Market Strategy & Policy
(Management 560)

Professor Joseph R. Priester

priester@ usc.edu
(213) 821-5649 (office)

office hours by appointment

The goal of this course is to provide understanding and practice at developing and executing strategic market planning.  To do so, students will typically discuss one or two cases per week, and compete against each other in a fast-paced, rigorous computer simulation (StratSim).

Required Materials:


Course-pack (includes cases)

StratSim registration

text:  Market-Based Management, by Roger Best


(please note:  although there is a new, 4th edition available, I 

am happy if you choose to purchase the 3rd edition.) Note, though there will not be lectures on this text, you should use it as an excellent source of analytic tools by which to approach both the cases and the simulation.
COURSE PEDAGOGY

This course will make use of readings, case materials, student presentations, lectures, and a major competitive computer simulation. Class sessions will be highly interactive – expect to participate.

COURSE DESCRIPTION

This course offers students an opportunity to broaden their understanding of strategic marketing management. The course is appropriate for students seeking careers in marketing as well as students in finance, corporate strategy, human resources management, and those interested in entrepreneurship.

A key element of the course is a fast-paced, exciting simulation of the strategic product-market management process. The simulation, plus integrated material from cases and lectures, emphasizes the formation and implementation of competitive strategic marketing plans.

The simulation allows students to develop their knowledge and skills to manage a marketing program in a highly competitive and dynamic market setting. Teams of students assume the role of decision makers in companies that comprise a fictitious but realistic industry. Feedback is provided on how each team's decisions have impacted their company's position relative to that of their competitors.

Students can apply their knowledge of marketing management to make decisions on:



SYMBOL 183 \f "Symbol" \s 10 \h
 Defining market opportunities



SYMBOL 183 \f "Symbol" \s 10 \h
 Selecting target segments



SYMBOL 183 \f "Symbol" \s 10 \h
 Product positioning



SYMBOL 183 \f "Symbol" \s 10 \h
 Price and cost dynamics



SYMBOL 183 \f "Symbol" \s 10 \h
 Market evolution and forecasting



SYMBOL 183 \f "Symbol" \s 10 \h
 New product development



SYMBOL 183 \f "Symbol" \s 10 \h
 Market entry strategies



SYMBOL 183 \f "Symbol" \s 10 \h
 Use of marketing research



SYMBOL 183 \f "Symbol" \s 10 \h
 Competitive analysis



SYMBOL 183 \f "Symbol" \s 10 \h
 Resource allocation



SYMBOL 183 \f "Symbol" \s 10 \h
 Interface/integration with operations



SYMBOL 183 \f "Symbol" \s 10 \h
 Integration of financial analysis

The strategic concepts and skills learned are equally relevant to consumer, industrial, and service industries. The course also gives the student experience in managing a small business and provides experience in entrepreneurship.

COURSE CULTURE

This course is designed to provide a “hands on” learning experience in marketing analysis, strategy, planning, management, and decision-making.  As such, it also has associated with it a much different culture than other courses. This is not a lecture-oriented course with a fixed set of topics to be covered in a term.  Rather, this is a course where much of the learning will take place outside of the formal classroom setting. The benefits to the course participants will be directly related to the quality and quantity of the effort expended on course related activities by each student. This course is very open-ended. The competitive nature of the simulation game, the feedback that it provides, and the wide open challenge it presents you will be the driving forces that determine the extent of your efforts, not formal assignments that you must complete on some more-or-less regular basis.

The Marketing Simulation Exercise
Course participants should expect to use analytical procedures, a large dose of common sense and managerial acumen, and sound business and marketing principles within StratSim.

The biggest problem you will face in StratSim is one of management.  You will have to manage your team, your fellow team members, and yourself.  Time management and priority setting will be particularly crucial throughout the marketing simulation exercise.  Try not to overlook, forget, or ignore the very “real world” management problems that you will face.  Management is a serious business; presumably that is why you are in an MBA program -- to improve your management skills.  Use this course as an opportunity to practice and further develop you management skills.

Should the need arise during the course of play of the marketing simulation game, the instructor reserves the right to refer possible instance of unfair or illegal business practices (such as collusion among teams, monopolistic practices, price fixing, kickbacks and payoffs, and the like) to the Unfair Practices Tribunal.  Its decisions on all such matters are final.

EVALUATION, ATTENDANCE AND PARTICIPATION

Grades in this course are based on a combination of group and individual activities.  The course grading components, and their approximate percentage weights, are shown below.


Class participation


10%


Assigned Case Quizzes


20%

Final examination


20%


StratSim performance


20%


StratSim Strategic Marketing Plan Meeting
15%


StratSim Debriefing Presentation


15%
Attendance.  Please note that, as in life, attendance matters, and will influence your grade.  You are allowed 1 absence, regardless of reason.  Thereafter, each absence lowers your grade.  For example, suppose that you earned an A for the class.  If you miss 1 class, your grade is not lowered and you receive an A;  if you miss 2 classes, your grade will be lowered from an A to an A-; if you miss 3 classes, your grade will be lowered from an A to a B+; if you miss 4 classes, your grade will be lowered from an A to a B.  Please note, I’m not concerned about excused versus unexcused absences, only whether you are in class or not.  

There will be an attendance sheet available at each class.  It is your responsibility to sign it before or after class.

Your “Class Participation” grade will be based on your instructor’s evaluation of your class participation plus interactions with the course instructor during StratSim review meetings and presentations.  In general, my expectation is that you will always come to class prepared to participate positively in the in-class activities and discussions.  You should treat this class as you would a standard business meeting:  prepare, attend, and participate.  Quality of preparation, not quantity, is the relevant issue.  Some further observations about class participation follow.

· Treat class participation as an opportunity to excel. You don’t have to excel continuously, to be sure.  But, if you never distinguish yourself during our whole time together in this course, something is clearly missing from your course experience. Impress the class with your thoughtfulness, creativity, attentiveness, critical thinking, and/or analysis capabilities.

· I will often cold-call on students without prior notice.  

· I understand that occasionally course participants may be unprepared to participate fully in a particular class.  Please advise me ahead of time of such unpreparedness. You may also “pass” at any time without embarrassment or explanation if I happen to specifically call upon you.  However, more than one pass in the whole course will normally result in a significant downward adjustment in your class participation grade.

· Name tents are a requirement at all times in class. 

· At the end of the course, participants will evaluate other members of their StratSim team to provide an individual-specific assessment of contribution to the performance of the group. This summary evaluation is meant to account for the total relative contribution of all group members to the quality of the group’s StratSim efforts during the course.  The results of this private evaluation will be used as one component of the “Class Participation” component of the evaluation system in this class, and will also impact the “StratSim performance” grade.

Your grade will be based upon two primary components.  The first component is how well you respond when cold-called.  Factors such as preparation and ability to think on your feet will determine your cold-call evaluation.  The second component is how well you contribute in class when not cold-called.  You are not expected to contribute each and every class.  But you are expected to contribute.  Factors such as the depth and thoughtfulness of your contribution, as well as how well your participation contributes to the specific line of thought will determine your non-cold-call contribution evaluation.
The assigned case quizzes will be short (5 to 10 questions) and easily answered if one has read and prepared the case.  Prior to beginning case discussion, everyone will take a case quiz.  
The final will allow the students to demonstrate their understanding of the materials covered in class.
StratSim Performance is evaluated on both short-run and long run dimensions.  Financial (ROI), market (market share), net income, and operating efficiency performance are all relevant.  Improvements in these performance measures through time will be of special interest, as will the ability to develop and execute a competitive strategy.
StratSim Strategic Marketing Plan is based upon the demonstrated ability of the team to develop and explain their Strategy and Execution.

StratSim Debriefing is based upon the teams 1) preparation and 2) understanding shown during their presentation of their teams performance throughout the semester.
Note that half of the grade in this course is based on group activities. This follows from the workload in this course, which involves intensive group work - and group performance evaluations - within your StratSim teams. However, team grades may be modified by individual performance evaluations of the relative contribution of the team members.  That is, peer evaluation of your individual efforts influence your overall group activity grades.

Note on case preparation:
The case questions are provided as a too for you in order to provide a way to approach thinking about the case while you read and prepare for case discussion.  In most instances, the actual case discussion will deviate from the case questions in the syllabus.  

Do prepare the cases according to the case questions as a starting point.  This suggestion is particularly true for cases associated with quantitative analyses, in which the case questions will provide guidance as to the questions to answer quantitatively.  In addition, these questions are excellent guides to preparing quantitative, as well as qualitative, analyses.
Course Schedule
Week 1:  Introduction & Marketing Orientation
August 30, 2007
Class #1a:
Marketing Orientation

Case:

Black & Decker

Text:

Best, Chapters 1 & 2

Case Questions: For this case, concentrate primarily on the Professional – Tradesperson market.


1.  Conduct Situation and SWOT analyses.


2.  Use these analyses to develop a strategy by which to achieve the case goal.


3.  Develop a strategic market plan, and marketing mix strategy for Black &

 
     Decker based upon the analyses.


4.  Rely upon Best, pp. 332-338 for the analyses.
Class #1b:
Marketing Orientation – Measuring the past and future

Case:

Store24

Text:



Case Questions: (please note:  Use the quantitative data available in the case as much as possible to answer these questions)

1.  What would you recommend?


a. Drop Ban Boredom and focus solely on CYJCW.


b. Continue with Ban Boredom.


c.  Follow a dual approach, with each strategy implemented in 
some stores.


2.  Why do companies measure and analyze non-financial performance metrics?  In

 
      what environments is this measurement especially beneficial?


3.  Critique Store24’s Balanced Scorecard.  What other variables would you

 
     include to use the scorecard to test the effectiveness of the Ban Boredom


     strategy?


4.  Is the Ban Boredom strategy related to future financial performance?


5.  Is this an instance of a good strategy poorly executed, or a poor strategy?
Week 2: Performance Measures and Introduction to Simulation


September 6, 2007
Class #2a:
Value Cycle

Case:  
Mavesa Nelly Brand 

Text:

chapters 1 & 2

Case Questions:


What is the situation facing Mavesa’s Nelly brand?


What is happening at the customer level?


What is (are) the major hurdles facing Mavesa?


What are the possible solutions?

Do the financial analyses support the recommendation to reduce price (i.e., what can you learn quantitatively from this case)?


What additional data would you request before making a decision?


How can Mavesa continue to generate value to the segment(s)?

Class #2b:
Introduction to StratSim & Simulation team assignment

Week 3:  Time dedicated to StratSim
Class #3:  StratSim

Note:  You will receive an email from Interpretive.com including your userid and password on Friday, September 7th.  At this point you can register for the simulation.  You will need to pay (via credit card) for the simulation.  After you have paid, you can download the manual.  Once all team members have registered, you can begin making your team decisions.

There is a StratSim Quiz, which you should take after you have familiarized yourself with the manual.
Your first decision set is due Thursday, September 13th, by midnight.

Please note, this first decision is a practice move.  The simulation will respond as it will during the regular simulation, and you will have access to all of the reports and results.  However, for the next move, the simulation will be reset back to the starting conditions.
Thus, this first decision set is provided in order for you to get experience with all of the decisions that you need to make and allows you to begin to interpret the results.

There will be no official class session this week.  Rather, class time is set aside for you to work on the first, practice, decision set. 

Please note, I will be available to provide you with whatever support you need during this week.  You can contact me by email, or by arranging a time for your team to meet with me.

Practice Decision Set due Thursday, September 13th by midnight
The results of this practice round will be available Friday, September 14th by noon.
Note: there is a very fast turnaround, with the next decision set due 2 days after reviewing the results.  This fast turnaround is because you are, in effect, making the same first move twice, the first time for practice, the second time for real.
Week 4
First Decision Set due Sunday, September 16th at midnight
September 20, 2007

Class # 4a:
Segmentation – Needs-Based (case available on Blackboard)

Case:

New England Soup

Text:

chapters 3 & 4

Case Questions:

What is the rationale underlying the consultant’s recommendation?

What are the advantages and disadvantages of this recommendation?

What would be your advice?

What is the rationale underlying your recommendation?

Note: For case discussion, assume that data are correct.  Focus on segmentation issues.  How does the data inform the strategic decision before New England Soup?

Class #4b:
StratSim
We will discuss how to interpret results.

Week 5

Decision Set 2 due Sunday, September 23rd at midnight
September 27, 2007
Class #5a:
Targeting, Relative Differentiated Benefit (RDB)

Case:

Investorsoft

Text:

chapters 5 & 6
Case Questions:


To be provided in class.

Class # 5b:
Targeting, Relative Differentiated Benefit (RDB)
Case:

Biopure

Text:

chapters 7 & 8

Case Questions:


To be provided in class.

Week 6

Decision Set 3 due Sunday, September 30th at midnight
October 4, 2007

Class 6: StratSim preliminary meetings

Your team will meet with the Professor to discuss issues and questions that have arisen from the first moves in the simulation.  Meeting times to be announced.

Week 7

Decision Set 4 due Sunday, October 7th  at midnight
October 11, 2007

Class #7a:
Targeting: The Cube

Case:

Dexit

Text:

chapters 9 & 10

Case Questions:


To be provided in class.

Class #7b:
Targeting: The Cube

Case:

TAL Materials

Text:

chapters 11 & 12

Case Questions:


To be provided in class.

Week 8

Decision Set 5 due Sunday, October 14th at midnight
October 18, 2007
Class # 8a:
Competition

Case:

Zantac

Text:

13 & 14
Class # 8b:
Competition

Case:

Zantac

Text:

15 & 16
Week 9

Decision Set 6 due Sunday, October 21st at midnight
October 25, 2007

Class #9:
Strategic Marketing Plan Meetings

Professor Priester will meet individually with teams

No formal class meeting.  Times to be arranged.

Text: Chapters 

Assignment:  You are to prepare a powerpoint presentation (no more than 15 minutes in length) in which you detail your strategy, present your results, and predict the next several periods.  More information will be provided in class.

Week 10

Decision Set 7 due Sunday, October 28th at midnight
November 1, 2007

Class #10a:
Positioning:  To which segments are you positioning?

Case:

Calyx & Corrolla

Ancillary Reading:
Customer Profitability and Life-Time Value

Case Questions:


Calculate the LTV of the customers for C&C.


Calculate a sensitivity analysis (vary each parameter + and – 10%)


Given the sensitivity analysis:



What are the key drivers to profitability?



What is the key to C&C’s future growth?



Which of the campaigns are best?

Class #10b: 
StratSim Meetings

Teams will meet individually with Professor.  Times to be arranged.

Time dedicated to StratSim

Week 11
Decision Set 8 due Sunday, November 4th at midnight
November 8, 2007

Class #11a: 
Position: What are the needs of the segment?

Case:

Club Med

Case Questions:


How well is Club Med doing, compared to its competition?


What is Club Med doing well?


What is Club Med doing poorly?


What are the drivers of customer satisfaction?


What should Club Med focus on to improve its performance?


To what new ventures could Club Med leverage its advantage?


What is the best positioning that Club Med can provide to its customers?
Class #11b:
StratSim Meetings
Teams will meet individually with Professor.  Times to be arranged.
Week 12

Decision Set 9 due Sunday, November 11th at midnight
November 15, 2007
Class #12a:
Innovation:  How to satisfy latent needs
Case:

Innovation at 3M
November 15, 2007
Class #12b:
Creativity:  80 minutes to a more creative you!

Week 13
November 29, 2007
Class #13:
Final Presentations

Class Time dedicated to Final Presentations

Week 14
December 6, 2007
Class #28:
Final Presentations
Class Time dedicated to Final Presentations

Final Exam:  Note, there will be a final exam, given during the Final Exam period.  This will be an open book exam, allowing you the opportunity to demonstrate the skills and insight that you have developed during the course.
