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SYLLABUS 
 
Course Description 
The course is aimed at helping students look at the entire marketing mix in light of the 
strategy of the firm. It is most helpful to students pursuing careers in which they need to look 
at the firm as a whole. Examples include consultants, investment analysts, entrepreneurs, and 
product managers.  
 
Objectives 

1. Identify and understand strategic elements in Marketing 
2. Recognize and understand product and innovation strategies 
3. Understand and anticipate competitive dynamics.  
4. Evaluate the sustainability of competitive advantages. 

 
Course Readings  

1. Cases to be purchased 
2. Articles will be placed in the Class Folder and/or distributed in the class 
3. Lectures are critical elements in learning  

 
Course Elements  
I. Class Participation and Attendance 
You are expected to attend class regularly and participate in everyday class discussion.  You 
must be prepared to discuss the assigned chapter readings, articles and cases at all times.  
Feel free to use participation as a way of getting any questions answered or sharing an insight 
or comment.  It’s likely that if you’re wondering about something, others in the class feel the 
same way.  Participation should be enjoyable and also help you to learn.  At the same time 
you can also learn a lot from hearing others’ comments and responding to them.  Class 
participation and attendance count for 20% of your grade, so take them seriously! 
 
II. Cases and Articles  
There will be 4 cased and 2 articles to be discussed in this course for understanding the real-
world application of marketing.   You should read the cases and articles thoroughly and 
carefully for full-length discussions in the class.  Remember class participation counts for 
20% of the grade. 
 
 



III. Group Project 
Please form groups of 4 students and let me know who is in your group.  The group project 
will be an industry analysis.  As this is a marketing class, you will be discussing things like 
product innovation, features, pricing, distribution, consumer behavior and competition.  As a 
group you will present your findings to the class (a 20 minutes presentation) and also prepare 
a written report (around 14-17 pages).  Grades will be based on both the presentation and 
written report. 
 
IV. Examinations 
There will be a midterm and a final exam.  Questions will be based on both lectures and the 
readings i.e., the book chapters.  The dates of the midterm and final are shown in the class 
schedule. 
 
GRADING WEIGHTS      Total per element 
Group project   
 Written Report      30% 
 Oral Presentation      10% 
Midterm         25% 
(Date will be announced in the class)       
Articles and Case Discussion, Class Participation and  
Attendance        35% 
(No Final Examination) 
 
Note:  The syllabus is subject to review and changes. 
 
 
 
 
  



CLASS SESSIONS 
 

LEC # TOPICS / READINGS 

I. What is Marketing Strategy? 

1 LECTURE:  Introduction to Marketing Strategy, Segmentation, 
Positioning and Pricing 

2 LECTURE: Product Strategy, Innovation, Globalization 
Group Formation 

II. What is Finding Profit Opportunities Strategy? 

3 
Nintendo & Sega. Harvard Business School Cases #9-795-102 & 
9-795-103. 
Plus Discussion of Concepts 

4 Browser Wars. Harvard Business School Case #9-798-094. 
Plus Discussion and Feedback on Group Projects 

III. Creating Competitive Advantage 

5 

Wal-Mart Stores, Inc. Harvard Business School Case #9-794-024. 
 
Plus Mid-Term Exam 
 

6 LECTURE: Competitive Strategic Concepts 

IV. Creating Corporate Advantage 

7 Discussion of Two Articles: To be distributed in the class.  The 
articles will be placed in the Class Folder. 

8. Costco Companies. Harvard Business School Case #9-599-041. 

9. LECTURE:  Wrap-up 

10 GROUP PROJECT PRESENTATION 

Exam 
Day Group Project Due Paper Due 

 
  



CASE DISCUSSION SUGGESTED QUESTIONS 

#  CASES DISCUSSION QUESTIONS 

1 

Nintendo & Sega. 
Harvard Business School 
Cases #9-795-102 & 9-
795-103. 

1. Nintendo successfully recreated the home 
video game business following the Atari-era 
boom and bust. How did it do so?  

2. How was Nintendo able to capture value from 
the home video game business?  

3. Evaluate NEC's and Sega's strategies for 
challenging Nintendo in the video game 
business. 

2 
Browser Wars. Harvard 
Business School Case 
#9-798-094. 

1. Netscape won the first round of the browser 
wars. What were the critical drivers of 
Netscape's early success? Why didn't others 
quickly copy the Netscape formula?  

2. Microsoft won the second round of the browser 
wars. Why? Why was it difficult for Netscape to 
respond?  

3. The market for browsers is roughly 50-50 
today. Is this a stable equilibrium? How many 
browsers will survive in the market in the next 
5 or so years? One? Two? Many? Why?  

4. What should Steve Case and AOL do with 
Netscape's browser going forward? What would 
you tell Bill Gates to do in the browser war? 

3 
Wal-Mart Stores, Inc. 
Harvard Business School 
Case #9-794-024. 

1. What, historically, have been Wal-Mart's key 
sources of competitive advantage in discount 
retailing? 

2. How sustainable is Wal-Mart's competitive 
advantage in discount retailing in 1994?  

3. What do you think of Wal-Mart's international 
and supercenter expansion? 

4 
Costco Companies. 
Harvard Business School 
Case #9-599-041.  

1. Why do people shop at Costco? 
2. How does Costco make money?  
3. How would you market the new services?  
4. Is the selling of services in this way a good 

idea? 

 


