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ROLES: You will play the role of the Chief Marketing Officer/Vice-President, Marketing/ 
Brand Manager for the firm.   

You (along with members of your group) will be responsible for all aspects of the 
firm’s strategy as well as its implementation through the choice of appropriate marketing 
tactics.   

Note: My role will be merely that of the President of the firm (who has technical skills 
in product development). In my role, I have no understanding of business in general and 
marketing in particular.  The President looks forward to your hiring to help make increased 
profits for his currently viable firm through appropriate decisions.   

Welcome aboard! 
 

Preparation: 
Prior to coming to the first session, your President expects you to understand the 

current situation with your firm.  To this end, you are expected to master the company 
manual (i.e., the TMG! Book) that has been prepared specially for you.   

The greater your understanding of your firm’s current situation, the more likely it is 
that you will be to able to hit the ground running.  
 
READ: The Marketing Game! Chapters 1, 2, 3, 5 (not 4)  and Appendix A 
     Read: Chapter 7 (as soon as possible) 
 
To PREPARE to play The Marketing Game!: 

• Read manual (TMG! Book) at least a couple of times before the first session.  You 
should know the facts of this market place like the back of your hand.   

• At the least, you should know the material facts critical to making the first round 
decisions, such as: 

o What is our budget for the First Decision Period? 
o How many salespeople are currently employed by our firm? 
o How has the product performed before we took over (in Period-0)? 

• We will go over some of these issues in class and try and relate it to the larger issue 
of strategy and tactics.  The first session devoted to the TMG! will be of greater 
value if you are adequately prepared.  It will also be the only time that I will be able 
to entertain some of your questions.   

• Load software and try to become familiar on how to enter decisions.  (We will go 
over this to some extent). 
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Marketing Game Simulation: 
Managerial cases (such as the Harvard cases) give you a snapshot of a business 

at one point in time. Although the problems are challenging and consideration of possible 
solutions requires an integrative understanding of marketing concepts, they do not require 
engaging in the dynamics inherent in business decision-making.  
 

The marketing simulation we will use in this class allows you to take the role of 
manager of a firm over a number of time periods. You will be better able to understand 
how later decisions are affected by early decisions and how the competitors' reactions to 
your strategy affect your outcomes. You will start to see how marketing decisions 
succeed or fail in relation to the actions of the competition. You will better understand the 
differences between short term tactical decisions and longer term strategies.  
 

Caveat: This simulation, though sufficiently realistic, is an abstraction of the real 
world. Be careful not to enter it with too many preconceived assumptions based on your 
past experiences in specific industries.  The underlying model creates a level playing field 
for all of you with differing backgrounds as it represents a composite of many different 
industries.  Consequently, tying it back to a specific industry model is doomed to failure.  
The trick here is to try and understand the specifics of this particular world and its 
consumers a little bit better and swifter than the competing firms.  
 

Firms (each of your teams is a firm) compete in a four firm industry by developing 
and marketing multiple products. They can choose to focus on target markets selected 
from among a variety of market segments - and reach their targets with different 
channels. Promotions must consider middlemen and final customers. Prices must be set 
to offer customers the value they seek and yield profits for the firm. The simulation starts 
in the growth stage of the product life cycle, and continues into early market maturity. 
Your product can be modified over time to better meet customer needs and market 
challenges. 
 

The computer software allows your decisions to be evaluated quickly and with 
complete objectivity. In the "real world" your businesses do not make a profit simply by 
working hard. Hard work has to be accompanied by favorable market conditions and an 
astute pro-activity besides reaction to the competition. The marketing simulation 
evaluates your strategies based on those factors, and not on luck, effort or the use of a 
nice presentation (i.e., cheap talk)!   
 

Additionally, the use of computer technology in business decision-making is 
common in many industries. This exercise will give you some idea of the role computers 
can play in marketing planning and control, even at this simplified and simulated level.  To 
this end, you are encouraged to develop smart spread sheet models to represent and 
organize the information that you are dealing with.   
 

The game should be challenging and fun. If you are serious in your intent, much of 
what you learned in previous classes will "come alive" as you see the results of your 
decisions. 


