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The MBTN.Academy Assignment this Semester:
The URL to access the MBTN site and all other MBTN-related resources has been placed under Canvas/Modules/MBTN.

While there is some overlap between the two resources, MBTN nicely supplements the MMGG book by covering metrics and topics
we shall not cover in class, simply because of a lack of time to do everything | want.

The MBTN website for our class consists of the 20 modules shown on the next page, organized into four Groups of five modules
each. It is unnecessary to wait for the completion of the MMGG chapter in class before attempting the corresponding MBTN
module. The MMGG book chapters and the MBTN modules correspond approximately in the general topic area.

How to proceed? Do the initial login, make the payment, and gain access to the MBTN.Academy website for the semester. After
that, watch the MBTN intro video based on Percentages, the second module in Group |, and the MBTN website. Finally, get going
with Algebra 1, the first Group | module. Keep the PDF of the module open in another window and refer to it as needed.

The book Marketing Metrics 4e, by Professors Bendle, Farris, Pfeifer, and Reibstein, goes with the MBTN site. However, this book is
optional. The modules’ PDF tutorials are sufficient. After you complete MBTN, please contact me at the end of the semester if you
want to buy the book for future reference, and | will give you additional details.

Completing an MBTN Group means completing each of its five modules with a score of 100 for an average of 100 for that Group,
rescaled to a maximum of 50. Each MBTN module consists of four Problem Sets that go from relatively easy to more challenging.
Each PS consists of between 4 to 10 questions, primarily non-multiple-choice. Completing an MBTN module means correctly
answering all the questions and scoring 100% in that module. You may “try again” each question any number of times to get it right.
However, after the second incorrect attempt for a question, you will see the “Show Me” button. If you click that, MBTN will show
you how to solve that question correctly, skip that question, and take you to the next question. This Show Me button will stay put
after the second attempt. Once you have attempted all the questions in a PS, if you missed any, you can immediately repeat that PS
or return to that PS later (with new numbers in either case). You may refer to the module’s PDF for clarification during your
attempts. There is no limit on the number of attempts or time required to complete a module (other than the due and bonus
deadlines for its group).

You start each module as a “Mailroom Clerk.” You move from there to “Brand Assistant” (one PS completed or correctly answered
60% of all questions in that module), Brand Manager” (two PS’s completed or 80% of all questions), and finally, “CEQ/CMO” (all four
PS’s completed or 100% of all questions).

If you feel exhausted by a particular module, say after reaching the Brand Manager level, feel free to leave that module, go to
another one, and come back later to complete it. MBTN will take you to the location where you left. Therefore, please do not stay

stuck and frustrated.

Of course, “Go for the Gold!” Achieve CEO/CMO (i.e., 100%) in all 20 modules! That will be great!

MKTG 3700 Fall 2025 4 0f10 GG


https://mbtn.academy/

MBTN Schedule:

Group |, 50 points, Due on 9/21

GROUP I\Illwoz-[xl\lle Pdf? Deals with these Metrics (II\:ImaMpctiSr
| 1 Yes Algebra 1 Review None
| 2 Yes Percentages 1
| 3 Yes Growth Rates 1
| 4 Yes Weighted Averages 1
| 5 Yes Introduction to Financial Statements 2
Group 1, 50 points, Due on 10/12
GROUP I\Illwoz-[xl\lle Pdf? Deals with these Metrics (II\:ImaMpctiSr
1l 6 Yes Introduction to Margins 3
Il 7 Yes Calculating Margins 3
1l 8 Yes Breakeven Analysis 4
Il 9 Yes Profit Dynamics 4
] 10 Yes Market Share | 4
Group lll, 50 points, Due 11/2
GROUP I\Illwoz-[xl\lle Pdf? Deals with these Metrics (II\:ImaMpctiSr
1l 11 Yes | Market Share Il 4
1l 12 Yes | Product and Cannibalization 5
] 13 Yes | Advertising 6
1l 14 Yes | Web 6
1] 15 Yes | Pricing I: Linear Demand 7
Group 1V, 50 points, Due 12/1
GROUP I\Illwoz-[xl\lle Pdf? Deals with these Metrics (II\:ImaMpctiSr
\Y 16 Yes | Distribution 8
\Y 17 Yes | Net Present Value | 9
\% 18 Yes Recency, Frequency, Monetary RFM Analysis None
v 19 Yes | Cost of Acquiring Customers 9
\Y 20 Yes | Customer Lifetime Value | 9

There is nothing to upload to Canvas for the four Groups. MBTN automatically keeps track of your progress. Please look at the
dashboard on your MBTN site, showing each module for the current status of your progress.

You must complete each group by the due date above, which means scoring 100/100 in each of its five modules. If you do this, you
will have a total of 500 for the group and an average of 100. The average is then rescaled (divided by 2) to give you a score of 50/50
for the group. If you do this, you will also earn 5 five bonus points for each group. Otherwise, your score for each group will
correspond to your earned rescaled average, i.e., 45, 40, 35, 25, etc., but you will not receive the bonus.

MKTG 3700 Fall 2025 50f10 GG



MMGG Chapter Quizzes:

Three mandatory Canvas quizzes are scheduled during the semester. These are exclusively based on the relevant MMGG e-
book chapters and Canvas video material. There is no MBTN content in the quizzes.

Open book: may refer to the MMGG book + Canvas materials + your notes during the quizzes and the final exam.

Completing the quizzes using your computer from home, work, or campus Wi-Fi hotspots is appropriate. Please do not take
the quizzes in the RCoB or other UNT labs because that would inconvenience other students.

Please use Chrome or Firefox browser on a desktop or laptop for trouble-free quiz attempts.

You may take each quiz twice; the higher score will be recorded as your score. If you did not take a quiz twice, the score
from your single attempt would be recorded. A post-attempt, detailed Question-by-Question feedback review is available
and strongly recommended.

Each quiz consists of 25 multiple-choice questions. Quiz 1 is worth 50 points or 2 points per question. Quiz 2 is worth 100
points or 4 points per question, and Quiz 3 is worth 75 points or 3 points per question. The questions are drawn randomly
from a large pool, creating a customized quiz for each student.

There is a 75-minute time limit per quiz attempt from the start. You must complete the attempt in that time window
because the quizzes auto-submit. The clock will be ticking while you take breaks, if any.

The questions show one at a time. Going back to skipped questions and changing previous answers are both allowed
resulting in a reduced-stress quiz environment.

Missed quiz scores are recorded as zeros.

Availability Window for Review Quizzes:

Quiz# Based on MMGG Opens on Dueon
1. Chapters 1 and 2 September 1 September 7
2. Chapters 3 and 4 September 29 October 5
3. Chapters5678,and 9 November 17 November 23

All three quizzes open at 12:01 am on the Open date and close @ 11:59 pm on the Close date.

Please ensure a convenient single time block for each quiz during its availability window.

Quizzes

"auto-submit" when the time expires. Hence, time management is critical!

Your score and complete feedback will be posted to My Grades after you submit a quiz.

The Online Final Exam during the week of 12/8 will cover all nine MMGG chapters. It will consist of 70 multiple-
choice questions, and you will have 210 minutes to answer them. Details later!

MKTG 3700 Fall 2025 6 0of 10 GG



Learning Objectives for Each Week:

Week Objectives for the Week Learning Content Assessed using
1. Compute growth rates correctly.
L . MMGG: C1
2. Explain simple trend extrapolation. Obiecti 1
3. Predict using growth rate % and simple trend extrapolation. (Objectives Quiz 1, MBTN
Week 1 . . through 3, 5,6),
4. Recognize the difference between the year-to-year growth rate and CAGR. Group |
(8/18-8/24) . L . MBTN: M2
5. Compute the weighted average in different managerial contexts. L
. . . (Objective 1), M2
6. Interpret and use weighted averages in managerial contexts. T
(Objective 2,3,4)
1. Recognize the basic features of a Balance Sheet.
2. Recognize the basic features of an Income Statement. MMGG C2
3. Construct a simple Income Statement. Obijecti 1 .
Week 1 . . P . . . (Objectives Quiz 1, MBTN
8/18-8/24 4. Recognize which, BS or IS, is more important for marketing. through 6), MBTN: G I
(8/18-8/24) 5. Recognize the differences between Pro-forma IS and IS. M5 (Objectives roup
6. Compute and use Index Numbers from BS and IS. 1,2,3)
1. Compute channel markups in dollars and as a %.
2. Recognize the cost and selling price bases for expressing markup as a %.
3. Recognize and use the correct markup formula for a given situation. MMGG: C3
. . . . - L Challenge Case 1,
4. Recognize what markup information is known and unknown in a given (Objectives 1
. . Challenge Case 2,
situation and proceed further correctly based on that knowledge. through 9)
Weeks 2-3 . . . Challenge Case 3,
8/25.0/7 5. Recognize top-down and bottom-up markup situations correctly. MBTN: M6 iz 2
(8/25-9/7) 6. Write the correct top-down or bottom-up markup chain for a situation. (Objectives 1,2,4), S/IUBI'T'N’G "
7. Convert markup% from one base to another. M7 (Objectives roup
8. Recognize the difference between markup and markdown. 4,5,6)
9. Compute the markdown % correctly.
1. Recognize the difference between variable and fixed costs.
2. Give examples of different types of variable costs and fixed costs.
3. Compute dollar contribution per unit and percentage contribution.
. o . - MMGG: C4
4. Explain the dollar contribution per unit and percentage contribution. R
o . (Objectives 1
5. Compute the breakeven point in units and dollars. th h12 Chall c 1
6. Produce an Excel line chart of the breakeven point. Mch"I'llj\lg MS) Cha”enge Case 2’
Weeks 4-5 7. Demonstrate how to handle different profit goals in breakeven analysis. L atienge tase -,
. . . - (Objectives 1 Challenge Case 3,
(9/8-9/21) 8. Recognize the difference between full and incremental breakeven points. i
. . . through 5), M9 Quiz 2,
9. Recognize and handle sunk costs correctly in breakeven analysis. S
. L. . . . (Objective 7), M10 | MBTN Group Il
10. Estimate the breakeven point in a multi-product situation. Obiective 12
11. Estimate the $ break-even point from publicly available IS. E\/Iliecolt\)/'e " ) 13
12. Compute and interpret the unit market share % and $ market share %. (Objective 13)
13. Calculate, understand, and interpret the three parts of market share.
1. Recognize the difference between simple and compound interest. MMGG: C9
2. Compute repayment, assuming simple and then compound interest. (Objectives 1
3. Recognize the similarities and differences between Cl and PV analysis. through 6)
4. Describe the difference between the cost of capital and the discount rate. MBTN: M17
Weeks 6-7 5. Compute Net Present Value, Payback Period, and Internal Rate of Return (Objectives 4 .
(9/22-10/5) 6. Interpret NPV, Payback Period, and IRR in a managerial sense. through 6), M20 Quiz 3
7. Explain the concept of Customer Lifetime Value. (Objectives 7,8) MBTN Group IV
8. Compute and interpret Customer Lifetime Value.
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Week

Objectives for the Week

Learning Content

Assessed using

Week 8 1. Explain the markup method of pricing a product. MMGG: C7 Quiz 3,
(10/6-10/12) 2. Compute price using the markup method of pricing a product. (Objectives 1 MBTN Group I, Il
3. Explain the targeted rate of return method of pricing a product. through 4)
4. Compute the price using the targeted rate of return method. MBTN: M15
5. Explain the Price Elasticity of Demand. (Objectives 5,6)
6. Compute PED and interpret it managerially.
7. Explain the role of consumer-perceived value in adjusting the price.
8. Compute price using the perceived value method of adjusting the
proposed price of a new product.
Week 9 1. Explain the various cost components of a channel modification decision. MMGG: C8 Quiz 3,
(10/13-10/19) | 2. Explain inventory carrying cost in a channel of distribution. (Objectives 1 MBTN Group IV
3. Compute inventory carrying cost in a channel of distribution. through 9)
4. Explain accounts receivable carrying cost in a channel of distribution. MBTN: M16
5. Compute accounts receivable carrying costs in a channel of distribution. (Objectives 10,11)
6. Compute the salesforce requirements to service a channel.
7. Recognize the various components that contribute to the cost of a channel
modification decision.
8. Estimate the total cost of a channel modification decision.
9. Estimate the profit impact of a channel modification decision.
10. Recognize the various distribution metrics.
11. Compute and interpret the various distribution metrics.
Week 10-11 1. Apply breakeven analysis in the context of promotion decisions. MMGG: C6 Quiz 3,
(10/20-11/2) 2. Apply breakeven analysis in promotion support decisions. (Objectives 1 MBTN Group Il
3. Estimate the profit implications of alternative promotional plans. through 5)
4. Explain the role of the cannibalization problem in sales promotion. MBTN: M13
5. Estimate the profit impact of cannibalization in sales promotion. (Objective 6), M14
6. Compute and interpret various traditional advertising metrics. (Objective 7)
7. Compute and interpret various website and web advertising metrics.
Week 12-13 1. Apply breakeven analysis in new product introduction decisions. MMGG: C5 Quiz 3,
(11/3-11/16) 2. Apply breakeven analysis in product support decisions. (Objectives 1 MBTN Group I, Il
3. Explain the role of the cannibalization problem in new product through 4)
introduction decisions. MBTN: M12
4. Estimate the profit impact of cannibalization in new product decisions. (Objective 5,6)
5. Estimate a new product's forecast sales from typical test market data.
6. Estimate the profit impact of a new product's forecast sales.

Weeks 14
(11/17-11/23)

Work on completing MBTN; other catch-up work

11/24-11/30

THANKSGIVING HOLIDAYS! NO CLASS!!

Week 15
(12/1-12/7)

Review for the Final Exam!
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MKTG 3700 Fall 2025 Important Deadlines by Date Due

Graded Assessment Available from Due on
Quiz 1 over Chapters 1 and 2 1-Sep 7-Sep
MBTN Group | of 5 modules 18-Aug 21-Sep
Challenge Case 1 5-Sep 26-Sep
Quiz 2 over Chapters 3 and 4 29-Sep 5-Oct
MBTN Group Il of 5 modules 18-Aug 12-Oct
Challenge Case 2 26-Sep 17-Oct
MBTN Group lll of 5 modules 18-Aug 2-Nov
Challenge Case 3 24-Oct 14-Nov
Quiz 3 over Chapters 5 thru 9 17-Nov 23-Nov
MBTN Group IV of 5 modules 18-Aug 1-Dec
Final Exam, details later 8-Dec

MKTG 3700 Fall 2025 Important Deadlines by Type of Assessment

Graded Assessment Available from Due on
Quiz 1 over Chapters 1 and 2 1-Sep 7-Sep
Quiz 2 over Chapters 3 and 4 29-Sep 5-Oct
Quiz 3 over Chapters 5 thru 9 17-Nov 23-Nov
Challenge Case 1 5-Sep 26-Sep
Challenge Case 2 26-Sep 17-Oct
Challenge Case 3 24-Oct 14-Nov
MBTN Group | of 5 modules 18-Aug 21-Sep
MBTN Group Il of 5 modules 18-Aug 12-Oct
MBTN Group lll of 5 modules 18-Aug 2-Nov
MBTN Group IV of 5 modules 18-Aug 1-Dec
Final Exam, details later 8-Dec
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