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JOHNS HOPKINS

CAREY BUSINESS SCHOOL




	Entrepreneurial Marketing
2 Credits

BU.460.730.xx (including section number)
Class Day/Time & Start/End date
Semester

Class Location




Instructor

Full Name
Contact Information

Phone Number:  (###) ###-####

E-mail Address:

Office Hours

Day/s 

Times

Required Text and Learning Materials
Textbook
Marketing for Entrepreneurs, 2nd Edition
Frederick G. Crane
2013 Edition 

SAGE Publications, Inc.
ISBN-13#: 978-1-4522-3004-7

Software
Sales & Marketing Plan Pro

www.paloalto.com/sales_and_marketing_plan_software/
2013 Edition (JHU Students receive discounted price) 

Palo Alto Software
Cases
1. Sugar Bowl (Featured - Week 2)

Richard G. Hamermesh; Alisa Zalosh
Publication Date: May 16, 2013

Source: HBS Brief Cases

Product Number: 913537-PDF-ENG

Length: 14p
2. Shutout Solutions (Support - Week 2)
Edward Gamble; Peter Moroz; Stewart Thornhill

Publication Date: Oct 25, 2011

Source: Richard Ivey School of Business Foundation

Product Number: WII261-PDF-ENG

Length: 14p

3. Dr. Tim’s Premium All Natural Pet Food: Growth Options and Web Analytics Insights (Featured - Week 3)
Glenn Pendleton
Publication Date: Oct 17, 2012
Source: Richard Ivey School of Business Foundation
Product Number: W12266-PDF-ENG
Length: 15p
4. CardSwap: Converting Unwanted Gift Cards into Cash (Support - Week 3)

Neil Bendle; Michael Taylor

Publication Date: Sep 22, 2011

Source: Richard Ivey School of Business Foundation

Product Number: W11189-PDF-ENG

Length: 12p
5. The Mark News (Featured - Week 4)

Simon Parker; Mitchell Praw

Publication Date: Jul 20, 2010

Source: Richard Ivey School of Business Foundation

Product Number: 910M56-PDF-ENG

Length: 6p

6. Vietnam Handicraft Initiative: Moving Towards Sustainable Operations (Support - Week 4)

Sarah Easle; Mary Conway Dato-on

Source: Richard Ivey School of Business Foundation

Product Number: W12237-PDF-ENG

Length: 11p

7. Peanut Butter Fantasies (Featured - Week 5)

Amar V. Bhide; Myra M. Hart

Publication Date: Aug 27, 1991

Source: Harvard Business School

Product Number: 391072-PDF-ENG

Length: 20p

8. MusicJuice.net: The Challenges of Starting Up A New Internet Venture (Support - Week 5)

Simon Parker; Rocky Lui

Publication Date: May 21, 2010

Source: Richard Ivey School of Business Foundation

Product Number: 910A13-PDF-ENG

Length: 6p
9. Mekanism: Engineering Viral Marketing (Featured - Week 6)
Thales S. Teixeira; Alison Caverly

Publication Dates: Apr 16, 2013

Source: Harvard Business School

Product Number: 512010-PDF-ENG

Length: 16p

10. Cavinkare Private Limited A The Entrepreneurial Innovation (Featured - Week 7)
R. Srinivasan
Publication Date: Nov 1, 2012

Source: Indian Institute of Management Bangalore

Product Number: IMB391-PDF-ENG

Length: 10p

11. SpeedSim: Made to Exit! (Support - Week 7)

Naeem Zafar; Victoria Chang

Publication Date: Aug 1, 2012

Source: California Management Review

Product Number: CMR519-PDF-ENG

Length: 13p

Readings

1. Entrepreneurship and strategic thinking in business ecosystems (Featured - Week 1)

Zahra Kanji; Satish Nambisan

Publication Date: May 15, 2012
Source: Business Horizons
Product Number: BH473-PDF-ENG

Length: 11p
2. How to Structure Companies for High Growth (Featured - Week 1)

Antonio Davila; George Foster
Publication Date: Sep 12, 2010
Source: IESE-Insight Magazine
Product Number: IIR031-PDF-ENG

Length: 8p
3. Blogging: A new play in your marketing game plan (Support - Week 5)

Tanuja Singh; Lisa Veron-Jackson; Joe Cullinane

Publication Date: Jul 15, 2008

Source: Business Horizons

Product Number: BH281-PDF-ENG

Length: 12p
4. We’re all Connected: The Power of the Social Media Ecosystem (Support - Week 5)
Richard C. Hanna; Andrew Rohm; Victoria L. Crittenden

Publication Date: May 15, 2011

Source: Business Horizons

Product Number: BH435-PDF-ENG

Length: 9p

5. The New Science of Viral Ads (Support - Week 6)
Thales S. Teixeira

Publication Date: Mar 1, 2012

Source: Harvard Business Review

Product Number: F1203A-PDF-ENG

Length: 4p

6. Blogging: A new play in your marketing game plan (Support - Week 5)

Tanuja Singh; Lisa Veron-Jackson; Joe Cullinane
Publication Date: Jul 15, 2008
Source: Business Horizons
Product Number: BH281-PDF-ENG

Length: 12p

Mobile App Exercise Readings

1. iPhone Applications: Viable Business or Time-Consuming Hobby? (Support - Week 2)
Leslie A. Goldgehn

Publication Date: Dec 1, 2011

Source: North American Case Research Association (NACRA)

Product Number: NA0146-PDF-ENG

Length: 15p

2. Developing an App for That (Support - Week 3)

Hanna Halaburda; Joshua Gans; Nathaniel Burbank

Publication Date: Aug 2, 2011

Source: Harvard Business School

Product Number: 711415-PDF-ENG
Length: 16p
3. Cardagin: Local Mobile Rewards (Support - Week 3)

Rajkumar Venkatesan; Kelly Ateya; Adam Harr

Publication Date: Dec 15, 2011

Source: Darden School of Business

Product Number: UV5790-PDF-ENG

Length: 14p

4. Brand in the hand: A cross-market investigation of consumer acceptance of mobile marketing 
(Support - Week 4)

Andrew J. Rohn; Tao Gao; Fareena Sultan; Margherita Pagani

Publication Date: Sep 15, 2012

Source: Business Horizons

Product Number: BH492-PDF-ENG

Length: 9p
Blackboard Site
A Blackboard course site is set up for this course. Each student is expected to check the site throughout the semester as Blackboard will be the primary venue for outside classroom communications between the instructors and the students. Students can access the course site at https://blackboard.jhu.edu. Support for Blackboard is available at 1-866-669-6138.
Course Evaluation
As a research and learning community, the Carey Business School is committed to continuous improvement. The faculty strongly encourages students to provide complete and honest feedback for this course. Please take this activity seriously because we depend on your feedback to help us improve so you and your colleagues will benefit. Information on how to complete the evaluation will be provided towards the end of the course.
Disability Services
Johns Hopkins University and the Carey Business School are committed to making all academic programs, support services, and facilities accessible. To determine eligibility for accommodations, please contact the Carey Disability Services Office at time of admission and allow at least four weeks prior to the beginning of the first class meeting. Students should contact Rachel Hall in the Disability Services office by phone at 410-234-9243, by fax at 443-529-1552, or email: carey.disability@jhu.edu. 

Important Academic Policies and Services
· Honor Code
· Statement of Diversity and Inclusion

· Tutoring
· Carey Writing Center
· Inclement Weather Policy

Students are strongly encouraged to consult the Johns Hopkins Carey Business School Student Handbook and Academic Catalog and the School website http://carey.jhu.edu/syllabus_policies for detailed information regarding the above items.
Course Description
This course covers entrepreneurial marketing strategies and tactics and how to apply them to achieve gainful results. According to recent studies, individual adults in The United States are bombarded with roughly three thousand advertisements per day. Consumers have learned to filter and turn-off much of this “marketing static”. Even for an established and recognized brand, this statics makes it extremely difficult to effectively reach one’s target audiences. We learn entrepreneurial marketing to overcome such challenges. The lessons learned can be applied to a new venture, an intrepreneurial initiative or to build a personal brand. This course is taught from a practitioner’s perspective. It blends case studies, text readings and hands-on entrepreneurial marketing exercises. The course is organized into three main sections (Owned, Earned and Paid Media) that provide a working framework for the entrepreneurial marketer to build his or her marketing plan. 
Course Overview
Entrepreneurship is an energy that is in constant motion. Entrepreneurial possibilities exist all around us even if they are not realized. Entrepreneurs are those who recognize this energy and tap into it to convert it into new ideas and inventions with new value propositions. They are visionaries because they can innovate by creating new combinations of currently existing inputs. This results in the breaking down of old structures and market boundaries while building up new ones. Entrepreneurial Marketing is the understanding of these principles and the willingness to overcome the uncertainty and challenges that come with the creative process. We as entrepreneurial marketers increase our odds for success by learning how to manage the risks and opportunities within different media types. We need to examine online and offline marketing channels and determine how to select which ones to apply according to our target audiences. We need to be entrepreneurial in how we use such channels, our messaging and how to stand-out from the competition.
This class equips students with the ability to take an entrepreneurial idea and bring it to life from a marketer’s perspective. Each week’s theme builds upon the lessons from the previous week. Students are expected to read all of the assigned materials and be prepared to engage in the class discussions and exercises centered around the featured cases. We begin with the Drive-2-Web concept and website design and development. This is important knowledge to gain because a website is arguably the most important owned media type available to an entrepreneur. Because of the tremendous advances in web design and development over the past few years, it is now possible for non-developers to launch their own websites while managing and editing them without any significant technical knowhow. In this class, each student begins their course work by building their own website/blog. They then move on to learn how to leverage earned and paid media while building a purposeful marketing plan. Examples of the channels that we will study from an entrepreneurial marketing viewpoint are mobile, video, direct mail, guerrilla, social, search engine optimization, pay-per-click, digital display, broadcast and outdoor. Our class exercises focus on mastering the terms and concepts of entrepreneurial marketing, defining and planning a real-life mobile app and building a functional entrepreneurial marketing plan.
Student Learning Objectives for This Course
All Carey graduates are expected to demonstrate competence on four Learning Goals, operationalized in eight Learning Objectives. These learning goals and objectives are supported by the courses Carey offers. For a complete list of Carey learning goals and objectives, please refer to the website http://carey.jhu.edu/LearningAtCarey/LGO/index.html.

The learning objectives for this course are for the student to understand how: 

1. The entrepreneur can use marketing to identify new products, services or experiences to market to new customers and not simply to use it to sell existing products, services or experiences.
2. The entrepreneur can use marketing to obtain his or her “first customer” and not simply manage an existing customer.
3. The entrepreneur can use marketing to build a new brand and not simply manage an existing brand.
4. The entrepreneur can use marketing to establish effective marketing channels of distribution and not simply manage existing distribution methods.
5. The entrepreneur can use marketing communications to persuade customers to try his or her offerings and not simply remind customers to continue to buy.
6. The entrepreneur, because of resource scarcity, must find creative ways to leverage his or her marketing efforts, especially early in the venture startup phase.

Attendance Policy 
Attendance and participation are part of your course grade. Participants are expected to attend all scheduled class sessions. Failure to attend class will result in an inability to achieve the objectives of the course. Excessive absence will result in loss of Class Participation, Peer Review and Individual Group points. Full attendance and active participation are required for you to succeed in this course. Missing even two classes means that you have not been present at 25% of the class sessions and learning.

For an absence to be excused, you must have contacted the instructor prior to the class meeting, and you must provide a valid, legitimate, substantiated excuse at the next class session. Even if you miss classes you are (almost) never excused from turning in your assignment by EOD on the day of the missed class. Attendance is also critical for group projects. Many classes will include opportunities for teams to work together, though this will depend on time constraints.

Assignments
Website Design - Individual Exercise

The purpose of this exercise is to provide hands-on practice of launching, deigning and maintaining a Content Management System (CMS) website/blog. We will be focusing on developing one’s “personal brand” while understanding how to leverage technology to extend our reach for specific target audiences from an entrepreneurial perspective. Each student will be required to download WordPress (free) and to subscribe to a website hosting account (BlueHost.com - $4.95 month). This is an exercise that starts on the second week on the course and is due at the beginning of the Week 7 class. Deliverable is CMS website/blog. Additional exercise information is available on Blackboard.
Entrepreneurial Marketing Mid-Term Exam

Students take a 20-25 minute Mid-Term Exam at the beginning of class on Week 5. Our work in this class builds on each previous week’s lesson plan. The Mid-Term Exam will comprise of true/false and/or multiple choice questions that test students on key terms and concepts from the course readings and lectures up to that point.
Mobile App Exercise (2-Part) – Food Allergy

It is absolutely critical for students to understand the importance that mobile marketing plays in today’s marketing environment. Equally important is to recognize the central role mobile will have in nearly all Entrepreneurial Marketing efforts. The purpose of this 2-part exercise is to take a real-life mobile app development opportunity and (1) Define the mobile app as an individual and (2) Plan the mobile app design/development strategy as a group. We are fortunate to be working with Dr. Susan M. MacDonald, who is interested in developing a mobile app that will read food packaging to determine the ingredients and then flag any potential allergic reactions for the consumer. She is currently a Professor of Medicine, the Associate Chair of the Department of Medicine and the Interim Director of the Division of Allergy and Clinical Immunology at the Johns Hopkins University School of Medicine. Students should make it a priority to read the Mobile App Exercise Readings listed in this syllabus. Additional exercise information is available on Blackboard. 
Mobile App Individual Exercise – Part 1 Food Allergy
Each student is responsible for delivering a Mobile App Definition Statement Report (3 page maximum). This is an individual exercise and should not be discussed with other students prior to handing it in. The report is due at the start of the Week 4 class. After handing in the individual assignment for grading, the students will share their Mobile App Definition Statements with their respective group team members and then determine how to apply them to the Mobile App Group Exercise. The report needs to cover the following information:
1. Mobile App Definition Statement:
The mobile app definition statement establishes clear goals for the application, while establishing a general consensus among the team. The statement covers the overall purpose of the app as far as what it should achieve for the developer, the client and the end-user. It should highlight the features and content that should be included, as well as whom the app is being designed/developed for. It should also include the following elements:
a. Smartphone App or Feature Phone App:
The mobile app definition should identify what devise format the app is to be designed/developed for.
b. Premium or Freemium:
The mobile app definition should determine whether to charge for the app (and if so, how much), or whether to make it free to the end-user.

c. Fully Native Apps or HTML5 Apps:
The Mobile App Definition should determine if the app needs to be designed for specific operating platforms or across platforms.

Mobile App Group Exercise – Part 2 Food Allergy

Each student is responsible for working within their group to deliver a Mobile App Planning Report. Report format is a PowerPoint Presentation. The final Group Exercise Planning Report is due at the beginning of the Week 8 class. It is made up of 6 parts. This is a common way for marketers to plan the design/development of a mobile app.
1. Ideation & Elaboration: Develop and validate the Mobile App Definition Statement as a group. Ideation follows the Mobile App Definition Statement and it is where your target audience is firm-planted and where their unique customer journey(s) are mapped.

2. Initial Design & Development: The group needs to map out the content and user experience.

a. Content Audit: 

Determine what existing content exists and can be re-purposed for the app, and what content must be created.
b. App User Experience (UX) Mapping: 

Map out user-flow beginning with a high-level app map (similar to a site map) and then elaborate through a series of wireframes for each screen and user-flows that show how users progress through with the key functions of the app.
c. Beta Testing & Validation:
Take the App UX Mapping and find 5-7 beta testers (5-7 JHU Carey students outside of class) and survey them for the following elements:

· Do you like this app? Why or why not?

· What would you add?

· What would you remove?

· Would you pay for it (suggest a price)? If not, would you pay for it if it cost less? Would you download it for free?

· How would you feel about ads within the app?

· Would you tell a friend about it?

· Would you use it more than once? How often?

· Where would you place it on your device? First screen, second screen or in a sub-folder?

d. Development Options:
How would you develop the app? Software Development Kit (SDK) or Cross-Platform Mobile App Toolkit or Hosted Mobile App Framework? Why and why not?

e. Mobile App Marketing Outline:
Describe where and how you plan on promoting the mobile app.

· Owned Media

· Earned Media

· Paid Media

f. Conclusions & Assumptions:
Write a concluding statement about the roll-out of the app (how long, cost estimates and feasibility). State notable assumptions that you made to write the Planning Report.

Entrepreneurial Marketing Plan Group Project

Each student is to join a project group. The project group takes on the role of either an entrepreneur launching a new business, or an intrapreneur repositioning an existing business and its product line for a new target audience(s). The deliverable is a 15-20 minute presentation (PowerPoint, Prezi or SlideRocket), along with the Sales & Marketing Plan Pro document that each group has built. This presentation and document are due on the last scheduled class meeting time of the semester (Week 8). Additional exercise information is available on Blackboard.
The purpose of this exercise is to combine and practice current entrepreneurship and marketing best practices. In today’s economy, it is imperative that marketers are nimble and can adapt to a fluid marketing environment with entrepreneurial skill-sets. We as entrepreneurial marketers believe that structure and market boundaries exist only in manager’s minds. Starting Week 1, we break into project groups and begin to systematically build entrepreneurial marketing plans. We seek to find new and innovative ways to develop an on-going dialog with our target audiences while simultaneously introducing them to our new value propositions. We increase the probability for success by learning how to identify, categorize and leverage different media types for our own unique purposes. Initially we study Owned Media, then add Earned Media to our plan, and finally explore Paid Media. Just as in a professional setting, students will be pressed to produced exceptional results in a timely fashion, while supporting their plan with sound assumptions and achievable measurements.
	Assignment
	Learning Objectives
	Weight

	Attendance and participation in class discussion
	n/a
	15%

	Website Design – Individual Exercise
	3, 5, 6
	15%

	Mid-Term Exam
	1, 2, 3, 4, 5, 6
	15%

	Mobile App Individual Exercise – Food Allergy
	1, 2, 3, 4, 5, 6
	10%

	Mobile App Group Exercise – Food Allergy
	1, 2, 3, 4, 5, 6
	10%

	Entrepreneurial Marketing Plan Group Project
	1, 2, 3, 4, 5, 6
	30%

	Group Peer Reviews
	n/a
	   0%

	Total
	
	100%


Important notes about grading policy:

The grade for good performance in a course will be a B+/B. The grade of A- will only be awarded for excellent performance. The grade of A will be reserved for those who demonstrate extraordinarily excellent performance. *The grades of D+, D, and D- are not awarded at the graduate level. Grade appeals will ONLY be considered in the case of a documented clerical error. 
Presentation Grades

Students will be evaluated on their end-of-class presentation. Students are graded as individuals, but their group’s work and final deliverables will clearly impact the individual’s final grade. Students are expected to demonstrate leadership, drive, creativity and a firm grasp of the materials, while raising the quality of the group’s work. An individual’s grade will be based in-part on how that individual’s group compares to the other presenting groups in the class. The reason is straight forward. In a professional setting, normally only one company will win the contract. As a result, it is likely that only one group will earn the highest presentation grade. This reflects the competitive nature of the market place and helps to differentiate between good and great work and further prepare students. 

The presentations will have the following factors evaluated:

· The thesis/research question was clear.

· There was a clear issue and argument.

· Information is presented in logical sequence.

· The group leverage technology in an innovative way.

· The group’s creative was compelling and captivating.

· The presenter provided sufficient background.

· The speaker’s introduction was effective.

· The conclusion was effective.

· Speaker’s position was supported by reasons.

· Position was supported by evidence.

· Information sources were identified.

· Credibility of sources was established.

· Presenter used effective transitions.

· The speaker made good use of time.

·  Presenter made good use of A/V.

· Presenter was easy to follow.

· Volume and pacing were effective.

Course Participation

Each student is expected to actively and productively participate in the on-going course dialog during class and via Blackboard (on-line). Students are expected to have read the course materials before attending class. Each class has featured and support cases and readings. The class lessons are built around the featured materials and are enhanced by the support readings. Students are expected to take a proactive stance with respect to class contributions.  While the instructor may sometimes use cold calling, students should not expect this to be sufficient for opportunities to make substantive contributions.  Discussions are to be directed to the class rather than the instructor.

Students will be evaluated after each class for their in-class work and at the end of each week for their online work, based on their contributions to discussions.  Contributions are defined as: observations that advance the discussion or change the direction of the class discussion, insightful commentaries that raise learning points, probing questions that challenge the extant discussion and yield new directions, and analyses that clarify and amplify case facts.  Class attendance is a pre-requisite for class contribution; therefore, students will earn a 0 on days they do not attend class.  A minimal grade is assigned for attendance without active participation.  

Class contribution will be graded 0-5 according to the following subjective criteria. Individual scores will be added and compared to the class as a whole and then a final score of 0-5 will be assigned to each individual for his/her entire course contribution.  

5 = Able to answer or ask questions with good examples from the readings and makes several excellent points that reveals deep thought about the issue(s), and understanding of the readings.  Student raises the level of discourse. This score is rare.

4 = Raises a number of good points from the cases and readings, less inspired than a 5, but reveals a clear understanding of the material, with the ability to apply it.

3 = Raises one or two good points, and shows a rudimentary grasp of the readings and cases.  Essentially, attempts to draw some linkage with the concepts used in the class.

2 = Makes one or two points but does not attempt to apply what is learned in the readings or lectures, i.e., superficial common sense-type answers to questions that required more insight.

1 = Shows up for class but does not participate and/or makes a minimal effort on-line.

0 = Did not attend class.
Peer Review

The purpose of this evaluation is to give credit to those students who went the 'extra mile' or who did their fair share of the team work.  Conversely, if any team member did not do their fair share (for whatever reason) then that student should not get full credit for the work.  Be assured that all data on the Peer Review Form will be held in confidence and only seen by the instructor.

Performance evaluation is an important part of every manager’s job. You are expected to make fair and accurate evaluations. The purpose of the Peer Review is to give the instructor an insider’s view on the team dynamics. You will find the Peer Review Form in Blackboard.
Tentative Course Calendar*
*The instructors reserve the right to alter course content and/or adjust the pace to accommodate class progress. Students are responsible for keeping up with all adjustments to the course calendar.
	Week
	Content
	Reading
	Due

	1
	Entrepreneurial Marketing: Overview
· Understanding Entrepreneurial Marketing
· Marketing Defined
· Using Marketing to Discover and Satisfy Customer Needs
· Evaluating Marketing Opportunities
· Entrepreneurial Marketing Group Plan Project Discussion - The Anatomy of the Marketing Plan
	Marketing for Entrepreneurs

Chapters 1, 2 & 11 (featured)
(Pages 1 – 40, 191 - 203)
Sales & Marketing Plan Pro
Explore and Review Capabilities (featured)
Readings
1. Entrepreneurship and strategic thinking in business ecosystem (featured)
2. How to Structure Companies for High Growth (featured)

	· Read assigned readings and be prepared to discuss and actively participate

· Download Sales & Marketing Plan Pro Software prior to start of 1st class

· Bring personal laptop computers to class for Entrepreneurial Marketing Plan Set-Up exercise



	2
	Entrepreneurial Marketing: Market Research, Customer & Competition
· Marketing Research Defined
· Market Research Variables

· Understanding the Customer (Consumer)

· Segmenting, Targeting and Positioning
· Overcoming Financial, Organizational and Operational Hurdles

· Website Design – Individual Exercise Discussion - Developing a Drive-2-Web Mentality

· Mobile App Exercise – Overview Discussion
	Marketing for Entrepreneurs

Chapter 3, 4 & 5 (featured)
(Pages 61 – 98)
Cases
1. Sugar Bowl (featured)
2. Shutout Solutions

Mobile App Exercise Reading
iPhone Applications: Viable Business or Time-Consuming Hobby?


	· Read assigned readings and be prepared to discuss and actively participate
· Selection of Project Groups 
· Marketing Plan Project Proposal by the start of class.
· Bring personal laptop computers to class for Website Design - Individual Exercise
· Watch the following YouTube.com videos, purchase a bluehost.com professional web hosting account ($4.95 month) and be prepared to start Website Design – Individual Exercise during class
How to use WordPress:
1. http://www.youtube.com/user/bluehost?v=w9OhG7Wx1CY#aid=P9F34tTE1Qw
2. http://www.youtube.com/watch?v=xngJPd9Vk-s&feature=c4-overview-vl&list=PLCAC66DEEFFEDD36E#aid=P9F34tTE1Qw
3. http://www.youtube.com/watch?v=ayD-38-h_A0&list=SPCAC66DEEFFEDD36E#aid=P9F34tTE1Qw
4. http://www.youtube.com/watch?v=0EkrvfhFrrY&list=SPCAC66DEEFFEDD36E#aid=P9F34tTE1Qw
5. http://www.youtube.com/watch?v=6PG6WEF716o&list=SPCAC66DEEFFEDD36E#aid=P9F34tTE1Qw
6. http://www.youtube.com/watch?v=3EmbiqeDuYk&list=SPCAC66DEEFFEDD36E#aid=P9F34tTE1Qw
7. http://www.youtube.com/watch?v=ioVPF62EUvo&list=SPCAC66DEEFFEDD36E#aid=P9F34tTE1Qw


	3
	Entrepreneurial Marketing: Developing New Products and Services
· Types of New Products
· Types of New Services

· Characteristics of Successful New Products and Services

· The New Product/Service Process

· New Product Penetration

· New Product Development

· New Market Development

· Mobile App Exercise Discussion - Developing a Mobile Mindset for the Entrepreneur

	Marketing for Entrepreneurs

Chapter 6 (featured)
(Pages 101 – 121)
Cases
1. Dr. Tim’s Premium All Natural Pet Food: Growth Options and Web Analytics Insights (featured)
2. CardSwap: Converting Unwanted Gift Cards into Cash
Mobile App Exercise Readings
1. Developing an App for That

2. Cardagin: Local Mobile Rewards


	· Read assigned readings and be prepared to discuss and actively participate
· Selection of Marketing Plan Project Proposal finalized

· Marketing Plan Project Proposal 1st Draft Outline

· Mobile App individual Exercise start



	4
	Entrepreneurial Marketing: Building and Sustaining the Brand & Developing Pricing
· What is a Brand?
· Why Entrepreneurial Branding is Important

· Characteristics of a Good Brand

· The Entrepreneurial Branding Process

· Importance of Brand Equity

· The Pricing Parameters
· Social Entrepreneurship Development


	Marketing for Entrepreneurs

Chapters 7 & 8 (featured)
(Pages 151 – 166)
Cases
1. The Mark News (featured)
2. Vietnam Handicraft Initiative: Moving Toward Sustainable Operations
Mobile App Exercise Reading
Brand in the hand: A cross-market investigation of consumer acceptance of mobile marketing

	· Read assigned readings and be prepared to discuss and actively participate
· Mobile App Individual Exercise due at start of class 
· Mobile App Group Exercise begins


	5
	Entrepreneurial Marketing: Channel Development
· Understanding Channels
· Channel Options

· Owned
· Earned
· Paid
· Channel Drivers

· Choosing a Channel Strategy

· Three Channel Design Imperatives

· Formalized Channel Arrangement

· Supply Chain Management


	Marketing for Entrepreneurs

Chapter 9 (featured)
(Pages 151 – 166)
Cases
1. Peanut Butter Fantasies (featured)
2. MusicJuice.net: The Challenges of Starting Up A New Internet Venture 

Readings
1. Blogging: A new play in your marketing game plan
2. We’re all Connected: The Power of the Social Media Ecosystem


	· Read assigned readings and be prepared to discuss and actively participate
· Mid-Term Exam



	6
	Entrepreneurial Marketing: Promotional Marketing and Viral Strategies
· Promotions
· The Role of Promotion

· The Promotional Mix

· The Integrated Promotion Plan

· Entrepreneurial Viral Marketing


	Marketing for Entrepreneurs

Chapters 10 (featured)
(Pages 167 – 189)
Case
Mekanism: Engineering Viral Marketing (featured)
Reading
The New Science of Viral Ads

	· Read assigned readings and be prepared to discuss and actively participate
· Group Breakout Session
· Website Share


	7
	Entrepreneurial Marketing: Managing The New Venture
· Change Management
· Entrepreneurial HR

· Exit Strategy
· Selling

· Staying Private
· Going Public


	Cases
1. Cavinkare Private Limited A The Entrepreneurial Innovation (featured)
2. SpeedSim: Made to Exit!


	· Read assigned readings and be prepared to discuss and actively participate
· Mobile App Group Project Review
· Entrepreneurial Marketing Group Project Review


	8
	Final Entrepreneurial Marketing Plan Presentations 
	
	· Mobile App Group Exercise Planning Report due
· Entrepreneurial Marketing Plan Group Project presentation

· Group Project Peer Reviews (Mobile and Entrepreneurial Marketing) due at start of class





[image: image2]
Copyright Statement
Unless explicitly allowed by the instructor, course materials, class discussions, and examinations are created for and expected to be used by class participants only.  The recording and rebroadcasting of such material, by any means, is forbidden.  Violations are subject to sanctions under the Honor Code.

