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Required Texts

1. L. Lodish, H.L. Morgan and A. Kalianpur, (2001), Entrepreneurial Marketing:  Lessons from Wharton’s Pioneering MBA Course, New York: Wiley. 

 S. Hall And G. Rifkin (1999), Radical Marketing, New York:  HarperCollins

Optional Texts : Either one is recommended. It is assumed that student will already be familiar with an introductory text on marketing such as Kotler. 


Course Description

This course gives entrepreneurship students the chance to develop their knowledge and thinking about entrepreneurial opportunities by applying marketing concepts to the specific challenges of the entrepreneurial environment. Five characteristics of the entrepreneurial environment result in unique marketing challenges and require the entrepreneur to apply marketing tools and concepts in a unique way:

1. The liability of newness (Stinchcombe, 1965, 148). Nascent entrepreneurial ventures face the challenge of pursuing their business objectives despite the disadvantages of having no pre-existing customers, of having to create new stakeholder networks out of nothing, of having negligible market reputation, and o suffering from low levels of trust from potential stakeholders

2. Low financial resources. Most entrepreneurial venture suffer sever financial constraints and persistent cash-flow demands. As such, the entrepreneur often finds that many conventional marketing tools and techniques prohibited or at least constrained by resource availability.

3. The demand for creativity and novelty. The entrepreneurship process succeeds despite the limitations above because of the ability of the entrepreneur to create novel products, services and markets which have not before existed (Venkataraman, 1998). Thus, entrepreneurial marketing is uniquely focused on the innovation/ product development and creativity, and particularly on the challenge of creating something unique and novel.

4. Entrepreneurial situations suffer from unique levels of uncertainty and ambiguity. Entrepreneurial strategy often only emerges (McMillan and McGrath) as a result of activity and evolves through a process of discovery (Sarasvathy, 2002). Thus, entrepreneurial marketing often requires a unique emphasis on exploratory research and on experimentation (Lodish, 2000).

5. Finally, entrepreneurial ventures are often the vehicle of the personal values, dreams and ideas of an individual entrepreneurial leader. Therefore, part of the task of entrepreneurial marketing is to determine “how best to (1) infuse your venture with heart and soul, and (2) communicate to your customers that you truly love the business you are in (Lodish, 2000).
The course is intended to build on the learning and skills students have already gained in introductory marketing classes. Specifically it will challenge the students to adapt those skills and insights to the specific challenges of the entrepreneurial situation outlined above. As a result of the emphasis on implementation challenges, the course will feature an Opportunity Investigation Report which is woven through out the course. The OIR is not a business plan, but rather is a series of marketing field research exercised that move the students through a series of field research exercises from opportunity exploration through to testing of entrepreneurial value proposition. The field research will feature early-stage exploratory techniques and qualitative approaches such as open-ended interviewing, laddering, customer needs identification, product prototyping, focus groups, marketing experimentation.

Upon completion of this course, students should be able to: 

· Identify the role of marketing in each stage of the entrepreneurial process; 

· Identify entrepreneurial opportunities from the emerging trends occurring in marketing practice around the world; 

· Conduct exploratory research to uncover opportunities, customer needs and preferences

· Identify ways in which marketing inputs can enhance the new product/service development process; 

· Apply entrepreneurial thinking to market segmentation and targeting decisions; 

· Develop inexpensive yet reliable and valid approaches to conduct market research for entrepreneurial concepts; 

· Understand the roles of networking and resource leveraging in entrepreneurial ventures, and ways that marketing can facilitate both of these activities; 

· Demonstrate entrepreneurial approaches to formulating product, price, promotional and distribution strategies and action programs; 

· Design creative approaches to marketing communications under conditions of severe resource limitations; 

 
The classroom pedagogy will be primarily case-based, however a course text will also be used to provide supplemental reading This style of learning has a number of advantages; it involves the study of dozens of real entrepreneurial marketing problems, it emphasizes practical learning over theoretical concepts, it allows the student to develop their personal approach to the subject, and, most importantly, it is a high-energy/ enjoyable classroom experience. However, to be successful, case-based learning places additional responsibilities on the student; the cases require a high level of preparation- active analysis and creativity rather than simple reading and absorption, regular meetings with fellow students in study-groups before class is strongly recommended, and a willingness to participate enthusiastically in class discussions is critical. Outside of the classroom the emphasis will be on conducting face-to-face exploratory field research.

Course objectives

The course objectives are as follows

1. To provide a high-energy, challenging, and enjoyable classroom experience for students to develop their personal understanding and skills in dealing with the sort of marketing problems that occur in an entrepreneurial setting.

2. To expose participants to a number of concrete marketing tools and techniques that can be useful to performing in the entrepreneurial environment

3. To emphasize the importance of taking account of the complexity, uncertainty idiosyncratic nature of the entrepreneurial context that surrounds any marketing decision

4. To expose participants to a sufficient number of cases and challenges to allow them to develop their entrepreneurial judgement to take advantages of the skills developed under objective #2., while taking account of objective #3. 

Central to the thinking behind this course is the belief that Entrepreneurship has the individual at its heart. To be an entrepreneur we need to learn to think like an entrepreneur. A second belief is that entrepreneurial thinking is an art, not a science. New value creation comes from creative ideas, from the values and dreams of entrepreneurs. It is a state of mind, not a process or corporate function. A third building block is that even creative arts have core skills that must be learned to allow creativity to fulfill its potential. Number crunching can matter. Managing relationships can be key. Knowledge of marketing research techniques, particularly exploratory and qualitative research techniques, can be critical. We will develop a tool-kit of skills and knowledge that is critical to new business foundation. 

Finally, and hopefully, we will have fun and provide a low-risk stage for all participants to develop their ideas for new value creation.

Course Syllabus

The syllabus includes a combination of case-study examples for analysis, skill development and discussion, and background readings from both theoretical and practical perspectives. 

Assignments
Class Participation

You should be thoroughly prepared to discuss the readings and cases on the assigned day. Attendance is essential. Please take the same seat each class, as a seating chart will be used, and the instructors assign grades after each class. Each student receives a 1,2, or 3 participation grade for each class. If you fail to attend class without notification and approval of your instructor, you will receive “-1” for the day. Also, arriving late and leaving early is discouraged and hurts the participation grade. 

Meaningful, high impact contributions are most valued, while frequent, irrelevant comments receive little value. Participation evaluation and subsequent point allocation is completely up to the instructors. The instructor will give feedback on the quality of class participation each student several times during the semester in order to facilitate improvements. Students are also strongly encouraged to seek additional feedback on the quality of their contribution through conversations with their peers and with the instructor.

Class Emails

In order to facilitate discussion you are required to submit an email summarizing your response an analysis to the case on at least five occasions during the semester. The questions and issues raised in these emails will be used to focus the discussion on the needs of the class. The email is not a formal case write up. It should be less than one page. Bullet points are fine. You do not have to respond to all the questions. The idea is that you put your best insights, or the most important issues that you don’t understand, or the issues and analyses that you think should be raised that week. You then summarize your thoughts on these issue in less than one page.  This email does not replace normal required preparation of all the assignment questions. Normally, random chance will spread your emails throughout the semester, so that I get at least 5-6 each week. It is wise not to leave them to the last five classes!

Grading

Grading will be determined as follows:







Class participation 40%







Class emails
       10%







“Mid term” marketing research paper 10%







“Final case write-up  40%

Expectations for Class Participation 
(Information Given to the Students)
Participation is graded on a scale from 0 (lowest) through 4 (highest), using the criteria below. The criteria focus on what you demonstrate and do not presume to guess at what you know but do not demonstrate. This is because what you offer to the class is what you and others learn from. I expect the average level of participation to satisfy the criteria for a "3".
	Grade
	Criteria

	0
	Absent. 

	1
	  Present, not disruptive. 

  Tries to respond when called on but does not offer much. 

  Demonstrates very infrequent involvement in discussion. 

	2
	  Demonstrates adequate preparation: knows basic assignment or reading facts, but does not show evidence of trying to interpret or analyze them. 

  Offers straightforward information (e.g., straight from the assignment or reading), without elaboration or very infrequently (perhaps once a class). 

  Does not offer to contribute to discussion, but contributes to a moderate degree when called on. 

  Demonstrates sporadic involvement. 

	3
	  Demonstrates good preparation: knows assignment or reading facts well, has thought through implications of them. 

  Offers interpretations and analysis of assignment material (more than just facts) to class. 

  Contributes well to discussion in an ongoing way: responds to other students' points, thinks through own points, questions others in a constructive way, offers and supports suggestions that may be counter to the majority opinion. 

  Demonstrates consistent ongoing involvement. 

	4
	  Demonstrates excellent preparation: has analyzed assignment exceptionally well, relating it to readings and other material (e.g., readings, course material, discussions, experiences, etc.). 

  Offers analysis, synthesis, and evaluation of assignment material, e.g., puts together pieces of the discussion to develop new approaches that take the class further. 

  Contributes in a very significant way to ongoing discussion: keeps analysis focused, responds very thoughtfully to other students' comments, contributes to the cooperative argument-building, suggests alternative ways of approaching material and helps class analyze which approaches are appropriate, etc. 

  Demonstrates ongoing very active involvement. 


	
	Week


	Subject
	 Reading
	Case/  Class papers

	1
	 2nd Feb
	Entrepreneurial Marketing— Vision, values and Unique Value Proposition:

· The role of vision and values

· The source of opportunity
	· “Learning by the case method” HBSP 9-376-241

· Video and objectives meeting


	Patagonia


	2
	 9th Feb
	Entrepreneurial Marketing— marketing research:

· Research overview
	·  “Note on Entrepreneurial Market Research”. Stamford E-165
	OIR  Project I

Opportunity exploration

	3
	16th Feb
	Entrepreneurial Marketing— marketing research:
· Interviewing field experts
	· Margaret Mead meets field research

· Classroom practice of open-ended interviewing
	Case TBD

	4
	23rd Feb
	Entrepreneurial Marketing— marketing research:
· Interviewing experts in the field
	· Interview guide

· One week field research interviewing four field experts
	OIR  Project II

Expert Interviews

	5
	2nd March
	Entrepreneurial Marketing— marketing research:
· Analyzing interview data

· Qualitative data interpretation
	· Assignment on data extraction

· Class practice on language analysis techniques 

· Moving from interview data to product development
	What’s on Red Auerbach’s Mind?/

Juice Guys

	6
	9th March
	Entrepreneurial Marketing—marketing research

· Beyond interviews: ethnography


	· Customer field research


	Harley Davidson/ Arnold Communications

	7
	16th March
	Entrepreneurial Marketing—marketing research

Interviewing customers in the field
	
	OIR  Project II

Customer Field Interviews

	8
	 23rd March
	Entrepreneurial Marketing—Identification of Target Market
	“Note on market selection and product positioning” HBSP 9-501-108


	“Biopure Corp.” HBSP 9-598-150

	9
	30th March
	Entrepreneurial Marketing: Targeting and Segmentation:

· Market attractiveness

· Pricing for the first time
	
	Virgin Mobile USA

	10
	6th April
	· 
	· 
	OIR  Project III

Entrepreneurial Segmentation research 

	11
	13th April
	Entrepreneurial Marketing: the marketing plan:

· Unique value proposition revisited
	· “Discovering New Points of Differentiation”
	In class exercise on developing UVP

	12
	 20th April
	 Entrepreneurial Marketing: the marketing plan:

· Entrepreneurial Distribution

· Entrepreneurial need for channel focus

· Entrepreneurial experimentation and channels
	· TBD
	“GolfLogix: Measuring the Game of Golf” HBS9-503-004


	13
	 27th April
	Entrepreneurial Marketing: the communication plan:

· Entrepreneurial Promotion

· Bootstrap Marketing

· Entrepreneurial leadership and PR and communications strategies
	· Bootstrap Marketing
	“Mis Amigos”**

	14
	 4th May
	Entrepreneurial Marketing: Putting it all together:

· The challenges of customers and new product adoption


	
	“Cardio Thoracic” HBSP 9- 899-281



	15
	11th May


	Entrepreneurial Marketing: Putting it all together:


	Course review
	


