University of New South Wales

School of Marketing

MARK5956 Managing Marketing Relationships

Session 2 2004
Lecturer: Professor Ian Wilkinson 
Phone: 9385 3298  email: i.wilkinson@unsw.edu.au
Office: 301, John Goodsell Building
Office Hours: Monday 2-4pm or by appointment
Web Site: http://www.marketing.unsw.edu.au/PEOPLE/HTML/IWilkinson.html
Class Time and Place: Mondays 6-9pm  Law 1201
***Note: Sessions 5 and 6 are held on Saturday 21 August 10am to 4.30pm in MAT 312 
and there are no classes on August 30 or September 6.***
Subject Objectives

The focus of this course is on a firm’s marketing structure and operations rather than strategy development - on the organisation and implementation of marketing strategy.  Implementation involves the performance of marketing activities to create and deliver products and services that meet customers’ needs.  Some of this work is carried out within the firm and some by suppliers, distributors customers and other organisations.  A fundamental aspect of marketing management is relationship and network management, which involves developing and managing the relations between marketing and other functions within the firm and with external organizations in order to gain access to and develop key resources and competences.  This course examines the nature and role of internal and external relations and networks in implementing marketing strategy, their impact on a firm’s marketing performance and how they are managed.  

Learning Outcomes

· Ability to undertake a cooperative analysis which evaluates the role and importance of different types of relationships and networks as part of a firm’s resource base and core competences. 
· An understanding of the factors affecting the nature and development of marketing relations and networks. 
· How to plan and develop strategies for managing in relationships and networks.
· Appreciation of the key differences between B2B vs B2C markets in terms of the nature and role of relations and networks 
· An understanding of the nature and role of collaborative relations in supply chains, distribution systems, competitor and technological alliances and international markets
· Developing skills in making in-sourcing and outsourcing decisions for marketing and production activities.
Approach to Learning

A mixed lecture/seminar format is used together with various types of exercises.  Guest lecturers are also used to provide live case illustrations and additional expertise.  Each week students, working teams of two, will be assigned articles to present and critique and to present their analysis of case studies.  The aim is to maximize students active involvement in the learning process.  .  Further details are given in the section below on Class Participation.  
Readings: 
There is no prescribed Textbook.  Instead a Readings Package in two volumes is used and which everyone is required to purchase.  It includes the articles and cases used in the course.
Additional Reading (in open reserve)

David Ford, L-E Gadde, H. Hakansson and  I. Snehota Managing Business Relationships, 2nd Edition Wiley 2003 
David Ford, Pierre Berthon, Stephen Brown, Lars-Erik Gadde, Hakan Hakansson, Peter Naude, Thomas Ritter, Ivan Snehota The Business Marketing Course: Managing in Complex Networks,  John Wiley Chichester 2002 
Hakan Hakasson and Ivan Snehota Developing Relationships in Business Networks.  London: Routledge 1995
Bart Nooteboom Interfirm Alliances: Analysis and Design Routledge London 1999 
M. Christopher, A. Payne, D. Ballantyne Relationship Marketing: Creating Stakeholder Value, Oxford, Butterworth Heinemann 2002

Jagdish N. Sheth and Atul Parvatiyar eds. Handbook of Relationship Marketing, Sage 2000 
Assessment



I Semester Team Project due final week of class


20%

II Case/article presentations and exercises, 
             discussion and exercises)




35%


Case presentation


10%


2 Article Presentations (5% each)
10%

Negotiation Exercise


 5%


“What’s in the media” presentation
 5%


Other Participation


 5%


III Final Exam
 (3 hours Short Answer, Essay and Case Analysis)
45%


*** NOTE:  Students must perform satisfactorily in all assessments and 
gain at least 50% in the Final Exam to pass the subject.***

I  Semester Team Project – A Cooperative Analysis of a Firm

In other marketing courses you will have learned to examine the competitive environment as part of the external analysis involved in developing marketing plans.  Here I want you to conduct a cooperative analysis, which involves examining the relations and networks a firm is involved in with key other organisations, directly or indirectly and the way they create and support the competitive advantages of the firm.  These relations and networks can include all relations in a firm’s value net including suppliers, distributors, customers, complementors, competitors, government etc. In other words you need to examine the external resources, skills and competences of the firm and how it develops and/or accesses these through various kinds of relations and networks. 

As part of your report you will describe and analyse in more detail the nature, development and management of at least two important relations with specific other organisations that the focal firm is involved in.  You are also asked to discusss whether there are other types of organisations the firm could consider establishing some form of collaborative relations with and, if so, how should it do this?  As part of your analysis, you are asked to consider how the internal relations among units and people within the firm help or hinder the development of external relations and how they could be improved, including an assessment of a firm’s relationship and network competence.

This is a team project and you are required to form teams of your own choice having between 3 and 5 members only.   You will need to locate a cooperative target firm (the focal organisation) and interview relevant people about the nature and history of its key relations as well as collect any other relevant information on the organizations involved and its networks and relationships.  The focal firm can be the firm that you or a relative or friend works for, or a local firm (e.g a retailer, service firm or restaurant, large or small).  It can be a business firm or a government organisation or some other type of formal organisation.  Ideally, people from both sides of a specific relationship should be interviewed but this may not always be possible.

The team details are to be provided in week 4 including the nature of the focal firm, the specific relations to be studied and contact details for the team.  A progress report (one page maximum) is due in week 8. Final reports are to be handed in the final lecture. 
Grading of Team Project: 
An overall grade for the project will be given and individual grades will be determined based on the project grade, the number of people in the group and the rating of each team member’s contribution to the project.  For the latter, you will be asked to provide a confidential separate maximum one page summary of your contribution to the team project and to rate your own contribution as well as the contribution of each of the other members of your team 
Structure of Final Team Project Report

1.  The Focal organization and its value net 
Description of the focal organization and its value net including: the nature of its business, products/services and markets, key aspects of its environment, nature of relations to other organisations in its value net, the most important types of external relations and why. 
2. The Nature and development of two important relationships with particular other firms or organisations (NOT relations with a type of firm or organisation  in general

For each relation follow the same reporting format: 
o 
Description of the other firm or organization involved (its type of business – products/services and markets, size, performance, its key relations, strengths and weaknesses, etc) 
o
Characteristics of the exchange and interactions involved including products or services involved, frequency and types of interactions and transactions and who is involved.
o
Importance of relation to each party (e.g. approximate share of sales or purchases) and functions performed for each party.  How it supports the competitive advantage of the focal firm. 
o
History of relation (when and how it started and stages of development etc.)
o
Relationship atmosphere (power-dependence, trust, cooperativeness, commitment, understanding, conflict etc.)
o
Affect of any other relations connected to the relation e.g. customer’s customer, supplier’s supplier, competitive relations, finance company, other organization. 
o
Relationship performance.  How is this judged by each party? 
o
Internal relations in the Focal Organisation that support or hinder the development of the focal external relations
o
 Other relevant information
4.  Discussion and Evaluation:  
o
What are the main relationship and network management problems and issues confronting the focal firm? How are they dealt with?
o
To what extent and how do external relations contribute to its competitive advantage and/or effectiveness and efficiency?
o
Are there other potential sources of cooperative advantage among (a) existing relations and (b) relations with other types of organisations
II Case/Article Presentations and Exercise Marks

Article/Case Presentations: 
Each week individuals or pairs of students will be assigned particular cases or articles to present and open discussion on.  They will be asked to open the discussion with a 5 - 10 min presentation.  (If more than one team is assigned an article or case study one will be selected to present and the other to respond.  Both teams hand in their presentation material as well as the final report for grading).

For an article presentation the main points of the article should be summarised and the contribution it makes to the course critically evaluated.  For a case analysis the four common case discussion questions used throughout the course (see below) should be clearly addressed.  For a case presentation a maximum three page (1500 words) report plus additional appendices as required is to be handed in for assessment as well as your presentation overheads. This report should also be emailed to Professor Wilkinson and will be place on the course website.  For article presentations a maximum 2 page (1000 word) report is required plus presentation material.
Case Study Discussion Questions: Analysing Case Studies
A general approach to analyzing case studies is provided in G. Easton Learning from Case Studies London, Second Edition, Prentice Hall 1992.  In this course our focus is on internal and external relationships involved in marketing and this should be the main focus of analysis in case studies, even though the case may involve other elements of marketing strategy and planning.  The aim is to bring a relationship and network “lens” or point of view to the case analysis, using concepts and frameworks from the course and readings to identify the explicit or hidden, direct or indirect relationship and network dimensions, issues and/or problems involved.  In order to do this you should direct your analysis to answering the following four generic types of questions listed below. Note that the cases concern real companies and organisations and you may wish to do additional research to inform and develop your case analysis.
1) What are the main types of internal and external relationship and network management issues and problems confronting the participants in the case?  Which are the most important and why?  What kinds of symptoms or other evidence is there in the case to support your views?
2) What kinds of network or relationship issues discussed in the lectures and readings are illustrated in the case? 
3) Take the position of one type of participant in the case and identify at least two different types of approaches to solving the main relationship management issues or problem(s) confronting them. 
4) Evaluate the alternatives and recommend how you would go about dealing with this issue(s) or problem(s).  What would you do first, including how and why? What key additional information if any do you require to support or confirm your recommendations and how could you go about getting it? 
Negotiation Exercise
Reports on various exercises run during the course will contribute to your class participation mark e.g.  the negotiation game.  

“What’s in the media” Presentation

Each week individuals will be assigned to present an article from a business newspaper or magazine or journal that deals with some aspect of relations and networks, if possible something related to the topics being covered in the lectures.  They are asked to give a brief (3 min) summary of the article, why they chose it and what aspects of relations and network management it illustrates or deals with.  The aim here is to see the general in the particular i.e. if an example or case is used what general issue or problem related to relations and networks does it focus attention on?  How can and do firms deal with such issues or problems? What theories or concepts from the course are relevant?  Students will hand in a copy of the article plus a 1-2 page report addressing the above issues.

III Final Exam

This will be a three hour exam involving short answer questions, one essay question (chosen from a limited selection) and a case analysis.  The case will be distributed in the last week of class and the case analysis questions in the exam will be the same four used for the cases presented during lectures. 
Course Outline

The required readings and additional readings are in the readings package.  All the cases used in the course are in the readings package.  

Session 1 (26 July): The nature and role of relationships and networks in marketing
Required Reading: 

Ian Wilkinson “The Nature and Role of Relations and Networks in Business”  Working Chapter Draft 2003
Hakansson, Hakan and I. Snehota “No Business is an Island: The Network Concept of Business Strategy” Scandinavian Journal of Management 4,3 1990, pp187-200

Additional Reading:
De Wit, Bob and Meyere, Ron “Network Level Strategy” in Strategy Process, Content, Context 2nd edition 1998  pp508-519 

Session 2 (2 August): The Functions of Relations and Networks: IMP vs Other Approaches
Required Reading: 

Hakan Hakasson and Ivan Snehota “The IMP Perspective: Assets and Liabilities of Business Relationships” in Jagdish N. Sheth and Atul Parvatiyar eds. Handbook of Relationship Marketing, Sage 2000, 69-93

Moller, K and Halinen, A. “Relationship Marketing Theory: Its Roots and Direction” Journal of Marketing Management, 16, 2000, 29-54

Additional Reading

Dyer Jeffrey and Harbir Singh (1998) “The Relational View: Cooperative Strategy and Sources of Interorganizational Competitive Advantage”, Academy of Management Review, 23: 660-679

Other Reading
Parvatiyar, Atul and Sheth Jagdish “The Domain and Conceptual Foundations of Relationship Marketing” in Jagdish N. Sheth and Atul Parvatiyar eds. Handbook of Relationship Marketing, Sage 2000 pp. 3-37
Wilkinson, Ian (2001) “A History of Channel and Network Thinking in Marketing in the Twentieth Centrury” Australasian Marketing Journal 9 (2) 23-53  (available at http://www.marketing.unsw.edu.au/AMJ/V9_2/amj_contents_v9_2.pdf)
Value Equation Exercise (see next page)
Seller and Buyer Market Value Equation Exercise (for session 2)
Consider the following two types of  buyer-seller  exchange relationships:

(A) NECX (a broker which supplies electronic components) and one of its
customers; and

(B) between the customer and one of its regular suppliers of such electronic
components. 

Owned by two individuals, who started it in a domestic kitchen in 1980, by 1995, NECX was the world’s largest independent distributor of integrated circuits and computer products with a turnover of about $450 million; no debt (other than to suppliers); and no equity from outsiders. It makes its profits by being a ‘supplier of last resort’ to whom customers turn when they cannot get supplies from their regular sources. Indeed it is where ‘the panic-stricken turn when the official distributors fail them.’ Acting as an intermediary between chipmakers and purchasers worldwide it meets customers’ requirements in one of two ways. Either it is holding the item in stock on a speculative basis or, if it is not, then it will seek out a supplier that does hold stocks of the item, buy the item and resell it. The core of its activities is its electronic trading floor where the worldwide availability and pricing of semiconductors are continuously reflected on a big board as over 75 multi-lingual traders work the market 24 hours a day, seven days a week. 

NECX has a policy of repackaging all items before selling them because it aims to maintain anonymity between its customers and its suppliers. The reason given for doing this is that anonymity protects both the buyers, who are having difficulties in maintaining their output because of supply difficulties, and the sellers, who have surplus stocks, from being identified by their competitors. More importantly, from NECX’s point of view, it makes it difficult for NECX to be by-passed by a customer in future going direct to the supplier(s). Given the nature of the purchasing situation (‘where the panic-stricken turn when the official distributors fail them’), the customer usually has no time to check the quality of the supplies but has to accept that NECX is dealing with reputable suppliers. However no manufacturer’s warranty is provided with the supplies being provided by NECX. 

Compared with companies manufacturing chips (e.g. Intel or Siemens), not only is NECX not a manufacturer but it makes its profits by offering a very different product. NECX only exists to cope with the uncertainty of both supply and demand. Although from time to time it does hold stocks of chips on a speculative basis, its ideal is to know where there are surplus supplies of chips so that, when approached by a potential customer, it can make a trade. Indeed its assets include the knowledge of where it can obtain chips surplus to others’ requirements and being known by firms that may face unforeseen shortages. Another asset is knowledge of its customer’s and suppliers’ business circumstances. Lack of such knowledge can be expensive as NECX found when, due to lack of knowledge of one its customer’s other business connections, it suffered a loss of $80,000 on a single trade. 

Questions:

1) Describe the value equations for the exchange between the Customer and NECX’s (supplier).  What, if any, relationship functions are involved?

2) Describe the value equations for the exchange between the Customer and its main Supplier of electronic components.  What, if any, relationship functions are involved? 

3) Compare your answers to Q1 and Q2 how and why are they different and similar? 

Session 3 (9 August): A Planning Framework for Relationship and Network Management
Required Reading

Wilkinson, Ian and Young, Louise (2004) “Toward A Normative Theory of Normative Marketing Theory: When Relationship Marketing is and is not Appropriate” Working Paper, School of Marketing, UNSW

Wilkinson, Ian and Young, Louise “A Planning Framework for Relationship and Network Management”  forthcoming book chapter

Additional Reading

R. Moss Kanter “Collaborative Advantage: The Art of Alliances” Harvard Business Review July-August 1994, 96-108
Smith K.G. and Carroll S.J. (1995) “Intra and Interorganizational Cooperation: Towards a research agenda” Academy of Management Journal 38 1 7-23
Other Reading
Ohmae, K. “The Global Logic of Strategic Alliances” Harvard Business Review March-April 1989,143-152

Podolny, Joel M. (2001) “Networks as the Pipes and Prisms of the Market” American Journal of Sociology, 107 (July), 33-60

Case Study
“Northern Telecom (A) and (B) The Norstar Launch” in Robert Dolan Marketing Management: Text and Cases, Boston: McGraw-Hill 2001 pp110- 115, 116-127

Session 4 (16 August): Economics of Insourcing vs Outsourcing Decisions
***Note: Team Formation By this week***
Required Reading
Dixon, Donald and I.F. Wilkinson "Toward a Theory of Channel Structure"  Research in Marketing Volume 8. JAI Press, Greenwich, Conn. 1986 pp.27-70

Jerome Barthelemy  “The hidden costs of IT outsourcing” MIT Sloan Management Review; Spring 2001; 42, 3 60-69

Linder, Jane (2004) “Transformational Outsourcing” MIT Sloan Management Review Winter 2004, 52-58

Additional Reading

Richardson G. B. (1972), “The Organisation of Industry.” Economic Journal, 80 (September), 883-896

Case Study

“Prime Pharmaceuticals Malaysia (M) Sdn Bhd”  M.S. Lizardo Jr. and L.L. Belardo in N. Capon and W. R. Vanhonacker eds. The Asian Marketing Casebook, Prentice Hall 1999, 436-445

NOTE: The Next Two Sessions take place on Saturday 21 Aug 10-4.30pm in MAT 312.  
ACCESS to the Mathews Building is between 9.45 and 10.15am from the side nearest High St.  


Session 5 (Saturday 21 August 10-1pm MAT312) Behavioural Dimensions of Relations
Required Reading
Coughlan, A., Anderson, E., Stern, L and El-Ansary A. (2001) “Managing Conflict to Increase Channel Coordination” chapter 9 in Coughlan, A. et al Marketing Channels 6th Edition, Prentice Hall, 236-275

John Child “Trust and International Strategic Alliances: The Case of Sino-Foreign Joint Ventures”  in C. Lane and R. Bachman Trust within and Between Organisations OUP 1998 pp241-272

Additional Reading

Dwyer, F. Robert, Schurr, Paul H. and Oh, Sejo (1987), "Developing Buyer Seller Relations", Journal of Marketing, 51 (2)11-28.

N. Kumar “The Power of Trust in Manufacturer-Retailer Relationships” Harvard Business Review November-December 1996 92-106

Other Reading
Das Narayandas and V. Kastri Rangan “Building and Sustaining Buyer-Seller Relationships in Mature Industrial Markets” Journal of Marketing July 2004, 63-67
Welch, Catherine and Wilkinson, Ian “Network Perspectives on Interfirm Conflict: Reassessing a Critical Case” Journal of Business Research, forthcoming

V. Havila and I. Wilkinson "The principle of the conservation of business relationship energy: or many kinds of new beginnings" Industrial Marketing Management  2002

Case Study:  

“Electro Products Limited” in David Cravens, Charles Lamb Jr. and Victoria Crittenden Strategic Marketing Management Cases 2002, 393- 399

Session 6 (Saturday 21 August 1.30-4.30pm MAT 312)The Beer Game Simulation

Required Reading

Buzzell, Robert D., and Ortmeyer, Gwen “Channel partnerships streamline distribution” Sloan Management Review 36 (Spring) 1995 85-96


Additional Reading will be distributed during the class

Session 7 (23 August): Partner Identification, Selection and Negotiation 
Required Reading
Charles J Corbett; Joseph D Blackburn; Luk N Van Wassenhove, “Partnerships to improve supply chains” Sloan Management Review; Summer 1999; 40, 4;

P. Ghauri “A Framework for International Business Negotiations” in P. Ghauri and International Business Negotiations (2nd ed) Elsevier 2003, 3-22

Additional Reading
Wong, Peter Leung-Kwong,  Ellis, Paul  (2002) “Social Ties and Partner Identification in Sino-Hong Kong international Joint Ventures, “ Journal of International Business Studies 33 (Summer), 267-289

John Wolpert “Breaking out of the Innovation Box”  Harvard Business Review August 2002, 71-82

Other

J. Dyer “How Chrysler Created an American Keiretsu” Harvard Business Review July-Aug 1996

Case Study

“Ikea” in R. Normann and R. Ramirez Designing Interactive Strategy Wiley 1994 107-117
Negotiation Exercise 


***Note: No classes will be held on August 30 or September 6th***

Session 8 (September 13) Relationship Portfolios 
Readings 

R. J. Varey “Relationship Marketing as Managing Trading Relationships” Chapter 4 in R. J. Varey (2002) Relationship Marketing  Wiley 109-137
M. Johnson and F. Selnes “Customer Portfolio Management: Toward a Dynamic Theory of Exchange Relationships” Journal of Marketing 68 (April) 2004 1-17.

Additional Reading

M. Bensaou “Portfolios of Buyer-Supplier Relationships” Sloan Management Review Summer 1999, 35-44

Cannon JP, Perreault WD (1999) “Buyer-seller relationships in business markets” Journal of Marketing Research 36 (November): 439-460 

Case Study 

“Barro Stickney, Inc” in M. Hutt and T. W Speh Business Marketing Management, 8th Edition, Thomson, 2004, 612-616

Session 9 (September 20) CRM and Customer Profitability Analysis
Required Reading

Winer, Russell S. (2001). "A framework for customer relationship management," California Management Review, 43 (4): 89 – 105

E. M. van Raaij, M.J.A. Vernooij and S. van Triest (2003) “The Implementation of Customer profitability Analysis: A Case Study” Industrial Marketing Management 32, 573-583

A. Agarwal, D. P. Harding and J. R. Schumacher “Organising got CRM” McKinsey Quarterly 3, 2004 (http://www.mckinseyquarterly.com/)
Additional Reading:

S. Foumier and J. L. Yao, (1997) "Reviving brand loyalty: A reconceptualization within the framework of consumer-brand relationships” International Journal of Research In Marketing 14 5, 451-472 
Other Reading
G. Dowling and M. Uncles “Do Customer Loyalty Programs Really Work?” Sloan Management Review 38 (4) 1997  71-82

Paul Andon; Jane Baxter; Graham Bradley “Calculating the economic value of customers to an organisation” Australian Accounting Review; 2001; 11 (1) 62-72

Case Study: 
“Scandinavian Airlines System (SAS) Revisited (A) and (B)” in John A. Quelch, Kamran Kashani and Sandra Vandermere Cases in European Marketing Management, Irwin McGraw-Hill 1994, 344-358

***Note: No Classes 27th September (Mid Term Recess)

Session 10 (4 October): Managing Intra Firm Relations for Interfirm Relations
Required Reading
Cespedes, Frank V. “Industrial Marketing: Managing New Requirements” Sloan Management Review 35 (Spring) 1994, 45-60

L.Ryals and S. Knox “Cross Functional Issues in the Implementation of Relationship Marketing through Customer Relationship Management” European Management Journal 19, 5 Oct 2001 534-542

Additional Reading 

B. Weitz and K. D. Bradford “Personal Selling and Sales Management: A Relationship Marketing Perspective“ Journal of the Academy of Marketing Science 27, 2 241-254

Case Study

“Becton Dickinson Division: Marketing Organization” in Frank V. Cespedes Managing Marketing Linkages: Text, Cases and Readings, Prentice-Hall 1996, 38-59

Session 11 (11 October): Perspectives on Managing External Customer-Supplier Relations

Required Readings

James Lincoln, C. Ahmadjian and E. Mason “Organizational Learning and Purchase-Supply Relations in Japan” California Management Review 40 (3) Spring 1998 241-264

H. Anderson, V. Havila and A. Salmi “Can you Buy a Business Relationship?” Industrial Marketing Management 30 (October) 575-586

Other Reading
L. Araujo, A. Dubios and L-E Gadde “Managing Interfaces with Suppliers” Industrial Marketing Management 28 (5) 1999, 497-506

Jeffrey Dyer, Nile W. Hatch “Using Supplier Networks to Learn Faster” Sloan Management Review 45 (3)

Case Study
“Baxter: Scientific Products Division” in D. Rosenthal and L.G. Brown eds. Cases in Strategic Marketing  Prentice-Hall 2000, 323-339
Session 12 (18 October) Managing in Networks: Relationship and Network Competence 
**Semester Projects Due**

Required Reading

Ritter, Thomas, Wilkinson, Ian and Johnston, Wesley (2004) “Firms’ Ability to Manage in Business Networks:A Review of Concepts” Industrial Marketing Management 

Gulati, R., Nohria, N. and Zaheer, A. (2000) “Strategic Networks” Strategic Management Journal 21 203-215

Additional Reading

Achrol Ravi S. and Kotler Philip  (1999) “Marketing in the Network Economy” Journal of Marketing 63 (Special Issue) 146-163
Other Reading
T. Ritter “The Networking Company: Antecedents for Coping with Relations and Networks Effectively” Industrial Marketing Management 28 (5) 1999, 467-479

Case Study

N. Seyed-Mohamed and M. Bolte “Taking a position in a structured business network”  in Forsgren, M.& Johanson, J.(eds.), 1992, Managing Networks in International Business. Philadelphia: Gordon & Breach, pp.215-231..
Session 13 (25 October) Business Policy and Networks

Required Reading
Wilkinson, Ian, L-G Mattsson and G. Easton "International Competitiveness and Trade Promotion Policy from a Network Perspective" Journal of World Business 35:3 Fall 2000 275-299

Additional Reading

Wilkinson, Ian, D. Welch, L. Welch, and L.Young (1998) "Dancing to Success: Export Groups as Dance Parties and the Implications for Network Development"  Journal of Business and Industrial Marketing, 13:6, 492-510

Case Study

Whitford, J. and Zeitlin, J. “Governing Decentralised Production: Institutions, Public Policy and the Prospects for Inter-Firm Collaboration in US Manufacturing” Industry and Innovation 11 (March/June) 2004, pages 17-42

Session 14 Course Review and Exam Preparation (1 November)
Final Exam 3 (hours)
As Scheduled

Appendix  

Article and Case Evaluation criteria
a) Articles

1 Identification of Key Problems and Issues (10 marks)





· Show understanding of article and effort in preparation?

· Relative importance of Issues described?

· Adequate background information and support provided?

· Critical analysis not just accepting article’s arguments?
· Creativity, insight and imagination shown at arriving at case solutions?

2 Linked to concepts and frameworks from Course (10 marks)




· Linked to other readings and to lectures?
· Linked to conceptual issues?

· Linked to practical issues?

· Appropriate additional research conducted and material used?

3 Presentation (10 marks)









· Well organized and presented?

· Useful and well organised overhead material

· Convincing and interesting?

· Creative?

· Effectively encouraged and engaged the class?

b) Cases 

4 Identification of Case Problems and Issues (10 marks)





· Case problems and issues clearly and completely identified?

· Relative importance of Issues described and justified?

· Adequate background information and support provided?

· Evidence of additional relevant research?

5 Analysis and Application of relevant concepts and frameworks (10 marks)


· Seeing the general in the particular?

· Relevant concepts and issues linked to case analysis?

· Realistic alternatives identified?

· Clear rationale provided for choosing option(s)?

· Relevant additional research material included?

· Creativity, insight and imagination shown?
6 Presentation (10 marks)









· Well organized and presented (Visuals etc)?
· Convincing and interesting?

· Creative?

· Effectively encouraged and engaged the class?
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