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I.
CONTACT INFORMATION

	Instructor
	Prof. Joel Huber

	Office
	A333  Academic Center

	Phone
	(919) 660-7785

	E-mail
	Joel.huber@duke.edu


II.
COURSE BACKGROUND AND OBJECTIVES

The marketing of high technology is a moving target—one that keeps changing with each day.  Still, there are timeless lessons and skills that permit businesses to thrive in that environment.  The lessons include learning to position a business with respect to high growth markets, positioning novel products and services to encourage adoption, understanding the impact of digital cost structures that can drive marginal costs and prices to zero, and the process of relinquishing control to others in terms of open source products and social media.  The skills include the ability to predict market growth rates and penetration, the knowledge of how to research new topics using both library data bases and web-based search, the talent to find and discuss these issues in an active bulletin board, the skill to set promotion budgets for sponsored search pay-per-click environment, and the aptitude to develop multisided markets such as auctions and independently generated application programs. 
III.
CLASS FORMAT
We will use a variety of tools to help course participants understand and communicate about marketing.  A few illustrative examples are provided below:

· In-class lectures 

· Case discussions 

· Power Point presentations 

· Web site visits – during distance learning

· Chat room and discussion boards 

· Group assignments and presentations 

While none of the forms of communication, learning and/or interaction are new, the case method of study and what it takes to effectively participate in case discussions is sufficiently different to merit a separate review.  Exhibit I, attached to this syllabus, addresses the dynamics of case-based learning in some detail.


IV.
GRADING AND COURSE REQUIREMENTS
Grading in this course will follow the Fuqua guidelines for elective courses. The school recommends that core courses follow the grade distribution presented in Table I below.

Table I

	SP
	< 30%

	HP
	   45%

	P, LP, and F
	> 25%


Table II summarizes how your grades will be determined. The subsequent discussion elaborates upon each of these requirements.

Table II

	Grading Element
	Weight

	Class and bulletin board participation (Individual)
	25

	Case Presentation (Group)
	25

	Individual essays 
	25

	Summary paper (Individual)
	25


A.
Class and Bulletin Board Participation (25%)

The course bulletin board will be the central communication mechanism for the class.  At the end of the course you will be evaluated for how well you have used the board for your own education and the education of your classmates.   Expect to make at least one entry per week.  You will be graded both by the depth and quality of your comments, and also by the extent to which others build on your ideas. 
1. CLASS ANNOUNCEMENTS.  I will use it often for announcements.  Before each class I will use it to summarize where the class has gone and to elaborate on any changes in an assignment.  The beginning of the board will have sections for each meeting.  Read those first before beginning any assignments. 

2. RESPONSE TO SPECIFIC QUESTIONS ABOUT A READING OR A CASE:  Second, and particularly during the distance portion, you will answer specific questions about a reading or a case.  In that mode, you should not simply repeat what someone else has written, but elaborate on or discuss issues that have been raised.  Be sure to use descriptive titles for your postings, so a person has an idea what will be in it without having to read it. For example, if the first post has a title such as APPLE’S WEAKNESSES, a follow up posting might change the title to APPLE’S WEAKNESSES; GETTING COSTS DOWN.

3. OPEN OPPORTUNITY TO DISCUSS TOPICS.  These posts might be about a case we covered in the past about which you have new ideas, or about topics about which you have found new information. Typically, those would be placed near the original topic, but need not be.  Also if you have a problem or an issue you want to discuss, then it should be part of the board.  Finally, I will invite people to post two page essays on the board to invite comments and elaboration. 

Residence:  It is not appropriate to put thoughts about a case before it is discussed. Instead, prepare those thoughts and bring them to class. 

B.   Two short essays (2 pages 400 words each ) (25%).  
These should make a simple point. It can be about a case, a reading or a lecture.  After I have read them, I will, where appropriate suggest they be placed on a bulletin board.    There are four kinds:

1. Sub analysis of an aspect of a case.  Here take an issue that is part of a case.  It might be one of the discussion questions or an issue that you feel is important. The essay should make a point. The criterion I will use is whether your co-students would find it interesting and relevant.

2. Update on a case.  Find what happened after the case.  This will give you a chance to use the Web and the Fuqua Library to go more deeply into a case. Do not simply report facts, but indicate how your findings shed new light on an issue in the case.  Bear in mind that cases are abstractions.

3. Give an application of a learning from the class. This can be from a case, a reading , lecture or a short essay from another student.   For example, you might apply Roger’s adoption framework to a business about which you have knowledge.  Again, it is important that your essay asses the value of the application.

4. Suggest a new strategy for a product or service in the high tech sphere.  You are encouraged to explore ideas that might otherwise be rejected.  You will get feedback on your idea both from me and from the class.

You will need to complete one essay during the residency period and one during the distance portion.

C.   Group presentation (25%).
This presentation will typically be built with Powerpoint with the detail in the comments section.  It will typically be on a case, and is due to me before the case is covered.  If it is appropriate, I will ask you to present to the class.


D.  Capstone application report. (25%)  This will count as your final exam, and will enable you to synthesize what you have learned from the class.  Begin by selecting a new product, project, or significant task at your company, preferably one that is under your area of responsibility. Then think about the ideas and methods developed in the class and apply them to that problem.  

The format is up to you, but your final exam will only be graded on the basis of 5 pages which you will identify as part of your paper.
To help you think about this process, on Wednesday of the residency you will turn in a brief description of the topic.  I may select some of these to be briefly presented to class on Friday.  If your report has confidential company information, I am happy to sign a confidentiality agreement.  In any case, your application report will not be seen by anyone but me unless you OK my putting it on the discussion site.
The purpose of the final assignment is to allow you to apply the lessons from the course to a problem or issue at your business.  
E.
Honor code

As this course has getting information from others as one of its goals, I encourage broader search for answers that might get you in trouble in other courses. In this class you are encouraged to use secondary sources. The only completely forbidden material involves case notes from educational institutions or papers on the topics by students either from Fuqua or any other educational institution. A critical rule in this class is that you indicate the source for ideas or facts that are not your own. You can provide sources in footnotes or simply include them as part of your text.  Additionally, make a habit of listing the URL references so others can explore the same sources you have found. 
	Day (Date)
	Residency Period (October 25-30): Overview

	Day 1 (Sunday, October 25)
	Market Acceptance of New Innovations

Reading: Diffusion of Innovations- Everett Rogers, Chapter 6

Case: Tivo

	Day 2 (Monday, October 26)
	Dynamics of Market Evolution

Crossing the Chasm: Geoffrey Moore: Chapters 1 and 2
Disruptive Technologies:Catching the Wave: Bower and Christensen
Shakeouts in Digital Markets, Day, Fein and Ruppersberger

Case: Microsoft: Positioning the Tablet PC



	Day 3 (Tuesday, October 27)
	Managing innovation:

Case: Apple Inc., 2008

Amazon’s product ads
Turn in topic for your expected topics for your applied final project, your proposed essays, and group presentation

	Day 4 (Wednesday October 28)
	Branding, promotions and pricing

“Versioning: The Smart Way to Sell Information” Carl Shapiro and Hal Varian

“What High Tech Managers Need to Know about Brands”: Ward, Light, Goldstein
Case: Inside Intel Inside



	Day 5 (Thursday, October 29)
	Market timing
“First to Market, First to Fail? Real Causes of Enduring Market Leadership, “Tellis and Golder

“Losses in Space--Iridium's downfall”

“The Power of Virtual Integration: An Interview with Dell Computer's Michael Dell”

	Day 6 (Friday, October 30)
	Summary: 
Presentations of selected company reports


	Week/Date
	Distance Period (November 10 –December 21): Overview



	Week 1, Nov 10
	Organizing for Innovation:

Case:  Apple Tunes Up 



	Week 2,  Nov 17
	Sponsored Search
Reading: Look up “sponsored search” in Wikipedia.
Case: Air France Internet Marketing



	Week 3, Nov 24
	Does Quality Win? Network Effects vs. Quality in High-Tech Markets: Tellis, Yin and Niraj  
Available on course reserve at :

The appendix is at http:/www.marketingpower.com/jmrapril09 


	Week 4, Dec 1
	Creating new Marketplaces

Live case around the Apple iPhone App 
 How Apple successfully built a system to permit the generation of 30,000 Apps. 
The costs and benefits to Apple of being so successful.  
How to succeed as an App generator. 
What happened to Competitors, Blackberry, Google Android? 

	Week 5, Dec 8
	Social networks—Marketing 2.0

Reading: The New Vessels,
Chapter 10 of Sandy Carter’s book: The New Language of Marketing 2.0.

	Week 6, Dec 15
	Final Exam: Due before Dec. 19 at noon ET



VII. COURSE SCHEDULE

Pre-assignment  
Reading: Diffusion of Innovations- Everett Rogers, Chapter 6
This classic article examines the factors that lead to diffusion of innovations.  The central constructs in the chapter relate to the perceived attributes of an innovation: relative advantage, compatibility, complexity, trialability and observability.  These characteristics remain central to current thinking about the rate of diffusion. 
Case Analysis Tivo: Your first case will be the story of TiVo’s initial introduction. Come to class prepared to answer the following questions:
1. Analyze the purchase of Tivo from the consumer’s perspective.  What is TiVo?  Conduct an analysis using Roger’s categories of the factors that make adoption easy or hard.  Who is TiVo best suited for?

2. From the perspective of the networks, advertisers, cable/satellite companies, what do they want TiVo to be?  From the perspective of competition, what are Microsoft’s potential strengths and weaknesses in this market?
3. How would you describe and characterize TiVo’s action plan given at the end of the case? Evaluate the communication and positioning plan at the end of the case, and suggest a feasible alternative strategy.

Skim through the other cases that we plan to cover during the course. Think especially about a topic about which you wish to write a two page essay during the residency period. 
Class 2: Monday 10/26  Dynamics of Market Evolution
Readings:
 “Crossing the Chasm” Geoffrey Moore, Chs 1 and 2.  This classic book framed the way many people think of the high tech products.  Moore’s thinking emerged with the high tech boom, and justified what later appear to be stupid efforts to cross the chasm. Still the idea of a chasm correctly accounts for why so many companies that begin with valuable innovations do not develop commercial successes. 

“Disruptive Technologies: Catching the Wave” Bower and Christensen. This paper also had a very strong impact on the dot-com boom, as it provided important cautions demonstrating that customer orientation can keep companies from developing disruptive technologies.   
“Shakeouts in Digital Markets,” Day, Fein and Ruppersberger, 
This paper, written in 2003 provides a lucid post-mortem on the dot-com boom and bust.  As you read it consider three questions:

1. What characteristics of the dot-com digital markets boom led so many smart people to be sucked into this speculative bubble?

2. The central core of their argument is that only breakthrough digital markets were capable of sustained success. Six years later, would you agree with them?
Case: Microsoft: Positioning the Tablet PC:  Prepare the following questions with our study group.
1. Why is Microsoft developing the Tablet PC? Why is it marketing it through multiple OEMs?
2. The Tablet PC is not a single technology; rather it pulls together a number of innovations including ClearType, RichInk, handwriting and voice recognition. Wireless capability, digital content.  How does the merging of new technologies alter the consumer acceptance of the product? 
3. How should Microsoft position the Tablet PC—as a radical innovation or as a high end laptop. Why?

4. How should Microsoft define the target market for the Tablet PC?  How should it transmit this information?
Class 3, Tuesday 10/27:  Managing innovation:
Case: Apple Inc., 2008

This case provides a history of Apple’s remarkable ability to successfully ride the high technology wave.  During the distance portion of the course we will take a deep dive into its music business and into the Applications business for the iPhone.   For the current class you should prepare the following questions.

1. What are Apple’s competitive advantages in its various businesses ?  How is the Mac computer business different from its other ventures?

2. Analyze the dynamics of the PC industry.  Are these dynamics favorable or unfavorable to Apple?

3. Has Steve Jobs finally solved Apple’s long standing problems with respect to the Macintosh business?

4. How would you asses Apple’s initial strategy for the iPhone? 
5. How should Jobs focus Apple in the future?
Amazon’s product ads
Class 4, Wednesday, 10/28:  Branding and Pricing

Readings:

“Versioning: The Smart Way to Sell Information” Carl Shapiro and Hal Varian 
This article explores strategies for selling information when the cost to distribute and  the cost to distribute it become free. 

“What High Tech Managers Need to Know about Brands”: Ward, Light, Goldstein
This article argues that appropriate branding of high tech product is even more important than for package goods, but that some lessons from package goods are relevant, but little used in the high tech world. 
Case: Inside Intel Inside:
This case characterizes branding decisions in a context similar to the Tablet PC, where OEM’s control the final use of the product.  Come to class with the following questions answered:
1. What problems face Intel in the PC market.  How does the Intel inside campaign help alleviate these problems?

2. What factors have accounted for the success of the campaign?

3. Characterize the brand promise in Intel’s advertising campaigns?   How are its promises conveyed at the 5 levels of the brand pyramid in your Ward reading.  Are there core values that have been constant over time?  What has changed?  

4. Should the company extend its Intel Inside branding to non-PC categories such as cellphones and PDA’s?

Class 5, Thursday, 10/29 Market timing

“First to Market, First to Fail? Real Causes of Enduring Market Leadership,” Tellis and Golder
This article provides strong evidence that being the technological leader generally fails, while being the first to commercialize the product generally succeeds.  We will follow it with two mini cases. As you read Tellis and Golder prepare the following questions:

1. Tellis and Golder have been articulate proponents of using history to guide strategy.  What are the advantages of his method?  What problems can arise?
2. Contrast their recommendations from Moore’s idea of Crossing the Chasm, Christensen’s Disruptive Technology, or the Day, Fein and Ruppersberger article on Branding in High Technology. 
“The Power of Virtual Integration: An Interview with Dell Computer's Michael Dell”   
This is a 1998 article on the aspects that led to Dell’s success.  Characterize why Dell was so successful earlier and why that success has been difficult to sustain as the market has matured.
“Losses in Space--Iridium's downfall” 
This is a cautionary tale.  How might Motorola have avoided such awful market timing? 

Class 6:  Summary and discussion of your final projects

Distance portion of the course.
Week 1 Nov 10.  Organizing for Innovation 
Read the “Apple Tunes Up” case.  This case provides a deep dive into the strategies Apple used to enter and dominate iPod and iTunes.  The two focused issues are why was Apple so successful and where should it go next.   

Case presentation.  The case presentation should look forward beyond 2007.  Assess Apple’s current position in the music business and indicate how it fits in with Apple’s general business model. Then defend directions for the music business after 2007.
Individuals who do not write up the case should read it and then answer in the bulletin board one of the following questions:

1. Take one of the five qualities of enduring leadership (vision, persistence, commitment, relentlessness, asset leverage), and give specific examples where Apple has exhibited or failed to exhibit that quality in the music business.
2.  Consider one of the competitors to Apple in the music business. Do additional research and assess and criticize their performance.
3. Make a projection from Exhibit 4 to the sales of iTunes in the next three years.
Week 2 Nov 17.  Sponsored Search
Review Sponsored Search in Wikipedia.com.  Then read the Air France case.  It is a good presentation case for budding consultants who want practice using Pivot tables in Excel to organize and present data in a graphical form. A spreadsheet given the data is available on the bulletin board. 
Case presentation:

1. Identify performance metrics to guide the choice of publisher (e.g., Google vs. MSN), keywords,  and pricing campaign strategy.

2. Analyze the performance across publishers and recommend shifts in investments

3. Within at least one publisher give suggestions with respect to keywords, and bidding strategy
4. Demonstrate results with an excel bubble graph with click through rate on the horizontal axis, conversion rate on the vertical axis, and the size of the bubble being net revenue.

All others should review the Air France case respond to one of the following questions on the bulletin board:

1. Examine the website of Google, Yahoo, MSN or Kayak. Evaluate the effectiveness of the generated ads from a perspective of either a site user or an advertiser.  
2. Examine the materials from these sites about their sponsored search.  To whom would it particularly appeal?
3. Find a search engine for a specialized area within your industry.  If they allow sponsored search characterize contexts in which it would be useful.  If there is no sponsored search, indicate how it might be profitably managed.

Week 3, Nov 24 Quality vs. Network Effects  

You have only one reading for this week: “Does Quality Win?” by Tellis, Yin and Niraj.  It was recently published in the Journal of Marketing Research.  My purpose in assigning it to you is to give you experience in making sense of important papers that are written for a technical audience.   Here are your assignments for the week, one of which should be on the bulletin board before the chat. 

1. Consider the four questions in the implication section. Take one of these and indicate the degree to which you agree or disagree with the statement.  Think of contexts where you would reverse the recommendation from the authors.

2. Make sense of the analyses. There are 6 analyses in the paper moving from a graphical analysis through the Granger causality. These may be hard to understand.  Write a brief memo summarizing an analysis so that your boss would understand both the idea of the analysis and the  its implications.
3. Elaborate on one of the product categories. There are three graphical analyses in the paper, but another 14 in the appendix at http:/www.marketingpower.com/jmrapril09 . Take one category about which you have, or can get some knowledge, and elaborate on the story of a market share switch.  You may be able to bring in knowledge of other aspects that are not considered in the paper, such as reputation, channel, promotion or bundled strategies that led to the market share switch. 
Week 4 Dec 4.  Creating New Marketplaces
This week we will conduct a live case around the Apple iPhone App.  Apple successfully generated income and the usefulness of their iphone line through its nurturing of the App market. So far they have generated 30,000 Apps. On the bulletin board respond to at least one of these questions.  

1) How Apple successfully built a system to encourage the generation of 30,000 Apps.  What did they do to encourage people to build Apps? 
2) How well has Apple marketed the Apps?  As a user, how useful is their website? How could it be improved?
3) How to succeed as an App generator.  Take a subarea you know well (e.g., money management, mapping) and explore the most successful apps. Try to find out about their history and account for why they had been successful.
4) What happened to competitors, Blackberry ,(Google Android,  Microsoft? What will they do next?
5)  The costs and benefits to Apple this remarkable success story for Apple.  Apple has clearly benefited from its App program.  Are there any costs of this success that Apple needs to consider?  
6) Consider the App store moving forward.  What does it need to do to build on its success?
Week 5, December 11 New Digital Media

There are many tutorials to new media, but most focus on consumer marketing.  The book by IBM’s Sandy Carter “The New Language of Marketing 2.0” is an exception in that she thinks about ways that new media can be used to excite and coordinate colleagues within your firm, downstream to customers, and upstream to suppliers.   
Your assignment is to take one of the topics that are briefly reviewed in the chapter and assess its use in your business or business generally.  Put your response on the bulletin board at least one day before the chat, so I can organize the chat around your interests.  

The topics are:

1. Blogging

2. Pod and videocasting

3. Facebook

4. Virtual environments

5. Serious gaming

6. Widgets 

7. Wikis

Week 6:  Final exam
Your final exam requires you to write  a 5 page description of a high technology marketing problem where you can take lessons from the course to help analyze and resolve the problem you define.  Your grade will depend importantly on the extent to which you can make references to the learnings from the class.  

You may write more than five pages, but you will only be graded on the five that make links to the course. 
This is an individual assignment. You should not work with others on it. 
The exam is due before Sunday, December 21 at midnight. 

