Marketing Strategy Syllabus, spring 2003
Graduate Course 771-001C
	Professor
	Bryan Lilly

	Meetings
	By appointment

	Contact info
	lilly@uwosh.edu
424-7201 work

237-0416 home (before 9pm or tuck my kids back in bed ()

	Program Assistant
	Pat Stremer, 424-1215


Overall course objective:

The objective of this course is to familiarize you with a strategic thought-process. During the course we will discuss specific contexts to provide examples. However, PLEASE try to focus on the strategy thought-process. The thought-process is general and applies to many contexts, not just marketing, and not just business! The basic thought process is:
Mission ( Situation analysis (culminating in key success factors) ( Goals ( Action plan

To build this thought-process experience, you will participate in an online simulation, analyze cases, and develop a marketing plan. We will also have an out-of-class workshop and discuss ideas presented in two best selling practitioner books authored by nationally recognized consultants.
We meet on Monday nights from 6-9:10pm in Clow Classroom 045. We also meet on Wednesday, February 19th, from 4-7pm at the Hilton in Oshkosh (this is our out-of-class workshop and 6-7pm is a dinner that you will have to miss if you are enrolled in a Wednesday evening class).

January 10th deadline To buy material from bookstore
You will get nine bundled items if you order from our bookstore by January 10th. If you purchase after the 10th you will need to buy all items on your own.

NON-REFUNDABLE: Please note and that the workshop registration is non-refundable and that the simulation packet is non-refundable once the simulation instruction packet is opened. 
	ITEM
	DESCRIPTION

	Registration for Capstone simulation
	You will receive a packet with instructions

	Registration for SME workshop
	For our Wednesday session on Feb. 19th

	22 Immutable Laws of Marketing
	Paperback book – easy read (

	Counter Intuitive Marketing
	Hardback book – a more serious read

	Hilton Manufacturing Company
	Harvard Business Review case

	Goodyear: The Aquatred Launch (Condensed)
	Harvard Business Review case

	The King-Size Company
	Harvard Business Review case

	Mary Kay Cosmetics: Sales Force Incentives (A)
	Harvard Business Review case

	Pro Tech, Inc.
	Harvard Business Review case


ASSIGNMENTS THAT get GRADED:

	ITEM
	% OF GRADE (Negotiable)

	Hilton Case




     
     % OF GRADE
	2


 

	2nd case – your choice with some constraints
	15


Capstone Simulation




  35%


 

	3rd case… same “constrained choice”
	15

	Simulation (strategy)
	15

	Simulation (performance)
	18

	Marketing Plan
	20

	Exam
	15


Added notes:

1. During the first two weeks we can negotiate the percents tabled above and some other issues such as whether to have assigned simulation strategies, group options, and so on.
2. Another option is adding one peer-reviewed five minute presentation. If your presentation is outstanding you would get a bonus point but if you are unprepared you would lose a point.
3. Attend class and show up on time. If you have a conflict, just let me know in a timely manner. I will excuse at least one or two conflicts where you advise me in advance. Draconian penalties may be applied otherwise, resulting in a reduced course grade. This is not meant to scare anyone. I simply want to make sure we get started on time and keep things moving. 
4. Class participation will be a bonus for the people who contribute most and attend all class sessions. This will be a small bonus … probably one half point or one point for some people.
Converting ASSIGNMENT grades into course grade
The GPA in my typical MBA class is about 3.4. I have two grading scales. The first is:

	Grade
	Percent required

	A
	93

	A/B
	88

	B
	83

	B/C
	78

	C
	73

	F
	<73


The second grading scale is essentially a curve. I look at grades generated from applying the table above, and then I see if grades are below 3.4. If so, then I curve so the grade distribution approximates 20% A, 40% AB, and about 40% B, with rare instances of grades below B. Sometimes no curving is needed, and sometimes I have curved to a 3.5, for example when the class as a whole is top-notch.
Why is the curve needed? I have seen SUPER submissions from graduate students. These submissions have affected my view of “excellence”. Usually about 20% of students end up with grades that naturally fall in the ‘A’ range, but I will provide a boost if needed. And the Hilton case worth 2% is designed to give you a feel for my grading without having many points at risk.
Weekly Schedule (to be adjusted if needed)
	Week
	Topic
	Simulation
(do before class)

	2-3
	Front end of strategy I
What is strategy?

Capstone
Introduce simulation


Decide on # of people in team

Discuss book
Immutable Laws 1-11
	Read simulation guide



	2-10
	Front end of strategy II
What is a Mission Statement?

Capstone
Form teams, answer questions
Discuss book
Immutable Laws 2-22
Case I
Hilton Manufacturing
	Work through tutorials

	2-17
	Situation Analysis I 
Structure and internal examples

Discuss book
C-I Marketing chapters 1-4
	Practice round 1 due



	2-19
	Wednesday SME workshop
	

	2-24
	Situation Analysis II
External examples
Discuss book
C-I Marketing chapters 5-9

Case II
Goodyear Aquatred
	Practice round 2 due

	3-3
	Situation Analysis III
SWOT and key success factors

Discuss book
C-I Marketing chapters 10-14
	Round 1 due
Paper/goals due

	3-10
	Strategic Goal Setting I
Fundamental positioning

Discuss book
C-I Marketing chapters 15-19
	Round 2 due


	3-24
	Strategic Goal Setting II
Choosing and quantifying goals

Case III
King Size
	Round 3 due

	3-31
	Beer Game simulation
(sorry, no actual beer ()
	Round 4 due

	4-7
	Ecommerce issues
Guests: Sara Hansen, Oracular



Michael Honeywell, kelleronline
Strategic Goal Setting III
Evaluating a mix of goals
	Round 5 due

	4-14
	Sales Issues
Guest: Pat Jacklin, Nordon

Case IV
Mary Kay

Implementation I
Growth/Differentiation/Decline
	Round 6 due

	4-21
	Implementation II
Pricing/Bundling
	Round 7 due

	4-28
	Case V
Pro Tech

Exam

	

	5-5
	Implementation III
Wisdom from leaders
	

	5-12
	Open: padding to fill as needed (
	


Notes:

1. Let me know if you want to budget class time for group work. For example, last semester my class budgeted 30 minutes of class time for group work during several weeks.
2. If class members present via 10-minute presentations, then we will add these presentations.
General description of main deliverables:
Capstone Simulation

We will use a computer simulation that provides a realistic “feel” for how marketing strategy decisions inter-relate to other organizational areas. Thus, in addition to marketing-based decisions, you will also be making decisions concerning such areas as finance and production.

During the first week of class we need to make some decisions regarding group size and whether team strategies are known to all groups at the start of the simulation. The simulation commences with two practice rounds. The simulation is then reset to the starting position and you will then make decisions for seven more rounds. You will make decisions and upload your decisions to a website, and decisions for all rounds (including practice) are due Sunday night at 9:00pm the day prior to our class session. The round will be processed sometime Sunday night or Monday morning.

Before making decisions you will submit a brief paper outlining the general strategy your team intends to pursue. For example, which segments are you targeting, what your general objectives, and what performance criteria weights are you choosing (we will discuss this in class a bit)? You must pursue at least three performance measures, and your measures must make sense in terms of being aligned with your strategy. Make sure you understand these measures (. Your brief paper should be about 1-2 pages in length. During the semester you can add information. I will keep your initial submission and any additional submissions together, so they can be evaluated holistically at the end of the simulation.
Your grade for the simulation is based on two scores:

1. First, the simulation will score your performance according to performance criteria and weights you choose. Essentially, your team is compared to other teams, and for each criteria you decided to pursue, your performance will be evaluated relative to the competing teams. We can discuss this during class if you wish, but the software bases your score on cumulative profit, final results for stock price and market capitalization, and average results for other measures such as ROA. This scoring culminates in a rank ordering of teams. Provided all teams perform reasonably, I take the high and low performance scores and spread them over 20 points or so, so that the highest ranking team receives a score in the mid-to-high 90s, and then the lowest team scores in the high seventies or about 80. To clarify, I do not adjust these scores much… they are software generated according to your performance achieved on the performance criteria you selected.

2. Second, I will evaluate your performance in ways that are not automatically measured by the simulation. I will evaluate your strategy (conceptualization, implementation, whether deviations were logically argued, etc.) and performance issues such as whether you did well except for one gaffe and whether your gross margin was good (can you get 30%?). So when you deviate from your strategy, let me know. For example, suppose you declare a low price strategy. But a market opportunity exists and you raise prices to take advantage. Your price will not seem low but may be reasonable. This is where your strategy updates can play a role. If you change your strategy or take some action that seems to deviate from your strategy, tell me why you are taking this action, and tell me before the round is processed where you would see a result. The timing is critical… I do not want to consider rationales that could be clever post-hoc justifications (. I know you are smart enough to create a post-hoc rationalization, and I want to avoid these.
Case analysis
Case questions are provided at the end of this syllabus. The cases questions span conceptual and quantitative problems. The five cases have been selected to cover a variety of issues as follows:

	CASE
	ISSUES COVERED

	Hilton Manufacturing
	Product decisions, evaluating profitability of individual products

	Goodyear Aquatred
	Distribution-channel and pricing (evaluation and compatibility)

	The King-Size Company
	Promotion, what is a customer worth, and an acquisition issue

	Mary Kay Cosmetics
	Evaluating sales compensation

	Pro Tech, Inc.
	Ethics and evaluating liquidation


Work in teams of about 4 for the Hilton case. You will then form three person teams for remaining cases. I encourage you to form teams that are NOT identical to your capstone groups, but the choice is yours. Advantages are (1) more networking, (2) more experience with diverging approaches, and (3) grades more highly reflect individual performance. These benefits come at a logistics cost.

The Hilton case is due first and is worth 2%. This relatively low point-value is designed to allow you to get abused once early during the semester, but where the abuse is low (2%). In the past I have received submissions that receive scores of 50% to scores in the 90s. Some people lack experience with cases and this first case will allow you to gain experience. Scores generally go up after the first case because people have a better sense of the analysis-depth required (they initially under-estimate).

After Hilton, submit Goodyear and Mary Kay, or submit King Size and Pro Tech. Teams may sign up for the pair they wish to submit, but a roughly-equal number of teams should submit each case. So teams that sign up first get their choice. For cases you are not submitting, read the case well enough to participate in a class discussion. Even if you do not submit a case, I may still call on you to provide an opinion about the case questions.

Specific questions are assigned for each case. Just answer these questions. But also realize that sometimes a super answer will be “it depends” and then provide an explanation and clear multi-pronged answer. For example, the Hilton case involves a question about assessing different products and evaluating the profitability of these different products. How profitable is a product? It depends on how you measure profit (. Each case has some possible twists and turns. A submission is not considered outstanding (i.e., grade of A) unless I am impressed with your ability to creatively and analytically explore these twists (hey… that’s what strategy is about).

Case grading will also reflect a desire to see you develop a strategic thought process, meaning ideas are conceptually linked. So as you answer sequential questions, pay close attention to whether your thoughts are organized and clearly linked. Do answers flow logically across questions?

Finally, the actual case solutions are not terribly important in terms of the overall class learning objective. The objective is your strategic thought process. Cases are simply examples to allow you to work on your thought process. Similarly, the question of “what really happened to the company” is interesting but should NOT influence your answer in any way. The aftermath worked out amazingly well for some case companies, but for reasons that may not be detectable from the case (cases provide a scaled down version of the scenario). So you are welcome to investigate what happened, but be careful… I will grade your answers and analysis in terms of how well they make sense based on the case information.

Marketing plan
Again, work in teams of three, perhaps with new team members. Every team is responsible for picking a company and then writing a marketing plan that includes some analysis for a product or service not currently sold by your focal company. The product or service can be completely new-to-the-world or can be new just to the focal company. Do not copy a marketing plan. Be original in your thinking.

The focal company can be a company that employs a member of your team. However, you will need to disclose information in your report, so think this over carefully. In general, I assume submissions are not confidential. The company can also be fictitious with your group members as owners, but this can seriously limited the ability to demonstrate strategic skills, so be careful.

Your assignment is to discuss the mission and situation of the company, identify and briefly comment on opportunities and threats, and then pursue one opportunity, continuing with goals and action plans. To the extent that the new product affects products/services currently sold, then your goals and action plans will also need to address the marketing of current products. Typically you will be profit driven, but interesting exceptions exist. 

Generally follow the format below for your submission
Background and mission

· Provide a brief paragraph describing the business (do not ramble and provide too much)

· Clarify the overall company mission, answering the three mission-questions

Situation analysis

· Cover each substantive area (i.e., customers, channel, etc.)

· Briefly discuss key opportunities and threats and their corresponding strengths/weaknesses

· Pick one key opportunity that involves a new product and explain why you pick this one

· Culminate your analysis in the identification and discussion of key success-factors

Goals
· Discuss how the new product or service will be positioned

· Goals should be CLEARLY mapped to key success factors

· Quantifications should be explained and should make sense

· Clarify how goals cover (1) internal and external, and (2) in-process and end-result issues

Action plan

· Actions should be CLEARLY mapped into goals

· The logic that motivates actions should be spelled out, and you might compare plausible alternate actions to explain the relative strengths of the actions you recommend

· Actions should cover the general marketing mix (4Ps)

Financial planning and evaluation

· Where reasonable, provide financial analysis

Grading the marketing plan
1. First, follow the format listed on the prior page. I want you to focus your creativity on the content of your marketing plan, not on the format. Several formats work, but the format I am providing works very well and will give you a leg‑up on not having to reinvent the wheel. You might find a creative reason to deviate from this format in a way that makes sense, for example adding a section that is appropriate based on your particular context of study. Impress me with this type of adaptation if you wish, but do not stray too far.

2. When I grade I am generally reviewing your work section by section, and in each section I am asking myself “How strongly am I convinced that these class members really have a handle on this issue?” As an example, consider the section that covers company mission. You might have a clear sense of the company’s mission. But I will not grade based on whether I think you might have a clear sense. I will grade based on whether I am strongly convinced that you have a clear understanding of the mission (. So be very direct and clear with your language.

3. Consider adding figures and appendixes to your written work. For example, does your plan clearly show how goals are linked to situation analysis factors, and how action plans are linked to goals? Perhaps tables or diagrams will occasionally help convey your ideas.

4. Be creative. Papers are either creative or “ho-hum”. But creative does not mean style‑artistic creative. Rather, creative refers to whether you drew interesting and non-obvious conclusions, or perhaps whether you analyzed something in multiple ways that was clever and added value to your plan (as opposed to clever but so what). Being clever and creative is essentially the art of making insightful observations and then using these observations meaningfully.

THE SHORT PRESENTATION
On February 10th I will bring a list of topics and presentation dates. Topics will be listed in a rather vague way, such as present a key set of ideas from the first four marketing laws, or present an idea from the King Size case. Consider the assignment and decide on a focus for your presentation. I suggest you pick a tight focus. Sign up on a first-come-first-serve basis.

Your presentation should be about five minutes long. Design your presentation so that other class members could use your work, for example to present an idea to their coworkers. Finally, design your presentation as a stand-alone piece of work. In other words your presentation should be deliverable to people who do not have your course material. So if your presentation is associated with a case or with Capstone, do NOT refer to these items. Instead, just discuss the topic that is motivated by the case or by the simulation.

For a submission, provide me with a digital copy of your presentation material. You might have PowerPoint, a handout, an Excel file, or something else. Also provide me with a piece of paper that states (1) the target audience for your presentation, for example senior management, investors, finance managers, salespeople, etc., (2) the specific focus of your topic, meaning what your presentation explains for people, and (3) what your presentation involves, for example three PowerPoint slides, or a bulleted list of eight reasons to do something, or whatever (like a presentation mission statement noting who is targeted, what explanation need is filled, and how).

CASE QUESTIONS
Below are the case questions. As noted on page five of this syllabus, everyone submits the Hilton case, and then you pick either Goodyear and Mary Kay, or King Size and Pro Tech. Each case has only a few questions. But do not be deceived! Developing good answers will take some work, both creative and analytic. When you answer questions, try to be very direct, clear, and concise.

Hilton Manufacturing

The questions in this case focus on product decisions. Only a few product questions are posed, but during class we might discuss other issues. The broad challenge in marketing is to decide on a product mix; what set of products should you carry and why?

Q1: Should Product 103 be dropped? Why or why not (I'm looking for a decent discussion that will contain some analysis and reflection on substantively important issues).

Q2: Should the price of Product 101 be reduced, and why or why not?

Q3: What product is most profitable? (hint: this is somewhat complicated; think about what it means to say that one product is more profitable than another -- what does this really mean?).

Q4: What has caused the recent change in profit, and briefly how you made this conclusion?

Goodyear
The questions below revolve around the channel and pricing. To clarify, markups in this case are expressed as a percent of selling price. So if a tire sold at $50 with a 30% markup, then the markup was $15, which is 30% of the selling price.

Q1: Evaluate Goodyear’s distribution channel and make a conclusion about whether the channel is good or bad and to what degree. For your answer, describe a good channel and then compare Goodyear’s channel to this ideal.  Do not be wishy-washy… take a stance and be very clear. 
Q2: What are the most important goals Goodyear should pursue, and why?

Q3: Consider a price and channel situation as follows. First, mystery shopper data suggests that a retail price of about $80-$85 is plausible. Second, Goodyear might pursue a channel that looks like Goodyear ( wholesaler ( retailer ( customer. Will this combination of price and channel provide enough profit to justify the $21M investment cost? (Hint: you will need to make an assumption about the manufacturing cost-per-tire. Assume that the variable cost of producing an Aquatred tire is the same as the cost of producing other tires.)

Q4: Contrast the price/channel in Q3 to some other price/channel combination. In other words, briefly specify a different channel setup, explain conceptually why this other setup is reasonable, recommend a price that makes sense, and then compare your suggestion to the price/channel presented in Q3.

King Size
This case explores a direct-marketing context. The questions below are primarily rooted in promotion. But at the heart of promotion decisions is the question of what you are trying to accomplish. Ultimately, your promotional efforts and budgets should be rooted in your promotional goals and the payback of your promotional investment.

Q1: Evaluate the opportunity generated by the Sears market exit. In other words, as King-Size, your situation analysis is followed by a review of opportunities and threats. One opportunity is the Sears market. Evaluate this opportunity.

Q2: Assess the cable TV experiment. You might comment on qualitative issues, but make sure to provide some quantitative assessment as well. Be creative… you could assess a variety of things. The challenge here is to decide on what issues are important enough to be evaluated, explain why these issues are important, and then provide an evaluation. 

Q3: What’s the lifetime value of a customer to King-Size? Hint: the lifetime value of a customer is the expected value per purchase multiplied by the expected number of purchases. You could also conduct this analysis segmenting new versus existing customers, because for new customers the answer could entail a deduction that represents the cost of acquiring the customer.

Q4: What issues are most important when developing the 1994 ad/promotion budget, and what do you suggest as a budget (amount and how to allocate)?

Mary Kay

This case delves into the sales management aspect of marketing. During class we might discuss a variety of sales management issues. But for the case we will focus on the pyramid structure of the Mary Kay sales force and the related compensation scheme.

Q1: Evaluate the pyramid structure used by Mary Kay. To answer this question, first answer the question of whether/when a structure like this makes sense, and then comment on whether the structure seems well suited to Mary Kay.

Q2: Evaluate the specific incentives used by Mary Kay. Again, first answer the question, “what makes a package of incentives good?” and then comment on the incentives used by Mary Kay.

Q3: Calculate the annual income of:

a) a beauty consultant who sells an average of $150 (at wholesale value) of product per month

b) a VIP team leader who averages monthly personal sales of $650 and has 15 recruits who average $3200 per month

c) a director who personally averages $500 per month, has personal recruit sales that average $5000 per month, and has 50 active unit members that generate average monthly total unit sales of $9500. (Note: you will need to make some assumptions, so explain your assumptions as clearly as possible ().

Q4: Suppose consultant turnover changed and became fairly low. What changes would you make to the incentive system and structure, and why?
Pro Tech
The Pro Tech case delves into some ethical issues. The broad question we might discuss during class is whether (and when) is business bluffing ethical.
Q1: Pro Tech might keep the business. What arguments support a long-term investment in this division? Evaluate the alternative of staying in business.

Q2: Alternately, Pro Tech might liquidate. In terms of how they should liquidate, please identify some options and compare these options qualitatively. In other words, what are the issues involved, and what different things can Pro Tech do in terms of dealing with these issues if they liquidate?

Q3: Evaluate the economics of liquidating. What kind of dollars are we talking about in terms of the dollars that could be provided by selling their business and what kind of accounting write-off might result?

Q4: If Pro-Tech does liquidate, should they inform people, including employees, customers, and channel members? What should they say, if anything? Identify some options and compare these options qualitatively.

A bit about your professor
Work experience: Prior to my academic career I worked at two companies over eight years, including five years in management at a Fortune 500 company. My work responsibilities have included general operations management, sales, quality control, purchasing, and some analytic staff projects.

Education: I passed my American Production and Inventory Control Society certification exams in 1986. My college degrees are:

· Bachelors (BS): Operations Management, The Ohio State University, 1985 

· Masters (MBA): Marketing, Management, and Transportation, Northwestern, 1991 

· Doctorate (Ph.D.): Marketing and Decision Sciences, Indiana University, 1997

My research: My projects have delved into new product marketing, how to improve marketing of services, an evaluation of sales manager effectiveness, market segmentation, and evaluations of consumer purchase decision-making.
Other: I have consulted with various Fox Valley companies to help with marketing strategy, branding, customer loyalty, and so on. I am a member of the American Marketing Association and an officer of our local Sales and Marketing Executives professional chapter. I am an amateur carpenter. I like to cook. I play chess and bridge competitively (I am a prior Wisconsin state chess champion). My family and I have lived in Oshkosh since 1998 and I have two daughters.



