Entrepreneurial Marketing
ENGR 191A/291A - Spring 2008

Lecturer: James M. Morouse Class Time: Monday, 4:30 - 6:30 p.m.
Work Phone: 805 969-0728 Classroom: South Hall, Room 1431
E-mail: jimmo®@satorigroup.com

Office Hours: Available by appointment before class

Course Objectives

Even with the very best technology, 9 out of 10 new products fail. More often than
not, the reason for the failure of a new venture isn't fechnology - it's marketing.
Marketing plays a crucial role not only in developing, producing, and selling products
or services but also in guiding recruiting efforts and raising capital. And yet, far too
few ventures are begun without careful pre-venture marketing - which can prove to
be a costly and often fatal mistake.

This course infroduces the student to marketing management’s role in an
organization's total business strategy. The most basic objective of this course is to
provide students with a broad introduction o marketing concepts, the role of
marketing in technology firms, and the various factors that influence marketing
decision making.

By the end of the course, the student will have a solid understanding of the major
decision areas under marketing responsibility, the basic interrelationships of those
decision areas, and an appreciation of how to apply key frameworks and tools for
analyzing customers, competition, and marketing strengths and weaknesses. This
course will help students develop insight about the selection of target markets and
blending decisions related to product, price, promotion and place (i.e. the marketing
mix) to meet the needs of a target market.



CASES AND READINGS:
Required:
» "Positioning-The Battle for Your Mind", Ries and Trout, 1981,
Warner Books
» Case Pack of Harvard Business School cases and readings
* Miscellaneous readings/handouts as assigned

Suggested:
* “Entrepreneurial Marketing: Lessons from Wharton's Pioneering
MBA Course”, Leonard Lodish, John Wiley and Sons Inc
» “Lovemarks, The Future Beyond Brands”, Kevin Roberts,
Powerhouse Books
e "Marketing that Matters”, Chip Conley, Berrett-Koehler
Publishers, Inc.
e "Marketing High Technology”, William Davidow, The Free Press
e "Building Strong Brands”, David Aaker, The Free Press
e "Chasing Cool", Noah Kerner, Atria Books
e "The 22 Immutable Laws of Branding”, Al and Laura Ries, ebook
e "Total Access", McKenna, HBS Press
e "BrandSense”, Lindstrom, Kogan Page Ltd.
"Managing the Customer Experience”, Schmitt, FT Prentice Hall

GRADING

Class Participation + Pop Quizzes 25%

This includes attendance and active participation in discussions, case studies and
classroom presentations. Pop quizzes will be at random and will cover class readings.
In Class Quizzes (3) 30%

These are scheduled, quick quizzes (20 mins.) Intended to test grasp of key
concepts that are discussed in class and in readings.

Take Home Exercises (2) 20%

These are short exercises to be completed outside of the classroom. They will
include analysis of product categories, finding examples of concepts discussed in
class and original thinking on new product ideas.

Completed creative brief on new product idea 25%

Final class session will include presentations by 3-5 person teams that brief an
advertising agency on new product or service using the creative brief concept
developed in class.




COURSE SCHEDULE

March 31

April 07

April 14

April 21

April 28

Introductions and Course Overview

Lecture: What is Marketing and Why is it Important?
Case pack: What is Marketing? HBS

In Class Exercise - Brand Personality

Positioning - The Battle for Your Mind

Textbook: "Positioning”, Chapters 1-4

Case pack: "Marketing is Everything”, McKenna
"Note on Case Learning”, HBS

Nice o Read: Miscellaneous articles as assigned

Take Home Exercise - Consumer Behavior Exercise

Positioning - Part IT

Textbook: "Positioning”, Chapters 6-12

Case pack: Target Market Selection & Product Positioning
Guest Speakers - Brett Posten & Robert Tencyk,

Principals, IDEOCORE
(tentative/subject to change)

Segmentation - Divvying Up the Playing Field

Case Pack: Note on Consumer Market Segmentation, HBS
Nice to Read: Miscellaneous articles as assigned

Case Study: Land Rover of North America

Market Strategy Formulation

Case pack: "Note on Marketing Strategy”, HBS
Case pack: "Strategy as Revolution”, Gary Hamel
Nice to Read: Miscellaneous articles as assigned
Quiz I

Guest Speakers - Scott Dinsmore and Tim Wisleder

Product Managers, BioIQ
(tentative/subject to change)




May 05 Five Research Tools Every Manager Should Know, and
Advertising - Part T
Case pack: Note on Market and Consumer Research, HBS
Case pack: "Analyzing Consumer Perceptions”, Dolen
Nice to Read: Miscellaneous articles as assigned
Take Home Exercise: Concept Cheat Sheets

Guest Speaker - David Wolf, SVP Marketing, Big Dogs
(tentative/subject to change)

May 12 Advertising, Promotion and Public Relations
Case pack: "The Buzz on Buzz", Dye
Case pack: "Building Brands without Mass Media", Aaker

Nice to Read: Miscellaneous articles as assigned

Guest Speaker - Lorrie Thomas, Web Marketing Expert
(tentative/subject to change)

May 19 Channel Decisions and Entrepreneurial Sales Management
In Class Quiz IT
Case pack: "Managing Sales and the Sales Person
Case pack: "Creating the Customer-centric Team”
Nice to Read:  Miscellaneous articles as assigned

Guest Speaker - Aaron Steed, Founder, Meathead Movers
(tentative/subject to change)

June 2 The Brand Called YOU
Case Pack: "Three Questions You Need to Answer”
Nice o Read:  Miscellaneous articles as assigned
Take Home Exercise: Creative Brief Exercise

Guest Speaker - Palmer Jackson Jr., Serial Entrepreneur
(tentative/subject to change)

June 10 Building Strong Brands and Entrepreneurial Organizations
7:30 p.m. In Class Quiz TIT
Final Exam  Case pack: "Marketing Planning and Organization”

Nice to Read: Miscellaneous articles as assigned
In Class Team Presentations: "The Creative Brief Exercise”
In class presentations and team write ups




