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70-381 Marketing 1, Fall 2009

Instructor

Dr. Jeff Galak




Office:  Posner 356



Phone: (412) 268-5810



E-mail: jgalak@cmu.edu 
Class Hours

Lecture 1: Mon + Wed, 9:30 - 10:20am - Posner (IA) Simon Auditorium

Recitation A (w/ TA: TBD): Fri, 9:30 - 10:20am; Simon Auditorium


Recitation B (w/ TA: TBD): Fri, 9:30 - 10:20am; Wean Hall 5302


Recitation C (w/ TA: TBD): Fri, 9:30 - 10:20am; CFA 102




Lecture 2: Mon + Wed, 10:30am - 11:20am- Posner (IA) Simon Auditorium

Recitation D (w/ TA: TBD): Fri, 10:30 - 11:20am; Simon Auditorium


Recitation E (w/ TA: TBD): Fri, 10:30 - 11:20am; Doherty Hall 1207

Recitation F (w/ TA: TBD): Fri, 10:30 - 11:20am; Doherty Hall 1117
Office Hours
Monday 2:00pm - 3:30pm or by appointment 

If the office hours do not suit your convenience, then please feel free to email me to set up an appointment for any other time that suits you. I will be quite happy to meet with you outside the regular appointment hours.

Course Websites
The site is available through Blackboard at http://www.cmu.edu/blackboard/. Closer to the time of each class, the site will contain useful material including:  PowerPoint slides from class lectures, a discussion board, grades, the syllabus, term project guidelines, and other fun and useful things!

Note: ALL assignments are to be submitted via Blackboard. I will not accept any paper submissions. There are no exceptions to this rule.
Important Due Dates

Personal Information Form


8/24, First Day of Classes
Coca Cola Case Brief



9/16, before the start of classvia BlackBoard
Mid- Term Exam



10/12
Google Case Brief



10/19, before the start of class via BlackBoard
Short Essay




11/4, before the start of class via BlackBoard

Unilever Case Brief



11/11, before the start of class via BlackBoard
Start of Marketing Project Presentations
11/16
Marketing Project Report Due

12/4
Final Exam
 


12/7
COURSE OVERVIEW

People often define "marketing" as advertising – a highly visible activity by which organizations try to persuade consumers to buy products and services. However, marketing is much more than advertising and even the most skillful marketing cannot make consumers buy things that they don't want.

Marketing involves two basic sets of activities. The first set starts with identifying consumer needs and ends with positioning the product or service to satisfy those needs and differentiate it from competition. In between, rigorous analysis of the competition, the customer, the environment, and the company’s own capabilities are required. The second set of activities revolves around the “marketing mix” – letting the consumer know about the product in an attention-getting, convincing, and motivating way, getting it to the consumer through the best combination of distribution channels, pricing it effectively, and offering incentives to try, purchase, and purchase more. At any point along the way, failure to get one of these activities right may result in the failure of the product. Positioning is the key to product success, but even a perfect product with brilliant positioning won’t last long if its benefits are not clearly communicated to the right people, if its price is to high or too low, if it is sold through the wrong retailers, or if it is displayed poorly. 

In this course, you will be introduced to the principles underlying these activities and given opportunities to try your hand at analyzing markets and formulating strategy. The more specific objectives are:

· To acquire an understanding of basic marketing concepts.

· To understand the strategic role of marketing.

· To gain an understanding of the elements of the marketing mix and their interaction.

· To identify and address the key decisions facing marketing managers.

· To practice the process of analyzing a marketing situation or opportunity, formulating market strategy, and developing and implementing a marketing plan.

· To integrate marketing knowledge with other areas in business.

Course Organization 

Textbook

Influence: The Psychology of Persuasion by Robert Cialdini, Harper Paperbacks; Revised edition (December 26, 2006) ISBN: 006124189X. (The book costs $12 at Amazon).

Suggested Textbook:
Marketing, 9th Edition, R. Kerin, Steven Hartley, and William Rudelius, McGraw-Hill Irwin, 2009. ISBN: 978-0-07-340472-1. The book is not required for the course, but if you feel uncomfortable without a Marketing text book this is the one. However, all exams and assignments will be based on material covered in class, and not on the book.

Format
Lectures are on Monday and Wednesday and recitations on Friday. The recitation sessions are not optional review session but an integral part of the course. You are required to participate in all recitations.

Course Pack
You are required to purchase the course pack from the book store. It will include the cases that we will be using in class. 

YOUR COURSE GRADE

Your grade is a composite of the following (discussed in more detail in the next section):

1. Class Participation




15%

2. Case Briefs





15%

3. Exams





45%
4. Short Essay





  5%
5. Marketing Project and Group Presentation

20%

COURSE COMPONENTS

The course uses a combination of lectures, class discussion,  case studies, assignments and exams, as follows:

1. Class Participation – 15%

Students in management education learn a lot from each other, drawing on different experiences, viewpoints and opinions unique to each individual student. Class participation is an important part of marketing courses. You are expected to contribute to class discussions of readings, cases and current events. Participation will be monitored and credit will be given based on the QUALITY of your participation in the course.

Class discussion should encourage the free and open exchange of ideas. If you want to challenge what I, or another student, have said, do so. Constructive criticism is always welcome and is an important part of the Tepper experience. Do not be upset if I challenge something you say - we learn most when we have to defend our positions. If you ever feel that my comments or the comments of any student are not constructive, please let me know.

It is important for your classmates and me to know who you are. Please fill out the Personal Information Form on Blackboard and hand it in at the first class, so I can learn more about you. Please also write a name card with your first name in big block letters and use it in every class. This helps your classmates and me know who you are. 


When you come to the second class, choose a seat in which you’ll be comfortable—it will be your assigned seat, at least for the first few weeks.

Please come to class on time and make sure you give yourself enough time to settle down. Class will begin promptly at the time it is supposed to start. Remember, if you're not in class, you may miss your opportunity to participate.

While I would prefer for class participation to be entirely voluntary, class can get pretty dull if I am the only one talking. As such, expect some amount of “cold calling.” In almost all cases, I will call on someone at random to provide an opinion. Everyone has an opinion about something, so please be ready to provide it. Remember, we learn best when we participate in the process. The cold calling is not designed to embarrass you, but rather to engage you.

Whenever you know in advance that you will be absent, please let me know. If you miss class due to a pressing emergency, please provide me with the necessary documentation to excuse your absence. In either case, be sure to obtain copies of notes from your classmates to insure that you do not miss any important material. 

Classroom Etiquette: Out of respect for the other students in your class, it is important for you to focus your full attention on the class, for the entire class period. Most students observe proper decorum, but it takes only one person’s behavior to distract the entire class. Many students have complained to the Tepper school about students who use class time for other purposes or act in a distracting manner. Please observe the following standards of classroom behavior:

· Arrive to class on time. There have been overwhelming complaints, mostly from students, over the past few years about disruptions caused by latecomers to class. Lateness will be looked upon unfavorably, and be penalized should these instances of lateness become chronic or be disruptive of class proceedings.

· Once you’re in class, leave only if absolutely necessary. Leaving to make or take phone calls or to meet with classmates is not considered appropriate behavior.

· Many Tepper students have complained about the distracting behavior of other students who use laptops for non-class purposes during class or send and receive SMS messages on their cell phones. Therefore, please do not use your laptop and turn off your cell phone and any other communications device. There are no exceptions to this rule.

· The only material you should be reading is that concerned with the class. Reading of any other material, such as newspapers or magazines, or doing work from another class, is not acceptable.

· If you have trouble hearing in class because of distractions around you, quietly ask those responsible to stop. If the distraction continues, please let me know.

2. Case Briefs – 15%

Cases describe interesting marketing problems encountered by real firms. We use them as good examples that illustrate and apply marketing concepts and skills in the course. Cases also give you an opportunity to make and justify marketing decisions. In cases we will focus on identifying the marketing problems, introducing marketing concepts and skills that can help solve these problems, and applying these concepts and skills to recommend a course of action for the firm. There is no "right" answer to a case, but usually some answers are better than others. The strength of your reasoning and analysis is as important as your recommendations. 

The amount you learn from a case depends on how carefully you read and analyze it. You are expected to read each case thoroughly and come to class ready to contribute to case discussions. In many cases some of the material is, by design, not particularly relevant to the problem at hand, while the case omits other data you would like to have, and would try to obtain using market research, if you were the decision-maker. This can be a pain, but it does reflect the real world of business. Some of our discussion may revolve around what "missing information" we would like to have. 
For each case you are responsible for an individual case write up. Each case write-up will account for 5% of your final grade.
Guidelines for Case Briefs

Write in a professional style as if you were a consultant to the firm, giving your best (and highly paid!) advice. Use strong and active verbs and appropriate marketing terms and concepts. The styles of Business Week and The Wall Street Journal are good models in most instances. You will end up with some well-crafted sentences that your English teacher would call “run on”, but they may be efficient in business prose: “I recommend that Mr. Whitfield immediately reduce costs by canceling TV advertising, laying off surplus warehouse staff, reducing R&D spending to 1996 levels and avoiding construction of the proposed San Diego factory. Further, I suggest an intensive market penetration strategy by offering 10% volume-based price discounts for a three month period starting July 1999.”

In most business situations, there are two or three possible courses of action. There is rarely a single "right" answer for each case, just as there is rarely a single right marketing decision in actual business practice. Marketing is a set of skills, concepts, knowledge, analytical techniques and approaches which, when applied appropriately and consistently, can greatly enhance the effectiveness of business. Your recommendation should be specific and based on comprehensive reasoning and rigorous analysis. Sometimes you will need to make assumptions to justify some of your arguments. In that case, make sure that you explicitly state those assumptions and provide for contingency actions if they do not hold.

Don't be afraid to commit to one strategic alternative (e.g., recommend price discounts) although this will rule out other options (in this case, more advertising). However, this is not to say that there are no wrong answers. For example, recommending heavy promotional expenditures by a firm about to become bankrupt doesn't make sense. Think of the four elements of the marketing mix, all the pros and cons of your recommendation versus those of alternative strategies, consider the possible implications and ramifications, and make a decision.

Format

Your briefs should not be more than 2 double-spaced pages, accompanied by a maximum of three relevant exhibits. Running over the page limit for text will lead to a penalty in the grade.

The format must be strictly followed: 1 inch margins on all sides; at least 12-point font size. Identify your brief with your name, section and the name of the case. This information may be in the top margin.

The exhibits can be spreadsheets, tables, flow diagrams, plots, charts, etc. and should be referenced from the text. They should be relevant and should contain brief narrative or description of what they illustrate. 
Paragraph Headings: You may use running paragraph headings (as shown here) if it helps your writing.

Organization

There are many possible ways to write a well-organized, appealing brief. If you work in marketing, your employer will likely have a “house style.” But you should start with the following structure for this course. Also, make sure that you incorporate answers to ALL the discussion questions provided with the case in the following format.  

Introduction: Very briefly, identify the situation and who must take what decision, for example, “Lee Wang, Marketing Manager for Pontiac, must decide whether to increase promotional spending by $1 million and if so, where to spend the additional budget.” Do not repeat case facts, such as: “Pontiac makes cars and is a division of General Motors, one of the largest US corporations.”

Background: You can briefly summarize your understanding of the situation: “After losing market share to cheaper Japanese imports, Pontiac needs to win back customers in the 25-35 age bracket.”

Recommendation: Avoid placing your recommendation at the end of the brief as a conventional conclusion in business; the reader may not get that far. You should make your recommendation explicitly. Do not hedge with wasted words such as “In my opinion.” Say what the executive or firm should do: “Lee should spend $1 MM on increased TV advertising in local spot TV in Southern and California markets, selecting shows with a high 25-35 female viewer profile.” Not a vague wish such as: “Pontiac should raise sales in selected markets.”

Basis for Recommendation: Back up your plan: Provide around three reasons why your plan makes sense, possibly including the rejection of alternate strategies. “Network TV has proved ineffective at boosting sales and a trial of radio ads was ineffective.”

Alternatives, Risks, and Assumptions: Outline key assumptions that you have made. Briefly discuss possible uncertainties associated with your recommendation. For example, “This assumes that the increase in awareness in the small Peoria test-market can be replicated nationally.” And, “With weak ties to the distributors, Smithco will be vulnerable in this market if competitors decide to develop a similar product.”

Action Steps: What should be done today? Tomorrow? And in the next three months? Don't be vague, as in “Pontiac should rebuild its brand image.” Rather, “At the end of the first month, Lee should conduct awareness studies to measure the effectiveness of the new spot TV campaign and -if successful- should develop a new ad copy on the same theme and add dealer incentives.”

Appendix/Exhibits

You can include up to three exhibits such as tables, charts, Excel spreadsheets or organizational- or flow-charts. You must refer to the exhibit at the appropriate point in your text: "A sales increase of only 0.4 percent would completely cover the planned extra advertising costs (Ex. 2)." Sometimes you can explore possible outcomes by presenting the “worst, expected and best” scenarios - but do not print out endless iterations of the same idea (e.g., net profit at 0.1, 0.2, 0.3 ... 8.9 percent sales increase).

Technical Issues

Use a spell checker. Then carefully read through your work and make appropriate corrections. Make sure all your recommendations are consistent and compatible with each other. Don't have another person do the proofreading. We want you to learn good editing skills as well as good writing.

That said, if you still feel like you need help, please feel free to visit CMU Academic Development (http://www.cmu.edu/academic-development/). They are there to help!
3. Exams – 45%

There will be a midterm and a final exam covering material from the class sessions, cases, and assignments.  The midterm is closed-book and closed notes and will usually consist of multiple choice and short answer type questions.  The final exam is a timed take-home open-book and open-notes exam and will involve a case analysis. You will be given the case and the assignment at a pre-specified time and will have 24 hours to complete the exam on your own. No collaboration is allowed. 

The midterm counts for 15% of your final grade and will cover all the topics covered up to that point.  The final exam is cumulative, covering topics from the entire course and will account for 30% of your final grade.

4. Short Essay - 5%
The short essay assignment requires you to choose one chapter (not chapter 1) of the book “Influence: The Psychology of Persuasion”. Write a short essay about the persuasion technique that you have chosen. You can write about how you applied the persuasion technique yourself, whether successfully or unsuccessfully. Alternatively, you can write about how someone else applied the persuasion technique on you, successfully or unsuccessfully. The aim is that you analyze the situation and understand why and how such persuasion techniques work―or fail to work. The essay should not exceed 4 double-spaced pages.
5. Marketing Project and Group Presentation - 20%
Teams will present their work in class in addition to submitting written reports at the end of the semester. The project will help you apply marketing principles to real complex business situations. The team presentation will improve your professional skills of presentation and give you experience working in a team. In this semester-long project, your team will complete a marketing plan for an existing company of your choice. Your plan can deal with any of the following issues facing the company:

· Marketing an existing product/service in an existing market

· Marketing an existing product/service in a new market (National or international)

· Marketing a new product/service in an existing market

You will be assigned randomly to a group of approximately five students (all will be in the same recitation section). Experience has shown that this method allows for a better complementary match of people with different backgrounds and skills than teaming up with your friends. The ensuing situation closely resembles a typical business environment where you are expected to work in teams without necessarily knowing the other members of the team in advance. Therefore, switching teams or sections will not be possible.

Expectations for Part I, II, and III. Throughout the whole semester, the marketing project is separated into three stages. Marketing plan Part I, Part II, and Part III will be integrated into a final report that will be presented in class. The presentation and the final report are graded but the separate Parts I and II are not. For them, the lecturer and the recitation leaders will provide feedback before and after the due date of each part.

In Part I, you are supposed to collect background information and define the problem you will be working on. In Part II, you are supposed to conduct a market analysis and design a research plan. You will collect data to study consumer demand and potential marketing opportunities, and analyze the data. In Part III, you develop marketing strategies in terms of elements of the marketing mix.
Final Report. The final report will cover Part I, II and III. Limit your final report to 20 pages (excluding appendices).

Presentation order: A list will be made available to indicate your preferred date for the presentation. Note that an early presentation will give you more time to accommodate feedback in your final report.

Due date: All case briefs and assignments are to be submitted to the electronic dropbox on the blackboard (www.cmu.edu/blackboard) before class on the due date. Missing the deadline results in 0 points.
“Free Rider” Problem: In the business world you live and die by the results of your team as a whole. We prefer to give a single grade to all members of a group, but understand that there may be substantial “outlier” behavior by particular group members. When handing in the final report, you will also hand in a peer evaluation form rating the contribution of each team member. Since a significant proportion of your grade depends on group work, the peer evaluations are taken very seriously. If there appears to be consensus that one group member did not pull his or her weight (or alternatively, that one member was crucial to the team’s success) I will adjust an individual’s project/group assignment grade up or down according to the peer evaluations. Please be fair in rating others. A copy of the peer evaluation form is included; copies will be handed out in class, too. 

Extra credit
Participation in Experiments (optional): These points are optional and are given as extra credit. You can earn up to 3 extra credit points by participating in experiments conducted by Tepper School faculty in Marketing, Organizational Behavior, Economics, and Information Systems. More detail on how to sign-up for experiments will be provided later during class.
Pop Quiz (two unannounced tests 2 points each). The bonus quizzes will encourage you to stay current with the lectures and makeup if you are falling behind. You can earn up to 4 bonus points through these quizzes.
Final Grades (curve) 

There is a great deal of debate about whether or not course grades should be curved. First, a simple definition of a curve: rather than use an absolute standard to assign grades (e.g. anything above a 90 gets an A, anything above an 80 gets a B, etc...), grades are assigned on a relative basis (the top 20% get As, the next 20% get Bs, etc...). The main reason for using a curve is not to pit students against one another, but rather to make sure that the instructor and course are fair! Imagine that I gave an impossibly difficult exam and everyone scored in the 50s (out of 100). Is it the case that everyone in the class is unintelligent, or, more likely, that the exam was too difficult? The reason for a curve is to make sure that all students are treated fairly and that an instructor and course aren't unreasonably difficult (or easy). 

As such, we will have a curve in this class. Your final grade will be computed by summing the raw (unadjusted) scores from all of the components listed above, ranking you relative to your classmates, and then distributing final letter grades (thus, even if your total raw grade is a 70, you might be at the top of the class and receive an A). The distribution of grades will be roughly 20% A, 50% B, 20% C, and 10% below C. However, any extra credit is awarded AFTER the curving and thus you can 'move up' in the distribution (meaning that more than 20% of students can receive an A).

Assignment Submissions - Blackboard and SafeAssign
All assignments must be submitted electronically via Blackboard. I will not accept any paper submissions. There are no exceptions to this rule. In addition, all assignments will be put through the SafeAssign system. This system compares all assignments you submit with every other assignment ever submitted to the system (including those of your fellow students) as well as a host of online sources. The purpose of this system is to discourage plagiarism. I sincerely hope that there will be no such problems, but if there are, this system will discover them and alert me. Let’s not get to this point.

Exam and Grading Policies
Mid Term and Final Exams

Inform me in writing (e-mail is fine) of any legitimate conflicts at the start of the semester.  (All dates have been set and appear in the course outline).  If I do not receive written notice, you will not be given an opportunity to take it at another time.

If you miss an exam due to illness or injury, a make up will not be scheduled for you unless I receive a letter from your doctor (on letterhead) indicating the date and time of the medical problem that prevented you from taking the test. You are responsible for contacting me concerning the missed exam as soon as possible, preferably before the exam.  If you are unable to take a make up exam before the next class session, your doctor’s letter must also indicate the date through which your medical incapacity extended.  If you have a letter from your doctor, I will give you a substitute exam that is as similar in scope and difficulty level to the original exam as possible.

Grade Rebuttals

If you feel that a calculation or judgment error has been made in the grading of a quiz or exam, please write a note describing the error and give it to me (in class or in my mailbox) with the original graded document.  If it’s a judgment issue, you should also include documentation in support of your opinion (e.g. a photocopied page from the textbook with the relevant information highlighted).  I will get back to you as quickly as possible with an answer (ideally, by the next class session).  Please note that any request for reassessment of a grade usually results in a review of the ENTIRE assignment or exam.  This means that if errors are detected in the grading of other sections, they will also be corrected, whether they are in your favor or not.  Students have one week from the date an assignment/exam is returned to submit a grade rebuttal—after one week, no rebuttals will be accepted.

PLEASE NOTE:  I will not discuss or consider changing the grade on any assignment that has not first been submitted as a formal, written rebuttal. If you go through the rebuttal process, but are still unsatisfied with the outcome, you may then make an appointment to see me so that we can discuss the issue further.  

There are absolutely no exceptions to this policy.

Policy on Exams for Students with Qualified Disabilities

If you have a qualified disability and will require academic accommodation during this course, please let me know at the beginning of the course and provide me with the appropriate information.  I will make sure to accommodate any special needs that you require.
CMU policies regarding students with qualified disabilities can be found here:

http://www.cmu.edu/hr/eos/disability/students/services.html
General Course Policies

Students often ask about course policies in a number of areas, such as keeping current with the class, missed exams and quizzes, regrading, and the honor code. These are very important for you to know and observe. All of this can be found in the student handbook that you were provided with. Alternatively, you can get it here: 
http://www.studentaffairs.cmu.edu/theword/
Cheating
Cheating and plagiarism will NOT be tolerated. Depending on the severity, either infraction will result in the grade of “F” for the assignment, quiz, or exam for all parties involved or failure of the entire course. Violations of this policy will may result in referral to the Dean's office and legal action by the University. 
CMU policies regarding cheating and plagiarism can be found here: http://www.cmu.edu/policies/documents/Cheating.html
But, let's not kid ourselves, we all know what shouldn't happen in a classroom. 
Appendix - Grading of Case Briefs
1. Format


Correct 



 1


Minor problems 

 
½


Major problems 
 

 0

2. Appropriate usage of marketing terminology, grammar, spelling


Perfect 
 


 2


1 or 2 errors 



 1


Many errors 



 0

3. Clear point of view


Well-stated, strong arguments
 3

Good POV, not well supported
 2

Good support, no clear POV

 1

Too many ideas


 1

Wrong focus



 0

4. Assumptions, risks, uncertainties

Fully discussed


 2

Fair effort



 1

Not addressed



 0

5. Recommendations, action steps

Clear, excellent


 2

Fair, imperfect



 1

Vague, not stated


 0

Points off

6. Logic

Rambling



-1

Some inconsistencies


-½

7. Irrelevant issues



-1, -½

8. Excessive restatement of case facts
-1, -½

9. Other

Total





max 10

Appendix - Sample Case Brief
TO:
Richard Knight, VPA P.R. Director

FROM:
X

RE:
1998 Marketing Plan

Introduction

After careful review of the information and data you provided, I am submitting the following recommendations regarding your operations: I recommend you adopt Ms. Dewey's plan and that you simultaneously reorganize your operating hours and communication expenditures to accommodate the changes this plan brings about in your service. I believe that my recommendations are in line with your organization's objectives and, furthermore, may have the added benefit of aiding the financial position of the aquarium.

Background

The aquarium has two sets of objectives. Its communication objective is to increase the awareness of its programs in order to accomplish the second objective, which is to preserve and enhance aquatic life through education, recreation and research. In essence, these goals are accomplished by maximizing public exposure to the aquarium. Any reorganization of operations or communication expenditures should therefore be aimed at maximizing the quantity of attendance and quality of experience received while visiting the aquarium.

Recommendation

My recommendation has three parts. First, adopt Ms. Dewey's program but increase the children's admission to $3.50. Second, reorganize your operating hours so that they can be consistently recalled by members of the public, regardless of the season. Specifically, make your new operating hours 9am to 9pm every day with weekday general admission open from 3pm until 9pm. Utilize the print, television and, radio news media to call attention to the new “quiet hours” available after 3pm. Finally, make the following changes in your communication program: Cut billboard expenditures by $12.600, eliminate $18.400 in magazine fees by making the membership magazine bimonthly, and channel these savings into radio and TV advertising during the winter months.

Basis for Recommendation

Ms. Dewey's Program. Implementing the program will increase the exposure of schoolchildren to the aquarium; a VPA objective. Clearly, the program will satisfy both teachers and the portion of the general public that considers the tours a distraction. The $1.00 increase in fees can be justified by the fact that the school tours are receiving exclusive use of the premises during our morning hours. In addition, the dollar increase is likely sustainable since the teachers are unlikely to be affected by a fee increase carried by parents. As the attached financial analysis indicates, this program can be implemented without a loss as long as 55% of the general admissions during the school tour hours reschedule. The likelihood of this happening is increased by our expanded hours.

Expanded Hours. The expanded hours program has a number of benefits that promise to increase attendance. First, it accommodates rescheduling caused by Ms. Dewey's program. Second, it allows for consistent hours of operation that are more likely to be remembered by the general public. Third, working families are provided the opportunity to visit the facility on weekday evenings. Finally, the “quiet hours” offering is likely to attract new admissions, who may have previously been turned off by the noisy daytime environment. Together these four factors will improve our weekday and off-season attendance; a goal which is consistent with VPA's objectives. As the accompanying financial analysis shows, if the new hours increase attendance by only 3%, VPA can overcome any revenue lost from closing the facility to evening rentals. The history of good relations between VPA and news media represents a low-cost opportunity for disseminating information to the general public.

Reorganization of Communication Expenditures. Analysis of your data shows that current communications expenditures may not be appropriated in the most effective manner. Billboard advertising was not cited as a cause for learning about the aquarium. Magazine fees are also significant and are generally not critical in bringing in new admissions since the magazines are generally sent to current members. Reducing the magazine to bimonthly can be justified to the membership as a cost saving which they are likely to support. These net savings of $ 31,000 should be appropriated to TV, radio, and brochure advertising, which have the lowest cost per thousand admissions reached at $40, $520 and $540 respectively. The emphasis in this advertising should be on gaining new admissions during the winter months and expanding hours.

Alternatives, Risks, and Assumptions

One alternative was to eliminate the most expensive advertising. This was not recommended because some of these media serve a useful purpose as reminders. One risk is that the aquarium will not be able to locate enough docents to implement the volunteer program; a factor that was assumed possible in the recommendation.

Next Steps: Set a date for implementation and begin contacting news media representatives.
Appendix - Guidelines for Marketing Project

Marketing Plan

You and your team members will complete a marketing plan for an existing company of your choice. Teams will present their work in addition to submitting a written report at the end of the semester. The recitation leaders will help you to get started. The professor and recitation leaders will be available for assistance if you need additional input.

Some projects in the past included marketing plans for:

· Nintendo Game Cube

· Honda Insight

· BMG

· Disney theme parks

· Reebok

· AMC Theaters

· CMU Bookstore

Part I - Background and Problem

Identify a marketing problem for an existing company. The problem may pertain to different issues, including the introduction of a new product, repositioning of a product, market penetration or market development, diversification, whether and how to extend a current line of products, how to increase profits when the demand/profitability of an existing product is declining, global marketing etc. Pretend you are addressing a hypothetical Board of Directors. The Board will make a GO/NO GO decision based on your first report.

Conduct a marketing audit and describe the company. To obtain relevant information, consult secondary sources in the library, on the Internet, electronic databases, business magazines and journals, annual reports and other reports. 

Describe in detail:

· Company. Start by selecting a company and collect brief background information about it. Articles in Business Week, Forbes, and the Wall Street Journal may help you choose a company that currently faces an interesting marketing problem. Describe the overall strategic plan of the company, including its mission statement, company objectives and goals. In case your problem/product pertains to a particular brand or strategic business unit, focus the discussion on them.

· Clearly state the Problem that you are planning to address. Identify your objectives.

Part II - Market Analysis and Research

Conduct a marketing audit and describe the company’s marketing situation (library, Internet, electronic databases, business magazines and journals, annual reports and other report. You may also want to contact the company and inquire about existing internal data sources and ask permission to use them for your analyses)

Describe in detail.

· Market situation. Present relevant data on target market(s) over the past years, including the composition, size, and growth of the market segments. Previous studies on similar products may help you to present data on consumer needs, perceptions, and buying behavior trends.

· Product situation. Describe the company’s product offering, sales, prices, contribution margins, net profits.

· Competitive situation. Identify and describe the major competitors that satisfy similar needs, including their size, goals, market share, product quality, marketing strategy, and positioning.

· Distribution situation. Present data on the size and importance of each distribution channel. How does the product/service reach the customers? Are there distributors? Is it available in stores (which ones), though direct mail, or on the Internet? Does the company sell directly to customers? 

· Macroenvironment situation. Describe socio-economic and demographic trends that may influence the performance of the company/brand/product in the future.

Then, identify the product strengths and weaknesses, as well as the opportunities and threats that the business is facing. In other words, conduct a SWOT analysis. Identify opportunities that match strengths of the company/product and threats that may harm future activities.

Determine the specific information needs. What additional (primary) information will you need to formulate marketing strategies? Collect information on consumers (e.g., demographics, lifestyles, psychographics, purchase patterns, etc.), your product (e.g., positioning, willingness to pay, purchase intention, etc.) and competitors (e.g., positioning, loyalty, etc.) Carefully develop the research plan for collecting the information. Develop and describe the following Data collection method (survey, experiment, observation, focus groups, historical data, and/or statistical databases. You may need more than one method) and Data analysis method ( If you have formulated particular hypotheses, design appropriate statistical tests to test these hypotheses - recitation leaders will help you with this).

After the research plan has been specified, it is time for its implementation. Collect, code, and analyze the data according to the research plan. Based on the first results you may want to adapt your initial research plan and redo some of the analyses. Then interpret and report the most important findings that are related to your marketing problem.

Part III – Marketing Strategy Development

General marketing strategy. Develop a new marketing strategy based on the information collected in Part I and Part II. First present the marketing strategy in general terms, addressing the following issues (if applicable):

· Target market(s). Describe the market segments that will be targeted.

· Positioning. How will the product be positioned in the market, given the positions taken by competitors?

· Marketing mix. Specify each element of the marketing mix. For example:

· What product(s) will be offered to the market? Is it a product modification, variant, or innovation?

· Based on what product attributes is the product positioned in the market?

· What price will the consumer pay? Do you recommend segmented pricing? Specify it.

· What sales force activities will you recommend? 

· What channels will be used to distribute the product? 

· Which advertising media will you use for your communication message(s)? 

· What level of advertising spending do you recommend? 

· What is the general communication message to the customer?

· Will you be offering sales promotions?

· …… 

· Research. What additional marketing research is needed to track consumer preferences and competitors' actions? Is additional investment in R&D desirable?

Action program. Specify each element of the marketing strategy. What will be done when and what are the costs of the specific actions.

Budgets. Also provide a detailed marketing budget for implementing the strategy. Assume that the total marketing budget that you have at your disposal is half of the current (existing) marketing budget. This requires you to develop new creative marketing ideas that are more effective but less expensive than what the company has done so far. Specify the projected revenues, costs (fixed, variable) and profits, and how you allocate resources.

Controls. Outline the controls for monitoring the plan’s progress. Specify goals and budgets for the first 8 quarters.

Communicating the Plan

Team Presentation. You are to take the role of a group of consultants presenting to the Board of Directors of the firm. As on any Board, some members know more about the issue than you do, and all will be generally familiar with the firm's situation. But some members have had only a slight opportunity to read the material before a meeting. Leading them through the situation, your analysis and recommendations require considerable skills to hit the right level of detail, without endlessly reciting case facts. Of course, the same is true for your classmates - some of them have had other courses than you and are ready with tough questions; some will know the facts. Try to appeal to all these segments. Also make sure that each member of the group gets some “air time.” This is difficult to do in practice, but is very effective if the group is well rehearsed and the changeovers are seamless. Be well-prepared and pay extra attention to the substantive content, materials and style of the presentation.

Notes:


(1) Practice your presentation well. Your team will have 10 minutes to present the plan.

(2) If you plan to prepare a PowerPoint presentation, please make sure that you thoroughly test it in the classroom. Too often, presentations fail because of problems related to PowerPoint. You are advised to bring overhead transparencies as a backup.

(3) Check out the presentation equipment available in the classroom.

(4)  On the day your group is presenting, make sure that all of you are on time.

Final Report. You will prepare the final report for the Board of Directors and the departments involved in the execution of the marketing plan. The report will integrate Part I, II and III. You can use the basic structure as outlined for parts I to III (see Marketing Plan). Plan the writing of the report in advance, make a division of tasks and start on time. While working on Parts I, II, and III, consider the consistency among the corresponding sections of the report. Distribute the workload evenly among team members and over time. Include a title page, table of contents, and executive summary and add a cover to your report. Aim at a length of around 20 pages plus appendices. When preparing the report pay extra attention to the items listed under ‘Grading of Marketing Project.’

Additional issues related to the presentations


1. Submit a 1/2 page abstract 1 week before your group's presentation.


2. Bring 10 copies of the overhead slides (2 slides on 1 page) to give to the Board of Directors (see below), the TAs and me.

3. You can use my laptop for your PowerPoint presentation. In this case, bring your presentation stored on a USB stick. You may want to test beforehand whether it works (in the past I have encountered compatibility issues between MAC and PC, I have a PC).

 
4. Another team not presenting will serve as Board of Directors, will ask questions and will comment on the project. Participating in the Board of Directors will also count for your participation grade. Teams will be called at random to serve as Board of Directors, so all of you should attend the presentations!

5. Rehearse your presentation and time it so that you do not exceed the allotted 10 min. per team!
Appendix - Grading of Marketing Project
(20 points in total)

1. Final Report


15 points

· Clear definition of marketing problems faced by the firm.

· Necessary information collected (library sources, survey, etc.).

· Correct marketing research method. Appropriate financial analysis.

· Thorough, strong, practical, creative and consistent marketing plan.

· Strong basis to support your recommendation.

· Practical action programs.

· Clarity and conciseness in writing.

· Thorough coverage of issues raised during presentation and feedback

2. Presentation


5 points

· Message clearly communicated to audience

· Use of marketing terminology

· Professional and persuasive presentation style

· Readability of slides, confident handling of equipment, lighting

· Speaking, eye contact, posture, gesture, movements

· The result appears as if the team worked well together

· Good match of speaker to topic

· Good hand-offs

Excellent!
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