berkeley.edu/~market/

	Office hours: F696; Tuesday 2-4 and by appointment



�PRIVATE ��Course Objectives



	BA 206 is the core Marketing course in the MBA program. The course objectives are:



1.  To introduce you to the role of marketing in organizations;



2.  To teach the basic concepts and tools used in marketing, including:

	- Elements of marketing analysis: customers, competition, company

	- Elements of the marketing mix: the 4 P’s;



3.  To assist in learning how to apply these concepts and to practice making decisions through:

	- In-class case analyses (exposing you to examples of successful and unsuccessful marketing applications in the first part of the course:)

	- Guest lectures and question and answer sessions with industry practitioners in the latter part of the course.

	- The Markstrat Simulation;



4.  To improve presentation and writing skills and provide opportunities to articulate and defend positions via written individual assignments and a group project.



	The overall theme of the course is to emphasize the process of thinking: qualitatively, quantitatively, and strategically, using concrete, real-life practical examples as specific exemplars, drawing from both traditional areas of marketing as well as newer areas including high technology, non-profit and global marketing.



	The course is organized into four distinct, yet inter-related sections.  Except for the first section that is introduced gradually through the course, the other sections are modular and sequential:



1. Marketing Tools: Quantitative Analyses for marketing decisions (2 sessions), marketing research (2 sessions)



2. Marketing Strategy: 3 C;s: Company, customer, competition (5 sessions)



3. Marketing Mix Variables: 4 P's: Product (3 sessions), Price (2 sessions), Place (2 sessions), and Promotion (2 sessions)



4. Integrative Marketing Applications: Markstrat (2 sessions), Special Applications and Integrated Case analyses in for different product-market situations, including: services, non-profit, high technology, business to business, entrepreneurial, global, and retailing (7 sessions)





�PRIVATE ��Course Materials



Text: Winer, Marketing Management, Prentice Hall, 2000.

Larréché and Gatignon, MARKSTRAT 3, South-Western, 1998.

A reader containing the cases for the course should also be purchased.



�PRIVATE ��Course Administration

	The course consists of lectures, case analyses, guest lectures and participation in a marketing simulation, MARKSTRAT.  The lectures will complement the text and will not attempt to cover all points raised in the reading.  Details on the MARKSTRAT simulation will be provided at a later date.

�PRIVATE ���tc  \l 1 ""�

�PRIVATE ��Course Grading

	Class participation						20%

	Individual Assignments	(3 x 10% each)				30%:	1st half of the course

	Midterm Exam							20%

	Group-Assignment: (10 moves + MARKSTRAT project write up)	30%:	2nd half of the course



	I encourage you to form groups early on in the course and work together.  The groups can be a maximum of 5 people, and may be used for the Markstrat simulation.  Except for the three individual assignments, and the mid-term examination, you are encouraged to work together on all other class preparation, including analysis of a case prior to class.



Exam. The midterm will be a take home case study (4 pages double spaced in 12 point font + exhibits). 



Individual Assignments. There will be three individually written case-based assignments (2 pages typed double spaced in 12 point font + exhibits) selected from cases discussed in class. Case questions are appended at the end of the syllabus.  All assignments are due in class, at the beginning of the class.  Only hard copies will be accepted.  If you are not going to be in class, ensure someone bring the assignment in for you, or submit it to my mailbox (5th floor, Faculty wing), by 9:00 a.m. of the day that it is due.  Do not email me your assignment.  I will not open the attachment.  Late assignments will not be accepted.  Home work assignments will not be graded, but can be submitted for extra class participation credit.



The following will help you analyze a case.

Case Analysis Guide:  How to analyze a case: 

	What’s the problem?  (Common marketing problems include: Should the firm enter or not enter a business area [go-no go decisions], choice of entering one area or another area (product decisions; market decisions), which (and how many) customer group(s) to target, how to retaliate against or attack competition (proactively/ defensively), how to position a brand, whether to conduct market research, and if so what type of research to conduct, how to allocate the budget between various promotional media or sales, decisions regarding changes or continuation in distribution channels, brand names, what price(s) to charge, what type of advertising to run, media decisions, etc.)

	What are the decision alternatives?  (These are usually implicitly or explicitly provided in the case, but you should feel free to go beyond those that are given)

	What are the company’s strengths and weaknesses? (Examples of areas that could be strengths or weaknesses include: brand name, customer franchise, costs of production, experience, suppliers, distribution channels, financials, technology, and operations etc.)

	What are the environmental opportunities and threats?  (These include changes in the overall environment such as changes in the economy, socio-political climate, customer demographics, government regulations, consumer attitudes, competitive environment, technology, globalization etc.)

	How can one assess the pros and cons of each of the decision alternatives against the backdrop of company strengths/ environmental opportunities, keeping competitive considerations in mind?  These include quantitative analyses such as short-term and long-term breakeven analysis, profitability of different decisions, and sensitivity of profitability to alternate scenarios depending on assumptions about unknown variables (e.g., market size); as well as qualitative analyses such as fit with the company strengths, fit with existing opportunities, likelihood of competitive retaliation etc.

	THEN make a decision. (Justify it in terms of the analysis above – NOT the other way round).  Ideally a chosen decision should be justified in terms of whether (and how) it leverages the company’s strengths and environmental opportunities better than the other options available.

	There are no right or wrong decisions, just incomplete or complete analyses.



MARKSTRAT Assignment.   The MARKSTRAT assignments will be done in teams assigned firm names ranging from 1-6 prefixed by PR and suffixed by A, E, I, O, or U.  There are a maximum of 4 people to a team, for a total of 15 teams per section. Delay in submission of your choice of team will result in your being assigned to a team made of those who did not submit their teams.  Identify people you work well with, and whose skills are complementary (rather than substitutable) to yours. Each group needs to write a summary based on your experiences and what you learnt (8 pages + exhibits). Details about this write up are appended at the end of this syllabus. The grade will be based on relative performance as well as the write up.  All members of the group get equal credit for the group grade.  You should attempt to work out issues with group dynamics with group members before bringing them to my attention.



Class Participation. 	

	Participation enriches the quality of our classroom and your learning experience, and also makes up a significant portion of your grade.  Students participating in class do at least one grade better than those that do not participate.  For effective class participation you need to have read the assigned materials before the class session.  Case discussions are a critical component of the learning process for this course.  I might "cold call" on you, asking you questions about the assigned material and your opinions. (If, for any reason, you have not read the materials please let me know before the class.) 



	Case discussions count the maximum towards your participation grade. (Problem sets can be handed in for extra class participation credit.) After case discussions, you will be graded as to whether or not you effectively participated in that session.  You should aim to participate at a minimum in at least half the case discussions, and ideally, in every one.  Note that missing classes will hurt your participation grade.  However, attending class and not participating will not help it.  Participating more than once in a class session is not necessary and may backfire. Note that the quality of your participation is what counts, not the amount you participate in each class.  Excessive participation might reduce your grade if you are seen as monopolizing a class discussion, or not adding to its quality.



	Effective class participation includes your 1) asking questions about concepts you have either not understood from the book or agree or disagree with; 2) sharing your experience or point of view with the class; 3) building on points raised by others; 4) relating topics discussed to previous class discussions, particularly lectures based on the topics, or previous case analyses. 



	Class attendance is mandatory.  Regular and punctual attendance is a necessary but not a sufficient criterion for high class participation grades.  Please do not come to class late as this distracts other class members and me.  Once you are in class, please do not leave the class for any reason. (If you have an interview to attend, you will be asked to use the “interview bench” in the front of the class to minimize disruption.) Switch off all cell phones, pagers etc. before you enter the classroom.  



Please stay in the same seats through the semester.  This will assist me in getting to know you faster.



�PRIVATE ��The course outline is attached.  It may change during the course of the term.  It is your responsibility to follow class announcements.  

�	Summary of Course



Section 1: Marketing Tools (4: Sessions 1, 2, and 21, 22)

	Strategic Marketing Orientation

	Break Even Analysis

	Sensitivity Analysis

	Margin analysis and profitability calculations

	Market Share calculations

	Market Research*

	Demand forecasting*

	



Section 2: Marketing Strategy: 3 C's (5: Sessions 3-7)

	Environmental Opportunities and Threats

	Company Strength - Weakness Analysis

	Competitor Analysis

	Competitive Strategy

	Customer Analysis

	Segmentation and Positioning

	

	

Section 3: Marketing Mix Variables: Implementing Position Using 4 P's (9: Sessions 8-14, 19-20)

	Product Management: Including Branding and managing a product line

	Pricing: Economic and Psychological Issues

	Place:	Sales and Distribution Management

	Promotions: Advertising, Publicity, and Sales Promotions





Section 4: Marketing Applications (9: Session 18, 23-30)

	Simulating marketing decisions using MARKSTRAT

		Segment choice 

		Product positioning

		Using price, place, and promotion to firm position



	Integrated analyses of different product-market situations

		Identifying Problem 

		Delineating Decision Alternatives

		Conducting Strength Weakness Analysis along Company, Customer, Competitor lines 

		Identifying Opportunities and Threat

		Deciding on Core Strategic Position 

		Implementing Tactical Marketing Mix: 4 P’s

			- International Marketing

			- High Technology Marketing

			- Services Management

			- Business-Business

			- Non-Profit Marketing

		- Retailing

		- Entrepreneurial Low Budget Ventures



*: 	The timing of these sessions is later in the course.

��PRIVATE ��	Course Outline	

* = 	Case will be repeated in the latter half of the course.



SECTION 1: MARKETING TOOLS	 Winer Text Chapter #

Jan 22	1.	Course introduction and Introduction to Case Analysis.

		Case: Federal Express Money Back Guarantee (A)*	1 & 2

		1. What should the CEO do with the customer complaint?

		Objectives: 	a. To learn how to analyze a case: quantitatively and qualitatively

				b. To appreciate the central role of the customer

				c. Appreciate historic orientations: from production to strategic

				d. To learn to make assumptions & conduct sensitivity analysis



Jan 24	2.	Marketing Math

		Case: Gillette Safety Razor Division

		Note: Basic Quantitative Analysis for Marketing

		1. Should Gillette enter the cassette tape industry?  

		2. Do a break-even analysis 

		3. Based on forecasted demand, what market share must Gillette achieve to break even?

		Objectives: 	a. learn margin analysis (fixed/ variable costs), break even 

				b. To do market share calculations

				c. Practice in problem definition and delineating decision alternatives

				d. Practice in Strength-Weakness-Opportunity-Threat analysis

				e. Introduce typical marketing problems: branding, product range, pricing, distribution. 

Homework #1: Problem Set 1 handed out



SECTION 2: MARKETING STRATEGY: 3 Cs: Company, Customer, Competition

Jan 29	3.	Marketing Strategy: Assessing Opportunities and Threats	7 

		Case: Bajaj Automobiles Limited 

		What were BAL’s Strengths and Weaknesses?

		Who are Bajaj’s competitors and what is their Competitive Strategy?

		What are Bajaj’s strategic options in this environment?

		Objectives: 	a. Identifying Strengths and Weaknesses of Company/ Competition

				b. Identifying Layers of Competition

				c. Identifying types of Opportunities and Threats: potential/ realized.

				e. Offensive vs. defensive modes of competition. 



Jan 31	4.	Marketing Strategy: Deciding Overall Competitive Position

		Case:	ETrade Securities, Inc.	 3

		What are ETrade’s Strengths and Weaknesses?

		Who are ETrade’s Customers?

		What major trends are affecting the industry?

		Should ETrade continue being low-cost or should it add value?

		Objectives: 	a. Basic competitive positions: low cost/ product differentiation/ niche. 

				b. Analyzing trends in the market place. 

Homework #2: Watch Superbowl on Feb 3



Feb 5	5.	Marketing Strategy: Competitive Advantage and Superbowl Advertising	 

		Objective: 	review of basic competitive strategy (sessions 1-4)



Feb 7	6.	Segmentation 	Assignment 1 due

		Case*: Citibank: Credit Card in Asia (A)	5

		1. How many customers does Citibank need to break even in each country?

		2. What  segmentation criteria can Citibank use to segment the Asia-Pacific market?

		Objectives: 	a. levels of segmentation

				b. criteria for segmentation 

				c. steps in segmentation: segmenting-targeting-positioning

				d.  identifying characteristics of an ideal target segment



Feb 12	7.	Positioning: Customer Analysis	

		Case: Land Rover North America, Inc.

		1. Who buys SUVs?

		2. What are the main motivations for SUV purchase? 

		3. What should Land Rovers's positioning be?

		Objectives: 	a. the 5 w, 1 h analysis of a customer. 

				b. importance of positioning 

				c. tradeoffs between company strengths and market opportunities 



SECTION 3: POSITIONING USING THE MARKETING MIX VARIABLES: 4Ps

Feb 14	8.	Product Management – Lecture	3

		Objectives: 	a. layers of a product: core to augmented

				b. product positioning: when is perception reality

				b. product life cycle concepts



Feb 19	9.	Product Management – Managing a Product Line 	Assignment 2 due

		Case: Colgate Palmolive Company: The Precision Toothbrush

		1. What changes are occurring in the toothbrush category?  

2. Assess Colgate Palmolive’s competitive position

3. How is the toothbrush market segmented?  

4. What is the consumer decision process for a toothbrush purchase?

5. How should Precision be launched? 

		Objectives: 	a. issues in managing a product line

				b. managing a product at different stages of its life cycle



Feb 21	10.	Product Management: Guest Lecture on Branding: Kevin O’Donnell of Prophet

		Objectives: 	a. what is a brand: functional and emotional roles played by a brand

				b. choice of a brand name

				c. managing a brand name: brand equity/ brand dilution



Feb 26  11.	Pricing: Economic Bases for Pricing	11

		Case: Optical Distortion Inc.

		1. Calculate the savings to a farmer switching to ODI. 

		2. What are the market segments that ODI should focus on?

		3. Should ODI go ahead? 

			a. Assess whether market-size is sufficient to allow ODI to break even.

			b. Assess whether margins are sufficient to provide value and cover fixed costs

		4.What product characteristics make a product appealing or unappealing?

		5. What factors influence trial, repeat purchase and adoption?

		6. Which of these factors are within a company’s control?

		Objectives: 	a. costs as a pricing floor

				b. customer value as a pricing ceiling

				c. factors affecting diffusion of an innovation

				d. differences in the product life cyle in high tech: crossing the chasm	



Homework #3: Problem set 2 handed out



Feb 28 12. 	Pricing: Additional Competitive and Customer related Bases for Pricing

		Case:	American Airlines: Fare Wars!	12

		Is Value Pricing good for consumers? The company? The industry?	

		Objectives: 	a. reference pricing effects of customers attitudes towards pricing

				b. game theoretic effects of competitive retaliation

				c. price discrimination



Mar 5	13.	Channels of Distribution and Personal Selling: Lecture	9, 10

		Objectives: 	a. Functions of a channel 

				b. managing channel conflict

				c. issues in sales management 



Mar 7 14.	Channels of Distribution 	Assignment 3 due

		Case: Dell Online.

		How can Dell achieve its goal of $20 billion?	

		objectives:	a. channel choice decisions

				b. channel choice as a way of positioning, and competitive advantage



Mar 12 15.	Mid Term Review of Sessions 1-14



Mar 14	 16.	MID TERM EXAM HANDED OUT IN CLASS



Mar 19  17.	MID TERM EXAM DUE IN CLASSROOM AT 11:00 AM





Mar 21  18.	Introduction to MARKSTRAT.	MARKSTRAT III manual, Chs. 1-6



	March 22: Markstrat Move # 1



---------------------------------- SPRING BREAK --------------------------------------------



Apr 2  19.	Promotions: Communication and Advertising Strategy 	8

		objectives:	a. the promotional mix: push versus pull

				b. different functions of advertising





Apr 4  20.	Publicity

		Case: Launching the BMW Z3 Roadster	

		Evaluate the BMW promotional campaign.

		objectives:	a. cost, control and credibility in public relations vs advertising

				b. non-traditional methods of marketing



	April 5: Markstrat Move # 2



Apr 9 21.	Market Research: Lecture	4

		objectives:	a. when and why to conduct market research

				b. process of market research: problem definition to conclusion

				c. pros and cons of different primary data collection methods

	April 10: Markstrat Move # 3



Apr 11 22.	Marketing Research: Demand Estimation 	15, 17

		Case:  Zenith: Marketing Research for High Definition Television	

		1. What will the demand for HDTVs be?  

		2. What research must be conducted to examine consumer preferences?

		3.What product characteristics make a product appealing or unappealing?

		4. What factors influence trial, repeat purchase and adoption?

		5. Which of these factors are within a company’s control?

		objectives:	a. market research reduces uncertainty and refines estimates

				b. methods of demand forecasting.

				c. internal validity in data collection methods

				d. factors affecting diffusion of an innovation

				e. differences in the product life cyle in high tech: crossing the chasm	



	April 12: Markstrat Move # 4



SECTION 4: INTEGRATED MARKETING STRATEGY AND APPLICATIONS

Apr 16	23. 	Advertising: Guest Lecture: Greg Stern of Butler, Shine and Stern

	April 17: Markstrat Move # 5



Apr 18	24.	High Technology Business to Business Marketing: Guest Lecture: K Balachandran of Hewlett Packard	

	April 19: Markstrat Move # 6

	

Apr 23 25.	Non-Profit Services Marketing 	13

		Case: American Repertory Theatre.

		1. What are the key considerations in setting price?

		2. List methods by which ART can price discriminate.

		3. Design a direct mail strategy.

		objectives:	a. customer orientation versus product orientation

				b. differences between product and services

				c. product management issues: augmented products; subscriptions

				d. price discrimination and related issues in a non-profit service 

				e. direct mail methods of promoting

	April 24: Markstrat Move # 7



Apr 25	26.	Services Marketing and Customer Relationship Management	14

		Case: Federal Express Money Back Guarantee (A)*

		objectives:	a. customer lifetime value

				b. customer relationship management

	April 26: Markstrat Move # 8



Apr 30	27.	Guest Lecture: Marketing in an Entrepreneurial Venture: Tom Franier of Semifreddi’s Bakery

	May 1: Markstrat Move # 9



May 2	28.	International Marketing 	16

		Case: Citibank: Credit Card in Asia (A)*	

		In which countries should Citibank first launch a credit card?

		objectives:	a. country entry mode and timing decision

				b. cross cultural differences 

				c. globalization vs. standardization decisions

				d. ethics in global marketing

	May 3: Markstrat Move # 10

			

May 7	29	Retailing: Integrated Marketing Programs

		Case:	L.L.Bean Corporate Strategy	

		What are LL Bean's options to achieve 25% growth?

		How should LL Bean grow?

		How can LL Bean manage its growth without compromising its strengths?



May 9	30	MARKSTRAT wrap.  	 GROUP WRITE UP OF MARKSTRAT EXPERIENCE

�Course Reader Contents



1/22 Case: Federal Express Money Back Guarantee (A)		9-690-004	Distributed in Class

1/24 Case: Gillette Safety Razor Division				9-574-058

1/24 Note: Basic Quantitative Analysis for Marketing		9-584-149

1/29 Case: Bajaj Automobiles Limited				9-593-097

1/31 Case: ETrade Securities, Inc.					Stanford Case

2/7 Case: Citibank: Credit Card in Asia (A)			9-595-026	Individual Assignment

2/12 Case: Land Rover North America, Inc.			9-596-036

2/19 Case: Colgate Palmolive Company: The Precision Toothbrush 9-593-064	Individual Assignment

2/26 Case: Optical Distortion Inc.					9-575-072

2/28 Case: American Airlines: Fare Wars!				9-594-001

3/7 Case: Dell Online.						598-116		Individual Assignment

4/4 Case: Launching the BMW Z3 Roadster			9-597-002

4/11 Case: Zenith: Marketing Research for High Definition Television 9-591-025

4/23 Case: American Repertory Theatre				9-580-133

5/7 Case: L.L. Bean Corporate Strategy				9-581-159

�	Summary of Deliverables: Due in Class at the Beginning of the Class.

Statutory Warning: Dates on Calendar are Closer than they Appear!



Feb 7	Assignment 1: Citibank: Credit Card in Asia (A) 	10 points total (2.5 points each)	

1. Calculate Customer Acquisition Costs of the 4 methods in Table A. (Assume 250 working days per sales person).

2. Use a step-wise approach to calculate total costs for different sizes of operation:  volumes of 250K, 500K, 750K, and 1 million cards. Make assumptions where a range is provided for fixed or variable costs. 

3. Use the data in Table B to estimate average revenue per customer. (State any assumptions you use.) At what size of operation will Citibank break even?

4. Delineate 4 segmentation criteria that Citibank can use to segment the Asia-Pacific market. Rank or rate each country in terms of these criteria.



Feb 19	Assignment 2: Colgate Palmolive Company: The Precision Toothbrush 	10 points (2.5 points each)

1. What changes are occurring in the toothbrush category?  

2. How is the toothbrush market segmented?  

3. What is the consumer decision process for a toothbrush purchase?

4. Should Precision be launched as a Niche or Mainstream entry? Defend your answer.



Mar 7 	Assignment 3: Dell Online.	10 points total (2.5 points each)

1. What are the advantages of the Dell Online Model?

2. What are some risks associated with Dell Online?

3.What do you recommend and why?

4. If you recommend in favor of Dell Online specify how you would use it to achieve Dell’s goal of $20 billion? If you recommend against it, specify how Dell can achieve its goal without Dell Online?	



Mar 19  	MID TERM EXAM DUE IN CLASSROOM AT 11:00 AM      	20 points



March 22: Markstrat Move # 1



April 5: Markstrat Move # 2



April 10: Markstrat Move # 3



April 12: Markstrat Move # 4



April 17: Markstrat Move # 5



April 19: Markstrat Move # 6



April 24: Markstrat Move # 7



April 26: Markstrat Move # 8



may 1: Markstrat Move # 9



may 3: Markstrat Move # 10



May 9	GROUP WRITE UP OF MARKSTRAT EXPERIENCE	30 points



Your group assignment for MARKSTRAT is to write a paper (6-10 pages excluding exhibits) that sets out your goals and strategies over the 10 simulated “moves” and summarizes your firm’s performance.



	More specifically, you should cover the following:



A (brief) overview of the situation your management team took over.



Your overall objective(s) and strategy for your company.



Specific objectives/strategies for the “surviving” brands.



A description of the evolution of the market and any actions you took to adjust during the 9 moves.



An assessment of your position at the end of the 10 moves.



On what basis your shareholders should reward you and how well you should be rewarded.



What you would do differently if you could turn back the MARKSTRAT clock (i.e., what mistakes did you make?).



Include as exhibits summary data of your performance over the 10 periods.



	Please do not write the paper using the above points as sections.  Write this as you would to create a summary of your management team’s performance that could be used for a new team that is taking over.  In other words, cover the above and anything else you wish that you feel you should include in memo or report style.



	I will not be evaluating your performance based on cumulative share, profits, or the like within your industry.  Clearly, some teams started in better positions than others.  I am looking for coherent strategies and a good understanding of the market’s evolution that should hopefully produce good results relative to your starting point.  I will, however, compare your team’s results to similar teams in other industries, and evaluate you in terms of an appreciation of the lessons you have learnt.





�







 



 








