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MARK 7397 - Selected Topics in Marketing:   

Prof. James D. Hess
Marketing Engineering


              375H Melcher


          jhess@uh.edu
“All models are wrong, but some are useful.”  George Box.           Off. Hrs. Tu&Th 3:00-5:00
COURSE DESCRIPTION AND OBJECTIVES


This course deals with concepts, methods, and applications of decision modeling to address such marketing issues as segmentation, targeting and positioning, new product design and development, advertising, sales force and promotion planning, and sales forecasting.  The course is designed for MBAs as well as for students in engineering and related disciplines who have some background in or understanding of marketing principles, and who know or are prepared to learn to build “smart” spreadsheets in EXCEL.  


Unlike conventional capstone marketing courses that focus on conceptual material, this course will attempt to provide skills to translate conceptual understanding into specific operational plans--a skill in increasing demand in corporations today.  Using market simulations and related exercises tied to PC-based computer software, students will develop marketing plans in varying decision contexts.  

Specifically, the course objectives are to:

· Provide students with an understanding of the role that analytical techniques and computer models can play in enhancing marketing decision making in modem enterprises.

· Expose students to numerous examples demonstrating the value of the analytic approach to

marketing decision making.

· Provide students with the software tools that will enable them to apply the models and methods taught in the course to real marketing problems.

· Improve students’ skill in viewing marketing processes and relationships systematically and analytically.

REQUIRED COURSE MATERIAL

1. Marketing Engineering: Computer-Assisted Marketing Analysis and Planning with CD-ROM by Gary Lilien and Arvind Rangaswamy, ISBN 1-4120-2252-5, Trafford Publishing.  This is available from http://www.trafford.com which publishes-on-demand.  After buying the book, you will need to register at the website http://www.mktgeng.com/  (setting up a user name and password), and when you install the software you will need this for authentication. 
2. This is a computer intense MBA course.  The above book has a CD-ROM with all the Windows-oriented software used in this course.  It would be best that you own your own laptop to install the software and bring to class every session.  If you do not have a laptop, the Bauer College’s Research & Instructional Computing Services (RICS) will provide you a laptop from the RICS portable cart at the beginning of each class.  The software needs to occasionally hook up to the webpage http://www.mktgeng.com/ so your laptop should have wireless-internet technology, since our classroom does not have internet ports.  There are tutorials for the software at http://www.mktgeng.com/support/tutorials.html .
WebCT

We will use the WebCT system as a bulletin board to facilitate electronic communication. On our MARK 7397, I will post datasets, simpleton’s guides, and lecture notes.  You can log onto WebCT from any computer that has Web access to http://uh.edu/webct/index.html .
ASSIGNMENTS

First, the good news: there are no examinations in MARK 7397.  Second, the better news: you must take an active part of class and develop a marketing engineering model from scratch.  This approach follows from my teaching philosophy (shared by the authors of our textbook) that you can only learn by doing. 


Class Participation: In this course you will use Marketing Engineering spreadsheets to prepare case analysis for discussion in class.  There will be a three part sequence repeated throughout the term: 1) a lecture will be given in at the beginning of the session, 2) in the second half of the class session, you will use the software to analyze the case and the class will discuss the proposed solutions, probing, extending and applying the material in the readings and lecture, 3) you will prepare case report of no more than two double spaced pages (see WebCT for template), e-mailed to jhess@uh.edu before 12:00am that evening. 


Each of you is expected to contribute to class discussions.  This is wonderful opportunity to practice presenting and discussing marketing issues from an analytic perspective.  To be properly prepared for class, you must read both the indicated pages in the textbook and the case description. To conserve your time in every way possible, it is not necessary that you run the software to analyze the case at home – there will be plenty of time in class; also, we will reserve the last fifteen minutes of the class for your case report.

For each class session, a student will receive a grade of 5, 3, 2, 1 or 0 as follows: 


5= Excellent contribution to the discussion and reasonable report


3= Relevant contribution to discussion and turned in a reasonable report


2= Relevant contribution to discussion but unacceptable report


1= Turned in a reasonable report but did not contribute to the discussion


0= No report and lack of contribution to discussion. 

Notes: if for any reason you cannot make it to class, but can e-mail a case report on time, you will get credit for it. There are differential rewards for class discussions vis-à-vis written reports.

Term Project: It is common practice for a marketing firm to develop an operational version of a model created by academic researchers and to use it as the basis for consulting practice.  To simulate this practice, you will be asked to form a group of three or four students for a term project.  Please tell me your teammates on February 3.   The team will build an Excel-based marketing decision model that operationalizes one of the following models.

1.  Green, Paul and Abba Krieger (1992), “An Application of a Product Positioning Model to Pharmaceutical Products,” Marketing Science, 11: Spring, 117-132.

2.  Neslin, Scott and Robert Shoemaker (1983), “A Model for Evaluating the Profitability of Coupon Promotions,” Marketing Science, 2: Fall, 361-388.

3.  Hauser, John and Steven Gaskins (1984), “Application of the ‘Defender’ Consumer Model,” Marketing Science, 3: Fall, 327-351.

4.  Abraham, Magid and Leonard Lodish (1987), “PROMOTER: An Automated Promotion Evaluation System,” Marketing Science, 6, Spring, 101-123.

5.  Hanson, Ward, Kipp Martin (1990), “Optimal Bundle Pricing,” Management Science, 36, (Feb), 155-174.  See a description in Eppen, Gary, Ward Hanson, and Kipp Martin (1991), “Bundling - New Products, New Markets, Low Risk,” Sloan Management Review, Summer, 7-14.

6.  Swami, Sanjeev, Josh Eliashberg and Charles Weinberg (1999), “SilverScreener: A Modeling Approach to Movie Screens Management,” Marketing Science, 18(3), 352-372.

7.  Eliashberg, Jehoshua, Jedid-Jah Jonker, Mohanbir S.Sawhney, Berend Wierenga (2000), “MOVIEMOD:An Implementable Decision-Support System for Prerelease Market Evaluation of Motion Pictures,” Marketing Science, 19(3), 226-243.

These papers may be found on WebCT.  Models may be selected by more than one group, so you are free to choose the topic that most interests you.  You might want to chat with me about the finalists on your list, to help guide your choice.  Please tell me your group’s choice by February 10.  In the last week of class, your group will make a presentation of the marketing decision model and demonstrate the software to the rest of class.  A report of no more than ten pages (excluding exhibits) and the computer software will be turned in to me on the last day of class.

Grading

Class participation/reports
60%
(individual)

Term project



40%
(group)

Note:  Since a significant part of evaluation is as a group, please choose your partners carefully.  At the end of the term, you will fill out a peer evaluation form to measure effective group participation (attendance at group meetings, timeliness, collaboration, effort and contribution of skills, resources, and ideas).  If the majority of your other group members believe you did not perform effectively, your grade on the project will be lowered by one letter grade. 
Schedule of Topics, Readings and Cases

Meeting 1, Thur January 20: 
Introduction to Marketing Engineering - Chapter 1, pp. 29-45, 253-262

DAK Bread-Maker case

Meeting 2, Thur January 27: 
Segmentation via Cluster Analysis - pp. 61-95


PDA case - pp. 104-112

Meeting 3, Thur February 3: 
Choice-based Segmentation - pp. 96-101



ABB case - pp. 113-116;  

Formation of project team (
Meeting 4, Thur February 10: 
Positioning - Chapter 4, factor analysis tutorial


INFINITI G20 case - pp. 148-154;  
Selection of term project (
Meeting 5, Thur February 17:
Direct Marketing Response Models - pp. 46-49, 170-175

BookBinders case - pp. 185-187

Meeting 6, Thur February 24:
Market Entry Decision Trees - pp. 188-197

ICI America case - pp. 213-215

Meeting 7, Thur March 3:
Competitive Reaction - pp. 208-212

Acme Liquid Cleanser case - pp. 231-232

Meeting 8, Thur March 10:
Conjoint Analysis - pp. 239-253

Forte Hotel case - pp. 272-27
Spring Break March 14-18

Meeting 9, Thur March 24: 
Pretest Markets - pp. 263-271


Johnson Wax case - pp. 283-301

Meeting 10, Thur March 31:
Advertising Models - Chapter 8



Blue Mountain Coffee case - pp. 336-342

Meeting 11, Thur April 7:
Salesforce Models - pp. 354-369


Syntex Labs case - pp. 386-408

Meeting 12, Thur April 14:
Price Discrimination – pp. 414-434


Forte Hotel Revenue Management case – pp. 455-457
Meeting 13, Thur April 21:
Price Promotions and Scanner Data - pp. 444-448

MassMart case - pp. 458-461

Meeting 14, Thur April 28:
Project Presentations, Software, and Written Report
