MKT 449
   Marketing Management SEminar
    Spring, 2009
Instructor:
   
Dr. Mary T. Curren

Office:
   
JH 4144; (818) 677-2070 

Dept. Office:  
JH 3119; (818) 677-2458 or 677-2457
Website:

www.csun.edu\~vcmkt00z 
E-mail:
   
mary.curren@csun.edu

Classroom:
   
JH 1127 
Office Hours:
Tu-Th 12:45-1:45; Tu 3:00-4:00
Lab:

   
JH 2103 & 2107

COURSE OVERVIEW

COBAE’s mission statement indicates that “our graduates are effective communicators and ethical decision makers who are proficient in the theory and practice of business.”  I assume you will conduct yourselves in accordance with the following core values --- Respect, Honesty, Integrity, Commitment, and Responsibility --- as expressed in your Student Core Values Statement and Ethical Conduct Pledge.

MKT 449 is your capstone marketing class; consequently, it entails the application of your marketing skills in a variety of contexts.  For example, your critical thinking skills will be used in the discussion of a variety of cases and in the development of your computer simulation (Markstrat) decisions.  Your interpersonal communication skills will be applied in your group(s).  Your listening skills will be applied in the case discussions and your reflective thinking skills will be exercised in your vote justifications.  Your presentation skills will be used in the presentation and defense of your case recommendation and your Markstrat marketing plan.  Additionally, your creative thinking and your written communication skills will be used to develop case memos, a paper on persuasion, and presentation materials for your case and plan.  

E-mail Issues

I primarily access e-mail from my office on campus and I will definitely check email at least once on those days, but seldom otherwise.  I have a tendency to automatically delete vague or suspicious e-mails.  So that your e-mail doesn’t get automatically deleted, please be specific and include 449 in your subject heading.  

COURSE PREREQUISITES

Gateway (course and lab), MKT 304, either MKT 346 or MKT 348, and second semester senior standing.    Passing score on the Upper Division Writing Proficiency Exam.  Given the applied nature of this course, I feel I must warn you that those who do not understand market research prior to undertaking this class are at a significant disadvantage.  

TEXTS

Markstrat Online (English Electronic Handbook With License).  ISBN#: 0-9743063-4-7.  Authors:  Jean-Claude Larreche, Hubert Gatignon, and Remi Trilet.  Publisher:  StratX International.  You should order and download this online at http://www.stratxstore.com/MarkStrat-C6.aspx, then use your license to register for our class (A95340) online at http://www.markstrat.com/.
The case packet is available online from Harvard Business School Publishing (HBSP) at 
http://harvardbusinessonline.hbsp.harvard.edu/relay.jhtml?name=cp&c=c27074
GRADES

Grading will use the plus/minus system and will be derived from the following:

15%
Case Presentation


30%
Participation (case/plan days)
15%
Markstrat Performance 

20%
Persuasion Paper
20%
Markstrat Marketing Plan
PERFORMANCE APPRAISALS

Since 15% (if you play Markstrat on your own) to 50% of your overall grade reflects work done in groups, and it is impossible for me to know what goes on in your group, I need your help in evaluation.  When you work in a group, I expect you to develop an agreement about individual responsibilities.  Then, when your group work is over, each member of the group will provide me with his/her quantitative and qualitative assessment of each member’s contribution. At the conclusion of each group assignment, I want each of you to take 100 points, allocate these points appropriately across the entire team (include yourself), and provide a written explanation for each person’s point allocation.  Since I use these appraisals to modify individual grades, I tend not to let you know how you have performed on a group assignment until I have received each member’s allocations.  These allocation memos can be e-mailed to me.

MARKSTRAT ONLINE
You will participate in the Markstrat computer simulation game.  This is where you get to practice running a division of a company without the risk of losing your job and/or real money; however, you will be graded on your performance in terms of how much money you make over the course of the simulation compared to how much money everybody else makes.  You will also be graded on the marketing plan you develop and present at the end of the simulation.  This presentation will be similar to the case ones in that you will be role playing.  Specifically, you will be asking the board for an appropriate budget with which to carry out your next year’s plan.  

  Markstrat Marketing Plan Presentation Guideline 
The following outlines what must be contained, at a minimum, in your presentation slides. Keep in mind, however, that you need to convince the board that your recommendations make sense.  Consequently, you must provide support for your decisions, which can be done by sharing some of your analyses.  An electronic copy is due before class starts on April 28, while a legible (no more than 2 slides to a page) printout of your slides is due at the beginning of class on the day you present.

Introduce yourself: include your name & your position (e.g., v-p of marketing).

Provide your division's portfolio plans for the long- and short-term.  Discuss your mission, vision, and division growth strategies.
SPECIFY NEXT YEAR's PORTFOLIO objective and budget request.  BE SURE TO show how thESE compare to last year. Objectives must be specific & quantified and are often stated in terms of revenue or unit sales.
Specify objectives for individual brands.  Make sure that the sum of these equals your portfolio objective.  For example, consider a portfolio of 3 brands.  If the portfolio objective is to achieve $5 million in revenue, this could be achieved in a variety of ways, just one of which would be to have Brand 1’s revenue objective at $2.5 million, Brand 2’s at $1.5 million, and Brand 3’s at $1 million.

Provide your brand plans one brand at a time.  Your presentation slides should have columns for this year and next year related to each of the following:

Target Market

Sales and brand demand estimates (sales and demand are not necessarily the same)
Price (MSRP and your average selling price)

Advertising: research budget, media budget, and ad message
Distribution: physical number of salespeople in each channel

R & D: budget & physical characteristics
Remember that unlike our situation with the cases, the majority of your audience will not know your precise current situation.  Consequently, you MUST present the current and planned data together under the brand name.  You may elect to present this information in another format (e.g. by function) elsewhere in your presentation, but that would NOT replace presenting the above combination of current and planned brand information.    
Indicate your assessment measures.  Which reports do you need and why?
Provide a complete summary table of your expected revenues & expenses by brand and with a total column.  The marketing plan module in the simulation, if used properly, is a great help here.  
Repeat your budget request and ask for its approval.
CASES

The objective here is to practice your skills in analyzing situations, presenting persuasive recommendations, and active listening.  For your assigned case, expect to spend about 10 minutes presenting your viable recommendation(s) with supporting analysis and the remainder of the class time answering questions.  Consider your classmates to be the board of directors who will vote on your recommendation.  Prepare to defend your recommendations, but be sufficiently open-minded to acknowledge alternative views.  
Your grade will be based upon your persuasiveness, which is highly dependent upon preparation, organization, content, and presentation style.  A grade of “C” represents competence, which on this assignment would mean a reasonable recommendation based on a sound analysis and supported by adequate answers to questions.  Grades higher than a C are qualitative assessments (very good = B; excellent/outstanding = A).  Grades lower than a C (fair = D; failure = F) are assigned when some analysis was missing or questions weren’t adequately answered.

You need to hand in one hard copy of your visual aids (i.e., PowerPoint slides) at the beginning of your presentation.  I use these to take notes during the board meeting, so your grade will be negatively affected if you fail to provide these on time.
Case Participation.  A good board of directors does not just passively agree with all of management's recommendations.  As a board member, you assume a fiduciary responsibility; consequently, you should make sure that you fully understand the implications of your vote.  This means that you will undoubtedly have questions to ask the managers.  Although these questions may be critical in nature, they should be asked in a professional, respectful manner.  Reasonable people will often disagree, but that does not mean that they can’t work together.

Don’t forget that you are part of a professional board.  This means that you should be considerate of the other directors: do not hog the floor, and do not repeat questions that have already been adequately answered.  If you believe that a question has not been adequately answered, then attempt to phrase it differently.
Your participation grade is primarily derived from the quality of your oral participation; secondarily from the quality of your vote; with homework serving as kind of a tiebreaker for those in-between grades.
Case Homework.  You must hand in a one-page typed homework assignment for each of the cases you are not presenting.  In these, you assume the role of management, state your recommendation to the board, and provide a table of the pros & cons associated with implementing your recommendation.  Keep in mind that boards set strategy, policy, and budgets; thus, your recommendation is actually a request that the board adopt a specific strategy, policy, or budget.   These memos are due at the beginning of class.  If you are unable to make it to class or have print quota issues, e-mail your memo to me before class time to indicate that you were prepared to participate.  Homework will not be returned to you, since it is not individually “graded” --- it merely constitutes evidence of your preparation to participate.  
PAPER ON PERSUASION

You need to write a paper about persuasive oral business communications.  This paper must incorporate both secondary and primary data.  The secondary data will provide the foundation for your paper, while the primary data will be used to provide examples that clearly illustrate your secondary points.  The secondary data can come from any credible source(s), but your paper must properly acknowledge your source(s).  All facts or ideas in this paper must either be derived from observations of our class (no source citation necessary) or from credible secondary sources that are promptly acknowledged.

You should decide on a framework for your paper prior to our board meetings.  After all, your primary data will come from your observations of our board meetings, which means you should be taking note of examples (positive and/or negative) that illustrate your secondary research points.  
This paper is due by midnight on April 14 and the body (i.e., not inclusive of references or charts) of it may not exceed 4 pages of text.  Other notes:
· Use one inch margins, at least 12-point font, and a minimum of 1.5 line spacing.

· Use appropriate headings & subheadings to organize your paper & guide your reader.

· Use correct grammar and spelling.  
· Any form of academic dishonesty (see catalog) earns an automatic F in the course.  One form of academic dishonesty is plagiarism.  Plagiarism may not seem like a big deal to you, but it is a serious offense.  Business is based on trust.  Plagiarism destroys trust.  It’s that simple.  In an effort to reduce your likelihood of plagiarizing on your research paper, I request that you:
· submit an electronic copy of your paper to www.turnitin.com.  This service compares your written words to those submitted by other students as well as to articles and papers in its database.  After creating your user profile at www.turnitin.com, you can upload your paper. Our Turnitin.com class name is 449 SP 09,  with the class ID number 2573404 and the password ethics.  You will see that there is one persuasion paper assignment and I have provided 2 revision opportunities in case you choose to alter portions of your paper. This allows you to submit your paper early, check Turnitin’s report, and revise accordingly before the final deadline.  Keep in mind, your final submission is due by midnight on April 14.
· retain a hard copy of your paper and all source documents as I may request these of selected students based on my review of the electronic submissions.  If I request these photocopies from you, I will expect quick compliance to enable me to thoroughly check the adequacy of your source attributions.  
· certify the work as your own (i.e., indicate that the paper contains only your work and that all sources have been properly referenced).
Make sure you aren’t penalized for something stupid --- If you have questions about whether or how to note something, ask before you submit your paper! 
449 SP 09 Course Schedule
1/20-22
Introduction to course. Purchase and read your Markstrat Online manual -- there will be a quiz on Tuesday (1/27) before I go over the material. Register online for the simulation with your unique license purchased from StratX. To register, you will also need our Markstrat Course ID#, which is (A95340).   
Purchase your case packet at http://harvardbusinessonline.hbsp.harvard.edu/relay.jhtml?name=cp&c=c27074
Marketing Strategy--An Overview by E. Raymond Corey is in your case packet for those wanting a quick review.
1/27-29
In-class Quiz regarding Markstrat Online at beginning of class on Tuesday 
For most of the semester, your Markstrat decisions are due by the end of my classes on Tuesdays (let’s call it 12:30). You have class time on Tuesdays to work in your groups on Markstrat and/or case preparation.  I will be available in the lab (2103-2107) during our class time on those days.  We will meet in the classroom on Thursdays for our board meetings (case role playing).

Regarding our case role playing: the presenters are managers in the company, while the rest of us are Directors (e.g., we are the Board).  The managers call these meetings, so they should provide a clear agenda.  A question-and-answer period (board members ask questions; management answers) will follow each presentation.  Finally, the board members will vote (in writing) to approve/reject management’s request.  
HBSP has some useful analysis discussions to accompany the first 3 cases we are using.  Our first 4  cases are “brief cases” that are shorter and more focused than those that follow.
Before preparing your first case, read Evidence-Based Management by J. Pfeffer and R. Sutton.  
2/3-5

MARKSTRAT Online ungraded play (assuming everyone has registered by now)

CASE #1: Natureview Farm (yogurt manufacturer seeking to grow).  See discussion at http://harvardbusinessonline.com/flatmm/flashtools/channelmargins/
2/10-12
MARKSTRAT #1.  CASE #2: Fashion Channel (market segmentation). See discussion at http://harvardbusinessonline.com/flatmm/flashtools/segmentation/ 
2/17-19
MARKSTRAT #2.   CASE #3:  Mountain Man Brewing Co. (brand equity & extension). See http://harvardbusinessonline.com/flatmm/flashtools/breakeven/
2/24-26
MARKSTRAT #3.   CASE #4: MedNet.com Confronts Click-Through Competition 
3/3-5
MARKSTRAT #4.   CASE #5: Nectar: Making Loyalty Pay 
3/10-12
MARKSTRAT #5.   CASE #6: Cabo San Viejo: Rewarding Loyalty
3/17-19
MARKSTRAT #6.   CASE #7: Lincoln Electric
3/24-26
MARKSTRAT #7.   CASE #8: Harley-Davidson: Preparing for the Next Century
3/31-4/2
MARKSTRAT #8.   CASE #9: Black & Decker Spacemaker Plus Coffeemaker (A) Read: Planning for the Inevitable Product Recall by Barry Berman 
4/7-9
Spring Break!!
4/14-16
Electronic submission of your persuasion paper to www.turnitin.com is due by midnight on the 14th.  This week we will not have a case.  Instead, we will have the final two rounds of the simulation.  MARKSTRAT #9 is due on Tuesday @ 12:30.  MARKSTRAT #10 is due on Thursday @ 12:30.  The results of this round set the stage for the period 11 marketing plan that is due Apr. 28.  Make sure that you purchase all relevant market research studies so that you can justify your proposed plan. 
4/21-23
Markstrat Marketing Plan Workshop on Tuesday.  I'll be available in the lab in case you have any questions about your marketing plan, which is due next Tuesday.  I may be en route to a conference on the 23rd, so you may be on your own that day.  I’ll let you know after spring break.
4/28-5/7
Markstrat Marketing Plan Presentations.   An electronic copy of each firm’s complete powerpoint slideshow is due before class starts on 4/28, regardless of when you present.  One paper copy of your slides is due at the beginning of class on the day you present.  If we are unable to hear from each firm's managers by the end of class on May 7, we will finish during the final exam time.
The syllabus for this course is available online at http://www.csun.edu/~vcmkt00z/mkt449.html
