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Course Description:

For many firms competitive advantage is gained and maintained through innovation.  Successful innovation has its foundations in management, economics and organizational theory.  Through these multidisciplinary fields, seniors in management in the BBA program will develop strategies for planning and implementing successful innovations are developed.

Intended Learning Outcomes: 

· Understand models of innovation in organizations.

· Learn to plan and implement significant changes in keeping with overall strategic direction and profitability of the firm. 

Course Texts (all are required unless otherwise noted): 

Afuah, Allan. Innovation Management: Strategies, Implementation, and Profits. New York: Oxford University Press, 1998.

Other Materials (if any): 

None

Course Rationale:


The process of innovation has been studied seriously since Rogers’ groundbreaking work was first published in 1962.  His approach studied the diffusion of innovations, how they are communicated from person-to-person, group-to-group.  The economist Josef Schumpeter (Tushman and Anderson) in the mid-twentieth century theorized that technological innovation was the engine that drove economic progress.  Work on innovation was adapted for the marketing field, and became the product adoption process: innovators, early adopters, early majority, late majority, and laggards (Pride and Ferrell, p. 238).  Afuah, in our text for this course, has provided an excellent review of this research in the second chapter of his book, so I won’t recap it here.  


“There is nothing more difficult to plan, more doubtful of success, nor more dangerous to manage than the creation of a new order of things” (Machiavelli, as quoted in Rogers, p. 1).  When people think of innovation they frequently think of technical innovations, such as jet engines, electric starters for cars, self-service grocery stores, and MP3 audio files on the web.  Innovation depends entirely on the acceptance of people, however.  Employees are key to move the innovation from idea to a commercially viable product, and customers must see the added value.  Otherwise, the better mousetrap will not result in the world beating a path to your door.  One of the “people” issues in managing innovation is how to reduce the product development cycle time (Smith and Reinertsen), for instance.  That is the focus of this course.  Taking the point of view of senior managers, you will investigate the ways a firm can effectively manage people to successfully innovate.  

Course Policies: 

Late assignments are strongly discouraged.  If you know you will be absent, send your assignment on time to me as an e-mail attachment (in Word97 or Office 2000 format, e.g., "filename.doc"). Late assignments will be accepted only at my discretion, and will be marked down.  Two of the major reasons students don’t succeed in college, in my experience, are “perfection and procrastination.” It’s better to hand in a paper that is less than perfect in your eyes, than to risk a 0% for the assignment by being late. Type all papers and use the MLA format for the paper layout, the citations and the “works cited” page.

The final grade of “Incomplete” will not be given, unless an extreme emergency, beyond the student’s control exists.  These usually include a sudden illness, accident, or death in the family.  Incompletes are not representative of good business practice, so the College policy does not support them.  Class activities are important for learning in this course. Missing more than one class meeting will likely result in the grade of NC, missing one will reduce final grades.  

Grades are given according to the College’s policies, see catalog for details.  Evaluation for all assignments, quizzes, etc. will be on the following: demonstrated knowledge of the course’s concepts, theory, and methodology; ability to integrate, apply and synthesize new knowledge with prior learning; critical thinking and problem solving ability; and the ability to logically and persuasively communicate management-level ideas.  For percentage-based work (such as quizzes) equivalent letter grades are in 10% increments (e.g., 91-100%=A). 

Assignments and Grading

Paper (60%).  Research a innovation that has significantly impacted business in the past 100 years.  You may either choose a successful innovation, or one that in your mind had the potential for significant change but didn’t pan out.  Select a specific innovation and its application by a firm, such as overnight delivery service by Federal Express (FedEx) rather than the development of the jet aircraft engine (too generic).  It is important that your selected innovation be tied to a particular company, since the focus of this course is on managing innovation, which occurs within a company.  Also, it will be extremely helpful (hint) if your case has been written about!  You will need the evaluative works of others to understand what went on in the firm at the time, and more than one point of view, too.  Plan on about 10 citations in your final paper.


You will seek to discover, through your research, how the firm reacted to the innovation, how it was introduced within the company and the reactions as it moved from idea to reality.  Using the concepts in our text, and other research you do on the company you’re researching, (a) describe the innovation, (b) what the firm did to bring it to the market (internal development and external marketing efforts), (c) evaluate their approach based on the knowledge you acquire from our text, and (d) suggest changes you think they should have made to their approach and why you think your ideas are better.  This project requires that you demonstrate an understanding of the material and the ability to apply it to a business situation.  I hope that, by putting yourself in the shoes (Florshiem or Nine West) of the senior managers of the firm, you will gain a simulated appreciation of the complexities of innovation management.  

Each homework assignment will build toward the final paper.  Each assignment is taken into account towards your grade, so all are important.  See due dates for the term project in Table 1 below.

Quizzes (10%).  Three quizzes will be given, approximately around April 20, May 15, and June 20.  These will be open-book, open-notes, but not collaborative—do your own!  For the latter, you are on the honor system.  The quizzes will be posted to the internet, you’ll complete them using your browser (e.g., Netscape or Internet Explorer).  I will send out a notice ahead of time to let you know when it will be up and for how long.  I will notify you ahead of time, so you can plan to be available, or make other arrangements with me to take it early (if you just have to go on that business trip to Aruba in April!).  These will be multiple choice, short answer, and the like—formats that work for web forms.  They will integrate the works of all of the readings and discussions to that point; they won’t just cover the readings of that week.  

Class Participation (30%).  Insightful and active participation in the MGT480-42 listserv on discussion questions I will post bi-weekly.  I will post the questions, based on the readings for that two-week period.  Each student is expected to participate at least twice in each two week period.  That means writing a thoughtful e-mail to the listserv responding to the question, and to other students’ thoughts; not unlike a “real” class discussion would be.  I will be evaluating your comments on their relation to the text, or evidence that you’ve read and understood the readings; and feasibility of application, that your ideas are practical in the everyday business world.  No in-class meetings are required, each two-week listserv discussion counts as “class attendance” under college policies on attendance.  

Table 1.  Reading and Homework Assignments

	Dates
	Readings
	Homework

	Apr. 3—16
	Chapters 1-4: Fundamentals
	Contact me by e-mail (early and often) to select the innovation/firm you want to research.  By April 16, send a final proposal (2 pages, max.) that (a) describes the situation and (b) why you believe its an important one to study.  Send all assignments as e-mail attachments, in Word format (not MS Works!) to ballsr@umich.edu.

	Apr. 17—30
	Chapters 5-9: Strategizing
	Develop the first section (3-4 pages, no more/less), a rich description of the innovation and the firm, and the strengths and weaknesses at play as they innovated.  For each section, be sure to include MLA-formatted citations as necessary.  Send by Apr. 30. 

	May 1—14
	Chapters 10-12: Implementation and Protection of Profits
	Discuss the theories on innovation as covered in our text, and analyze how they apply to your specific case in the second section (3-4 pages, no more/less). Don’t draw any conclusions or recommendations, yet, that’s for the next one!  Do not include the first section, you’ll be working on that based on my previous feedback (see June 11).  Send by May 14.

	May 15—28*
	Chapters 13-16: Globalization
	Develop a third section (3-4 pages, no more/less), by May 31*, in which you conclude what they did right and wrong, and offer specific and feasible suggestions on how you, as a senior manager, would have managed the innovation better.  

	May 29—June 11
	Appendices 1-3
	Send a rough draft, by June 11, of the three sections (9-12 pages, no more or less) as you have revised them into one coherent paper, based on the feedback I’ve given on each earlier assignment.  

	June 12—25 
	No readings, work on final papers.
	Send your final papers to me no later than June 25.


* I will be out of town from May 21-31.  
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