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Course Packet Contents
   Business-to-Business (B2B) Marketing
Marketing 533-101; Fall, 2017, Professor Ralph Oliva


1. Course Packet Contents
2. Course Master Map

3. Course “Playbook:” Objectives/Assignments/Grading/ Principles

4. Syllabus/Master Schedule/Topics Discussed
5. Case Overview/Questions/Team Signup Sheets
6.  “A High-Level Overview: A Value Perspective on the Practice of Business-to-Business Marketing,” Dr. R. Oliva, Handbook of Business-to-Business Marketing, 2012, Edward Elgar Publishing


7. "Customer Management Strategy in Business Markets," Das Narayandas, Harvard Business School Product # N9-503-060
8.  “The ISBM B2B Marketing Plan Template (Includes Selected "Helper Frameworks") by Dr. Robert Thomas; Georgetown University and Dr. R. Oliva, 2017.
 

9. “Building Loyalty in Business Markets,” Das Narayandas, Harvard Business Review, September 2005; HBR Reprint # R0509H  
10. “Marketing Myopia,” by Ted Levitt, Harvard Business Review “Classic,” 

Product # R0407L
 
11. Case 1 – “Commercializing the Kunst 1600 Dry Piston Vacuum Pump”            By James A. Narus and James C. Anderson


12. Case 2 – “AnswerDash” (Abridged) Harvard Business School Case 9-517-020, 


August 2016


13. "Customer Segmentation In Business-To-Business Markets," Darden Business Publishing Technical Note, HBS Product # UV5749. March 2011
14. “Customer Value Propositions in Business Markets,” Anderson, Narus and        van Rossum, Harvard Business Review "On Point" Article, March 2006; 

HBR Product # 3544



15. Case 3 – “EWA F-RAMS: Segmentation, Targeting and Positioning For the Introduction of a New B2B Offering,”  Dr. Robert Thomas, Georgetown University 



16. "Why the Highest Price Isn't the Best Price," James Anderson, Marc Wouters, and Wouter van Rossum, MIT Sloan Management Review, Winter 2010, Volume 51, No. 2.  HBS Product # SMR341
17. "Tiebreaker Selling: How Nonstrategic Suppliers Can Help Customers Solve Important Problems," James Anderson, James Narus, Marc Wouters, Harvard Business Review, March 2014 – HBR reprint R1403G


18. Case 4 – “Sealed Air Corporation: Deciding the Fate of VTID,” 


Harvard Business School Case 9-512-029; July 2012  

19. "Ending the War Between Sales and Marketing," Kotler, Rackham and Krishnaswamy, Harvard Business Review, July-August 2006, HBR Reprint                # R0607E

20. "The New Sales Imperative," Toman, Adamson, Gomez, Harvard Business Review, March – April 2017, HBR reprint R1702J


 
21. Case 5 –“SafeBlend Fracturing: Pricing in a Rapidly-Moving Market, Harvard Business School "Brief Case," Product # 9- 914-513; May 28, 2014 


22. Case 6 – “Precise Software Solutions," Harvard Business School 



Case # 9-503-064; February, 2006.


23. "Stop Treating B2B Customers Like Digital Novices,” Di Fiore and Schneider, Harvard Business Review Online, May 2016, Reprint # H02VWD 

24. "What Salespeople Need to Know About the New B2B Landscape,"                     by Frank Cespedes and Tiffany Bova, Harvard Business Review Online, 

 August 2015, Reprint # H028MU
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Session 1: Course Overview/Introduction/Key Definitions DDefinitionsDefinitionsCourCourseCourseIntro/Dimensions of IMC





Session 2: Conceptualizing Customer Value 





Session 3: B2B Stage 1 - Build Value Understanding (1) 





Session 4: B2B Stage 1 - Build Value Understanding (2) 


  (2)  





Session 5: B2B Stage 2 - Formulate Marketing Strategy (1)





Session 6: B2B Stage 2 – Formulate Marketing Strategy (2)








Session 7: B2B Stage 3 – Design Customer Value (1)





Session 8: Special Class: ISBM Members Meeting – Reading Assignment





Session 9: B2B Stage 3 - Design Customer Value (2)





Session 10: B2B Stage 4 – Communicate and Deliver Value (1)





Session 11: B2B Stage 4 – Communicate and Deliver Value (2)





Session 12: Life Cycle Management (1)





Session 13: Life Cycle Management (2) – Visitor (Tentative)
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