 FT 703: Media Business Entrepreneurship

Spring 2015
Lecturer:

Prof. Jodi Luber
Class Time:

Tuesday, 2-5PM, COM 210

Office Hours:

By appointment (before/after class)

Office Phone:

312-498-1250

Email:


jfluber@hotmail.com
Required: 
· The Wall Street Journal (print or online version)

· Harvard Business School Case Studies as assigned

· Text: Start Something That Matters, by Blake Mycoskie
· Lean Stack account (discussed in class) 

NOTE: Please use this link to purchase your case studies from the Harvard Business School:  https://cb.hbsp.harvard.edu/cbmp/access/32792809
 
Course Description: 

Perhaps never before in American history has the pursuit of entrepreneurship been as popular and enticing as it is today.  With constantly emerging technologies and a robust, global marketplace at the tip of any Internet user’s fingertips, the barriers to entry for creating new businesses have all but disappeared.

However, regardless of whether a new company launches online or in traditional brick and mortar fashion, the steps necessary to take a business from concept to fully executed reality remain the same. Launching a successful media venture requires thoughtful planning, research, marketing, funding, and the talent of a diverse and focused management team willing to roll up their sleeves and dive into what is often unchartered territory. It is not for the faint of heart.

As most media organizations now deliver content, products, and services via multi-media distribution platforms, students must be equipped to think about any specific communications platform as but one piece of a fully-converged model. It is no longer sufficient to be a specialist in one select area of communications; professional success depends largely upon creating offerings designed for economic success across all existing—and emerging—technological platforms.

This course provides students with an inside look at how the world’s leading innovators—from the brands to the CEOs and founders who run the companies—changed the way the world connects, shares information and conducts business. In addition, students will gain practical knowledge and skills needed, should they heed the call of entrepreneurship. Classes will utilize case studies of top-tier media brands and include guest speakers from various business sectors including venture capital professionals, angel investors, marketing experts who are skilled in launch phases of PR, as well as entrepreneurs who succeeded against all odds.

Students will participate in the development of a core business idea, from concept through the creation of strategic plan as a Final Project. Finally, each class will begin with a Business Briefing focusing on major business news stories. Class participation in both the Business Briefing and Breakout Exercises (detailed in the syllabus) are critical to each student’s success in the class as this course, like most start-ups, is a highly collaborative process.
Course Objectives:

In the course, students will:

· Use the Case Method to learn about some of the most innovative companies in today’s global marketplace

· Study the strategies used by leading CEOs on their way to shaping ecommerce, technology and content distribution
· Examine the detailed processes required to take a business from concept to successful execution
· Develop a clear understanding of the strategic challenges—competition, funding needs, internal resources, external resources, and environmental pressures—facing all start-ups with an emphasis on the media industry
· Be exposed to the tools available to help emerging companies achieve Return on Investment (ROI) 
These objectives will be studied with an emphasis on how they play out in the world of entrepreneurship and specifically, start-up media enterprise.
Case Studies  
This course will utilize important case studies and articles from The Harvard Business School and other leading business schools to illustrate important management, entrepreneurial, and leadership principles. Case studies must be thoroughly reviewed before attending class and students must be prepared to discuss each case in detail including the case study questions that accompany each case.  Case Studies for the semester include:
· Sephora

· The Huffington Post

· LinkedIn
· Zappos
· Amazon.com

· Open Table

Expectations and Attendance:
Because this class is a collaborative group effort, class attendance and participation is mandatory. You are expected to share your ideas with the class and work often as part of a team. You may miss one class without penalty to your grade with the exception of any class that has an exam, project, or presentation scheduled. Attendance will be taken at each class and each absence will result in a lower grade percentage of your class participation grade. If you miss class, it is your responsibility to get any work or assignments.
Work

You are expected to submit original work that reflects your very best effort. Please proofread your work before submitting. This class assumes a certain level of professionalism and sloppy work that has not been edited and thoroughly proofread will have a negative impact on your grade. There is no excuse for misspelled words—we live in the age of spell check!
Assignments must not be authored by anyone other than the student and must not violate the University’s policy on plagiarism (see below). 
PLAGIARISM:

“Plagiarism is the act of representing someone else’s creative and/or academic work as your own, in full or in part. I t can be an act of commission, in which one intentionally appropriates the words, pictures or ideas of another, or it can be an act of omission, in which one fails to acknowledge/document/give credit to the source, creator and/or the copyright owner of those words, pictures or ideas. Any fabrication of materials, quotes or sources, other than those created in a work of fiction, is also plagiarism. Plagiarism is the most serious academic offense that you can commit and can result in probation, suspension or expulsion.”

A Word About Texting and Surfing…

Please refrain from doing either in class. There will be a break during each class where you can surf and text away…but it is not acceptable during class time. 
Grades will be based on the following:

Class Participation/Case Studies:
25% 
Paper




25%

Exam 




25%

Final Project/Presentation

25%
95+

A

90-94 A-

88-89 B+

85-87 B

80-84 B-

78-79 C+

75-77 C

70-74 C-

68-69 D+

65-67 D

60-64 D-
60-65 Below 60
F

UNIVERSITY STATEMENT ON RECORDINGS IN CLASS

Please note that classroom proceedings for this course [seminar] might be recorded for purposed including, but not limited to, student illness, religious holidays, disability accommodations, or student course review. Note also that recording devices are prohibited in the classroom except with the instructor’s permission.

Please note that the class schedule below is subject to change and is provided to give you an overall sense of the material we will be covering. Changes may occur to accommodate guest speakers, class cancellations (weather) or other unforeseen incidents. I will do my best to keep you informed of any important changes in a timely manner.
CLASS SCHEDULE
1/20
Class #1

Topic: The Great Idea

An overview of how business has changed over the past decade with an emphasis on the impact that the Internet and multi-distribution channels have had on media consumption, traditional commerce and e-commerce, and consumers’ expectations for what a winning brand (new or old) must provide to secure consumer loyalty. We will examine the process of taking an idea from concept to reality and determining if it has what it takes to make the journey to profitable execution, including a discussion about why being first in market isn’t always a good thing and how your competitor(s) can actually help get your venture off the ground. 

Breakout Exercise: Distributed in class
Assignment:  Come to class with one-two ideas for possible companies/ventures you wish to start. Guest speaker: Professor/Entrepreneur Janak Sanariya will visit next week, research his company Kahoots, which was acquired by Zillow.

1/27 – Cancelled due to Weather

Class#2

Assignment 1: HBS Case Study, Sephora 
2/3
Class #3
Paper Assignment Distributed, due 3/3

Repeatable Problems & Pain Points

When you are building a product, you’re building something that will solve a problem. When you talk with users, you will hear about the many problems they have. But not all problems are created equal. Some problems are juicier than others!

Guest Speaker: Prof. Janak Sanariya
Using Sephora as our guide, students will learn to identify core products, services, and the various methods of marketplace distribution and delivery. What were consumers’ pain points? How were they addressed? How has this impacted the retail cosmetic industry? Focus will be on innovation, competitive differentiation, and generating revenue and market share using multiple platforms including web sales and brick-and-mortar retail sales. 

Assignment: HBS Case Study Huffington Post & study questions.
2/10

Class #4
Final Project Assignment Distributed

Identifying and Targeting Consumer Lifestyle Markets

Using the Huffington Post case study as our guide, we will discuss how to identify core customers, target to their lifestyles, and build a brand based on a specific audience’s preferences. We will discuss student projects to determine your product user base and their respective demographic and psychographic profile(s). Are they going to be programmers that are highly technical or grandmothers that have difficulty using an iPod? Figuring out a clear sense of who your target users are will help guide every decision you make about your product. 

Breakout Exercise: What questions/identifying factors can you use to determine who your target market is? How will you understand yours? How will you figure out their media consumption, lifestyle habits, spending patterns, digital footprint and other key behaviors that will convert them into customers?
Assignment: Come to class with ideas for your company/start-up or a list of brands for your innovation/final project. If you are planning to work as part of a team (suggested), please find your partners (limit is 3 per team).
2/17 - No class due to President’s Day
Class #5

2/24
Class #6

The Product or Service
Developing the Core Idea: Products & Services

· Forming teams and solidifying concepts

· Justify your idea: who, what, when, where, why

· Give it a high-level concept: (the co is like Linkedin for doctors, etc.)
· What does it do? Who uses it? What do they use now? Why is it relevant?

· How will you tell your story? Where did your inspiration come from?

· Start Mapping: show the user experience from A to Z. What are the company’s core products? BE SPECIFIC.

Assignment: Create an account and Lean Canvas as http://leanstack.com/
3/3 – Paper Due Today
Class #7
Persona Development & Usability 

Today we’ll use your Lean Stack and start to think through each segment of the LS, work the categories and figure out how to define the core pieces of your plan. You’ll develop a questionnaire for potential users, start to lay out your product offerings, and we’ll begin thinking about how money—yes—money, will change hands in exchange for your product or services.
Breakout Exercise: Teams develop interview/questionnaire for potential users. 
Assignment 1: Interview 10 people that would be potential purchasers of your product. Write up a synopsis of what pain points you’ve found, what are the repeatable problems of your potential customers. Be prepared to discuss your findings in class next week. 

Assignment 2:  HBS Case Study Amazon and case study questions.
3/10 – NO CLASS – SPRING BREAK
Class #8

3/17 
Class #9 – Paper Due today
First Movers & Market Share

Review of Amazon.com as a test of first move advantage, scalability and risk management. How did Bezos scale the company from a books-only proposition to the world’s largest superstore? What sits at the core of Amazon’s success? Can you identify the company’s core values and tie them to its long list of industry firsts?

Breakout Exercise: Determine Your “Is” Statement and add it to your Lean Stack. Also add findings from your survey to your Lean Stack where applicable. 
Assignment: EXAM Next Week
3/24

Class #10 -EXAM 
Assignment: HBS Case Study Zappos, Read HBS article For Mobile Devices, Think Apps not Ads and study questions.
3/31

Class#11

Revenue Models
We will use the Zappos Case Study as a guide to help identify revenue streams for your own business. How does Zappos generate revenue? What attracted Zappos to Amazon as a potential target for acquisition?

Zappos HBS Film (45 minutes)

Discussion (after film): Your business sounds like a great idea but can it generate revenue? Are there proven market competitors that you can model? What are common mistakes that entrepreneurs make when “projecting” revenue in the first few years of start-up? We will review common business models and identify primary and secondary revenue streams for each business. We will also discuss pricing models and how to determine what you should charge for your services (it’s not as simple as it may sound!)
Assignment: Flesh out the most likely business model for your project and add summary to Lean Canvas (bullet points).  HBS Case Study, LinkedIn and case study questions. 
4/7
Class #12
Topic: Invaluable Tools
How did LinkedIn become the world’s leading online professional network? Why is LinkedIn now seen as a “must have” for professionals at all stages of their career? Has the company maintained its competitive edge or has the platform plateaued in terms of innovation? We’ll do a SWOT analysis to dissect the company’s competitive advantages, unique offerings and ability to maintain its market-leading status.

Final Project Teams: in-class teams work together
Assignment: Prepare for your BuzzLab meetings. Bring your Lean Stack and questions for your mentors. Be professional--this is a business meeting—phones off, take notes, shake hands, follow up with a thank you email or note. Update your Lean Stack as needed following your meeting.
4/14
Class #13
Mentors at The BuzzLab – 143 Bay State Road

Students work with Buzz Lab mentors at SMG for input on their final project and will submit a one sheet on their meetings. More info will be provided as the date nears.
Assignments: 1) Submit a one-two page summary of your team’s or your individual feedback and experience with your mentor meeting, summarizing what you learned and how this impacted your overall business plan/final project. Due 4/27.  2) Open Table Case Study and study questions for week. 
4/21
Class #14
Industry Disrupters

Open Table (like Amazon) was an industry disrupter. When the company founders sought to move pen and book restaurant reservations online they met with more than resistance—they met with a market where fewer than 5% of all restaurants even had a computer in their establishments. Talk about disruption. How did they manage to wire an entire industry and change their way of capturing reservations?
Assignment: Update your Lean Canvas, finish your plans, and get ready for next week’s presentations. We’ll discuss deliverables and what to bring, expect, etc. for our last class.
4/28
Class #15
Final Presentations – Last Day of Class
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