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OVERVIEW OF THE PROGRAM

Background i1 The Basics of What, Where, Why, and How

1 What:
0 18 month intensive Masters in Business degree progfaimugh the University of
Notre Dame. Executive format, Chicago campus. (The University of Notre Dame was
ranked in the top 20 Executive MBA programs in the nation by Business Week when |
applied.)

T How:

0 The program was built around a typical fiithe caeer, with sessions every other week
for two full days, plus four ottampus immersion weeks. Work accomplished primarily
in a team setting six people with whom you go through the program.

0 The program was funded by a combination of General Church, Glenview Ghurch,
and Midwestern Academy sponsorship

o | had atremendous amount of support from family, staff, and congregation. In terms of
|l ogi stics, | developed a detailed del egatic
just a matter of muscling thugh. Fortunately, 18 months is a doable amountirog.

1 Where:

0 What attracted me most to Notre Dame is their unique balance between rigorous
business training and emphasis on ethical leadership. Notre Dame is renowned for their
service orientation, anthe program tends to attract people who want to make the
world a better place.

1T Why?

o My main reasons for pursuing this degree have to do with enhancing my ability to serve
the Church. | have great theological training, and good pastoral experience. | was
seeking disciplined leadership training in order to round out my-sé&ill This degree is
helping me to be as effective as | can be in my present positionwidiritelp me to be
more useful to the General Church in the future.

Teams
1 A core component & the experience is work within a team. The samé person team (6 in
our case) stayed with each other as a core unit throughout the program.
0 My team consisted of:
A David Sinclair, an executive with a steel manufacturing firm, who has since left
that fieldto pursue something more meaningtalhim.
A Lisa Ziembiec, a manager with US Cellular
A Brian Pfister, a Ph.D. in Chemistry who runs a food testing and drug discovery
company, and is now branching out into an entrepreneurial endeavor.
A Jill Liska, a lawyand engineer who serves as legal counsel for an engineering
firm (Sargent Lundy)
Bryan Sendre, a manager for US Foati® has just taken on a more significant
role in that companyds strategy divisi ol
o0 One of the delights of the program is the way in waiithis group of people accepted
me, given my notbusiness background, as an equal and a friend.
1 Personality InventoryOne of the interesting things that took place at the beginnihthe
program, which likely helped with the assigning of teams, isy@fgBriggs personality type
assessment. Many of us had done these befarethe way this was done was impressive. Not

>~



OVERVIEW OF THE PROGRAM

only did we fill out the inventory, but an expert came in to facilitate some group processes with
us around the outcomes. He was humarg and had great insights.

1 Our team wasone of themost highly functioning of the class (64 students in total). While there
were wonderful people in other teams, most agreed our team aadre mixi a great blend of
talents and a laudable level of committh# each other and the progranAll of us graduated
with honors, and three of us were admitted into the Beta Gamma Sigma Honor Soéety
testament to the quality of the friendships and the great working relationships we developed, we
still gatherfrom time to time for professional development and personal socialization.

Speakers
1 I mention this briefly, for the number of speakers are too numerous to detail. Notre Dame,
being the prestigious university that it is, has considerable drawing powemirs tef speakers.
We heard from people who held significant positions in a number of impressively sized firms. In
addition, the class was invited to reach into their own networksrieite speakers to address us
at some of our luncheons.

ExposuretoNotre Dame traditions/ campus/ ostorybéd

1 While the bulk of our course work took place in a very nice facility in desswn Chicago (a
building designed by Daniel Burnham as it turns out), we spent a considerable amount of time
on campus in South Bend, IN. This irted orientation, four residency weeks, and graduation.
While there, we were exposed to the culture and traditions of Notre Dame, including its
football story, the origins of Notre Dame, key sites on campus etc. One of the neat things that
happened was arddress by Father Ted Hesburg, a beloved former leader of the University
who is now in his 90s.

Graduation
9 Of significance was the fact that President Bai@bama was invited to speak at our graduation
exercises (for the whole school, not just the busiaaghool). His visit caused quite a stir within
factions of the Catholic community given the difference of perspective between the President
and Catholic doctrine on the subject of aborti
the overall experiace was fantastic. Not too many people get to hear the Presi@nfTHE
United Statespeak at theigraduation

Of note
1 After reviewing each course for this report, | reached out to each professor with a word of
thanks and some reflections on the maggrne or she presented. Without asking for a
response, all but one (whom | have just written) has written back to me. | take that as a
testament to the ways in which these people made themselves available to us during the
program, and their desire to keegontact with us as time goes on.



The thrust behind this report is to make accessible the information | gained from this program. It aims
to translate some of the business thinking and strategy tools into theareprofit, causeoriented

world of church work. It would put a srile on my face, and warm my heart if the information here is
helpful to some of my colleagues, or to those working within the Church, either as emptoyea
voluntees.

Therefore | make this offer:
9 If you would like to discuss oguestion any of the concepts addressed, please feel free to
contact me:
0 Rev. Peter Buss, Jr.

Pastof Glenview New Church
74 Park Drive
Glenview, IL 60025
847.724.0057 ext. 30
847.814.2183 (cell)
peterb@gleviewnewchurch.org

9 If there could be value in a forum to explore pastoral applications for this information, | would
be happy to participate.

1 If you would like to sharé¢his resourcewith someoneyou believe could benefit from,iplease
do so.

1 If youhave had experience with some of the concepts in your own work, and could see
additional applications to church workyould love to hear from you.

I'n making this offer, | hasten to add that | do
rigorous and highly valuable program, @don a journey to discover appropriate ways titilize these
tools for the good of the Church.


mailto:peterb@glenviewnewchurch.org

MARKETING 1
Overview :
9 Instructor: Joe Urbany
1 Goals Provide a basic overview of the discipline of marketing, iatrdduce a conceptual
framework for organizational analysis and growth option€{{®le Model)
9 Topics of Study:
0 Segmenting
Targeting
Positioning
The Four Ps: Product, Place, Promotion, Price
Brand Equity
Financial Analysis
3-Circle Modefi A Framework forMarketing Strategy

O o0OO0OO0OO0OOo

Key Learnings
1 Marketing is not just building brands and cranking out advertisement campaigns. It is a holistic
approach to firm strategy that aligns programs/products with customer needs in a way that
creates a competitive advantage anateeds customer expectations.
1 The basics of marketifigMarket Segmentation, Target market selection, Positioning, Product,
Place Promotion, Price,Customer Management, Profit.
T The absolute i mportance of wunderse¢ anding thing
0 Their impression of your brand
0 Their needs and wants that you have the capability to fulfill
1 3-Circle model
o NOTE: This model is highly applicable to church work. It is one of the tools | found
most useful in the program.

Most Applicable Skills for Chur ch Work

1 Level of applicabilitHigh (Scale = Very High, High, Medium, Low)

1 3-Circle Model: as noted, the model translates directly into the-fatprofit world

M I'n church wor k, we dondt tend to talk about cu
focus on profit as the driving reason for striving to meet those needs. However, SERVING is a
huge facet of church work, and understanding whom we are serving is key to doing our job well.
There are also needs that we have the capability of filliggiritud needs that are addressed in
the Word.

9 Positioning is also a highly relevant concept

1 The notion that marketing is holisficfrom organizational structure, core offerings, specific
people wedre striving to serve,opeabdutwhatwe i n wh
offelit hereds a discipline here that is worthy of

! Professor Urbany served on a task force for the Archdiocese of Chicago, designed to build a marketing strategy
for Catholic elementary schools. | attended his presentatmthe Archdiocese, and also conferred with him on

the similarities to the issues facing Catholic schools and New Church schools. He also asked to u€éroty 3
project, analyzing the offerings of the Glenview New Church Schools relative to the loda peiools, as an

example in one of his publications.



OVERVIEW OF EACH COURSE

QUANTITATIVE ANALYSIS

1 Overview:
Instructor. David Hartvigsen
o Goals

(0]

> >

Sudy the most commonly used concepts and techniques of statistics, and their

applications.

Provide abasic tool for other business disciplines

Help business executives sift through the multitudinous statisiéeed claims to
see which ones are valid and which ones are making the numbers say what the

authors want them to say

0 Topics of study

1 Key Learnings

The pervasiveness and usefulness of statistical analysis
Measures of variability

Normal distributions and probability analysis
Regression analysis

O O OO

I > D >

Descriptivestatistics

Discrete probability distributions
Continuous probabilitdistributions
Interval estimation

Hypothesis testing

Quiality control

Regression analysis

1 Most Applicable Skills for Church Work
o Level of applicability ow (Scale = Very High, High, Medium, Low)
0 Statistics are interesting in some ways, but not that exciting. It is good to uradtefst

what the various reports that we get as a church are saying (analysis of surveys, market
research data, etc.) It is also useful to be a discerning reader of statistically based claims,
wherever you come in contact with them.

(In terms of the priesthod, | di dndt find this course
was more of the background discipline that had to be done as part of the program.
Whi |l e | understand statistics better, I

terms of making me a bitr minister.)

t

(0]
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EVALUATING FINANCIAL PERFORMANCE (ACCOUNTING 1)
1 Overview:
0 Instructor: Ram Ramanan
o Goals
A Familiarize executives with the nature and content of the financial statements
that organizations prepare for investors and others
A Exposure to basicaounting techniques
A Improve critical thinking, specifically around how organizations handle money
0 Topics of study
A Financial Statements
Analyzing and interpreting financial statements
Operating income
Operating assets
Inter-corporate investments

> > >

1 Key Learnings
0 Awareness of basic financial statements
0 Exposure to accountability, productivity and profitability measures
o Insight into the basic moving parts of a business:
A Costs to make products (variable cogtsncluding accounts payable)
Fixed assets needed
Income (including accounts receivable, net income)
Inventories
Investments
Shareholders (Equity, Dividends, etc.)
NOTE: Di dndt tioceomdsinmacaumtingdln  HR
o SEC and reporting guidelines

> > > > >

1 Most Applicable Skills for Church Work

0 Level of applicabilitpvedium (Scale = Very High, High, Medium, Low)

o Familiarity with the rudimentary basics of accounting is something that is valuable, as it
allows for intelligent conversation with money people (treasurers, Board members,
accountants, etc.)

0 There is a need tdransition items on the income statemé@nincome from
investments, services rendered, rentals, tuition, etc; expenses in terms of human
resources; assets in terms of buildings and equipment.

o Balance sheets: useful to see the full picture of net worth gtgiven point in time (not
just income and expenses for a given year)

o Depreciation is a useful concept to have in the background, as buildings and equipment
wear out and need to be replaced (leads to understanding of capital
investments/budgets)




MACROECON OMICS
1 Overview:
0 Instructor: Jeff Bergstrand
o Goals Provide students with a structured an analytically sound understanding of how
the U.S. economy functions
0 Topics of study:
A Productivity
Economic growth
Price stability
Unemployment rates
Interest rates
Government budget and international trade deficits
Fiscal policy
Monetary policy
Labor market
Wage and price inflation

I Dy D B >

1 Key Learnings

o A sense of the environment in which North /£
central offices operate.

0 The basic movingagsts of the macreeconomy, giving insight into trends, and how to
respond to or assess economic data that comes through the news media or is put forth
by politicians.

0 The concept of GDP and the things that go into it

A National Income Accounfs GDP Trinity:Aggregate Production, Expenditure,
Income
0o The most common measure of the standard of living in an economy is real GDP per
capita
A Boosting hourly productivity is the only means to achieving sustaineeriong
growth. Source of productivity is capital acculation and improvements in
Total Factor Productivity (education, etc.)
o0 Investment/Savings graph as a model for understandinguong
macroeconomic relationships (how various shocks will play out)
Interrelation with Labor Market graph
0 ShortRun dynamics:
A Goods Market graph and Labor Market graph as a model to explore interest
rates and employment levels
Money Market and Bond Market graphs as a model to explore the effects of
Fiscal and Monetary Policy

>~

> >

1 Most Applicable Skills for Church Work
0 Level of appdability Medium (Scale = Very High, High, Medium, Low)
o Itis valuable for those in the ministry to understand the basics of our national (and
global) economy. This is the context in which many of our parishioners work, and the
effects of the market haveniplications on the funds available for us to do our work.

10



CORPORATE FINANCE
1 Overview:
0 Instructor: John Halloran
o Goals Provide an overview of the basic of the discipline of Finance
0 Topics of study:
A Constructing a Statement of Cash Flows
Ratio analysis af firm
Pro forma financial forecasts
Sustainable growth rate
Types of financial markets and instruments
Determinants of interest rates
Financial leveragethe risk/reward tradeoff of debt financing
Present value calculations (Net Present Value, Interatd Bf Return)
Determinants of investment value (Real Rate of Return)
Yields on bonds and stocks
Weighted average cost of capital

> >

1 Key Learnings

0 A deeper understanding of how firms use their financial statements (cf. Accounting) to
analyze firm health argkt strategy

0 The concept of free cash flows as thedfi®od of most forprofit firms, giving managers
the means to invest and grow the business. Also what shareholders most want to see,
since that money often comes back to them.

0 The concept of the time alue of money and discounting future cash flows to determine
their present value, helping to determine strategy, especially with regard to investments.

0 The concepiof sustainable growthhat all growth is not good, if it exceeds the
capability of the firmio deliver, and also that sustainable growth is necessary

0 The concept of financial leverage, and debt management

1 Most Applicable Skills for Church Work

0 Level of applicability ow (Scale = Very High, High, Medium, Low)

0 While there is value in understamy how firms evaluate strategy from a financial
perspective, this course was really all about making money. Most of the tools will never
come into play in the church, with the possible exception of riskiness of investing, and
the time value of money conpé

o Interms of things | believe the Church could use, there is the concept of sustainable
growthii not too fast to outstrip ability to manage the growth; not too slow to frustrate
stakeholders and underourish the mission of the organization

0 Understandinglebtfi that not all debt is baiil can be helpful as well

11



FOUNDATIONS OF PRINCIPLED BUSINESS CONDUCT (ETHICS)

1 Overview:
0 Instructor. Joe Holt
o Goals
A Lead to critical reflection of values an
organizations, and to recogniaghen such values and goals are not in alignment
A Examine the necessary foundations or drivers of positive moral behavior on the
personal and organizational levels
A lncrease understanding of the ways in wh
in turn shaped by his or her workplace
A Encourage students to develop an integrative framework of moral degisiting
A Lead people to aspire beyond the mere avoidance of wamigg
1 Key Learnings
o Lifegoals: not about money or prestige, but about living out yolureswithin a laudable
framework of success
o Definitions of success that include internal measures (satisfaction, integrity, courageously
living values)
0 The distinction between morally good and morally courageous people
o The nature of fohdvepkdplehamdig themselesinteasé or significant
situations
o Reliable and unreliable versions or o0sl eep
0 The Four Component Model: moral sensitivity, moral judgment, moral motivation,
implementation
o Four Cardinal Virtues: Prudence, Justice, Terapce, Fortitude
0 The central purpose of a businésto provide something of value vs. to make money
o0 Compliancebased vs. Integrithased ethics management
0 Autonomous vs. controlled behavior
o Development of personal values statements
o Developing a frameworlof making important decisions
1 Most Applicable Skills for Church Work
0 Level of applicability/ery High (Scale = Very High, High, Medium, Low)
o Obviously, the Priesthood is a use in which integrity and the highest moral (and spiritual)
standards apply. Thi®urse was designed to take ardapth look at how integrity and
morality function in the business environment, inspiring all of us to strive for superior moral
functioning. This course was central to Not:
with integrity.
ol found the two oOpersonal é6 assignments to be
decisioamaking framework
o lalso find the concept of autonomous work/management to be highly applicable. We have a
keen sense of freedom and of usefulhas a Church. This concept leads to a work
environment where people are given room to creatively figure things out and take initiative.
0 One of the joys of this course was the introduction of the concept that agiafit business
can exist for more thajust making money. Obviously a Fot-profit organization like ours
has a different reason for being. But the invitation and challenge to the whole group was to
consider the norinancial reasons for being as most important.
0 There is the challenge of figng out what you most want out of life what you consider
oOsuccess. 6 There was a genuine call to consi

WEAVE 1

power; in fact a sultext of the course was that these external measures are relatively
empty and meanirggs in the long run.

12



OVERVIEW OF EACH COURSE

i1 Overview:
0 Instructor. Patrick Murphy
o Goals
A To focus on values questions facing business managers
A To facilitate critical thinking about a particular vakeegnted issue.

0 Weave sessions are a n@mnaded adebn to the core couse work, designed to
introduce a further ethical component to the program. There were three Weave
session8 one per progression

A While the goal was good, this particular Weave session was somewhat
disjointed, and, given the Ethics course, seemed redundant

A There were some useful guest present@rpeople in significant business
positions who shared with us how values had played into their leadership

1 Key Learnings

o Further values exploratidn that values should drive businesses and business leaders

0 The considerdbn of core values and employee expectations within the General Church
(paper).

o lntroduction to o0greendé initiatives i n many
about them (Corporate Saocial Responsibility)

o Improvisation (one of the speakers addressleid: Mike Bonifgi Game Changers)

o Ethical and socially responsible markdiirayframework

1 Most Applicable Skills for Church Work
0 Level of applicabilitfMedium (Scale = Very High, High, Medium, Low)
0 The paper on the values and expectations of the Gen@halrch was obviously highly
applicable, and | appreciated the opportunity to personalize some of the discussion.
0O Some aspects of Professor Murphyos framewor

13



EXECUTIVE INTEGRAL LEADERSHIP

1 Overview:

(0]
(0]

(0]

Instructor: Leo Burke
Goals
A Exposure to/awareness of the components of integral leadership theory
Understanding the impact of our behavior on others: Leadership Circle surveys
Gain a deeper understanding of the value structures driving our behavior
Identify diet and lifestylerpctices that optimize good health
Develop an action plan for a business issue consistent with our value structure
Practice advanced communication tools
EIL is a weekong holistic leadership experience designed to explore what will lead us
to become the lest leaders with integrity that we can be. This is a feature course in the
program, something that sets it apart from other EMBA programs. It is highly developed,
weaving in presenters who are experts in their fields. It requires participation in a
OLeasdthem Circled evaluation process, invol vi
dozen colleagues. It is intended to allow for deep introspection as well as connectivity
within the group.
A During the week we also had the opportunity to visit many placeshen
campus, as a goal was to expose us to tI

> > > >

1 Key Learnings

(0]

Integral perspective; basic foaquare:
A Exterior/Individual: Individu&ehavior
A Interior/Individual: Personal é4ning

A Exterior/Collective: Systems and Preses
A Interior/Collective: Culture and Shared Values
Pay attention to your/otherds multiple 1| ine

physical, interpersonal, values, moral, spiritual

The Wade Mindsets

Insights into my personal leadership style and neegps from Leadershigircle

process

Inspired performance: the satisfied, engaged, and inspired employee: inspired being the
realm of values overlay: personal values and organizational values

Polarity management (vs. problems to be solved)

Other: Improviséion, the needs of the world we live in, exceptional presentations,

health strategies, Pathfinder Pragmatic Inquiry process

1 Most Applicable Skills for Church Work

(0]

(0]
(0]
(0]

(@]

Level of applicabilitiery High(Scale = Very High, High, Medium, Low)

Personal leadershipsights

A values based perspective on leadership and deemiding

Inspired performance: leading church employees toward expression of their core values,

which align with the core values of the Church

I n terms of appr oach e apackage deal.rintegra pemspectisec h  h e |
helps, as does the Pathfinder process, as does insight into mindsets, as does polarity
dynamics, et c. ltds a holistic | ook at how
how we can give of our best to those aagizationsApplicable material that isighly

introspective and values driven.

14



MANAGERIAL ACCOUNTING
1 Overview:
0 Instructor: Ram Ramanan
o Goals

Develop an understanding of the costs and processes associated with
communicating, implementing, and contralibusiness strategies

This is a course about the incentives that are often necessary to put in place to
ensure that managers and employees do wil
It is a course, in part, about the psychology of how people interact with money.
0 Topics of study

A Opportunity costs

Cost behavior/Organizational architecture

Responsibility accounting

Transfer pricing

Budgets and budgeting

Absorption costs systems

Activity based costing

> > >

>

DI D> D> >

1 Key Learnings
o Opportunity costs: benefit foregone by choosing omeirse of action rather than
another
0 As an organization grows, the propensity and likelihood of-fiders, agency issues,
and horizon problems (people expecting to leave soon) increase. Organizations manage
these negatives by introducing: performance mess performance rewards, levels of
decision rights.
A Role of accounting: Accounting metrics monitor performance against
benchmarks
0 Responsibility accounting: how accounting systems can reduce agency problems
A Controllability principle: holding managers pessible only for those decisions
for which they have authority
o Transfer pricing is the internal price charged between departments to fairly incent all
involved
0 Budgeting: goal is a wdlhlanced program for the business as a whole (including
reasonable tagets, compensation structures, decision rights, etc.)
A Short run and long run budgets
A Who should be involved in budgeting (tradés)
0 How to account for all costs in accounting terms: all costs need to be absérbed
including overhead

1 Most Applicable Skill s for Church Work

o Level of applicabilitfMediumHigh (Scale = Very High, High, Medium, Low)

0 The ways people tend to interact with money

0 The concept that incentives actually incent people to strive for agreed upon goals

0 Opportunity costs: using resourcessad / or ti me in one direction
them in another direction

0 While there is a great deal of the ways these principles play out in-prfufit world
that does not apply, the underlying principyg
science for how to make it easier for people to all row in the same direction.

A NOTE: it is useful to see this discussion in the context of the Inspired Employee
concept under Executive Integral Leadership (one page earlier).
0 The budgeting concepts were useéuld applicable

15



OVERVIEW OF EACH COURSE

OPERATIONS STRATEGY AND MANAGEMENT
1 Overview:
0 Instructor: Jerry Wei

o Goals
A Learn the basics of management of operatibtise means by which firms

transform inputs into goods and services
0 Topics of study
A Lean Thinking
A Project Management
A Valie Chain ManagemeiiRFID)
A Cost Control

1 Key Learnings
0 Lean principles:
A Identifying and eliminating waste
A Rigorous focus on efficiency
A The value of standardized processes (for routine tasks)
Project Management: viewing a project in terms of its critiaaks, and developing a
game plan to manage the project through to completion, given time/cost tradeoffs.

o Value Chain:

A lncreasing efficiency so that customers
A Tailoring production process to meet customer demand
A Working with suppliers

How a company rigorously studies itself, with cost control, and efficiency as the key

drivers of change.

1 Most Applicable Skills for Church Work
o Level of applicability ow (Scale = Very High, High, Medium, Low)
o0 The concept of efficiency isaful
0 The basics of project management is also useful
0 But manufacturing and construction is not something that a pastor needs to know a

tremendous amount about é
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ECONOMICS OF THE FIRM (MICROECONOMICS)
1 Overview:
0 Instructor. Richard Sheehan
o This was a hidhh mathematical look at supply and demand on a firm level. It dealt with
the detailed logistics of determining price and quantity of any given product to make.
The goal was to maximize profit (at | east t
o Goat
A Apply basieconomic theory to practical and common business situations
0 Topics of study
A Demand and Supply Theory
Demand Estimation, including determining total and marginal revenue
Production and Costs
Market Structure and firm interactiofisincluding game theory
Pricing

T > > I

1 Key Learnings

o Demand functions (key factors) and demand curves (formula)

o How to use Demand Curves to determine profit maximizatiooptimal price/quantity
mix

0 The concept of price elasticity: the impact of price chafigesmpetitor or selfi on
demand

o Ewmnomic principles behind costxed vs. variable costs, capital/labor/materials,
marginal cost of labor

o0 Market structures: monopoly, oligopoly, monopolistic competition, and perfect
competitiorfi together with examples of each, and the dynamics at plapch

A Has to do with the number of Oplayerso
impotence of those players

o Pricing dynamics: using formulas and graphs to determine what pricing decisions are

consistent with profitability, in the short and long run

1 Most Applicab le Skills for Church Work

0 Level of applicability ow (Scale= Very High, High, Medium, Low)

o ltis hard to imagine using much of the content of this course in church workhigltdy
product, profit, and production driven.

0 Stretchingit,lcanseesonsemal | value in recognizing the
in any given locatidin are there big/dominant churches or schools around us that set
the tone for the majority of people? Are there lots of little churches or schools, leading
to much more of a fre-form choice amongst worshipers?

0 Again, stretching it, there is the basic economic principle of supply and demand, which
works as a basic dynamic in all organizations, even in service driven organizations like
churches.
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NEGOTIATIONS
1 Overview:
0 Instructor. Ann Tenbrunsel
0 Goalt Introduction to the theory and processes of negotiation as it is practiced in a variety of
settings
o Objectives
A To think about and understand the nature of negotiation.
A To gain broad intellectual understanding of the central corscigphegotiation.
A To develop confidence in the negotiation process as an effective means for resolving
conflict in organizations.
A Toimprove your ability to analyze the behavior and motives of negotiators in
settings that have both competitive and cooperatelements.
A To proved experience in the negotiation process.
0 Approach

A Balance of readings, lecture, and experiential learning (engaging in five negotiations)

(The actual negotiation settings we engaged in were a key part of the learning
process).

1 Key Learnings

(0]

(0]

(0]

Negotiation is not always win/lose, habodll stuff, where the other person is trying to dupe
you.

One key oOoOhumandé facet o feffentieegistheiefortto seak wh i
shared interests, where everybody wifisterestbased egotiation)

Avoi d t-hiee®@ftixaem, of seeing negotiating
opponent, and think in terms of creating mutual valughat can we create so that we both
get what we need? (Distributive vs. Integrative bargaining)

Preparaibn is key: the more you are on top of your own perspectives/situation AND those
of the people with whom you will be negotiating, the better things will go.

Knowing your best alternative to a negotiated agreement (BATNA), your reservation
Opr i c e oGestprtfarthest you wglllgo or the least you will sell for/give), and your
aspiration (what you ideally hope for), is important.

The dynamics of power in negotiatidghdow to spot and respond, when to use.

Be aware of the biases from which we tend to operat

There is a human being on the other side of the taBlep to their side; help them to save
face or win as well; if necessary, bring them to tiseinses, not theiknees

Multi-party negotiations are compléxlots of task, relational and personal irgets

involved.

Email is not a good place to conduct negotiations (While it can be done, it is not advisable).
Knowing your ethical standards, and thinking through potential ethical issues before a
negotiation, is a wise and important thing to do. It letmlolding true to your ethics in the
heat of the moment.

1 Most Applicable Skills for Church Work

(0]
(0)

Level of applicabilityHigh (Scale = Very High, High, Medium, Low)

Church wor k f or -sGladrignyg 6h assi tlueastsi oondse atlh a n
there is a need to understand the human dynamic around negotiations. Sometimes that
factors into hiring situations, other times into agreements on projects that people will do,
and sometimes into dealing with complaints or requests from congregantscéses,

dealing with integrity and in a spirit of shared interests should be the goal. The tools of this
class will help me to be more human, and more outcomes oriented (in a good way) than
before.
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MARKETING Il i 0 MARKETI NG PRACTI CEO

1 Overview:

(0]
(0]

(0]

Instructor. Phil Raskin (adjunct professor, former CMO for Morgan Stanley)
Goat Expand upon and give context to the marketing basics learned previously (first
Marketing class), putting those concepts into practice in real world projects.
Objectives
A Translae theory into action
A Develop a product strategy utilizing industry data and trends, consumer category
behavior, needs and wants, brand positioning, pricing, distribution, and overall
_ strategy.
A Develop a personal brand statement, or way of presenting oneseléfiies basic
marketing principles.

Approach

A This course is handsn, and experiential in nature. Assignments are drawn out of

~ real world situations, or simulations of decisions marketers will face.

A The course is designed to challenge marketing assungption

A The approach of the professor is designed to knock people out of their comfort
zone, and challenge them to try new and innovative things in the name of marketing.

1 Key Learnings

(0]

Marketing is as much about a nuanced and thorough understanding of tHe peopy o u 6 r e

trying to engageDeveloping a customer mentalityhow your customer perceives you/your

product is keyi much more important than what you think about your product

Mar keting is about creatively brealkithng t hr o
products and services that genuinely meet their needs or wants

Marketing is an art, which involves being daring; but it is only worth being daring once
youdve done your homework by thoroughly und
Brand advocates: pple who speak on my behalf are worth their weight in gold (note: this

is the holy grail of marketing today)

Working on a personal brand statement can be a useful discipline of crystallizing what you

have to offer.

Marketing as a practice: we got to exg@rce marketing by doing many exercise and
assignments that wutilized the tools webve |

1 Most Applicable Skills for Church Work

(0]
(0]

Level of applicabilitjvedium(Scale = Very High, High, Medium, Low)

| found personal value in the concepts of marketmtis course, and the experience of

putting them into practicd also resonated with the custom@riented mindsetthat was

taught. After all, religion is about peopl e
understanding where people are comingirgo that pertinent teachings can be brought to

bear. There is also some value in looking at what we offer through the lens of marketing

not so much that we would use any means possible to mold our church or school offerings

to what people want or perceivthey need, but in a genuine and respectful sense, recognize

that the way we are perceived matters; how we present thedlianging truths of the New

Church matters; the many tougboints we have with people build an impression.

There were aspectsoftheour se whi ch dondt apply as much:
takes to woo the customer, business culture that is designed to maximize sales and generate
revenue. But even then, it is valuable to understand that world, since it is the world in which

our people, and ourselves, live every day. We are all consumers, and we are all affected by
product marketing, and we all develop brand perspectives.
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GLOBAL FINANCE
1 Overview:
0 Instructor. Roger Huang
o Goat Provide students with the conception framework nesary to appreciate and
understand the problems facing the financial manager in a global financial environment.
0 Objectives
A To be able to assess financial risk in the international economic environment
(exchange rate risk)
A To be familiar with contracts anidstruments used in hedging global financial risk
(minimize risk).
A To be capable of managing firmds foreign
A Translate theory into action
0 Topics of Study
A Balance of Payments and Balance of International Indebtedness
Currency Criseé Developed and Emerging Markets
Foreign Exchange Markets
Fuures Markets, and Arbitrage Dynamics

> > > >

1 Key Learnings
Thewaysin which countries monitor their international financial interactions.
Perspective on the indebtedness of the United States.
The forces aplay in the valuation of the Dollar.
Exchange rates, and their significant impact on international business decisions.
Perspective on fiscal and monetary policy o]
from speculative attack, and what happetewthose safeguards fail.
The role of emerging markets in the global econ@immisks and domino effects of unstable
or non-mature systems.
0o We also had the opportunity to digest the &irtial Market meltdown of October, 2008,
since that is when we took thda&ssWe focused on the pros and cons of government
bailouts( I greatly appreciate t he cpnsidefatwowsad or 6 s wi
this historic and significant set of global financial forces).

O O0OO0OO0O0

o

1 Most Applicable Skills for Church Work

o Levelof applicabilitylow (Scale = Very High, High, Medium, Low)

o | really enjoyed this course, primarily because the professor was really good. International
finance is not something that affects my world at all currently. | can see it applying to the
Churchin certain ways, especially around the payment of salaries in different nations, or
ways to wisely invest in international Church projects. But most of the information on
arbitrage, futures markets, currency crises, etc. is not easily transferrable.it gtk the
category of awareness of what some people within the church deal with in their professional
worlds, which is valuable. | also appreciate knowing some of the dynamics around the
valuation of the US Dollar, aradound the US debt load.
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INVEST MENTS
1 Overview:
0 Instructor. Jeffrey Hart
o Goat To introduce students to investments, and to develop critical thinking and problem
solving skills within the context of investments.
o0 Objectives
A Learn the basic concepts and principles of financial anatysisfprofessional
investords point of view.
A Become familiar with the various financial instruments and marketplaces in which
_ trades are made.
A Become familiar with bond, stock, and portfolio analysis.
0 Topics of Study
Overview of Investing and Markets
Modem Portfolio Theory and Asset Pricing Models (measuring risk and return,
correlation analysis, Sharpe and Treynor
Bonds and bond dynamics
Equities
Derivatives (options and futures)

> >

>~ >~ >~

1 Key Learnings

0 An overview of investment vehicles and investmmatketplaces.

0 That ETFs (exchangesatted funds) are a good vehicle to invest in for the average investor

0 Trends in investing, and useful basics to keep in mind (e.g. buy and hold has its limitations,
P/E ratios are one indicator of bull and bear markeifaiion and interest rate dynamics and
their effect on bondsé)

0 There are risk measures designed to give guidance to the astute investor (mainly for
i ndividual stocks): Jensends Alpha, Treynor

0 What futures and options marketsae al | about, and how they mi
investment strategy.

1 Most Applicable Skills for Church Work

0 Level of applicability ow (Scale = Very High, High, Medium, Low)

0 This course was on personal investing more than anything else. | asssiinetlite
curriculum because business executives will have personal money that they need to invest,
and investment competency is part of the expectation of an MBA graduate. Of course the
Church invests, and it sometimes offers investment options for erepkoyi.e. 403B
accounts). In terms of the former, it is useful to understand risk, various market vehicles,
bonds in particular, P/E ratios and their relation to bull markets. We do support good deal
of our church uses through investment income. So itssful information, allowing for a
level of engagement with Board investment committees, etc. But, perhaps obviously, it is not
the top of the list in terms of expertise a pastor or priest is expected to have to do his
work.
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LEADERSHIP AND DECISION -MAKING
1 Overview:

0 Instructor. Michael Crant

o0 Goal Identify ways that students can become more effective leaders and make more effective
decisions, by applying theories of human behavior to solve day to day problems of
organizational administration.

0 Objectives

A Lealership: Understand leadership theory and practice with the purpose of answering

~the question: OWhat makes a great | eader

A Power and Influence: Learn where power comes from, how to acquire it , and how to

~use it effectively to iiience others.

A Managing change: A Understand the dynamics of change, and digest best practices of

_ successful change effort.

A Decision making: Learn various approaches to decisiaking and study an array of
socialpsychological factors that influencethee cur acy of a | eader ds

1 Key Learnings

0 Leaders: influence others toward achievement, cause others to do things they might not
otherwise do, demonstrates prowess, make things happen.

0 Leadership involves selivareness, salégulation, motivatiorempathy, social skill, honesty,
optimism (forwardlooking), inspirational ability, competence, supportiveness, extraversion
(although not essential), conscientiousness, and a proactive personality. In general, leaders are
great with people and get thingsmik (blend of people and task)

o Leadership is not all about | arger than 1life
and for the organization, and the things you bring to the table

0 People have many intrinsic and extrinsic motivators, includingdettoward the job, sense
of whether their needs are being met, reactions to positive and negative consequences,
expectations, perceptions of fairness, and clarity of goals.

0 Akeen understanding of the way people work can give a leader tools of powénfarehce.

When used carefully and respectfully, they can help a leader to get people to do things they
otherwise might not do, for the good of the organization.

0 We make decisions for a variety of reasons, not all of which are functional. Understanding ou
biases, and limits of information, can lead to better decisiaking (avoiding groupthink,
escalation of commitment, overconfidence, the anchoring trap, etc.)

o Kotterds oOLeading Changed6 construct:tthe eig
urgency, undepopulated guiding coalition, lack of vision, uActammunicating the vision,
failure to remove obstacles, failure to achieve shiertn wins, declaring victory too soon, not
anchoring changes in the corporate culture)

o Decisionmaking is process, not an event. The process is best managed using an inquiry
approach (fostering debate, working together, coming to agreement, openness to alternatives)
rather than an advocacy approach (advocating for competing positions)

0 Become a discerning comaer of organizational theory, and resist the passing fad trap. Not all
business theories are valid, and most of them are not universally applicable (despite claims of
one-sizefits-all)

1 Most Applicable Skills for Church Work

0 Level of applicabiliydigh(Scale = Very High, High, Medium, Low)

o Arguably, this is the type of course that I
The human dynamics at work in almost all organizationsas@nating/Ve should expect
themto be activeeveninachc h environment. While there was
that the focus was on a | eaderds angle or dr
useful informatiorto digest. | particularly appreciated the window into the ways in which we
are wired as human beings. It was an interesting look at the way the mind Wwaike believe
that many of the qualities of truly compelling and capable leadgrd(enility and fierce
resolve, or great people skills aadility toget things done) are what IMmake church leaders
successful.
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WEAVE Il
1 Overview:
0 Instructor. Joe Holt
0 Goalt Provide for valuevased dialogue in a variety of r@adrid contexts, and consider
leadership from an ethical standpoint
0 Topics of Study
A Randy PauséhPerspectives from beloved, dying, professor
A OWi sdomo6 as a ddsvhatieitiand hevacdreonesattain t? t r a
A Assessing presidential campaign pl at
~you vote for, from an ethics standpoint?
A Values tensions in finanaed accounting
A Thesocal | ed owaiter ruledé (how you treat p
o Overvi ew;: this was a ovalues addedo6 cour se,
ethics considerations into the course of study. This, as in the other two Weave sessions,
was a timdor students to consider the ethical dimensions of current issues facing business
executives. As such, it tends to be a glazk of interesting but not entirely related things.
Very useful, from an exposure and ofood for

it
form

1 Key Learni ngs
o0 Randy Pauschds perspect
dreams and setting out
helping others, etc.).
0 Wisdom: great collection of readings from Reefor Holt on what wisdom is from some of
the great philosophers of time. | had the chance to introduce New Church perspectives on
wisdom, and supplied some quotes from Emanuel Swedenborg on the subject for the

i v nd deat
to accomp them, f

professordés collection.

0 How an ethical execiite uses accounting rules, given the reality that accounting number can
be massaged in numerous walgsan important consideratioht 6 s al ong the | i ne
ethics test, because the truth is you can gg:¢

0 The inherent dignity and worth @l human bein@sperspectives and discussion around
othe waiter ruledé6 (how people tend to treat
executives treat subordinates.

1 Most Applicable Skills for Church Work

o Level of applicabilifviedium(Scale = Verigh, High, Medium, Low)

o The reason | marked this as a Omediumé i s t|
rest of t he c uwaround, cathdr than the rhain @easondor signiray pp. While
| valued the valudsased discussion very niy¢he volume was so much less than the other
courses that it is hard to rate it any higher.

0 That said, | found tremendous value in the discussion we had around wisdom: seems hand
in-glove for church work, seeing as our definition of wisdom is a willsgjteesubmit to the
leadership of our God. | also found resonance with the affirmative attitude and priorities of
Randy Pausch, the inherent dignity of all human beings, and the absolute adherence to
oplaying by the rul es ¢ iceshTdere wadlotstcodhonerberet o0 a c c
both in terms of the course content, and the general tenor of the discussion amiorygst
classmates.
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PROBLEM SOLVING
1 Overview:
0 Instructor. Cory Angst
o] Ob|ect|vesPar ticipants willé
Learn how to diagnose business probseamd prioritize options
Practice creativity
Apply analytical methods
Find solutions and effectively communicate them
Learn how to implement the solution, become a champion for it, and harness the
value
A Investigate ways to overcome barriers
o Overview Thiswas an elective courdaken in one week that led us through the logical
steps of breaking down complex issues, and working systematically toward measurable
solutions.

I > > >

1 Key Learnings

0 Problem solving and strategse interrelated processestrategy shouldbe the framework
within which problems are solved

0 There is a science to diagnosing problems which incladisilating the problem, gathering
information, breaking it all down into thirtkroughable options, developing a hypothesis,
and using problem sahg tools to systematically work toward the best solutions

0 The role of creativity in problem solving; creativity is the key ingredient that distinguishes
average solutions from truly exceptional solutions.

o Problem solving almost always involves tradedfie goal is to orient towards the most
intelligent tradeoffs.

0 Issue trees are a great tool for framing possible solutions and analyzing their relative value.
They start with a well founded hypothesis, move through options into logical
consequences/outcoes of each option, and impact analysis of each consequence/outcome.

o Prioritization techniques: Mapping the chosen options, with all its facets on a
difficulty/time/impact map helps determine what to do first, second, etc.

o Implementation and barrieramplanentation is change management. It requires absolute
commitment of top leadership, overcoming silos and turf wars, and the powerful effects of
status quo thinking within most organizational cultures.

1 Most Applicable Skills for Church Work

o Level of applidaility: Very High(Scale = Very High, High, Medium, Low)

o Ireally liked this professor, and the small group feel of this course (there were about 18 of
us in the course, allowing for a high level of individual involvement).

o All organizations have problertigat stand in the way of them achieving a fullness of their
mission. The tools learned in this class demonstrate a rational and accessible framework for
working through problems toward truly impactful solutions. Whether the problem is large
or small, the ame dynamics come into play. It is important to note that probkstving is
not strategy, but it is a key process in hel
the how and why of day to day or@qgsni zati onal
working within an established culture that is trying to do useful things. | see tremendous
application at all levels of the Chuftot that every problem needs to be run through the
entire process, but that the tools are available, and the realifiésiman nature with regard
to the inevitable difficulties and decisions that come up, are in the forefront of the mind.
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LEADERSHIP COMMUNICATION

M1 Overview:

(0]
(0]

Instructor. Alan Nelson

Objectives Students will consider effective communication behaviors aaremsety of leadership
challenges, includirggticulating vision and setting strategic directimitivating relationships

fostering compliance and accountabilitylding critical conversationajvocating for ideadeading
changegleading in preseation settingsand eecutive presence and leadership style

Overview This was an elective course taken in one week led by one of the Partners at CRA, Inc., a
management consultancy specializing in the role of communication in leadership and orghnizationa
performance.

1 Key Learnings

(0]

(0]

(0]

OAdmired | eadershipé6é: the most effective | ead
not for their ability to cultivate followership, but for their unique ability to do both simultaneously.
Communicatioris Behavioral Communication is a procdgancénegotiatioexchange, during
whichpeoplec r eat e oO0meaning. 6 The process shoul
SixAxoms You cand6t not communicate. Leaders
meaning ased on context. Frames define context. Every communication achieves multiple
purposes simultaneously (task, identity, relational). Communication is behavior.

Communicating Strategy: Inform, Clarify, Convince, Involve = the change curve which all go
through. Communication needs to lead people through that curve. Narrative stories are the best
way to communicate change. Strategic messages are: intentionally broad, simple, actionable,
universal, related to mission/vision, accurate.

Fostering Relationshidsripping is a way to touch a lot of people with just a little bit of atterilion
preferred networking styllD e v e | enpe s&foamy genuinely caring abo
Using Communication To Cultivate AccountahikBjear expectations, credible expeaais,

positive reinforcements, negative reinforcements. Goal: identify and eliminate eBeLbese for

people (farmess, drippingBeware of expectancy theory. Beware of feedback filters.

Critical Communicationdf you have to deliver bad news: paep people, keep them up to date

d
hi

T T
(¢

(what will definitely happen, what might haprg
what definitely wondt happen). Treat peopl e |
CommunicatingUpward 0 Me 6 is a dirty woouwr <Lwpnenuind rcad e

problems. Remain informed. Offer solutions. Take responsibility. Develop talent.

Ma ki ng Co mmu n:Rchas leammediakriovBtheiditfekerycéand use appropriately;

use rich media more ofteVatch out for fear appeals. Sticky reages are: short, relevant, clear,
concrete, surprising, notMakedwork®pyaiodtdgangt. Power
LeadingFromThe Stage P| an your presentations meticul ous
confident. Be pregred.

Executive PresencPay attention to the ways you come across, with the goal of balancing power

(task/take charge characteristics) and attractive dimension (people awareness and relationships)

1 Most Applicable Skills for Church Work

(0]
(0]

Level of applicdlity: Very High (Scale = Very High, High, Medium, Low)

This was one of my favorite courses. The professor was fantastic, and the content was well

conceivedThis course was about understanding communication dynamics. It dealt mostly with the

human dynamit the ways people function around communication. The principles described are

universal. While presented in the context of leadership, they ring true in terms of all

communication exchanges between human bdimggms of church work, ministers

communicae all the time, and they interact with people a great deal. We would all do well to

consider how we come across and how we tend to be perceived in different contexts. Many of us

are also called to manage others, and sometimes to deliver challengingtioferFiaally, if you

buy that the church, | ike any organization, n
leaders to absorb. Overall, the information was presented antinherent respect for others, and

arecognition that those in any orgaation are hoping and expecting their leadertell them

what they most need to know. Thereds a | ot of
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STRATEGIC FINANCE AND VALUATION
1 Overview:

0 Instructor. Tim Laughran

o Objective To provide a framework for valuing eqguisecurities. Topics include:
A Foundations of value
A Frameworks for valuation
A Cost of capital
A Forecasting performance

1 Key Learnings
o Companies create value by investing capital at rates of return that exceed their cost of capital

and by growing
o Value managsifocus on the fundamentals of value creation, avoiding short term profits or a
owin at any costo mentality

0 Market expectations are key: e.g. a firm that makes a profit lower than market expectations
will see its stock price take a hit.

0 Longterm value ceation is ultimately what the market values. While there are stenrh
exceptions, this is the fundamental rule borne out by years of experience.

o Discounted Cash Flovisthe fundamental valuation parameter: values the equity of a firm
based on operationsés debt and other investor claims (liabilities). It is FUTURE oriénted
based on expectations of how the firm will do in the future.

0 Operations (profits based on the way the firm does business) will be projected into the future,
but discounted in presentvau at i ons (today6s doll ar s)

0 Revenue growth, operating profit, net investment, and free cash flows are key numbers in all
DCF valuation calculations

0 Taking industry and market trends into account, as well as historical performance, provides a
highlyvaluablet est 6 to the DCF numbers

0 Research into the competitive advantage of the firm is also key.

0 Forecasting future performance is murky at best, but there is some science that can make it
useful

0 Arriving at the correct discount rate (weighted average costagital) is quite tricky, but very
important

1 Most Applicable Skills for Church Work
o Level of applicabilityow (Scale = Very High, High, Medium, Low)
0 This course had some minimal appeal for me, in that the logic behind equity valuation is

interesting.But he course is all about making money.
central theme. In a business environment, it is true that cash to invest in future growth is what
keeps companies prosperolist i s al so true t hedivers,arsviyg ht i nt

they deliver value to consumers, moves beyond money into doing something useful. But it is a
stretch to say that a course such of this has much information that is transferrable to church

work. |1 tds si mpl y n ordestioauare puwely business Arented,itis h ot he
useful to know some of the thinking processes that business executives in the Church might
engage in. Beyond that this information shou
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LEADING CHANGE AND INNOVATIO N
1 Overview:
0 Instructor. Ed Conlon
0 Objectives:
A To learn the leadership skills necessary to implement or create effective organizational
change
A To learn how to manage and lead creative processes and people
A To become aware of the most common errors made bynamgers and leaders in the
contexts of change and innovation

1 Key Learnings

o Most organizations aren6t designed to change
and efficient. Therefore most change processes stumble.

o Divining 0 vappantisiotthechardipsrt; Most chiinge processes fail in the
implementation phase

0 Management is primarily responsible for planning, organizational tasks, assigning roles to people,
and organizational efficiency. Leadership is primarily responsiblegblistshg and
communicating vision, achievingbuynspiring and motivating. Leadership is necessary for any
change to happen.

o 7-step change model: Urgency, guiding coalition, vision, alignment/bogrgizing/empowering,
celebrating small wins, ugigains to finance the future (institutionalize changes)

o0 Innovation is about tofine wins, rather than bottom line efficiency/cost cutting

o lnnovationds building blocks are: strategy,
ALIGNED

o Forinnovation ® be fostered, failure needs to be tolerated

0 Another innovation model speaks to: People, paths, and prodegsesple who can and will
innovate; clear paths to put innovation into action, and business/leadership practices that
promote rather than stifle nevideas

0 Innovation asks three useful questions: Is it DESIRABLE (to customers)? Is it POSSIBLE (i.e.
within our capabilities? Isitl ABLE (i s it ousd) ?

o Creativity can be cultivated within an organization, provided there is time, permission, and
encouragenma to engage unconventional thinking

1 Most Applicable Skills for Church Work
0 Level of applicabilitiedium(Scale = Very High, High, Medium, Low)

o Based on its title, this course arguably sho
content wasa repeat of things we had learned in other courses, and the overall content, while
okay, wasnd6t tremendously exci thitomgrdthePer haps

end of the program.

0 Onthe positive side, it is true that successful changes dolow predictable patterns, and that
innovation (although a bad word in New Church doctrinal terms) is a useful thing to create
space for in an organization, and that creativity can usefully be fostered so that the mission of the
organization can be mereffectively brought into reality. The emphasis on problem solving was
also useful (although again, a repeat of an elective course?).tbalso enjoyed the main
assignment of this course which was to analyze a change process that we had exper@mnced in
professional past. | chose to analyzeth& he Gener al Churchdo® oMi Il io
helped me translate many of the concepts in this class into our own church culture.

2 Of interesting note, the professor of this course-emithored one of the texts we used in the Problem Solving
course | took:Getting It Right
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LEGAL ISSUES FOR BUSINESS

1 Overview:

(0]
(0]

(0]

Instructor. Robert Kearney
Goals:
A Devel op a foafsénsenfconfidemde that ypdwill be able to make some
business decisions without involving the advice of counsel
A Develop an o0intuitioné that tells you whe
enough that you must involvegal counsel who specializes in the questions you will ask.
Objectives:
A To introduce students to fundamental business law principles so that they can apply
these principles in a realorld environment.
A To provide an environment in which students can disemskcriticize decisiemaking
while assessing and weighing legal risks.
A To encourage students to embrace legal thinking as a form of strategic thinksing
the law to their competitive advantage.

1 Key Learnings

(0]

(0]

(0]

Under st andi mghatGhouddplvieg mpe.edmed buti adbhrebdundt ; Or

dondét <car e; napata pradectout thaeretthaticdusedhari;inteymd of how the

law interprets the ostate of mindo6 of the pa
A Involves intentionality, duty, a breach, €ation, damages.

In selecting legal counsel, beware of those who use lawyeresque language; those who put things

in plain English are usually the best.

Get insurance: indemnification, employment practices liability insurance (Note: people tend to

look out for themselves when the chips are down.

Corporations are opeopledé6 according to the |

youodr e trhaker, ybeoan get suedn

The constitution still matters: everything is derived from it, and held up tbis interpreted in

t wo fundamental ways (camps): textually (mor

climate).

Choose an organizational form that limits liability (and reduces taxes payable), and search your

name well (partnershipsprporations, limited liability company)

See lawyers as risk managers (helpers) not just as litigators or those to be sought out in an

emergency.

Employment contracts: reduce employment decisions/issues to writing; ensure to the best of

your ability that hings are clear for all parties, and that appropriate things are documented.

0l f someone is going to jail, make sure it i

1 Most Applicable Skills for Church Work

(0]
(0]

(0]

Level of applicabilitydigh(Scale= Very High, High, Medium, Low)

This course dealt with a lot of commeplace legal issues that face people in all organizations. It is
good to have a working knowledge about negl.
organization. It is good to be minded or guided about employment contracts. It is useful to

have a general oO0Osensed6 of what | egal counsel
important to understand why insuran@dor the organization and for its officéisis necessary.

é A n twas great to engage with a professor who is a lawyer, and so clearly calls us to be

ethicahnot just to |ive by owhatds | egal, éd6 which
Whil e there was some i nf or ma temtrepreneurialissudse cour
such as corporation filing and name selectio

issues a church can face. In terms of the stated goals of developing a sense or intuition of the legal
field, this course succeeded.
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WE AVE Il
1 Overview:
0 Instructor. Joe Holt
0 Goalt Provide for valuevased dialogue in a variety of r@adrid contexts, and consider
leadership from an ethical standpoint.

0 Topics of Study
A Developing a reputation as a moral leader
A The paradox of success
A Thefre mar ket economydés effect on moral cbh
A AistotelianvsHobbesi an frameworks applied to to
A Life and career aspirations

o Overview As with other Weave courses, this was

bring an extra dosef values and ethics considerations into the course of study.

1 Key Learnings

(0]

(0]

To be perceived as a moral manager requires consistency, walking the walk, communicating
rationale for decisions, and being othaniented. It also requires, obviously, beingaral

person

To avoid the success trap, examine your calendar, your drive, your success markers, the

ways youlGre using your talents, your Obl ame
for power, your emotions, and your willingness to change.

Thef ree mar ket economy has a downside: greed/
all of which can erode the values of managers and people in general; and an upside:

creativity, hard work, innovation, prudence and honesty which gets people ahead in the long

run, constant improvement... It is good to beware of the pros and the cons, and also to see

that the context itself tends to amplify the good or the bad in people.

Hobbes viewed human beings as essentially competitivprastrving, glory seeking,

connving, while Aristotle viewed people as inherently good and commuonigyted, with

seeds of virtue in them that need to be cul!t
(business) environment.

Live by the principlemidaMawimmuermucsauderf ogregn

1 Most Applicable Skills for Church Work

(0]
(0]

Level of applicabilityHigh (Scale = Very High, High, Medium, Low)

This was my favorite Weave session of the three. The topics were well chosen, and served

as a great means for reflectiboward the end of the EMBA program. For me, the topics in

this session o0got t o t Hietripsd sudcesy dettitgmte mat t e
the workaholic syndrome, applies as much to the ministry as other professions, and also

gives insighnio the pressures that many congregants face. Plus the consideration of what
brings lasting happiness is right up the o0cl
cannot take a moral reputation fadoingtleer ant ed.
discipline of letting our values lead, and making decisions based on principle (and doing the

work of regeneration). | also found value in the consideration of the free market economy.

Whil e not directly our eastfiniNerth Amedca).iWe alihave wh e r e
to watch out for hedonisr in ourselves and in the people we work with. We can all be

mindful of the many pros and cons of our environment. Finally | found it fascinating to
consider ancient p hwoldoHekbgsarid Aristatl® therldesas i ' t od a
really do apply today. All of this confirmed for me the value of this program in general, in

that it made room for salient and useful di :
money.
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EMERGING TRENDS IN BU SINESS AND SOCIETY
1 Overview:

0 Instructor. Leo Burke

o Objectives:
A Identify major trends facing the world today.
A Gain new perspectives from a varietygufestspeakers
A Understand macro global forces through focusing on food as a micro case study
A Reflect on tle benefits of the Executive MBA program.

o Overview This course was designed to get us thinking about the dramatic changes going on
in our world: globalization, demographic shifts, economic upheavals, environmental
challenges, security threats, promisingviechnologies, etc. It invites us to consider the
world we want to leave to our grandchildren, and how we can positively influence these
megatrends. It included lectures by the professor, guest talks by business leaders and
consultants, and presentatiobyg class groups.

1 Key Learnings

o Food production processes in the US rely heavily on corn production, subsidized by the
government. There are several bad sifects: pollutants based on fertilizers and
pesticides; overproduction of corn means that ifégl to animals not designed to eat it,
andmany new corrbased products that are unhealthy for human beings.

o CAFOs (Concentrated Animal Feeding Operations) are a relatively unknown reality in
the meat industry. These too have many bad side effects: wagibjotics, cruelty,
corn-based meals, and so forth. Not pretty. The same can be said of chickens. Free
range or farm fed are much healthier and more sustainable choices.

o0 ltis necessary to absorb the realities of our global issues. A billion peopleniless
than a $ a day. 2 billion are undeourished. 1 billion are chronically malnourished. 1
billion are obese. The world is warming. Top soil is diminishing. Desert areas are
increasing. Water is diminishing. Debt in the US is skyrocketing. It igoad to be
paralyzed by such things. Rather, the call is to use consider what is sustainable for all the
worl ddés citizens, and work toward that.

o Given the stakes, prudent action to make even a small difference is called for.

1 Most Applicable Skills for Church Work

0 Level of applicabilitydigh(Scale = Very High, High, Medium, Low)

o | found this course eye opening and heart wrenching. It invited (forced?) us to come face to
face with some troubling realities in terms of mega trends. While | do not fdebcal
make i ssues such as hunger, or water, or wol
focal points, | do feel called to care about these issues, to stay current on them, and to do
what | can in my small ways to make a difference. One of the iqnedhat kept coming up
for me, is, if a church doesndt sTtherav care at
appears a moral responsibility to let this information in, and ask the question, what can | do?
In terms of the Church, we know that the Lorchres for all humanity. We know that He
asks us to use our financial resources and talents to serve. Many of us have been truly
blessed. If nothing else, we can know that our hardships are nothing compared to many
people in the world. More than that, theris a call to be generous and to make a positive

difference.
o | note that this course is not one that you would imagine was in atadjber business
program. |t is a testament to the programbds

is alsom harmony with the clientele served, namely those who feel called to make the world
a better place.
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STRATEGIC PLANNING AND IMPLEMENTATION
M1 Overview:

0 Instructor. Chuck Bamford

0 Objectives:

A To study strategic management with particular emphasis on a stratggementation

_approach, a results orientation, and a top management point of view.

A To help students use the tools and techniques developed in the EMBA program as well
as those acquired through their business experience to address the strategic problems
faced by businesses.

0 Overview This was a capstone course, the last in the program, designed to bring all the pieces
together in a strategic framework that is intuitive and readily usable. It was a highly applicable
course, with opportunities to commentrocurrent businesses as to their strategic positioning,
and to put the tools of the course to work in our exam and in a final project.

1 Key Learnings
0 Strategy is a pattern in a steam of decisions with two fundamental characteristics: commitment
to action,commitment of resourcesSt r at egy i s al most as much
about what you DO. The key is your core, and building everything around that core.
o Strategy Model:
A External Analysi§he goal is to develop a deep understanding of your cotiygeti
environment. What type of industiig it, who are your competitordaow competitive is

your industry? This is key to discovering yomique place in your industry.

A Value Chain Analysis (Internal Analysis)y The goal i s t
ounorthodoxd6 things you do or
do to be oO0in the game, 6 but do

~them. Do them well. Dondt do them

A Resource Based Analysis (RBAY all unorthodox items, run them through the RBA
process: Is it Rare, Durable, Relatively Newbstitutable, Relatively Ndiradable, and
Valuable? If it doesndt meet all five
Sustainable Competitive Advantaddisorthodox items are your competitive
advantages, upon which your strategy r
Missionand StrategyDevelop a mission with-3 of your key competitive advantages
(RBAs) Good missions are short, simple, straightforward, comgaegific, actionable,

_and measurabl@uild your strategy around those RBAs.

A Structure Itis vital to structure the entire organization around delivering on your RBAs.
There are five | evels: apex and middl e
technostucture (advice givers, policy makers), and staff support. Core delivers RBAs.

~ Everything should feed them.

A ImplementationsThis is largely about fit, alignment, resource allocation, and

measurement. | td&ds about putting the st

1 Most Applicable Skills for Church Work
o0 Level of applicability/eryHigh (Scale = Very High, High, Medium, Low)

wh a

tes

est

ma

rat

ol hesitate slightly to rate this class overy

strategy course. However, the logic and powetldd framework does indeedpplyinto an

organi zation such as ours. | translate Omiss

as what keeps people away from coming to church or engaging in spiritual development;
resource based advantages as wiahave that no one else does (namely the Writiagd
programs based on them see the focus on simple actionable mission statements, people who
deliver the core activities of th€hurch, and the discipline of implementation as useful tools that
canhgp us do better at what wedre called by
0 The professor in this course was incredible. He sold me on the process, and made the course a
lot of fun. It was hard work but it was one of thoseemorableexperiences hat doesndt
around oftenl am favorably disposed to using the principles of the cowitt@n our nonbusiness
churchenvironmentSome translation is necessary, thé model applies to all organizations.
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SUMMARY STATEMENTS ABOUT THE EXPERIENCE

| thought it useful to gather together some of the overarching things ¢ hawsay about this program,

and point to the things that stand out to me as indicators of what | learned. What follows is a summary
about the best courses, some of the highlight messages, and some reflections about its value to me, and
its potential valudor others.

Most Applicable Courses :

1 A place to start, in terms of accessing the best of the information here, or the concepts that |
believe are most applicable to a church enviro
courses. You will notice, iBection 3: Overview of Each Course, | have ranked each course on a
ol evel of applicabilitydé scale. | particularly

o Very High:
A Marketing 1 (p7, 37)
Foundations of Principled Business Conduct (Etl{jrs)2, 62)
Execuive Integral Leadershijp. 14, 81)
Problem Solvindp. 24, 163)
Leadership Communicatiqip. 24, 171)
Strategic Planning and Implementatjpn31, 236)

T > > > > > >

o High:
A Negotiations(p. 18, 116)

Leadership and Decisievaking(p. 22, 140)
Legal Issues for Businggs 28, 206)
Weave llI(p. 29, 212)

Emerging Trends in Business and Sodjety0, 216)

> > > > >

Enduring Perspectives:

When | step back and reflect on the overall experience, the main sentiment that comes to mind is
that of gratitude. This was an incredible oppmity for me, and one that | value tremendously. While |
have strived to share what I can, so that ot her s
is an overall mindset and enhanced perspective on what is possible. | am sure that mylections
will change as time goes on, but for now, they include:

1 A cando mentality There are so many organizations out there doing incredible things. The

reasons they succeed include leadership, providing something of value, discipline, and focus.
What | gained from this experience is a willingness to think more broadly about what our
Church can be, and a level of confidence that we can authentically allow the Lord to influence
more people through our organization. There is a formula, or a way forwahdchy while it is
Ohumandé an deaffrail. | i bl e, can

1 Excellencenatters Any organization should strive for excellence in what it does. Our church
deserves our very best efforts to provide worship, spiritual activities, and educational programs
that are outstanding. We can, and should set the bar, because the work we do is that valuable.

1 Mission Every thriving organization, across the board, knows why they exist, and wraps
everything they do around that mission. It was encouraging to see the foctieoralue
brought to those being served, even in a business environment where cold, hard cash is a driver.
So for our Church as well, the saying is equal

1 How to bring values alond was especially encouraged during gisgram by the emphasis on
values and ethical leadership. Itis, in part, what the University of Notre Dame stands for. It
wasndt only that, though. The message came thr
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SUMMARY STATEMENTS ABOUT THE EXPERIENCE

todayod6s busi nes s teeleander ectmedithe saine theines lavel your etract, and
champion your core values; thatds a oOmustodé for
companies. Obviously, values are, and should be, front and center in our organization.

Network: There is trem@&dous value in interacting with people of the business community.

Notre Dame has an enormous al umni net wor k. I d
touch with many of the people | studied with, and some of the professtome of these people

I now consider lifelong friends.

Understanding the business mindgéere is value in understanding the pressures and
opportunities that so many people deal with every day in their professional environments. | feel
more capable now of engaging in usefulhv@rsation with those in a variety of professions,

based on this program. As a caveaiyylo get immersed in the monayakingworld | t 0 s
fascinating and scary all at the same time.

There is a common formulgeople, resources, discipline, missittace r s hi p, str ategyé
organizations need to have these basic moving parts coordinated and channeled in a common
direction. While a good amount of it is art, there is a science there too, which, again, can help

even a horbusiness entity like our Church.

Leadeship More specifically, | feel blessed to have learned many valuable lessons about effective
leadership. The formula that most appeals to me is one of humility balanced with resolve, and a

blend of people skills and ability to get things done. Thee a wusef ul O0otherness
successful leaders have. And there is a discipline around focus, prioritizatiomé#nmagement,
decisioamaking, communication styles, and so forth. While these can be seen awbuz,

there is a lot of value thereAt least | value it and it is helping me to be a better pastoral leader.

Myself | | earned a | ot about myself in this progi
to go to graduate school with a fttiime job and a fultime life?). | learnedo@ut my style of

leadershifp the good and bad and also how teake progress. | experienced once again the joy

of learning in a structured way, and gratefully found that | could still do it. | had the opportunity

to focus my att ent ialedtodo,,whoN dng &and how bestll dareugeemyl 6 m ¢
abilities. | learned the value in new ways of relying on a team.

In terms of concepts, | believe that the following bear consideration:

T

=A =4 =9

The absolute importance of understanding things from the perspecfitleose you seek to
serve (p. 7)

A3Circle model for framing a marketing strateg
no one else does, that people really want or need. (p. 7)

The basics of balance sheets and income statem@gnts)

The baic moving parts of the macreconomic environmeni(p. 10)

The conceptof sustainable growfh that growing too fast causes problems, and not growing
enough causes problems. There is a sweet spot that firms should aim fad.)(p.

It ds not alrprestgb, bu aboutdiging eyt your values within a laudable
framework of success (usefulness). (p. 12)

The Component Model of moral leadership: moral sensitivity, moral judgment, moral
motivation, and implementation. (p. 12)

Autonomous vs. controlled bwavior (p. 12)
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SUMMARY STATEMENTS ABOUT THE EXPERIENCE

=A =4

= =4

= =4

Inspired performance: the satisfied, engaged, and inspired employee: inspired being the realm of
values overlay (personal values and organizational values). (p. 14)

Polarity management (vs. seeing all things as problems to be solved). (p. 15

The concept of opportunity costs: benefit foregone by choosing one course of action rather

than another. (p. 15)

Budgeting processes: goal is a vallanced program for the entity as a whole. (p. 15)

Project management: viewing a project in terms otiitical tasks, and developing a game plan

to manage the project through to completion. (p. 16)

Negotiation is not always win/lose, haball stuff; it can be a process of seeking shared

interests. (p. 18)

The difference between distributive and integvatbargaining. (p. 18)

In negotiations, there is a human being on the other side of the table. Step to their side;, help
them to save face or win as well; and if necessary, bring them to their senses (not their knees).
(p. 18)

Brand advocates: people whpesak on your behalf, are worth their weight in gold (this is the

holy grail of marketing today). (p. 19)

Working on a personal brand statement can be a useful means of crystallizing what you have to
offer. (p. 19)

Leaders: influence others toward achievemeause others to do things they might not

otherwise do, demonstrates prowess, make things happen. (p. 22)

Leadership involves safvareness, setegulation, motivation, empathy, social skill, honesty,
optimism (forwardlooking), inspirational abilitgompetence, supportiveness, extraversion
(although not essential), conscientiousness, and a proactive personality. In general, leaders are
great with people and get things done (blend of people and task). (p. 22)

We make decisions for a variety of reasonst all of which are functional. Understanding our
biases, and limits of information, can lead to better decisnaking (avoiding groupthink,

escalation of commitment, overconfidence, the anchoring trap, etc.). (p. 22)

Kotterds OLeaditnheeighhreasogsehat cleange pracesses fail (insufficient
urgency, undepopulated guiding coalition, lack of vision, undemmunicating the vision,

failure to remove obstacles, failure to achieve skherm wins, declaring victory too soon, not
anchaing changes in the corporate culture). (p. 22)

Decisionmaking is a process, not an event. The process is best managed using an inquiry
approach (fostering debate, working together, coming to agreement, openness to alternatives)
rather than an advocacy pmach (advocating for competing positions). (p. 22)

The inherent dignity and worth of all human beifigser specti ves and di scuss
waiter ruled (how people tend to treat waiters
treat subordinates(p. 23)

There is a science to diagnosing problems which includes articulating the problem, gathering
information, breaking it all down intathink-throughablé options, developing a hypothesis, and
using problem solving tools to systematically work tow#nd best solutions. (p. 24)

Issue trees are a great tool for framing possible solutions to problems and analyzing their
relative value. They start with a well founded hypothesis, move through options into logical
consequences/outcomes of each option, angact analysis of each consequence/outcome. (p.

24)

OAdmired | eadershipé: the most effective | eade
and not for their ability to cultivate followership, but for their unique ability to do both
simultaneouy. (p. 25)

Si x Axioms of Communication: You candt not com
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SUMMARY STATEMENTS ABOUT THE EXPERIENCE

symbolic. We create meaning based on context. Frames define context. Every communication
achieves multiple purposes simultaneously (task, identityjoetd). Communication is
behavior. (p. 25)
1 Communicating Strategy: Inform, Clarify, Convince, Involve = the change curve which all go
through. Communication needs to lead people through that curve. Narrative stories are the
best way to communicate chandgtrategic messages are: intentionally broad, simple, actionable,
universal, related to mission/vision, accurate. (p. 25)
1 Fostering Relationships: Dripping is a way to touch a lot of people with just a little bit of
attentiomi preferred networking style. Dewl op-né$§aé by genuinely carin
people. (p. 25)

T Making Communicati ons fkBdwithe differénceaRduseh vs. | ean
appropriately; use rich media more often. Watch out for fear appeals. Sticky messages are:
short,relevant c¢cl| ear , concret e, surprising, not too s
work for you (not against). (p. 25)

T Leading From The Stage: Pl an your presentation

not confident. Be prepared. (Lots that@jes to sermon preparation and delivery here). (p. 25)

T Most organizations areno6t designed to change;
and efficient. Therefore most change processes
the had part. Most change processes fail in the implementation phase. (p. 27)

1 See lawyers as risk managers (helpers) not just as litigators or those to be sought out in an
emergency. (p. 28)

1 Employment contracts: reduce employment decisions/issues to writirsgire to the best of
your ability that things are clear for all parties, and that appropriate things are documented. (p.

28)

1 To be perceived as a moral manager requires consistency, walking the walk, communicating
rationale for decisions, and being otheriented. It also requires, obviously, being a moral
person. (p. 29)

1 To avoid the success trap (workaholism), examine your calendar, your drive, your success

mar kers, the ways youdre using your talents, y
you thirst for power, your emotions, and your willingness to change. (p. 29)
Live by the principle: O0Maximum cause for rejo

=a =

The world we live in has many enormous problems, and it is the responsibility of all global

citizens to care, and do what they can to help. (p. 30)

i Strategy is a pattern in a steam of decisions with two fundamental characteristics: commitment
to action, commitment of resources. Strategy I
about what you DO The key is your core, and building everything around that core. (p. 31)

1 A very useful strategy model includes: external analysis, internal analysis, resource based

analysis, sustainable competitive advantages, mission and strategy development, ongdnizati

structure, and implementation. (p. 31)

Reflections

I have been asked several times if | believe a program such as this one is of value to others in the
priesthood. Some have even asked if | would recommend it to others. What | would say to thes is: y
and no. If you are one of those people who feels called to priestly leadership, believing that our Church
needs capable and trained | eaders at al/l l evel s,
believe itis necessary foreveryen nor t hat it is the only way to af
leadership. There are other programs, and there is no substitute for experience. | would say that the
priesthood could use more people who fully understand business principlgsracesses, since we
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SUMMARY STATEMENTS ABOUT THE EXPERIENCE

work with many from business backgrounds in our Church. | would even say that it can help the Church
steer away from being oOorun |ike a businessdé in th

Incidentally, | came out of the program with a counbetuitive reflex. One would imagine that
strategy and big projects, and congtthe-world attitudes would top the agenda. Instead | found myself

called to reinforce t he fdobbethegpastorthatthiseongrdgationys past or
countingonmetobeT hi s i s not to say that | dondt feel <cal
the congregation, or that they wondt be bold and

inspired to do it. But it is a balance. | still believe, with meuoeety than ever, that my fundamental
responsibility is to teach the truth, and lead to the good of life, and | have been putting extra effort into
the traditional activities of preaching, pastoral visiting, and walking the walk of life with peoplé& as the
pastor . My reason for mentioning this is that | d
of what a pastor is to do, according to the Word. What | do believe, is that there are other things that
pastors are called to do, indeed that thegple of the congregation are counting on them to do, which

is to ensure to the best of our abilities that there is a vibrant and spiritually fulfilling congregation for
them, their families, and their friends to participate in. That takes leadershiplbasygastoral presence.

So, while the pendulum, coming out of a thim@ensuming graduate program, needed to swing back to
pastoral connections, over time, | can see a balance of being the pastor that my congregation is counting
on me beind the spiritual mator and the leader of the congregation who is working with many to

ensure that the greatest number of people can experience the goodness of the Church as possible.
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A DEEPER LOOK: MARKETING 1

Marketing Basics:
1 Market Segmentatioridentifying opportunities by recognizing custordéferences and creating
customer groups
o Itis generally more profitable to segment markets and develop marketing mixes
customized to meet certain needs than to mass market products and services
0 Segmentation is a process of discovering what customersatasefi knowing what
customers want (benefits) and value is key
1 Target Market Selection€hoosing segments with profit growth potential and strategic fit.
0 Three factors:
A Size and growth potential of each segment
A Access to each segmbatfanthébevel eotompe:
A Competitive intensity
1 Positioning Analyzing how youdre different from c¢omg
important to the customer (and ways to educate the customer on these differences)
o Effective positioning requireoteo go t o t h efi what attributesotmthat 6 | e v e
you offer meet customer needs? Be specific.

o Value | addering: Start with attribute and s
perspectives

o Striving for o6locationdé in the mind of the

0 Requiresmder standing the dimensions of value f|

0 Best: distinctive capabilities to deliver on customer needs/benefits in ways that
competitors cand6t easily match
o Position statements articulate the above in simple ways
1 Product Designingnd building value for target customers to fulfill positioning strategy.
o Isitrelevant?
o Does it offer opportunity for differentiation?
o How does it reflect your brand?
o How will a new product or product feature affect the rest of your product line?
0 Watch aannibalization (new products that hurt your other products)
0 Sometimes pruning back is the best thing (offering less)
1 Place Making your offering available in ways that create value for customers
0 How do customers come in contact with your products/servic¥gRere do they get
them or how do they receive the services?
o Isthere a way to make it easier for them to access what you deliver?
1 Promotion Generating awareness, educating, persuading people to choose you. Recognizing and
leveraging many toueboints.
0 Puwh vs. Pull strategies
0 Guiding framework:

A Market (what/who is the target for your message?)

A Mission (what are you trying to accomplish with your messaging?)

A Message (actual message must align with positioning sfiafega A = unique
selling proposition tht is relevant to customers, different, communicable,
difficult to imitate, and profitable)

A Media (how are you getting your messagefoytush, or getting people to come

infi pull)
A Money (how much will it cost/how much do you have to work with?)
A Measurement@w wi | | you know if itds working

0 Many touchpoints
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A DEEPER LOOK: MARKETING 1

o0 Knowing how customers make their decisions about products or services can help tailor
your message and overall promotion strategy
9 Price Pricing at a value that is fair to customers and provid&sraeturn to the firm
o Basic ingredients: variable costs and demand (note: we had a whole coursefion this
micro economics; this is just a taste)
0 Pricing Thermometer:
A Objective Value: our sense of what people really should be prepared to pay
Perceived Vakt maximum customers will actually pay (often heavily influenced
by competitor pricing)
Cost of Goods Sold: what it costs us (this is a floor)
Discount factor: price below objective value to get to Perceived Value
Point: many firms us a 3X model: threengs variable cost, but this is an inside
view; the simple concepts above consi del
in addition to costs
1 Customer ManagemenCustomer acquisition and retention programs, designed to ensure
continued value to customers

>>> >

o Didnodt have time in the course to dive into
1 Profit The discipline of linking marketing decisions to metrics that lead to good financial
outcomes.
o Didnot have time in the course to dive into

1 Other useful concepts
o Brand Equity:
A The lewel of awareness and array of associations or beliefs your customers have
of your products/services.
A Consumers have a ton of brand data, much of it subconscious
A Must understand what people perceive about your brand
o Financial analysis:
A Do the basic math: Baeven analysis, based on unit margin and fixed costs,
and more broadly, the financial vectors of doing what you do.

3-Circle Model
T Goat
o Di scover y o ufirwhdtyou affér that pourewstorders want that your
competition candét or doesndt offer
1 Process
0 Step 0: Define Context
A Company: What part of your organization are you submitting to analysis, or are
you doing the whole organization
A Competitor: What is your competitive set? Which one is representative fer in
depth analysis, or do you need to &akhem as a group?
A Customer: Who are you striving to serve? Single customer segment is best
o Step 1: Inside View: YOUR Capabilities, Resources, Assets (This is Circle #1)
A Where do you think youdre most capable,
A What evidence is there to suppbyour analysis?

o Step 2: I nside View: Your COMPETI TORGS <capas
A Repeat step 1 for your competitor, again, using whatever actual data you can
find

0 Step 3: Inside View: Overlaps
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A What capabilities, resources, assets do you and youngetitor have in

~ common?
A These tend to be ftiwhatdtsaheseasfsatrlyet @a me
doesndt necessarily differentiate eithel

0 Step 4: Outside View: Customer perspective (This is Circle #3)

A Who is your customer?

What does he/she care about/want?

Interview customers, do surveys, dicwhatever it takes to be as accurate as
possible about their wants.

Develop an attribute list to measure. Rate each attribute as to perceived quality,
for you and your competitor, in the &g of the customer

o Step 5: Outside View: Patterns

> D>

A Analyze all the data and look for patterns

A ln the customerds view, what are our eq|

A What do they perceive to be our points of difference? (Area A)

A What do they perceive to be ourcompei t or 8s points of diffe

A What do we offer that they really dondt
0 Step 6: Outside View: Deeper Values

A What in Area A (our points of differentiation) is the most important attribute in

driving a customer our way?

A What in the ad differentidtian ¢Ared 6 in the neodel) is the
~ most important attribute in driving a customer their way?
A Value |l addering is a great tool (pick ai

guestions)
0 Step 7: Return to Capabilities
A Are our points of differencethat we believe are of key value to the customers,
based on real capability? Can we do it?
0 Step 8: Dynamics
A Whatds goi ng laced Ane theiotnends? New bkeakthroughs?
Emerging technologies that are going to change the game?
0 Step 9: GrowthStrategy
A In light of your analysis, where do you see the most significant growth
opportunities? How can you position yourself to better deliver value to the
customef expand your Area A?
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1 PMB Project: GNCS 3 -Circle Analysis

W[k 34 @
1'[ =

Millennial (ages 4-23)—23.6%
05>

District 34 public schools”
ary,2 Intermediate, 2 middle)

Large, highly
achievement,range of programs,and depth of educ:ﬂomlresour:e:

W[k 34 e i it S
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