MGTOP 589 – OPERATIONS MANAGEMENT
MBA PROGRAM SUMMARY

Washington State University offers a stakeholder-focused MBA program.  Stakeholder issues are integrated in all core courses (except statistics).  Because of the integrated nature of the program, there are no electives, so all students receive extensive exposure to stakeholder theory and social issues.  The program requires 11 core courses beyond the basic foundation.  All courses include both traditional disciplinary theory as well as stakeholder analysis.  In addition, the students must complete a final project that integrates theories from several classes to address a strategic problem that has implications for multiple stakeholders.  After completing the program, students should be able to:

1) Apply fundamental business theories (accounting, finance, information systems, leadership, marketing, and strategy) to address business problems.  Heavy emphasis is placed on taking theory from the class-room and applying it in the workplace.

2) Determine the resource needs of an organization based on its strategy.  This includes identifying what role each stakeholder plays in providing needed resources.

3) Explain how organizational actions affect their ability to secure resources from both direct and indirect stakeholders.  This includes determining relative stakeholder importance and how the organization’s actions affect relevant stakeholders.

4) Explain how core values and ethics affect the formation of strategic decisions and influence the sustainability of the competitive advantage. 

5) Assess current and forecast future market conditions (including legal, regulatory, political, and social issues) and explain how market conditions influence an organization’s strategic decisions.  

6) Apply an integrated model to assess the opportunities and risks associated with a strategic decision with special emphasis on the organization’s interactions with various stakeholders.

MgtOp 589 – Operations Management is a required course on value chain partners taken by all students in the program.

COURSE GOALS 
(social issues are highlighted in bold)

This course examines stakeholder relationships within the value chain context.  It provides students with a working understanding of the latest concepts, models, and methods for design, control, operation, and management of supply chain systems in business today.  The course focuses on the key aspects of supply chain management that are most critical to the long-term success of a business and its ability to work effectively with stakeholders.  Specifically students should:
1. Understand the function of supply chain operations management.  
2. Understand operational strategies and approaches, and the impact these choices have on an organizations ability to deliver business results and its relationships with stakeholders.

3. Analyze decision problems in supply chain, with linkage to overall business strategy.
4. Understand and recognize emerging concepts around partner collaboration, inventory strategies, supply chain design, and information sharing.  

5. Analyze and communicate effectively the results of operational analysis and actions.

COURSE SCHEDULE
Session #1: Course Overview and Introduction to Operations Management

Readings: 
SKS Chapter 1

Moberg, Christopher R., Thomas W. Speh, and Thomas L. Freese (2003), “SCM: Making the Vision a Reality, Supply Chain Management Review, (Sept/Oct), 34-39.  

“Writing a Case Analysis”

Case: Meditech Surgical

Social Component:   Sets the broad framework for supply chain management as an integrated set of suppliers, manufacturers, warehouses, and stores.  This includes not just the physical flow goods, but also the stakeholder interactions and information processes.
Session #2: Inventory Management and Risk Pooling
Readings:

SKS Chapter 2

Slone, Reuben E.  “Leading a Supply Chain Turnaround”.  Harvard Business Review, October 2004.

Case: Steel Works, Inc 

Social Component: Managing stakeholder relationship change and its role in leading a supply chain turnaround.
Session #3: Network Planning and Supply Contracts
Readings:

SKS Chapter 3 and 4

Fisher, Marshall L. (1997) “What is the Right Supply Chain for your Product?”  Harvard Business Review, March-April, 105-116.  

Lee, Hau and Corey Billington.  “Managing Supply Chain Inventory: Pitfalls and Opportunities”.  Sloan Management Review, Spring 92.

Cases: The Bis Corporation & HC Stark, Inc

Social Component: How contract terms and conditions influence behavior and performance of value chain stakeholders.
Session #4
In Class Simulation and Channel Concepts & Participants

Readings:

Vitale, Robert P. and Joseph J. Giglierano (2002), “Classifying Customers, Organizations, and Markets,” Chapter 2, in Business to Business Marketing: Analysis & Practice in a Dynamic Environment, South Western.  

Rosenbloom, Bert (2007), “Marketing Channel Concepts,” Chapter 1 in Marketing Channels: A Management View (7th edition), Mason, Ohio: South-Western, 2-39.

Rosenbloom, Bert (2007), “The Channel Participants,” Chapter 2 in Marketing Channels: A Management View (7th edition), Mason, Ohio: South-Western, 40-71.

Session #5: The Value of Information
Readings:

SKS Chapter 5
Lee, Hau L., V. Padmanabhan, and Seungjin Whang, “The Bullwhip Effect in Supply Chains”.  Sloan Management Review, Spring 1997.

Sellers, Patricia.  “The Dumbest Marketing Ploy”.  Fortune.  New York: October 5, 1992.  Vol 126, Iss 7; page 88, 5 pgs.

Case: Reebok NFL Replica Jerseys

Social Component: Establishes the power of supply chain partners working together towards common goals, integrating processes, and sharing information.
Session #6: Supply Chain Integration

Readings:

SKS Chapter 6

Wisner, Joel D., G. Keong Leong, and Keah-Choon Tan (2005), “Collaborative Forecasting, Planning, and Replenishment,” Chapter 5, in Principles of Supply Chain Management: A Balanced Approach, Thompson. 143-150.  

Andraski, Joseph C. and Jack Haedicke.  “CPFR: Time for the Breakthrough?”.  Supply Chain Management Review, May/June 2003.

Cases: Dell Inc: Improving Flexibility of the Desktop PC Supply Chain & The Great Inventory Correction
Presentations: Sport Obermeyer
Social Component: Further expands on the power of supply chain partners working together towards common goals, integrating processes, and sharing information.
Session #7: Distribution Strategies

Readings:

SKS Chapter 7

Culbertson, Scott, Ike Harris, and Steve Radosevich (2005), “Synchronization HP Style,” Supply Chain Management Review, March, 24-31.  

Visatek, Kate L., Karl B. Manrodt, and Mark Kelly (2003), “Solving the Supply-Demand Mismatch,” Supply Chain Management Review, (Sept/Oct), 58-64.  

Presentations: Amazon.com: European Distribution Strategy

Session #8: Strategic Alliances

Readings:

SKS Chapter 8

Lapide, Larry (2005), "An S&OP Maturity Model," Journal of Business Forecasting, 15-28.
Bower, Patrick (2005), "12 Most Common Threats to Sales and Operations Planning," Journal of Business Forecasting, 4-14.

Cases: Kimberly Clark; Audio Duplication Services, Inc; &  The Smith Group 

Presentations: Barilla SpA 

Social Component: How to create stakeholder alliances in the supply chain; framework for deciding which processes & services should be bought, outsourced, and partnered.
Session #9: Procurement And Outsourcing Strategies

Readings:

SKS Chapter 9

Kelleher, Kevin (2004), “66,207,897 Bottle of Beer on the Wall,” Business 2.0, January/February, 47-49.

Enright, Michael.  “Buyer- Supplier Relationships”.  Harvard Business Review 2003.

Presentations: Zara & Solectron
Social Component: In-depth look at outsourcing issues.
Session #10: Global Logistics And Risk Management & Coordinated Product And Supply Chain Design

Readings:

SKS Chapter 10 & 11

Reeve, James M. and Mandyam M Srinivasan.  “Which Supply Chain Design is Right for You?”  Supply Chain Management Review, May/June 2005.

Cohen, Shoshanah A., Susan Kulp, and Taylor Randall.  “Motivating Supply Chain Behavior: The Right Incentives Can Make All the Difference”.  Supply Chain Management Review.  May/June 2007.

Berinato, Scott.  “What Went Wrong at Cisco in 2001”.  CIO, August 1, 2001.

Cases: Wal-Mart, HP: DeskJet Printer Supply Chain, & HP: Network Printer Design

Session #11: Customer Value, Smart Pricing

Readings:

SKS Chapter 12 and 13

Slone, Reuben E.  John T. Mentzer, and J. Paul Dittmann.  “Are You the Weakest Link in Your Company’s Supply Chain?”  Harvard Business Review, September 2007.

Cases: Made to Measure, Starbucks, & The Great Rebate Runaround 

Session #12: Information Technology And Business Processes, Technology Standards

Readings:

SKS Chapter 14 and 15

Chopra, Sunil, and Manmohan S. Sodhi (2007), “In Search of RFID’s Sweet Spot: Electronic Tagging Can Be Worth the Investment,” The Wall Street Journal, March 3, R7.  

Rutner, Stephen, Matthew A. Waller, and John T. Mentzer.  “A Practical Look at RFID”.  Supply Chain Management Review.  January/February 2004.

“End of Cheap Oil”

Cases: Supply Chain Whirl, 7-Eleven, S&OP Evolution at Adtran, & Pacorini

Session #13: Final Project / Presentations
A complete course syllabus is available on request
