
 
 

Course Outline 
Course Code RSM 355 H1 S 
Course Name Managing Customer Value 
Term, Year Winter 2026 
Course Meets Wednesday 3-5 pm 
Web page URL https://q.utoronto.ca 

Instructor Details 
 
Name Email Phone Office 

Hours 
Virtual 
Office Link 

First 
Name 
Last 
Name 

david.soberman@rotman.utoronto.ca, 
david.soberman@utoronto.ca 
 

416-978-
5445 

by 
appointment 
(online or in 
person) 

by 
appointment 
on Zoom 

  

Course Description 
Managing Customer Value builds on the foundation developed in RSM 250 (Principles of 
Marketing). A successful firm delivers value to customers better than its competitors.  While the 
first marketing course focuses on the fundamental marketing elements for operationalizing this 
basic philosophy - segmentation, targeting, positioning, and the 4 Ps, this course is designed to 
advance a participant’s understanding of designing and implementing marketing strategies.  In 
particular, participants will make decisions about all 4 P’s simultaneosuly and manage the 
interactions between them. 
 
The overriding objective of marketing is simple but the art of putting it into practice is not.  It is a 
challenge to satisfy customers and maintain profitability in a context where aggressive 
competitors are trying to do the same thing. The difficulty of this task follows from three different 
sources of complexity: interactions, incomplete information and implementation.   
 

Interactions: A firm’s results not only depend on the quality of its (marketing) decisions, 
but also on reactions to these decisions by customers and competitors.  The success of 
any marketing strategy thus depends on a firm’s ability to anticipate these reactions. 
 
Incomplete Information: Marketing decisions must be made under significant uncertainty.  
A firm could wait until it has perfect information about the market place.  Yet its decisions 
would always be too late.  The success of any marketing strategy thus depends on a 
firm’s ability to process and interpret available market information and understand the 
limitation of its market knowledge. 
 
Implementation: The best marketing strategy will only be as good as its implementation.  
Due to the difficulties arising from interactions and incomplete information, a firm will 
never develop the perfect marketing strategy nor will it be able to foresee the problems 
that its strategy may create.  The process of developing strategies and tactics that work 

https://q.utoronto.ca/
mailto:david.soberman@rotman.utoronto.ca
mailto:david.soberman@utoronto.ca
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occurs through learning and experience.  In other words, the success of a marketing 
strategy depends on both the ability of the firm to translate its strategy into action and its 
ability to adjust and change based on the feedback from the market place. 
 

The backbone of this course is Markstrat, the world’s leading “marketing education” simulation. 
In the simluation, teams of students take control of virtual companies and make decisions in 
marketing, finance, research and development, and other areas in order to maximize the return 
to shareholders of their company. The teams compete for six decision periods (years) and do 
this in a market where consumer needs are of critical importance and these needs generally 
evolve over time. In addition, each firm faces several aggressive competitors who are also trying 
to meet the needs of the same consumers. 
 
The 12 class course is equally split between lecture classes where we learn about the 
fundamentals of being a marketing manager and decision periods where teams work in groups 
to a) assess their situation and b) make decisions that determine the actions of their company 
for the year ahead. 
 

Course Prerequisites 
RSM 250 Principles of Marketing; Completion of 9.0 credits. 

Course Materials 
Required Readings 
Students will be provided with a licence to participate in the simulation. Without a licence, a 
student will not know his/her team and will not be able to login or participate in the simulation. 
Further details will be provided on Quercus. 

Larréché, Jean-Claude, Hubert Gatignon, and Remi Triolet, MARKSTRAT Participant Handbook 
(one copy will be provided to every student) 

 
Excerpts from Gary Armstrong, Philip Kotler, Danielle Wilson and Valerie Trifts, Marketing: An 
Introduction, 8th Canadian edition , Pearson Education, Hoboken, NJ, USA 
(students should have access to this text by virtue of their having completed RSM250 Principles 
of Marketing) 

Evaluation and Grades 
Grades are a measure of the knowledge and skills developed by a student within individual 
courses. Each student will receive a grade on the basis of how well they have command of the 
course materials, skills and learning objectives of the course.1   

Work Percentage of grade Due Date 
Individual Participation  10%  Ongoing 
Markstrat Team Performance  10%  March 4, 2026  
Markstrat Team Performance 40%  March 25, 2026 
Group Presentation 20% April 1, 2026 
Group Report 20% April 1, 2026 

 
 
1 Subject to adjustment by the professor as necessary. For example, a student who misses more than half of his/her 
team decisions will have the basis for determining his/her grade reassessed. 
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Individual Participation (10%) 
10% of the grade will be based on attendance and participation in the Markstrat decisions and 
the final presentation (done by group). Each student is required to fully attend a minimum of five 
of the seven sessions (6 Markstrat decisions and group presentation). Of course, students will 
maximize their learning from the course by attending all lectures, Markstrat decisions and the 
group presentation.  
 

Markstrat Performance (P4 10% and Final 40%) 
The stock price in Markstrat is a metric that reflects the value that has been created for the 
firm’s shareholders (in finance terms, one might think of it as the net present value of the 
company). The stock price is positively affected by: 
 

i. A firm’s current profit performance 
ii. The attractiveness of the segments in which a Markstrat firm is active. Attractiveness is a 

function of segment size, segment growth, the profitability of products sold within the 
segment and the degree of competition within the segment. 

iii. The relative position of a firm’s products within the segments where it competes 
(awareness, availability, puchase intent and market share) 

iv. A firm’s commitment to knowledge-driven marketing (does the firm invest in market 
research on a regular basis). 

v. The quality of a firm’s R&D activity. 
 
The stock price is negativelly affected by: 
 

i. Ill-advised spending cuts to inflate short term profits. 
ii. Decisions to cut spending on market research. 
iii. R&D projects that do not appear to have the potential to address consumer needs better 

than the choices that consumers currently have. 
iv. A lack of attention to managing production costs for current products 

 
Each team will be evaluated based on its performance in terms of having created value for its 
shareholders at the end of period 4 and the end of period 6. The performance grade is 
comprised of three equally weighted components. 
 

a) The first component is based on how the firm has performed within its industry. The 
firms stock price will be compared to the average within its industry and a score that 
corresponds to its price will be computed. 

b) The second component is based on how the firm has performed compared to firms in 
other industries who started from the same position.  The firms stock price will be 
compared to the average stock price achieved by firms that started in the same position 
and a score that corresponds to its price will be computed. 

c) The third component is based on a qualitative assessment of the firm’s most recent 
decisions made by the professor. The purpose of the third component is two fold. First, 
it allows the Markstrat performance grade to recognize  improvement that has been 
made by a firm that has performed poorly early in the simulation. In other words, a firm 
that is in a very weak position can benefit by implementing a good strategy to optimize 
its position in the long term. Second, it forces firms that are in a very strong position to 
be as dilligent and focused with their final decisions as they were earlier in the 
simulation. If you are doing well, a word of caution is “beware the fat-cat syndrome”.  
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Group Presentations (20%) 
Each group will present a marketing plan for their company in the last class on April 1, 2026. 
Each group member needs to participate in the presentation.  The time allocation of each 
presentation will be announced in March.  Each group must submit electronic copies of their 
presentation—a PowerPoint file or a PDF version —via Quercus by 1:00 pm April 1, 2026.  
 
The presentation will be assessed based on 8 equally weighted criteria:  
 

• Completeness (have all the aspect of running the company been covered in the 
presentation) 

• Time Management and Structure/Sequence of the presentation 
• Quality of slides (layout, graphics, etc.) 
• Professionalism: politeness, appropriate attire, client-oriented, language 
• Group participation and chemistry: working as a group, not individually, supporting each 

other 
• Energy/enthusiasm/fun 
• Answering questions: confidence, listening to questions, addressing questions properly 
• Likelihood that you would approve the plan 

 

Group Report (20%) 
 
Content 
Your Markstrat report is due at noon on April 1, 2026. Please submit a pdf of your report on 
Quercus. Unless there are major surprises, the report will provide an excellent guide to explain 
the decision you made in Period 6.  
 
The report should contain the typical elements of a marketing plan. This means the plan needs 
to contain: 
 

1. an evaluation of the current market situation 
2. an identification of the key issues that the firm faces 
3. a strategic, market-oriented plan for the next five years (periods). 

 
In your analysis, focus on insights that are not immediately obvious from the market research 
reports (for example, avoid rote reporting of numbers from reports unless you have a point to 
make).  The idea is to communicate the implications of critical market measures for the future 
performance of the entire market and your firm.  This allows you to demonstrate your team-
specific market knowledge and your ability to identify key problems and trends. 
 
The strategic, market-oriented plan for the next five periods should include detailed marketing 
and financial objectives, how you want to achieve the stated objectives, how you can finance 
your marketing actions with the budgets generated from the expected net contributions, and the 
key uncertainties that could (positively or negatively) affect the results from your marketing 
strategy.  Justify your period 6 decision as a first step towards developing a five-year marketing 
plan. 
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Guidelines and Suggestions 
The length of the report is limited.  It cannot exceed TWELVE pages of text (12-point font, 
single-spaced and normal margins) plus TEN exhibits of reasonable size.2  The 10 pages for 
exhibits must come after the 12 pages of text and cannot be integrated with the text. Figures, 
graphics and Tables should be self-explanatory. Teams are encouraged to respect the page 
limits and the requirement that exhibits come after the text (and must be accurately referenced  
in the text) to avoid penalties. 
 
In addition, after twelve pages of text and ten pages of exhibits, we stop reading and base the 
grade on what fits within the limits.  It is more difficult to write a short paper than a long one.  
You will find it necessary to be succinct and selective, focusing on reasoning and analysis.  
Your report must be presentable and readable and you should pay particular attention to the 
quality of ideas and rationales you present. 
 
Support for your market knowledge may come from experience (positive and negative) and the 
results of decisions made over the course of the simulation. The report can certainly highlight 
key episodes of learning but please avoid writing a decision-by-decision description of what 
happened.   
 
In addition, do not write the report as if it were a commercial about your team's management 
acumen. Be honest about your shortcomings but you can also explain how your learning will 
help you guide your firm in future years. This is a confidential document, so you can and should 
be completely forthright. 
 
Teams that, despite of their best efforts, do poorly in terms of operating results may nonetheless 
have the basis for writing an excellent report.  You will find it useful to take a few notes about 
what you decided and why and to update it after every round.  This will help you improve your 
decisions, as well as to look back and see the “big picture” once you are done and ready to 
write the report. 
 
Please think about the following. Do not wait until the last minute to start writing your report.  
Lack of time, last second computer problems, etc. are not excuses to ask for an extension of the 
deadline. 

 
Course Format and Expectations 
 
Simulation 
Each team is assigned the responsibility of managing a Markstrat firm for six decision periods. 
Every industry is comprised of five or six Markstrat firms so each firm is in competition with four 
or five other firms in its industry.  Six class sessions are dedicated to Markstrat decisions.  As 
indicated in the schedule, aside from the first and sixth decisions, 2  hours are allocated to each 
decision. Given the tight schedule, it is absolutely essential that you are on time. Firms that do 
not submit their decisions on time WILL BE PENALIZED ($100k per minute). 
 
Attendance at all decisions is strongly encouraged. Each team will meet during the decisions 
periods in an assigned breakout room. Several minutes before the decision starts you will be e-
mailed your company report and market research studies.  

 
 
2 A title page and/or a table of contents do not count as exhibits and need not be included in the 12 page limit. Thus, the absolute 
maximum length of a report is 24 pages (12 pages of text, 10 exhibits, one title page and a one page table of contents).   
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Details about the simulation, the administration, the software, etc. will be provided in the first 
class. 
 
You will find that the length of the decision period places you under considerable time pressure. 
This is by design and not by accident. First, time pressure forces you to work together as a 
team.  This will give you the opportunity and the need to apply the concepts you have been 
exposed to in RSM 250 and in the classroom sessions.  Second, the time pressure forces 
teams to set clear priorities.  While there is always some benefit to learning more about the 
market environment for each decision, the time limit forces teams to consider the marginal value 
of paying attention to different problems or pieces of information.  An important characteristic of 
effective marketing strategists is their ability to discern the critically important from the merely 
important. 
 
Guidelines for Success 
Everyone is expected to review the manual before the course starts and then you can refer back 
to the manual as the course unfolds.  
 
Participation is a key component of this course and that means complete attendance at all 
lectures, all decision sessions and the closing presentation/lecture is encouraged. 
 
A key component of the simulation is group work. Disfunctional groups RARELY perform well in 
Markstrat. It is your job to make your team work (just like it is when you take a new position after 
graduation). My observation is that your contribution to making a group work depends on the 
type of person you are. 
 

a) If you are the quiet type who is very analytical, you need to make an effort to speak up 
and express yourself. Your ideas may be the difference between success and failure. 

 
b) If you are the extraverted type who has an intuitive sense of what needs to be done, you 

need to make an effort to speak less and listen more. 
 
As the Italian Diplomat, Daniele Vare, once remarked, “diplomacy” is the art of letting somebody 
else get “your way”. 
 

Writing Assignments or Presentations 
 
The Group Report and Group Presentation are intended to help you develop your 
communication skills. How well you communicate your ideas, in writing or orally, will be 
considered in the evaluation of the assignment. In your written assignments, you should aim for 
clarity, strong organization, concision, professionalism, and correct grammar. Your 
presentations should reflect strong planning and organization, clarity of speech, and an 
engaging demeanour. Sources, whether in written or presentation assignments, should always 
be correctly attributed.     
Support is available through the RC Centre for Professional Skills (CPS) for students who would 
like help or feedback on their writing or speaking (presentations). CPS offers both individual and 
group appointments with trained writing instructors and presentation coaches who are familiar 
with the RC program and common types of business assignments. You can also access your 
college Writing Centres for help with written assignments.  
You can book an appointment with a writing or presentation coach through the RC Centre for 
Professional Skills Writing Centre. For more information about writing centres, student supports, 
and study resources, see the Writing and Presentation Coaching academic support page.  

http://uoft.me/writingcentres
https://rotmancommerce.utoronto.ca/current-students/academic-support/writing-and-presentation-coaching/
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Team or Group Assignments 
The Markstrat simulation requires students to work in teams of 4-6 students. Learning to work 
together in teams is a crucial transferrable skill you will use not only in your coursework, but also 
in your future careers. Support is available if you encounter common teamwork challenges such 
as: 

• Team members feeling left out of the team. 
• Team members not responding in a timely manner to communication. 
• Division or quality of work among team members being unequal or unfair. 

Consult the Centre for Professional Skills Teamwork Resources page for tips, strategies, and 
best practices. You can also book an appointment with a teamwork mentor through the RC 
Centre for Professional Skills Writing Centre or by emailing 
rotmancommerce.teamworkhelp@utoronto.ca. Teamwork mentors can help you resolve or 
mitigate conflict, strategize on planning, or improve team communication. 
If you are a student registered with Accessibility Services, and extensions are one of your 
academic accommodations, consult with your Accessibility Advisor about the teamwork in this 
course. 
 

Markstrat Specific Counselling 
Each team will have the opportunity to consult with a consultant (our TA) twice as the course 
progresses to the closing lecture and presentations. The format for the meetings is informal (set 
up at the convenience of the team and the counsultant). The role of the TA will be to provide 
feedback to the teams according the following schedule: 
 

• After Decision 2 and before Decision 3: 
o The TA can meet with each group after making their second round decisions, but 

before their third round  
o Each team should provide the TA with a one page single spaced strategic 

summary based on a standardized format (see Appendix A). The summary will 
be discussed and handed in but it will not be graded. 

o Strategies tend to crystalize during the second decision and this will give 
students the opportunity to vet their ideas with others 

 
• After Decision 4 but before Decision 6: 

o The TA can meet with each group to follow-up on the implementation of the 
strategies that were discussed in the initial meeting 

o Each team can provide the TA with an updated one page single spaced strategic 
summary that also identifies the rationale for strategic changes. As before, the 
summary will be discussed and handed in but it will not be graded. 

At this meeting, the team can also seek guidance on group presentation and the group 
report.  Hopefully, this will get the teams working on both deliverables a few weeks before they 
are due. 
 
Rotman Commerce Attendance Policy 
Rotman Commerce students are expected to make every effort to attend each class. 
Infrequently, students may miss term work, e.g., quizzes, assignments, etc., due to unplanned 
and extenuating circumstances and must follow the Request for Special Consideration process 
as outlined in their course outlines.  However, Rotman Commerce will not approve any Request 
for Special Consideration for participation marks for missed classes. Any such request will be 
denied. 
 

https://rotmancommerce.utoronto.ca/teamwork-resources
http://uoft.me/writingcentres
mailto:rotmancommerce.teamworkhelp@utoronto.ca
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Missed Tests and Assignments   
Students who miss a term test or assignment for reasons entirely beyond their control (e.g. 
illness) may request special consideration within 2 business days of the missed 
midterm/test/assignment due date.   

In such cases, students must: 

1. Complete the Request for Special Consideration form: https://uoft.me/RSMConsideration 
2. Provide documentation to support the request, eg. Absence Declaration from ACORN, 

Verifcation of Illness Form etc. 

Please note: Students may use the Absence Declaration on ACORN *one time per term* to 
report an absence and request consideration. Any subsequent absence will require a 
Verification of Illness form or other similar relevant documentation.  

Students who do not submit their requests and documentation within 2 days may receive a 
grade of 0 (zero) on the missed course deliverable. 

Late Assignments 
All assignments are due on the date and at the time specified in Quercus. Late 
submissions will normally be penalized by 10% if the assignment is not received on the 
specified date, at the specified time. A further penalty of 10% will be applied to each 
subsequent day. 

Statement on Equity, Diversity and Inclusion 
The University of Toronto is committed to equity, human rights and respect for diversity. All 
members of the learning environment in this course should strive to create an atmosphere of 
mutual respect where all members of our community can express themselves, engage 
with each other, and respect one another’s differences. U of T does not condone discrimination 
or harassment against any persons or communities.  

Commitment to Accessibility 
The University is committed to inclusivity and accessibility, and strives to provide support for, 
and facilitate the accommodation of, individuals with disabilities so that all may share the same 
level of access to opportunities and activities offered at the University. 
If you require accommodations for a temporary or ongoing disability or health concern, or have 
any accessibility concerns about the course, the classroom or course materials, please email 
Accessibility Services or visit the Accessibility Services website for more information as soon as 
possible. Obtaining your accommodation letter may take up to several weeks, so get in touch 
with them as soon as possible. If you have general questions or concerns about the accessibility 
of this course, you are encouraged to reach out to your instructor, course coordinator, or 
Accessibility Services. 

Plagiarism Detection  
Normally, students will be required to submit their course essays to the University’s plagiarism 
detection tool for a review of textual similarity and detection of possible plagiarism. In doing so, 
students will allow their essays to be included as source documents in the tool’s reference 
database, where they will be used solely for the purpose of detecting plagiarism. The terms that 
apply to the University’s use of this tool are described on the University's Plagiarism Detection 
Tool FAQ page from Centre for Teaching Support & Innovation. 

https://can01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fuoft.me%2FRSMConsideration&data=05%7C01%7Cjeremy.chambers%40utoronto.ca%7Ccd9f209e87994a37f5c408db8eb62b0d%7C78aac2262f034b4d9037b46d56c55210%7C0%7C0%7C638260685268540730%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Lx7pLrKC3DZZSzXPsX%2BvrWdX6hief0LtSiGL9ga54Ow%3D&reserved=0
http://www.acorn.utoronto.ca/
https://www.registrar.utoronto.ca/policies-and-guidelines/verification-of-illness-or-injury/
mailto:accessibility.services@utoronto.ca
mailto:accessibility.services@utoronto.ca
https://studentlife.utoronto.ca/department/accessibility-services/
https://teaching.utoronto.ca/resources/plagiarism-detection/
https://teaching.utoronto.ca/resources/plagiarism-detection/
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Generative AI / ChatGPT  
The use of generative artificial intelligence tools or apps for assignments in this course, 
including tools like ChatGPT and other AI writing or coding assistants, is prohibited. This course 
policy is designed to promote your learning and intellectual development and to help you reach 
course learning outcomes 
 
Academic Integrity 
Academic Integrity is a fundamental value essential to the pursuit of learning and scholarship at 
the University of Toronto. Participating honestly, respectfully, responsibly, and fairly in this 
academic community ensures that the U of T degree that you earn will continue to be valued 
and respected as a true signifier of a student's individual work and academic achievement. As a 
result, the University treats cases of academic misconduct very seriously. 
The University of Toronto’s Code of Behaviour on Academic Matters outlines the behaviours 
that constitute academic misconduct, the process for addressing academic offences and the 
penalties that may be imposed. You are expected to be familiar with the contents of this 
document. Potential offences include, but are not limited to: 
In papers and assignments 

• Using someone else's ideas or words without appropriate acknowledgement. 

• Submitting your own work in more than one course without the permission of the 
instructor. 

• Making up sources or facts. 

• Obtaining or providing unauthorized assistance on any assignment (this includes 
collaborating with others on assignments that are supposed to be completed 
individually). 

On test and exams 

• Using or possessing any unauthorized aid, including a cell phone. 

• Looking at someone else's answers. 

• Misrepresenting your identity. 

• Submitting an altered test for re-grading. 
 
Misrepresentation 

• Falsifying institutional documents or grades. 

• Falsifying or altering any documentation required by the University, including (but not 
limited to) medical notes. 

All suspected cases of academic dishonesty will be investigated by the procedures outlined in 
the Code of Behaviour on Academic Matters. If you have any questions about what is or is not 
permitted in the course, please do not hesitate to contact the course instructor. If you have any 
questions about appropriate research and citation methods, you are expected to seek out 
additional information from the instructor or other U of T or RC resources such as the RC Centre 
for Professional Skills, the College Writing Centres or the Academic Success Centre. 

Email 
At times, the course instructor may decide to communicate important course information by 
email. As such, all U of T students are required to have a valid UTmail+ email address. You are 

http://www.governingcouncil.utoronto.ca/policies/behaveac.htm
https://governingcouncil.utoronto.ca/secretariat/policies/code-behaviour-academic-matters-july-1-2019
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responsible for ensuring that your UTmail+ email address is set up and properly entered on 
ACORN. For more information visit the Information Commons Help Desk.  
Forwarding your utoronto.ca email to a Gmail or other type of email account is not advisable. In 
some cases, messages from utoronto.ca addresses sent to Gmail accounts are filtered as junk 
mail, which means that important messages from your course instructor may end up in your 
spam or junk mail folder. 

Recording Lectures  
Lectures and course materials prepared by the instructor are considered by the University to be 
an instructor’s intellectual property covered by the Canadian Copyright Act. Students wishing to 
record a lecture or other course material in any way are required to ask the instructor’s explicit 
permission and may not do so unless permission is granted. Students who have been 
previously granted permission to record lectures as an accommodation for a disability are 
excepted. This includes tape recording, filming, photographing PowerPoint slides, Quercus 
materials, etc. 
If permission for recording is granted by the instructor (or via Accessibility Services), it is 
intended for the individual student’s own study purposes and does not include permission to 
“publish” them in any way. It is forbidden for a student to publish an instructor’s notes to a 
website or sell them in any other form without formal permission. 

  

http://help.ic.utoronto.ca/category/3/utmail.html
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Weekly Schedule 
(a detailed description of the lectures is provided in Appendix B) 
 

Session Date Topic Readings 

1 January 7, 2026 Introduction (Lecture) Markstrat manual CH. 2-6.  

2 January 15, 2026 Decision 1 (Breakout Rooms) n/a 

3 January 22, 2026 Market research and R&D 
(Lecture) 

Markstrat manual CH. 7 and, “Managing 
Marketing Information to Gain Customer 
Insights,” Chapter 4 in Armstrong et al.  

(2025), Marketing: An Introduction 

4 January 29, 2026 Decision 2 (Breakout Rooms) n/a 

5 February 4, 2026 Market Planning & Market 
Research Tools (Lecture) 

“Developing New Products and Managing 
the Product Life Cycle,” Chapter 8 in 

Armstrong et al.  (2025), Marketing: An 
Introduction 

6 February 11, 2026 Decision 3 (Breakout Rooms) n/a 

7 February 25, 2026 Marketing Diagnostics (Lecture) 

“Understanding Consumer and Business 
Buyer Behavior,” Chapter 5 in Armstrong 
et al.  (2025), Marketing: An Introduction, 

Especially Section 5.2 

8 March 4, 2026 Decision 4 (Breakout Rooms) n/a 

9 March 11, 2026 Resource Allocation (Lecture) 

Markstrat Manual Page 15 and “Demand 
Estimates, the Marketing Budget and 
Marketing Performance Measures,” in 
Armstrong et al.  (2025), Marketing: An 

Introduction, pp.607-609. 

10 March 18, 2026 Decision 5 (Breakout Rooms) n/a 

11 March 25, 2026 Decision 6 (Breakout Rooms) n/a 

12 April 1, 2026 Final Presentation Class n/a 

 
 
Please note that the last day you can drop this course without academic penalty is March 
16, 2026 
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Other Useful Links 
• Become a volunteer note taker  
• Accessibility Services Note Taking Support 
• Credit / No-Credit in RSM courses 
• Rotman Commerce Academic Support 
• Where to find teaching assistant opportunities 

URL links for print 
• ACORN: http://www.acorn.utoronto.ca/  
• Email Accessibility Services: accessibility.services@utoronto.ca  
• Accessibility Services website: http://studentlife.utoronto.ca/as   
• University's Plagiarism Detection Tool FAQ: https://uoft.me/pdt-faq  
• The University of Toronto’s Code of Behaviour on Academic Matters: 

http://www.governingcouncil.utoronto.ca/policies/behaveac.htm  
• Information Commons Help Desk: http://help.ic.utoronto.ca/category/3/utmail.html  
• Become a volunteer note taker: https://studentlife.utoronto.ca/program/volunteer-note-

taking/  
• Accessibility Services Note Taking Support: https://studentlife.utoronto.ca/service/note-

taking-support/  
• Credit / No-Credit in RSM courses: https://rotmancommerce.utoronto.ca/current-

students/degree-requirements/credit-no-credit-option/  
• Rotman Commerce Academic Support: https://rotmancommerce.utoronto.ca/current-

students/academic-support/  
• Book an appointment with a writing or presentation coach: http://uoft.me/writingcentres 
• Writing and Presentation Coaching academic support page: 

https://rotmancommerce.utoronto.ca/current-students/academic-support/writing-and-
presentation-coaching/  

• Centre for Professional Skills Teamwork Resources page: 
https://rotmancommerce.utoronto.ca/teamwork-resources  

• Book an appointment with a Teamwork Mentor: http://uoft.me/writingcentres  
  

https://studentlife.utoronto.ca/program/volunteer-note-taking/
https://studentlife.utoronto.ca/service/note-taking-support/
https://rotmancommerce.utoronto.ca/current-students/degree-requirements/credit-no-credit-option/
https://rotmancommerce.utoronto.ca/current-students/academic-support/
https://inside.rotman.utoronto.ca/registrar3/student-finances/teaching-assistant-opportunities/
http://www.acorn.utoronto.ca/
mailto:accessibility.services@utoronto.ca
http://studentlife.utoronto.ca/as
https://uoft.me/pdt-faq
http://www.governingcouncil.utoronto.ca/policies/behaveac.htm
http://help.ic.utoronto.ca/category/3/utmail.html
https://studentlife.utoronto.ca/program/volunteer-note-taking/
https://studentlife.utoronto.ca/program/volunteer-note-taking/
https://studentlife.utoronto.ca/service/note-taking-support/
https://studentlife.utoronto.ca/service/note-taking-support/
https://rotmancommerce.utoronto.ca/current-students/degree-requirements/credit-no-credit-option/
https://rotmancommerce.utoronto.ca/current-students/degree-requirements/credit-no-credit-option/
https://rotmancommerce.utoronto.ca/current-students/academic-support/
https://rotmancommerce.utoronto.ca/current-students/academic-support/
http://uoft.me/writingcentres
https://rotmancommerce.utoronto.ca/current-students/academic-support/writing-and-presentation-coaching/
https://rotmancommerce.utoronto.ca/current-students/academic-support/writing-and-presentation-coaching/
https://rotmancommerce.utoronto.ca/teamwork-resources
http://uoft.me/writingcentres
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Appendix A 
 

Strategic Summary Format (recommended) 
 
The purpose of the strategic summary is to provide a strategic update of what the team has 
done in the simulation (to date) and what they plan to do in the decisions, they have remaining. 
The format is an informal meeting (set up at the convenience of the team and the consultant). 
 
Each team will provide the consultant with a one page strategic summary based on the following 
format:  
 
 

1. Provide a very brief summary of your firm’s current situation. How is your firm positioned 
(in the industry) from a global perspective. Is your firm in the right segments with 
competitors who you think you can beat? Think about each of your products (or 
initiatives) in terms of its relative health (or position): for example, how does it fare in 
terms of awareness, availability and purchase intent relative to key competitors?  

2. Provide market share projections for your firm in both the Sonite and Vodite Markets for 
all periods up to and including period 6.  

• If you are keen you can break this into projections by product 

3. Provide profit projections for your firm for all periods up to and including Period 6. 

4. List the 3 (or 4) major initiatives your firm plans to realize from the time of the meeting 
until the final decision. 

• You may want to elaborate on each initiative with one (maximum 2 bullet points) 
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Appendix B 
 
The Lectures 
 
Class 1: Introduction to the Course and to Markstrat 
 
In this class, the participants will be introduced to the structure that underlines the simulation. 
We will revisit the fundamental marketing process of segmentation, targeting and positioning 
that is endemic to effective management in any differentiated market. 
 
Please read the Markstrat manual CH. 2-6. 
 
  
Class 3: Market Research and Product Development 
 
In this class, the participants will be exposed to the different types of market research that are 
used in the simulation and how they can be used as a basis for strategy development. Second, 
the link between market understanding and product development is explored and the specifics 
of how this is managed in the simulation will be addressed. 
 
Please read the Markstrat manual CH. 7 and “Managing Marketing Information to Gain 
Customer Insights,” Chapter 4 in Armstrong et al.  (2025), Marketing: An Introduction 
 
Class 5: Market Planning and Market Research Tools 
 
In this class, we will discuss the process of Market Selection, Market Prioritization, Setting 
Objectives and Understanding the Process that leads to successful interactions with customers. 
We will also go through the market research tools available in Markstrat and learn how to 
maximize the impact of market research on the quality of your decisions. 
 
Please read “Developing New Products and Managing the Product Life Cycle,” Chapter 8 in 
Armstrong et al.  (2025), Marketing: An Introduction 
 
Class 7: Market Diagnostics 
 
In this class, the participants will be introduced to a step by step approach that is employed by 
marketers to understand why a marketing initiative has either failed or succeeded. The 
approach is based on understanding and analyzing the buying process. 
 
“Understanding Consumer and Business Buyer Behavior,” Chapter 5 in Armstrong et al.  (2025), 
Marketing: An Introduction, Especially Section 5.2 
  
Class 9: Resource Allocation 
 
In this class, we analyze one of the toughest aspects of the marketer’s role: allocating scarce 
resources among multiple options for spending.  We will review the various approaches that are 
used by marketers and highlight the strengths and weaknesses of each approach. 
 
Markstrat Manual Page 15 and “Demand Estimates, the Marketing Budget and Marketing 
Performance Measures,” in Armstrong et al.  (2025), Marketing: An Introduction, pp.607-609. 
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