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CATALOG DESCRIPTION

This course will introduce students to conceptual frameworks and analytical tools for understanding, modeling, building and managing the operations function of e-businesses. Specifically, the course will provide students with opportunities to develop an understanding and acquiring skills necessary for managing the design and delivery of goods and services in e-businesses. The course topics will include e-Service performance drivers, the design and delivery of service products for e-Services, design of e-Service processes, choosing complementary e-Service products and processes, measuring quality and flexibility in e-Service operations, improving e-Service quality, managing order procurement via call center operations and CRM operations and order fulfillment via e-Service supply chain operations. The course will be conducted using lectures, case studies, and web-based exercises.

COURSE DESCRIPTION 
As the 1999-2000 holiday season came to an end, it became clear – more than ever before – that e-businesses are here to stay. Online sales revenues at consumer-oriented e-retailing services during that holiday season were up 300% (over the same period last year (SPLY)), and fourth quarter 1999 revenues were estimated to be $5.2 billion by the Department of Commerce. Online sales for the 2000-2001 holiday season were expected to grow further, potentially up to $11 billion (eWeek, 11/20/2000). Early estimates for the 2001-2002 holiday season have indicated further strong revenue growth possibly over 35% (over the SPLY) leading to total fourth quarter e-retailing revenue of $10.5 billion (not including travel sites). Total consumer e-commerce was expected to reach $45 billion during 2001, and was projected to be $269 billion by 2005 (Jupiter Research, 10/2000). Not included in such numbers is the additional revenue of AOL at $11 billion during the fourth quarter (a 72% SPLY increase). These numbers compare with brick-and-mortar retailing growth estimates of 1.5% for the 2001 holiday season.

Alongside the growing business-to-consumer (B2C) segment, a powerful business-to-business (B2B) segment also emerged. The B2B segment, at $336 billion in 2000, was expected to rise quickly to $6.3 trillion (Jupiter Research, 10/2000). A segment of B2B services called Application Service Providers (ASP) were forecasted to make up $2-$23 billion of this total revenue sometime in the next few years. Numerous other service segments and their associated acronyms have been similarly touted.

In contrast of such impressive forecasts, real-world events from Spring 2000 onward have directed our attention to the challenges in managing the operations function of e-businesses.  Perhaps most impressive has been the outright failure of entire segments of e-Services built upon dubious business models containing more hype than customer value. Next most impressive have been the many e-Services that have failed due to unimpressive service experiences and ineffective back-office fulfillment operations. Previous holiday seasons have directed our attention to these problems of quality and quality management in electronic services. See, for example, the following newspaper headlines: “E-tailers beset by backroom glitches” (Star Tribune, December 27, 1999), “Many e-tailers offering customer (dis)service” (Star Tribune, December 24, 1999), and “As Sales Boom Online, Some Customers Boo: Electronic Traffic Is Up But Customer Satisfaction is Heading South” (New York Times, December 17, 1999). E-Service operations like those of Amazon.com, which fielded 199 million customer visits during the 2001 holiday season, illustrate the huge number of service opportunities through one might either delight or disenchant a customer. Such anecdotes suggest that reliable e-Service operations are necessary to execute "revolutionary" business models and ensure rounds of increasingly hard-to-obtain VC funding. After 10 years of Web-based commerce, the concepts and tools of Operations Management have finally emerged as important factors in the survival of electronic businesses. 

Yet, what exactly is meant by the concept of “e-Service operations,” and what is its scope? Interestingly (and frustratingly), it is still difficult to say. The topic of e-Service operations management is quite new and its scope is being defined and re-defined by the day. While the information technology building blocks of e-Services appeared somewhat stable a year ago, the emergence of Web Services (.NET and J2EE) information technology has led to newly emerging considerations for electronic, bricks-and-clicks, and brick-and-mortar businesses. Thus, this class will focus on several questions:

· What are e-Services? How do they differ from classical person-to-person services? When and how do they complement manufacturing operations?

· What is the operations management function in an e-Service? How should it be managed?

· How are e-Services (and, in particular, Web Services technologies) changing the discipline and focus of the operations management function?

The objective of this course will be to push beyond the fundamental e-Business strategy issues taught in an Intro to E-Commerce course to identify and examine traditional operations management concepts within the context of the operation of contemporary and emerging e-Services. The learning objectives of this course are the following:

· To develop a conceptual understanding of e-Service operations terminology and technology.

· To develop an understanding of the various facets of the operations function of e-businesses, and the interrelationships between these facets.

· To develop an appreciation of the critical decisions pertaining to the various facets of the operations function of e-businesses.

· To develop the ability of identifying and applying appropriate frameworks and techniques to aid in decision making pertaining to the facets of the operations function of e-businesses.

COURSE MATERIALS
· Books

· E-Service: 24 Ways to Keep Your Customers When the Competition is Just A Click Away, Ron Zemke and Tom Connellan, AMACOM, New York, NY, 2001, ISBN 0-8144-0606-8

· CRM at the Speed of Light: Capturing and Keeping Customers in Internet Real Time, Paul Greenberg, Osborne/McGraw-Hill, New York, NY, 2001, ISBN 0-07-212782-1

· E-Commerce Logistics and Fulfillment: Delivering the Goods, Deborah L. Bayles, Prentice Hall PTR, Upper Saddle River, NJ, 2001, ISBN 0-13-030328-3

· Online Readings – will be listed on the class website

· Case Studies – will largely be available from Internet sites

· Several of the case studies will be taken from the book J2EE Technology in Practice: Building Business Applications with the Java 2 Platform, Enterprise Edition, Rick Cattell and Jim Inscore, Addison Wesley, Boston, MA, 2001. This book is not a required purchase, as all of the cases are available on the Sun Microsystems website. 

· Discussion Notes and PowerPoint Overheads – will be handed out during class, and will be available from the class website

· Useful Background Reading – for those with an immense interest in service operations and/or extra time on their hands … where material from these books is necessary, it will be summarized and provided in the class overheads

· E-Business 2.0: Roadmap for Success, Ravi Kalakota and Marcia Robinson, Addison Wesley, Boston, MA, 2001.

· Service Management: Operations, Strategy, and Information Technology, James A. Fitzsimmons and Mona J. Fitzsimmons, Irwin/McGraw-Hill, New York, NY, 2001.

· Service Management and Operations, Haksever, et al., Prentice Hall, Upper Saddle River, NJ, 2000.

GRADING

Class discussion – 10%
Course participants are expected to have read the assigned readings and cases, and contribute constructively to the class discussion. Grading for this component of the course will be based on: (i) being present in the class, and (ii) the instructor’s evaluations of the discussion of the assigned readings and cases.

Executive summaries – 20%
Executive summaries are intended to ensure that all class participants are adequately prepared for the case discussion. On the discussion day of a case, all participants should individually submit an executive summary addressing the assigned questions for the case.

WWW-based assignments – 30% 
The WWW-based assignments are group exercises. Each group should consist of no more than 3 participants.

Course project – 20%
The course project is also a group exercise in which the participants are expected to conduct in-depth analysis of the electronic operations of a company. The project report should not exceed 10 pages.

Final Exam – 20%
Preparing for and taking the final exam will provide the opportunity to: (i) reflect on the notes, readings, cases, assignments and class discussions, and (ii) integrate and internalize the concepts and methods discussed in the course. 

NOTE: The Dean of the Carroll School, along with the faculty’s Education Policy Committee (EPC), have notified the Carroll School faculty that each CSOM class must hold a final exam at the end of the semester, and that this exam may only be held during Finals Week, unless the Dean is otherwise notified. As such, MD850 will hold a final exam during Finals Week, and the format of the exam will be decided during the last few classes leading up to Finals Week.

MD850, Spring 2002: Tentative Topics

	Week
	Date
	Topic

	1
	January 16
	Introduction to e-Service Operations: Definitions, Types, Challenges and Opportunities

Student Introductions & Discussion of Personal Interests in e-Service

	2
	January 23
	e-Service Performance: Satisfaction and Loyalty

	3
	January 30
	Design and Development of e-Services

	4
	February 6
	The Service Product: Configurations of e-Service Attributes

	5
	February 13
	Customer Relationship Management (CRM) and Call Center Operations: Managing Person-to-Person and Person-to-Technology Touchpoints Within the e-Service Experience

	6
	February 20
	e-Service Process Technology: e-Service Network Infrastructure and Software Component Technologies

	7
	February 27
	The Service Process: Configurations of e-Service Process Technologies

	
	March 6
	SPRING BREAK

	8
	March 13
	Capacity Management

	9
	March 20
	E-Services, Web Service Technologies, and Integrated Manufacturing/Services

	
	March 27
	EASTER BREAK

	10
	April 3
	Order Fulfillment and Forward Supply Chain Processes

	11
	April 10
	Service Failure, Service Recovery, and Reverse Supply Chain Operations

	12
	April 17
	e-Service Quality: Measuring and Managing e-Service Quality, Improving e-Service Operations, Customer Efficiency Management

	13
	April 24
	The Flip-Side of Personalization and Risk: Flexibility of e-Service Processes

	14
	May 1
	Final Exam


Tentative Reading Outline

MD850, Spring 2002

NOTE: This list is a shortened summary of the readings for each week. For the full list of required readings, as well as weekly assignments, please see the class website, which can be accessed from my BC web page (http://www2.bc.edu/~heimgr/).

E-SERV = E-Service: 24 Ways to Keep Your Customers …
CRM = CRM at the Speed of Light: Capturing and Keeping Customers …
FUL = E-Commerce Logistics and Fulfillment: Delivering the Goods
SUNCASE = cases from Sun Microsystems website, case questions posted on MD850 website

MD850WEBSITE = articles on class website

Introduction to e-Service Operations: Definitions, Types, Challenges and Opportunities

MD850WEBSITE: Microsoft Operations Framework, “Executive Overview”

MD850WEBSITE: check for additional readings and assignments
e-Service Performance: Satisfaction and Loyalty

E-SERV, Chapter 1: Remember the Klondike

E-SERV, Chapter 2: Know Your Competition – Your Real Competition

E-SERV, Chapter 3: Hockey-Stick Loyalty

MD850WEBSITE, Zeithaml, V.A., “Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of Evidence,” Journal of Marketing, 52, 1988, p. 2-7, 13.

MD850WEBSITE: check for additional readings and assignments

Design and Development of e-Services

E-SERV, Chapter 4: The Anatomy of Customer-Pleasing E-Service 

E-SERV, Chapter 5: Practice Easy-to-Do-Business-With Thinking

E-SERV, Chapter 6: Design for Distinction

E-SERV, Chapter 7: Personalize the E-Experience

FUL, Chapter 2: Building an E-Commerce Infrastructure

MD850WEBSITE: check for additional readings and assignments

The Service Product: Configurations of e-Service Attributes

Heim, G.R., and K.K. Sinha, “Product Configurations in Electronic Consumer Services”

SUNCASE, Chapter 10: International Data Post Brings Snail Mail to the Internet Age with iPlanet

MD850WEBSITE: check for additional readings and assignments

Customer Relationship Management (CRM) and Call Center Operations: Managing Person-to-Person and Person-to-Technology Touchpoints Within the e-Service Experience

E-SERV, Chapter 9: Encourage Human Contact

FUL, Chapter 5: Customer Service

CRM, Chapter 9: Call Centers Mean Customer Interaction

CRM, Chapter 1: What is CRM, Really?

CRM, Chapter 2: Putting the “e” in eCRM

MD850WEBSITE: check for additional readings and assignments

e-Service Process Technology: e-Service Network Infrastructure and Software Component Technologies

SUNCASE, Chapter 2: Overview of the J2EE Technology and Architecture

MD850WEBSITE: “J2EE vs. Microsoft.NET: A Comparison of Building XML-Based Web Services,” The Middleware Company/Sun Microsystems
FUL, Chapter 9: Databases and Emerging Data Standards

CRM, Chapter 16: The Future’s Not Hard to See

CRM, Chapter 15: The Host with the Most: Application Service Providers and CRM

FUL, Chapter 4: Payment Processing, Fraud, and Other Taxing Issues

MD850WEBSITE: “The Battle for the Last Analog Mile,” Mohan Sawhney

MD850WEBSITE: check for additional readings and assignments

The Service Process: Configurations of e-Service Process Technologies

Heim, G.R., and K.K. Sinha, “Process Technology Configurations in Electronic Consumer Services: An Empirical Examination of Electronic Food Retailing Services,” Gregory R. Heim and Kingshuk K. Sinha, Production and Operations Management, forthcoming.
Heim, G.R., and K.K. Sinha, “A Product-Process Matrix for Electronic B2C Operations: Implications for the Delivery of Customer Value,” Journal of Service Research, 4(3), 2001.

SUNCASE, Chapter 3: J. Crew Rebuilds its Web Presence with the ATG Dynamo Suite

MD850WEBSITE: check for additional readings and assignments

Capacity Management

SUNCASE, Chapter 4: HomeSide Deploys Electronic Lending on BEA’s WebLogic J2EE Server

SUNCASE, Chapter 6: Codexa: Building a Big Bang Architecture with Brokat’s GemStore J2EE Server

MD850WEBSITE: check for additional readings and assignments

E-Services, Web Service Technologies, and Integrated Manufacturing/Services

CRM, Chapter 7: Partner Relationship Management

CRM, Chapter 11: ERP Says Hello to CRM

SUNCASE, Chapter 9: Honeywell and Bekins Succeed with IBM

MD850WEBSITE: check for additional readings and assignments

Order Fulfillment and Forward Supply Chain Processes

E-SERV, Chapter 8: Deliver End-to-End Service

FUL, Chapter 6: Ship Happens

FUL, Chapter 7: Achieving True Fulfillment

FUL, Chapter 8: Global Logistics

FUL, Chapter 11: Outsourcing the Whole Thing

SUNCASE, Chapter 12: USMTMC Overhauls Small Package Shipping with SunPS

MD850WEBSITE: check for additional readings and assignments

Service Failure, Service Recovery, and Reverse Supply Chain Operations

E-SERV, Chapter 10: Make Recovery a Point of Pride

FUL, Chapter 10: Send it Back! The Role of Reverse Logistics

E-SERV, Chapter 11: Build a Retention Strategy

MD850WEBSITE: check for additional readings and assignments

e-Service Quality: Measuring and Managing e-Service Quality, Improving e-Service Operations, Customer Efficiency Management

E-SERV, Chapter 8: “Use Posttransactional and Real Time Web Surveys,” p. 175-176

E-SERV, Chapter 12: A Seven-Lesson Crash Course in E-Service Improvement

CRM, Chapter 12: Why Does Your Company Need CRM?, p. 247-251

CRM, Appendix B: Customer Lifetime Value

MD850WEBSITE: Handout on e-Service Quality measurement sites and metrics

MD850WEBSITE: Handout on Customer Efficiency Management

MD850WEBSITE: check for additional readings and assignments
The Flip-Side of Personalization and Risk: Flexibility of e-Service Processes

E-SERV, Chapter 13: The Future of the Net: Take These Predictions to the Bank

CRM, Chapter 6: Going Global Gets Personal: Personalization and CRM

MD850WEBSITE: Microsoft Operations Framework, “Risk Model for Operations”
MD850WEBSITE: check for additional readings and assignments
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