Which LINKS?
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LINKS firms are manufacturers in the simulated set-top box industry in the LINKS Marketing Principles Simulation, the LINKS
Marketing Strategy Simulation, the LINKS Multi-Channel Management Simulation, and the LINKS Positioning Strategy Simulation. In
the LINKS Services Marketing Simulation, LINKS firms market and deliver “support services” (e.g., computing/IT support, financial
management, health care, repair, or maintenance services).

The LINKS Marketing Principles Simulation is a sophisticated, team-based, competitive marketing management simulation
designed for the first marketing course in undergraduate and MBA programs where a basic marketing simulation experience is
desired as part of a larger set of course activities. The LINKS Marketing Principles Simulation engages participants in all aspects of
marketing management: strategy (segmentation, market selection, differential advantage, and product-line portfolio management),
analysis (of customers, segments, markets, competitors, and environment), and marketing mix management. It emphasizes product
and service product-line portfolio management through indirect and direct channels in multiple market regions. Many marketing
research resources are available to LINKS firms, including competitive benchmarking, concept testing, price sensitivity analysis, and
marketing program experiments.

The LINKS Marketing Strategy Simulation  is a sophisticated, team-based, competitive marketing strategy simulation. The LINKS
Marketing Strategy Simulation engages participants in all aspects of marketing strategy: strategy (segmentation, market selection,
differential advantage, and product-line portfolio management), analysis (of customers, segments, markets, competitors, and
environment), planning, and marketing mix management. It emphasizes product and service product-line portfolio management
through indirect and direct channels in multiple categories and market regions. Extensive marketing research resources are
available to LINKS firms, including competitive benchmarking, market statistics, positioning analysis, customer satisfaction tracking,
concept testing, price sensitivity analysis, market potential analysis, test marketing, conjoint analysis, market attractiveness analysis,
value maps, and brand-switching analysis.

The LINKS Multi-Channel Management Simulation  is a sophisticated, team-based, competitive marketing management simulation.
Product-line portfolio management through indirect and direct channels (retail, direct/e-commerce, and major accounts) is
emphasized with branded and private-label products in multiple categories and market regions. The LINKS Multi-Channel
Management Simulation includes multi-channel outbound logistics management (distribution network design and outbound
transportation management). Extensive marketing research resources are available to LINKS firms, including competitive
benchmarking, market statistics, positioning analysis, customer satisfaction tracking, price sensitivity analysis, market potential
analysis, market attractiveness analysis, value maps, and brand-switching analysis.



The LINKS Positioning Strategy Simulation  is a sophisticated, team-based, competitive marketing strategy simulation designed for
academic course applications where a “modest” four-six round simulation experience is desired as part of a larger set of course
activities. The LINKS Positioning Strategy Simulation engages participants in all aspects of marketing strategy: strategy
(segmentation, market selection, differential advantage, and product-line portfolio management), analysis (of customers, segments,
markets, competitors, and environment), and marketing mix management. Many marketing research resources are available to
LINKS firms, including benchmarking, price sensitivity analysis, and conjoint analysis.

The LINKS Services Marketing Simulation  is a sophisticated, competitive, team-based services marketing simulation. LINKS firms
market and deliver “support services” (e.g., computing/IT support, financial management, health care, repair, or maintenance
services) to households (consumers) and major accounts (businesses) in multiple market regions. Within-simulation performance is
evaluated with a balanced scorecard of financial, operational, and customer-facing metrics. The LINKS Services Marketing
Simulation is a smaller version of the LINKS Services Management Simulation with less-detailed decisions in the services operations
area and fewer research studies. Services operations decisions in the LINKS Services Marketing Simulation are for the firm as a
whole, with region- and service-specific allocations of service personnel managed automatically by the LINKS software.

Current and potential LINKS instructors are invited to contact the LINKS author, Randy Chapman (Chapman@ChapmanRG.com) to
discuss the LINKS simulation variant that may be most appropriate for their instructional application.



Comparison of LINKS Marketing Simulation Variants

Marketing Principles

Marketing Strategy

Multi-Channel
Management

Positioning Strategy

Services Marketing

Learning Emphases

The common learning emphases in all LINKS marketing simulation variants include:
- Assessing marketing opportunities.
Formulating and executing marketing strategy (product/service-line portfolio management via segmentation, targeting, and

positioning).

Market entry strategies and tactics.

Enhancing and encouraging fact-based analysis and decision making.

Marketing analysis and the interpretation of marketing data.
Competitive analysis, dynamics, and rivalry.
Coping with environmental uncertainty.

Target Courses

The first marketing
course in undergrad and
MBA programs, where a
basic competitive
marketing simulation
experience is desired as
part a larger set of
course activities.

Marketing strategy,
product strategy
management, marketing
planning, new
product/service
management, and
marketing capstone
courses.

Marketing elective
courses in channels
management and
distribution channel
management where
multi-channel
management is the
major focus.

Marketing management,
marketing strategy, product
strategy/management,
marketing planning, and new
products management
courses where a “modest”
four-six round sophisticated
competitive marketing
strategy simulation
experience is desired.

Services marketing.

LINKS SMktg will also
be of interest to
instructors of marketing
principles courses
where a simulation with
a service marketing
focus is desired.

Simulation Size “Modest” “Substantial” “Mid-Sized” “Modest” “Modest”
Minimum Rounds 6 6 5 4 6
Typical Rounds 6-8 8-9 6 5-6 6-8

Time Per Round 1.5to 2 hours 3 to 4 hours 1.5to 2.5 hours 1.5to 2 hours 1.5to 2.5 hours
Typical Team Sizes 3-4 4-5 3-4 3-4 3-4
Typical Firms Per 4-6 firms

LINKS Industry [minimum of 2 and maximum of 8 firms per LINKS industry]

Cost [academic degree- $30/student $45/student $30/student $30/student $30/student

granting programs]




Detailed Comparison of LINKS Marketing Simulation V

ariants

(The “Which LINKS? Services” document provides detailed information about the LINKS Services Marketing Simulation, an alternative LINKS
simulation variant for a marketing principles course where a services marketing simulation would be desirable..)

MP MS MCh PS Services
Categories [H="Hyperware”, M="Metaware”] 1 2 2 1
Branded Products [maximum of 5 products] 2 [2H] 2 [1H & 1M] 2 [1H & 1M] 3 [3H]
Initialization Privgte-LabeI Products . 2
o Regions [maximum of 6 regions] 3 3 3 3
Conditions and .
Market Structure Channe!s. 2 3 3 1
Retail Channel Yes Yes Yes Yes
Direct/E-Commerce Channel Yes Yes Yes
Major Accounts Channel Yes Yes
Product Development | Product Design Attributes 5 5 6
Decisions Research and Development Spending Yes
Manufacturing Production Yes Yes
Decisions Emergency Production Limit Yes Yes
Regional Distribution Centers (DCs) Yes
Distribution Decisions | RFID-Application Yes
Emergency Carrier Yes
Transportation Carriers For Shipments To Regional DCs Yes
Decisions S_urfac_e Shipments To_ Regional DCs Yes
Air Shipments To Regional DCs Yes
CSR Salary Yes
CSR Hiring/Firing Yes
. . CSR Experienced Hiring Yes
Service Decisions . 8
Service Operations Yes
Service Outsourcing Yes Yes Yes Yes
CSR Time Allocations (To Products) Yes
Price Yes Yes Yes Yes
Marketing Spending Yes Yes Yes Yes
Generate Demand Marketing Mix Allocation Yes Yes Yes Yes
Decisions Positioning Yes Yes Yes Yes
Promotional Program Yes Yes Yes
Sales Force Salary Yes Yes
Forecasting Decisions | Short-Term Sales Volume Forecasts Yes Yes Yes Yes
Information IT Synchronization With Carriers Yes
Technology Decisions | Performance Evaluation Stats Report Yes Yes
Product Cost Report Yes Yes
Replacement Parts Demand Report Yes Yes
Retail Pipeline Report Yes Yes
Service Center Statistics Report Yes Yes
Transportation Cost Report Yes
Transportation Report Yes
Unfilled Orders Report Yes Yes
Research Studies 12 31 20 16




