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COURSE PERSPECTIVE

This case course explores the dimensions of successful service firms.  It prepares students for enlightened management and suggests creative entrepreneurial opportunities.  Outstanding service organizations are managed differently than their "merely good" competitors.  Actions are based on totally different assumptions about the way success is achieved.  The results show not only in terms of conventional measures of performance but also in the enthusiasm of the employees and quality of customer satisfaction.  Beginning with the service encounter, service managers must blend marketing, technology, people, and information to achieve a distinctive competitive advantage.

This seminar will study service management from an integrated viewpoint with a focus on customer satisfaction.  The material will integrate operations, marketing, strategy, information technology and organizational issues.

Finally, because the service sector is the fastest-growing sector of the economy, this course is intended to help students discover entrepreneurial opportunities.

COURSE OBJECTIVES

(1)
To study "breakthrough" services in order to understand the operations of successful service firms that can be benchmarks for future management practice.

(2)
To develop an understanding of the "state of the art" of service management thinking. 

(3)
To develop an awareness of the opportunities that information technology can have for enhancing service firms competitiveness.

(4)
To appreciate the organizational significance of managing the service encounter to achieve internal and external customer satisfaction. 

(5)
To understand the dimensions of service growth and expansion both domestically and internationally. 

(6)
To gain an appreciation of the complexities associated with implementing change.

(7)
To appreciate the entrepreneurial opportunities in services.

ATTAINING THE COURSE OBJECTIVES

To pursue the course objectives most effectively you will be asked to accomplish the following:

(1)
Prepare and discuss cases and readings with my group and as class participant, submit a one page case summaries for each case and write a Two-Minute paper when prompted (35%).

(2)
Conduct a Group Project on a service business of your choice in teams of 5 (30%).          NOTE that I must approve of your project in advance. (See dates below)

(3)
Final Exam, Individual work, Take-Home Case Write-up (35%).

CASE METHOD

The case method is used throughout the course.  Study questions on each assigned case are listed immediately following a brief description of the case in the Detailed Course Outline below.  These questions should serve as a starting point with additional insights being welcomed.  All class members are expected to have read the case and reflected upon the assigned questions.  Furthermore, class members are encouraged to apply concepts from the assigned readings to their analysis of the case.  Each student is to prepare a one-page bullet summary of each assigned case (ten total).  These summaries are due at the beginning of each class.  NO EMAIL ACCEPTED!
Active participation is expected throughout the entire class with thoughtful contributions to advance the quality of the discussion.  Please note that the frequency (i.e., the quantity) of your interventions in class is not a key criterion for effective class participation.  The classroom should be considered a laboratory in which you can test your ability to convince your peers of the correctness of your approach to complex problems and of your ability to achieve the desired results through the use of that approach.  Criteria that are useful in measuring effective class participation include:

(1)
Is the participant a good listener?

(2)
Are the points that are made relevant to the discussion? Are they linked to the comments of others?

(3) 
Do comments show evidence of applying the concepts from the readings to the analysis of the case?

(4)
Is there willingness to test new ideas, or are all comments "safe"                  (e.g., repetition of case facts without analysis and conclusions?)

(5)
Do comments clarify or build upon the important aspects of earlier comments and lead to a clearer statement of the concepts being covered and the problems being addressed?

An important element of this class is teamwork.  You are to form your own team of no more than 5 students.  Each team will be responsible for leading at least two case discussions and preparing two written case assignments.  To ensure spirited class discussion, we will create a safety mechanism of active class participation. 

WRITTEN ANALYSIS OF CASES

By the end of the second day your team will need to select two cases for written analysis during the course.  The analysis will address the case questions and be limited to five pages, printed double-spaced, plus exhibits.  I will be evaluating your papers using the attached “grading” sheet with particular attention being paid to your application of course reading material and concepts to the case analysis.  The assigned questions for a case are shown in the detailed course outline following the case description.  At a minimum these questions must be addressed in the written analysis with creative thinking beyond these issues being rewarded.  Written papers are due at the beginning of class.
(1)
Papers should be printed, double-spaced, with normal margins.  The name of the case should be on the first page of the text with your names, date, and course number.  An executive summary is not required nor expected.

(2)
The page limit for each paper is five pages of text, plus exhibits.  Note that these are maximum limits.  Papers should be concise and coherent.

(3)
Exhibits should contain specific types of analyses (application of a framework, table of comparisons, cost analysis, competitive features, etc.) and information (web page of firm) that supports and is relevant, but would be too detailed for the body of the paper.

(4)
Please proofread/spell check your paper before turning it in.  Papers for this course should be of the same quality that you would provide to the management of the business.

FACILITATING CASE DISCUSSION

By the end of the second day your team will need to select two cases for your team to lead the class in its analysis.  Facilitating a case discussion is not presenting a complete analysis of the case but rather leading the class in the case analysis.  This requires the team to stimulate interest and draw out insights and ideas from the class creating active participation of class members who are expected to have read the case and thought about the assigned questions.  Often the case discussion begins with a brief overview of the firm.  Discussions of the assigned questions are facilitated using an outline or bullet form with inputs provided by the students.  As a group we will try to build a complete analysis of the situation and address the problems arising in the case applying the framework presented in the readings for the session.  At the conclusion of the case discussion, the instructor will summarize the take-a ways for the case analysis. 

Criteria for measuring the effectiveness of leading a case discussion include:

a)
Ability to stimulate interest among your classmates. 

b)
Ability to relate the concepts from the readings to the issues in the specific situation.

c)
How well the discussion generated insights and ideas from the participants.

d)
How effectively the team led the discussion. 

e)
Was the analysis complete?

GROUP PROJECT

Each group will conduct a service project consisting of a Walk-through-Audit. A project proposal is due for approval by September 16th with a first draft of your survey to be submitted by October 14th.  A presentation of the project will be made during the class (see schedule for details).  A project report of five pages or less plus exhibits will be due on the day your group makes its presentation. 

The Walk-through-Audit (WtA) Project involves the selection of a service in which you prepare an audit questionnaire used by management to evaluate the service from the perspective of a customer  (an example WtA can be found on pages 432-435 in the text).  A copy of the audit questionnaire, statistical analysis of the responses, and analysis of the gaps between management's perceptions and customer responses is expected in the report.

Walk-Through-Audit Checklist

1. Select service firm and get permission of management

2. Prepare a first draft of the audit questionnaire

3. Conduct audit (survey customers and managers)

4. Analysis of perception gaps between customers and managers

5. Prepare recommendations and present to management

Class Behavior - Group and Individual Norms

Because every faculty member has somewhat different expectations as to class behavior and individual norms, I'd like to outline a few of mine at the outset.

(1)
If you do miss a class, please find out from a classmate what additional assignments might have been made, and what handouts you may have missed.

(2)
To help us all become acquainted as quickly as possible, please bring your name card to class. During the third class, I will distribute a seating chart and ask you to use the same seat for the remainder of the class. Team members may wish to sit together.

(3)
Preparation of the case and thinking about the assigned questions before class is essential for a stimulating and rewarding class experience. 

(4)
For purposes of general class preparation, group work is strongly encouraged.

(5)
Class time is a perishable commodity, please be considerate by not arriving late for class.  We will start and end promptly as scheduled.

(6)
Group work can at times be difficult.  Each member of the team will evaluate their own as well as their teammate’s participation in their group’s efforts.  All teams are to meet and develop an objective set of behavioral norms for what is expected out of each member of the team.  This document forms the contract between you and your teammates and it is to be turned in to me no later than August 26th.  The instructor will determine the individual team member’s portion of the group project based on these evaluations.  The evaluation group evaluation form is attached including an example as to how the scaling system is used to determine the individual grade based on the evaluations received.

PREREQUISITES

MGT 6350 Operations Management (or equivalent).

Grading

Your course grade will be based on the following team and individual activities and weights:

Class Participation (*)
35% 




Course Grades
Group Project

30%




90 – 100% 

“A”

Final Exam

35%




80 – 89% 

“B”

Total 


100%




70 – 79%

“C”








60 – 69%

“D”









Less than 60%
“F”

*NOTE- “Class Participation” includes One-Page Case Summaries, Two-Minute Papers, Group Case Write-ups and Group Case Discussion Lead activities as well as general class participation and citizenship.

ATTENDANCE
Class attendance and participation are direct factors in determining the course grade.  There is a NO MAKEUP policy for all work described in this syllabus.  Points can be earned only by your presence in class for 35% of your grade.  If Georgia Institute of Technology is closed for any reason on a scheduled class day, you should be prepared to adjust the schedule accordingly including taking an exam during that next class session.  In the next class meeting, the instructor will provide direction as to potential changes in course.  (Also check the class web site for changes)

CLASS WEB PAGE
My webpage will be your source for the lectures (PowerPoint slides, etc), participation grade results and any extra articles,etc that we do in the class.  My web site is:

http://rburgess.faculty.gatech.edu/courses/RHB_CLASSES.htm .

A password is required to access the web site above.  The Username is “student”, and the password is “download” {all small alpha characters}.

NOTE: Click through “CLICK HERE FOR CLASSES” link to find MGT 6357.

Course Materials

1. Fitzsimmons, James A., and Mona J. Fitzsimmons, Service Management: Operations, Strategy, and Information Technology, 4th Ed., Irwin/McGraw-Hill, 2004. 


(Abbreviated “Fitz” hereafter)

2. Readings Package, which includes all 10 Harvard Business School cases and 8 Harvard Business Review readings used in this course, available from Student Society.

NOTE

1. The course syllabus provides a general plan for the course; deviations may be necessary.

2. Students are responsible for the information contained in the Academic Honesty policies found at http://www.honor.gatech.edu/. 

DETAILED COURSE OUTLINE

MODULE 1: SERVICES AND THE ECONOMY
Session #1 (8/17/2004): SERVICE IN THE ECONOMY

Textbook Readings: Fitz, Ch. 1, "The Role of Services in an Economy"

Discussion Questions:

1. What is a service?

2. Is it possible for an economy to be based entirely on services?

3. How do service firms differ from manufacturing firms and what are the implications for managers?

4. Speculate on the nature of the society that is evolving from post industrialization?

Task Due: FORM TEAMS and SELECT CASES

Session #2 (8/19/2004): THE NATURE OF SERVICES

Textbook Readings: Fitz, Ch. 2, "The Nature of Services"

Reading01: " Lessons in the Service Sector", James L. Heskett, Harvard Business Review, March-April 1987, 118-129. (HBR 87206)

MODULE 2: CREATING BREAKTHROUGH SERVICES 

Sessions # 3 (8/24/2004): DEVELOPING A VISION OF THE BUSINESS

Case01: Southwest Airlines (A) 9-575-060

Southwest Airlines is a small intrastate Texas airline, operating commuter length routes between Dallas (Love Field), Houston, and San Antonio. In June 1971 having overcome legal hurdles raised by entrenched Braniff and Texas International, Southwest inaugurates service with a massive promotional campaign and many innovations designed to attract passengers. On February 1, 1973 Southwest must decide how to respond to Braniff's "Half Price Sale".

Assignment Questions:

1. How well were Braniff and TI satisfying customer needs in early 1971? In January 1973? 

2. Describe Southwest's "Strategic Service Vision" both internal and external. Has Southwest created a breakthrough service? 

3. How does the elements of Southwest's "service package" support their competitive strategy? 

4. What action should Southwest take in response to Braniff's announcement of a 60-day, half-price sale on the Dallas-Houston (Hobby) service?

Session #4 (8/26/2004): BUILDING CUSTOMER LOYALTY

Reading02: "Zero Defections: Quality Comes to Service," Frederick F. Reichheld and W. Earl Sasser, Jr., Harvard Business Review, Sept.-Oct. 1990, 105-111. (90508)

Task Due: Group Norms Document from each team.

Session #5 (8/31/2004): BUILDING CUSTOMER LOYALTY, continued

Case02: Ritz Carlton: Using Information Systems to Better Serve the Customer 9-395-064

Ritz-Carlton, a Malcolm Baldrige National Quality Award winner, relies on two information systems to promote customer loyalty: COVIA to handle centralized reservations and Encore, a local system that keeps track of guest preferences. 

Assignment Questions:

1. What objectives was Ritz Carlton pursuing in developing the customer information systems described in the case? 
 How effective have these systems been in meeting their objectives?

2. What might Ritz Carlton do to further exploit the information gathered by these systems to reduce customer defections?

3. How can the hotel staff anticipate customer needs using these information systems?

4. Was the recovery offered Steve Kriner excessive? Should all customers be treated alike?

Session #6 (9/2/2004): THE SERVICE DELIVERY SYSTEM

Textbook Readings: Fitz, Ch. 4, "New Service Development"

Reading03: "The Service-Driven Service Company," Leonard A. Schlesinger and James L. Heskett, Harvard Business Review, September-October 1991, 71-81. (91511)

Labor Day BREAK 9/6/2004
Session #7 (9/7/2004): ACHIEVING BREAKTHROUGH SERVICE

Case03: Taco Bell Corp. 9-692-058

Taco Bell is a fast food restaurant chain serving Mexican food reformulated to appeal to the American general public. As of 1991, the company had gone through a remarkable transformation and was hailed by the press and industry experts as having revolutionized the fast food world. In a period when most other fast food chains experienced flat domestic sales and declining profits, Taco Bell was profitable and increased its market share. 

Assignment Questions:

1. Critically analyze the steps taken by Taco Bell that have allowed it to achieve its current position in the world of fast food?

2. Given the speed with which the changes in the later part of the case (1989-1991) took place, why didn’t Taco Bell all but fall apart?

3. Can Taco Bell’s major competitors copy the Taco Bell strategy?

4. Where does Taco Bell go from here?

MODULE 3: STRUCTURING THE SERVICE ENTERPRISE

Session #8 (9/9/2004): DELIVERING INTERNET SERVICES

Textbook Readings: Fitz, Ch. 7 "E - Service"

Session #9 (9/14/2004): DELIVERING INTERNET SERVICES, continued

Case04: Virtual Vineyards 9-396-264

Virtual Vineyards reported averaging more than 1,500 visitors a day to its World Wide Web site in November 1995 and saw its revenues increasing 20% per month. However, it had yet to reach profitability, in large part due to heavy investment in automation and technology, a situation characteristic of the majority of start-up Internet companies. Selling fine California wines to discriminating buyers through the Internet allowed Robert Olsen (Propeller Head) and Peter Granoff (Cork Dork) to realize their dreams by merging the new information technology with the old tradition of the wine industry. 

Assignment Questions:

1. Describe the Virtual Vineyards "service package" (i.e. supporting facility, facilitating goods, explicit and implicit services).

2. What attributes must a service (in general) have to be a candidate for delivery on the Web?

3. Make recommendations to improve the profitability of Virtual Vineyards.

Session # 10 (9/16/2004): SERVICE FACILITY DESIGN AND LAYOUT

Textbook Readings:
Fitz, Ch. 9, "The Supporting Facility"

Session # 11 (9/21/2004): SERVICE FACILITY DESIGN AND LAYOUT, continued

Case05: Shouldice Hospital 9-683-068

A hospital located in a Canadian suburb of Toronto provides the limited service of repairing inguinal hernias using a unique surgical technique developed by Dr. Earle Shouldice. The surgery accompanied by an active recovery regimen at the resort like facility has proved very successful. Dr. Shouldice is considering several alternatives for expansion, including the initiation of Saturday surgery, adding another floor to the facility, and opening a hospital at a different site. 

Assignment Questions:

1. How do the elements of Shouldice’s strategic service concept (both structural and managerial) account for the success of the hospital? 

2. How does the Shouldice Hospital physical facility and layout support the service concept?

3. In what respects is Shouldice Hospital a successful service organization? Is its performance along these dimensions typical of other hospitals?

4. Could Shouldice be a model for other service firms? What would be the characteristics of candidate services?
Session # 12 (9/23/2004): CONSOLIDATIONS: ROLLUPS

Reading04: "Learning from Customer Defections," Frederick F. Reichheld, Harvard Business Review, March-April 1996, 57-69.

Session # 13 (9/28/2004): CONSOLIDATIONS: ROLLUPS, continued

Case06: Ford Motor Company: Dealer Sales & Service 9-6920-030

In 1989, Fort Motor Company was enjoying one of its most successful years in its recent history. Despite Ford's profitability, its ratings on customer service were poor. As a result, a team of Ford executives initiated a project to study the improvement of customer service. Starting with a blank sheet of paper, they set out to totally redesign the distribution system for automobile sales and service in the United States.

Assignment Questions:

1.
How can a structural positioning diagram, using complexity and divergence, help frame the issues in this dealer sales and service redesign project?

2.
Given the data in the case about what customers like and do not like: (a) design the ideal automotive service business; and (b) design the ideal automotive sales business.

3.
Why might service departments be considered "losers" by many of the sources quoted in the cases? In your system, will service departments be regarded more positively?

4.
A customer takes delivery on a brand new pickup. It was his first new vehicle, and he spent an inordinate amount of time picking out his new truck. Within a week after delivery, an engine noise began to occur. The truck was returned to the dealership, and based on a Technical Service Bulletin (TSB), a rather extensive repair was called for under warranty. When this option was explained to the customer he absolutely refused to accept the truck back unless a new engine was installed. Select and defend one of the following responses: 1) enforce the warranty procedure, 2) provide the customer an extended warranty plan at no cost to him with a value of $800, 3) replace the engine for the customer at a cost of about $2000 over the TSB procedure, 4) allow the customer to use your phone to contact the general manager of the automobile manufacturer's parts and service division. 

Internet: Web site for car sales: www.carsmart.com

MODULE 4: MANAGING SERVICE OPERATIONS

Session # 14 (9/30/2004) CREATING A SERVICE CULTURE

Textbook Readings: Fitz, Ch. 5, "The Service Encounter"

Reading05: "Control in an Age of Empowerment," Robert Simons, Harvard Business Review, March-April 1995, 80-88. (95211)

Session # 15 (10/5/2004): THE SERVICE ENCOUNTER

Case07: Nordstrom 9-579-218

The Nordstroms, comprising the senior management of the fashion department store of the same name, were faced in 1979 with questions about how and how fast to grow the company. Its very successful strategy of offering wide merchandise selection in a limited number of categories of fashion goods in a high service environment had provided remarkable growth in both sales and earnings in stores located throughout the western United States. However, continued rapid growth would mean both more stores and an eventual move into more Eastern markets. Could Nordstrom maintain its growth without detracting from the factors that had contributed to its success?

The Washington State Department of Labor and Industries, in response to a complaint from Local 1001 of the United Food and Commercial Workers Union, in 1990 ordered Nordstrom to change its time-keeping practices and pay employees back wages for hours worked "off the clock" in such activities as attending company meetings and writing thank-you-notes to customers. In response, the company established a $15 million reserve for settling back-pay claims. But the issue threatened the company's close-knit culture and former employees took strong positions for and against either the company or the union. Worse yet, eventually it could tarnish Nordstrom's reputation for providing outstanding customer service.

Assignment Questions:

1. Explain Nordstrom's success using the service encounter triad framework.

2. Is it expandable to new geographic markets?

3. How did Nordstrom's "sales per hour" control system result in the labor dispute?

4. How might Nordstrom avoid these labor disputes in the future?

5. What control systems does “sales per hour” illustrate and what control system was not used at Nordstrom?

Session #16 (10/7/2004): SERVQUAL

Brief review of the SERVQUAL survey instrument

Session #17 (10/12/2004): SERVQUAL

Task Due: PROJECT WtA SURVEY due for each team.

Session #18 (10/14/2004): MANAGING THE SERVICE PROFIT CHAIN

Reading06: "Putting the Service-Profit Chain to Work," Heskett, Jones, Loveman, Sasser, Schlesinger, Harvard Business Review, March-April 1994, 164-174. (94204)

SEMESTER BREAK 10/18-19/2004
Session # 19 (10/21/2004): THE SERVICE PROFIT CHAIN, continued

Case08: Apollo Hospitals of India (A) 9-396-027 

Dr. Prathap Reddy founded Apollo Hospital Madras in 1983 as the first for-profit hospital in India. It offered sophisticated treatment in a comprehensive range of specialties. State-of-the-art medical technology operated by skilled technicians, complemented superior doctors, many of whom had left lucrative jobs in Europe and North America to come to Apollo. Despite competition, Apollo Hospitals Madras remained a leader in the provision of top-quality medical care and made a profit for 10 straight years. 

Assignment Questions:

1. How has Dr. Reddy incorporated the service profit chain concept in his design of Apollo Hospital? What elements of Apollo’s service profit chain are the most difficult to maintain?

2. What challenges did Dr. Reddy face in introducing a new service to India?

3. Why has the Hyderabad Apollo Hospital taken so long to turn a profit?

4. What are the risks and benefits of expanding Apollo’s reach: by building more hospitals and medical centers themselves, by franchising the Apollo name, or by creating India’s first HMO?

Session # 20 (10/26/2004): COMPETING ON SERVICE QUALITY

Textbook Readings:
Fitz, Ch. 6, "Service Quality"

Reading07: "The Profitable Art of Service Recovery," Christopher Hart, James Heskett, W. Earl Sasser, Harvard Business Review, July-Aug. 1990, 148-156. (90407)

Session # 21 (10/28/2004): COMPETING ON SERVICE QUALITY, continued

Case09: A Measure of Delight: The Pursuit of Quality at AT&T Universal Card Services (A) 9-694-047

As part of its overall strategy for "delighting" customers, Universal Card Services, a wholly owned financial services subsidiary of AT&T has created a comprehensive quality measurement and compensation system. Through multiple measures of both internal process performance and external customer satisfaction, and by linking employee compensation to overall organizational performance, Universal Card Services attempts to achieve rapid identification of process problems, ongoing assessment of customer satisfaction, and motivation of employees to sustain high levels of customer service. Despite the company’s success, its management continues to struggle to balance the basic tensions that arise from linking compensation to performance measurement.

Assignment Questions:

1. Assess the strengths and weaknesses of Universal Card Services quality systems with respect to (1) measurement system, (2) compensation system, and (3) problem solving/process improvement system. 

2. Is the Universal Card Services system really a quality system or just a compensation system? What quality tools are missing and how might they be used?

3. How do you explain the high levels of employee satisfaction (see Exhibit 6) given such a stressful job working under conditions of call monitoring and meeting daily performance standards?

4. Assuming that the system will not be abandoned, make recommendations for modifying or realigning the system to sustain it into the future. 

Session # 22 (11/02/2004): ACHIEVING TOTAL CUSTOMER SATISFACTION
Reading08: "The Power of Unconditional Service Guarantees," Christopher Hart, Harvard Business Review, July-August 1988, 54-62. (88405)

Session # 23 (11/04/2004): TOTAL CUSTOMER SATISFACTION, continued
Case10: Federal Express: The Money Back Guarantee (A) 9-690-004 (also B,C&D)
A professor at an executive education seminar on Amelia Island Florida is unable to conduct a class on service quality because a package containing a videotape and lecture material mailed the day before using an overnight delivery service has not arrived. 

Assignment Questions:

1. Critique Federal Express's service guarantee.

2. How should this situation have been handled?

3. Should the response you have recommended be standard for all delivery errors? What factors would influence your response?

4. If FedEx delivered about one million packages per day in 1988, what percentage of these would represent an acceptable error rate?

5. What steps should FedEx take to improve its service quality? 

Session # 24 (11/09/2004): TOTAL CUSTOMER SATISFACTION, continued
Textbook Readings:
Fitz, Ch. 11, "Managing Waiting Lines"

Session # 25 and #26 (11/11/2004 and 11/16/04): TOTAL CUSTOMER SATISFACTION, cont.
Simulation Case: Pronto Pizza (Fitz, Ch. 11, page 330 plus additional instructions)
MODULE 5: MANAGING GROWTH AND RENEWAL

Session # 27 (11/18/2004): PROCESS INNOVATION

Textbook Readings:
Fitz, Ch. 15, "Productivity and Quality Improvement"




Receive Take-Home Final Exam (Due Date; see below)

Session # 28 (11/23/2004): GROUP PROJECT WORK DAY

Thanksgiving BREAK 11/25-26/2004
Session # 29 (11/30/2004): GROUP PRESENTATIONS

Session # 30 (12/2/2004): GROUP PRESENTATIONS

FINAL EXAM DUE Monday December 6th, 2004 by 4pm.

GROUP_________________________________________
Date______________________

GRADING SHEET FOR WRITTEN PAPERS


GROUP___________________

Analysis








Poor
Excellent

1.
Is the analysis complete and comprehensive?


|___|___|___|___|

2.
Does the analysis apply concepts from the readings?

|___|___|___|___|

3.
Does the analysis show the relationships among important                                        
factors in the situation?





|___|___|___|___|

4.
Are assumptions made in the analysis stated explicitly?

|___|___|___|___|

5.
Does the analysis isolate the fundamental causes of problems? 
|___|___|___|___|

Recommended Action

1.
Are the criteria for selecting recommendations stated? 

|___|___|___|___|

2.
Is the plan of action integrated in a logical way and linked                                        
to the analysis?






|___|___|___|___|

Exhibits

1.
Are analyses in the exhibits done correctly?



|___|___|___|___|

2.
Do the key exhibits support and add to the text on key points?
|___|___|___|___|

Overall Criteria

1.
Is the paper logically consistent and effectively structured so


it sells its recommendations?





|___|___|___|___|

2.
Is there a high likelihood that the recommendations will                                       
achieve their intended results?




|___|___|___|___|

GROUP_________________________________________
Date______________________

GRADING SHEET FOR FACILITATING CASE DISCUSSION

Analysis








Poor
Excellent

1.
Was the analysis of the case complete?



|___|___|___|___|

2.
Does the analysis apply concepts from the readings?

|___|___|___|___|

3.
Does the analysis show the relationships among important                                      factors in the situation?






|___|___|___|___|

Case Discussion

1.
Did the case discussion stimulate interest among class participants?
|___|___|___|___|

2.
How effectively did the team lead the discussion?


|___|___|___|___|

3.
How well was the timing and pace of the case discussion?

|___|___|___|___|

Class Handouts/Presentation

1.
Were the class handouts effective in communicating information?
|___|___|___|___|

2.
Was the PowerPoint presentation useful and well prepared?

|___|___|___|___|

Overall Criteria

1.
How well organized was the discussion?



|___|___|___|___|

2.
How well did the discussion draw out insights and ideas from                                         the students?







|___|___|___|___|

 

STUDENT FEEDBACK FORM for WtA Presentations


Case: _______________________________ Group: ______________________________

1.
What were the three most important points of the presentation?


A.


B.


C.

2.
How well did the presentation apply concepts from the readings?








Poor
    Acceptable
Excellent

|____|_____|_____|_____|_____|
3.
How organized was the presentation?


Poor
    Acceptable
Excellent

|____|_____|_____|_____|_____|
4.
How effective were the transparencies/ PPT slides/handouts in communicating

information?





Poor
    Acceptable
Excellent

|____|_____|_____|_____|_____|
5.
What was the best aspect of this presentation?

 

 

7.
Specific suggestions for improving future presentations?

Service Operations Management Group Evaluation

Please provide an assessment of your performance and that of your group in completing the project.  Remember that you are assessing how involved you and your teammates were in completing the assignments over the course of the semester.  Please use the following scale:

5 --> Exceptional effort, above and beyond the call of duty.

4 --> Above average effort.

3 --> Normal effort (Note: This is the expected score!)

2 --> Below average effort.

1 --> Unacceptable effort.

GROUP NAME: ____________________________________

YOUR NAME: __________________________Score:______

Team Member #2: ________________________Score:______

Team Member #3: ________________________Score:______

Team Member #4: ________________________Score:______

Team Member #5: ________________________Score:______

NOTE:  Please include a brief reason for any group member scoring either a "1" or "5".  

An Example: The expected score means you will share equally in the grade the group project received if your normalized evaluation score (NES) is greater the 2 and less than 4.  If your NES is less than 2 but greater than 1, your personal score is 7 points less than the group grade.  If your NES is 1 or less, then your personal score is 12 points less than the group grade.  If your NES is greater than 4 but less than 5, your personal score is 4 points greater than the group grade.  An NES of 5 receives 8 points higher than the group grade. For example, a group receives a project score of 89%.  The following scores result: Billy’s NES is a 3.1-score is 89%; Sally’s NES is a 4.1-score is 93%; Jimmy’s NES is 2-score is 82%; Fred’s NES is 1-score is 77%; Frank’s NES is 5-score is 97%.  Remember, the expectation is for all to receive the project score.  However, individuals make choices about group involvement during the term and those choices have consequences.  NOTE: The actual amount of penalty and bonus for an individual NES score is determined by the instructor for each class.
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