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Session
Date
Module and Description
Required Readings
Cases

1
Mar 21
I. Introduction

Strategic Operational Audit


1. Chapter One of  Managing Business Process Flows
1. Swatch



2
Mar 22
The Efficient Frontier
2. Chapter Two of  Managing Business Process Flows


2. American Connector



3
Mar 23
Mfg. As a Competitive Weapon
To be distributed
Peter Bemiss, President

Bemiss Mfg. Co.



4
Mar 24
II. Competing on Variety

Product Mix Strategy



3. Harley-Davidson Motor Co

5
Mar 27


Lean Manufacturing
3. Lean Enterprise as a Business Strategy
Bruce Henderson, President

Invensys Corp.

6
Mar 28
III. Competing on Time & Flexibility


4. What Really Makes Factories Flexible?


4. Stermon Mills

7
Mar 29
Building Operational Flexibility
5. Manufacturing Levers


5. U.S. Robotics



8
Mar 30
Manufacturing Strategy Analysis
6. Manufacturing Strategy Framework
None



9
Apr 3
IV. Competing on Cost  

Sourcing in The Business Strategy


7. Balanced Sourcing
6. Leeks Automotive

10
Apr 4
Supply Chain Management
8. Amazon Your Own Industry
7. To Be Announced



11
Apr 5
The Focused Factory


9. Focus In Manufacturing
8. Copeland Corp:  

    Hartselle Plant (A)

12
Apr 6
V. Competing on Quality & Technology

Process Technology Innovation

9. Managing Innovation at 

    NyPro (A)

13
Apr 10
Performance vs. Conformance
10. Why Improving Quality Doesn’t Improve Quality
10. Steinway & Sons



14
Apr 11
Management of Technology

11. ITT Automotive

15
Apr 12
Course Review

Final Exam



Course Information

Instructor:
 Edward W. Davis


William J. White 

Office Phone:   804 924-4819



Phone:  847 491-3680

Fax:
             804 243-7681



Fax:      847 491-7928

Email: 

davise@darden.virginia.edu

Email:  white@iems.nwu.edu



1.
Course Description and Objectives

This course provides the student with a thorough review and understanding of operations strategy.   The entire process flow from the receipt of an order to delivery will be emphasized.  Sometimes manufacturing is thought of as simply producing the product or service.  Operations strategy then is choosing one of several ways to focus and align the operating elements of the business to strongly support, and enable the execution of, the overall strategy of the enterprise.

Along with finance and marketing, operations is one of the three primary functions of a firm.  At the danger of being simplistic, one may say that marketing induces the demand for products (goods and services), finance provides the capital, and operations produces the product.  Even more general, operations spans the entire organization: COOs are in charge of R&D, design/engineering, production, marketing, sales, support and service.

This course aims to (1) familiarize you with the problems and issues confronting top level  managers, and (2) provide you with language, concepts, insights and tools to deal with these issues in order to gain a competitive advantage through operations. 

This course should be of particular interest to people aspiring to a career in general management, consulting or as the top functional officer in operations. The course should also be of interest to people who manage interfaces between operations and other business functions such as finance, marketing, accounting and human resources.  Finally, a working knowledge of operations, which typically employs the greatest number of employees and requires the largest investment in assets, is indispensable for general managers and entrepreneurs.

We will see how different business strategies require different business processes, and vice versa, how different operational capabilities allow and support different strategies to gain competitive advantage.  We will decompose the competitive advantage that is being sought into four dimensions: competing on cost, variety, quality and time.

Finally, we will connect to recent developments such as lean or world-class manufacturing, just-in-time operations, concurrent product development, time-based competition and business re-engineering.

2. Required Textbooks and Reading Materials

Required materials available at Darden Publishing

8105 Operations Strategy Coursepack and readings

Optional Textbook:  Manufacturing Strategy, Mittenburg, 1995

3.
Assignments, Grading and Workload

Assignments & Grading: The grade you receive for the course is intended to certify your demonstrated proficiency in the course material.  Proficiency will be estimated by measuring your performance on:

1. Individual class contribution
      


35%

2. Individual case written analysis 



30%

3. Final exam (case study and/or supporting questions)    
35%
4.
Class Contribution

Class Contribution:  Your comments and contributions to each class discussion will add to the learning experience.  Although activity is important, the quality and impact of your comments are much more valuable. Our evaluation of your class participation will be based on the substance and insight of your comments.
Voluntary:  In-class participation will consist mainly of voluntary contributions, although we will call upon students, usually to answer opening questions.  (Although cold calling may increase anxiety, the “behaviorists” suggests that “supportive” cold calling encourages you to be better prepared for class and as a result improves the overall class discussion.)  A thorough preparation of the assigned materials is all that is necessary for such leadoff questions.  If you feel uncomfortable with being called on in class please let us know in advance.

Electronic Participation:  We would like to encourage you to make use of electronic communication tools. Our preferred mode of communication outside of class is e-mail, which we check at least twice a day.)  
5.
Individual Case Write-ups  

Case Paper: 
You will be required to submit one written paper that contains your analysis and supported recommendations on an issue in a case selected from the course schedule.

Format: 
Three pages maximum (plus exhibits).  Done in Word with 12pt. font using line spacing of exactly 20 pts. with 1 inch margins.  
6.
Detailed Course Schedule

See next page.

–––––––––––––––––––Part 1 The Role of Operations Strategy–––––––––––––––

Class 1: Introduction to Operations Strategy
Tuesday March  21

Objective:
Begin to understand the importance of Operations Strategy.  How the four dimensions of competitive space and the alignment of the business functions are important in gaining and sustaining competitive advantage. 

Read:
(     Review Chapter One in Managing Business Process Flows

· Swatch, Kellogg Case.

Please hand-in a copy of your resume.  (This will help us to get to know you.)

Be prepared to discuss Swatch in class with an emphasis on the following:

1. What are the first steps that you will take in designing a strategy for the Swiss’ watch industry?

Class 2: The Efficient Frontier
Wednesday March 22

Objective:
Learn how to distinguish between strategic and operational factors driving competitive differences.

Read:
(     Review Chapter Two in Managing Business Process Flows

· American Connector Company (A), Case (No. 9-963-035) 

Be prepared to discuss American Connector Company in class focusing on the following questions:

1. Using DJC’s current strategy, calculate what their product costs might be in the U.S. 

2. Focus on depreciation.  Try to calculate how ACC’s decisions on strategy and their operating effectiveness impact the cost per thousand connectors.

3. What should American Connector’s management at the Sunnyvale plant do?

––––––––––––––––––Part 2 Competing on Variety––––––––––––––––-

Class 3:  Manufacturing As A Competitive Weapon

Objective:
    To gain insights into manufacturing’s role in the current U.S. competitive environment.  

Read:            Materials on Bemiss Manufacturing Company
Class 4: Competing on Variety
Friday March 24


Objective:
Study how corporations can structure their operations to provide variety.  We will discuss how organizations respond to demand with various manufacturing strategies. 

Read:
       Harley-Davidson Motor Company, Kellogg Case.

Be prepared to discuss Harley-Davidson.  (Disregard the balance sheet and cash flow information in Exhibit 1.)

 Consider: 

1. What is Harley-Davidson’s corporate strategy?  That is, on what basis do they strive to deliver superior corporate performance?

2. What are the implications of each alternative strategic capacity decision on their operations strategy and on their marketing strategy?

3. What is your recommendation to Harley-Davidson?  Back up your recommendation with an NPV analysis of the various strategic options.

4. Why are new competitors (Polaris, Excelsior-Henderson, etc.) entering the heavyweight cruiser market?  Should this impact Harley-Davidson’s strategy, that is, how much of a threat do these new entrants pose to HD?  (You may do some web and literature research.)
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