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MBA 655

Marketing of High-Technology Products and Innovations

________________________________________________________________________________

Professor Mohr




Classroom:
GBB L14
Phone:  243-2920




Time:  
 2:10 – 3:30

Office:  Room 306






Tues./Thurs.

Office Hours:  Wednesday, 2:10-3:30

email: jakki.mohr@business.umt.edu
  




http://www.business.umt.edu/faculty/mohr
________________________________________________________________________________
Required Textbook:  Mohr, Jakki, Sanjit Sengupta, Stanley Slater (2010), Marketing High-Technology Products and Innovations, 3rd  Edition, Upper Saddle River, NJ:  Prentice-Hall.  

Accompanying Web site:  www.markethightech.net
Required Powerpoint Notes:  Available on the class Website one week in advance.  Most students use these powerpoint outlines to take notes on during class.  I recommend that you three-hole punch them, and get a binder to put them in.  There will be many days where you will need more than just the small space by each slide to write a complete set of notes from class.  So, it helps to be able to add additional notes pages as needed.  
Course Objectives:  High tech is an exciting world, characterized by turbulent environments that require rapid decision making with incomplete information.  Innovations are introduced at frequent intervals, research-and-development spending is vital, and there are high mortality rates for both products and businesses.  The promises of new technologies are realized only when new innovations are commercialized successfully.  However, successful commercialization requires effective marketing, and marketing for high-tech relies on different strategies and tools than more traditional marketing.  Therefore, a key objective of this course is to help students master marketing strategies for the high-tech environment.  
This class will explore concepts and practices related to marketing in this unique, fast-paced environment, including the following:  

· the defining characteristics of high-technology industries 

· different types and patterns of innovation, and their marketing implications

· the need for (and difficulties in) adopting a customer-orientation

· tools used to gather marketing research/intelligence in technology-driven industries 

· use of strategic alliances and partnerships in marketing technology

· adaptations to the marketing mix (the “4 p’s”) required in a high-tech environment

· societal and ethical considerations in technological arenas.  

Rather than focusing on a specific high-technology industry, the class is designed to explore a range and diversity of industries and contexts.  However, because a large majority of such high-tech products are used by business customers (as opposed to consumers in personal households), many of the underlying principles for this class will draw from theories of  business-to-business marketing, modifying them as appropriate for the high-tech environment.  Issues for both small and big business will be addressed.  

The course will provide a balance between lecture and discussions (based on readings of concepts and practices), guest speakers, etc.  

Pre-Requisite:   The pre-requisite for this course is a basic Marketing course.  Because we will be discussing how basic marketing concepts and practices are adapted for and used in a high-tech environment, basic knowledge of these marketing concepts is required.  Please see me if you would like to borrow a basic book to review basic concepts.  

Code of Conduct:  All students must practice academic honesty.  Academic misconduct is subject to an academic penalty by the course instructor and/or a disciplinary sanction by the University.
It is the student’s obligation to be familiar with the Student Conduct Code, especially as it pertains to academic misconduct (cheating, plagiarism, etc.), which is available on line at http://www.umt.edu/SA/VPSA/index,cfm/page/1321.  Please note that it is a form of academic misconduct to submit work that was previously used in another course.  

Moreover, as the Catalog reads (in terms of Academic Policies and Procedures regarding plagiarism specifically):  


“Plagiarism is the representing of another’s work as one’s own.  It is a particularly intolerable offence in the academic community and is strictly forbidden.  Students who plagiarize may fail the course and be remanded to Academic Court for possible suspension or expulsion.” 

It continues, 

“Students must always be very careful to acknowledge any kind of borrowing that is included in their work.  This means not only borrowed wording but also ideas.  Acknowledgement of whatever is not one’s own original work is the proper and honest use of sources.  Failure to acknowledge whatever is not one’s own original work is plagiarism.”

So, ALWAYS err on the side of caution by citing the resources used in preparing your work.  Moreover, always use direct quotations for exact wording taken from another source.  

Email Communication:  As many of you know, the University instituted an email policy, effective July 1, 2007, for faculty to communicate with students.   Per this policy (www.umt.edu/it/policies/email.htm), faculty may communicate with students regarding academic issues ONLY via official UM email accounts.  Accordingly, students must use their GrizMail accounts (netid@grizmail.umt.edu or fname.lname@umontana.edu) in emailing me.  In other words, I cannot respond to any emails you send me from your gmail, hotmail, or other kinds of accounts.  
If you send an e-mail during the week, I will almost always respond within one business day (and on rare occasions, depending upon my meeting schedule, two days).  

Written communication skills are extremely important to succeed in business, and a common concern of our employers is that students are overly casual in their emails.  Please note that your email messages to me should be well written and grammatically correct; they should begin with a proper salutation and end with proper concluding acknowledgement (a thank you, sincerely, etc.).  Thank you for your attention to continuing your efforts on professional communication.  
Course Requirements:   (Each is explained below in detail).  Course requirements are designed to meet the following objectives.  
School of Business Administration Mission Statement

The University of Montana’s School of Business Administration is a collegial learning community dedicated to the teaching, exploration, and application of the knowledge and skills necessary to succeed in a competitive marketplace.

Master of Business Administration Mission Statement - Serving our region by educating ethical leaders who are effective in managing organizations in the global environment.
Master of Business Administration Assessment and Assurance of Learning

As part of our assessment process and assurance-of-learning standards, the MBA program has adopted six learning goals for our students. These are as follows: 

SOBA MBA graduates will demonstrate…

· integrated knowledge and understanding of various business functions.

· strong communication skills supportive of their leadership abilities.

· integrity and ethical behavior in individual and collective work.

· analytical and critical thinking in decision making.

· an understanding of emerging trends in information technology and the interplay between information technology and organizational strategy.

· an understanding of the implications of the global business environment.

2 Exams  





45%

Participation





15% 

Current Events Presentation
 


15%

Team Project





25%

2 Exams (45%):  Exams will include a mix of multiple choice questions, asking for factual knowledge about the readings and material covered during the semester, and essay questions.  Some essay questions will focus on your ability to integrate, synthesize, and critically interpret the material, while others will be application in nature, asking you to apply your knowledge to analyze and solve a particular firm's marketing problems.  
*  *  No late exams or make-up will be given.  *  *  
Team Project (25%)-Memjet (see handout).  Your team project (done in either pairs or teams of 3 students) is designed to give you a real-life opportunity to apply the knowledge you are learning in class.  As graduate students, you should be able to take the initiative and develop an outline/approach to your project, and then use me for advice and guidance as needed.  

Project due date:  Tuesday, May 5.  Presentation Date:  Thursday, May 7.  
Class Contribution (15%):  In order to stimulate active learning, class will be discussion-oriented. Obviously, the quality of a discussion class is a function of the quality of each student’s preparation.  

I see my role as the facilitator of student learning.  It is the student's job to actively contribute, to be involved.  I expect that students will come to class prepared to learn, which includes being intellectually curious, acting with integrity and reliability, and willing to work collaboratively with their classmates.  

My evaluation stresses the thoughtful, meaningful contributions to class discussions and not the quantity of participation per se. Quality contribution is based on the quality of the insights exhibited, the student's ability to maintain continuity of discussion (i.e., pays attention to existing discussion/prior comments) and answer follow-up questions (which requires some degree of thought about the material—above and beyond mere reading--prior to class).   Finally, your contribution to the spirit of the class (contributes to a positive learning environment) is also important.  

Please ask me for feedback concerning your participation at any point during the semester. You will turn in a self-evaluation (see form in syllabus) on March 26.  

Current Events Analysis/Presentation:  The objective of this assignment is for students to analyze a current industry example of high-tech marketing concepts.  Each student will select an article from a respected news source which they will use as the basis for the analysis/presentation.  Each student must turn in a copy of the article to me the day prior to their talk, along with their 1-2 page written analysis.  A sign-up sheet will be passed the first week of class.  Students will select a topic for their presentation and a corresponding presentation date.  No make-up orals are scheduled/given.  
In the 1-2 page analysis, the student should:  


a.  provide a brief summary of the article (1 paragraph/1 minute)


b.  specifically identify and discuss how the article relates to 1-2 class concepts (1-2 paragraphs/minutes)


c.  provide a critical analysis of what it will take for the new technology/company to be successful in the marketplace.  What are the critical issues and what are your recommendations?  (2 paragraphs/minutes).  In your critical analysis, please show an ability to offer specific suggestions for improvement, based on the class concepts you have identified in (b) above.  
Grading for the analysis:  


 ¼  technology/article/company summary

 ¼   specific tie to class concepts


 ¼  critical insight


 ¼   communication style (articulation, voice inflection, eye contact, 



speaking slowly and clearly, organization of material, etc.)

Semester Grading:  Your final letter grade in the class is based upon the distribution of total points at the end of the semester.  Plus/Minus grading will be used for final grades on the following scale.  

93 - 100%

A





77-79%
C+

90 - 92%

A-





73-76%
C

87 - 89%

B+





70-72%
C-

83 - 86%
  B





67-69%
D+

80-82%
  B-





63-66%
D









60-62%
D-









Below 60%
 F

Extra Credit:  Students may submit by 3:30 in the afternoon one week prior to each exam up to three multiple-choice questions that I will consider using on the exam.  Any material is fair game:  textbook, speakers, articles, films, class discussion.  If I use your question(s), you will receive extra credit in the amount equal to the multiple-choice value of those points on the exam.  An added bonus:  You’ll likely get that exam question correct.  If I use only a portion of your question, you will receive partial points.  No late questions accepted.  Don’t put me in an awkward position by even asking—it is not fair to me or your peers.  
Tentative Course Outline of Dates/Topics





Chapter*
*  You do not need to read the complete chapter.  Please use your Powerpoint slides to know exactly what I will cover and expect you to know.  These powerpoint slides will guide you in preparing for class as it relates to textbook material.  If the book covers a topic for which there is no powerpoint slide, then I will NOT cover that topic in class, nor on the test.  If I have a powerpoint slide, then you are responsible for having taken additional notes on that topic with supporting detail from the text.  Your slides are merely an outline, and meant to highlight which topics will be covered.  
Tues.  March 3
Introduction:  Characteristics of High-Tech Environment

1

Thurs. March 5
Overview of Memjet- form groups 
Tues. Mar 10

Who Will Rule the Internet Reading 

Core Competencies and Culture of Innovation


2 & 3

Thurs. Mar 12

(Continued) 
Tues. Mar 17 

Market Orientation/R&D-Marketing Interaction 


4

Thurs. Mar 19

Partners and Outsourcing 





5

Tues. Mar 24 

Market Research for High-Tech Companies 

New techniques and approaches to innovation 


6 
Biomimicry and Customer Co-innovation


 
Thurs. Mar 26
  
Exam 1
Turn in Self-evaluation of participation
March 30-April 3
Happy Spring Break!
Tues. Apr 7

Crossing the Chasm 






7
Thurs. Apr 9
 
Technology Mapping 






8 
Tues. Apr 15 

Harmonized/integrated multi-channel strategy 


9
Thurs. Apr 17

Pricing – “Free” Reading




          10
Tues. Apr 21 

Advertising & Promotion; Branding




11, 12
Thurs. Apr 23
 
Apple Speaker 
Tues. Apr 28 

Nokia reading Corporate Social Responsibility 


13 

Thurs. Apr 30

big picture assignment due; see end of syllabus

May 5 


Review and wrap-up



Projects due (and peer evaluations)
May 7 


 Presentation to client
Final Exam (Exam 2):  Monday, May 11, 1:10-3:00.  

Assigned Readings:  

Quittner, Josh (2008), “Who Will Rule the Internet?  Time Magazine, June 16, pp. 47-50.  http://www.time.com/time/business/article/0,8599,1811814,00.html
1.  What is a platform (as it pertains to this article)?  

2.  What are the pros/cons for each company “ruling” the Internet?  How would you place your bet?  Why?  

3.  Which companies are missing from the analysis?  Why do you think they are not there? 

Anderson, Chris (2008), “Why “Free” is the Future Of Business,” Wired, March 2008. 
http://www.wired.com/techbiz/it/magazine/16-03/ff_free
1.  What is the basic premise of the article?  

2.  Compare/contrast the old views of “free” with the new view of “free.”  

3.  What is driving the transition to the new view of “free?”  

4.  What do you think of Anderson’s argument (based on Carver Mead’s corollary to Moore’s Law) that wasteful thinking opens up new uses for technology that appeal to the mainstream? 

5.  Go through the taxomony of the 6 categories of “free” business models.  Provide an example (of your own) for each one.  


*  We will compare his taxonomy to the framework from Ch. 9 in our book.  

6.  Will this trend be as transformational/powerful as Anderson predicts?  Explain.  

Corbett, Sara (2008), “Can the Cellphone Help End Global Poverty?” New York Times Magazine, 

http://www.nytimes.com/2008/04/13/magazine/13anthropology-t.html?_r=2&scp=1&sq=Nokia%20ethnography&st=cse
Questions coming later! 

Apple Readings:  

Kahney, Leander (2008), “Breaking the Rules: Apple Succeeds by Defying 5

Core Valley Principles,” Wired Magazine, (March),

http://www.wired.com/techbiz/it/magazine/16-04/bz_apple_rules
1.  Compare/contrast the most crucial aspects of Apple’s strategy with best practices high-tech marketing.
(2nd Apple reading:  TBA)

Self-Evaluation of Class Participation



Name:  
(Due Thursday, March 26)

1.  Please assign yourself a participation grade based on a 100-point scale:  

My Score:  _____________

What are you doing that you think is very good with respect to your participation record?  

What are you doing that you think is not as good as you wish it were with respect to your participation record?  What steps will you take to improve it?  

Summary and Wrap-Up



Name:  

Due in class, April 30

Please make a copy for yourself and one to turn in to me.  

We’ve covered a lot of ground these 10 weeks!  Think back over the various topics we’ve covered and concepts you’ve learned.  

1.  Identify the three concepts you learned which are the most important to marketing of high-tech products.  Elaborate.  
2.  Of our speakers, which did you find most useful and why?  
3.  Create a one-page schematic or some other creative device to organize the topics/concepts we covered this semester, to better identify their inter-relationships and effects on each other. (Make one copy for yourself and turn one in to me).  

Peer Evaluation Form—Team Project





Please specify (in terms of percentages) the relative allocation of work/effort/commitment that you and your partner(s) devoted to your project.  The percentages must sum to 100%.  For example, if you and each of 2 partners devoted an equal amount of effort to the project, assign each of the 3 of you 33.33%.  

 









Percentage











 Allocated

My Name:
_____________________________________

_____________


Partner1:  
______________________________________

_____________


Partner2:  
______________________________________

_____________








Total


 
100%
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1

