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Overview 
	This course will enhance and develop the students’ knowledge in the management of new service and product development strategies and implementation. The course examines the performance of various fast-paced, technology intensive, professional product and service industries.   A central theme is the exploration of tools and strategies utilized by these companies to facilitate development of organizational competencies, skills and culture that make these companies names synonymous with service and product excellence.  We will learn that while synergies exist between product and service sectors in most technology industries, extending beyond your dominant position requires understanding how the sectors differ. More often than not, product companies are utilizing service offering to enhance the value of product features and customer experiences while gaining competitive advantage.  Given that the management literature heavily favors product development, we will explore and    focus more of this course on service development.  We will however learn from some of the great product innovators and see that the boundary between services and products are indeed blurring in many areas. We will learn how to think of service development as three parallel processes: Service Maintenance, Improving service performance and service innovation. We will explore the role the customer plays in developing new services and generating new service ideas. 

Prerequisites: EMT 677, 714


Relationship of Course to Rest of Curriculum
	The course builds on previous courses in the EMTM/EMBA program and expects the student to integrate prior course learning’s into case studies, class discussions and the final project.    This course will be another critical element in the students’ ability to better manage “the process of technology-based innovation.”  Excellence in new product and service development is synonymous with those world class companies that have been able to create new offerings that excite the customer and stagger the competition. We will apply the lessons learned from these great companies and apply them in a final project that will give the student an opportunity to create new service and product innovations to a company of their choice.   

This course is the last course offered in the EMBA program and is part of the 6 distinct knowledge areas below.   

· Strategic Issues
· Global Business Management

· Functional Business Management
·  People Management
· Innovation Process and New Product/Business Development

· Integrated Business Simulation
These distinct knowledge areas are linked together by common educational threads resulting in a comprehensive integrated program. The New Product and Service Development course is integral to the better understanding the process of Innovation (Innovation thread) which prepares managers to significantly improve their firm’s introduction of profitable, new, high-technology products and services to the market. 


Learning Goals

	After successfully completing this course, the student will be able to:
· understand how new services and products have been conceptualized and developed  by world class companies to gain a sustainable competitive advantage
· understand how to develop a service advantage using  step by step processes and practical tools
· To understand the similarities and differences between  developing services and   products (more tangible/goods)

· understand how to develop management processes to launch new products and services 

· learn how to   internalize strategic principles of new service and product development to the student’s company

· To develop an awareness and understanding of how the service economy has evolved over the past 20 years



Pedagogy

	Formal lectures will deal with concepts, principles, theories and techniques to impart knowledge and increase understanding of the various topics. The lectures will be augmented by case assignments selected to emphasize the topics covered in the lectures and make the knowledge relevant to the students’ experience enabling them to utilize the course material to develop and complete elements of the final project. The last case (Term Project) integrates the work of all the preceding lectures. 


Required Text(s)
	1. Competing in a Service Economy, How to create a competitive advantage through service development and innovation, A. Gustafsson, M. D. Johnson, Jossey , Bass, 2003, John Wiley and Sons.




Required Readings
	1 L. Berry, et al, Creating New Markets Through Service Innovation,   Sloan Management Review, Winter 2006, Vol. 47, No. 2. HBS reprint number : SMR195  

2 F. Frie, The Four Things a Service Business Must Get Right, HBR, April 2008,                       HBS reprint number : R0804D

3 S. Nambisan, Why Service Businesses are not Product Businesses, Sloan Management Review, Summer 2001, pg. 72 (Prof. will post on WebCT)
4 Service-Logic Innovations: How to innovate customers, not products.. Michel, et al.,  California Mgmt Review, Spring 2008, Vol 50, No. 3. HBS reprint number : CMR396
5 Case 2: Starbucks: Delivering Customer Service. HBS Case no: 9-504-016, Moon, et al., 2004
6 Reverse Engineering Google’s Innovation Machine, Iyer, et al., HBR, April 2008,   
   HBS reprint number : R0804C

7 Aiming for an Evolutionary Advantage: Google, Chapter 6- The Future of Management, Hamel, 2007 HBS Press. HBS reprint number : 2515BC
8 Keeping Google “Googley” HBS Case no: 9-409-039 ( reference reading for Google Inc case)

9 Case 3: Google Inc., HBS Case no: 5-806-105, Eisenmann, 2007

10 Case 4: eBay A & B, HBS Case # 9-602-071,  and #9-602-152, Frei, 2005 

11 eBay the Culture of Experimentation, HBR, March 2011, Reprint RT1103G
12 G. Day, Is it Real, Can We Win, Is it Worth Doing? HBR, Dec. 2007,                                       HBS reprint number : R0712J
13 Case 6a: Apple Inc., 2008, HBS Case # 9-708-480, Yoffie,  

14 Case 6b: Apple Computer, Inc., Think Different, Think Online Music. Kellogg School of Management, Hennessy. HBS reprint number : 9-KEL-065
15 Napster and MP3: Redefining the Music Industry, Ivey School of Business Case, Hunter   HBS reprint number : 901M02
16 Case 7: Threadless, the Business of Community. HBS Case No. 608-707   2008 CDROM

17 The Era of Open Innovation, Cheesbrough, Sloan Mgmt review, Spring 2003, vol. 44, no.3 (Prof. will hand out)

18 Connect & Develop, Inside Proctor and Gamble’s New Model for Innovation, Huston,  et al., HBR, March 2008, no. HBS reprint number :  R0603C



Assignments

	The course will emphasize class discussion and analysis of readings and cases. 
CASE ASSIGNMENTS

The assignments for the course consist of both individual case assignments and team-based case assignments that examine specific components of strategy discussed in class. 

FINAL TEAM PROJECT

The final team based case assignment represents 35% of the grade and involves development of a comprehensive Five-Year Technology Strategy for a technology-based company/SBU chosen by each team at the beginning of the course.   The team’s assignment is to recommend a strategy to gain a sustainable competitive advantage in the firm’s industry.

This final case project is a chance for you to pull together the different elements of the course into one document. This assignment will integrate much of what you have already completed in previous weeks. The strategy should be clear, concise, flow logically, and hopefully introduce some new ideas and thinking that will improve the competitiveness of your company or SBU. 
Case I – “Experience Innovator “  Individual case
Background: In the final quarter of the last century, services emerged as the dominant economic force of most advanced countries. As “goods” became “commodities,” firms increasingly turned towards services to differentiate and retain margins, e.g., IBM, Saturn, etc. At the turn of the new millennium, “services” are getting commoditized at a faster and faster rate. Service firms are not turning towards “customer experiences” as the prime differentiator, e.g., Dunkin Donuts ($1.50 per cup fast service) vs. Starbucks ($4 per cup relaxed experience).

There are hundreds of “Experience Innovators” around us—Disney, Nordstrom, Singapore Airlines,   Cirque du Soleil, Apple-i-Tunes, Harley Davidson, EBay, Stew Leonards, etc. We will be studying a few of these during the course. For your firtst assignment, you can choose any firm that you deem as an “experience innovator” or you can choose from one of the following firms:

Curves, Wynn Resorts, Harrah’s, Pixar, Apple, Sony, IKEA, Club Med, Prada, Virgin, Google, Amazon, Chcukee Cheese, Medtronic (cardiac pacemaker)m Harrod’s of London, DEKA (Dean Kamen) 

Your assignment should address questions 1, 2, and 3 and two other questions of your choice  

1. Why do you consider the firm/individual and experience innovator?

2. What are the experiences they create for their target market? How do they create the “experience”?

3. What is the business model

4. Were they the first in the industry?

5. Did they set the precedence in the industry?

6. Did they change the traditional industry rules

7. Did they start a trend that the rest of the industry started to copy?

8. Have they capitalized on their innovation?

9. What operational strategies support their success?

10. Is it sustainable?

Deliverables:


PowerPoint presentation with detailed  “Notes Page” with key comments/takeaways from each slide and references properly sited. Maximum of 10/12 slides. I will ask for volunteers to present during first session or you can contact me in advance  to volunteer. 

Case 2. – Starbucks: Delivering Customer Service 

Synopsis: In 2002, Starbucks is the dominant specialty-coffee brand in the world with more than 4500 retail outlets in North America alone. Its aggressive expansion strategy calls for an additional 750 North American retail outlets in 2003, even as the company explores other avenue of growth. 

At the same time, however, the company has gathered evidence that customer satisfaction is on the decline. Its brand image is showing some rough edges, and its customer base has changed in significant ways.  To address these problems- in particular, the decline in customer satisfaction- Starbucks is considering investing an additional $40 million in labor in its stores. 

· Answer the following questions:

1. What factors account for the great success of Starbucks in the early 1990’s?

2. What was so compelling about the Starbuck’s value proposition? What brand image did Starbucks develop during this period?

3. Why has Starbuck’s customer satisfaction scores declined? Has the service declined or some other factor?

4. How does the Starbucks of 2002 differ from the Starbucks of 1992?

5. Describe the ideal Starbucks customer from a profitability point of view. What do you think it would take to ensure that this customer is highly satisfied

6. Should Starbucks make the $40 million investment? What is the goal of the investment? What “Innovative Experience” are they trying to deliver?

Deliverables:




 PowerPoint presentation with detailed  “Notes Page” with key comments/take-aways from each slide and references properly sited. Maximum of 10 slides with concise “high level” comments, insights thoughts. We will discuss in class in detail.
Case 3. -  Google Inc.  

Synopsis: The case provides an overview of Google’s strategy and organization as of early 2006. The case recounts Google’s early history and explains it “paid search” business model. Also discussed are Google’s distinctive governance structure, corporate values, and process for managing innovation all which have significant influence on choices about strategy. Google’s innovative approach allows engineers to spend 20% of their time working on a project of their own choice. The rest of the case reviews Google’s recent strategic initiatives which are organized into 4 categories: 1) efforts to improve web search; 2) expansion beyond WWW into new search domains; 3) enhancements to advertising services; and 4) launching an array of new software tools, for example, Gmail.

The case also discusses how Yahoo!, Microsoft and eBay have responded to threats posed by Google. The final section asks “what should Google do next?” Focus on its core business, diversify, challenge Microsoft by developing software, serve as ecommerce intermediary like eBay. 

· Answer the following questions:
1. What were the key factors behind Google’s early success?

2. Do you expect the search business to become concentrated (dominated by fewer firms)? Is search a winner-take-all business?

3. In addition to enhancing its core search business, should Google also branch out into new arenas? Which of the following would you recommend: 1) building a full-fledged portal like Yahoo!’s; 2) targeting Microsoft’s desktop software hegemony; 3) becoming an e-commerce intermediary like eBay or something else. Support your recommendations with specific reasons/rationale.

4. Is Google’s unique organization and culture strength or liability. Can others easily copy Google’s culture? (Refer to “Keeping Google “Googley” case no: 9-409-039 for background information)  

Deliverables:




 PowerPoint presentation with detailed  “Notes Page” with key comments/take-aways from each slide and references properly sited. Maximum of 10 slides with concise “high level” comments, insights thoughts. We will discuss in class in detail.
Case 4. -  eBay (A) The Customer Marketplace & (B)  

Summary:  Since its inception in 1995 the popular Internet marketplace company eBay has enjoyed tremendous success. A key to this success has been its Markey scalability: eBay’s ability to keep its cost structure in check while significantly increasing its customer base and transaction volume.  From merchandising to order fulfillment to quality control, eBay customers together perform myriad tasks typically performed by companies. The cornerstone of the company’s operational success is the technological infrastructure that supports much of this work. 

The dilemma presented in eBay (A): is occasioned by the recent practice of allowing larger businesses such as Sun and IBM to play a more prominent role on the eBay site. The company must decide how to respond to complaints form of its best customers about the increased presence of such large corporate customers.

Objectives:  

a. the case will help us analyze a company’s service offering
b. introduce the student to the notion of customer participation in the firms production processes and how to design large amounts of this participation into its business model
c. Develop the concept of a “Service Wrapper” which defines the elements of a service relationship that a firm must manage to maintain control of the relationship. Performing these few tasks position the firm to outsource the rest of the service interaction to 3rd party firms, or in the case of eBay, to customers!
·   Answer the following questions:

1. How successful is eBay? How does its performance compare to that of traditional retailers such as Wal-Mart, and internet retailers such as Amazon.com?

2. What service does eBay provide? What is the role of the customers in providing this service?

3. Going forward should eBay be concerned about increased corporate involvement?

4. What are the implications of customer fraud within the eBay community?

Deliverables:




 PowerPoint presentation with detailed  “Notes Page” with key comments/take-aways from each slide and references properly sited. Maximum of 10 slides with concise “high level” comments, insights thoughts. We will discuss in class in detail.
Case 5a.  – APPLE, INC., 2008
Summary/Objectives:  The case is set in mid 2008, roughly a decade after Steve Jobs returned to Apple Computer (as it was then called) and began his remarkable turnaround of the company. The case poses the question of how durable the turnaround really is. Has it finally achieved a sustainable competitive advantage. Its move into digital music with the iPod device and with iTunes service and next generation mobile devices, with the iPhone, had given the company a chance to transcend the constraints of the PC business. The case confronts several challenges Apple had to deal with over the last 20 years and the challenge of reinvigorating competitive advantage thru innovative new product and service innovations as well as the nature and evolution of industry structure and its implications for strategic positioning and the role of technology standards in competitive strategy. 

·   Answer the following questions:

1. What were Apple’s competitive advantages?

2. Has Steve Jobs finally solved Apple’s long standing problems with respect to the Mackintosh business?

3. The iPod and ITunes business has been a spectacular success. Has Jobs found a new formula to create a sustainable competitive advantage for Apple?

4. What are the key differentiating product and service features of the iPod and iTunes?

5. How would you assess Apple’s initial strategy for the phone? Why did Apple change so quickly to a different strategy?

Deliverables:




 PowerPoint presentation with detailed “Notes Page” with key comments/takeaways from each slide and references properly sited. Maximum of 10 slides with concise “high level” comments, insights thoughts. We will discuss in class in detail. 

Case 5b.  Apple Computer, Inc: Think Different, Think Online Music
Summary/Objectives: The case takes place in 2003 where a new threat to iTunes has emerged and Apple must decide how to confront this new threat. 
The case provides an opportunity to:

· Discuss the role of new products in building established businesses.

· Discuss how the goals of an organization must be reflected in execution.

· Discuss what associations the Apple equity brings, with different potential targets, and

      Implications for its use to meet organization’s goals.

· Consider hardware and software design issues, product staging issues

· Consider the points of view of other players in the value network—artists, music companies, software and hardware competitors, and potentially strategic partners—to achieve success

·   Answer the following questions:

1. Discuss the different dynamics of success in the operating system business vs. a highly differentiated (product leadership) hardware business?

2. Why didn’t Apple win the PC war given it had the “Best Operating System?” What went wrong?

3. Given Apple’s past history what are the implications of this past history on the iPod and iTunes business model?

4. At this point in time, what are some of the potential benefits of the iPhone and iTunes designs?

 Deliverables:




No written submission requirement. Read the case in conjunction with the Apple INC., 2008 case number 2. above and be prepared to discuss the above 4 questions in our class discussion. 
Case 6. – Threadless, the Business of Community
Synopsis Threadless: The Business Community (HBS Case:  608-707- June 2008)

The case is about a Chicago based online t-shirt company, that involves its community of more than 500,000 users in nearly all aspects of the innovation and product development process. The business model is based on a ongoing t-shirt design competition

Purpose: 

1. To introduce students to the successful online community-based business model a company has created and in which it actively participates

2. To explore how the company’s core activities ( e.g. innovation and product development, sales forecasting, and marketing) operate in the context of this community based approach

3. To examine the need for growth  and complexities of achieving it given the powerful  role community participants play

4. To integrate concepts learned in this class to help analyze Threadless

The students teams will “experience” the online, multimedia case, which consists of text, embedded video clips, and exhibits, and links that connect these elements, through a web browser called up when the case  CD is inserted in their computers. Students will also visit the Threadless website and read some blogs and postings to learn how the community interacts as well as register and vote for designs.   Case CD’s will be supplied to each student.

CASE QUESTIONS:

1.  What are the similarities and differences between a community driven product development process and a traditional product development process within a firm? Use the course learnings to help with your analysis. 

2. What motivates community members to participate? What is Threadless offering its community members to participate?

3. How are winning designs currently selected? 
4. Figure 1 and Table 1 show  sample designs and their respective scores. How would you go about selecting winning designs?

5. What are the barriers to entry for this kind of business?

6. In what other areas might this model work?. How might you leverage  or exploit this model for innovation and product development in other businesses?

7. What should be the Threadless response  to the offer from the Large Retailer?

Deliverables:




 PowerPoint presentation with “Notes Page” with key comments/take-aways from each slide and references properly sited. Maximum of 10 slides with concise “high level” comments, insights thoughts. We will discuss in class in detail. 

Case 7. “Deep Dive”  Team Project
(FORMAT FOR EACH DEEP DIVE CASE)

A. Objective of the “Deep Dive” Case Analysis: 

Each session we will have one team prepare a “Deep Dive” analysis of one company that the team selects for analysis. The objective is to learn about a leading service or product company and how it operates and creates customer value and competitive advantage.  This is a chance to focus and update the class on current developments related to the companies business model, new services and products and recommendations as to what they should do next to continue to gain a competitive advantage using the tools and concepts learned in this class and prior classes taken in the EMTM or EMBA programs. 
B. Each Team will select from one of the great companies below or choose another company that the team wants to analyze ( prior approval from Prof. Savitz required). 

  1. American Express, IBM Business Services or UPS or TBD - (Due Session 2)

  2. Amazon (Include in your discussion info on “Mechanical Turk”)- (Due Session 3) 

  3. Google - (Due Session 4)

  4. American Express, IBM Business Services, UPS or TBD  ( Due Session 5)

  5. Apple ( Due Session 6)

  6. TBD (Due Session 7)

NOTE: If you do not choose one of the companies I have suggested then you must choose a service provider company to analyze for sessions 2, or  5, or primarily a  product company to analyze for sessions 7. 

Discuss the following: 

1. What is the company’s business model? How has it evolved in the past 5-10 years?

2. List the main services, products that generate the most revenue

3. What is/are the  competitive advantage(s)  offered by their services and/or products?

4. List the main services, products that generate the most revenue

5. Are their services or products delivering any unique experiences to the customer/buyer?

6. Are they profitable? (Supply financial data to support)

7. What is the companies technology strategy? What are their core technological competencies?  What future customer needs do you  think they will have to satisfy? What new or emerging technologies do you think they are working on or should be working on?

8. What is their new service or product development process as best you can determine or learn? Based on what you have learned what do you think their process is?

9. What is their intellectual property strategy? Any recent  patents of interest?

10. How would you describe the company’s culture?

11. Is their business scalable?

12. Any public information on new services or products (within the past 6-12 months or rumored   to be “coming soon”? What is your critique of the new services/products

13. What one great new service or product do you think they should offer in the future? Why do you think so? What do you think the impact will be with their current customers?

14. Any other important information or findings that you discovered in your research

The above questions are to be used as a general outline for your analysis. I understand that you may not be able to find   information to answer all the questions above. Do the best you can. What I am interested in is having the team become our class experts on the company they select and share recent, relevant and interesting information about the company to allow the class to better understand why the company is a leader or becoming a leader in their industry and how they have gone about developing new services and or products. We also want you to tell us “things we don’t already know.”  

C. Deliverables:

1. A PowerPoint presentation using the Notes Page feature for references and overall specifics of the slide content and main ideas. 

2. Presentation time: 20/30 minutes. 

3. Number of slides is up to you as long as you finish within the time allowed.

4. Each team will post their presentations on Moodle as directed by the instructor

5. I will review your DRAFT case prior to the due date for feedback and comments not to ensure you get an “A”

Case 8. - Final Team Project - Case requirements/OUTLINE will be distributed at mid semester
.

CLASS PARTICIPATION

Class participation is an important component of this class. Your questions, comments, insights, and overall contribution in class will be evaluated, and a maximum of 10 points will be given towards your final grade. 




The assignments and their weights are as shown below: 

Students must hand in a total of 3 Individual cases and 2 Team cases:
	Assignments
	Grade Percent

	Three (3) Individual Cases
	

	1. “Experience Innovators”
	10%

	2. Select from Case 2, 3 or 4
	15%

	3. Select from Case 5 or 6
	15%

	Two(2) Team cases
	

	4. “Deep Dive case”
	20%

	5. Final Case Project
	25%


	Case 1: Experience Innovators(I)
	10%
	Required

	Case 2: Starbucks (I)
	15%
	Optional

	Case 3: Google (I)
	15%
	Optional

	Case 4: eBay(I)
	15%
	Optional

	Case 5: Apple (I)
	15%
	Optional

	Case 6: Threadless (I)
	15%
	Optional

	Case 7: “Deep Dive” Team Case
	20%
	Required

	Case 8: Final Case Team Project
	25%
	Required

	
	
	

	Total Case Points
	85%
	

	Class Participation
	15%
	

	Total
	100%
	

	SUMMARY: 45% Team + 55% Individual  = 100%


Ethical Conduct
	The following statement is printed in the Stevens Graduate Catalog and applies to all students taking Stevens courses, on and off campus.

“Cheating during in-class tests or take-home examinations or homework is, of course, illegal and immoral.  A Graduate Academic Evaluation Board exists to investigate academic improprieties, conduct hearings, and determine any necessary actions.  The term ‘academic impropriety’ is meant to include, but is not limited to, cheating on homework, during in-class or take home examinations and plagiarism.“

Consequences of academic impropriety are severe, ranging from receiving an “F” in a course, to a warning from the Dean of the Graduate School, which becomes a part of the permanent student record, to expulsion.

Reference:  
The Graduate Student Handbook, Academic Year 2003-2004 Stevens

Institute of Technology, page 10.

Consistent with the above statements, all homework exercises, tests and exams that are designated as individual assignments MUST contain the following signed statement before they can be accepted for grading. ____________________________________________________________________ 

I pledge on my honor that I have not given or received any unauthorized assistance on this assignment/examination. I further pledge that I have not copied any material from a book, article, the Internet or any other source except where I have expressly cited the source.

Signature ________________



Date: _____________
Please note that assignments in this class may be submitted to www.turnitin.com, a web-based anti-plagiarism system, for an evaluation of their originality. 


Course Schedule 
	Date
	Session

#
	Lecture
	Readings & 

Assignments

	Jan. 14
	1
	SERVICE DEVELOPMENT

Course Introduction

 New Product & Service Development


	►Read and Listen to Session 1-Slides 

Voice Over PowerPoint  (listen to)  and Read:

►L. Berry, et al, Creating New Markets Through Service Innovation,   Sloan Management Review, Winter 2006, Vol. 47, No. 2.    

►F. Frie, The Four Things a Service Business Must Get Right, HBR, April 2008, 

► S. Nambisan, Why Service Businesses are not Product Businesses, Sloan Management Review, Summer 2001, pg. 72

►C.Meyer, et al, Understanding Customer Experience, HBR, Feb. 207


	Jan. 28
	2
	SERVICE DEVELOPMENT

Individual Case 1 Due:

“Experience Innovators”

	Come prepared to present Case  1, “The Experienced Innovator”  to the class.  
Read

► Read and Listen to Session 2-Slides

►Text: Competing in a Service Economy, Chapters 1 & 2. pgs.1-47    

►Service-Logic Innovations: How to innovate customers, not products.. Michel, et al., California Mgmt Review, Spring 2008, Vol 50, No. 3. 



	Feb. 11


	3
	SERVICE 

DEVELOPMENT

(Managing Networked Businesses)

Deep Dive Team Case Due

Individual Case 2 Due:

Starbucks: Delivering Customer Service
	► Case 2: Class discussion/hand in Starbucks Case Starbucks: Delivering Customer Service. HBS Case no: 9-504-016, Moon, et al., 2004
Read

► Read and Listen to Session 3-Slides

►Text: Competing in a Service Economy, Chapters 4-Improving Service Performance,  pgs.79-116    


	Feb.  25


	4
	SERVICE DEVELOPMENT

Google
Deep Dive Team Case  Due

Individual Case 3 Due:

Google Inc.


	►Case 3: Google Inc., HBS Case no: 5-806-105, Eisenmann, 2007

READ:

► Read and Listen to Session 4-Slides

►Reverse Engineering Google’s Innovation Machine, Lyer, et al., HBR, April 2008, no. R0804C

►Aiming for an Evolutionary Advantage: Google, Chapter 6- The Future of Management, Hamel, 2007 HBS Press. 

►Keeping Google “Googley” HBS Case no: 9-409-039 (reference reading for Google Inc case)

►Text: Competing in a Service Economy, Chapters 5- Service Innovation, pgs.117-145    

	March 10
	5

 
	SERVICE DEVELOPMENT

Deep Dive Team Case Due
Individual Case 4 Due:

eBay A & B

_________________
Intro to Product Development Process 

Management 
	 READ:

► Read and Listen to Session 5 Slides

► Case 4: eBay A & B, HBS Case # 9-602-071,  and #9-602-152, Frei, 2005

 ►eBay the Culture of Experimentation,HBR, March 2011

_________________________________

►G. Day, Is it Real, Can We Win, Is it Worth Doing? HBR, Dec. 2007,

►  Video- “ The Deep Dive” ABC Nightline documentary on IDEO



	March 24
	6
	PRODUCT DEVELOPMENT

Apple, Inc.

Deep Dive 

Case Due 

Individual Case 6 Due:

Apple Inc., 2008
	READ:

► Read and Listen to Session 6 Slides

► Case 6a: Apple Inc., 2008, HBS Case # 9-708-480, Yoffie,  

► Case 6b: Apple Computer, Inc., Think Different, Think Online Music. Kellogg School of Management Case # 9KEL065, Hennessy.  

►Design Thinking and Innovation at Apple, HBS case: 9-609-066. Reference only

►Background/reference reading (if you have not read before in EMT 677):

Napster and MP3: Redefining the Music Industry, Ivey School of Business Case #801M02, Hunter 

 

	April 7
	7
	PRODUCT DEVELOPMENT           

Deep Dive Due 

Individual Case 7 Due

Threadless, The Business of Community

ALTERNATE APPROACHES TO PRODUCT DEVELOPMENT


	Read  

►Case 7: Threadless, The Business of Community. HBS Case No. 608-707, Multimedia case study, CDROM to be supplied

► For reference only: The Era of Open Innovation, Chesbrough, Sloan Mgmt review, Spring 2003, vol. 44, no. 3. 

 ► Connect & Develop, Inside Proctor and Gamble’s New Model for Innovation, Huston,  et al., HBR, March 2008, no. R0603C

	April 21
	8
	FINAL CASE Case #8
Final Project Due
	Final Case Project- Team Presentation.
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