MKTG 533-101 – B2B Marketing - “Playbook”- Fall, 2017 – 6-29-17
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Course “Playbook:”  Objectives/Assignments/Grading
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   Business-to-Business (B2B) Marketing

Marketing 533-101; Fall, 2017; Professor Ralph Oliva

Introduction - Why This Class?

Critical to the growth and health of the economy, and an essential part of life, are the myriad of transactions that happen between one business and another (B2B.) In most years the dollar volume of transactions between businesses are at least equal to – in some cases exceed – transactions between firms and consumers (B2C.) The large majority of online business is B2B.

In this class, together we will learn the language, concepts, and principles of modern business-to-business marketing, and the use of a proven template for building an effective business-to-business marketing plan.
This class – significantly revised and updated for 2017 – is built on learning and program materials used in teaching over 2000 DuPont professionals, as well as professionals at Dow, Saint-Gobain, Westinghouse Nuclear, Kennametal, Panduit other B2B firms.

The Institute for the Study of Business Markets (ISBM)

To foster research, education, and networking across the profession of B2B marketing, the Institute for the Study of Business Markets was founded in 1983. With headquarters here at Penn State, as well as Chicago and Philadelphia, the ISBM has grown to become the largest network of B2B researchers, consulting professionals, and practicing marketers in the world. Many elements we’ll cover in our course are "straight from the field" work we've done with ISBM member firms. 

Much of the material we’ll be covering in this class was developed by senior researcher and ISBM fellow Dr. Robert Thomas of Georgetown University, ISBM Fellow Dr. Liam Fahey of Babson, along with the ISBM/DuPont "DuPont Marketing Excellence" team, including the consultancy EMM Group, and Professor Oliva. For more on ISBM see www.ISBM.org. 

MKTG 533-101, B2B Marketing - Behavioral Objectives:

On successfully completing this course you will:

· Be equipped with more precise language, skills, and tools enabling you to better understand, create, and profitably harvest value in B2B markets, following the five-stage ISBM "Value Delivery Framework".

· Understand the differences between B2B and B2C markets, and how to "coach" B2B marketing strategy and program planning.
· Understand and deploy Segmentation, Targeting and Positioning to help make better B2B market decisions, more effectively allocate resources, and generate more profitable growth for your firm.
· Be able to use new and proven tools/templates to build a "State-of-the-Art" B2B marketing plan, and more profitably manage customer engagement.
· Coach your team to better navigate and streamline the marketing/sales interface.
· Qualify for employment in B2B marketing. 
Course “Core” – A Proven B2B Marketing Plan Template/Toolkit.

The "central spine" of this course is a proven framework for B2B marketing practice: the “ISBM Value Delivery Framework.” This has been the core of marketing planning processes for many B2B firms in the ISBM network including DuPont, GE, Kennametal, Parker Hannifin, and others. This 5-step framework is shown below:
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As we work through the framework together, concepts, tools, and approaches will be "mapped" to a proven, effective template for building a business-to-business marketing plan. 

Class Assignments and Grade Make-up:

We will be learning together in what will (hopefully) be a highly interactive learning environment, with live cases and examples, class team case presentations, and visitors straight from today’s B2B practice.
Class assignments and grade makeup include:  

· One Case Team Presentation – 35% of the grade, 

· 3 Team “Case Insight” write-ups - 45% of the grade,
· An individual "Learning Achievement Memo” – 20% of grade

· Class participation will count for an additional +/- 10% in the final grade.  

Please purchase a copy of the Course Pack for the course (mandatory) as soon as possible from The Student Bookstore downtown. There is no text for this course – all cases and readings are in the course pack. 
Submitting Assignments Electronically:

· Please send by email to roliva@psu.edu. (Please do NOT use Canvas, “Drop Box,” or other method.)
· IMPORTANT- Please put your team name and all individual names on and in everything, and copy the whole team, so that a “Reply All” will get grades quickly out to all of you.
· For any class presentation, the team must please provide a hard copy for Professor Oliva.

· Please NUMBER all of the pages on anything you submit

· In the subject line of the email, or name of the PowerPoint or Word file be sure to include:

>>The name of the assignment

>>Name(s) of team and individuals who are submitting the assignment
1.  Assignment – Team Case Presentation – 35% of your grade
We’ll look – as always - to “wring out” all we can learn together from case presentations and discussions: 

· 30 minutes -- Team Presentation
· 20 minutes -- Q&A; key takeaways/wrap-up 

The team can present with a leading spokesperson, or as a team, but should be able to deliver their key points on the case in 30 minutes or less.  Demos or other props and aids can and should be used.  


Each team should provide a HARD copy of any visual materials, PowerPoints, etc., they've prepared, and number all pages of any material submitted.  You may wish to include a separate Word document summary, or embellish the presentation in the “Notes” view of PowerPoint, at the team’s option. As is usual, teams should NOT review the facts of the case – but get right to:

· Your key recommendations

· Answers to questions provided in the case which you feel are important

· Important: The key insights or lessons learned from the case.
We’ll be looking for: 

· Actionnable, specific recommendations, with rationale
· Key lessons learned/insights
· Important: Use templates/concepts/tools taught in course
· Focused, well-structured  presentation
· Questions answered well 
· Overall quality of report/charts/presentation materials.

2.  Assignment – Team “Case Insights” Write-Ups – 45%
For 45% of your final grade, each team should prepare “case insight write-ups” on 3 cases you are not presenting. Please prepare an e-mail (or Word/pdf document, all pages numbered) to roliva@psu.edu with your key take on the case, your recommendation, your insights. These might include:
· Your key thoughts on the case – and your first recommendation
· Answers to the thought questions included with each case which in your judgment are most important 

· The most important consideration in this case is:_______________________________ 

· The key question I would like to ask the management of this business is:___________ 

(Note: Please make your Case Insight no more than five to seven pages. Case insights are due by the start of the day the case is being discussed in class.) 
3.  Individual Assignment – "Learning Achievement Memo" 

To help track things you might use in later practice, and highlight the most important takeaways from the course, each of you please prepare a "Learning Achievement Memo” (LAM). This will be due by close of business Wednesday, October 11; 2017 and should be in the range of 5 to 7 pages. Please work on the LAM as the class goes along, as opposed to waiting to do it near the end of the class. Please try to create a document that you will find helpful later in your practice, including:

· The most important things you learned - key takeaways. Please explain.

· Which topics do you think will be most useful in your career? Why?

· Please provide suggestions for how the course could be made more valuable.
· What one or two topics do you wish we had more time for? Why? Are there topics in the course that were not as valuable to you – why?

· Anything else you would like to capture...
LAM’s will be graded on how well they reflect insight gathered from course lectures, case presentations and discussions, what we have learned from one another, and from our guest presentations. This should not be a “stenographic” assignment, but something that reflects your thinking, and insights for use in your practice. 

4.  Class Participation   +/- 10% of Grade

We’ll be looking for insight versus “airtime”.  Please use your name tents to help the process and be active in adding your insights, questions, challenges and texture to the class. Class participation can be a “plus up,” neutral or down on your grade.
Audio Grading:

To enable more thorough feedback, I’ll be using an audio grading process.                           For each assignment, you will receive an email with your grade and an attached                   MP3 audio file with detailed inputs/suggestions. If you run into any issues                          with this, or would like to discuss, please connect with Dr. Oliva.
Course Grading Guidelines: 
10/10   “A”    Great work - Rarely Given - brought new knowledge on the case.
9.5/10  “Between A- and A” Excellent Work. Beyond “very good.”
9/10     “A-” The course “benchmark” grade:  Very good work, beyond expected.
8.5/10   “Between B+ and A-” Almost there, could have gone farther on some points.
8/10      “B+”  Generally OK, missed one or more key points.
7.5/10   “B” Covers the minimums – missed several of the key points.    

7/10      “C+” Few insights. Sloppy. Missed some points.
Below 6 “C/D”   Not what was expected/Didn’t do the work (Truthfully I can’t remember the 
last time I gave one of these grades…) 
Principles of Conduct/Honor code: 
On assignments, consider attaching the Smeal MBA student integrity pledge:

“I/We ​​​______________________ have neither given, utilized, received, nor witnessed unauthorized help on this deliverable and have completed this work honestly and in accordance to the professor’s guidelines.”

More important than that:  I ask your personal pledge to use the tools and techniques provided in this course which are designed for - and effective in - manipulating human behavior, following your own most stringent personal and professional ethical and moral standards
· As in business, we are counting on us all to bring our own principles and moral compass to the world, and to class.  My assumption is that all Penn State MBAs bring very high standards to their practice now – and will do so in the future. This is especially important in marketing practice. Do NOT use the tools learned in this class to support anything you do not personally believe in.
· Academic integrity:  We’re all here together to learn, work, share.  “Free riding,” sitting back to let others do the work, or “Googling” the cases and copying reflects lack of integrity.  If I hear complaints – which are rare – as in business, I try to take fast, prudent, confidential action. Cheating, plagiarism – all of the things listed in “policy documents” on the subject – is simply dishonest and not good business. We need to hold one another accountable for not doing these things.  Acts of support, team play, enabling diverse points of view, and mobilizing the special creativity in each of us is fun, honest and good business.   

· We together will not tolerate any sort of discrimination or harassment.

· Students needing any accommodations, or having any questions issues or difficulties please see me directly or call me at 814-777-4111. We’ll do what we can to make our time together pleasant and productive.

(Official statement: Penn State welcomes students with disabilities into the University’s educational programs. Every Penn State campus has an office for students with disabilities. The Student Disability Resources Web site provides contact information for every Penn State campus: http://equity.psu.edu/sdr/disability-coordinator. For further information, please visit the Student Disability Resources Web site: http://equity.psu.edu/sdr. In order to receive consideration for reasonable accommodations, you must contact the appropriate disability services office at the campus where you are officially enrolled, participate in an intake interview, and provide documentation: http://equity.psu.edu/sdr/applying-for-services. If the documentation supports your request for reasonable accommodations, your campus’s disability services office will provide you with an accommodation letter. Please share this letter with your instructors and discuss the accommodations with them as early in your courses as possible. You must follow this process for every semester that you request accommodations.)
Questions?
Please call me early in the module (814-865-5670; 813 777-4111 (cell) email roliva@psu.edu, or come by my office in Business Building - 388A) for clarification, explanation or to make an appointment.  See you in class! 

Ralph Oliva,

Professor of Marketing, Smeal College of Business, Penn State

Faculty leader, ISBM

(814) 865 5670 (Office);  (814) 777 4111(Cell)

Roliva@psu.edu  www.ralpholiva.com 

Office: 388A, Business Building
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