UNIVERSITY OF GUELPH
Department of Marketing & Consumer Studies
MCS*3010: Quality M anagement

COURSE OUTLINE (Fall 2010)

I nstructor T eaching Assistant

Dr. Trevor Smith
Office: MINS 255
trsmith@uoquelph.ca

Office hours: Tues. & Thurs. 1:00-2:00

Course Description

Lectures will include general concepts and expextatof quality assurance from consumer,
government, managerial and technological pointseW and discuss the relationship of national and
international groups concerned with quality assceaeminars apply concepts to selected produdts an
services.

Course Goals

This course is an introduction to the vocabulargnagement techniques, standards, and statistical
methods that apply to quality assurance in modesdyct and service industries. The central thefne o
the course is the great variety of strategiesdhatbe used to meet consumer and government
expectations of quality and reliability ("consunsatisfaction”) in virtually all segments of the
manufacturing, processing and service industries.

Behavioural Objectives

At the end of the course, you will be able to:

1. Correctly use the vocabulary of quality assueAmanagement.

2. Differentiate the terms performance excellegemlity management, quality assurance, quality
control, reliability and maintainability and alsaderstand their interrelationships.

3. Discuss the importance of standardization atlJowtional and international levels, as well as

consumer involvement in standardization.

Explain the basic concepts of service quality.

Evaluate the impact of consumer and governnmsigtence on quality in manufacturing,

processing and service industries.

6. Evaluate the strategies used by organizatiote/eyage quality improvement throughout the
whole enterprise and thereby achieve continualsaisthined success.
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Textbook*

Evans, J.R. and Lindsay, W.M., Managing for Quaditgl Performance Excellen@' edition, South-
Western Publishing (Thomson Learning), 2010.

'0ne copy of the textbook will be on 2-hour resavéae University of Guelph Library. Please keep i
mind that, because of the class size, it will ptdipde very difficult to access as midterm andlfina
exams approach.

T eaching Strateqy

The core concepts of quality management are exgadima series of traditional lectures using exaspl
and case studies from a variety of "real worldiaitons. Guest lecture presentations will suppleme
the lectures. The seminar component in classguitle you in the development and execution of a
project in which the tools of quality will be apgdi in a “real world” situation.

Guest L ecture Presentations:
In this course, guest lecturers will discuss appions of quality management. You will be resploles
for knowing the content of the guest lecture presgons for the final examination.

Seminars:

The purpose of this course is to introduce younéotheory and practice of quality management and to
demonstrate the important role that quality consitiens have in successful business operationsileWh
an effort has been made to include as many ‘régldkamples as possible in the lecture mate e

is no substitute for personal experience. To ¢nak it is the objective of the seminar time isiggist

you in applying the lecture material so you camgaclear understanding of how various topics are
interpreted, implemented, and maintained in orggions. During the seminars you will be analyzing
case studies as well as working on a major (grpuggct.

Seminars will form a component of the classes oes@lays and Thursdays. At one session, time will be
devoted to case studies that expand on lectureriadat@he other class will include a greater anmtaafn
time devoted to developing and working on the megarrse project.

Your major course project is one that will be akdt relevance to quality management practitionacs
organizations’ senior leadershitiality seen asa differentiator”. In today’s world you will find that
most organizations will say that Quality is critita their business. What is more difficult to firsd
examples where Quality is marketed as a differetisy companies to drive growth and to succeed
over the competition. We believe that what you {eérn in this course should guide in the
development of such a quality marketing strategy thakes a significant difference to a companye Th
organization may be in theerviceor manufacturingsector, and be a large multinational or small
enterprise.

In your project you will first need to define whainstitutes the base quality level for the goodenvice
you provide (some call this “table stakes”). Thake a look at what would make the quality level fo
the organization stand out (or differentiafemim other company offerings), giving it outstamgli



"value" that results in projected increased maskeire, increased profits, increased customer
satisfaction, and business growth.

The differentiator could be in the operational mae culture of the organization, communications
strategies, public image, how customers’ needassessed and measured, how customer service is
handled and how issues relating to other aspecetaifonships with customers and stakeholders are
dealt with. (Often forgotten is the presence @fust processes to deal with issues when things go
wrong!)

You are being challenged to think "outside the baxxd be innovative when designing this marketing
plan, implementation and communication strateggpu ¥hen need to “sell” the idea to management and
stakeholders. Draw from course material and in&drom you are able to research from the Interméd. |
important to provide an integrated solution thaives the true value of quality and business pracigis
working together on an organizational objectivehAlgh most of you have marketing knowledge, the
project will be marked considering how well the ipyadimension is drawn out.

Students will work in groups of 3-4 students. Egobup will be provided with suggested organizagion
(their profile, type of product offering and busssechallenges) to help tailor their project. The
submitted written material should incorporate tbkofving:

- Areport describing approach of new strategy amdmsarizing solution$20 pages: double
spaced/12point)

- A “Creative Brief” memo to managemefsample provided) This is a précis of your 20 page
proposal which clearly summarizes what is to be@anished through the new marketing
strategy and how it will be advertised to convicastomers/clients of your superior
product/service offering.

- A PowerPoint presentation to the shareholdersabtiyanizatiofmaximum: 8 slides)

- Each group will present the highlights of its patjio the class [like the show “Dragon’s Den”
you will compete for judges’ approval of your qinaktrategy idea]

Grading of Seminar ParticipationYour active and ongoing participation in the semisaequired if

you are to learn from the project and cases whierewesigned/selected to demonstrate the practical
applications of quality management. For this reasiee seminar instructor will generally award ld@gh
grades for contributions that demonstrate deptimderstanding of the project/topic, originality {no
merely re-phrasing of what has been previouslhedatnd/or other relevant alternative perspectives
(Note: Contributions to your own small group’s wavkl be monitored and rewarded accordingly).
More specifically, the participation grade will determined based upon the following grading scheme:



Gradethat will
be assigned

Seminar Participation®

Quality — provided insightful thought that incorporated the
course material and relevant observations. Questio others
and follow-up answers to questions were excelladt a
demonstrated competence in the topic.

Quantity —showed good judgment in the number and length|pf
comments.
Timing — participated during the scheduled seminar times and
project meeting times (as established by studemit
Etiquette/Courtesy - respected colleagues’ viewpoints, did nat
try to dominate the seminar/project, encouragediia and turr
taking. Participant supported or challenged catiees’ ideas i
an appropriate fashion.

Added Value — provided new material or critical insight or
demonstrated reflective thought when necessary.

8-10

Participation was good, but input was insufficientwo or three
of the above areas.

Participation was not acceptable or insufficierd/ancomments
lacked in more than three of the above areas.

Seminar participation will count for 25% of youndl grade.

Cour se Website:

Class notices will be posted on line, as will Pquagnt slides of lecture material. Please note tifiat
Powerpoint slides posted on line will be less detaihan those used in class. Grades will be daste
Desire-to-Learn as they are available, so you acewaged to consult the course website regularly
throughout the semester. At the end of the semesterse evaluations will also be available oe.lin



M ethod of Evaluation*

Seminar project: 25%*
Preliminary presentation of “idea” [Week 3 — 5%]
‘Creative Brief [Week 5 — 5%)]
End of semester presentation [10%]
Final Paper [5%]

Case analyses and class patrticipation 25%

Midterm exam (Oct 19 in class) 20%

Final exam (Dec 6: 8:30-10:30; location TBA) 30%
Total 100%

*The ability to meet course deadlines is a reftatof quality. Hence, the following late policy
will be strictly enforced. Marks will be deducté@ny component of the seminar project is submhitte
after the due date for that component without atadgle documentation. Twenty percent (20%) will be
deducted for each class day that any componemhi®assignment is late, and 15% for each weekend or
part thereof. There will be a similar 10% per daday deduction for an executive summary that is
submitted late without acceptable documentation.

By the time students reach their third year ofvarsity, it is expected that they will contribute
their fair share to group projects. Unfortunatetiis is not always the case. For this reasonypee
evaluations will be performed in the middle of seenester and then again at the end of the ternesé’h
evaluations are mandatory and will be used to adstisdents’ project grades when deemed necessary.
In extreme circumstances, a student may be remfoeeda group because of lack of contribution.

If a student misses a required element of thisshut provides acceptable documentation, the
grades from that component will be applied to thalfexam.

University Requlations and Procedur es

You are strongly encouraged to familiarize yourseth all aspects of Undergraduate Degree
Regulations and Procedures. Particular attentionld be paid to the section on Academic Misconduct
and procedures for dropping and adding courses.



University Grading Scheme

This course follows the grading scheme outlinethenUniversity of Guelph Calendar*:

A+ | 90- Excellent: An outstanding performance in which the student
100% demonstrates a superior grasp of the subject mattdran ability

A | 85-89 to go beyond the given material in a critical andstructive

A- | 80-84 manner. The student demonstrates a high degreeative
and/or logical thinking, a superior ability to orgze, to analyze,
and to integrate ideas, and a thorough familiawty the
appropriate literature and techniques.

B+ | 77-79 Good: A more than adequate performance in which theestud

B | 73-76 demonstrates a thorough grasp of the subject mattdran

B- | 70-72 ability to organize and examine the material iniaical and
constructive manner. The student demonstrates @ goo
understanding of the relevant issues and a fantyiaith the
appropriate literature and techniques.

C+ | 67-69 Acceptable: An adequate performance in which the student

C | 63-66 demonstrates a generally adequate grasp of thectubgtter and

C- | 60-62 a moderate ability to examine the material in faai and
constructive manner. The student displays an adequa
understanding of the relevant issues, and a gefaengliarity
with the appropriate literature and techniques.

D+ | 57-59 Minimally acceptable: A barely adequate performance in whid

D |53-56 the student demonstrates a familiarity with thgetttmatter, but

D- | 50-52 whose attempts to examine the material in a clitind
constructive manner are only partially succesdthe student
displays some understanding of the relevant issuessome
familiarity with the appropriate literature and heques.

F 0-49 Fail: An inadequate performance.

* http://www.uoguelph.ca/undergrad calendar/inders$ht
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Course Schedule’

Date L ecture Topic Readings Seminar Topic
Sep. 9 What is quality? pp. 1-38 Case 1l
History/importance of quality
Sep. 14-16 Management system standards & Sixasigm  pp. 128-135 Case 2
Management system standards (cont'd.) ISQlatals
Sep. 21-23 Quality philosophies: Deming, Jura@r&sby pp. 89-111 Student presentations
Sep. 28-30 Quality philosophies: Deming, Jura@r&sby; pp. 47-56; 71-73 Case 3
Quiality in manufacturing
Oct. 5-7 Quality in services pp. 56-71 Stodbresentations
Oct. 12-14 Quality awards pp. 111-128 Chse
Customer satisfaction pp. 189-226
Oct. 19-21 Guest Lecture (Counterfeiting) IDMFTERM EXAM
Oct. 26-28 Quality culture pp. 421-447; 24542 TA presentation #2
Process management; pp. 329-422
Nov. 2-4 Performance measurement pp. 305-395 Case 5
Nov. 9-11 Basic tools for quality improvement p.p27-567 TA presentation #3
Nov. 16-18 Statistical process control pp. 659 Case 6
Nov. 23-25 Sustaining a total quality system - Student presentations
Nov. 30 Review Student presentations
Dec. 6 FINAL EXAM



"Please note that this schedule is accurate aseofithe of preparation of this course outline. Blettture and seminar schedule are subject
to change as guest lecturers confirm their presimedates.

**Additional readings may be assigned throughow semester.

Please note that you are responsible for, and &egbéz attend, all scheduled lectures and semin@dslitional Powerpoint slides that may
be used in lecture will not be available to studemho miss class.



