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RUTGERS BUSINESS SCHOOL 

Summer 2009 (New Brunswick)

Marketing Management

Professor Sharan Jagpal 

303 Ackerson Hall

Phone: 973-353-5365

E-mail address: jagpal@rutgers.edu
COURSE OBJECTIVES AND APPROACH

This course aims to provide you with the conceptual basis to solve marketing problems and make marketing decisions.  This integrated course will provide a link among marketing concepts and key functional  in the firm or organization such as accounting, finance, statistics, and organizational behavior.

By the end of the semester you should be able to:

(1) Thoroughly analyze a marketing situation;

(2) Formulate objectives;

(3) Analyze alternatives;

(4) Develop a marketing plan to achieve the desired objectives; and 

(5) Present your arguments clearly and convincingly so as to persuade others that the recommended decision/course of action is the best of all options.

The course philosophy is best described by the following quotation:

“Whatever be the detail with which you cram your students, the chance of their meeting in after-life exactly that detail is almost infinitesimal; and if they do meet it, they will probably have forgotten what you taught them about it. The really useful training yields a comprehension of a few general principles with a thorough grounding in the way they apply to a variety of concrete details.  In subsequent practice the students will have forgotten your particular details; but they will remember by an unconscious common sense how to apply principles to immediate circumstances.” 

Alfred North Whitehead 

The Aims of Education and Other Essays

REQUIRED MATERIALS

Sharan Jagpal. Fusion for Profit: How Marketing and Finance Can Work Together to Create Value, Oxford University Press, 2008.

A case packet available form Livingston Bookstore, New Brunswick. 

COURSE EVALUATION

Case discussion  ………………………………    
20%

Team presentations ………………………………..
20%

Midterm examination ……………………………
30%

Final examination…………………………………
30%

Case Discussion and Team Presentations
Each student is expected to be present for ALL classes. At his discretion, the instructor can lower a student’s grade if that student does not attend class. 

All students should be well prepared for case discussions and are expected to participate actively.  Credit will be given for the quality of discussion. Students who will be absent from a case discussion should inform the instructor in advance; otherwise, the student’s grade for that particular course will be zero. 

During each case discussion, each student should clearly display his or her name on a card that should be clearly visible to the instructor. Please use capital letters only. If a student does not clearly display his or her name on a card during any given case discussion, he or she may not received credit for class participation in that session. 

Each team will present two cases in class using a PowerPoint format. The maximum time for each presentation is 15 minutes. No extra time will be allowed.  Each team member must participate in at least one presentation. At the end of class, each team should provide the instructor with a hard copy of its presentation.

Comments:  Please note that you are responsible for reading the textbook.  The lectures are a supplement to the readings. The book covers a wide range of topics in marketing and other disciplines.  Consequently, you may wish to skim some of the chapters that are not explicitly included as assignments. The Glossary contains definitions for a large number of technical terms in marketing and in other disciplines. Please use it if you encounter unfamiliar terms in your readings or elsewhere.

The cases have been carefully chosen to illustrate both ‘good” and “bad” marketing decision-making. Most of the Harvard cases used in this course  are  “classics” whose pedagogical value transcends time. Thus, many of the “older” cases (e.g., Optical Distortion, Rohm and Haas, and Vicks A) are presently being used in Marketing Management courses at such schools as Columbia, Harvard, Wharton, and Northwestern. Many of the “newer” cases (e.g., Citibank and Coca-Cola) are also popular at top-tier institutions including Harvard. 

Examination Format:

The examinations (Midterm and Final) can be based on the cases, class discussions, lectures, and the text. Both the midterm and the final examinations will be closed book and can consist of essays and case analyses. No multiple-choice questions will be given. 

Credit will be given for brevity and clarity of exposition. Heavy emphasis will be placed on conceptualization and integration of key concepts. 

ASSIGNMENT: 

Session 1

        COURSE OVERVIEW: FUNDAMENTAL CONCEPTS

(May 20)
                                            Jagpal: Chapters 1, 2  

Session 2
         STRATEGIC PRICING AND MARKETING MYTHS

(May 27)



                                              Jagpal: Chapter 6

Case: Optical Distortion, Inc. (A)



(Harvard Business School, 575-072)



Discussion Issues:



                                    1. What financial framework should be used (e.g., single-  





or multiperiod)?  How should uncertainty be incorporated ?





2. Develop a suitable purchasing model for the buyer.





3. Evaluate the economic feasibility of contact lenses for 





chickens.





4. Assuming that ODI decides to go ahead, formulate a 





complete marketing program for introducing ODI’s





contact lenses.  You may wish to consider the following:





(a) Is the ODI an economically viable product?





(b) Why should farmers buy this product?  What qualitative

                                                and quantitative factors will drive farmers’ behavior?   
      

                                                (c) How should ODI segment the market?  In what market





segments should ODI concentrate its efforts
                                                
(d) Given the firm’s financial constraints, what budget is 


                                     feasible?  What implications does the budget have for 





the firm’s business.

Session 3

          DEVELOPING MARKETING STRATEGY
 (June 3)      

                                                Jagpal: Chapters 3, 4 

Case: A Note on the Motorcycle Industry (1975



(Harvard Business School, 9-578-210)



Discussion Issues:



1. How did the motorcycle industry change in the 1960s?  



    Why did these changes occur?



2. How did the Japanese companies achieve their positions 



    in the U.S. market?



3. How did the incumbents react? Why?



4. What are the prospects for the industry and players over 



    the next 10 years?



5. Evaluate Harley’s competitive strategy from the late 



    1960s until 1976. 

PRESENTATION BY TEAM 1 (Jarrod Lackemacher et al.)

INDEPENDENT PRESENTION BY TEAM 2 (GAUTAM Galvankar et al.)

Session 4                                INDUSTRIAL PRICING/CHANNELS OF 

(June 10)                                             DISTRIBUTION

                                               Jagpal: Chapter 10

Case: Rohm and Haas (Harvard Business School,



9-587-055)

Discussion Issues:



1. Is Kathon MVX a good product?



2. Should the new product have the same name as the old 



    product?



3. Compare the markets for Kathon MW and Kathon MWX 



    and discuss the marketing policy implications.



4. Perform a competitive analysis of the market.



5. Perform consumer analyses using “value pricing” and 



    “competition-based” pricing.



6. Critically evaluate Rohm and Haas’s strategy, including 



    the price to the distributor.



7. What pricing changes should be introduced and why?

PRESENTATION BY TEAM 3 ( Ivon Jorrin et al.) 

INDEPENDENT PRESENTATION BY TEAM 4 ( (Erik Olson et al.) 

                                    Case:  Coca-Cola’s New Vending Machine (A)

                                                (Harvard Business School, 9-500-068) 

                                               Jagpal: Chapter 18, Sections 1 and 2 only.

                                                Discussion Issues:

                                                1.  Is selling Coke through interactive vending machines a   

                                               or a bad idea? Why?

                                                2. Where, how, and for whom does this technology

                                               create/destroy value?  For example, distinguish among loyal

                                                Coke customers, switchers among cola products, and Pepsi 

                                                customers. 

                                                3. Are there any pricing related issues that can adversely 

                                                the firm?

                                               4. What did Coca-Cola do right?  What did it do wrong? 

                                               What  should Coca-Cola have done?

                                               5. What is price discrimination and when does it work?

                                              6. How does the Internet affect the ability of firms to price-

                                              discriminate across consumers?

                                          7. What do you think of Ivester and his comments? 

DISCUSSION BY THE CLASS AS A WHOLE. EACH TEAM SHOULD BE READY TO MAKE A PRESENTATION, IF REQUESTED. NO POWERPOINT PRESENTATION WILLL BE DUE. 

Session  5

NEW PRODUCT POLICY

(June 17)                                                 Jagpal: Chapter 8

Session  6
 
Midterm examination 

(June 24)

Session  7                               ADVERTISING AND PROMOTION

 (July 8)                                               Jagpal: Chapters 12,13,14

Session  8                 
THE STRATEGIC ROLE OF NEW

(July 15) 
 PRODUCTS/EVALUATING NEW PRODUCT OPPORTUNITIES

                                                Jagpal: Chapter 7

                                                 Case: Vicks Health Care Division: Project Scorpio (A)



 (Harvard Business School, 582-039)

                                     
Discussion Issues:



1. Analyze the industry structure.



2. What are the pros and cons to Vicks of introducing a 



    new product?



3. Compare the different market research options facing 



    Vicks.  What criteria should Vicks use in deciding



    among these options?



    What should Morelli do?

PRESENTATION BY TEAM 5 (Ken Fernando et al.) 

INDEPENDENT PRESENTATION BY TEAM  6 (Arlene Fineman et al.) 

Session 9                    
THE STRATEGIC ROLE OF NEW  
(July 17- FRIDAY)
  PRODUCTS/EVALUATING NEW PRODUCT OPPORTUNITIES

                                                Jagpal: Chapter 8



Case: Vicks Health Care Division: Project Scorpio



(B) (Harvard Business School, 582-040)



Discussion Issues: 



1. Did Vicks get its money’s worth in the test market? 

    
Explain.



2. Discuss the choice of test cities.



3. Critically evaluate the design of the test market 

   
 experiment.



4. Are the test market data reliable and valid?



5. Critically evaluate the awareness and usage study.



6. What should Vicks learn from the test market data?

    
How should Vicks modify its marketing policy?



7. Is Vicks’s coupon policy effective in the test market?

PRESENTATION BY TEAM 1 (Jarrod Lackemacher et al.) 

INDEPENDENT PRESENTATION BY TEAM 3 (Ivon Jorrin et al.) 

Session 10 


SALES FORCE POLICY

(July 22) 
                                                Jagpal: Read Chapter 16 and skim Chapter 17

Session 11

SALES FORCE POLICY

 (July 29)                                Case: Prime Computer, Inc. (Harvard Business School, 

                                               9-585-038)


          Discussion Issues:



          1. What is Prime’s objective?




          2. Critically analyze Prime’s past strategy.




          3. Analyze the structure of the minicomputer market.




          4. Critically evaluate Prime’s sales force policy.




          5. What should Prime do?

PRESENTATION BY TEAM 2 (Gautam Galvankar et al.)

INDEPENDENT PRESENTATION BY TEAM 4 ( (Erik Olson et al.) 

                               INTERNATIONAL MARKETING 

                                           Jagpal: Chapters 15, 23

                                          Case: Citibank:  Launching Credit Card in Asia Pacific

                                           (A), Harvard Business School, 9-595-026

                                          Discussion Issues: 

                                         1. Should Citibank launch the card product?

                                         2. What financial criterion (criteria) should Citibank use? 

                                         3. Given its upscale customer base, how should Citibank 

                                         position its card, if it decides to launch it?

                                        4. Which countries should Citibank enter first?  Which countries 

                                       should it avoid?

                                        5. How should Rana Talwar convince his country managers and 

                                        headquarters to accept the card product? What organizational 

                                        mechanisms does he have in his control?

                                        6. If you chose not to introduce the card, what would you do to 

                                        achieve the $100 million earnings target by 1990?  What kind of

                                         branch banking products should the bank offer?

PRESENTATION BY TEAM 5 (Ken Fernando et al.) 

INDEPENDENT PRESENTATION BY TEAM 6 (Arlene Fineman et al.) 

Session 12                      Final Examination 

(August 5) 
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