Fall 2010

MKTG 885 Marketing of High-Technology Products and Services

College of Business, SFSU

Instructor: Sanjit Sengupta
Office: 835 Market Street #572 

Class Meetings: Tuesday 6:30 – 9:15 PM in DTC 599B
Office hours: Monday Wednesday 4:45 - 6:15 PM; Tuesday 5:15 - 6:15 PM or by appointment
Telephone: 415 817-4366 

Email: sengupta@sfsu.edu
Instructor web page: http://online.sfsu.edu/~sengupta
Course Web Page: http://ilearn.sfsu.edu/
Textbook Web Page: http://marketinghightech.net/ 
OBJECTIVES

High-tech products and markets are characterized by high levels of uncertainty. Thriving in the high-tech marketplace requires a mastery of a diverse set of skills and capabilities.  From adroitly reading market trends, to investing wisely in future technologies, leveraging the skills and capabilities of technical and marketing personnel in a dynamic, interactive fashion, understanding customers intimately, offering a compelling value proposition, developing astute marketing campaigns, pricing with an eye to customer value, and harmonizing distribution channels and supply chains, high-tech marketing managers must be versatile, yet focused, flexible yet determined, tenacious yet open-minded.  

Against the backdrop of these complexities, this course will attempt to synthesize decision frameworks and strategies that reflect best-practices in the area of high-technology marketing.  It will offer a cutting-edge treatment of research and practice related to the marketing of technology and innovations, supported with a plethora of examples and applications.

Learning outcomes for this course, upon successful completion, include the ability to:

1. Identify high-technology products and innovations. 

2. Understand the strategy and culture of high-tech firms. 

3. Practice the market research tools needed to understand consumer behavior in high-tech markets. 

4. Diagnose and overcome challenges for an innovation to gain acceptance in a mainstream market.
5. Be creative in brainstorming ideas for new high-tech products and services.
6. Apply various promotional tools and techniques to build brand equity for high-tech products and services.
COURSE PRE-REQUSITE

This course requires knowledge of Marketing vocabulary and principles covered in BUS 787.

COURSE MATERIALS

1. Required textbook: Marketing of High-Technology Products and Innovations, Third Edition, by Mohr, Sengupta and Slater, ISBN 0-13-604996-6.

2. Eight articles from Business Week (BW), Wall Street Journal (WSJ), Economist, New York Times (NYT), and Time. 

3. Two cases from Harvard Business School Publishing: Apple Inc. in 2010 and Facebook’s Platforms. Click here to order these using a credit card. You will come to a page titled “Authorized Student Access Required”. Returning users of this website click on “Login Now”, new users click on “Register Now”. If you have never registered on this website before, you will need to do provide some personal information and select a username and password. After registration you will be able to login with your username and password and access the cases for purchase and download. For technical assistance, please contact Harvard Business Publishing Customer Service at 1-800-545-7685 from 8am-6pm EST. Customer Service can also be reached at custserv@hbsp.harvard.edu.  
4. The iLearn Course Web Page has course documents for MKTG885 such as PowerPoint Slides. Please check the course web page on a weekly basis for important announcements.

In addition to the above readings, you are expected to stay in touch with current business information. I may refer you to additional articles as necessary. You are also encouraged to bring to my attention articles from other sources if they are relevant to the course material. 

CLASS FORMAT

You are expected to come to class prepared to discuss the assigned readings in the accompanying schedule. Preparation may require reading the material several times to gain a thorough understanding of the purpose, facts, assumptions and insights of each chapter or article. We will discuss each assigned reading in an open-ended format. As a starting point, I will raise questions on the reading and ask for volunteers to respond. Later, you are free to debate and discuss points made by me or any of your classmates. The discussion will work towards synthesizing insights from the reading. The spirit of all discussion should be constructive, to foster learning.
GRADING

Course grades will be awarded on the basis of evaluation in the six requirements below with the following weights.

20%
Mid-term Exam

20%
Class Participation

20%
Individual Case Write-Ups

20%
Small Group Case Analysis 

15%
Consulting Project Report

5%
Consulting Project Presentation

1. The mid-term exam will require fieldwork and application of course principles to a high-tech product / service resulting in recommendations for improved product design. Due October 12. The paper should be submitted before class through iLearn.

2. The ability to think on your feet and make creative contributions to business meetings is a skill worth developing. Therefore, a considerable portion of the course grade is assigned to class participation. This is a judgment on the part of the instructor relative to the rest of the class. Regular attendance is important as well as the ability to respond to instructor queries on assigned readings, raising issues relevant to the material being discussed, or providing new insights based on your experience. Quality rather than quantity of contribution is important. Attendance will get you 1 point per class. Saying something meaningful in class will get you an additional point. If you anticipate missing more than two classes during the semester you should not take this course. 

There will also be a discussion forum in iLearn, an additional channel for class participation. Feel free to post questions or comments or articles related to course topics, and reply to each other’s questions. I will also join these discussions periodically. 

3. Read the attached note on Introduction to the Case Method. This will help you prepare for the three individual case write-ups in the schedule (SELCO, Skype, Facebook’s Platforms). Each write-up should be a page long with three sections, Problem Definition (going forward from the time the case was written), Analysis (pros and cons of alternative solutions) and Recommendations. A scoring rubric for these papers is available on iLearn. Submit before class on the due dates through iLearn. 

4. For the same three cases (and the Creativity Exercises), in class you will be divided into small groups to address a specific question. You will be given time to discuss the answer in your small group then a representative will present the group’s answer to the class. 

5. For the hands-on consulting project, form teams of 4-5 people to work on a well-defined problem being faced by a real high-tech product or service. For each project, find a designated contact person from the client company who will provide direction and feedback. During September, you should form teams and meet with the client to scope out the project. The deliverables from the project will include a written report and an oral presentation. Projects requiring large-scale data collection efforts will not be appropriate for this project. However, any type of strategic analyses with respect to customers, markets or competitors based on secondary data sources and limited primary data would be appropriate. Every team member is expected to put in about 25 hours of individual research into the project. Submit your papers through iLearn. Due December 7.
A weighted aggregate score will be computed across the above five course requirements. Aggregate scores will earn module grades according to the following cut-offs.

	95 - 100%

	4.0
	A

	90 - 94%
	3.7
	A-

	86 - 89%
	3.3
	B+

	83 - 85%
	3.0
	B

	80 - 82%
	2.7
	B-

	76 - 79%
	2.3
	C+

	73 - 75%
	2.0
	C

	70 - 72%
	1.7
	C-

	66 - 69%
	1.3
	D+

	63 - 65%
	1.0
	D

	60 - 62%
	0.7
	D-

	less than 60%
	0.0
	F


If at any time you wish to discuss your performance in this course module, please feel free to contact me!

COURSE POLICIES
Your punctual attendance is required. Remember that your presence and participation is vital to the success of the class.

Reading material assigned according to the schedule should be read BEFORE the class.

Material submitted in written form is expected to be an effective business communication.  Poor grammar, spelling, punctuation and appearance detract from the effectiveness of your message and will be graded accordingly.

Evidence of academic dishonesty is taken very seriously by your instructor and will be severely dealt with.

Classroom behavior must be conducive to learning.       

Pagers and cell phones must be turned off so as not to disturb the class.

Students with disabilities who need reasonable accommodations are encouraged to contact the instructor. The Disability Programs and Resource Center is available to facilitate the reasonable accommodations process.

The last day to drop the class is September 7. 

Tentative Schedule

	Date
	Topic
	Readings

	8/24
	Introduction to the Course and the Class
	

	
	Introduction to the World of High-Technology
	Chapter 1

	
	Restocking the Snack Machine 
	WSJ 8/3/10

	
	
	

	8/31
	Strategy Market Planning in High-Tech Firms 
	Chapter 2

	
	Culture and Climate Considerations for High-Tech Companies
	Chapter 3

	
	The “Googley” Culture at Google
	Text Pages 81-83 

	
	
	

	9/7
	Market Orientation and Cross-Functional Interaction 
	Chapter 4

	
	Case: Apple Inc. in 2010
	HBSP 710467

	
	
	

	9/14
	Partnerships, Alliances, and Customer Relationships
	Chapter 5

	
	The Electrification of Motoring
	Economist 9/3/09

	
	
	

	9/21
	Marketing Research in High-Tech Markets
	Chapter 6

	
	The Web's New Gold Mine: Your Secrets
	WSJ 7/30/10

	
	Sites Feed Personal Details To New Tracking Industry
	WSJ 7/30/10

	
	
	

	9/28
	Understanding High-Tech Customers
	Chapter 7

	
	Doing the iPad Math: Utility + Price + Desire
	NYT 4/1/10

	
	Case: SELCO-India 
	Text Pages 512-515

	
	Distribute Take-Home Mid-Term Exam
	

	
	
	

	10/5
	Technology and Product Management 
	Chapter 8

	
	Microsoft Defends Its Empire
	BW 6/24/09

	
	
	

	10/12
	Creativity Exercises in New Product Development
	

	
	Due: Mid-Term Exam
	

	
	
	

	10/19
	Channel Decisions for Cisco Systems
	Text Pages 315-318

	
	Technology Expert’s View From The Trenches
	Text Pages 333-334

	
	Guest Speaker: Cisco Systems
	

	
	
	

	10/26
	Distribution Channels and Supply Chain Management in High-Tech Markets
	Chapter 9

	
	
	

	11/2
	Pricing Considerations in High-Tech Markets
	Chapter 10

	
	First, Give Away the Game 
	WSJ 7/30/10

	
	Case: Is There More to Skype Than Hype?
	Text Pages 484-488

	
	
	

	11/9
	Marketing Communication Tools for High-Tech Markets
	Chapter 11

	
	How Twitter Will Change the Way We Live
	Time 6/5/09

	
	
	

	11/16
	Strategic Considerations in Marketing Communications
	Chapter 12

	
	Case: Facebook’s Platforms
	HBSP 808128

	
	
	

	11/23
	Thanksgiving Recess; No class
	

	
	
	

	11/30
	Project Work
	

	
	
	

	12/7
	WRITTEN PAPERS AND PRESENTATIONS DUE
	


Introduction to the Case Method

The case method of instruction has been used successfully to train students and managers since the early part of the last century. The goal is to develop an ability to reason effectively when dealing with specific problems. Appropriate use of theory and acquisition of procedural skills are also important goals. You may be familiar with case method of learning from earlier classes but it might be worth our time to emphasize some important aspects. The two main components of the case method of instruction are the case and the students.

The Case

A case is a written account of an actual situation that raises problems that a manager in the situation must solve. The case contains background information on the objective of the activity, its size and location, and the people and institutions involved. Within this context, the case relates a series of events and issues that confront the protagonist. The problem may not be defined clearly. An important part of a general management education is to develop an ability to determine what the problem is as well as the best course of action for its solution.

The aim of a case is to present facts that were known or available to the manager at a particular point of time and which formed the basis for his or her analysis and decision. The decision is typically not described in the case; rather the development of decisive courses of action is left to the student. If a decision is indicated in the case, the discussion often focuses upon an analysis of the validity of the decision.

A case may be only one or two pages in length, or it may run to 20 pages or more. It

may contain organization charts, excerpts from surveys, statistical analyses, and other

supplementary data. In relating events leading to the administrative difficulties, the case may

impart substantive information about techniques, procedures, systems, organization structure,

environmental conditions and other facts. Since a case is an account of an actual experience and since all experiences are unique, at least in terms of some of their details, it is important that the case be concerned with major issues that underlie executive action, such as strategic planning, product line management or product development.

The Students

A case is read by students prior to its discussion in class. The facts of the case are appraised in the discussion. Participants in the discussion not only suggest the course of action they would recommend but defend their analysis and course of action. Although the discussion of many cases may lead to a decision accepted by a majority of the class members, the discussion is not necessarily intended to culminate in any one approved solution; there is no one correct answer.

In preparing the case, the student does more than analyze the specific problem involved.

Typically, the student will relate the case problem to problems he has encountered in his or her

own experience. The student's view of the case may be prejudiced by their experience. Thus, in

the discussion, the individual participant may find that the opinions of other members in the

class differ sharply from their own. An individual may learn, through the comments of others,

that she has overlooked certain salient points. Another may find that he has weighed one factor

more heavily than other members have. This interaction of presenting and defending

conflicting points of view causes individual members to reconsider the views they had of the case before the discussion commenced. It leads to a clearer perception of the problems, a recognition of the many and often conflicting interpretations of facts and events, and a greater awareness of the complexities within which management decisions are reached.

� Bernhardt, Kenneth L. and Thomas C. Kinnear (1991), Cases In Marketing Management, 5th edition, Boston, MA:


Irwin. Adapted from writings by Schrieber, Hunt, McNair, Newman, Planty, Smithet al.





PAGE  
6

