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Dr. Lawrence J. Marks 




Home Phone: (330) 650-5758 

Office--516 BSA (lmarks@kent.edu)



Office Phone: (330) 672-1266 

Website:  http://www.personal.kent.edu/~lmarks/ and http://kent.amvonet.com
Required Texts: (1) Marketing Management, 10th Edition for created for KSU (2011), McGraw-Hill Irwin; J. Paul Peter and James H. Donnelly, Jr.; and (2) MarkStrat Student/Participant Handbook . 

PURPOSE: 

This course is designed to increase your understanding of the principles of marketing strategy and to help you think about their application in integrated marketing programs for both industrial and consumer markets. 

COURSE FORMAT: 

The course utilizes three approaches to the material. The first approach involves  lecture/discussion of the elements of marketing strategies. This will be based on the assigned textbook readings and your managerial experiences. The second involves application of marketing concepts to discuss managerial situations in a mini-case format. The third approach gives you the opportunity to apply your knowledge and managerial expertise in a simulated industrial business environment. Taken in combination, these three methods of learning should provide you with a challenging environment, which will greatly enhance your understanding of the concepts and applications of marketing strategy. 

GRADING PROCEDURES:

In-Class Participation 15%

Homework/Minicases (3 of 5) 20%

Mid-term Examination 15%

Final Examination 20%

Simulation Results 10%

Simulation Written Report 20%

  
NOTE 1: The simulation report grade includes an adjustment for presentation style and for peer evaluation of your group participation. 

NOTE 2:  Cheating a plagiarism are bad.  Don’t do them.  Browse:  http://www.personal.kent.edu/%7Elmarks/ethics/Plagiarism.ppt for my views .
KENT 33 -- SPRING SEMESTER 2012
TENTATIVE SCHEDULE

MEETING ROOM:  215 BSA
DATE and ASSIGNMENTS 

WEEK 1, Saturday, January 7   --INTRODUCTION – Marketing and Business Strategies 

1:00 p.m. to 5:00 p.m.
1. READ: 
a) Syllabus
b) MarkStrat Student/Participant Manual AND supporting material provided. WE WILL MAKE THE FIRST DECISION AT THIS MEETING. You MUST come prepared for this challenging simulation!
c) Chapter 1 Strategic Planning and the Marketing Management Process,
d) Chapter 3 Marketing Research:  Process & Systems for Decision Making
e) Chapter 6 Market Segmentation
2.  TURN IN:  1st simulation decision

WEEK 2, Saturday, January 14--UNDERSTANDING THE TARGET MARKET & PRODUCT 
1:00 p.m. to 5:00 p.m. 
1. READ: 
a) Chapter 4 Consumer Behavior
b) Chapter 5 Business, Government, and Institutional Buying
c) Chapter 7 Product and Brand Strategy 
2. DO:   MINI-CASE 1— “Case 3:  South Delaware Coors, Inc.”

3. TURN IN:   2nd simulation decision 

WEEK 3, Saturday, January 21 -- THE MARKETING MIX—PRODUCT & PRICING STRATEGY 
1:00 p.m. to 5:00 p.m.
1. READ: 
a) Chapter 8 New Product Planning and Development
b) Chapter 13 Pricing Strategy
2.  DO: MINI-CASE 2—“Case 7:  Starbucks” 
3.  TURN IN:   3rd simulation decision 

WEEK 4, Saturday, January 28 --THE MARKETING MIX--PROMOTION 
“AWAY DAY”

1.  READ:
a) Chapter 9  Integrated Marketing Communications: Advertising, Sales Promotion, Public Relations, and Direct Marketing
b) Chapter 11  Personal Selling , Relationship Building, and Sales Management

(CD to be provided in Week 3; comments to AMVONET bulletin board)
2. DO: MINI-CASE 3  “Case 14:  Red Bull”  —respond via AMVONET bulletin to case questions.
3. TURN IN:  4th simulation decision

WEEK 5, Saturday, February 4 --  THE MARKETING MIX— DISTRIBUTION STRATEGY 
1:00-5:00pm

1. READ: 
a) Chapter 12 Distribution Strategy
2. DO:   MINI-CASE 4—“Case 4:  Ruth’s Chris” 
3. TURN IN:  5th simulation decision 

WEEK 6, Saturday, February 11  -- THE MARKETING MIX – SERVICES AND GLOBAL   
1:00-5:00pm

1. READ:
a) Chapter 14 The Marketing of Services 
b) Chapter 15 Global Marketing
2. DO: MINI-CASE 5—“Case 16:  IKEA” 
3. TURN IN:  6th simulation decision 

FINAL WEEK 7, Saturday, February 18   -- ETHICS IN MARKETING MANAGEMENT 8:00 a.m. to noon
1.  READ: 
a) Managing Ethics in Business and Marketing
2. Simulation Presentations
3. Turn in Final Examination
ABOUT IN CLASS PARTICIPATION 

As you know by now, as much learning can occur during relevant class discussion as from the instructor and the text (note the work "relevant"). Relevant discussion is defined here to include informed questions about the assigned material and mini-cases, current business examples from media sources that demonstrate something relevant to the day’s discussion, and examples or issues from your own work environment. It is your responsibility to earn participation credit (not the instructor’s responsibility to "draw you out") through relevant classroom discussion. 

ABOUT THE MINI-CASE ASSIGNMENTS 

It is very important to be prepared for each and every class. The Mini-Cases are usually geared to the textbook material. So, before attempting to deal with the case, be sure to understand the chapter material. Even if you are not turning in a case in a particular class, it will help you to actually write out an answer, so you have something to refer to during the class discussion. In addition to the "textbook" answer, try to relate the "teaching points" to your own work situation. This may produce some additional interesting classroom discussion. 

ABOUT THE EXAMINATIONS 

The mid-term examination and final examinations will be take homes. These may be short answer essay, case solutions, or a combination of both formats.

ABOUT THE SIMULATION 

MarkStrat! simulation is designed for industries consisting of competing teams. In your class we will run the simulation with 5 team with 4 or 5 members each.  You will have chosen teams before the first day of class.

MarkStrat! simulation is challenging, fun, and educational, but it is also relatively complex. You MUST be  THOROUGHLY familiar with the manual ON THE FIRST DAY OF CLASS. 

In this context, read the student/participant manual. UNDERSTAND, (1) the competitive setting, (2) the products (e.g., the physical characteristics of the products, the range to which the characteristics can be set), (3) the details of the potential target markets (who is the customer, what does the customer want, how does the customer make the decision, where does the customer shop), and (4) how to make your decision. 

Look VERY CAREFULLY at the sample company report and understand what it is telling you about the last decisions made by your predecessor.  Study the information about the MARKETING RESEARCH REPORTS so that you can understand (a) what they are, (b) what information they can give you, and (c) when and why you might want to purchase them. You will discovery that understanding these reports is usually a critical factor in success.  Those teams that come to class with a mastery of such technical details will have a very strong competitive edge in the market place. Your manual provides you with information about the previous set of decisions, and you will make your decisions during Week 1 of the class.
MORE about MarkStrat
MarkStrat is a computer simulation in which firms compete in an industry to sell up to two different products (Sonites and Vodites). You will manage your firm by making marketing based decisions regarding: production, sales force, channels, price, advertising, promotion, etc. In order to let you test yourselves against your fellow students in a truly competitive situation, the instructor will not give out information regarding the game, other than an initial lecture. Your team will be expected to read the game manual and compete against the other teams. 

For each decision period, you will be expected to turn in the decision to the MarkStrat server.  All output results will be available from that site. The winners of each industry will be determined by the stock price index in the final period. The main factors driving the Stock Price Index are: profitability, growth in revenues and market share, level of R&D activities  This means that the early rounds are to get a strategy in place and get properly positioned for the last rounds. 

Note, the criterion for the win is final stock price, not market share, effort, improvement, or anything else (sort of like business!). This allows firms to employ different strategies (niche, mass market, etc.) to try and win. In short, there is no single strategy that will guarantee the team using it will win. 

General Playing Conditions

Game Condition 1: Each Company is to Operate on Its Own. DO NOT CONSULT WITH STUDENTS IN PREVIOUS CLASSES (this is an ethical violation and will be penalized).

Game Condition 2: The Instructor Will Act as Consultant, Upon Request 

Game Condition 3: Read The Manual Many Times; It's Your Major Source of Information 

Game Condition 4: We will do a “random draw” for the initial position, however ANY team can “win”
Game Condition 5: Final Stock Price Index Determines The Winner.  
Game Condition 6: There Is Only One Winner Per Industry 

Game Condition 7: You can request additional funding when you need it

GRADING THE SIMULATION RESULTS

Simulation Results are worth 10% of your total grade. The winning teams in each industry will get an A+ (i.e., 100%) on this portion of their course grade. Other team's grades will depend on the degree of competitiveness demonstrated as of the final period. 

Grades will be determined as follows: 

Teams within the following percentages of the winner's FINAL STOCK PRICE will receive the grades shown. Within (% of the FINAL STOCK PRICE of the winning team): 

                                                           % of Winner/

                                                            Letter Grade           Percent


10% A = 
100%, 


20% A- = 
 92%, 


30% B+ =
88%, 


40% B =
85%,


50% B- =
82%, 


60% C+ =
78% , 


70% C = 
75%, 

71% to 100% C- =
 72%.

So, competitive teams could get A-'s or B+'s, while "out of it" teams could get C's or C-'s on this portion of the grade. 

Winning teams will get a certificate (suitable for framing?) indicating the team members have bragging rights for their class. They will also get a bottle of the cheapest available champagne to split among the 21 year old or over members of the group (usually not a problem for EMBA students).   Let me know if your team prefers “The Champagne of Beers: Miller High Life.”
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