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Essential Reading:

HOW SHE DOES IT by Margaret Heffernan. Please be aware that the course will include discussion of companies in this book.
The following books are recommended because they are authentic, interesting or just plain fun. They are not required reading but you may you will know more if you read them. 
· Crossing the Chasm by Geoffrey Moore
· Against the Odds by James Dyson
· Inside the Tornado by Geoffrey Moore
· The Pampered Chef by Doris Christopher
· Business as Unusual by Anita Roddick 
Course Description:

This course aims to outline the major growth stages that entrepreneurial organizations go through, to identify characteristic challenges and opportunities, and to prepare students for the specific personal and professional challenges which working for, or running, such an organization will pose. The high growth phase of entrepreneurial organizations is exhilarating, exhausting, frightening and thrilling. While growth is a sign of success, if it isn’t managed well, it can destroy a promising firm. Therefore this course will look at what is needed to sustain growth, what pitfalls can characterize this stage and what personal and professional skills are demanded of employees and leaders. In particular, our course will look at the following issues:

· Hiring for skills and attitude

· Product planning and the challenge of continual innovation

· Market awareness

· Finance: Funding, equity and debt as it relates to all stakeholders

· Exit strategies and their impact on planning

· Why companies fail

· Personal demands on entrepreneurs

· Getting to The Next Stage: how companies mature (or don’t)

Course Objectives:



To provide formal training and education to serve  an entrepreneurial executive in an established growth oriented firm where she can create her own vision, new product or service and implement her idea fashioned in her own style.



In many cases, entrepreneurs/managers have their plans only in their minds. It is often believed that this conceptual plan or vision is enough to see the organization through to ultimate success. But growth makes new demands on people and processes. When must the strategy be cleaved to, despite market turbulence? When should the strategy change? When do the processes and people need to change in order to support the strategy? What is the difference between being responsive and reactive? How do you stay in touch with the market? Do you ever really know what is really going on?

Additional objectives to be achieved include:

· The realization by the student of the intricacies, complexities and amount of effort required to manage a second stage company.

· Acquiring the skills to solve management challenges and problems in emerging firms.

· Analyzing management problems in growing ventures.

· Developing a basic understanding of expansion and exit strategies.

SCHEDULE 

PART ONE: September 11 – 13

PRELIMINARY WORK: Before the course starts, I am expecting that all students will have done the following:

1. Set up practicum

2. Read HOW SHE DOES IT

3. Done private research into two growing entrepreneurial businesses: Chipotle Mexican Grill (which is now a public company) and Lisa’s Daughter (which is still private.) I will be discussing these two companies in some depth but it will be important for you to have done online research into them and to have visited a store and/or investigated their business, products and formed an idea of their strategy. 

4. Done some private research into Dancing Deer, Trish Karter’s cookie company. 
	SEPT 11
	

	9 – 12

1 - 330

4 - 5

6 – 8pm
	PRACTICUM OVERVIEWS:Each student presents an outline of their practicum company and what they hope to learn from their time with it.

ENTREPRENEURIAL LIFE CYCLES – with emphasis on growth post-launch:

Initial growth, rapid growth and continuous growth. What these are, what the priorities and threats of each stage are.

IDEA TEST 1. There is a catechism to use when evaluating new ideas. Each day, students bring ideas and we walk them through the catechism. The aim of this exercise is: (1) get used to generating ideas all the time. Every idea isn’t a company; it may just be a product enhancement (2) get used to evaluating ideas.

TRISH KARTER: The personal and professional challenges of managing growth. Trish runs Dancing Deer, whose cookies you may be familiar with. She’s going to share with us the real challenges and delights of running a growing company.

	SEPT 12
	

	9 – 10
	WHAT IS THE MARKET TELLING US? I want to hear from you what trends you are gleaning from stores, magazines, gossip. This is not about generating ideas for companies; it is about developing antennae. What do you notice that will impact their Practicum company? Their business plan company? If it’s a threat – how do you turn it into an opportunity?

	1030-12
	PRODUCT PLANNING. How do companies develop products? Incrementalism vs Great Leap Forward. Embedded teams vs attenuated teams. Managing cross-disciplinary teams. Seeing into the future. Myths of innovation

	1 – 2
	CHIPOTLE GRILL: What works, what doesn’t?

	230 – 4
	FUNDING, EQUITY AND DEBT: what to use when. How options work. How to evaluate them (as an employee) and how to use them (as an employer)

	4 – 6
	One on ones with students 

	
	

	SEPT 13
	

	9 – 10
	CAROL’S DAUGHTER: What works, what doesn’t

	1030-11
	IDEA TEST

	11 – 12
	THE 5 YEAR PLAN How to start evaluating your Practicum companies

	1 - 2
	HIRING EXERCISE. Every business plan will need to have had a hiring schedule in it. This is a role play exercise around interviewing. How do you know what to look for? How do you know if you’ve found it? 

	230-4
	FIRING EXERCISE. What to do when you goofed. 

	5 – 6
	One on Ones


Deliverables in Part One are:

· Ideas for evaluation. Emphasis is on quantity: getting in the habit of having ideas 

· Market information. Emphasis is on breadth of data and pattern recognition. 


· Research. Getting into the habit of evaluating high growth companies that are all around you
PART TWO: CONFERENCE CALLS SEPTEMBER 24 – OCTOBER 22

We will be using Skype conference calling for these calls, so it will be important for you to:

1) install Skype

2) find a place where you can conduct these calls in private

These calls are designed to surface and explore issues that arise within high growth firms generally, and your practicum companies specifically. You should have thought about how they apply to the companies you know. Participation in these calls is considered part of class participation and, as a consequence, will be part of your final grade.

You are asked to post an update on your practicum project and responses to questions posted by the conference call topics by 9pm on the Monday preceding the call. Each conference call will run for 90 minutes.

	SEPT 24

Noon
	Competition: What does it tell you and what do you tell it? How does competition provide you with information about your market and your customers – and how seriously should you allow it to impact your strategy?

	OCT 1

Noon
	Collective Wisdom: Where does good advice come from? No company or business leader works alone, and teams are smarter than individuals. But how do you know who to believe? Which advisors are trusted – and why? How widely should you seek for advice?

	OCT 15

Noon
	The CEO and the Management Team: What works, what doesn’t? How flat can or should the organization be? What are the pros and cons of different management structures that you have seen? 

	OCT 22

Noon
	Living in 2 Time Zones: The Present and the Future. Strategy vs tactics: what is most important when? The job of a CEO is to look ahead but also to check that internally everything is working. How are these two demands balanced? What are the dangers in focusing on any one exclusively? 


VIRTUAL OFFICE HOURS

In addition to the conference calls, I will be available to students for one hour preceding the conference calls. To ensure that I’m available to you, you should book the time with me via email. Other times may also be available by prior arrangement. 

PART THREE:

	NOV 13
	

	9 - 10
	What has the market been telling us?

	10 – 12
	LEADERSHIP DEMANDS OF GROWTH. Evolving company structures.

	1 – 4
	PRACTICUM Presentations

	4 - 6
	One on Ones

	
	

	NOV 14
	

	9 – 11
	LAUNCHING A BUSINESS: How do you know when you’re ready?

	11 – 12
	IDEA TEST: Opportunities you have spotted for your Practicum companies. 

	1 – 3 
	PRACTICUM Presentations

	3 – 5
	EXIT STRATEGIES and HOW COMPANIES DIE

	6-9
	Practicum Celebration – to be confirmed

	NOV 15
	

	9 – 11
	One on Ones

	11 – 1
	HOW COMPANIES FAIL. Students must come armed with examples. Only one of these can be a publicly-traded company.

	2  – 330
	INVESTMENT Decisions: In which of the Practicum companies would you invest? Why? How much? Expecting what return?

	4 - 5
	CHARACTERISTICS OF ENTREPRENEURS – What kind of entrepreneur do you now think you are?

	5 – 6
	WHAT IS THE MARKET TELLING YOU: Chipotle Grill, Carol’s Daughter and the shape of things to come


Deliverables in Part Two are;

· Practicum Presentation: thoughtful analysis of where the company is today, the challenges it faces and the opportunities it might exploit

· Ideas for evaluation. Emphasis is on quantity: getting in the habit of having ideas 

· Market information. Emphasis is on breadth of data and pattern recognition.

· Five year plan. On the basis of the practicum, a business model for the company will be required. This should be both a business model (spreadsheet) and a narrative account that includes:
· Gating factors: what will stall growth?

· What will competition do?

· Environmental factors: how will the market change?

· Stress modelling: if high growth, how is churn impacted?

· Exit strategies (or why there isn’t one)

· Organizational change
In this five year plan, you must make decisions, recommendations and assumptions which will result either in the success of the business or its closure. It will not be sufficient to describe current conditions. You must make strategic choices and model how they play out. If this were your company, what would you do?
Please note that the due date for this last deliverable is DECEMBER 1.
GRADING CRITERIA

PARTICIPATION (50%)

The success of this course depends on your participation within our class sessions and our conference calls.  The more you participate, the more valuable the course will be for all of us.    The evaluation of your participation will be evaluated using these criteria:

· When questions or cases were presented to the class, how active was your participation? How broad a frame of reference could you call upon?

· When you answered questions or commented on reading-related or discussion-related material in class or in conference calls, how accurately did you use concepts or cases previously discussed?

· When you asked questions or commented on reading-related or discussion-related material in class or in conference calls, how creative (as opposed to redundant or repetitive) was your thinking? Could you talk about more than one, publicly traded company?

· When you were asked to address entrepreneurial problems, how specific, innovative and practical were your suggested remedies?

· When you criticized others' ideas (including the instructor's), how constructively (as opposed to destructively) did you state your criticism?

FIVE YEAR PLAN (50%)

The reason for asking you to develop a five year plan is that it forces you to think about how the company will survive and flourish in an uncertain market. No entrepreneur knows what the next five years will hold and the goal of the plan is not to pretend that you do. The goal of the plan is to outline an informed, realistic and implementable plan that will allow the company to (a) survive (b) grow and (c) become valuable the marketplace, so that it is in a position either to be bought or to go public. 
The five year plan will test your ability to research your Practicum company, to understand how it operates both strategically, tactically and operationally, and to be able to anticipate what challenges it will encounter and the resources that it will need to survive these.

It is possible – but obviously not desirable – that your five year plan cannot find a survival strategy for your practicum company. If so, you will need to demonstrate that there is no alternative to failure and to outline a plan for minimizing damage and risk at as early a stage as is realistic. 

If your practicum is with a business unit within a larger entity, we will need to discuss whether it is feasible to do a five year plan for that unit alone. 

Emphasis in grading will be placed on: realism, creative strategic thinking, company comparables and a demonstrable ability to understand contingencies and dependencies. Each Five Year Plan should contain both a spreadsheet model of the period, together with a narrative that outlines risks, assumptions and requirements.
Determining the Final Grade:
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GRADUATE PROGRAM HONOR CODE:

The relationship between instructors and students requires cooperation and trust in maintaining the ideals and spirit of an honor code.  Academic and community violations will be handled by the GSM and/or referred to the Simmons College Honor Board.  The following are the major academic violations of the honor code:

CHEATING:  This includes copying others’ work, collaborating without authorization, using cribnotes or other unauthorized source materials during examinations, accessing and using others’ computer files without authorization, and violations other specific regulations of the instructor.

PLAGIARIZING:  This is defined as intentionally or unintentionally using someone else’s work, works, thoughts, or ideas without giving proper credit.  When a source is not cited, it is assumed that the works, work, thoughts, or ideas are the sole product of the author, i.e., the student.  Plagiarizing includes handing in as one’s own work a paper on which a student has received extensive aid with substance and/or structure without acknowledging that help, as well as using one paper for more than one course without authorization to do so.  Material used from outside readings, reference, or the like, must be noted by using footnotes, endnotes, or whatever notation devices are appropriate for the field of study.  Direct quotations must be differentiated from the text by using quotation marks or using single-space indentation.

Integrity and honesty in the performance of all assignments and examinations both in the classroom and outside are essential.  A student who cheats or submits work which is not her own violates the principle of high standards and jeopardizes her right to continue in the Simmons MBA Program.

Citing Sources:

All sources used in the preparation of assignments should be clearly identified.  Please use either the APA or the MLA formats presented in Parts 3-4 of your MCC handbook (Ann Raimes, Keys for Writers, 2nd ed. (Boston:  Houghton Mifflin Company, 1999)). 

There are two components to the identification process.  First, you should include a list at the end of your paper of all sources you have used.  In addition, all quotes and paraphrases should be clearly attributed, using either an in-text, endnote, or footnote format. 

Please pay particular attention to the formats for identifying Internet sources. 

Students Needing Special Accommodation:

Reasonable accommodations will be provided for students with documented physical, sensory, systemic, cognitive, learning, and psychiatric disabilities.  If you have a disability and anticipate that you will need a reasonable accommodation in this class, it is important that you contact the Academic Support Center early in the semester.  Call x. 2474, or stop by the center in the Palace Road building, Suite 304A.  Students with disabilities receiving accommodations are also encouraged to contact their instructor within the first week or two of the semester to discuss their individual needs for accommodations.

SOM Mission

The mission of the Simmons School of Management is to educate women for power and principled leadership. We are committed to the advancement of knowledge and practice in management through excellence in education and research. Our academic programs offer rigorous, applied, management education designed for women. We focus on leadership, and our programs integrate the strategic, functional, and behavioral aspects of management. SOM students gain the knowledge, analytical skills, and confidence that they need to manage successfully in dynamic and global environments. We are invested in our students’ success and support them as they launch, advance, and change their careers. 

We value: 

· Management education that is strategic, rigorous, and experience-based. 

· Decision-making that is underpinned by critical thinking and analytical skills. 

· Problem-solving capability in complex environments under uncertain conditions. 

· Thought leadership and cutting-edge practice in analyzing, understanding, and addressing gender and diversity dynamics in organizations. 

· Ethical and socially responsible management practices that enhance both the performance of organizations and the welfare of society. 

· Innovation, change leadership, and entrepreneurship in the for-profit, not-for-profit, and governmental sectors. 

· Faculty excellence in teaching and the thoughtful integration of research and teaching. 

· The diversity of our students and the value that diversity brings to improving effectiveness in both the classroom and the organization. 

· Continuous improvement of teaching and the learning experience in response to a changing environment. 

· A dynamic and committed community of faculty and staff 

· A vibrant network of students, alumnae, employers, and partners as critical resource for individuals and for the School. 
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