Answer Posts:
· Approach is to give an answer to a topic's question or discussion prompt
· Prepare an answer post for each of the two discussion topics in a Module
· Should be at least 150 words in length
· Incorporate at least two information sources into an answer post. The aim is to bring objectivity or support to positions taken. Answer posts are not purely opinion pieces. Sources can be from assigned reading or your own research.
· Source should be cited in the text of your answer post to signal to readers how the source was used.
· Source should be fully cited at the end of the post. APA style is recommended.
· Click "Start a New Thread" to make an answer post.
· Title your post in a way that summarizes content or position taken.
· Sign your post with your first name at the end of your text and before source citation. (- Randy)
· When composing answer post, strive to incorporate relevant concepts or theories from assigned readings (it is a criterion on the rubric used to evaluate discussion posts).
· Virtually all discussion prompts require you take a position or express a view as part of your answer post. Evidence of critical thinking that supports your response is another element of the grading rubric.
· Writing style to strive to use should strike a balance between formal and conversational style. Ultimately, it is "discussion" between you and others, so it need not be written like a term paper. Be sure it is not written like a text message, either.
· Answer posts are due by 11:59 p.m. on Tuesdays. See module checklists for dates of a discussion topic to confirm deadline.



Module 4 Discussion: The Product Mix-Pricing Relationship
Pricing decisions can be among the most challenging tasks for a marketer. Setting price seems to be part art, part science. A fundamental pricing idea is that value is in the eye of the beholder (or more specifically, the mind of the buyer). 
One way that consumers evaluate price is to compare a product's price. Marketing expert Sean D'Souza says evaluation of product price without anything else to compare to does not communicate value. Price judgments are not made in a vacuum but rather in reference to other prices.
In the article "Do Lower Prices Lead to More Sales?," Sean D'Souza answers his headline with an emphatic "no." His solution is for a business to develop a product line that has offerings at different price points, creating comparisons across your products rather than comparing with competing products or there being no comparison at all (pricing in a vacuum).
· Take a stance either for or against D'Souza's call for developing a product line with different price points. Is this the most effective way to communicate product value via the price element of the marketing mix?

https://copyblogger.com/product-pricing/


Module 4 Discussion: Is Content Shock a Real Threat?
The article "Content Shock: Why Content Marketing is not a Sustainable Strategy" discusses how the popularity of content marketing could lead to its demise. It is suggested that the belief that content marketing is effective spawns more content, leading to a glut of marketing messages that has plagued traditional media for years.
After reading Mark Schaefer's predictions about the future of content marketing, where do you stand on the following questions:
· Is content marketing doomed to the same fate as mass media advertising, perceived as clutter in the media landscape? Why or why not?
· What are key success factors that company or brand must meet to make content marketing a sustainable strategy?
https://businessesgrow.com/2014/01/06/content-shock/


Module 5 Discussion: Different over Better? 
Conventional wisdom holds that better usually wins. However, in the article "When It Comes to B2B Branding, Different Beats Better," B2B marketing expert Christopher Ryan maintains being better is not enough. Ryan emphasizes the need to differentiate a brand from competition. He suggests rather than striving to be better or best, a business should tell the story of how it is different from everyone else in its space. 
· Do you agree or disagree with the assertion that B2B firms should strive to communicate how they are different instead of how they are better?
https://www.forbes.com/sites/forbesagencycouncil/2018/03/29/when-it-comes-to-b2b-branding-different-beats-better/?sh=68d8f10919c2


Module 5 Discussion: Philanthropic Responsibility of Firms
The Pyramid of Corporate Social Responsibility is presented in Chapter 8. The top level of the pyramid is Philanthropic Responsibility, an alignment of marketing and public relations activities to positively impact corporate image and demonstrate organizational values.
Not all involved subscribe to the philanthropic responsibility of a business entity. Economists in particular advocate that a firm's mission is to make money for its owners (i.e., stockholders) and nothing else! While fulfilling legal responsibilities is likely a given and ethical responsibilities should be considered, a firm can survive and likely thrive without being too concerned about meeting philanthropic responsibilities. That feeling may be stronger in the current turbulent economic environment; focus on financial performance, not on initiatives that would reduce the bottom line.
· How do you feel about the viewpoint of economists who do not place great value on meeting philanthropic responsibilities?
· How important is it for firms in the concrete industry to strive to reach the highest level of the CSR Pyramid? Explain your answer.

Module 6 Discussion: A Different Take on Customer Lifetime Value
Customer lifetime value (CLV) is one of the most important and carefully tracked performance metrics in marketing today. The article How Valuable Are Your Customers? will be a helpful resource if you are not well versed on CLV. It even has a CLV calculator that can give insight into how a change to a CLV input affects long-term profitability. 
A different take on CLV is offered by MIT professor Michael Schrage. In the article Article: What Most Companies Miss About Customer Lifetime Value, he suggests that rather than focusing on what firms do to influence customer behavior, marketers should focus on what customers do for them. Among the ways Schrage mentions customers help marketers (and in turn, increase CLV) is by giving ideas, helping to reduce costs, and evangelize for the brand on social media.	Comment by Misha Morar: Please reference file 2 for this article 
· If you are in a professional role (or have been in one previously), can you identify one of the ways customers helped your firm from the list appearing on pp. 3-4? Share what they did and how it benefited your firm. If you have not been in a professional role, select one of the ways customers can help a firm from the list and discuss why you believe it has potential to boost CLV.

https://hbr.org/2014/07/how-valuable-are-your-customers







Module 6 Discussion: Net Promoter Score: Too Good to be True?
In the article What is Net Promoter Score (NPS)? Definitions & Examples, the metric of Net Promoter Score (NPS) is discussed as a powerful measure of customer satisfaction. NPS subtracts the percentage of "Detractors" in a company's customer base (customers not likely to recommend your company to others) from "Promoters" (customers who are likely to recommend your company). The higher a company's NPS, the greater the expected impact of satisfied customers on business growth. 
· In your opinion, is this single-item measure of customer satisfaction sufficient to gauge how well your firm is serving its customers? If yes, why? If no, what are the limitations of relying on NPS as a measure of customer satisfaction?

https://www.inc.com/articles/201106/whats-your-net-promoter-score.html

