“MEET THE ROBINSONS” 

“Entrepreneurial Types” 
Classwork Writing Activity
(4-23-12)
Directions:  Working in pairs and using class discussions, notes and examples from the movie, answer each of the questions on a separate sheet of paper. Do not write the question and include the definitions of terms in each of your responses.
1. Was Lewis an entrepreneur?  Explain in detail.

2. Was Lewis a creative imitator? Explain in detail.

3. Was Lewis a gap-filler? Explain in detail

4. Was Lewis an innovator? Explain in detail.
5. What characteristics did Lewis display?  Explain all that apply in detail?
Serial Entrepreneurship PowerPoint Project 

Due: Monday, 4-23-12
Read:

Most people who find something they love want to keep doing it.  Why should it be any different with entrepreneurs? A growing percentage of people who start successful businesses do it again and again.  This is called serial entrepreneurship.  These serial entrepreneurs take the lessons learned from their first businesses and apply them to new businesses.

For several reasons, serial entrepreneurship is more common now than in the past.  First, companies – particularly technology companies – develop and mature more quickly now and can be sold while the founders are still young.  Second, resources for growing a company are more easily available because of the Internet and the concentration of new businesses in certain geographic areas, such as the Silicon Valley in northern California.  With customers only a click away, many businesses can become wildly profitable in just a few years.

Serial entrepreneurs report that they are not driven by the desire for money so much so much as the desire to innovate and to challenge themselves.  There are resources specifically designed to help entrepreneurs who want to start not one, not two, but several successful businesses.

Collaborate: 

Working with 2-3 students, create a PowerPoint Presentation with at least 10 slides to include the following information:

1. A title slide with your names and the date.

2. The definition of “serial entrepreneurship”.

3. Three examples of serial entrepreneurs.

4. Why do serial entrepreneurs form multiple companies?

5. Describe the similarities and differences between serial entrepreneurs and entrepreneurs who stick to one business.

Remember:

Edit your work for grammar and spelling mistakes. Save your document in “My Documents” as “Serial Entrepreneurs”. (If you are used a temporary password, make sure that you save your document on a flashdrive and include your name).  Have fun and be creative!

*NOTE: You should conduct internet research for this project.  However, do not use Wikepedia, Ask.com, About.com., Ehow.com or any other unreliable site for your information.
“Entrepreneurial Characteristic” Poster
(4-24-12)
Directions: (Use poster paper, colored pencils, and markers)
1. Create an Entrepreneurial Characteristic Poster using Lewis from Meet the Robinsons. 

2. The poster should use all 6 characteristics that we have discussed in class:

a. Vision

b. Risk Tolerance

c. Perseverance

d. Motivation

e. Independence

f. Resources

3. Each characteristic should have 1 example from the movie and should be written in complete sentences. You can develop your sentences using any character from the movie. The examples should be written like this:

PERSEVERANCE

1. “Lewis showed perseverance when he kept trying to create his  memory scanner because he had the courage to face the failure of not seeing his mother and start again.”
The example includes the vocabulary word, an example from the movie and the definition applied to the specific situation.

4. You should practice writing the sentences on a separate sheet of paper before writing the sentence on the poster.

5. Use the markers to make the poster colorful and creative (Draw some of the examples of the inventions from the movie).

6. You should work in pairs to create your posters and use examples from the movie in every sentence.

7. Remember to stretch you mind and critically think while completing this activity.

“Becoming an Entrepreneur”
(4-25-12)
Product Development Activity

(You are an innovator, creative imitator and/or gap-filler with perseverance, risk tolerance, motivation, vision, independence and resources)

•
What is your product name?

•
What is your company name?

•
What is your slogan?

•
What problem will the product solve?

•
Where will the product be sold?

•
How much will it cost?

•
What will the product look like? (Draw a picture)

(5-1-12)
Promoting Your Product - Critical Thinking…
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“Bless This Bottled Water”
Forget Evian or Vitaminwater. The latest beverage trend: 'Holy Water.'

Lisa Miller

NEWSWEEK

Dec 8, 2007

You need only to go back to the first chapter of Genesis to see how elemental water is to the observance of faith: "And the Spirit of God," the Bible says, "moved upon the face of the waters." In the Torah, water is used to ordain priests and to purify the sons of Aaron before they enter the temple. In the New Testament, John baptizes Jesus with water from the Jordan River. Observant Muslims wash hands and feet before they pray, orthodox Jewish women take ritual baths once a month—and every Christian denomination still uses water as part of its sacred rites. Mormons, when they take the weekly sacrament, drink water instead of wine.

So it's not surprising that a few savvy marketers would seize on this universal symbol of purity for financial gain. Inspired, perhaps, by vitamin and energy waters, a number of new companies have begun making more explicit claims: their water doesn't just promote good health, it actually makes you good. Holy Drinking Water, produced by a California-based company called Wayne Enterprises, is blessed in the warehouse by an Anglican or Roman Catholic priest (after a thorough background check). Like a crucifix or a rosary, a bottle of Holy Drinking Water is a daily reminder to be kind to others, says Brian Germann, Wayne's CEO. Another company makes Liquid OM, superpurified bottled water containing vibrations that promote a positive outlook. Invented by Kenny Mazursky, a sound therapist in Chicago, the water purportedly possesses an energy field that Mazursky makes by striking a giant gong and Tibetan bowls in its vicinity. He says the good energy can be felt not just after you drink the water but before, when you're holding the bottle.
The most recent entry in this niche is Spiritual Water. It's purified municipal water, sold with 10 different Christian labels. The Virgin Mary bottle, for example, has the Hail Mary prayer printed on the back in English and Spanish. Spiritual Water helps people to "stay focused, believe in yourself and believe in God," says Elicko Taieb, the Florida-based company's founder who was formerly in the pest-control business. All three companies give a portion of their profits to charity.
This small band of feel-good entrepreneurs may face objections from a surprising quarter. Some religious believers, also convinced of the elemental importance of water, are campaigning against its ubiquitous sale and packaging on the grounds that the practice is neither ethical nor good for the environment. "Water is life," says Sister Mary Zirbes, a nun in the Franciscan Sisters of Little Falls, Minn. "It really should not be a commodity to be bought." The Franciscan Sisters, together with a community of Benedictine nuns nearby, have launched a letter-writing campaign against the largest producers of bottled water and they've designed coasters to encourage people to drink glasses, not bottles, of water from the tap. The Vineyard church in Boise, Idaho, sells slim reusable plastic bottles in its bookstore, and it has placed water stations throughout the church.

 "In a world where a billion people have no reliable source of drinking water, where 3,000 children die every day of waterborne diseases, let's be clear: bottled water is not a sin, but it sure is a choice," says Richard Cizik of the National Association of Evangelicals. "Spending $15 billion a year on bottled water is a testimony to our conspicuous consumption, our culture of indulgence." Taieb calmly refutes the implication that his Spiritual Water is bad for the planet. People put fewer of his bottles in the trash, he says, because they don't want to discard images of Jesus or Mary. Instead, they refill them with other beverages. Obviously, even do-gooders can disagree. Some believe that water is life, while others believe that water is their livelihood.
“Bless This Bottled Water” – Critical Thinking 

(5-1-12)

Class work Activity
Collaborate with a partner and answer the following questions in detail on a separate sheet of paper. Please write both names on your assignment.

1. How are these business owners using niche marketing to sell their “Holy Water”?

2. How are these business owners using segmented marketing to sell their “Holy Water”? (Discuss demographics, psychographics, life-stage, lifestyle and belief and value systems)

3. How can these business owners use the 80/20 Rule to sell their products?
4.  What is your opinion about this water?

Gustave Whitehead”

Student Leader Discussion

(5-3-12)

DIRECTIONS: Student Leaders (in each period) will lead class discussions on Gustave Whitehead research homework and collect assignment from all classmates when discussion is completed. Discussion should begin no later than 10 minutes after the tardy bell!

Student Leaders--

Period 1: Jose &  Mireya 

Period 2: Carlos & Jessica

Period 4 : Curtis & Catherine

Student Leaders will:

a. Provide the class with brief biography of Gustave Whitehead

b. Lead a discussion about the definition of “promotion”

c. Select 5 classmates to stand and present their research on what Gustave Whitehead should be known for.

d. Select 5 different classmates to stand and present their research on what we should learn from Gustave Whitehead.

e. Lead a discussion on the importance of “promotion” as an entrepreneur.

 “Promotion”

Pop Quiz – Essay

30 pts

(5-4-12)

Directions: On a separate sheet of paper, answer either question 1 or questions 2 using all of your knowledge about “promotion”.  Include language and vocabulary from your notes and specific examples from the article or movie.  Your essay should include 3 paragraphs: introduction, body, and conclusion.

(1) Why are the “Holy Water” companies so successful?  
(2) Why was “Gustave Whitehead” so unsuccessful?
Business Plan Development – Class Activity

(5-4-12)

Now that you are familiar with “promotion”, you can (working in pairs) apply these concepts to your product and the business plan you will develop.

1. Write a detailed description of your product.

2. Identify your competition.

3. Describe your competitive advantage.

4. Define your market niche.

5. Describe how your product will be segmented. (Provide examples of psychographics, demographics, life-state, life-style, and belief & value systems).

6. Describe how you will conduct competitive intelligence.

7. Describe how you will use the 80/20 in detail.
“PRICING STRATEGY” – Class work Activity
(5-7-12)
You are opening a new skate shop, ALL THAT SKATE, and you need to decide how to price your products to make a profit.

1. You have your invoice and you plan to use 100% markup of cost of each item.  To give your customer the impression that they are getting a discount, you take one cent off of the calculated price.  Complete the chart by calculating the mark up and retail price of each item. 

100% Mark Up

	Item
	Cost
	Mark up
	Retail Price

	Basic Skateboard
	$20.50
	
	

	Customized Skateboard
	$40.00
	
	

	Skate T-Shirt
	$13.50
	
	

	Skate Shorts
	$17.00
	
	

	Helmet
	$65.00
	
	

	Knee pads
	$32.50
	
	

	Elbow pads
	$27.50
	
	


2. Four weeks later, much of your inventory in still on the shelves so you decide to have a 15% mark down. Complete the chart by using the retail price to calculate the mark down and sales price of each item. 

15% Mark Down

	Item
	Retail Price
	Mark Down
	Sales Price

	Basic Skateboard
	
	
	

	Customized Skateboard
	
	
	

	Skate T-Shirt
	
	
	

	Skate Shorts
	
	
	

	Helmet
	
	
	

	Knee pads
	
	
	

	Elbow pads
	
	
	


 3.  Two weeks later, the inventory is still on the shelves and you decide to have a 25% markdown.  Complete the chart by using the retail price to calculate the mark down and sales price of each item. 

25% Mark Down

	Item
	Retail Price
	Mark Down
	Sales Price

	Basic Skateboard
	
	
	

	Customized Skateboard
	
	
	

	Skate T-Shirt
	
	
	

	Skate Shorts
	
	
	

	Helmet
	
	
	

	Knee pads
	
	
	

	Elbow pads
	
	
	


Answer the following questions:

1.
How is “All That Skate” using psychographics to sell their products?

2.
How does price impact “All that Skate’s” products?

3.
What have you learned about being a savvy consumer?

Identifying Entrepreneurial Opportunities

(5-8-12)

Directions: Working in pairs, read each of the scenarios to identify the specific businessopportunity. Each pair must be prepared to present their information and discusses it with the. 

Scenario One:

Clarissa is an eager student excited about the entrepreneurship class. She loves to cook and has been talking nonstop about the restaurant that she wants to open. According to Clarissa, the restaurant will be all things to all people. She wants to serve everything from Soul Food to Italian. You are concerned for a number of reasons. First, Clarissa has never worked in a restaurant although her aunt has done some catering in their local community. Second, Clarissa, as a junior in high school graduate with no long-term work experience and limited education, does not have access to the amount of capital needed to start and run a restaurant. Third, Clarissa’s family does not have any money.
What can you do to help Clarissa refine her business idea to identify the real opportunity? Create a list of 5 questions you’d ask to help this student.

Scenario Two:

Jay, like so many of your students each year, wants to sell candy at school. In fact, he already used the $50 wholesale grant, bought the candy at Costco, and sold most of it in his first week of sales. While you are thrilled by Jay’s natural entrepreneurial ability, you are concerned that his successful candy sales will be short-lived as more students, inspired by Jay’s monetary success, will start selling candy in school as well. Jay also seems to have limited his market to his school and peer network.  Jay has not even considered how he may grow his market, innovate the candy market, and expand his business? And, let’s face it-business plan judges don’t seem too impressed by candy sale businesses. 

What can you do to help Jay think more entrepreneurially about the candy business and identify market expansion opportunities? Create a list of 5 questions you’d ask to help this student.

Scenario Three:

Junior entered the class interested in starting a DJ business. However, he grew incredibly discouraged when he used the venture opportunity screen and discovered that he did not have the financial resources necessary to buy the DJ equipment and music he needs. When you asked to see his progress on the business plan, he replied, “I don’t have any money to start a business so what’s the point in writing a business plan?”
What can you do to help Junior identify a way to finance his DJ business?

Create a list of 5 questions you’d ask to help this student.

Scenario Four:

Chantelle originally wanted to start a daycare business. When she learned that she would need a license to operate a daycare, she decided to write her business plan for a baby-sitting business. Unfortunately, there was nothing about her business plan that indicated she had identified any entrepreneurial opportunity. According to her business plan, she was just another baby-sitter entering the market charging just below minimum wage. 

What can you do to help Chantelle innovate her baby-sitting business and establish an entrepreneurial approach to the baby-sitting market? 

Create a list of 5 questions you’d ask to help this student.

Scenario Five:

In the first phase of opportunity recognition, Dave mentioned that he loved to draw and spent a lot of his free time drawing cartoon characters and comic figures. However, when it came down to developing a business idea from his hobby and skill, Dave had no ideas and was frankly, uninterested in translating his artistic skill into a business. He flat out stated as he left class, “I don’t want to run my own business.” 

What can you do to help Dave see the opportunity his artistic skill provides and help him craft a business idea around it? 

Create a list of 5 questions you’d ask to help this student.

(5-9-12)

BUSINESS WEEK

July 28, 2008

“WHY IS AVON GOING HOLLYWOOD”

Top of Form

For a sense of how far Avon Products (AVP) has strayed from its homey image in the U.S., just look at who's now filling the role of Avon Lady: actress Reese Witherspoon, MTV star Lauren Conrad, Bond Girl Gemma Arterton, and Patrick Dempsey of the hit TV drama Grey's Anatomy. Having featured unknown women in its ads until a few years ago, Avon is increasingly turning to Hollywood for a glamour makeover. 

The push is part of an effort to raise the cool quotient of New York-based Avon, the direct-sales company that consumers associate more with suburban housewives than urban trendsetters. While revenues in many parts of the world grew in the first quarter—with sales up 60% in Brazil and 29% in China—North American sales fell. The challenge, according to global brand President Geralyn R. Breig, comes down to generating buzz. "In market after market, we found that we were meeting women's needs in quality, variety, and innovation," says Breig. "Where we fell short was in the image of the brand." 

The Hollywood route is the culmination of a strategy forged three years ago when CEO Andrea Jung faced sales declines and a stock price that had dropped 45% over a six-month period. She cut costs, focused on improving products, and ramped up advertising to turn the company around. 

Building a better brand image doesn't come cheap. Avon's ad spending has escalated from $136 million in 2005 to $249 million in 2006 and $368 million in 2007. Its ad budget in the first quarter of 2008 was 14% higher than a year earlier. While Avon won't disclose how much it spends on celebrity contracts, with three new celebrity perfumes in the works this year, built around Dempsey, Arterton ("Bond Girl"), and fashion house Emanuel Ungaro Maison, the costs of marketing are bound to rise. 

While Avon hired stars such as Salma Hayek a few years ago, the company is relying even more heavily on Hollywood these days. Nowhere is this more obvious than in the extensive relationship it forged over the past year with Oscar-winner Witherspoon. Along with appearing in ads for Avon makeup, skin care products, and fragrance, the 32-year-old single working mother is traveling worldwide as the Avon Foundation's first-ever global ambassador and honorary chairwoman. Breig says Avon wanted someone who "had the glitz of Hollywood but had approachable beauty." Moreover, Witherspoon's wholesome lifestyle makes her unlikely to succumb to the kind of Britney Spears-style slip that can bring a brand down. "We chose her very carefully," says Breig. 

FACE FACTS

Even so, Avon has some work to do. In a study of mass-market cosmetic brands, research firm Brand Keys found that Avon lagged behind seven others in terms of customer loyalty. Mary Kay topped the list. "Avon's problem is that it isn't associated with anything in particular," says Robert Passikoff, CEO of Brand Keys in New York. "It's almost like a commodity." 

But the sizzle that Avon hopes to generate might not help the brand. Los Angeles brand expert Rob Frankel estimates that more than 90% of the time, "people pay attention to the celebrity, not the brand." 

That doesn't bother Avon. While Breig says it's too early to share results from the Witherspoon ad campaign, she does note that sales for the products linked to the actress are already increasing. Since Witherspoon was announced as Avon's brand ambassador last August, its stock price is up about 10%, to $36. Much of the enthusiasm is a result of Avon's growing strength in markets such as China, where its sponsorship of the Olympic diving team could signal an interest in one day recruiting some celebrities there.

“Why is Avon Going Hollywood” – Classwork Activity

Directions:  Using class discussion, notes and examples from the article, answer the following questions (with a partner) on a separate sheet of paper. Turn in only one assignment per pair. Include names of both students on the assignment.  Be prepared to share your results in a whole group class discussion.

1. Why is Avon changing the focus in ads from unknown women to Hollywood celebrities?  Explain in detail.

2. What is Avon’s market niche? Explain in detail.

3. What stage(s) is Avon on the “lifecycle of business”?  Explain all the stages that apply.

4. What non-price factors is Avon using? Explain in detail.

(5-15-12)

Site Selection & Layout Planning Project (100 points)

NOTE: This assignment includes mall diagram and written report.
Mall Diagram (50 pts) Directions:  

1. Design and name a mall using the format below or create your own.

2. Include 30 stores that you would typically find in the mall (including your competition).  

Examples:  Macy’s, Hollister, American Eagle, Forever 21, Best Buy, Claire’s, Apple, Urban Outfitters, Tillie’s, Blockbuster

3. Include parking, wheelchair access, restrooms, restaurants, movie theaters, fountains, play areas, and ATM machines and any other design features that will invite customers to the mall.

4. Create one store with your company name using the amount of space needed for equipment, furnishings, supplies and inventory.

 5.  Use 10 psychographic signs (to make customers impulsive about their buying) around your store and the mall to persuade, remind and urge customers to buy your products.  


Examples:


“Buy 1 Get 1 Free”


“25% Off Entire Store”


“Grand Opening”



Site Selection & Layout Planning 

Report
Report (50 pts) Directions: Type your responses on a separate sheet of paper and be prepared to present your report site selection and layout to the class. Include the following information:
a.  Name and location of the Mall 

b.  Brief explanation of the floor plan and the stores in the mall.

c.  Brief description of your product(s). 

d.  Does your product have a large or small trade area? Explain why of why not?

e. What methods of psychographics did you use to urge, persuade, and remind customers to come into your store?  Why do you think it will work?

f.   Are your products immune, sensitive seasonal or resilient to economic cycles? Explain why or why not.

(5-15-12)

TIME Magazine Thursday, May 31, 2007

At Your Service

Not so long ago, the best one could hope for in extraordinary hotel service was an unusually fluffy imported duvet, express dry cleaning and perhaps even fulfillment of a random late-night food craving. But as discerning travelers spend more extravagantly, they have become increasingly demanding. Luxury hotels are responding with all kinds of new, over-the-top amenities--from decadent sundaes dished up in guests' rooms to poolside tanning butlers or canine room service.

"Seasoned travelers have more expendable income than ever, and when they take a break from their hectic lives, they want to be totally catered to," says Joseph McInerney, president and CEO of the American Hotel & Lodging Association. Indeed, guests' spending at luxury hotels increased an estimated 14% just from 2005 to 2006--from $8.2 billion to $9.3 billion--and increased nearly 57% from 2001 to 2006, according to Robert Mandelbaum, director of research at Atlanta-based PKF Hospitality Research.

Luxury hotels are also playing the service card to attract specific groups of travelers such as families, expectant moms and pet owners. At the Four Seasons Hotel Chicago, guests can buy the new Kids in the City package for $520 a night and, among other things, enjoy a visit in their room from the Ice Cream Man, who arrives with all the fixings to make any concoction they desire.

"The trend has been moving toward more marketing to smaller and smaller niches who can afford to indulge their wants and needs," notes Doug Shifflet, president and CEO of D.K. Shifflet & Associates Ltd., a McLean, Va., consumer-research firm that specializes in travel.

At the Kierland Resort & Spa in Scottsdale, Ariz., expectant parents can purchase the "Bundle of Joy" Babymoon package, which includes a 24-hour Cravings Chef service, a couple's massage and breakfast in bed. The hotel even created a new position in April called the director of fun--one of the few in the entire lodging industry. With a background in the cruise business, Joshua Riffe has a mission to oversee the creation of leisure activities and programs. Part of his job begins up to two weeks before a guest arrives, with a phone call to inquire about any special reservations or amenities and inform the individual of local events that will be taking place during his or her stay.

"This is a new level of pampering we're seeing in the hotel industry, where anything and everything can be taken care of for you even before you arrive," says Sue Brush, senior vice president of Westin Hotels & Resorts, which has 139 properties and is based in White Plains, N.Y.

And if taking care of guests isn't enough, more and more top-notch hotels are putting on the dog, so to speak. Trendy W Hotels, with 21 locations in its portfolio, offers pet beds, food and water bowls, floor mats and pet treats and toys, says Ross Klein, president and chief experience (yes, that is correct) officer of Starwood Hotels' Luxury Brands Group, which is the parent company of W Hotels as well as of sister brand Westin.

Even independent hotels are getting into the four-legged-service act. The Benjamin Hotel in New York City provides dog beds in a variety of styles and doggie bathrobes, as well as food and water bowls, canine room service and DVDs for dogs, says John Moser, chief marketing officer of Denihan Hospitality Group, which owns the 209-room hotel.

"True luxury means that everything is waiting for me when I arrive. It's totally hassle free, and I can go about enjoying myself," says Debra Delduchetto, 53, a regular guest of the hotel from Syracuse, N.Y., who often travels with her 18-lb. Norfolk terrier, Jack.

In addition to serving special groups of travelers, luxury properties are currently experimenting with the concept of butlers. The 375-room Ritz-Carlton, South Beach, in Miami Beach, Fla., offers sun worshippers a one-of-a-kind tanning butler. This employee circulates around the pool deck and beach Thursdays through Sundays during peak tanning hours, offering free sunscreen, cool water misters and eyeglass cleaners.

Or, for $5,000 a night, a stay at the Presidential Cottage at the Montgomery Marriott Prattville Hotel and Conference Center in Alabama entitles you to a personal butler, chef and heliport. You need only ring the chimes in one of the five suites in the 10,000-sq.-ft. cottage, and the butler will draw your bath or bring your favorite snack. "As long as it's legal and ethical, our butler will get you anything you want," says Walter Kennedy, the hotel's general manager.

Butler service reaches a new pinnacle at the Falling Rock, one of three hotels at the 3,000-acre Nemacolin Woodlands Resort in Farmington, Pa. The 42-room property has 10 butlers available to guests 24/7. Should guests want it, the butlers provide morning wake-up service--entering the person's room at a specified time, opening the blinds, serving breakfast in bed, laying out clothing, drawing a bath and reviewing the itinerary for the day.

And if that isn't decadent enough, how about dropping $100,000 for an extravagant weekend in Vegas? At the Ritz-Carlton in Henderson, Nev., the Love at Lake Las Vegas weekend package includes two nights in the 2,400-sq.-ft. presidential suite, helicopter and gondola rides, a champagne-tasting dinner on a yacht complete with rose petals strewn about and a string trio, use of a luxury car throughout the stay, in-room couples spa treatment, a $5,000 casino line of credit, a $50,000 shopping spree at Neiman Marcus, 14 dozen roses and a butler-drawn Cristal champagne bath.

And while personal service is the name of the game for well-heeled travelers, some hotels are testing new and revolutionary high-tech services. Wireless Internet connections are nothing new, but how about ordering a sandwich from your poolside lounge chair without having to summon a waiter? The W Los Angeles will test a service in June that allows guests to place an order for food, drinks, late checkout or anything else via touch-screen technology on pool furniture. Once the order is placed, it is wirelessly transmitted to the desired destination and someone delivers the requested item right to the guest. "Having something take no effort at all is becoming the ultimate amenity to luxury travelers," Starwood's Klein says.

Want to live the life of a celebrity? At the Hotel Sax Chicago, guests can buy the Celebrity Rider package and receive the same VIP treatment their favorite entertainers get in their contract riders when they travel for a performance. J. Lo's white-flower obsession? Madonna's need for workout equipment in her room? The hotel will research whatever the requested celebrity is entitled to and provide those extras to travelers, says Mark van Hartesvelt, president of Gemstone Resorts International, based in Park City, Utah, which owns the property. The cost per stay could be in the thousands, depending on the celebrity-rider request--and who you want to be that day.

(5-15-12)

“At Your Service” –Class Activity  

Directions:   Working in teams of 2-4 people, read the Time Magazine article, “At Your Service”. Discuss the questions and answer the questions on a separate sheet of paper demonstrating your thorough knowledge of each concept. NO NOTES MAY BE USED. (EACH TEAM MEMBER MUST TURN IN A SEPARATE ASSIGNMENT).  

1. How are these hotels segmenting their market? (Explain all that apply)

2. What type of competitive intelligence did these hotels conduct before implementing these services? (Explain in detail)

3. Are these types of services luxuries or necessities?  (Explain in detail)

4. Which business sectors are these hotels in? (Explain all that apply)

5. Are these types of services immune, seasonal, sensitive and/or resilient to market changes? (Explain why or why not)

6. What are these hotels’ market niche?  (Explain in detail)

7. How will these services help the hotels gain market share? (Explain in detail)

8. How are these hotels using promotion to communicate with their customers? (Explain in detail)

9. How are these hotels using layout planning to provide these services?

10. Are these hotels: (Explain each in detail)

a. Creative Imitators?

b. Gap-Fillers?

c. Innovators?

11.  What categories of  advertising gimmicks & tricks are being used by these hotels. (Discuss 3 categories and explain why they apply).

12.    What is the definition of the word “concierge”?  Use the word “concierge” in a sentence.  

(5-29-12)

Entrepreneurial Risk – Jazz Concert”

	Taylor Jones was in her first year of college, and was running low on money. She needed to make at least $500 to cover her expenses. She considered getting a full-time job, but realized that she did not have enough time to do her studies and keep the job. Her solution was to start a small business venture with the members of a jazz band to which she belonged. They would hold jazz concerts and sell tickets to Taylor's performances. 

Taylors's idea for this venture came from her own and a friend's interest in jazz. As the popularity of jazz has grown, she would have seen the potential for a business venture expanding. The idea of using her interest in music to earn the money was very appealing. Currently, the group members have $500 in the bank. In order to give a concert, Taylor anticipated that they would have the following start-up expenses: an advertising cost of printing posters, rent on a concert hall, cost of printing tickets, and incidental expenses for transportation, telephone calls, etc. 

By deferring as many payments as possible and obtaining credit, she found that they needed $465 to hold their first concert. Taylor figured their total expenses would be about $2000. By giving two shows and multiplying the ticket price by the legal capacity of the hall, she calculated that the maximum gross receipts would be $2900. The business venture would earn a profit of $900! 

On a separate sheet of paper, answer the following questions:

1.  What risks are involved in this business? Make a list of the pure and speculative risks.

2.  How could these risks be controlled? Explain

3.  How could Taylor diversify her business venture?  Explain 

4.  Would the concerts be considered luxuries or necessities? Explain each. 

5. If Taylor decided, unilaterally, that she would pay some of her personal expenses with the money, would that be ethical? Why or Why not. Explain.


(6-4-12)
Management Theories of Behavior

Classwork Activity

Answer the questions on a separate sheet of paper, then discuss with a partner and share with the class.
1. After discussing the Theories of Management Behavior, which behavior fits your personality? Explain.



2. What are the advantages and disadvantages of flexibility in managerial style? 



3. How do you adapt your managerial style to deal with different groups of people? 



4. What are the advantages and disadvantages of an organization-wide management style? 



5. To what extent does a Theory Y management or leadership style achieve better teamwork? 



6. When would a Theory X approach be useful?
7. As a manager, is it necessary to satisfy your employee’s needs?  (Refer to Maslow’s Hierarchy of Needs)

8. How will you adapt your own management or leadership style as a result of this activity?
 Do not use this sentence on your poster.  It is only an example.
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