Customer Strategy

Fall 2010

Faculty: 
Dr. Wayne Hoyer 

Contact: 
CBA 7.218, 471-1128



Wayne.Hoyer@mccombs.utexas.edu

Office hrs:
F 1- 3 or by appointment

Course Description 
Today, businesses have recognized the power of deep, creative understanding of customers, and the financial benefits of creating systematic responses to customer needs throughout the enterprise and beyond.  Successful companies are increasingly focused on customer-driven business design, building relationships with customers, and integrating with suppliers as a means to adding value for end-customers.  In doing so, they also lower system-wide costs and enhance the value of the business for shareholders. The purpose of this course is to prepare students for this emerging competitive game by exploring the most current challenges faced by benchmark businesses as they develop their customer strategies. This course explores a variety of factors and actions that drive successful business relationships, which in turn lead to higher customer satisfaction, market share and profits. 

Course Format
The underlying goals for the course format are:  

· to be real – based on actual business action – with both the positive and negative outcomes of that action

· to be current – exploring what is happening NOW .. not the more dated info from books and articles…as valuable as they might be – but what businesses are facing today as they strive to respond to customers and business dynamics 

· to be interactive – to involve you in the process and help you discover/explore what works and what doesn’t

The course is structured around “living” case discussions.  Each class session (except for introductory and wrap-up sessions) will center around business speakers who will lead a discussion about compelling problems and issues they face in understanding and responding to customers.   

Your role:   You are expected to come prepared to contribute meaningfully to the class discussion. Quality contribution is what counts (Of course, one cannot make quality contributions without some quantity). 

Please share your thoughts and analysis on relevant issues, as well as raise questions, dilemmas, and controversies that you would like the group to address.  Insightful questions are encouraged as much as insightful comments.   Please use the assigned readings and your summer experience as a basis for contributing to the class discussion.  It is very important that you listen carefully and build on the comments of other participants -- this will ensure that the discussion flows in a meaningful fashion.   
Readings

The readings for each session will be posted electronically on Blackboard.  These readings are selected to be as current as possible.  Please come to class prepared to discuss these readings.  
Grading
100% of your grade in the course is based on class participation.  Every class counts and will be graded.  I realize that Fall is a busy time with interviewing and I have tried to schedule the off weeks around special events and interviewing. However, there are always conflicts, so each student can ‘make up’ one class with no penalty by writing a summary of the readings for that week (3 page limit).
Class Schedule

Classes will be held in GSB 3.106.  Meeting time will typically be: 9:00 – 1:00.  Breakfast will be served from 8:30- 9:00.  At 9:00, Dr. Hoyer will lead a class discussion to summarize the key take-aways from the assigned readings.  Then at 9:20, the first corporate speaker of the day will initiate a discussion.   For most sessions, there will be two speakers.  However, for one (Leadership in the Future), there will be one speaker.  The class schedule for the two speaker format will be as follows:
Class Schedule:

8:30-    9:00
Continental breakfast

9:00-    9:20
Review/discussion of readings

9:20-   10:30
Speaker 1

10:30- 10:45
Break

10:45 – 11:55
Speaker 2

11:55 – 12:10
Break

12:10– 12:50
Panel Discussion with both speakers
12:50 – 1:00
Wrap-up 

Class Norms (“Norms” = polite term for RULES)  

These rules are designed to further McCombs brand equity and provide the best possible experience for everyone. 

· No laptops in class except for use in presentations 

· Appropriate attire is business casual

· Class will start PROMPTLY, both at the outset and after breaks

· Please remain seated and focused during class time 
· Please do not leave for the rest room during a speaker session unless absolutely necessary- This is disruptive to the speakers and we have several breaks

· Participation is encouraged; monopolizing the discussion is not

Course Schedule

T, August 24

Summer Debriefing and Course Overview (5- 6 PM- GSB 3.106)
F, August 28

Student Presentations (8- 10AM- this is the only class starting at 8) 

5 minutes per person (5 minutes is a strict maximum) to discuss the objectives, methods, recommendations, and value of your summer project OR relevant work (Plus project or practicum) with the sponsoring companies (majority of time should focus on your recommendations and value you provided)

Customer-Centric Organizations
F, September 3
Discussion Leaders:

Walmart:  Tony Rogers, VP, Advertising 
TBA:
Focus:
· How do you make an organization customer-centric?  What are the implications for finance, information systems, operations, marketing? 

· How do you provide the flexibility required for customer focus without losing control of costs?

· On which customers do you focus?

· How do you get the people in your organization to accept a change in focus?
Business Ethics/ Sustainability 
F, September 10
Discussion Leaders:

Frito Lay: Ann Mukherjee, SVP & CMO North America 
TBA:
Focus:

· What is the value and function of a Code of Ethics?

· What is the trade off between consumer welfare and company profitability?
· How does a company deal with difficult ethical dilemmas

· Sustainability, why make a stand now?  

· Make a commitment –Ecomagination, Climate Action Partnership (CAP) 
· Green is Green –extracting financial value

· Managing the tension, profitability/sustainability
Marketing Globally
F, September 17
Discussion Leaders:


Dell:  Erin Nelson, Chief Marketing Officer

Warner Brothers:  John Rood, EVP of Sales, Marketing, and Business Development for DC Entertainment
Focus

· Responding to evolving needs of customers as companies globalize their operations 

· Comparison of business relationships in the U.S. with those in global markets  

· Implications of above differences for doing business in global markets

· Organizational implications of above differences (staffing, training, career pathing, etc.)

· Barriers:  Countries’ cultures, governments’ regulations, complexity of global pricing and distribution, brand/product differences across markets

Traditional/ Social Media Marketing Effectiveness 

F, October 1
Discussion Leaders:


Coremetrics: Tom Dixon, Director, Global Marketing Operations
GSD&M: Duff Stewart, CEO
Focus:
· In today’s media environment, what are the most important and useful ways to measure the effectiveness of traditional media?

· What are the key issues in measuring traditional media effectiveness?

· What are the most important and useful ways to measure the impact of social media?  How do they differ from traditional media?

· What are the key issues in measuring social media effectiveness?

· How are these techniques used to manage social media?

New Product Development/ New Markets 

F, October 15
Discussion Leaders:


Deloitte: Jonathan Copulsky, Principal
TBA: 
Focus:
· What are the most critical issues in new product development today?

· What is the role of the customer in new product development?

· What are the key areas for new market growth (both nationally and internationally)?

· How important are emerging markets as a source of growth?  What strategies are being developed for these markets?

Leadership in the Future 

W, October 20 (6PM- in Legacy Events Room)
Discussion Leader:

Institute for the Future Workshop: Bob Johansen, Retired CEO & Distinguished Fellow 

Focus:
“Leaders Make the Future: 10 New Leadership Skills for an Uncertain World”

This interactive workshop session will focus on Dr. Johansen’s new book which focuses on forecasting the external future forces that will shape leadership over the next decade. The Institute for the Future is a Silicon Valley based non-profit “think tank,” producing an evolving 10 year forecast of the future using socio-economic, technology, and demographic trends.
Multi-Cultural Marketing
F, November 12
Discussion Leaders:

Latin Works: Manny Flores, CEO
AT&T:  Laura Hernandez, Executive Director, Diversity Marketing
Focus:
· What are the key challenges in marketing to an increasingly diverse consumer population?

· What are the implications of multi-cultural marketing for the future?

· How do marketing strategies differ when targeting key cultural groups?
Administrative Session:  Summary and Feedback

DATE TBA
Focus:
· Course wrap-up

· Key learnings

· Course feedback

· How to take the class to the next level
Students with disabilities may request appropriate academic accommodations from the Division of Diversity and Community Engagement, Services for Students with Disabilities, 471-6259.
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