LOYOLA UNIVERSITY CHICAGO

SCHOOL OF BUSINESS ADMINISTRATION

MARK 567: CUSTOMER RELATIONSHIP MANAGEMENT

Dr. Linda Tuncay                                                    

Spring 2008, Wednesdays, 6pm

Office Hours: Mondays and Wednesdays 2:30-5:30pm, and by appointment

Office: Maguire 442

Office phone:  312-915-6134

E-mail: Ltuncay@luc.edu

Required Course Materials: 

Harvard Business Case Packet available at Loyola bookstore

Selected articles available on-line through university library
Course Goals: 
Customer Relationship Management is at the forefront of marketing theory and practice as companies increasingly shift their emphasis on a focus on the customer. Although it has its roots in technology, CRM has evolved into a business philosophy and involves not only the traditional focus of acquiring customers, but maintaining a relationship with profitable customers. This course will provide a thorough understanding of several aspects of CRM including customer satisfaction, customer loyalty, maximizing lifetime customer value, as well as the pitfalls and problems in implementing a CRM strategy.  
My Teaching Philosophy:

As your professor for Customer Relationship Management, I am fortunate to be able to engage in the learning process with you. As my students, you are my partners in this learning process. My goals are two fold: to help you to master the subject matter and to aid you in developing the skills necessary to succeed in the workforce. This involves developing your critical thinking, problem solving, and teamwork skills. Learning is not a spectator sport; therefore I employ active learning techniques. I expect that you will be an active participant in this learning process by asking questions, adding insightful comments to class discussions, and bringing an overall enthusiastic attitude to class. Mutual respect is important to any partnership, and thus, just as I will respect your ideas and time in class, I expect respect from you as your professor. This includes conducting yourself in a professional manner and coming to class on time. Most importantly, learning is fun and I hope to create a class atmosphere that you not only enjoy, but one that will provide you with the skills and knowledge for to be a successful manager in the workplace.  
MARK 567 Course Schedule (Note: This Schedule is Subject to Change.) 

DATE



TOPIC



READINGS/ASSN.










(DUE THAT DAY)

2/27
Introduction: What is CRM?

Boulding, Staelin, Ehret, 
& Johnston (2005) 

Winer (2001)
 


Final Projects 

Handed Out

3/12



Customer Satisfaction,

Meyer and Schwager (2007) 




Customer Experience Mgmt

Xerox Case
 
3/19

Customer Loyalty

 
Jones and Sasser (1995)
Nunes & Dreze (2006)
Hilton HHonors Case 
3/26
Customer Lifetime Value 

Customer Lifetime Value 
Paper (in packet)




4/2



MIDTERM QUIZ



4/9
eCRM & Web 2.0

Guest Speaker: Blagica Stefanovski, 
Founder of BSolutions

4/16



Corporate Change, Technology
Rigby & Ledingham (2004) 




and Implementation


Carnival Case
4/23



Customer Privacy & Ethics

Fletcher (2003)





Guest Speaker: Matt Wise, 

Harrah’s Case






CEO Q Interactive 

4/30



CRM Pitfalls
 


Rigby, Reicheld, Schefter 









(2002)
CRM Trends Guest Panel

White Papers Due



5/7



Final Presentations


Peer Evaluations Due
. 

Evaluation:

1. HBR Cases (3 @ 10 % each)


30%

2. Participation:




20%






3. Midterm Quiz:                       

 
20%

4. White Papers (30% of your grade, as follows):

Final Draft 
 



20%  

Final presentation       

             
10%

Total:  

                                                
100%

Grading Scale:

Grades will be assigned using the +/- system. The following is the grading scale for this course:

94-100: A

90-93 A-

87-89 B+

84-86 B

80-83 B-

77-79 C+

74-76 C

70-73 C-

(etc. for D; I do not give F+ or F-).

Course Policies 
	1.
	Attendance and punctuality are expected. Class participation will be computed as part of your overall course grade. Participation is not possible unless you are present, though attendance does not translate into participation. 

	2.
	If you miss class for any reason, you are responsible for obtaining class notes and/or class announcements from one of your fellow classmates.

	3.
	It is expected that all assigned materials have read prior to class. You will be called on to answer questions, give examples, and explain items covered in the textbook and other assignments. If the assigned materials have not been read, you will not be able to answer the questions. This may result in your participation grade being lowered.

	4.
	All cases and assignments must be typed, double-spaced, 12-point font, 1 inch margins with headings, unless otherwise specified.


	5.
	Cheating will not be tolerated. Note: If you and/or a fellow student are found to be turning in the same material, both of you will receive the same punishment, deemed suitable by me depending on what happens. Those persons whose work is copied are responsible for protecting their work. Do not send students in this class your assignments. You are expected to aware of and adhere to the University’s policies on academic honesty, cheating and other ethical considerations. The following are excerpts of the university’s policies. Please refer to the academic integrity policies of the university for further information. Students of this university are called upon to know, to respect, and to practice this standard of personal honesty. Plagiarism is a serious form of violation of this standard. Plagiarism is the appropriation for gain of ideas, language, or work of another without sufficient public acknowledgement and appropriate citation that the material is not one's own. Submitting as one's own: (1) Material copied from a published source: print, internet, CD-ROM, audio, video, etc. (2) Another person's unpublished work or examination material. (3) Allowing another or paying another to write or research a paper for one's own benefit. (4) Purchasing, acquiring, and using for course credit a pre-written paper. Academic cheating is another serious act that violates academic integrity. Obtaining, distributing, or communicating examination materials prior to the scheduled examination without the consent of the teacher; providing information to or obtaining information from another student during the examination; attempting to change answers after the examination has been submitted; and falsifying medical or other documents to petition for excused absences all are violations of the integrity and honesty standards of the examination process. Information taken from: www.luc.edu/academics/catalog/undergrad/reg_academicintegrity.shtml

	6.
	If you do not understand any of the requirements of this class, it is your responsibility to contact me in order to clarify your questions.

	7.
	You may not make audio or visual reproductions of any class session without the written permission of the professor.

	8.
	On occasion, additional material will be assigned and/or distributed in class. 

	9.
	Please conduct yourself in a professional manner. This means showing up to class on time. Please turn your cell phones off when coming to class, and do not answer them if they should ring. Side conversations during lectures and class discussions will not be tolerated. If I feel like you have violated these rules, you will be asked to leave and you will lose your participation points for that day.

	10.
	Only those students enrolled in this class are allowed to attend.

	11.
	All students will not automatically earn the same grade for the white paper. Occasionally, grades are adjusted upward or downward if there is substantial evidence that indicates a student has done more than his or her fair share of work. The professor reserves sole right to determine whether grades are adjusted. 

	12.
	You MUST take the quizzes/exams during the regularly scheduled times unless prior arrangements have been made in writing. Attendance at the final presentation attendance is also mandatory. Anyone missing the exam or presentation will lose that percentage of his/her grade unless s/he is involved in a documented emergency. 

	13.
	Important course announcements (e.g., changes in the syllabus, extra credit opportunities, etc.) and various suggestions and hints will be posted to blackboard or sent via email. Please check your e-mail regularly; I am not responsible if your box is full and you can’t receive incoming mail. 

	14.
	Final course grades are final. I will not change a final grade unless an error was made in calculation. If you feel you are not making satisfactory progress towards earning the grade you desire, you should see me during office hours during the quarter. If you have specific questions regarding how an assignment, exam, project or participation points were graded, you may be asked to provide a brief written document indicating your question and rationale for inquiry. I will respond to this document promptly.

	15.
	Absolutely no late work will be accepted. If you know you must miss a class, you may always turn an assignment in early. Slide it under my office door so I get it before class (it will NOT count if I receive it after). I will accept EARLY work on Blackboard or via email, but it’s your responsibility to follow up and make sure I have received it on time. 




Course Requirements:

Cases (30%): You are required to hand in a written analysis of three (out of the four) cases to be discussed in class. This two-page (max) analysis should reflect an understanding of the principles discussed in class, as well as what you have learned from the text. For each case, I will assign questions that should be addressed in your write-up. Your papers should be stapled, double spaced in 12-point font with one inch margins and written in a clear and concise manner. If there is more than one question assigned, please indicate through subheadings what question you are answering. These assignments will allow you to enhance your ability to critically and creatively analyze a marketing phenomenon. If you do not hand in a written analysis, you are still expected to read and contribute to the case discussion.
Class Participation (20%): I expect your active participation in class. First, you must be prepared to add to the class discussion through insightful comments, as well as participate in class exercises. I seek to provide a class atmosphere where everyone feels comfortable asking questions and discussing current business events. Your opinions and ideas are always welcome, as long as you express them in a professional manner. However, please note that it is not the quantity of your comments, but the quality that adds to your participation grade. Interactive classes filled with enthusiastic student participation is both more interesting and fun, therefore, it is critical that the class move beyond strictly a lecture-style atmosphere. Please keep in mind, you can not participate, unless you attend class. You will be expected to attend every class session on time. Absence from class does not exempt you from being responsible for the material covered in class or the class announcements. Therefore, it is your responsibility to contact one of your classmates to see what you missed during class. 
Midterm Quiz (20%): A midterm quiz will be given midway through the quarter to assess your ability to demonstrate the application of what you have learned. The quiz will move beyond simple definitions and require you to thoughtfully apply the theories and knowledge you have gained from the class. No makeup quizzes will be given unless there is a documented emergency.
White Paper & Presentation (30%): The final project will consist of a white paper and a final presentation due at the end of the term. You will be allowed to work with two other students on the final project. Understanding a real-world CRM initiative is the best way to develop an understanding of the successes and pitfalls that companies encounter in the marketplace. The grade will be broken down into 20% for the final draft and 10% for the final presentation. Your white paper will serve as your final exam and is due no later than April 30th. Final presentations should be on PowerPoint. All team members are expected to present. It is your responsibility to bring backup materials in case you encounter technical difficulties the day of your presentation. 

