Research in Marketing Management and Strategy, MARK 8338, Fall, 2005

Section 00632.  Open to doctoral students in all relevant disciplines

Instructor:  Betsy Gelb, gelb@uh.edu, 713-743-4558, weekends 713-623-2203

Class meeting:  Tuesdays, 1:30-4:20, with a ten-minute break around 2:50 

What we are trying to do here:

1. Significantly increase your familiarity with and with luck your liking of what appears in academic journals in the fields of marketing management and strategy.

2. Significantly increase the likelihood that you will publish such an article.

3. Prepare first-year Marketing students for the qualifying exam.

4. Improve written and oral communications skills.  What you write should be clear to a first-year MBA student and gladden the heart of an English language purist.  What you present orally should be educational for your audience – us.

Format of this seminar:

The target audience is first-year doctoral students.  It’s easier for a second-year student to cope with hearing or reading something a second time than for a first-year student to function in a class geared to those with greater academic experience.  So we’ll complement the courses Steve Brown and Steve Werner are teaching that introduce   academic research, as follows:  

· We’ll focus on a few journal articles in each sub-area of marketing management/strategy, with each seminar participant “teaching” in one sub-area.  

· Each of you will coauthor two research proposals within the subject domain of the course and present one of them.  

· To give first-year students practice for the qualifying exam, each of you will also write questions over the material we cover early in the semester (these are not graded, but ARE expected, and I’ll provide feedback in class).  

· Each of you will take computerized midterm and final exams answering questions that I write.

Grading:

You’ll earn five equally-weighted grades over the semester:  your two proposals (written in two-person teams), your two exams, and class participation.  AAA A- A- (or better) gets you an A, and you should be able to figure out the rest from there.  Class participation is graded on preparation and astuteness, not quantity or presentation glitz.  Everything you say in class – leading one class, presenting your proposals, commenting on what others present, etc. – is included in this grade.  So 80% of your semester grade is written work.  

The workload in this class is designed for a student taking nine hours at the doctoral level and working as a half-time assistant.  Please note that UH justifies awarding an “I” grade only when a student has completed the bulk of the work in a class but due to circumstances beyond the student’s control cannot complete all work.  I assume that you do control your own time.

Schedule:

Aug. 23 – The domain of research in marketing strategy and management


Please bring to class the completed “who are you?” form and come having already read 

two articles: Varadarajan and Jayachandra, 1999, Webster, Malter and Ganesan, 2005.  

We’ll go over the syllabus and deal with your questions, no matter how small. 

Lecture on/discussion of the domain of marketing management and strategy, 

journals that publish research in this domain, and the kinds of research they publish, with 

emphasis on what dependent variables categorize the research. You’ll also draw

for your “teaching assignment,” with topic determining date.  Swapping assignments is

fine, but please let me know before class ends who will present which topic.  And you’ll

draw for your co-author in preparing your research proposals.

Aug. 30   How to do research in this domain       

Reading assignment: tip sheets on academic journal articles and on writing proposals, also Baron & Kenny, 1986.  We’ll start the class period with a visit to the UH library and a presentation from Carolyn Meanley, the research librarian for business administration, concerning data sources in this field.  When we finish there, we’ll come back to discuss examples of studies that might employ the kinds of data she mentioned.  We’ll also begin talking about your research proposals, including consideration of moderators and mediators.   

Beginning next week, half of each class period is the responsibility of one of you, with the exceptions noted.  On your day, please plan to lead a discussion of the topic, beginning with analysis of the assigned articles.  In addition, please prepare and distribute a one-page annotated bibliography; to do so you’ll have read beyond the (usually) two articles that we all read, to select and summarize those worthy of inclusion in the bibliography.  Then you’ll tell us how the field shapes up, how current journal articles  update this topic or build on it, and you’ll fit the assigned articles into the context of the broader sub-area.  Please get all of us talking about the articles and about research ideas prompted by what we’ve read and what you’ve said. The more we learn and the more thinking we are prompted to do, the better job you did. Roughly, you have 80 minutes.

Sept.  6    Organizational influences on successful marketing strategy/management       

One qualifying exam question due by noon the day before class, Monday, based on material assigned to date; we’ll discuss them all briefly.  Today’s topic:  organizational influences on marketing outcomes, led by Presenter #1.  Reading assignment: Jaworski and Kohli, 1993, Slater and Narver, 1999, Olson, Slater, & Hult, 2005.  The annotated bibliography can include additional organizational influences, but that last article surely gives you plenty of them.  After the break, we’ll discuss (my responsibility) research possibilities in the overall sub-area of organizational variables as they influence marketing-related outcomes.  Please come prepared to discuss a range of variables that might be useful as predictors, moderators, or mediators.    

Sept. 13   Competition


One qualifying exam question due by noon the day before class, Monday, based on

 material assigned last week; we’ll discuss them all briefly. Today’s topic, led by 

Presenter #2: competition, and its influence on marketing-related outcomes.  Reading

assignment: Porter 1979, Porter 1996, Day and Wensley 1988.  After the break, please

 bring a one paragraph summary of a research proposal.  One member of your two-person

 team will read yours out loud and we’ll all discuss each. These proposals are due in 

writing three weeks from today, October 4.  Please plan to turn in your paragraph; I will 

not grade them, but I will write comments on them and return them to you.

Sept. 20   International Environmental influences

Please turn in one “exam question” on last week’s material by noon Monday; we’ll 

discuss them, but this is our last round of this activity.  Today’s two topics both 

involve environmental considerations most often studied in cross-national contexts.  The 

first is the governmental and in the broadest sense economic environment and how it 

influences marketing outcomes, discussion led by Presenter #3.  Reading assignment:  

Porter, 1998, Qu and Ennew 2005. The second, after the break, is the cultural 

environment – discussion led by Presenter #4.  Reading assignment:  Szymanski, 

Bharadwaj and Varadarajan 1993, Lynn and Gelb, 1996.  Note:  if we end up with 10

participants in the seminar rather than the 11 I expect, one person will handle 

environmental influences as our first 80 minutes, and I’m sure we can find something 

useful to do after the break.

Sept. 27     Whom shall we target, with what products?

Presenter #5.  Topic(s): Product-market strategy  Reading assignment: Blattberg and 

Deighton 1996, Swaminathan, Fox & Reddy 2001. After the break, your questions on

proposals, on your presentation of them, and on the midterm exam, including the 

mechanics of answering questions via computer.  

Oct.   4      Your turn, folks


Proposals presented.  Please plan on 25 minutes, but hope for and expect questions, so  your structured presentation should be 15 minutes or so.   If team member A read your idea to us on September 13, B should present today, then please reverse roles for the second proposal.

Oct. 11       Exam tip:  Please think more and write less.

Midterm exam until the break.  Yes, it’s short! Expect one broad question and a few easy 

specifics.  Then I’ll discuss your proposals and return them.  

Oct. 18       Differential advantage

 Presenter #6, covering alternatives for differential advantage, including quality,  

and incorporating the resource view of the firm.  Reading assignment:

 Anderson and Narus 1998, Rust, Moorman, and Dickson 2002. After the break, 

discussion of co-authorships, now that you have experienced one, and of  exams. 

Oct. 25     We now begin discussing tactics, with new product introductions

Presenter # 7. Topic:  New product development, including timing of entry.  But please

also include in the annotated bibliography a range of new product introduction 

variables.  Reading assignment:  Golder & Tellis 1993, Wind and Mahajan, 1997, 

Moorman and Slotegraaf, 1999. Then after the break, one-paragraph proposal idea 

read out loud.  Proposal due Nov.  22; this time you have four weeks.

Nov.  1

Channels, then pricing

Presenters #8 and 9.  Topics are, respectively, channels and pricing.  Reading assignments are, respectively, Frazer and Lasset 1996 and Geyskens, Gielens, and Dekimpe, 2002; then for pricing Blattberg, Briesch, and Fox, 1995, Sethuraman, 1996. 

Nov.  8
“Demand stimulation” seems to be the term of choice

Presenter #10.  Topic is advertising. Reading assignment: Jones and Blair, 1996, Tellis, 

Chandy, and Thaivanich (2000).  After the break, your questions on proposals.

Nov. 15
Personal selling

Presenter #11.  Topic is personal selling.  Reading assignment Viswanathan and Olson 1992, Atuahene-Gima and Li, 2002.  After the break we’ll discuss questions about proposals and the exam and to the extent that we have had strategy-focused visiting scholars we’ll talk about their work and how it fits into what we’re doing this semester.  

Nov. 22
Back to you….

Proposals due today and presented.


Nov. 29
This is the last class; we don’t meet after today.

Second-half exam until the break, then return of proposals and discussion of them.  Teacher evaluation form; please bring pencils.  

Assigned readings in chronological order

Varadarajan, Rajan P., and Satish Jayachandran (1999), “Marketing Strategy:  An Assessment of the State of the Field and Outlook,” Journal of the Academy of Marketing Science 27 (2), 120-143.

Webster Jr., Frederick E., Alan J. Malter, and Shankar Ganesan  (2005), “The Decline and Dispersion of Marketing Competence,” MIT Sloan Management Review –
Summer.

Baron, Reuben M., and David A. Kenny (1986), “The Moderator – Mediator Variable Distinction in Social Psychological Research: Conceptual, Strategic, and Statistical Considerations,” Journal of Personality and Social Psychology Vol. 51, No. 6, 1173-1182

Jaworski, Bernard J., and Ajay K. Kohli (1993), “Market Orientation: Antecedents and Consequences,” Journal of Marketing Vol. 57 (July), 53-70

Slater, Stanley F., and John C. Narver (1999), “Market-Oriented is more than being customer-led,” Strategic Management Journal J., 20:1165-1168 

Olson, Eric M., Stanley F. Slater, and G. Tomas M. Hult (2005), “The Performance Implications of Fit Among Business Strategy, Marketing Organization Structure, and Strategic Behaviour,” Journal of Marketing Vol.69 (July), 49-65

Porter, Michael E. (1979), “How Competitive forces shape strategy,” Harvard Business Review (March-April) 

Porter, Michael E. (1996), “What is Strategy?,” Harvard Business Review Nov-Dec. Vol. 74, Issue 6; pg. 61, 18 pgs

Day, George S. and Robin Wensley (1988), “Assessing Advantage: A Framework for Diagnosing Competitive Superiority,” Journal of Marketing Vol. 52 (April), 1-20.

Porter, Michael E. (1998), “Clusters and the New Economics of Competition,” Harvard Business Review Nov-Dec.

Qu, Riliang and Christine T. Ennew (2005), “Developing a Market Orientation in a Transitional Economy: The Role of Government Regulation and Ownership Structure,” Journal of Public Policy & Marketing Vol. 24(1), Spring, 82-89

Szymanski, David M., Sundar G. Bharadwaj, and P.Rajan Varadarajan (1993), “Standardization versus Adaptation of International Marketing Strategy: An Empirical Investigation,” Journal of Marketing Vol. 57 (October), 1-17

Lynn, Michael and Betsy D. Gelb (1996), “Identifying innovative national markets for technical consumer goods,” International Marketing Review Vol. 13, No.6, 

Blattberg, Robert C., and John Deighton (1996), “Manage Marketing by the Customer Equity Test,” Harvard Business Review July-August

Fox, Richard J., Swaminathan, Vanitha and Reddy, Srinivas K. (2001), “The Impact of Brand Extension Introduction on Choice,” Journal of Marketing Vol.65 (Oct.), 1-15

Anderson, James C. and Narus, James A. (1998), “Business Marketing: Understand What Customers Value,” Harvard Business Review Nov-Dec 1998

Rust, Roland T., Moorman, Christine and Dickson, Peter R. (2002), “Getting Return on Quality: Revenue Expansion, Cost Reduction, or Both?” Journal of Marketing; Oct 2002, Vol. 66 Issue 4, p47, 18p

Golder, Peter N. and Tellis, Gerard J. (1993), “Pioneer Advantage: Marketing Logic or Marketing Legend?” Journal of Marketing Research Vol. XXX (May 1993), 158-70

Wind, Jerry and Mahajan, Vijay (1997), “Issues and Opportunities in New Product Development: An Introduction to the Special Issue,”  Journal of Marketing Research Vol. XXXIV (Feb 1997), 1-12

Moorman, Christine and Slotegraaf, Rebecca J. (1999), “The Contingency Value of Complementary Capabilities in Product Development,” Journal of Marketing Research Vol. XXXVI (May 1999), 239-257

Frazier, Gary L. and Lassar, Walfried M. (1996), “Determinants of Distribution Intensity,” Journal of Marketing Vol. 60 (Oct 1996), 39-51

Dekimpe, Marnik G., Geyskens, Inge and Gielens, Katrijn (2002), “The Market Valuation of Internet Channel Additions,” Journal of Marketing April 2002, Vol.66

Issue 22, p102, 18p, 1 diagram, 1 graph

Blattberg, Robert C., Briesch, Richard and Fox, Edward J. (1995), “How promotions work,” Marketing Science Vol. 14, No.3, Part 2 of 2

Sethuraman, Raj (1996), “A Model of how Discounting High-Priced Brands Affects the Sales of Low-Priced Brands,” Journal of Marketing Research Vol. XXXIII (Nov 96), 399-409

Tellis, Gerard J., Chandy, Rajesh K. and Thaivanich, Pattana (2000), “Which Ad Works, When, Where, and How often? Modeling the Effects of Direct Television Advertising,” Journal of Marketing Research Vol. XXXVII (Feb 2000), 32-46

Jones, John Philip and Blair, Margaret H. (1996), “Examining “Conventional Wisdoms” About Advertising Effects With Evidence From Independent Sources,” Journal of Advertising Research Nov-Dec 1996

Viswanathan, Madhubalan and Olson, Eric M. (1992), “The Implementation of Business Strategies: Implications for the Sales Function,” Journal of Personal Selling & Sales Management, Vol. XII, Number 1 (Winter 1992)

Atuahene-Gima, Kwaku and Li, Haiyang (2002), “When Does Trust Matter? Antecedents and Contingent Effects of Supervisee Trust on Performance in Selling New Products in China and the United States.,” Journal of Marketing July -2002, Vol.66 Issue 3, p61, 21p, 1 diagram
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