SAT & CO.: THE MACHINE TOOL DIVISION



Satyendra Singh, University of Winnipeg





Case Objective and Use



The case highlights the potential benefits of being market orientation in the context of industrial marketing. Market orientation is about offering customers what they want at a price they can afford.  But achieving high level of market orientation may not be an easy task, as it does call for a considerable amount of resources to gather information pertaining to customers. By analysing the exhibits in the case, students are forced to evaluate a fit between the company’s resources and its customers’ expectations. Finally, students learn how they can leverage the company’s goodwill in their favour to enhance productivity, and therefore business performance. 



The case and the teaching note were written for a final year undergraduate or an introductory level of MBA course. The case should be discussed towards the end of marketing/strategy course. Students should be encouraged to come up with more ideas, while still being market oriented, to develop or modify existing product with the view to reduce selling price and increase contribution margin.       



Case Synopsis



In the early 2000, the machine tool division of Sat & Co. was financially hit because of poor management of resources and lack of market orientation that saw the company lose nearly 50 percent of its sales in the last fiscal year. The division -- comprised of two companies -- was responsible for the manufacturing of lathe machines as well as computer numerical control (CNC) machines. Both of these companies were running at barely half of their capacity and even struggling to achieve that. One of the difficulties faced by the division was that each company was quite different from each other -- one company was attributed to being technology-led, whereas the other company had been sales-led.  As a result of this, both the companies failed to satisfy their customers’ different needs. The Chairman of the board of directors, Sat Cartland, was adamant that both companies must survive, which meant that he was faced with making some harsh decisions. Directors also thought that recovery could only be achieved through a market-led strategy. Following this decision, a new professional engineer, John Smith, with a proven track record in industrial marketing and product development was hired to implement the market-led strategy.  John is faced with a couple of challenges: firstly, he must increase the plant utilisation; and secondly, develop and/or modify current range of products so as to gain the lost market share.  John is required to see Sat after six months with his plan of actions, and the time frame within which this plan will be executed.



* This case is field research-based, but the names of the characters and the company have been disguised.

____________________________

Contact Person: Dr. Satyendra Singh, Assistant Professor of Administrative Studies, Department of Administrative Studies

Mail:  515 Portage Avenue, Winnipeg, R3B 2E9, Canada 

Tel: (204) 786-9902; Fax: (204) 774-8057; E-mail: s.singh@uwinnipeg.ca 

�SYNGENTA:  SEARCHING FOR MARKETING SYNERGIES 

ACROSS THE UNITED STATES AND MEXICO



Raul Castro Esparza, Syngenta, Mexico City

Richard Herrin, Syngenta, Greensboro, NC, USA

Martha R. McEnally, Un. of North Carolina at Greensboro





Case Objectives and Use



This case demonstrates the difficulties in selling the same product across two very different country environments (Mexico and the U.S.).  While much of the marketing is similar, differences exist in the number of distributors, the functions of sales people and payment systems – which makes it very difficult to plan and implement standardized operating strategies for marketing.  Richard and Raul (in the case) found it much easier to achieve standardization in the operations area.  The background of the case is the declining agribusiness industry (at least in the U.S.), the threat of generic competition and the proposed merger of Novartis Crop Protection (division of the Swiss company, Novartis) and Astra Zeneca (British Firm).



The case is intended for international marketing classes and could be used at the undergraduate level, but is probably better suited for a graduate level course.  Most undergraduates lack the necessary experience to appreciate the distribution difficulties in Mexico and would be ill-equipped to solve them.





Case Synopsis



Raul Castro (Demand Manager, Novartis, Mexico City) and Richard Herrin (Sales and Operations Planner, Novartis, USA) have their hands full.  They were charged to find synergies in the marketing of the company’s leading insecticide – an abamectin-based product called Agri-Mek in the USA and Agr-Mec in Mexico.  To aid in finding marketing synergies, all aspects of marketing in the U.S. and Mexico are contrasted which provides insight into the difficulties of selling, distributing and collecting payment for agribusiness products in Mexico.



The search for marketing synergies takes place against a backdrop of declining agribusiness sales, generic competition as abamectin will soon lose its patent protection and the proposed merger of Novartis Crop Protection with Astra Zeneca.  Indeed, generic competition already exists in Mexico and will only grow, not go away.  Whatever Raul and Richard propose must be flexible enough to meet these background challenges.





�Contact Person:  Richard Herrin, Syngenta, Inc.

Mail:  P.O. Box 18300, Greensboro, NC 27419-8300 USA

Telephone:  (336)632-6260; Email:  Richard.Herrin@syngenta.com

�UDDERLY DELICIOUS�Granjas de Venezuela S.A.. – Part One:  Marketing Research and Market Plan

Susan D. Peters, California State Polytechnic University�Richard P. Green, University of the Immaculate Word





Case Objectives and Use



This case presents for student analysis a rich and complex set of problems dealing with milk production and dairy processing in a less developed country.  It is appropriate as a marketing overview case in an undergraduate Introduction to International Business class and, more appropriately, a more in-depth analysis for an International Marketing or Marketing capstone class, both for undergraduate and the MBA level.  It is especially appropriate in graduate International Business classes as it allows for varying levels of analysis suitable to the skills of the student.  It has been used at the graduate level in a general Marketing class.



It can be used as a stand-alone case for the instructor who wishes primarily to explore marketing situations or to evaluate marketing research – especially as it pertains to international research.  A summary of the actual marketing plan is included which may be given to students to simplify the analysis for use of the case to discuss product strategy, promotion strategy, pricing strategy, or distribution strategy.  It can be used as a lengthier group project to develop an entire marketing plan.  Additionally, the case is appropriate to study long-range planning:  a five-year marketing plan, for example.



The case includes sidebars that provide a significant amount of information concerning technical and business aspects of milk production and dairy processing.  This is very informative to today's mostly urban students, who have little, if any, knowledge of farming, animal husbandry, or food production.



In conjunction with the other Granjas de Venezuela S.A. cases (in development), it can be used to cover evaluation of alternative projects, foreign risks and development of a full scale business plan.  The various Granjas de Venezuela S.A. cases can be introduced at different points throughout a semester, the entire case being developed as appropriate to the order of the course work.  Alternately, all of the cases can be used together to develop a comprehensive business plan that spans all areas of business education.



Case Synopsis



Granjas de Venezuela S.A.. (GVSA) is located in the Zulia region of Venezuela and was founded in 1970.  The Garcia family ranches, however, have a history going back to 1892.  Their dairy and beef cattle farms have about 1700 dairy cattle producing 7000-8000 liters of milk per day.  The company perceives higher margins in downstream markets and wishes to vertically integrate into milk processing in order to capitalize on these revenue sources.  They see vertical integration as a way to get control of the channel, to get a consistent user for their milk and as a form of diversification.



At the time of the case, ABCI, a wholly-owned subsidiary of Land O’Lakes has been retained to examine the current market situation and propose the products and marketing plan to be pursued by the Garcia family.  The current market evaluation is presented as uncovered by the ABCI consulting team led by Mr. David Peters of ABCI.



Although not a true international marketing case – Venezuelan made products for a Venezuelan market – the presentation of the case though the eyes of the American consulting team allow for discussion of the complexities of doing business in an international environment.



�Contact Person:  Richard P. Green, University of the Immaculate Word, San Antonio, TX

Mail:  231 Adams Street, San Antonio, TX 78210

Voice:  (210) 886-9648; Fax:  (210) 223-5125; Email:  rgreenii@satx.rr.com

�MAIN STREET PARAGOULD



Gail Hudson, Arkansas State University

Melodie Philhours, Arkansas State University





Case Objectives and Use



This case illustrates the marketing of a place rather than a tangible product or intangible service and to evaluate the strategy of a national program for downtown revitalization, the “Main Street” concept of the National Trust for Historic Preservation and the association of a state Main Street Program and the local Main Street Paragould.  Students may evaluate the marketing mix for a place rather than a product, explore Main Street as a marketing strategy, evaluate the use of marketing research in developing marketing strategy, and creatively use information about the environment in which this type of marketing occurs.



Main Street Paragould could be used, with differing levels of depth, in introductory marketing courses or upper-level retailing, marketing management, or marketing research courses.





Case Synopsis



Brian Borne has been the executive director of Main Street Paragould since its inception in 1998.  In this time, Paragould’s downtown has grown by 16 new businesses and over $1,000,000 in reinvestment.  This phenomenal growth in such a short time period is relatively unheard of in the Main Street Program where it is more usual that the process is more incremental and such numbers would be achieved in the third, fourth, or fifth years of the program.



Main Street Paragould describes the Main Street approach and philosophy, the associations between the national, state, and local Main Street programs, the specific activities undertaken by Main Street Paragould, and the economic and demographic environment in which Main Street Paragould operates.  The case also includes research performed by a marketing research class at Arkansas State University.



The primary issue in the case is, given the information and resources that Brian has available to him and to Main Street Paragould, what should he do next?









�Contact Person:  Melodie Philhours, Arkansas State University

Mail:  P.O. Box 59, State University, AR 72467

Email:  mphil@astate.edu; Fax:  (870)972-3868

�IT’S A DOG-EAT-DOG WORLD:  THE RISE AND FALL OF PETS.COM



Erika Matulich, John Sykes College of Business





Case Objectives and Use



The purpose of this case is to illustrate a number of elements of strategic marketing planning, including:  Understanding the importance of strategic marketing, knowing the basic elements of a marketing plan, defining an appropriate business mission statement, being able to perform a SWOT analysis, knowing the size and growth rate of a target market, describing elements of the marketing mix, and understanding why implementation, evaluation, and control of the marketing plan is necessary.  



This case is suitable for both undergraduate and graduate courses in marketing, e-commerce, or entrepreneurship, in areas where the students are studying marketing strategy and marketing planning.  Courses could include:  Marketing Principles or Marketing Fundamentals, Marketing Strategy, Marketing Planning and Analysis, Electronic Marketing, E-commerce, Entrepreneurship, and Business Strategy.





Case Synopsis



The case covers the startup of Pets.com, an online retailer of pet supplies.  Pets.com made its entry into a heavily competitive but potentially lucrative market.  Despite heavy capital funding and a number of strategic initiatives, the company closed its doors in November, 2000.  The demise of Pets.com is considered to be one of the highest-profile dotcom failures.  Students should see that Pets.com had to embark on a great deal of strategic marketing planning to be a viable player in this competitive market.  Additionally, the case illustrates that planning is a continuous process, as Pets.com strategies were constantly modified and added to.  Finally, students should understand that even the best plans can result in failure.





















�

Contact Person:  Erika Mutulich, John Sykes College of Business, University of Tampa

Mail:  401 W. Kennedy Blvd., Tampa, FL 33606-1490

Telephone:  (906)813-253-6221 ext. 3187 (O); (813)982-2200 (H); Fax:  (813)258-7408
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