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Syllabus MKTG 450 - MARKETING STRATEGY
Moodle-based Online Course
L CATALOG DESCRIPTION:

MKTG 450 Marketing Strategy 3c0l-3ax
(3 class-hours, 0 lab-hours, 3 credits)

Designed to develop marketing and business decision-making skills to evaluate real-world business
situations, analyze marketing problems and scenarios, and produce solutions in the form of
marketing and business strategies. Involves analyses based on quantification of marketing decisions
and problem-solving scenarios using exercises and in-depth case studies which develop analytical
reasoning. Integrates knowledge of marketing and other business management functions into
marketing strategy development, implementation, and control using either a marketing plan or
marketing simulation exercises. Readings on classic and emerging issues will provide applied
perspectives of marketing in the business environment.

Prerequisite: MKTG 320 Principles of Marketing; Senior-level standing.
Course Delivery Format — Online {Moodle-based distance education}
II. COURSE OUTCOMES:

Upon completion of the course students will be able to:

- Understand the strategic decision-making process that includes developing, evaluating and
choosing among alternative courses of action to solve a problem or achieve a goal.

- Analyze marketing data and quantify theoretical concepts for problem solving and optimal
decision-making.

- Understand and apply frameworks and models of marketing strategy to decision-making.

- Develop an integrated decision-malking perspective of marketing by developing a Marketing Plan
that cohesively integrates varied marketing functions and processes.

- Demonstrate improvement of writing skills by developing article critiques, case position papers
and/or written assignments.

III. COURSE OUTLINE:
A. INTRODUCTION TO STRATEGIC MARKETING DECISION-MAKING

Strategic marketing frameworks and tools
Product-focused and Customer-focused analysis
Overview of Marketing Metrics

Financial Analysis for Marketing Decisions

B. CUSTOMER VALUE ASSESSMENT



Approaches to measuring customer value
Customer Lifetime Value Analysis

SEGMENTATION, TARGETING AND POSITIONING DECISIONS
Segmentation and targeting Research

Profiling segments using qualitative and analytical methods

Database Marketing for targeting individual customers

Techniques for forming Perceptual Maps

FORECASTING MODELS AND METHODS

Market Demand and Trend Analysis
Forecasting methods in marketing and business

PRODUCT AND SERVICE STRATEGIES

New Product Process and Product Management Decisions
Product/Service Portfolio Decisions

PRICING STRATEGIES

Pricing Product Lines
Pricing Orientation to Cost, Demand, or Competition

MARKETING CHANNEL STRATEGIES

Salesforce Territory and Allocation Decisions

Logistics Decisions

MARKETING COMMUNICATION STRATEGIES

Evaluating Creative Plans and Programs

Advertising Budget Decisions

Media Choice and Media Planning Decisions

COMPREHENSIVE MARKETING ANALYSIS AND STRATEGIES

Systems approach integrating marketing with other functional areas in business
Marketing Dashboards: Tracking Performance in real-time

Presentations

Quizzes



Comprehensive Exam
IV. EVALUATION METHODS:

Multimedia PowerPoint lectures on the different topic areas and case-analyses relative to the themes
and contexts associated with the material will be held online on Moodle within the respective topics’
modules.

Quizzes will also be held online on Moodle at the end of each topic; these quizzes will consist of
multiple-choice questions, to test students’ understanding of the material covered in each chapter.
There will be one comprehensive exam conducted online on Moodle toward the end of the course; it
will comprise of short essay-type questions.

Discussion Postings and Chats on Moodle dealing with issues during the course will allow students’
comments to be judged as their active participation in the course. Replies to these discussion forums’
issues as well as chat sessions will be graded accordingly.

Detailed case presentations will be done by students, in groups of two or three. Each group shall be
assigned its respective case well in advance, and is expected to do a professional presentation using
MS-PowerPoint and upload it on Moodle. The group shall also submit on Moodle their detailed case
analysis report on Moodle.

Each student will also be doing one case analysis assignment individually and submitting that report,
by posting it on Moodle. Primer questions will be provided to students before doing their assigned
case-analyses; these questions will help to structure their case.

Students will review and critically discuss literature in the field of marketing, by reading acclaimed,
impactful articles dealing with applications of marketing and business strategy, and submitting
respective article reports based on primer questions thereof.

The Marketing Plan exercise to be held after finishing all the chapters will attempt to integrate all the
marketing functions and processes learnt so far. A written report describing a business plan geared
toward some business situation will be submitted by students on Moodle.

This course will test students’ learning and analytical skills in business marketing.
Students’ final grades will be determined by the Professor’s evaluation of their performance as
reflected in the following weighted criteria:

Discussion Participation 10%
Case Analysis Report & Presentation 20%
Article Reports 10%
Case Analysis Assignment Report 10 %
Quizzes 15%
Comprehensive Exam 10%
Marketing Plan 25%

' V. Grading Scale:
A >=90%, B = 80%-89%, C = 70%-79%, D = 60%-69%, and F < 60%



VL.  Attendance Policy

There is no specific attendance policy for this course, as it is being conducted online. However, the
rules and regulations pertaining to academic honesty and sincerity in academic conduct, as
maintained by the University, apply at all times. Students must adhere to all deadlines for online
submissions of reports, and all timings pertaining to quizzes and exams as instructed by the
Professor.

There shall remain strict enforcement of prerequisite course-completions, and deadlines pertaining to
course withdrawal and all other academic policies exercised by the University.

VIL. REQUIRED textbooks, supplemental books, and readings:
Required:

CUSTOM BOOK - A Collection of Strategic Marketing Material and/or Cases compiled from
the recommended texts below and from other sources including, but not limited to, cases from
Harvard Business Publishing.

Recommended:
Strategic Marketing by Cravens and Piercy, 9" ed., McGraw-Hill, Inc.
Analysis for Marketing Planning by Lehmann and Winer, 7* ed., McGraw-Hill, Inc.

Strategic Marketing Problems: Cases and Comments by Roger A. Kerin and Robert A. Peterson, 12"
ed., Pearson Publishing.

Marketing Strategy: A Decision-Focused Approach by Orville Walker and John Mullins, 6" ed.,
McGraw-Hill, Inc.

Marketing Metrics: The Definitive Guide to Measuring Marketing Performance, ?“" ed., by Paul W.
Farris, Neil T. Bendle, Phillip E. Pfeifer and David J. Reibstein, Pearson Education, 2010.

VIII. BIBLIOGRAPHY:

Anderson, Eric and Duncan Simester (2003), “Mind Your Pricing Cues,” Harvard Business
Review, Vol. 81, No. 9, pp. 96-103.

Armstrong, Scott J. (2001), “Selecting Forecasting Methods,” in Scott J. Armstrong, ed.,
Principles of Forecasting, Kluwer: Norwell, MA.

Bass, Frank M. (1969), “A New Product Growth Model for Consumer Durables,” Management
Science, Vol. 15, No. 4 (January), pp. 215-27.

Blattberg, Robert C. and John Deighton (1996), “Managing Marketing by the Customer Equity
Test,” Harvard Business Review, Vol. 74, No. 4 (July), pp. 136-44.



Davenport, Thomas H. (2006), “Competing on Analytics,” Harvard Business Review, Vol. 84,
No. 1 (January), pp. 98-107.

Dolan, Robert J. and Hermann Simon (1996), Power Pricing: How Managing Price Transforms
the Bottom Line, The Free Press: New York.

Gupta, Sunil and Donald Lehmann (2005), Managing Customers as Investments: The Strategic
Value of Customers in the Long Run, Wharton School Publishing: Philadelphia, PA.

Lilien, Gary L., Arvind Rangaswamy and Arnaud De Bruyn (2007), Principles of Marketing
Engineering, Trafford Publishing: PA.

Lodish, Leonard M. (1974), “’Vaguely Right’ Approach to Sales Force Allocations,” Harvard
Business Review, Jan.-Feb., pp. 119-25.

Nagle, Thomas T. and John Hogan (2005), The Strategy and Tactics of Pricing: A Guide to
Growing More Profitably, 4 ed., Prentice Hall: Englewood Cliffs, NJ.

Simon, Herbert A. (1977), The New Science of Management Decision, Prentice Hall PTR: Upper
Saddle River, NJ.

Yankelovich, Daniel and David Meer (2006), “Rediscovering Market Segmentation,” Harvard
Business Review, Vol. 84, No. 2, pp. 122-31.



SYLLABUS OF RECORD

MKTG 450 MARKETING STRATEGY 3 Class hours
0 lab hours
3 Credits
(3c-01-3c)

Prerequisite: MKTG 320 Principles of Marketing; Senior-level standing.

L CATALOG DESCRIPTION:

Designed to develop marketing and business decision-making skills to evaluate real-world business
situations, analyze marketing problems and scenarios, and produce solutions in the form of
marketing and business strategies. Involves analyses based on quantification of marketing decisions
and problem-solving scenarios using exercises and in-depth case studies which develop analytical
reasoning. Integrates knowledge of marketing and other business management functions into
marketing strategy development, implementation, and control using either a marketing plan or
marketing simulation exercises. Readings on classic and emerging issues will provide applied
perspectives of marketing in the business environment.

IL. COURSE OUTCOMES:
Upon completion of the course students will be able to:

1. Understand the strategic decision-making process includes developing, evaluating and
choosing among alternative courses of action to solve a problem or achieve a goal.

2. Analyze marketing data and quantify theoretical concepts for problem solving and optimal
decision-making.

3. Understand and apply frameworks and models of marketing strategy to decision-making.

4, Develop an integrated decision-making perspective of marketing by developing a Marketing
Plan or participating in a multiple-session marketing simulation exercise.

5. Demonstrate improvement of writing skills by developing article critiques, case position
papers and/or written assignments.

‘The primary course outcomes will be achieved through lectures, assigned readings, case analyses,

and either a marketing planning or simulation exercise. These outcomes will be integrated

throughout the course as described in the course outline and evaluation methods provided below.

HL. COURSE OUTLINE:



D.

F.

G.

INTRODUCTION TO STRATEGIC MARKETING DECISION-MAKING [8 hours]
Strategic marketing frameworks and tools

Product-focused and Customer-focused analysis

Overview of Marketing Metrics

Financial Analysis for Marketing Decisions

INTRODUCTION TO THE CASE ANALYSIS AND DECISION-MAKING
APPROACH '

CUSTOMER VALUE ASSESSMENT [3 hours])

Approaches to measuring customer value
Customer Lifetime Value Analysis

SEGMENTATION, TARGETING AND POSITIONING DECISIONS [3 hours)
Segmentation and targeting Research

Profiling segments using qualitative and analytical methods
Database Marketing for targeting individual customers

Techniques for forming Perceptual Maps
FORECASTING MODELS AND METHODS [2 hours]

Market Demand and Trend Analysis
Forecasting methods in marketing and business

PRODUCT AND SERVICE STRATEGIES (3 hours]

New Product Process and Product Management Decisions
Product/Service Portfolio Decisions

PRICING STRATEGIES [3 hours]

Pricing Product Lines
Pricing Orientation to Cost, Demand, or Competition

MARKETING CHANNEL STRATEGIES (3 hours]

Salesforce Territory and Allocation Decisions
Logistics Decisions

MARKETING COMMUNICATION STRATEGIES [3 hours)
Evaluating Creative Plans and Programs



Advertising Budget Decisions
Media Chofce and Media Planning Decisions

L COMPREHENSIVE MARKETING ANALYSIS AND STRATEGIES [12 hours)

Systems approach integrating marketing with other functional areas in business
Marketing Dashboards: Tracking Performance in real-time

PRESENTATIONS [2 hours]

FINAL EXAM (As per IUP final exam schedule) [2 hours]

IV. EVALUATION METHODS:

Your grade will reflect your performance regarding successful completion of assessment tasks such
as assignments and case analysis with discussions. As such, the assessment tasks described below:

2 - posutxonpapa(stmctmedmﬁokeymw:&
recommendanons, %" lmespaemg, 11-12 point font size, maximum 1” margins) at the time of
scheduled discussion to receive credit.

Selected students will present the assignment or case and facilitate the discussion. Every student will
have the opportunity to present at least one assignment or case. The use of visvals such as
PowerPoint’s or overhead transparencies is required.

Assignments may include exercises or project tasks pertaining to specific topics in the course.
Mmmdmmmmfwdbwkmmonpnmmmmm&embsequm
submissions to demonstrate an improvement in their writing skills.

Based on feedback on each case position paper, students will resubmit their case position paper.
Their grade will be based on both the resubmitted position papers (which should demonstrate
improvement in writing skills) and in-class discussions.

Marketing Plan:
Working in groups, students will research and analyze the marketing program of a company

following the steps of the marketing planning process and develop a new or revised marketing plan.
The marketing plan will be presented in class and a written report submitted.




Working in groups, students will research and analyze the marketing information provided for their
company in the marketing simulation and make decisions relating to several key marketing actions
spread over several simulation rounds. Students will present their logic in the choices they make in
each round and write a report summarizing their justifications.

Class Participation:

This item will be evaluated based on class discussions of articles and readings as well as other in-
class assignments. Attendance is required for receiving credit for class participation.

GRADING POLICY IS AS FOLLOWS:

ASSIGNMENTS/CASE DISCUSSIONS [Objectives 1, 2, 3] - 60%

MARKETING PLAN OR SIMULATION [Obj. 4] 30%

CLASS PARTICIPATION [Objective 1] 10%
TOTAL GRADE 100%

V. Grading Scale:

A >=90%, B = 80%-89%, C = 70%-79%, D = 60%-69%, and F < 60%

V1. Attendance Policy

Class participation will be strongly encouraged. Ideas, thoughts, and opinions presented by the

student during class discussions will be the primary basis for this grade. Students will reflect on

various perspectives and provide critical thinking regarding relevant issues for class discussions.

VII. REQUIRED textbooks, supplemental books, and readings:

IEXT

Required:

1. CUSTOM BOOK - A Collection of Strategic Marketing Material and/or Cases compiled
from the recommended texts below and from other sources including, but not limited to,
cases from Harvard Business Publishing.

2. Marketing Plan software or template OR access to a Marketing Simulation software.

Recommended:

Strategic Marketing by Cravens and Piercy, 9* ed., McGraw-Hill, Inc.

Analysis for Marketing Planning by Lehmann and Winer, 7 ed., McGraw-Hill, Inc.



Strategic Marketing Problems: Cases and Comments by Roger A. Kerin and Robert A. Peterson, 12%
ed., Pearson Publishing.

Marketing Strategy: A Decision-Focused Approach by Orville Walker and John Mullins, 6® ed.,
McGraw-Hilil, Inc.

Marketing Metrics: The Definitive Guide to Measuring Marketing Performance, 2ml ed., byPaul W.
Farris, Neil T. Bendle, Phillip E. Pfeifer and David J. Reibstein, Pearson Education, 2010.

VIIl. BIBLIOGRAPHY:

Anderson, Eric and Duncan Simester (2003), “Mind Your Pricing Cuw,” Harvard Business
Review, Vol. 81, No. 9, pp. 96-103.

Annstrong,ScottJ (2001),“SelecungFomashngMethods, in Scott J. Armstrong, ed.,

Bass, Frank M. (1969), “A New Product Growth Model for Consumer Durables,” Management
Science, Vol. 15, No. 4 (January), pp. 215-27.

Blattberg, Robert C. and John Deighton (1996), “Managing Marketing by the Customer Equity
Test,” Harvard Business Review, Vol. 74, No. 4 (July), pp. 136-44.

Davenport, Thomas H. (2006), “Competing on Analytics,” Harvard Business Review, Vol. 84,
No. 1 (January), pp. 98-107.

Dolan, Robert J. and Hermann Simon (1996), Poy
the Bottom Line, The Free Press: New York.

Lilien, Gary L., Arvind Rangaswamy and Amaud De Bruyn (2007), Principles of Marketing.
Engineering, Trafford Publishing: PA.

Lodish, Leonard M. (1974), “’Vaguely Right’ Approach to Sales Force Allocations,” Harvard
Business Review, Jan.-Feb., pp. 119-25.

Simon, Herbert A. (1977), The New Science

Seddle River, NJ.

Yankelovich, Daniel and David Meer (2006), “Rediscovering Market Segmentation,” Harvard
Business Review, Vol. 84, No. 2, pp. 122-31.



Undergraduate Distance Education Review Form
(Required for all courses taught by distance education for more than one-third of
teaching contact hours.)

Existing Course
Course: MKTG 450 Marketing Strategy
Instructor(s) of Record: Dr. Framarz Byramjee and Dr. Parimal Bhagat
Phone: 724-357-1364 and 724-357-3315

Email: byramjee@iup.edu and bhagat@iup.edu

Step One: Proposer/s
A. Provide a brief narrative rationale for each of the items, Al1- AS

1. How is/are the instructor(s) qualified in the distance delivery method as well as the
discipline?

Dr. Framarz Byramjee: Ph.D in Business Administration/Marketing

Published research papers in peer-reviewed journals and presented research at national-
and international- level academic conferences.

Experienced in teaching courses like Marketing Research, Principles of Marketing,
Marketing Strategy and Real-world Applications, Operations Management, Marketing
Management, Seminar in Marketing, International Marketing, and International Business
at the Undergraduate and Graduate (MBA and Executive-MBA) levels.

Experienced in operating online leaming management systems like Blackboard, WebCT,
Moodle, and D2L.

Successfully developed and taught courses like Seminar in Marketing, Services
Marketing, and Marketing Management on online systems like WebCT, Moocdle, and
D2L.

Dr. Parimal Bhagat: Ph.D in Marketing

Published research papers in peer-reviewed journals and presented research at national-

and international- level academic conferences.

BxpenmcedmteachngwmhkeMarkehnngmgement,Markeﬁnngeamh,

Pnnqples of Marketing, New Product Design and Branding, Advertising, International
Business Culture and Practices, and International Business at the

Undergraduate and Graduate (MBA and Executive-MBA) levels.

Experienced in operating online learning management systems like Blackboard, WebCT,

Moodle, and D2L.

Successfully developed and taught courses like Marketing Management, Advertising, and

Principles of Marketing on online systems like WebCT, Moodle, and D2L.



2. How will each objective in the course be met using distance education technologies?

Please refer to the attached syllabus of this course for the course objectives.
The course structure will serve to accomplish the objectives of the course as follows:

Understand the strategic decision-making process that includes developing, evaluating
and choosing among alternative courses of action to solve a problem or achieve a goal.

- Multimedia PowerPoint lectures for each topic in the syllabus will be produced and be
mede available within Moodle for streaming viewing by students. The lectures will
provide knowledge of the material. The lecture material will involve examples
throughout the course of the special challenges faced by marketers as well as consumers
in the production and consumption of services. Students will be assigned readings in the
text as well as journal articles on the topic being discussed. Student comprehension will
beassessedﬂnoughqlﬁuesmdexmameﬂwomﬁcdexmmdﬂmquimvﬁnenable
students to demonstrate their understanding of the topics and material dealt with in the
course,

Analyze marketing data and quantify theoretical concepts for problem solving and
optimal decision-making.

- Students will demonstrate analytical competence ability by answering the weekly
discussion questions which are designed to assess how they apply the knowledge they
have been asked to learn to-date. The group chats are used in the same manner, where a
problem is given to the students and their ability to apply the knowledge and analyze the
problem can be assessed. The instructor ‘drops-in’ to the chats un-announced and
determines if any other pointers or considerations are needed to help the students in their
analysis. The case-analysis technique is used to apply learning material to practical
business perspectives as emergent in each case — these will be reflected upon within the
respective connected multimedia PowerPoint lectures which students will be watching.
The team case-analysis will ensble them to become effective team-players, as they will
bear the responsibility of interacting with each other while doing their case-analyses. The
case reports submitted by them online will assess their writing and comprehension
ability; while their case presentation will demonstrate their verbal communication skills.

Understand and apply frameworks and models of marketing strategy to decision-making.
- Multimedia PowerPoint lectures for each topic in the syllabus will be produced and be
made available within Moodle for streaming viewing by students. Following the lectures,
students will have the opportunity to demonstrate understanding that will be assessed
through student postings on ‘Discussion Forums’ and ‘Chats’ in Moodle. Discussion
. questions and directed chats pertaining to practical issues and real-world scenarios
deemed suited for respective topics will assess how well the students comprehend,
analyze and apply the frameworks and models of marketing strategy to decision-making
perspectives. The discussion material comprises of lectures and presentations based on
the theoretical topic-areas required to achieve the knowledge necessary for the field. The
online exercises will test students’ ability to apply this knowledge to situations presented



in them. Quizzes to be held after each topic-area will maintain students on track with the
syllabus, and force them to keep reading and studying the material discussed till date.

Develop an integrated decision-making perspective of marketing by developing a
Marketing Plan that cohesively integrates varied marketing functions and processes.

- The Marketing Plan development exercise toward the end of course will serve as a
culminating activity that integrates the core functional areas of strategic marketing into a
cohesive whole, as applied to a realistic business environment and system as will be
decided upon then. A multimedia PowerPoint lecture prepared for streaming viewing by
students will explain applicable details of the plan development process. Students will
submit a detailed written report of the plan - this report will also reflect the attainment of
their written communication effectiveness.

Demonstrate improvement of writing skills by developing article critiques, case position
papers and/or written assignments.

- Students will demonstrate their technical writing skills through the case position papers,
article reports, assignments, and the marketing plan. Based on feedback on each case
position paper and article report, students will resubmit the same with the improvements
incorporated, so as to judge the betterment in their work. Their grade will be based on
both the resubmitted position papers and discussions, so as to demonstrate improvement
in writing skills. Tools like the cases, articles, and the marketing plan will provide for
students to read, assess, and comprehend aspects and applications of marketing and
business strategy, and demonstrate their ability to articulate their leaming and express
their positions on pertinent material in professional marketing and business language.
Students are expected to incorporate feedback given on prior submissions into the
subsequent submissions to demonstrate an improvement in their writing skills.

3. How will instructor-student and student-student, if applicable, interaction take place?

Synchronous Interactions:

There will be certain designated interactive sessions using the Chat tool in Moodle. Some
critical topic-areas and associated practical issues, as deemed appropriate by the
instructor, wnllbed:scussedmtlmeChats,wxdlthemstmctorleadmg&edemled
discussion. Students will participate using microphones and/or typing tools. One
interactive session will be conducted toward the begmmng of the course to explain the
role of marketing as a vital business function; this session is critical forsetnngﬂxestage
for discussions to follow later. Toward the end of the course, the remaining interactive
session will be held to conduct the marketing plan exercise; this stage synthesizes all
prior knowledge, and students® participation will be required and graded. (Instructor-
Student-Student interaction)

The Moodle Chat tool will be also used for office hours at designated times. More than
one student can participate in this specially designated chat-room. The objective here is to
assist students with their assignments for case-analyses and queries pertaining to the
theoretical material issues in a live online discussion format using the typing tool.
Asynchronous Interactions:



The Discussion ‘Forum’ tool of Moocdle will be implemented to post discussion questions
on selected topics and case-related issues. This will take the shape of an open forum, as
deemed appropriate by the instructor, for inviting comments and discussions. Students
will be encouraged to participate in this discussion forum system. (Student-Student-
Instructor interaction)

Multimedia PowerPoint lectures for each topic in the syllabus will be produced and be
mede available within Moodle for streaming viewing by students. These lecture videos
help maintain a live classroom format of teaching blended within the online system. The
reguler JUP ‘email’ system will be used to effectively communicate with individual
students, answer and respond to their doubts and queries, communicate primer questions
for case-analyses, and encourage their participation. All emails will be answered within
forty-eight hours. (Student-Instructor interaction)

4. How will student achievement be evaluated?

Students® final gredes will be determined by the Professor’s evaluation of their
performance as reflected in the following weighted criteria:

Discussion Participation 10%
Case Analysis Report & Presentation 20%
Atrticle Reports 10%
Case Analysis Assignment Report 10%
Quizzes 15%
Comprehensive Exam 10%
Marketing Plan 25%

- Quizzes will be held online on Moodle at the end of each topic; these quizzes will
consist of multiple-choice questions, to test students’ understanding of the material
covered in each A

- There will be one comprehensive theoretical exam conducted online on Moodle toward
the end of the course; it will comprise of short essay-type questions.

- Discussion Postings and Chats on Moodle dealing with issues during the course will
allow students’ comments to be judged as their active participation in the course.
Responses to these discussion forums’® issues as well as chat sessions will be graded

accordingly.

= Case Presentations will be done by students, in groups of two or three. Each group shall
beasdgneditsrespecﬁvecaseweﬂhadmce,mdisexpeaedmdoapmfessimal
presentation using MS-PowerPoint, and upload it on Mcodle. The group shall also submit
on Moodle their detailed Case Analysis Report on Moodle.

- Each student will also be doing one Case Analysis Assignment individually and
submitting that report, by posting it on Moodle. :

- Students will review and critically discuss literature in the field of marketing, by
reading acclaimed, impactful articles desling with applications of marketing and business
strategy, and submitting respective article reports based on primer questions thereof,

- The Marketing Plan Exercise to be held toward the end will attempt to integrate all the
marketing fonctions and processes leamt so far. A written Report describing the



marketing plan geared toward pertinent business situation will be submitted by students
on Moodle.

5. How will academic honesty for tests and assignments be addressed?

Each student will be administered a different randomly selected set of questions for each
ofﬂzequnzzwfromalargetestbankofqumonsforeachtopw.

The comprehensive theoretical exam will also comprise of varied sets of questions being
administered to students, and will be chosen randomly from the large test bank.

Fixed date and time for each quiz, and a fixed allotted time for completion of each quiz
will be maintained.

Fixed date and time for the theoretical exam, and a fixed allotted time for completion of
each exam will also be maintained.

One question at a time administration and Java script to prevent copying and transmission
of quiz questions and the exam’s questions while the test is being taken by students will
be enforced.

The case-analysis report by each team, the case-analysis assignment report by each
individual, and the marketing-plan report by each team will all be subject to ‘plagiarism
check’ using ‘Turninit.com’.

In this manner, every effort will be taken to maintain academic honesty and discipline
while conducting this course in the distance education format.

B. Submit to the department or its curriculum committee the responses to items Al-
AS, the current official syllabus of record, along with the instructor developed online
version of the syllabus, and the sample lesson. This lesson should clearly demonstrate
how the distance education instructional format adequately assists students to meet a
course objective(s) using online or distance technology. It should relate to one concrete
topic area indicated on the syllabus.

Please refer to the lesson plan attached herewith for your perusal.
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A Marketing Channel comprises of all the individuals and
firms (“Channel Intermediaries™) involved in the process of
making a product or service available for use or consumption
to consumers or industrial users in the target markets,

--—- Business concept of “Transvection™ ---

Channels assist the organization in value creation and delivery

of Form + Time + Place -+ Possession Utilities.
Channel Length = number of Intermediaries in the channel.

Channel Qutput = total volume of goods, inventory, services,
material flowing through the channel.

Marketing Channels’ Intermediaries
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Common Marketing Channels for Consumer
goods and services
A Producer B. Prectucer C. Progucer D. Producer
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Commoan Marketing Channels for Business
goods and services
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[_Functions performed by Channel Intermediaries |

Production — any/all activities in R&D. design, assist work-
processes, manufacturing products, service creation. .

Communication — contacts and flows of goods/services,
information systems, data exchanges (ERP/EDI), orders,
marketing research, intelligence, IMC-assistance. ..

Ownership — managing titles to goods, transactions, costs,
buying, selling, risk-aspeets, financing arrangements. ..

Inventory - warchousing, storage (ABC-type), physical
control of goods at locations, order-handling, grading,
sorting, storing, picking...

Transit - transportation and movement of goods between
locations along channel. trade routes, travel times, carrier
speed, loadings, distances/tari fTs/duties/documentation. ..,

Marketing channel functions performed by
intermediaries
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[ Channel Structure and Organization ]

* Electronic Marketing Channels

* Direct Marketing Channels

= Dual Distribution
* Multi-Channel Distribution

* Strategic Channel Alliances

[ Factors conducive to Direct Distributioi]

Firm targets the market directly by using its own
salesforee or own distribution outlets or e-commerce....

- Buyers comparatively more identifiable to the firm.

- Shortage of knowledgeable intermediaries to perform.
- Personal selling is key element in distribution process.
- Firm needs to maintain “aura of exclusivity™.

- Differentiation from competition necessary.

- Unique skill/prestige/product-complexity demands so.
- Firm has relative sufficient resources.

Factors affecting Channel Choice & Management
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[ Channel Choice and Management ]

Specifving the type, location, distribution density, functions
necessary for intermedinries, such that they match the
requirements of the potential target market.

Selecting the suited intermediaries who provide optimal
market coverage, well satisfy customers’ demands, uphold
firm's image, generate sustainable revenues/sales.

Intermediaries to be congruent with the firm’s business
strategy =-- IMC/advertising/promotions/selling, product,
service and branding elements/installation/usage,
pricing/discounts/credits/commissions, ¢lc.........

[ Channel Structure and Organizationj

= Vertical Marketing Systems

- professionally managed and centrally coordinated marketing
channels designed to achieve channel economics and
maximize impact of the distribution network.

« Forward Integration

+ Backward Integration

* Channel Relationships between members critical for smooth
functioning of the system, task efficiencies, reduced coste/risks
work/delivery dependencies, associated business operations.
--- LLT. systems, Postponement & Speculation Strategies ---

[ Channel Conflict J

Channel Conflict (between intermediaries) occurs when:

- Channels members act disloyally,

- Each seeking own benefits alone,

- Unegual/Disproportionate sharing of revenues & margins,
- Bypassing hierarchy {Disintermediation},

- Lack of communication with associated channel members,
- Insufficient resource allocations for needed tasks, elc.....

= Vertical Conflict

« Horizontal Conflict

(§]



| Sources of Power/Inftuence for a Channel Captain |

Economic Stability & Control of Resources,

Expertise/Experience in Channel Functions,

Immediecy & Speed of Workflows which can affect
Channel Efficiency and Output,

Centratity & Pervasiveness within the network in
terms of activities which are integral/critical,

Control/Management over Contingencies,

Coping with Uncertainties & Channel Risks,

Performing Activities unique within the Channel,

Bearing Legitimacy & Identification amidst membasl

] channdwmmmmm |

Persuasion

_Channel Confilct Resolutfon Strateales |
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[_Channel Conflict Resolution Strategles ]
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15
i Designing and
}l:?ll[lt: Managing
Integrated Marketing
Channels

MARKETING MAHAGEMENT

Intermediaries

‘ Chapter Questions

« What is a marketing channel system and value
network?
What work da marketing channels perform?
How should channe's ba designed?

» WWhat decsions do companies face in
managing their channels?

integrate channels and

» What are the key Issues with e-cammerce and
ms-commerce?

gt T s A 1 P ey P a

‘ What is a Marketing Channel?

A markeling channel system s the
particular set of Interdependent

crg s invelved in the of
making a product or service avaiable for
©3e of consumption.

oprys & b e b2 P sty o P =

Channels and
Marketing Decisions

+ A push strategy uses the manufacturer’s
sales force, trade prometion money, and
cther méans to induce intermediaries to
carry, premcte, and sell tha product to end
users

A pull strategy uses advenising, promation,
and cther ferms of communication to
persuade consumers 10 demand the product
from intermediaties

S A P b 50 Pty s ria o
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‘ Buyer Expectations for
Channel Integration

« Ability o erder a praduct online and pick it up
213 cenvenient retail location

- Abikty to retumn an cniina-crdefed preduct to a
nearby store

+ Right to recelve ciscounts based on total
onlne and cffiine purchases

s 8 1571 P b, b Py s et -

N Table 15.1 Channel Member
Functions

Gather information

« Develop and disseminate persuasive
communications

+ Reach agreements on prica and terms

« Acguire funds lo finance inventones

« Assume risks

+ Provide for storage

« Pravide for buyers' payment of their bills

+ Oversee actual transfer cf ownership

e Sy VSN -

Figure 15.1 Marketing Flows
in the Marketing Channel
for Forklift Trucks
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K Marketing Channel Levels

D ey V.

N Reverse-Flow Channels

D

K Figure 15.2 Consumer Markets

e

Designing a
Marketing Channel System
- Analyze customer needs
- Establish channel objectives
.« lgenudy majer channel altermatves
- Ewvaluate major channel altematives

by s e e S gy

K Service Qutputs of Channels

(i iLotaize ]

[ walting and detwery tme |
(0 spatsiconvenionce |
£ Product varkely ]
[ Service backup J
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Identifying Channel Alternatives
- Types of intermediaries

+ Numbaor of intermedianes
+ Terms and responsibilitios

K Figure 15.2 Industrial Markets

-~

Figure 15.3 What European
Consumers Value

.

K Number of Intermediaries

W b

- Exclusive e
- Selective
- Intensive

.
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K Terms and Responsibllities
of Channel Members

- Price policy

« Condtien of sale

« Distributers’ territarial rights

» Mutual services and respeonsibilities

o £ T P e P e s -

Figure 15.4 The Value-Adds
versus

Costs of Different Channels

o i

K Figure 15.5
Break-Even Cost Chart
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K Channel-Management Decisions

- Selecting channel members

« Training channal members

» Metivating channel members
+ Evaluating channel members
« Modifying channe!l members

e T P i . S = o o

K Channel Power

L e LT [T P ——

" Channel Integration and Systems

« Vertical markoting - Horizontal
systems marketing systems
. Corporate VMS « Multichannel
. Administercd VMS systems
+ Cortractual VMS

e Ll s -

Integrated Marketing Channel
System

i T CR Y SR

Figure 15.6 The Hybrid Grid
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Channel Conflict
. What types of conflict arise in channels?

« What causes conflict?
- What can marketers do lo resalve it?
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K Causes of Channel Conflict

« Goal Incompatbility

+ Unclger roles and rights

. Dfferences in parception

o Ir ok * i di on
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H M-Commerce
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” Table 15.3 Strategies for

Managing Channel Conflict
- Strategle . Cooptation
Justfcation - Diplemacy

« Duslcompensation | Madiation

« Superordinate goals . Arhitration

- Employee exchange . Legal recourse
« Jeinl memberships
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E-Commerce
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H For Review

+ Whatis a markating channel system and value
network?

+ What work do markelng channels perform?

+ How should channels bo designed?

+ Whal decisions do companies face In
managing their channels?

+ How should companies inlegrata channels and
manago channel conflct?

+ What are the key kssues with e-<commerco and
m-commerce?
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Assignment

Pick a medium to large-sized organization of your choice (preferably a Fortune 500 firm
for which data can be able via online searches) for working on this exercise.

Map the firm’s marketing channels and distribution framework — lay out the jobs and
prospects of the varied organizations governed within the supply chain of this firm.

Describe in good detail the particular ‘channel functions’ {namely, aspects pertaining to
production, communication, ownership, inventory, tramsit} being performed by the
different intermediaries within these channels.

Assess the channel’s structure and organization of relationships between functioning
intermediaries with regard to distribution density, market coverage, target market
satisfaction, congruence with the firm’s marketing mix strategies and such transactional
and relational facets of the exchange process.

Thereafter, discuss, if applicable, the role of electronic commerce and the internet as an
emergent or prominent channel in your chosen firm's distribution system.

Evaluate how the e-medium has impacted the dynamics of the traditional channels in the
firm's vertical marketing system.



_BEST OF HBR

1992

The executive who wants to delight customers -and thereby grow the top
line~is apt to think big: invent a breakthrough product; provide an extraordi-
nary service. That’s great work if you can get it, but the more humble job of
making sure customers aren't excessively annoyed by the company’s order man-
agement processes may be more urgent and more relevant to future growth.
Every time an order is handled, the customer is handled. Every time an order
sits unattended, the customer sits unattended. Yet, to most senior executives,
the details of the order management process are invisible. When managers take
the time to track each step of the cycle, they come into contact with critical peo-
ple like customer service representatives, production schedulers, order proces-

" sors, and shipping clerks. Managers who“staple themselves to an order” will not

only move horizontally across their own organization, charting gaps and build-
ing informatlon bridges, but wiil also see the company from the customer’s per-
spective. There's no better way to alter that perspective, improve interdepart-
mental relations, and - over the long haul-improve financial performance.

Staple Yourself
Order

by Benson P.Shapiro, V. Kasturi Rangan, and John J.Sviokla

T'S FASHIONABLE TODAY to talk of
becoming “customer oriented.” Or to

A typical CEO woos clients on the focus on that moment of truth when
olf course or at meeti customers experience the actual trans-
g . .eetmgs d?VOted action that determines whether or not
to high-level questions. Here’s a they are completely satisfied. Or to em-
idaa Ro. TP power frontline workers so they can
better idea: Re-create the client’s delight the customer with their fnitia-
experience by following an order tive and spunk.
None of that advice, however, focuses
through your own plant. on the real way to harness the cus-

162

tomer’s interests in the operation of
a company. The simple truth is that
every customer’s experience is deter-
mined by a company's order manage-
ment cycle (OMC): the ten steps, from
planning to postsales service, thatdefiné
a company’s business system, The order
management cycle offers managers the

HARVARD BUSINESS REVIEW
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opportunity to look at their company
through a customer’s eyes, to see and
experience transactions the way a cus-
tomer does. Managers who track each
step of the OMC work their way through
the company from the customer's angle
rather than from their own.

In the course of the order manage-
ment cycle, every time the order is han-
dled, the customer is handled. Every
time the order sits unattended, the cus-
tomer sits unattended. Paradoxically,
the best way to be customer oriented
isto go beyond customers and products
to the order. The moment of truth
occurs at every step of the OMC, and
every employee in the company who
affects the OMC is the equivalent of
a frontline worker. Ultimately, it is the

TOP-LINE GROWTH JULY-AUGUST 2004

order that connects the customer to the
company in a systematic and company-
wide fashion.

Moreaver, focusing on the OMC offers
managers the greatest opportunity to
improve overall operations and create
new competitive advantages. Managers
can establish and achieve aggressive
goals-such as“improve customer fill rate
from 80% to 98%," “reach 99% billing
accuracy,” or “cut order cycle time by
25%" — and force otherwise parochial
teams to look at the entire order man-
agement cycle to discover how various
changes affect customers. When the
OMC is substituted for narrow func-
tional interests, customer responsive-
ness becomes the overriding goal of the
entire organization, and conflicts give

way to systemic solutions. The best way
for managers to learn this lesson and
pass it on to their whole workforce is,
in effect, to staple themselves to an
order. They can then track an order as
it moves through the OMC, always
aware that the order is simply a surro-
gate for the customer.

A Realistic Walk
Through the OMC

The typical OMC includes ten activities
that sometimes overlap or interact.
While OMCs vary from industry to in-
dustry and are different for products
and services, almost every business,
from the corner ice-cream stand to the
global computer company, has these
same steps. In the following discussion,

163



BEST OF HBR « Staple Yourself to an Order

a number of important lessons will
emergethatexplain both the customer’s
experlence with a company and that
company’s ability to achieve ambitious
cost and quallty goals. For example, as
we “walk® an order through the OMC,
note the number oftimesthat the order
or information about it physically moves
hortzontally from one fumctional depart-
menttoanother. Since most companies

What customers want
is to have their orders

handled quickly,
accurately, and cost-
effectively.

are organized along vertical functional
lines, every time an order moves hori-
zontally from one department to an-
other, it runs the risk of falling through
the cracks.

In addition to these horizontal gaps,
a second lesson to be learned from
tracking the OMC is the Hkelthood of
vertical gaps in knowledge, In field vis-
fts to 18 different compantes in vastly
different industries, we invariably found
atop marketing or administrative exec-
utive who would offer a simple, trun-
cated - and inaccurate - description of
the onder flow. The people at the top
couldn't see the detafls of thefr OMC;
the people deep within the organiza-
tion saw only thelr own individual de-
tails. And when an onder moved across
departmental boundaries from one
functionto another, itfaded from sight.
No one was responsible for it or the
customer.

A third lesson concerns the impor-
tance of order selection and prioritiza-
tion. In fact, rot all orders are created
equal; some are simply better for the
business than others. The best orders

come from long-term customers who
fit the company's capabilities and rep-
resent healthy profits. These customers
fall into the company's “sweet spot’
a convergence of great customer need,
high customer value, and good fit with
what the company can offer. But in
most companies, no one does order
selection or prioritization. The sales
force chooses the customers, and cus-
tomer service representatives or pro-
duction schedulers establish the priori-
ties. In these cases, the OMC effectively
goes unmanaged.

Finally, the fourth lesson we offer In-
volves cost estimation and pricing. Pric-
ing Is the mediator between customer
needs and company capabilities and
a critical pant of the OMC. But most
compantes don't understand the cppor-
tunity foror impact of order-based pric-
ing Pricing at the individual order level
dependscn understanding the customer
value generated by each order, evaluat-
ing the cost of filling each order, and
instituting a system that enables the
company to price each order based on
{ts value and cost. While order-based
pricing is difficult work that requires
meticulous thinking and deliberate ex-
ecution, the potential for greater profits
Is worth the effort. And by gaining
control of thelr OMCs, managers can
practice crderbased pricing.

When we started our investigation
of the order management cycle, we rec-
ogaized first that the process, In fact,
begins long before there is an order or
a customer. What happens in the first
step, order planning, can already show
how and why bad customer service
and fragmented operations can cripple
acompany: The people furthest fromthe
customer make crucial decisions and
open up deep disagreements between
interdependent functions right from the
start. The contention and internal gam-
ing that we saw in order planning isan

Bernson P, Shapiro s a professor emeritus at Harvard Business School in Boston.
V. Kasturl Rangan Is a professor at Harvard Business School and focuses en distribu-
tionmanagement. fohn ). Svickla s the vice chairman of DiamondCluster International
enddirector of the firm's innovation ¢ffurts. Shapiro and Svickla are the editors of Seek-
ing Customers (1393) and Keeping Customers (5993), both from Harvard Business

School Press.
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effective early warning sign of the sys-
temwide disagreements that plague
most order management cycles.

For example, people close to the cus-
tomer, efther inthe salesforce cramar-
keting group at company headquarters,
develop a sales forecast. At the same
time, a group in the operations or man-
ufacturing function drafts a capacity
plan that specifies how much money
will be spent, how many people will
be hired, and how much inventory
will be created. Even at this early stage,
these departmentsare et war. Lamented
one production planner: “The sales-
people and their forecasting ‘experts’
are so optimisti¢ and so worrled about
1ate deliveries that they pad their fore-
casts. We have to recalculate thelr plans
so we don't get sucked into their eu-
phoria® From their side, marketing
people counter distrust with equal dis-
trust: “Production won't change any-
thing, anyhow, anywhere? Ultimately,
the pecple deepest in the organization
and furthest from the customer - pro-
duction planners - often develop the
final forecast used to hire workers and
build inventory.

The next step in the OMCisorder gen-

cycle. In our research, we saw orders
generated in a number of ways. The
sales force knocks on doors or makes
cold calls. The company places adver-
tisements that draw customers into
distribution centers or retailers where
customers actually place orders. Or,
increasingly, companies turn to direct
marketing. But regardless of the spe-
cific marketing approach, the result is
almost always the same: ‘The sales and
marketing functions worry about onder
generation, and the other functions get
outof the way. Little coordination takes
place across functional boundaries.

At the third step, cost estimation and
pricing, battleserupt between engineers
whodothe estimating,accountantswho
calculate costs, a headquarters group
that oversees pricing, and the fisld sales
force that actually develops a price. Each
group questions the judgment, compe-

HARVARD BUSINESS REVIEW
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Why Orders Fall Through the Cracks

The order management cycle is supposedly everybody’s job, but in reality, overlapping, poorly designed
processes lead to confusion, delays, and customer complaints, Internal functions like marketing and operations
don't communicate with each other, and top managers and customers alike are often out of the loop.

§tnple Yourself to an Order « BEST OF HBR

® leadingrole  © supportingrale  — norle
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tence, and goals of the others. Working
through the organizational barriers
takes time. Meanwhile, of course, the
customer waits for the bid or quote,
unattended.

Order receipt and entry comes next.
This stage typically takes place in a ne-
glected department called “customer
service,” “order entry,’ “the inside sales
desk,” or “customer liaison.” Customer
service representatives are usually ei-
ther very experienced, long-term em-
ployees or totally inexperienced train-
ees. But regardless of their experience
level, customer service reps are, in fact,
in daily contact with customers. At
the same time, these employees have lit-
tle clout in the organization and no
executive-level visibility. That means
customer service representatives don't
know what is going on at the top of
the company, including its basic strat-
egy. And top management doesn't know
much about what its customer service
department—the function closest to cus-
tomers=is doing.

TOP-LINE GROWTH JULY-AUGUST 2004

This unlinked group of customer ser-
vice reps is also often responsible for
the fifth step in the OMC: order selection
and prioritization, the process of choos-
ing which orders to accept and which to
decline. Of course, the more carefully
companies think through order selec-
tion and link it to their general business
strategy, the more money they stand to
make, regardless of physical production
capacity. In addition, companies can
make important gains by the way they
handle order prioritization—that is, how
they decide which orders receive faster,
more complete attention. However,
these decisions are usually made not by
top executives who articulate corpomte
strategy but by customer service repre-
sentatives who have no idea what the
strategy is. While customer service reps
decide which order gets filled when,
they also often determine which order
gets lost in limbo.

At the sixth step, scheduling, when the
order gets slotted into an actual pro-
duction or operational sequence, some

of the fiercest fights erupt. Here sales,
marketing, or customer service usually
face off with operations or production
staff. The different functional depart-
ments have conflicting goals, compen-
sation systems, and organizational
imperatives: Production people seek
to minimize equipment changeovers,
while marketing and customer service
reps argue for special service for special
customers. And if the operations staff
schedule orders unilaterally, both cus-
tomers and their reps are completely
excluded from the process. Communi-
cation between the functions is often
strained at best, with customer service
reporting to sales and physically sepa-
rated from production scheduling,
which reports to manufacturing or
operations. Once again, the result is
interdepartmental warfare.

Next comes fulfillment - the actual
provision of the product or service.
While the details vary from industry to
industry, in almost every company, this
step has become increasingly complex.
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Sometimes, for example, order fulfill-
ment fnvolves muitiple functions and
locations: Different parts of an order
may be created in different manufac-
turing facilitles and merged at yet
another site, ar orders may be manu-
factured In one location, inventoried
in a second, and installed in a third. In

in most businesses,
managers can learn

more from salespeople,
customer service reps,

production schedulers,
and shippers than from
a customer’s CEO.

some businesses, fulfillment includes
third-party vendors. In service opera-
tions, ft can mean sending individuals
with different talents to the customer’s
site. The more compticated the assem-
bly activity, the more coordination must

foraphysical gap. The orderisdropped,
and so is the customer. The order ends
up on the floor, while different depart-
ments argue over whose fault it is and
whose job it isto pick it up.

After the order has been delivered,
bilting Is typically handled by people
from finance who view their job as
getting the bill out efficlently and mak-
ing the collection quickly. In other
words, the billing function is designed
to serve the needs and Interests of the
company, net the customer. In our re-
search, we often saw customers who
could not understand a bill they had
received or thought it was inaccurate.
Usually the bill wasn't tnaccurate, but
it had been put together in a way that
was more conventent for the billing
department than for the customer. In
onecase,acustomer acknowledged that
the company provided superior service
but found the billing operation a source
of constant aggravation. The problem?
Billing insisted on sending an Invoice
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with priceson it. But because these ship-
ments went to suboontractors, the cus-
tomer didn't want the actual prices to
show. The finance function’s response?
How we do our invoices is none of the
customer’s business, Yet such aresponse
fs clearly selfserving and creates one
more gap in the cycle -and possibly a
loss to the company.

Insome businesses, returns and claims
are an important part of the OMC
because of thelr impact on adminis-
trative costs, scrap and transpostation
expenses, and customer relations. In
the ongolng relationship with the cus-
tomer, this ninth step can produce some
heated disagreements. Every interaction
becomes a zero-sum game that elther
the company or the customer wins.
To compound the problem, most com-
pantes design their OMCs for one-way
merchandise flow: outbound to the
customer. That means returns and
claims must flow upstream against
the current, creating logistical messes,
transactional snarls - and extremely
dissatisfied customers.

The last step, posteales service, now
plays an important role in all elements
of a company’s profit equation: cus-
tomer value, price, and cost. Depend-
ing on the specifics of the business, post-
sales service can include such elements
asthe physical Instaflation of a product,
repairand maintenance, customer trafn-
ing, equipment upgrading, and prod-
uct disposal. At this final step in the
OMGC, service representatives can truly
get inside the customer’s organization.
Because of the {nformation conveyed
and intimacy involved, postsales service
can affect customer satisfaction and

people are not linked to any marketing
operation, intemal product develop-
ment effort, or quality assurance team.

At company after company, we traced
the progress of individual orders asthey
traveled the OMC, beginning at one
énd of the process where ordersentered
and concluding at the other end where
postsales service followed up. What we
witnessed was frustration, missed oppor-
tunities, dissatisfied customers, and un-

derperforming companies. Ultimately,
four problems emerged, which are tied
to the four lessons discussed earfler.

« Most companies never view the OMC
as a whole system. People in sales think
someone in production scheduling
understands the entire system; people
in production scheduling think cus-
tomer service reps do. No one really
does, and everyone can only give a par-
tial description.

« Each step in the OMC requires abe-
wildering mix of functicnal
responsibilities. As illustrated in the ex-
hibit “Why Orders Fall Through the
Cracks™edch step is considered the pri-
mary responsibility of a specific depart-
ment, and no step is the sole responsi-
bility of any department. But given the
fact that responsibilities do overlap,
many disasters occur.

-To top management, the details of
the OMC are invisible. Seniorexecutives
at all but the smallest operating units
simply don't understand the intricacy
of the OMC. And people with the most
cructal information, such as customer
service reps, are at the bottom of the or-
ganization and can't communicate with
the top.

-The customer remains as remote
from the OMC as top management
does. During the process, the customer’s
primary activitfes are tonegotiate price,
place the onder, walt, accept delivery,
pay, and complain. In the middle ofthe
OMC, the customer is cut of the picture
completely.

Of course, today, top managers know
that customer service and customer
satisfaction are critical to a company’s
success. In onte company after anather,
managers pursue the same solutions
to problems that crop up with cus-
tomers. They try to flatten the organt-
zation to bring themselves and non-
marketing people into direct contact
with customers. But while flattening
the organization is a fine idea, ft's not
going to solve the real problem. No
matter how flat an organization gets,
nomatter how many different functions
interact with customers face-toface -
or phone to phone - what customers
want Is something else: to have their
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orders handled quickly, accurately, and
cost-effectively.

Here's what top managers don't do:
They don't travel horizontally through
their own vertical organization. They
don’t consider the order management
cycle to be the system that ties together
the entire customer experience and that
can provide true customer perspective.
Yet all ten steps are closely tied to cus-
tomer satisfaction. Because the OMC is
an intricate network that almost guar-
antees problems, top management’s
job is to understand the system so
thoroughly it can anticipate those prob-
lems before they occur. That means
managers must walk up and down and
from side to side, every step of the way.

What's Wrong with My OMC?
Consider two brief case studies, One is
taken from a specialty materials pro-
ducer, the other from a custom capital
equipment company. Both exemplify
the three most common and debilitat-
ing problems that plague OMCs.

At the specialty materials company,
when customers complained about order
cycle time, top managers responded by
increasing the work-in-process inven-
tory. As a result, the company could
meet customer specifications from semi-
finished goods rather than starting
from scratch. At the custom capital
equipment company, when customers
complained about slow deliveries, the
company increased its manufacturing
capacity. That meant it always had
enough capacity to expedite any order.

Both solutions pleased customers. In
addition, the first solution pleased that
company’s marketers, and the second

pany, marketing staff took advantage
of the increased work-in-process inven-
tory to take orders and make sales that
used up that inventory but didn't gen-
erate profits. And at the capital equip-

ment company, manufacturing staff

relied on the increased capacity to meet

marketing demands but allowed pro-

ductivity to slide.

The next step each company took was
predictable. Top management, frustrated
by the failure of its solution and con-
cerned over continuing squabbles be-
tween departments, called on managers
across the organization to rally around
“making superior profits by providing
top quality products and excellent ser-
vice!” Top management translated “top
quality” and “excellent service” into
catchy slogans and posters that deco-
rated office cubicles and factory walls.
It etched the “superior profit” objective
into the operating budgets of higher-

level managers. And it formed inter-

functional teams so managers could prac-
tice participative decision making in
pursuit of the new, companywide goal.
At the specialty materials company,
a star sales manager who had been pro-
moted to general manager set up an
interfunctional executive committee
to assess quarterly revenue and profit
goals. We attended one meeting of this
new committee, As the general manage
sat down at the head of the table to
begin the meeting, he expressed con-
cern that the division was about to miss
its revenue and profit goals for the sec-
ond consecutive quarter. Committee
members responded by pointing at

other departments or making excuses. |

The vice president of sales produced

Managers who try to focus on internal conflicts
without charting the OMC often find themselves
thwarted by politics and recalcitrant employees.

solution pleased its operations depart-
ment. But neither solution pleased top
management because even after several
quarters, neither produced cconomic
returns to justify the investments. In
fact, both solutions only made matters
worse. At the specialty materials com-
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elaborate graphs to demonstrate that
the problem was not caused by insuffi-
cient order generation. The vice presi-
dent of operations produced detailed
work sheets showing that many ordars

had come in too late in the quarter to be |

completed on time.
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However, given their new joint re-
sponsibility for profits, both sides agreed
to put aside such arguments and focus
on “how to make the quarter® All
agreed to ship some customer orders
{n advance of their due dates because

for the moment and take them up
early in the next quarter. Immediately
after the meeting, committee members
started executing the plan: shlespeople
called thelr customers and cajoled them
toaccept early defivery; manufzacturing

capital equipment producer didn't need
such a formal mechanism for coordi-
nating activities. The CEO simply in-
serted himself into the daily workings
of all fimctional areas and insisted on
hearing all customer complaints fmme-
diately. While vistting this company,
we heard a customer service represen-
tative talking on the telephone toa cus-
tomerwho had just been told her order
would be late, The customer objected
and asked for an explanation. After
much hemming and hawing, the rep
explained that her order had been “re-
aflocated” to another customer who
needed the product more. The customer
on the phone, who purchased products
from the company in a relatively large
volume,demanded to speak tothe CEO
and, under the new policy, was con-
nected right away. When the CEO heard
this Important customer’s complaint,
he nstantly plugged the onder back in
atthe top of the priority list.

But in sphte of such heroic efforts
&t both companies, customer service
continued tostump, and financial vesults
did not improve. At the materials com-
pany, customers who expected later
delivery of their orders received them
unexpectedly early, while those who
needed them early got them late. At the

bumped. At both compantes, there was
no real progress toward genuine cus-
tomer satistaction, iniproved service,or
enhanced profits. Neither company had
come to terms with the three critical
problemsembedded in thefr orderman-
sgement cycles: horizontal and vertical
£2ps, poor prioritization of onders, and
Inaccurate cost estimation and pricing.

The specialty materials company suf-
fered from a fundamental horizontal
gap: The marketing and manufactur-
ing departments didn't share the same
priorities for customer value, order
selection, and order urgency. The real
solution to this problem was to encour-
age and reinforce an understanding be-
tweenthesetwo critical OMC elements.
8oth the marketing and manufacturing
departments needed to address how
their part of the order management
cycle generated customer value and
where they were dropping customer or-
ders in the horizontal handoff. Instead,
the company introduced an expensive
buffer to cover the gap between the
functions - a semifinished Inventory -
and, when that failed, it decided to sac-
rifice real customer service to serve its
ownshortterm financial needs. The im-
mediate solution, simply shipping or-
ders based on the amount of time {t
would take to complete them, merely
pushed the problem from one quarter
to the next without addressing the sys-
tem faflure. When the next quarterrolls
around, top management will still have
to contend with horizantal gaps,a lack
of order selection and prioritization,
and the inability of the onder flow to
generate value for the customer.

The same urderlying systemic prob-
lems existed at the custom capital equip-
ment producer. However, because of the
small size of the organization, this com-

panytookasimple, politically expedient
solution - letting the CEO decide~and

cial solution ~ adding manufacturing
capacity. If the company suffered from
vertical gaps before, where people down
in the trenches failed to understand
the strategy developed up in the execu-
tive sulte, the CEO’s intervention in
customer orders only made those gaps

fer e e -

worse. The CEO's invoivement didn't
addressthe systemic problems; he merely
substituted his judgment and knowl-
edge for that of lowerlevel employees.
The detrimental effects on employee
morale more than offset any immedi-
ate gains in customer appreciation.
Had the CEO invested his energy in
helping employees understand how
each order creates customer value,
has specific costs attached, and thvolves
a certain amount of processing time,
and had ke communicated the fmpor-
tance of the whole OMC, he would have

How Can | Fix My OMC?

Tt takes hard wotk for a company to im-
prove its order managementcycle, Most
successful efforts involve three basic
elements: analysis, system focus, and
potitical strategy. Each plays a different
role in overall upgrading of the OMC
and requires different implementation
techniques, 5o let's look at ezch intum.

Analysis: Drawyour MG and chart
the gaps. In the course of our research,
we visited a number of companies
that were actively engaged in review-
ing their OMCs with an eye to improve-
ment. But only two had made progress.
Significantly, both had begun by try-
ing to understand the whole OMC
from start to finish. And they hadn’t
created a dlagram on a single sheet
of paper or a standard report format.
bullt“war rooms= two adjacent, bunker
like offices. The walls of both reoms
were made of poster board coated with
color-coded sheets of paper and knftting
flow from the first step to the last, high-
lighting problems, opportuntics, and
potential action steps. With ftsmultiple
and overlapping sheets of paper, the
entire chart easily exceeded.20b feet
fntength.

This visual tool made ft possible for
pecple from different functions and at
different levels in the organization to
accept the OMC a3 a tangible entity.

PREERRRRR— ___]



Everyone could discuss the order flow
with a clear and shared picture in frant
of him. And by representing the OMC
in visual terms, the chart guaranteed
that disagreements over problems
would focus on facts rather than on
opinions about how the OMC worked.

A second type of successful analysis
requires companies to look at the OMC
from the customer’s point of view. For
example, at one company, the in-house
measurement system found that 98% of
all orders went out on time. But another
detailed survey noted that only 50% of
customers said they were satisfied with
deliveries. The company was unable to
reconcile the two reports until manag-
ers looked at the issue from the cus-
tomer’s angle and compared it with
their own point of view. For instance,
the customer survey measured the date
when the customer actually received
the order, but the company’s internal
system was based on the date when it
shipped the order. If an order consisted
of 100 items, and the company correctly

Staple Yourself to an Order « BEST OF HBR

shipped 99 of those items, the internal
report recorded a 99% perfect ship-
ment. Bul the customer, who needed
all 100 items before work could begin,
recorded the order as a complete failure.
Also, if the order contained an incor-
rectly shipped item, the company did
not register the mistake at all. Of course,
the customer did because an incorrect

¢lements. One company realized that,
while it currently relied on extensive
competitive bidding, it would have to
start tracking its own win-loss percent-
ages by type of customer, geography,
type of order,and other relevant data to
meet its larger goals. Managers could
then use such data to analyze the rela-
tionship between the company’s prices

Most OMCs perform worst when demand is greatest,
which means that the largest number of customers
experience service at its poorest quality.

item could easily interfere with his or
her ability to get on with the job. Once
this company recognized the difference
between its perspective and the cus-
tomer’s, it switched to the customer’s
view as the basis for its tracking system.

Finally, successful companies have
explicitly stated that their goals are
satisfied customers, higher profits, and
sustainable competitive advantage -
without compromising any of these

and its competitors, as well as between
volume and price. That, in turn, could
translate into better price and market
share and less effort wasted on unat-
tractive or unattainable business.
System Focus: Put the pieces to-
gether; move across boundaries. An
analysis of the order management cycle
should underline this fundamental
point: The OMC is a system, and execu-
tives must manage it as a system. The
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goal, of course, s to fit together the
korizontal pleces into a wmified, harmo-
nious whotle, To encourage such align-
ment, managers have a number of teols

Perfiaps the most powerfirl tool man-
agerscanuse {sinterfunctional or inter-
departmental investments in profects.
These expenditures ntot only bring dif
ferent unitsclosertogetherbitcanalso
result in substantial financial retumns
totite company. Of course, in most com-

analysis. And while order processing

through the entire OMC, they have the

Orcandata be captured at the scurce to
cal esrors?

by the OMC, that the basic work of the
company takes place across boundaries.
And because cbsolete or unnecessary

When the order
management cycle
is not working well,
it both reflects and
causes monumental
internal strife.

tasks hinder coordination, all pleces of
the system must fit together to meet
customer needs in a seamless fashion.

Political Strategy: Staple yourself
to an order. Given that the order man-
agement cycle is critical to so many
datly operating decisfons, it is often at
the center of afl political maneuverings
in a company. Realistically, OMC poli-
tics will never go away; working hori-
zontally in a vertical organization is
always difficult at best. In our research,
we saw hard-nosed CEOs and high-
ranking divisional general managers
forced to admit defeat when confronted
with stonewalling fimctional staffs. We
watched young, analytically focused
managers with innovative ideas face
distnterest, distrust, and selfishness-and
fafl miserably. The people who can suc-

any company is to “close the loop” be-

o - o p——

tween the service providers and the
strategy setters of, in other wonds, to tie
the company closer together through
the order management cycle. Managers
should try what we did in éur research:
We stapled ourselves to an oxder and
literally followed {t through each step
of the OMC. When managers do this,
descending from the ezicutive heights
into the organization’s lower depths,
they come into contact with critical
people like-customer sexvice reps and
production schedulers. Reps, schedulers,
order processors, shipping clerks, and
many others are the ones who lmow
fine-grained information about cus-
tomer needs. For example, customers
might want the product delivered in
a drum rather than in a bag or prefer
plastic wrapping to Styrofoam.

For most executives in most compa-
nies, there {5 simply no organizational

portunity. Requiring top managers to
work as cashiers and cooks sends ames-

sage about the company’s values to all
staff and enables executives to experi-
ence the OMC firsthand.
However, this idea can degenerate
into an empty gesture ar just another
management fad, Take, for example,
CEO vizitstocustomersthat become of




on the customer’s perspective, politics
must take a different and more produc-
tive turn.

What Are the Benefits

of Fixing My OMC?

When companies improve their order
management cycles, there are three im-
portant benefits. First and foremost,

they will experience improved customer

satisfaction. Companies will fill orders
faster, become more accurate, and gen-
erally keep their promises to customers.

A well-run OMC has a huge effect on

customers: Most OMCs perform worst
when demand is greatest, which means
that the largest number of customers
experience service at its poorest qual-
ity. Fixing the OMC reverses that down-
ward trend.

Second, interdepartmental problems
will recede. When the OMC is not work-
ing well, it both reflects and causes
monumenta! internal strife in a com-
pany. People in each department feel
they are working hard to achieve their
goals and feel let down by other func-
tions when customer service or financial
performance fails to measure up. In
the absence of unifying efforts and signs
ofimprovement, the infighting can take
on a life of its own and become even
more divisive than the operating prob-
lems that started the battle. A systemic
view helps everyone understand that
all departments are interdependent.

Finally, companies will improve their
financial performance. We saw compa-
nies lose sales, waste labor, and fumble
investments because of poor order man-
agement cycles. Typically, companies
throw money at their problems, build-
ing excess capacity, adding inventory, or
increasing the body count, all of which
are expensive and none of which solves
the real problem. The simple fact is
that when an OMC is poorly managed,
greater sales, lower costs, higher prices,
and smaller investments all seem im-
possible. But when an order manage-
ment cycle works efficiently, acompany
can achieve these goals-and more.
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Ardcle Report:

Please carefully read the Article “Staple Yourself to an Order” attached herewith (it's
interesting, useful, sense-making, and applicable); then do as follows:

- Briefly comment on the highlights which this article projects.

- Explain the Order Management Cycle OMC chart shown on page 165 of the article in
terms of how coordinated integration between the various business functions and
processes in a firm can lead to smoother tramsitioning of orders and related work-
systems/processes through the 10 stages/steps of the OMC shown in that chart.

- Explain the difference between Horizontal Gap and Vertical Gap in the context of the
customer order management cycle. Use an example.

- Explain the context of “Order Based Pricing” in the costs/profits estimation step of the
customer order management cycle to improve profitability.

Your write-up for your report should be preferably succinct, on a simple word document.

Your responses in your report need you to well articulate your thoughts and learning, and
express your understanding and your position in professional business & marketing
language.

Simple copy-pastes are not needed; elaboration to clarify and project your comprehension
of the issues is required here.

Further, there is no exact right or wrong answer; I'm looking for your opinion and how
well you can justify your stance.
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Case: Peak Garage Door, Inc.

This business case is very typical of the marketing channels element of the marketing mix
for an organization. It involves understanding of channel structures and distribution
strategies which have been discussed in the theoretical section of the topic, and which
will be reinforced through this representative application in a real-world scenario.

Students are required to thoroughly read the case, and participate in the online discussion,
and encouraged to post queries with regard to the qualitative and quantitative material of
this case; thereupon the detailed case paper is to be worked on and submitted.

- What is the marketing environment for Peak Garage Door, Inc.?
This calls for details of:

- the garage door industry overview,

- consumers’ purchase behavior,

- the company’s trade area, and revenue generating capacity.

- How would the company’s current distribution network and performance be
characterized?

This calls for articulation of:

- recognition of the different channel strategies being adopted currently,

- differentiation between the exclusive and non-exclusive dealers,

- sales, costs and profits to be calculated for each type of dealer.

- What are the company’s growth objectives? Given the current market scenario for this
industry, how promising or feasible does the growth plan appear?

This requires:

- calculation of projected growth forecasts,

- comparison of forecasts with current figures, to judge possible growth.

- What are the pros and cons of each of the four alternative distribution initiatives
proposed by the board?

This section involves in-depth quantitative analyses for estimating the impact of the
following four transvection strategies on financial performance and business feasibility:

- maintaining the current status quo,

- increasing the number of non-exclusive dealers,

- decreasing the number of non-exclusive dealers,

- increasing the number of exclusive dealers.
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1w An organization selling home appliances has been operating for years using traditional
T retail channels. However, with the diffusion of e-commerce, consumers may be able to
" now buy merchandise directly from the organization, thereby avoiding the retailers. If
the organization adopts selling via e-commerce, this act of may pose
grave potential for arising channel conflict.

Choose one ) a. transactional function

answer. g | 1
) b. horizontal integration
O c. horizontal innovation
(O d. cross-docking

(O e. disintermediation

2w Breath mints, bottled water, and nail clippers would most likely use which density of
T distribution?

Choose one () a. intensive distribution

answer. ; i
) b. extensive distribution
» c. selective distribution
() d. exclusive distribution

) e. concentrated distribution

https://moodle.iup.edu/mod/quiz/attempt.php?q=71403 2/20/2013
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3¢ Which of the following soénaﬁos represents horizontal channel confiict?

Marks: 1

Choossone O a.when a powerful wholesaler disagrees with the operating

D e p— —eormmer sseine - see

procedures of small-scale retailers operating in several channels

O b. aretailer in a channel disagrees on how profit margins are
distributed among the other members in that channel

O c. when logistics providers in different marketing channels disagree
on distribution coverage issues in a geographic area

O d. when a manufacturer believes a whotesaler or retailer is not
devoting sufficient attention to its products

O e. when a channel member bypasses another member and sells or
. buys a product direct

s imm . v s 8 emsee

4=  Which of the following is the source of power determining which channel member will
© mMarks: 1 D€ the channel captain?

Chooseone (O a. economic power

answaer.

O e. any of the above

O b. expertise
O c. identification with a particular intermediary
O d. legitimate rights through contracts

F T

e eaeaias et st AmerereeR et SYE te. @ = wo e

5w  Schwan's Sales Enterprises of Marshall, Minnesota, markets a full line of frozen foods
Marks: 4 049 states and parts of Canada using door-to-door salespecple who sell from
refrigerated trucks. This particular method of distribution is called a:

Chooseone O a. direct channel.

answer.

O b. indirect channel.
QO c. facilitated channel.
O d. customer-service channel.

teer or reweress

O e. truck jobber channel.

semmases miaas. ar st . PP

- sos bsrsea b mtomiasd

6w  Which of the following statements about marketing intermediaries is true?

Marks: 1

Chooseone O a. marketing intermediaries are precisely dealers and distributors.

answer.

htips:/moodle.jup.edwmod/quiz/attempt.php?q=71405

O b. A retailer mostly sells to business markets.

O c. An agent has no legal authority to act on behalf of a
manufacturer. .

2/20/2013
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O d. A wholesaler mostly sells to other intermediaries.
O e. A broker is synonymous with a transporter.

e ewmiess o semes sm asemm ammiesmme tov asese toe cemte cemmemesc s s am <o ¢ - % ce stiie tesmreewmmmemwsmmee-dpom t o

e i eiieeie ce s see o o o ees tesr Srsmerra—ve—eves ¢ so

7 © Indirect marketing, all intermediary-related functions are performed by the:

Marks: 1
Chooseone O a. retailers.
er. O b. wholesalers.
O c. producers.

O d. brokers and agents.
O e. middlemen.

8= Intemmational Products, a Burlington, New Jersey, firm that sells industrial cleansers and

Marks: 1 lubricants wanted to sell its product to factories, hospitals and labs in China, but it did
not have the necessary expertise. As a result Intemational Products hired Asia
Marketing & Management to sell, stock, and deliver a full assortment of products to the
Chinese market. Asia Marketing & Management is an example of a(n):

Choossone QO a.agent.
answer. O b. wholesaler.
O c. disintermediary.
O d. retailer.
O e. industrial distributor.

“ e eree s s et em e su-

e oo

9w CPWis the food industry’s first designed to be a global business. It joined
" Marks: ¢ e cereal manufacturing and marketing capability of one organization (General Milis)
with the distribution clout of the other organization (Nestlé) to generate efficient channel!
functioning capabllities.

Choose one Q a. dual distribution partnership
ansWe- O b. multi-channel distribution

O c. cooperative distribution channel
O d. strategic channel alliance

O e. bilateral trade agreement

~ 410® Which type of a middleman constitutes an intermediary in a marketing channel?
Marks: 1
Choose one

https://mocdle.iup.edu/mod/quiz/attempt.php?q=71405 2/20/2013
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answer. O a.adealer !
O b. awholesaler ‘
O c. aretailer :
O d. adistributor ;
O e. any of the above .. '

e Coe . st s memm e e

tem emame—en b s seveas eben

j 11 = The three basic critical functions performed by intermediaries are:
Marks: 1

Choose one O a. accommodating functions, logistical functions, and transactional
answer. functions.

O b. implementation functions, accommodating functions, and '
contractual functions.

O c. transactional functions, logistical functions, and facilitating
ns.

O d. facilitating functions, accommodating functions, and
implementation functions.

O e. contractual functions, facilitating functions, and logistical
functions.

R cerwme e e I T

Cemee——— e e e emeee o e cm—— e e

- 12® When marketing channel members are éngaged in activities like assorting, storing,
* Marke: 1 SOTting, and transporting they are performing __________ functions.

Chooseone QO a. logistical

SMSWEr: O b. transformational 7
O c. facllitating :
O d. implementing :
O e. transactional
13® Intermediaries performing a transactional function in distribution are engaged in .
Marks: 1 8ctivities like buying, selling, and: '
Chooseone O a. channeling.
answer. O b. strategizing.
O c. liaising. '
O d. risk taking. f
o O e. merchandising.

- seeie - . “ee sets e ms m. e s s o ase tems e sssee e me- e e eieme mmm—
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- 44 e For which of the following products would the manufacturer be most likely to use
Marks: 1 exclusive distribution?

Chooseone (O a. Timex watches, Lacoste shirts, and Nike shoes

answer.

‘o

17 = [Intermediaries make the selling of goods more efficient by:

hitps://moodle.iup.edu/mod/quiz/attempt.php?q=71405

415® Which of the following business chains reflects multi-channe! marketing?

Marks: 1

O b. Chanel perfume, Steinway pianos, and Baccarat crystal
O c. Oreos, Teddy Grahams, and vanilla wafers
O d. paper clips, light bulbs, and file folders

O e. Lean Cuisine meals, Breyer’s ice cream, and Turin chocolates

Chooseone QO a. firm using a traditional retail channel, and adding another retafler

answer.

into this channel, to reach its market

O b. firm using a traditional retail channel, and using a retailer and
wholesaler in another channel, to reach its market

O c. firm using two or more intermediaries in its channel to reach its
market

O d. firm using a wholesaler who passes on the products to the
retailer in the channel to systematically canry out such multiple
transactions

O e. firm using the internet/e-commerce as its distribution strategy

Page 5 of 6
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16w Marketing channels create customer value from all of the following utilittes EXCEPT:

Marks: 1

Cheoseone QO a. possession.

answer.

Marks: 1

O e. time.

O b. position.
O c. form.
O d. place.

Choose one O a. maximizing the number of contacts necessary between producer

answer.

and consumer.
O b. identifying target markets.
O c. reducing manufacturing costs.

QO d. minimizing the number of sales contacts between producer and
consumer.

e ewme - meere 1 srere b sameme—.
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O e. eliminating inventory costs. i
. 18w Marketing/Business Logistics broadly comprises of the following two functions: f
Marks: 1 ,
Chooseone O a. distribution and partnership [
ANSWer O b. transportation and advertising ,
O c. warehousing and transportation
O d. transactional and relational
O e. promotion and storage j
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