MARK 7375
Marketing Planning and Strategy

Professor: Niladri Syam

Fall 2005

Office: Melcher 375F



Time: Wednesday 6:00–9:00 PM

Telephone: (713) 743-4568
Office hours: Wednesdays 3:00–4:00

Fax: (713) 743-4572
(or by appointment)

Email: nbsyam@ uh.edu



Classroom: Melcher 126

Required Text Materials: (1) Walker, Mullins, Boyd and Larreche (5th Edition, 2006), Marketing Strategy: A Decision-Focused Approach, McGraw Hill-Irwin. (2) SPSS software from http://estore.e-academy.com/index.cfm?loc=spss/main. Please buy the 6 
month Grad Pack.
Additional Reading 

Benson B. Shapiro. 1988. What the Hell is Market Oriented? HBR, November-December

Theodore Levitt. 1975. Marketing Myopia. HBR, September-October
B. Joseph Pine II, Bart Victor and Andrew Boynton. 1993. Making Mass Customization Work. HBR, September-October

Adrian J. Slywotzky and Benson P. Shapiro. 1993. Leveraging to Beat the Odds: The New Marketing Mind-Set. HBR, September-October

Jim Bessen. 1993. Riding the Marketing Information Wave. HBR, September-October

W. Chan Kim and Renee A. Mauborgne. 1999. Creating New Marketing Space. HBR, January-February

Ian C. MacMillan and Rita Gunther McGrath. 1997. Discovering New Points of Differentiation. HBR, July-August

Adam Brandenburger and Barry J. Nalebuff. 1995. The Right Game: Using Game Theory to Shape Strategy. HBR, July-August

Course Outline

This course stands for the synthesis of the managerial and analytical approaches to marketing strategy. Marketing strategy requires a definition of the market domain and a statement of how utility and value will be created for customers through product and service offerings. Recognizing customer needs and filling them better than competitors is the core of successful marketing strategy. One revolution in business in the last decade is the increasing ability of firms to track their customer’s buying behavior and to use such information to better tailor products and services for them. 

An important aspect of this course will be to understand how firms can derive sustainable competitive advantage from understanding their customers better than their rivals. We will study the impact of the paradigm shift from traditional mass marketing to a one-on-one interactive marketing. This course is built around both conceptual and analytical approaches to customer relationship management and how strategy formulation should take that into account. Topics covered will include issues in one-on-one marketing such as identifying good prospects and customer acquisition; customer attrition and retention; and customer lifetime value. We will also discuss the techniques and terminology of CRM which has a large overlap with both database marketing and data mining. Techniques covered will include decile analysis, RFM analyses, and various predictive models.

Course Objectives

The principal objectives of the course are

· To introduce you to the process of planning and strategy formulation.

· To understand how a firm can formulate its strategy around its customers and thus derive sustainable competitive advantage from its customers. 

· To familiarize you with different concepts that allow firms to do the above- i.e. database marketing, data mining and CRM.

· Analytical approaches to the above.

Grading Scheme

Course grades will be based on the following elements:





Individual strategy paper


25%





Independer.com case analysis


5%





Class participation



25%





Final exam




45% 


You will be expected to prepare for class by reading assigned book chapters, additional readings, and thoroughly reading and analyzing assigned cases.  

The individual strategy paper is due on October 26th, and will substitute for a mid-term exam. In this paper you are required to choose a company and to thoroughly analyze its strategy in terms of all the concepts that we have touched on in the course. The best bet is to take your own organization and to think deeply about its strategy. 

Active participation in class discussions of assigned cases and activities is also expected. This necessarily involves a commitment on your part to set aside ample time prior to class to prepare these assignments.  You should let me know prior to class when circumstances do not permit you to prepare adequately or cause you to miss class.

Individual Strategy Paper (Due 2nd Nov)
For the individual strategy paper you are required to choose a company and then analyze its marketing strategy. If you choose a large company it will be difficult to talk of one marketing strategy for the entire firm. In that case, you will have to select a particular business unit to analyze. A good place to start is the business unit/company that you work for. Your strategic analysis should be specific and detailed. Please do not resort to vague generalities (e.g. ‘Our business unit wants to provide the best products at the least cost in the industry’). In other words, please keep in mind the actionability of the strategy you lay out. For instance, if what is written in the parenthesis above were a strategy it would not be very feasible. To get at the underlying strategy of your business unit, you might have to interview higher-ups in the firm in addition to your colleagues. Talk to marketing managers and salespeople, and it will be very beneficial to talk to a few customers about their perception of your product’s prices, qualities etc. 
To give structure to your paper, you might want to follow the sequence of topics that are being followed in the class – competitor identification, industry definition and carrying out a Porter’s Five-Forces analysis. Also, talk of segmentation, targeting, and positioning of your product vis-à-vis rivals’ products. 
In sum, think hard about what your chosen business unit does to gain sustainable competitive advantage in the industry in which it operates. 
Questions to Accompany Independer.com Case (Due 9th Nov)
All groups will have to turn in the analysis of the Independer.com case on the 9th of November. The written case analysis report should be brief and to the point, and directly address the following questions.
1. What are the benefits that the Independer.com business model provides to its customers? What are the pros and cons of Independer.com’s positioning as a customer advocate?

2. How does Independer.com’s business model compare to the existing financial services?

3. Will Independer.com be able to instill trust in the consumer?

4. Which loyalty scheme would you recommend for Independer.com?
Participation

Productive case analyses and class discussions depend on consistent and thorough preparation.  Twenty-five percent of your course grade depends on your participation. Effective participation is based on careful listening and deep and penetrating analysis, rather than merely on occasional opinions and comments.  Quality is worth more than quantity.  Spirited debate of case issues among members of the class is strongly encouraged.  I view my role in case discussions primarily as facilitator and summarizer. 

Schedule

1. Aug 24
Topic: Introduction to Marketing Strategy- Corporate strategy; SBU-level strategy 


Reading: Text Ch. 1 and 2; Marketing Myopia
2. Aug 31
Topic: Competitor Identification and Market Definition; Understanding Market Opportunities 
Reading:Text Ch. 3 and 4; The Right Game: Using Game Theory to Shape Strategy; What the Hell is Market Oriented?
Guest lecture: Alicia Jansen, M. D. Anderson Cancer Center
3. Sept 7
Topic: Measuring Market Opportunities; Industry Analysis: Performing a Five-Forces Analysis 

Reading: Ch. 5; Strategy and the Internet
Guest lecture: J. Barry Hart, Fiesta 
4. Sept 14
Topic: Decision Making I: Professor Partha Krishnamurthy

5. Sept 21

6. Sept 28

7. Oct 5
Topic: Decision Making II: Professor Partha Krishnamurthy

8. Oct 12 
Topic: Segmentation and Targeting 

Reading: Text Ch. 6; Leveraging to Beat the Odds: The New Marketing Mind-Set; Riding the Marketing Information Wave
Guest lecture: Michael Danke, IBM

9. Oct 19
Topic: Segmentation and Targeting 

Guest lecture: Milt Rose, (Ex) President: Seacor Marine
10. Oct 26
Topic: Product Positioning and Market Response 

Reading: Text Ch. 7; Creating New Marketing Space; Discovering New Points of Differentiation
Guest lecture: Doug Hughes, 
11. Nov 2
Topic: The Dynamics of Pricing Rivalry
Guest lecture: Demetra Andrews


Assignment: Turn in individual strategy paper
12. Nov 9
Topic: Overview of CRM; Contact Strategy: RFM, CLTV
Case: Independer.com
13. Nov 16
Topic: Response analysis (MDA, LR, Decision Trees-CHAID)) 

14. Nov 30
Final Exam
Academic Honesty
The University of Houston Academic Honesty Policy is strictly enforced by the C. T. Bauer College of Business.  No violations of this policy will be tolerated in this course.  A discussion of the policy is included in the University of Houston Student Handbook, http://www.uh.edu/dos/hdbk/acad/achonpol.html. Students are expected to be familiar with this policy.

Accommodations for Students with Disabilities
The C. T. Bauer College of Business would like to help students who have disabilities achieve their highest potential. To this end, in order to receive academic accommodations, students must register with the Center for Students with Disabilities (CSD) (telephone 713-743-5400), and present approved accommodation documentation to their instructors in a timely manner.
