[image: image1.jpg]COLLEGE OF

BUSINESS ADMINISTRATION

‘CALIFORNIA STATE UNIVERSITY, LONG BEACH











Syllabus
Syllabus: Value Chain Management II

MBA Broad-based Course: Value Chain Management II
I.
General Information
Course Number: 
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Title: 



Value Chain Management II
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Prerequisites:


MBA Core Courses

Course Coordinator:

TBD
Syllabus Prepared by:

Robert Chi, Jonathan Lee, and Sabine Reddy
Date prepared/revised:
January 2010

II.
Catalog Description

This broad-based course explores the interrelated activities and processes in supply chain management, customer relationships management, and management information systems. It provides an integrated framework on how to build a profitable long-term relationship with its partners and customers. Students must complete MBA core courses prior to taking this course.
III.
Curriculum Justifications

Activities along the value chain can affect and enhance the value of the firm. As the firm expands, these activities and related processes become more cross-functional as opposed to functional-area specific. This broad-based course provides students with necessary theories and quantitative techniques in identifying value-adding activities and solving business problems that are related to management, marketing and information systems. The sequence of course contents and their justifications follow.
The course starts by introducing students to the fundamentals of business process planning.  Students will then focus on each of the steps necessary to move products and services through the value chain. Students will examine advanced topics in demand forecasting, planning and inventory management.  Subsequently, the focus shifts to transportation issues, third party logistics and risk management.  Finally, the course covers the role of pricing and revenue management in maximizing the profitability from supply chain assets. 
The next topic focuses on managing customers for profit by providing the essential knowledge and skills to craft proactive, creative and effective CRM strategies. Students will acquire a structured understanding of how a company should go about developing and implementing a customer relationship strategy. It emphasizes a quantitative modeling of customer lifetime value and customer equity, on which we build customer acquisition and retention strategy with ROI and profitability analysis. Students will understand benefits of and difficulties in developing and implementing CRM strategies, and CRM’s role in managing customers as critical assets.
Finally, this course will equip students with technologies that are required to design, develop, implement and evaluate value chain systems. Technologies such as E-commerce, Data Communications, Information, Database Management, Decision Technologies and ERP systems will be discussed in this course.
These course contents align with the following CBA learning goals:
(1)
Critical Thinking: 

Students will be able to apply relevant theories and quantitative techniques in identifying value-adding activities and solving business problems along the value chain, especially the topics that involve strategic management and customer profitability.
(2)
Interpersonal, Leadership and Team Skills: 

Students will be able to develop these skills as result of group assignments or projects.

(3)
Quantitative and Technical Skills: 

Students will be able to perform relevant quantitative analyses in the decision making process along the value chain (especially one that involves management, marketing and information systems).
IV.
Course Objectives

The course objectives are:
· Students will be able to explain and apply practices in demand forecasting and planning, inventory management, and logistics.
· Students will be able to critically analyze supply chain problems and discuss and recommend appropriate solutions.
· Students will acquire a structured understanding of how a company should go about developing and implementing a customer relationship strategy.
· Students will be able to understand the application of Information Systems technologies in different sectors of value chain systems. 
· Students will be able to apply Information Systems technologies in problem solving, improving business efficiency and business models innovation.

V.
Outline of Subject Matter

The topical outline for the course is the following:

	Week
	Topic

	1
	Introduction to Customer Relationship Management and Customer Value

	2
	Customer-Centric Marketing Metrics: Customer Lifetime Value

	3
	Customer-Centric Marketing Metrics: Customer Equity and Firm Valuation

	4
	Customer Loyalty and Churn Analysis

	5
	Customer Profitability Analysis - Optimal Acquisition and Retention

	6
	Developing and Implementing the CRM Strategy

	7
	Business Process Planning, Demand Forecasting and Planning

	8
	Planning and Managing Inventories, Transportation and Risk Management

	9
	Pricing and Revenue Management

	10
	Globalization and digitalization

	11
	Telecommunications and security systems

	12
	Database development and its implementation in Value Chains

	13
	Information and Decision Technologies for Global Value Chains

	14
	E-Commerce and Supply Chain Management

	15
	ERP solutions and Value Chain implementation Strategy


VI.
Method of Instruction
Method of instruction includes a combination of lectures, class discussions, in-class exercises and/or student presentations as part of individual/group assignments. Analyses of relevant news articles and cases should be incorporated into the course. 
Textbooks and Readings

(Supply Chain management)
· Chopra & Meindl. Supply Chain Management: Strategy, Planning, and Operation. Prentice-Hall.
· Hammer, Michael. Process Management and the Future of Six Sigma. Sloan Management Review, Dec. 1 2002.
· Meredith, Jack R. and Shafer, Scott M. (2007) Operations Management for MBAs, 3rd Ed. Wiley.

· Simchi-Levi, David, Philip Kaminsky & Edith Simchi-Levi, Designing and Managing the Supply Chain. McGraw-Hill.
· Case 1: Nissan Canada Inc. (Ivey)

· Case 2: Seven Eleven Japan Co. (Kellogg)

(Customer Relationships Management)
· Blattberg, Robert C., Gary Getz, and Jacquelyn S. Thomas, (2001), Customer Equity: Building and Managing Relationships as Valuable Assets, Boston: Harvard Business School Press.
· Kumar, V. and Werner Reinartz, (2006), Customer Relationship management: A Databased Approach, Hoboken, John Wiley & Sons, Inc.

· Rust, Roland T., Valarie A. Zeithaml, and Katherine Lemon (2000), Driving Customer Equity. New York: The Free Press.
(Information Systems)
· Laudon and Laudon (2010), “Management Information Systems-Managing the Digital Firm” 11th, Prentice Hall.

· Baltzan and Philips (2009), “Business Driven Information Systems” McGraw Hill.

Grade: Grades will be determined based on:

Assignments and Exams: Individual-based assignments and in-class Exams will be given throughout the course. You can discuss the assignment with your team members or classmates, but you must work on and turn in your own solutions.

Discussion Board Contributions: You will be asked to post on Beachboard your reflections on materials read prior to coming to class.  You may read other students’ contributions, but you must contribute your own individually prepared work.  Each reflection should be about 400 words in length.

Case Presentation:  A group-based case will be assigned. Your group must 

· turn in a case report with less than 6 pages (double-spaced, font 12 Times-New Roman, page length excluding exhibits)

· give a presentation within 30 minutes 

Presentations will be graded using the following criteria:

A. Organization and balance between too much and too little detail

20

B. Research and analyses quality 
20

C. Linking the topic to strategic issues covered 
20

D. Cutting edge developments identified and introduced



20

E. Presentation








20
Total








100

	Sections
	
	Points
	Subtotal

	Marketing
	Assignments (3)
	90
	300

	
	Exam I / Exam II / Case Analysis
	210
	

	Operations Management
	Discussion board contributions DB1 and DB2 (25pts each)
	50
	150

	
	Operations Management Exam
	100
	

	Information Systems
	Assignments (2)
	150
	300

	
	Exam
	150
	

	Integrative Take-home Case
	
	250
	250

	Total
	
	
	1000


Total points


Grades
90% or above 
A

80% - 89%
B

70% - 79%
C

60% - 69%
D

Below 60%
F
VII.
Tentative Schedule

	Week
	Topics, Readings & Assignments
	Exercise/Cases/Tests

	1
	Introduction to Customer Relationship Management
From Product-Centric to Customer-Centric Management
	Exercise: Calculating Customer Profitability 

	
	Kumar Ch. 1, 3

Blattberg Ch. 1
	

	2
	Customer-Centric Marketing Metrics:
Customer Lifetime Value
	Exercise: CLV
(Contractual case)

	
	Kumar Ch. 5, 6
Assignment #1: RFM and CLV comparison
	

	3
	Customer-Centric Marketing Metrics:
Customer Equity and Firm Valuation
	Exam I

	
	Blattberg Ch. 2, 8 / Blattberg andDeighton (1996), Manage Marketing by the Customer Equity Test. Harvard Business Review.
	

	4
	Customer Loyalty and Churn Analysis
Evaluating Loyalty programs
	Exercise: CLV
(Non-contractual case)

	
	Kumar Ch. 
Assignment #2: Case (Exotic Apparel) Questions
	

	5
	Customer Acquisition and Retention
Optimal Acquisition-Retention
	Exercise: Calculating Optimal Acquisition-retention costs

	
	Blattberg Ch. 3, 4, 6
Assignment #3: Managing Customers by CLV
	


	6
	Developing and Implementing the CRM Strategy
CRM systems
	Case Analysis (Harrah's Entertainment)

Exam II

	
	Kumar Ch. 4
Siebel Customer Relationship Management (CRM) Applications
	

	7
	Business Process Planning, Forecasting

- Process planning and design

- Demand forecasting and aggregate planning in a supply chain

- Sales and operations planning
	Exercises

	
	Readings: 
Meredith Ch. 3 / Simchi-Levi Ch. 14 / Chopra Ch. 7,8 and 9

Sloan: Process management and the future of Six Sigma

Assignment DB1: Reflection on Sloan article
	

	8
	Planning and Managing Inventories, Transportation and Risk Management

- Echelon inventories managing uncertainty in a supply chain

- Transportation and third party logistics, global logistics
	Case:
Nissan Canada Inc.

	
	Simchi-Levi – Ch. 2, 3, 10/ Chopra Ch. 10, 11 and 13
	

	9
	Pricing and Revenue Management

Private label issues
	Case: 
Seven Eleven Japan Co.
Operations Management Exam



	
	Chopra Ch. 15

Assignment: DB2:  Reflection
	

	10
	Globalization and digitalization 
	Case: 
Second Life-The story of digitalization

Assignment 1

	
	(Laudon chapter 1 )
	

	11
	Telecommunications and security systems
	Case:  
Google vs. Microsoft

	
	(Laudon chapter 7, 8, Baltzan chapter 4, 7)
	

	12
	Database development and its implementation in Value Chains
	Case: 
DBMS technologies and Data mining at Wal-Mart

	
	(Laudon chapter 6, Baltzan chapter 6)
	

	13
	Business Intelligence and Decision Technologies for Global Value Chains
	Case: 
Innovation and collaboration of Coca-Cola

Assignment 2

	
	(Laudon chapter 11, 12, Baltzan chapter 2)
	

	14
	E-Commerce and Supply Chain Management
	Case:  Amazon.com

	
	(Laudon chapter 10, Baltzan chapter 3, 8 )
	

	15
	ERP solutions and Value Chain implementation Strategy
	Exam

	
	(Laudon chapter 9, 15, Baltzan chapter 10)
	

	
	Final Integrative Take-home Case
	


VIII.
Instructional Policy Requirements

The students are expected to comply with the universally accepted norms of considerate and courteous behavior, and with all University rules and policies found in the current University Catalog, including the Withdrawal Policy and Policy on Cheating and Plagiarism,  It will be assumed that the students will adhere to the tenets of academic integrity as articulated in Dean’s Letter on Academic Integrity throughout this course.  Instructors may specify their own policies with regard to plagiarism, withdrawal, absences, etc. as long as these policies are consistent with the above mentioned University polices. 

It is expected that all students to attend classes regularly and to be responsible from all materials covered in class, regardless of their attendance. Make-up exams are strongly discouraged and will only be given with documented proof of an excused absence. Acceptability of the excuse will be determined based on the appropriateness of the documents. It is important that the student provides all documentation without special prompting from the instructor. The student should give earliest possible notification of an anticipated excused absence. The students refer to the specific university policy on these issues. 

Occasionally adjustments in the course assignments become necessary. The students should be notified about changes, if any, and, whenever possible, they should be consulted in advance about any changes.
Students with Disabilities
It is the responsibility of students with disabilities to inform me within the first two weeks of the semester of the need for reasonable accommodations of their disabilities. Students are advised to seek assistance from Disabled Student Services (DSS) on campus. As soon as the need for accommodation is determined by DSS and the need is communicated to me by DSS, reasonable accommodation will be made.
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