MKTG 533-101 B2B Marketing-Case Assignment Options– Fall, 2017 (6-29-17)

[image: image1.png]m MKTG 533.101
Fall, 2017
Professor




[image: image2.png]‘o4 PennState
Smeal College

of Business




Case Overview/Date Selection/Assignments

   Business-to-Business (B2B) Marketing
Marketing 533-101, Fall 2017, Professor Ralph Oliva

We need to arrange for the dates for the team case presentations right away. To facilitate this process, the assignments and dates are outlined here.

As soon as possible, please indicate your team’s preference for a case to analyze and presentation date. (If you are not yet on a team, please submit a form indicating that you need a team –along with your case/date preferences.)
Please note your team name, team members, and your preferences:

 # 1 (Want Most) - # 5 (Want Least). 
I’ll try to accommodate your preferences as best I can. (On the other hand, I will need your forbearance, because it’s usually not possible to give every team their first choice.)

Team Name: _______________________________________________
Team Members:____________________________________________________
_____________________________________________________________

Case Overview and Key Questions:

Case 1: Commercializing the Kunst 1600 Pump (Monday, 9/11/17) 






       Preference # _____(1-5)

Senior managers at Kunst Vacuum Pumps are in the process of making crucial decisions concerning the commercialization of a new vacuum pump for markets in the United States. The pump is lighter than competitive pumps and unlike any other on the market at the time, requires no regular oil changes. The management team faces decisions on how to price the pump, and which markets/applications should be targeted. This case involves computing the true customer value of a new offering for differing market applications.

Key Case Questions to Consider:

1. What are the major quantifiable value elements associated with the Kunst 1600?

2. What additional potential elements of value (not presently quantified) merit consideration in your value model?

3. Analyze and compute the customer value for the Kunst 1600 in the residential Air Conditioning, Home Refrigerator, and Light Commercial Refrigerator Repair applications.

4. Using your value model, select an application focus – one or more – for commercialization efforts. Justify your choice.

5. Outline a value proposition for the Kunst 1600 to the application focus(s) you have selected.

Case 2: AnswerDash (Abridged)  (Wednesday 9/13/17)





      


Preference # _____(1-5)

AnswerDash is a venture capital backed startup that has developed a new technology for providing online customer support. The solution has been shown to create significant value for those customers that have signed on, but by spring 2014 the company has been unable to achieve widespread adoption. The company’s founders are formulating a new strategy that seeks to address the go to market challenges they have encountered to date. At the forefront of this decision is which customers to focus on, both in terms of company type and who within the organization is part of the Decision-Making Unit (DMU)  making for purchase of the AnswerDash offering. It's important for the AnswerDash team understand the role and value to different members of the DMU to enable them to set pricing, set the stage for messaging, product development, and sales efforts. 

Key Case Questions to Consider:

1. Assess AnswerDash’s go to market approach, including customer selection, pricing, communications, and sales efforts. What are your thoughts? Likes? Dislikes? 

2. Calculate the economic value that the AnswerDash offering delivers for an           “e-commerce” versus a “Software as a Service” customer. Consider cost savings and revenue lift benefits seperately. (Consider an organization with 100,000 monthly web visitors, and $1 million in monthly revenues.)

3. In this case – what is the "Next best alternative?"

4. Sketch your view of the Decision Making Unit and Process they would go through to buy AnswerDash.

5. Sketch the "Benefit Stack" and "Receiver Stack" for this sale. How is value viewed, and what problem is solved for each receiver?

6. What is your view on the three options AnswerDash  is contemplating going forward? Your recommendation? 

Case 3: EWA F-RAMS: S, T, P in the Launch of New Offering to an Existing B2B Market (Monday 9/18/17) 










      Preference # _____(1-5)

A large electronics manufacturing company, EWA, has decided to launch a commercial product to diversify its business, and reduce its dependence on large military contracts. Using a combination of technologies, they have designed a new offering for metering home heating oil in fuel delivery applications. This market has been quite underserved with current metering systems, and EWA management believes it is “ripe” for innovation. EWA management faces questions on which market segment(s) to address, and how to build value propositions for each segment. This case involves data analysis to answer Segmentation, Targeting and offering questions, as well as understanding the competitive environment.

Key Case Questions to Consider:

1. Referring to the data tables in the case, how would you characterize or "Label" each of the four segments identified through their research? If you were to assign names to each of the segments – what would they be?

2. Which segment do you feel EWA should target first? Justify your decision.

3. Are there other attractive segments? How would you suggest approaching additional segments? Are there some you would definitely NOT pursue? Justify your decisions.

4. For the segment(s) you've selected, build a value proposition that will enable your selling team to get in the door, and begin a productive dialogue with the buying center in the fuel delivery company

Case 4: Sealed Air Corporation:

 Deciding the Fate of VTID (Monday 9/25/17)





      


    Preference # _____(1-5)

Sealed Air Corporation management has to decide on next step for the company's novel Video Tracking and IDentification (VTID) technology. This technology was developed after customer discussions in the meat packing industry, where recent meat recalls due to contamination have cost suppliers many millions of dollars. Largely in response to this,  Sealed Air developed a technology using sophisticated algorithms to analyze streams of video that enable tracking of each piece of meat from origin to the consumer. The case explores the opportunities and challenges in creating and capturing value for innovation, as well as the importance of target market selection in commercializing new technology in B2B markets.

Key Case Questions to Consider:

1. Should Sealed Air still try to market VTID in the Quick Serve Restaurant (QSR) space? If so, which fast food chain should it go after? What value proposition would be most compelling to highlight?

2. What is your assessment of the potential revenue Sealed Air can generate if it succeeds in the QSR space? (Assume that the company primarily intends to make money from recurring revenue streams, and not fixed components.)

3. Should Sealed Air go after any of the previous applications it pursued in the past, such as tracking and tracing in meat processing plants or worker safety?

4. Are there other applications that make more sense than the ones the company has considered? Or would you recommend that Sealed Air cease efforts to commercialize VTID?

5. How would you critique Sealed Air in their approach to innovation?

Case 5: SafeBlend Fracturing (Monday 10/2/17)  









Preference # _____(1-5)

This case investigates the development of an innovative offering which actually created a whole new category, and provides a unique solution to a critical customer problem.  It calls for decisions on pricing and customer approach in a situation such as this – especially in fast-moving B2B markets. Sam Dudley, CEO of SafeBlend, must decide what price to quote to Bristol Natural Gas (BNG) for its environmentally friendly fracturing fluid additives, in the face of rapidly emerging and aggressive competition. 

Key Case Questions to Consider:
1. What decision does John Dudley face in September 2011? What actions did SafeBlend take – or not take – that led them to this point?

2. Describe SafeBlend’s 2010 pricing strategy. Will that same strategy work in September 2011? What other pricing strategies might Dudley choose to employ?

3. Describe the “buying centers” at BNG and AOG. Who are the key team members, and what power do they have? How might SafeBlend leverage its relationships inside BNG and AOG to sustain their status as sole and/or primary supplier?

4. Are there real ethical issues in this case? How would you have handled them?

5. What price should SafeBlend charge BMG in 2012, after hearing about AOG's proposed contract price and percentage of business secured?

Case 6: Precise Software Solutions (Wednesday, 10/4/17)







      Preference # _____(1-5)

Precise Software Solutions is a small software developer with one successful focused niche offering, but another much more powerful offering nearing completion. The management team needs to decide first when introduce the new offering, as well as determine how to go to market, and how to set price. A key issue will be their sales force strategy for the new offering.
Key Case Questions to Consider:

1. Should Precise introduce "Insight" at "OpenWorld 2000?" Why or why not?

2. What should Precise’s sales strategy be for Insight? Should the firm use their existing sales force, or must they develop a new one? Just how good is their sales force? 

3. How will the SQL sales force react to the introduction of Insight? Will this differ if we launch Insight in time for OpenWorld or not?

4. What are the key differences in selling the current product – Precise SQL- versus selling the new Insight product?

5. Keeping in mind the limited functionality of the first version of Insight, how would you suggest pricing it? How might Precise think about segmentation for this product –who are the ‘right” customers for it?

6. Do a quick calculation of the ROI for customers for Precise SQL. Compare this to the price they’re charging for the product. What does this tell you?
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