MBA 622 – Marketing Component with asides into Business Practice
Day 1: The Introductory Lecture – Jan 24 (Drs. Hawley and Sloan)
Days 2-7: Lesson Modules (Groups 5, Modules 25, Dr. Sloan)
Group I – Jan 31
1- More Marketing Misapprehensions


 
2- The Fundamental Model and the Marketing Glossary

3- The Demand Function and Aspects (and Benefits) of Offerings 
4- The Firm Itself as Actor: Firm Roles and Aspects of Firms
5- The Business Plan: Its Care and Feeding

Group II – Feb 7
6- Due Diligence: Taguchi Loss Function, the Offering, and Profitability

7- Due Diligence:  SWOT, Markets, and the Marketing Plan

8- Due Diligence: Covering all the Bases; Unbelievable Preparation - Boyd
9- Due Diligence: Anticipating Change: Research - Blink (Gut) or Bend (Inflection)
10- Due Diligence: Linking Activity to Revenue – Product Life Cycle as Result
Linking Concepts Together

Group III – Feb 14
11- Entrepreneurship/Intrapreneurship

12- Lessons from Combat: Boyd and First Loser; Winner and the Dead Guy

13- The Decision-Making Cycle: Boyd

14- Matrix Thinking Revisited: 4P’s or Something Different? Kartajaya

15- The 4P Matrix and DD Revisited

Linking Concepts Together

Group IV – Feb 21
16- The Segmentation Conundrum, Quality Functional Deployment
17- The Consumer Product Preference Space (CPPS)
18- The Mathematics of Consumers, and Reilly-Converse-Huff
19- Customer Relationship Management (CRM)

20- Knowing Customers and Offering Usage in Depth: Gemba

Linking Concepts Together

Group V – Feb 28
21- The Diffusion of Innovation (‘Phenomenal’ Profitability)
22- The Product Life Cycle as Planning Tool (Not just about Revenue)
23- Revenue Tracking (Methods, Meanings, and Margins)

24- Revenue Projection/Forecasting (Methods and Math)

25- Transition to the Business Cash Budget Planning Phase

Linking Concepts Together
Group VI – Mar 7
The Consolidating and Integrating Module – Marketing Examination
Introductory Material
Overview: Marketing Apprehensions
 and Misapprehensions
There are many approaches to what marketing is, what you really need to know about marketing, and that leads to ponders on the parts of MBA’s such as:  What marketing elements can I get quickly that are the most important (the Cliff Notes version)? This stuff is soft and fuzzy and I want to get back MBA stuff?  Who need this $#%&$?
Well, as precursor to the correct answers, note the dollar $ign$ in your curse word of choice. The short answers are that you do need it, there are no Cliff Notes, and it ain’t so soft and fuzzy as you may think. 
Much of what follows is merely a discourse from your instructor, my commentary and overview.  First I discuss my ideas on marketing, but support them with more prestigious sources than just me. Then we all move on into some 25 modules that briefly anchor critical ideas that together define marketing success, which defines selling success, which defines firm success, and which allows you to remain employed.  I start with a key word.   

Customers and the markets they comprise (in the minds of people willing to meet the customers’ ongoing and unmet needs) have always been with us. Those willing to meet unmet needs were perceptive; they experienced or anticipated life problems, or often recognized others attempting to deal with problems for which solutions had not been organized. Today we call them entrepreneurs – those who perceive problems and formulate and deploy solutions; many go on to form organizations (sole proprietorships, partnerships, LLC’s, corporations) to meet the needs that they perceive are not being met.
Sometimes the solutions emerge from an ongoing business; it may be a great leap forward or a clever refinement, or even an idea new to the world.  Such ‘internal innovation’ inspired the term intrapreneur. In either case some problem is solved in such a way that those affected by the problem see the solution as valuable, and seek to acquire it. In the free enterprise system, this simple phenomenon is at the core of a frequently chaotic and fragmented effort to define and explain it.
Simply, businesses along with the ‘marketing function and processes’ intrinsic to marketing, which are interlaced throughout its component activities involved in serving customers, can be understood as, first, pioneering (often so new as to require ‘selling’) and then ongoing valued solutions to problems in our daily personal and business lives.  
The pioneer merchants who deployed solutions to potential and contemporary customer are recognized in business history as innovators and then later in established markets as purveyors – merchants who offered known and expected solutions. Clearly, once the solution to a problem became apparent, and after others saw a profitable market emerge, imitators frequently flooded a market to serve the customers’ needs; in this way many an industry was born – a wide span of firms competing with similar offerings, often for the same customers.
These events and concepts may seem quite obvious; but explaining the emergence of a discipline of marketing necessitates refreshing in the reader’s mind the importance of these events in business history.
Examples from business history include the imaginative idea of adding an engine to a bicycle, or an engine to a carriage, or more basically igniting explosive gases in a space confined in one dimension by a moveable piston (with steam engines as useful earlier examples), thereby creating the internal combustion engine. In spite of an extensive and distinguished past, steam engines just did not ‘get ‘er dun’ as a need for more speed and a less cumbersome and less dangerous power source emerged (the reader might usefully do a web search on steamboat boiler explosions). By the way, it is common but in error to credit Cyrus McCormick with inventing the reaper; he did not, but rather improved upon a reaper conceived and built by his father (1831), and then patented the improved version; what McCormick actually ‘invented’ was the marketing of the reaper – an example we evaluate as our studies progress.

Critical point: Potential customers, sometimes themselves innovators, may or may not identify an unmet need. Frequently customers/thinkers/innovators with imagination do perceive or imagine a potential unmet need, one based on circumstances not yet fully in evidence. A familiar example would be sliced, wrapped bread, available only since 1928.
 A jeweler in St. Joseph, Missouri, named Otto Frederick Rohwedder anticipated a market need for evenly sliced (but still fresh) bread. As early as 1912 Rohwedder was working on the idea, which he finally brought to fruition (1928); it was then improved upon by a baker, Gustav Papendick; finally in 1930 the slicer wound up in the kitchens of the Continental Baking Company (Wonder Bread). Serendipitously, back in 1926 a clever device was offered by inventor Charles Strite: a spring-loaded, automatic, pop-up toaster; they appeared on store shelves and mostly just sat there. But with the successful roll-out of Wonder Bread the toasters also began to leap off of the shelves.

Both men anticipated unmet needs and offered the market solutions for imagined problems in daily life. Bakers and buyers distrusted sliced bread because it seemed it would dry out. The lack of standardized bread loaf sizes and difficulty in slicing off correctly sized slices for a toaster resulted in very little demand for this offering. Then with Wonder Bread wrapped for freshness, came the standard loaf and the standard slice. Obviously, sliced bread and toasters today are a way of life, and new offerings are often heralded as “the greatest thing since sliced bread.” In candor, perhaps more fairly it should be “the greatest thing since toasted sliced bread.”     

Intrinsic to entrepreneurial activity as the perceptive meeting of an unmet need is the linking in a variety of ways to a customer base comprising the legitimate market for the solution to the problem that was recognized. It is patently obvious but worth a reminder that every ongoing business of whatever size started very small as the recognition or anticipation of problems and their solutions for some group of people.     

But this perspective of problem solving seems to get lost as we migrate the marketing ‘organizational function and processes’ into the firm. Marketing becomes perceived by the average consumer as blaring claims and hard selling. To discuss marketing here, we must start on the same page. Let us try to move to an understanding of marketing that will work for us, and which we can live with. Marketing is due diligence; it is planning to meet needs; marketing is anticipation. We will get to those core aspects of marketing soon enough. We need first to understand at least to some degree what the origins of marketing are, how it has been seen, and see how some very perceptive men have addressed ‘marketing,’ and what they said about it.  
We must face reality in addressing the discipline of marketing – what marketing is (in its several apprehensions) and what some people think marketing might be (in its many misapprehensions). Few people, students included (even after coursework), do know exactly what it is and what its fundamental concepts might be – very likely that cluster of people includes you (and maybe on a bad day, me).
First things first. The American Marketing Association defines marketing as:

	

	…an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.


In all honesty, that is not very helpful except in framing what marketing is trying to do – deliver value and manage relationships – necessary outcomes. 
We will start with the function(s) and the set(s) of processes – all yet to be discussed. Examining these as they may affect how MBA decision makers behave is what we will spend the rest of our time together doing.
But first, what are the misapprehensions? 

It is not an exaggeration to equate marketing to the elephant examined by the legendary ‘blind men’ – the questions is what organizational function(s) and which process(es) in the set; some have one idea, some another; your perceptions and viewpoints may differ quite dramatically from your neighbor’s. You will find perception is a powerful driver.
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Perceptions of Marketing? 
We all know this story:

Once upon a time, there lived six blind men in a village. One day the villagers told them, "Hey, there is an elephant in the village today."  They had no idea what an elephant is. They decided, "Even though we would not be able to see it, let us go and feel it anyway." All of them went where the elephant was. Every one of them touched the elephant. "Hey, the elephant is a pillar," said the first man who touched his leg. "Oh, no! it is like a rope," said the second man who touched the tail. "Oh, no! it is like a thick branch of a tree," said the third man who touched the trunk of the elephant. "It is like a big hand fan" said the fourth man who touched the ear of the elephant. "It is like a huge wall," said the fifth man who touched the belly of the elephant. "It is like a solid pipe," Said the sixth man who touched the tusk of the elephant. 

They began to argue about the elephant and every one of them insisted that he was right. It looked like they were getting agitated. A wise man was passing by and he saw this. He stopped and asked them, "What is the matter?" They said, "We cannot agree to what the elephant is like." Each one of them told what he thought the elephant was like. The wise man calmly explained to them, "All of you are right. The reason every one of you is telling it differently because each one of you touched the different part of the elephant. So, actually the elephant has all those features – what you all said."

Is what you perceive as marketing actually the elephant’s trunk (branch), leg (pillar), tail (rope), or some other part?  Or do you – can you – see it in its true light and in its totality? It is not an easy task – marketing when understood and deployed effectively is not so ‘soft and fuzzy’ a topic or practice. Ignorance will eat you alive.
I must simply caution the reader, although many of you know this, that like a study of many disciplines and endeavors, even the keen analyst’s impression of record emerges from: (1) what one expects to find, (2) what one selects for examination, (3) what the analyst thinks ought to be, (4) what can be measured, (5) what can not be measured, (6) other peoples’ impressions of record passed on as data or lore. These circumstances, subject to the ‘blind man syndrome,’ will affect success in this class in leaving you with an acceptable understanding of marketing. Marketing may be the most misused term in business vocabulary.
On the positive side, marketing is the powerful engine that has saved millions of firms from misspending billions of dollars. Marketing has matched offerings to the most likely purchasers in trillions of transactions for at least half a century (and very likely much longer). That is what marketing and proper marketing planning do.
Even in light of the positives, marketing students often have to struggle to overcome in the marketplace and in the ‘world of work’ a (usually) undeserved, denigrating, ‘dark side’ image of marketers and marketing – the negatives.
The Dark Side?

There is a ‘dark side’ idea about marketing that stems from a poor understanding of marketing, but an understanding held by a large portion of the general populace; frankly, a negative perception surfaces even among marketing students, which is depressing. Negativity is even noted among marketing majors, which really gives one pause. We will discuss some of the negatives that are perceived.
First, you mull over what you think they may be.

The ‘dark side’ image often comes from those who confuse advertising/selling, often offensive examples of each, with marketing.  Such negatives are exacerbated by terms such as telemarketing – which is selling; marketing is simply not selling per se. One also must pause and reflect on another term – Direct Marketing, which does include some marketing activities besides selling, but which is much more associated with sales programs. The selling rubric is the most common, and erroneous, perception.
Additionally, sales middlemen, and later advertisers, have been castigated for over a century for 'creating unnecessary price inflation' and 'keeping the farmer (in the early days) from getting more money for their product from the final selling price.'  What marketers are trying to do is get their arms around the entire supply chain and explain the value-adding processes so as to alleviate perceptions of abuse. The process from its inception has been focused upon getting more value to the end users. If that is not the outcome, then the firm flounders, whether manufacturer, middleman, or retailer. But the impression of marketers – whether distributing, advertising, or maintaining retail outlets – as ‘bloodsuckers between producer and user’ has persisted for many decades. This is another of the crosses to be borne in addition to the ‘hard sell.’

Marketing Described 

A preeminent guru of marketing, the most published marketing author in the world, Phillip Kotler, says:

Marketing has often been described as “the art of selling products,’ but the most important part of marketing is not selling. In fact, Peter Drucker, a leading management theorist, says that “the aim of marketing is to make selling superfluous. The aim of marketing is to know and understand the customer so well that the product or service fits him and sells itself. Ideally marketing should result in a customer who is ready to buy. All that then should be needed then is to make the product or service available (emphasis added).
True marketing occurs prior to the sale, facilitates the sale, tracks the results, and is characterized by due diligence, research, planning, and design. It is the delivery of value, properly executed.
After marketing is planned and deployed, and as marketing controls track and refine activities, the selling (but one component of the overall process) hopefully goes forward profitably – proffering the correct offering (in all its aspects) to the correct people (in all of their unpredictability).
Do not get the impression that we condemn appropriate selling to appropriately targeted customers who are responding to well made, often very engaging advertising – we simply insist that this narrow view is not the entire fascinating vista that is the real marketing.  Selling (profitably) and appropriately is what happens if marketing is well done.  
Distinguishing among and between true marketer, telemarketer, and a host of Willy Loman-esque scenarios is a challenge that today’s marketing students have to address (and fix) as they develop their careers. In discussing real marketing I can define, explain, and reorient, but cannot wholly eradicate the negatives we so richly deserve for some aberrant behaviors during these last several decades.  
The Discipline of Marketing

As for the discipline itself, as understood and practiced by professors and practitioners, I have advanced degrees in marketing (and a minor in logistics) and deep experience in business; I teach and have taught a variety of marketing and logistics courses. I can say this with conviction: Marketers benefit the firm and the customer by husbanding scarce resources and by trying to properly focus the advertising and sales people at every level of the value-adding chain. Marketers create a firm-customer relationship, so - yes - they admittedly are in the persuasion business. But every dollar better focused hopefully to generate better returns tends (no guarantees) to give the consumer a better price and more value in the longer run. And while in the long run we are all dead, the long run is resplendent with repeat business, so try to hang in there.
Really understanding that it is all about the customer and not your ‘great idea’ requires an open mind, a lot of data, a good analytical foundation, and a perceptive viewpoint. It requires a comprehensive look at this an aspect – value-adding – of successful business process. A narrower look often defines marketing and its processes unfairly. Marketing has a history of such limited viewpoints and ‘analyses’ to your detriment if you ‘buy it.’
On the other hand, capturing marketing and its many activities as a comprehensive idea is beyond slippery; many gifted marketers have taken differing approaches.  The serious students among you deserve to know these approaches in brief, because articles written today (and in the future) do and will reflect these orientations of the authors. Frankly, if you do not know the approaches and cannot sense ‘where the author is standing’ as they discuss marketing you are at a disadvantage. 

A seminal work in the field is Sheth and Garrett (1986) Marketing Theory.
 A brief coverage of the approaches they identify is humbling in their number and variety –
I. Economic schools: (1) commodities school: retail and products, (2) functional school (e.g., distribution), (3) institutional structure schools: firms and their activities, (4) regional schools: trade areas, geography, and spatial analysis; II. Behavioral schools: (1) Consumer behavior: the retail buyer, (2) Industrial buyer: channel members, (3) Buyer-Seller: dyadic and complex interactions, (4) Interorganizational behavior: conflict, cooperation, power, etc.; III. Systems schools: (1) General systems theory concepts, (2) Biological models; IV. Exchange schools: focus on the transaction and its aspects. This is a perfunctory coverage at best. Bear in mind, as well, that all of these concepts preceded the internet.
The most frustrating aspect of the multiplicity of approaches by talented, even brilliant, minds to the issue of marketing is the persuasiveness of each, which will emerge in the reading of their works.

The more alarming and interesting aspect is that none are wrong approaches. They reflect the interests and predilections of the examiners. This dangerous aspect in the variety of ways to explain what marketing is, how it applies, and what it entails is that almost every writer on marketing reflects some conviction based on where they have been and the influences that have generated their experience base and perspectives.  Not surprisingly, the early disciplines of these ‘retrained’ marketing academics above tend to be economics, psychology, systems theory, and sociology; this obviously helps explain their viewpoints.

The new MBA is most at risk when they do not have a clear idea of marketing, yet read about it unsupervised and often unquestioningly, not fully understanding that many authors potentially have a differing viewpoint. The basic caution is this: Be aware that the very words used in one article may have a different meaning or nuance in another. 
I regret that some students understand 'marketing' as they do.  For that matter, I regret that some researchers and authors (who disagree with me) understand marketing as they do!  But it makes the discipline a work in progress/process, the pursuit of understanding a challenge, and the full articulation of the ‘final answer’ in some cases an unfinished paragraph.

An important side note is that we in the discipline have a fine old time enthusiastically disagreeing with each other about every aspect of business, including marketing, and this is reflected on our research and publishing side of the house.
But it is not a blood sport; it is more like a genuine search for understanding. It is an argument among amicable colleagues (usually). And the search for understanding also serves better teaching.  Open dialogue is necessary, if sometimes unpleasant. But in the diversity of views and data and analysis there tend to emerge substantial propositions about how things work in delivering value to identified customers… first, then often.  

The Practice of Marketing
First, with the firm as reference, marketers search for those most likely to be customers (we call them segments) for the product so that communication and relationship dollars will be concentrated on the most likely to buy - the key perspective is that the firm's offerings should solve one or more of life's problems.

By the way, no thinking human being usually just buys some product - the thinking people buy stress reducers. I would challenge a sort of casual comment that "I just bought a new drill" – truthfully, at the heart of the issues useful to marketers, and to MBA’s seeking to understand customers, whoever bought it actually bought what the drill does – benefits delivered.
Second, marketers map paths to those segments after defining them.
Third, they investigate how right (or wrong) they are in their thinking by employing research among the prospects. 
Fourth, they attempt to facilitate a good 'fit' between the offering design/performance features and the most likely buyers, taking into account what they have found out about what these folks most want or need from the offering. Then they plan....
Strategically, they 'position' the product with marketing communications of every ilk in the minds of their targeted segment(s). Tactically, they then attempt to 'differentiate' their offering from others. The firm name may be featured in the next, value-labeling step - 'branding' - which is making it far easier for consumers to connect with a useful product, or some unique series of products. There are many other terms.... the glossary will be most helpful.
Yes. Selling is a part of all this, as is service delivery, quality assurance, and a host of other activities, e.g. - advertising (only a part of marketing communications). These individually and solely are not marketing as I am offering the concept here.

Marketing, properly defined and understood, is the big picture - the strategic activities to establish common directions and the tactical activities to guide their implementation - the planning and planned approach.  Bottom line: If a marketer cannot spend a dollar better in generating results (product attributes, price attractiveness hence profits, customer satisfaction) than some dilettante like the boss's secretary, then you don't need the marketer. Game, set, match!
Are there abuses?  Sure.  Marketing is not well understood, and is often confused with (sometimes abusive) selling and (sometimes unbearable) advertising. In hundreds of instances of observing those paid to perform the tasks assigned to marketing titles, we see what they do.  What they actually DO and how well leads to a more appreciative viewpoint, and less of a penchant to focus on some sort of imagined 'dark side' in all things commercial.
Frankly, marketing thinking has created the most effective economy on earth.

I spent 16 years in business communications as salesperson, staffer, and manager, as well as 4 years in the stationery business. I am neither uninitiated nor naïve. I have consulted with about 350 clients on marketing issues.  I have spent 20 years in the education business: teaching, service, research and publishing. I have pondered and researched for many years just what marketing might be: science, craft, or art; an evil practice, a good practice, or economic driver, or some of all three; a move to more efficiency and better service and price, or not. That is what we will talk about.
As for creating needs that were never there... As for motivating the purchase of the unneeded... As for taking advantage...  The marketing that I know does not play those games – the ones played by overzealous salespersons or pressed by wholly unethical advertising practitioners.

Once my mama (in her dotage, long years ago) mail-ordered 'The world's smallest air conditioner.'  I think she paid about $15 plus shipping for a 50 cent electric motor with a tiny fan blade, a small plastic box with louvers on one side, a piece of cotton and a small battery, altogether worth perhaps $1.50.  The instructions said to put the cotton at the top of the louvers in the small wire bracket, saturate it with water, turn on the 'air conditioner'. I guess it really was the world's smallest 'swamp cooler' (it rested easily in the palm of the hand). But obviously it did not work. She was quite put out, based on the claims made in the ad. I just did not know what to say to her, except, “Mama, I squeezed a little water out of the cotton; try it again.”  Finally, she decided it cooled a little (it did not – it was a total rip-off). But consumers will do that: post-purchase rationalization.
If you identify the above ‘sales process’ in any way with marketing, there is nothing else I can say that will help you. Commercial practices will always involve the misguided, the misidentified, the misinformed, and the bald-faced crooks.
I pursued my marketing career with AT&T proudly, pre-Baby Bell, pre-breakup, and before the confusing mess we have today. I sold communications systems that FIT the need, as we identified it (usually with days, even weeks, of 'prospect qualification' work). If a customer claimed we sold them 'too much system' at too high a price, we wound up in court. That was rare. Selling too far ‘up’ or just plain selling too much period is not smart, nor is it within the approved parameters of a good marketing plan.
In stationery when working as a teen, I sold customers what they needed, and 'sold up' when needed (keeping what they were doing in mind, as I understood it). If I had sold the unneeded, my boss, a retired Army Colonel, helped me with an attitude adjustment.  "It is about the customer, not the cash register; take care of the customer and the cash register will take care of itself." - I heard that 100 times if once. How about that - relationship selling concepts from a man with a marketing mind many decades ago (1957-1961)!

When I moved into marketing as a part of my title 'in the real world,' I moved into the 'good' marketing framework I have described above.
Many customers, academics, and practitioners are really confused; few are enlightened. Though still among the unwashed in many ways, I think I have a reasonable handle on this. I will share; you critique.
As an aside, what still surprises me is the tenacious nature of the 'dark side' perspective (that survives in students who arrived with it) through graduation. (We are not allowed to beat it out of them). 

Why some students choose marketing believing it is evil is a mystery. Maybe they just wanted to work for Darth Vader someday when he became a CEO as a second career. Who knows?
I do know that in the MBA perspective, marketing must be understood to leverage the potential benefit of the balance of the MBA work you are doing. Customers seek value – marketing is intrinsically and intricately interwoven into that search. Ignore it, neglect it, or deride it at your peril. 
Without the transaction – the exchange – there is nothing: All of your efforts to become and grow come to nothing. Every exchange has a customer seeking value. It is all about the customer – always.  
Good fortune!
�   Meaning 2:  the faculty or act of apprehending, esp. intuitive understanding; perception on a direct and immediate level.  Meaning 3: acceptance of or receptivity to information without passing judgment on its validity, often without complete comprehension [Webster’s New Universal Unabridged Dictionary: New York, Barnes & Noble (2003) p. 103.]


�   Source: http://www.ideafinder.com/history/inventions/breadslicer.htm.  It should be noted that some attribute sliced bread to activities in Battle Creek, Michigan, but the Missouri source has more robust documentation.


�   Source: www.jainworld.com/education/juniors/junles19.htm





�   Kotler, Phillip, and Kevin Lane Keller. A Framework for Marketing Management, 3rd Ed. Upper Saddle River NJ: Prentice Hall (2007), p. 3.


�   Sheth, Jagdish N., and Dennis E. Garrett. Marketing Theory: Classic and Contemporary Readings. Cincinnati OH: Southwestern (1986). Pp. vi-vii.  A more recent and also outstanding ‘read’ for MBA’s who are serious about marketing understanding is Enis, Ben M., Keith K. Cox, and Michael P. Mokwa. Marketing Classics: A Selection of Influential Articles (25th Anniversary Edition), Englewood Cliffs NJ: Prentice Hall (1995).





