BA 506:  Fall 2004 Projects

Please note that projects suitable for MIT or Finance options are indicated. People not requiring a specific type of project may choose any project; however, priority will be given to those who must have a finance- or MIT-oriented project.  

ChevronTexaco Global Lubricants
Background

Fifty-Two percent of all motorists have someone change their oil for them. ChevronTexaco's Lubricants Division has Installed motor oil programs for the United States (US), Canada and Mexico. We call it Do it for Me (DIFM).  

Chevron and Texaco merged companies in November 2001. The Chevron and Texaco brands are marketed separately throughout the world. Chevron has large gas brand presence in the western US and Canada. Texaco’s Havoline brand motor oil has large presence in the southeastern US and eastern Canada. Havoline also has a large following in areas where NASCAR is popular. There has been a Havoline sponsored Winston Cup car dating back to Mario Andretti's racing days. He remains a spokesperson for Havoline. The Canadian market is 10% that of the US market, and the Mexico market for Installed is in its infancy.

We offer the fully branded Texaco Xpress Lube program, a flexible Chevron co-branding program, called PowerBuilder, car dealer programs, and automotive service center programs (both Chevron and Texaco). Under these programs we provide advertising assistance, merchandise, promotions, uniform programs, training, demographic research and blueprints. 

We acquired the Havoline branded filter (air and oil) and wiper blade program, which is very profitable, from Texaco. As ChevronTexaco does not manufacture air/oil filters or wipers, the current manufacturers for filters and for wipers are ArvinMeritor and Jamak, respectively. We capture a relatively small portion of the filter and wiper sales opportunities with our Installers. We want to expand this opportunity to capture sales of Chevron 
Installers and Texaco Havoline Installers who buy non-branded. 

Proposal

This project involves designing a marketing program to grow revenues from Texaco’s XPress Lube Program. The program competes with Jiffy Lube and other quick lube programs throughout the United States. There are two primary ways that revenues can be grown. The first is by increasing sales dollars per customer visit. For example, customers requiring an oil and filter change may also need wiper blades and an assortment of other products and services. 

The second revenue enhancement strategy is a loyalty program. Designing the optimal program is an important way to solidify the customer base.

Deliverables

· A thorough analysis of the quick lube market, including competition. 

· Evaluation of Chevron Texaco’s current strategy.

· Develop a marketing plan for revenue enhancement and customer loyalty.

Contact Info

Violet Tokareff Anderson 

Installed Motor Oil Manager - North America 
ChevronTexaco Global Lubricants 
5531 NW Doane Avenue, Portland, OR 97210 
Tel 503 221 7825 

Fax 503 221 7707 

Mobile 503 781 5680 
mail to: vjto@chevrontexaco.com
Bureau of Licenses

Background

BOL has three primary areas of focus, as indicated below. Additional information can be found on the BOL website, located at http://www.portlandonline.com/licenses/.

Revenue Collection

The revenue collection program area includes the Business License program through which the consolidated Portland Business License/Multnomah County Business Income Tax is collected. This area also includes transient lodgings; business property management licenses, various regulatory program licenses, and liquor license applications. In May of 2003, voters approved a three-year Multnomah County Personal Income Tax, which the Bureau of Licenses will collect and transfer to Multnomah County. Collections linked to these programs exceed $200 million.

Event Coordination

The Bureau coordinates with other bureaus, jurisdictions, and agencies with regards to special events such as parades and runs, film and video projects, and other similar types of events within the city limits.

Business Regulation

Licenses administers multiple regulatory programs which monitor the activities of towing, personal property impounds, for-hire ground transportation, and pay and park lots.

Proposal

Three to Five MBA students will work with BOL management and staff in developing a strategic plan for BOL. BOL will provide background and research material, and make employees available for interviews as requested by the MBA project team. The project team will spend 400-600 hours in the completion of this project.

Deliverables

· A comprehensive strategic plan document 

· Presentation to BOL management

Contact Info

Thomas Lannom, 

Interim Director

Portland Oregon Bureau of Licenses

111 SW Columbia, Suite 600

Portland, OR 97201

(503) 823-5157

Fax: (503) 823-5192

www.pdxbl.org
Tektronix

Background

As a world leader in test, measurement and monitoring, Tektronix is one of the principal players in enabling the coming together of computers and communications. Almost every time you view a Web site, click a mouse, make a cell phone call, or turn on a TV, you touch the work of Tektronix. Our products and technologies populate the design centers, laboratories and communications networks of virtually every global leader engaged in pushing the envelope of information technology. In the process, we draw upon a 50-plus year heritage of technical expertise and innovation.

Innovative technology is at the heart of what differentiates Tektronix from our competition.  Whether it’s our very high-speed ASIC designs, our world’s fastest digital acquisition engine, or any of our other areas of strength, our core technology has been helping us to win business and gain market share.  Tektronix is a market leader in our four key product areas: Oscilloscopes, Logic Analyzers, Video, and Mobile protocol test.  This leadership, along with our operating leverage, has enabled Tektronix to remain profitable and cash-flow positive during the past two economic downturns—and has grown operating income more than twice as fast as revenue during the following up-cycles.  At nearly $1 billion in annual sales, Tektronix is a leader in its industry in financial performance.  With design and manufacturing operations in Beaverton, Germany, Japan, China, and India, Tektronix is an Oregon-based company with global perspective and reach.

Proposal

University-level teaching labs represent a key market opportunity for Tektronix products.  Though this segment hasn’t enjoyed a company-wide focus, the current sales of Tektronix products into the segment total more than $40M annually.  Pricing strategy, channel optimization, OEM partnerships, specialized accessories, and portfolio messaging all represent potential tactics that could dramatically improve this performance.  Our Education Market Initiative is a program that is chartered to:

· Characterize customer whole-product needs and expectations, worldwide, in the teaching lab environment.

· Document competitive strategies and tactics in this market segment.

· Identify opportunities that are strategic, addressable, and attractive.

· Recommend programs, offerings, and strategy changes to address the identified opportunities.

Deliverables

To fulfill this charter, the Portland State team will directly engage customers (with the support of a Tektronix cross-functional team, including finance, marketing, and sales) to fulfill the charter and to complete the following deliverables:

· A market plan document containing:

· Whole-product customer needs analysis

· Competitive analysis

· Key opportunity analysis and recommendations

· Market segment strategy recommendations, including

· Structure

· Channel

· Staffing

· An executive presentation summarizing the plan.

The program will be focused primarily on customers in the U.S., Canada, China, and Japan, but program recommendations must apply globally.   A technical background, particularly in electrical engineering, would be helpful.  Domestic and foreign travel opportunities will be available and will be useful in completing the project, but travel is not required.  Deliverables must be completed by April, 2005.

Contact Info

Mark Kulper

Director of Product Marketing

Instruments Business Unit

Tektronix, Inc.

(503) 627-3971

mark.kulper@tek.com
Multnomah Dental Society (Finance)

Background

The dental industry is experiencing a shortage of qualified hygienists. No institution in the Portland area is currently able to meet the market demands. Although there are programs that strictly offer certificates that allow a graduate to be licensed, there appears to be considerable interest in a degree program that graduates students with a baccalaureate degree and a license to be a hygienist. 

Proposal

To develop a strategic plan to obtain, build or develop a facility to train dental hygienists in a clinical setting, with all attendant courses and curriculum under the auspices of PSU, in collaboration with the OHSU Dental School. This plan should also elaborate on how best to achieve the interim plan of a degree completion program with existing dental hygiene programs.

Vision of the Project

The vision of the project is to provide a dental hygiene clinical setting at PSU that will be able to work closely with the Dental School at OHSU. We envision a facility that will be connected with a major university, offer a degree completion program, and be affiliated with the OHSU Dental School. The degrees that PSU is able to offer, in conjunction with a certificate in dental hygiene, will be advantageous. It would be desirable to replicate as closely as feasible the dental hygiene program that was lost at OHSU Dental School.

The advantages of such a program are many and include:

· Close proximity to population center

· Degree program from PSU- which would include an MPH

· Affiliation with the Dental School at OHSU

· Restored adequate number of hygienists for Oregon, specifically the Portland Metro area.

· Reduced obstacles to becoming a dental hygienist in the Portland area

This program, if developed would benefit:

· The citizens of Oregon

· The dentists of Oregon

· The students of PSU

· PSU and OHSU

Strategic Plan

The strategic plan is to start with a degree completion program in conjunction with Mt Hood Community College and with Portland Community College’s existing clinical dental hygiene programs. PSU would offer baccalaureate or masters degrees that would enhance the certificates in dental hygiene for academic, research, or other settings where a degree would be advantageous or necessary.

The next step, if feasible, would be to develop a clinical facility, preferably close to the new dental school, which will be located in the South Waterfront area. Although this facility and program would be under the auspices of PSU, it should be in conjunction with the dental school at OHSU. This would benefit PSU, the dental school, and the students of both institutions. The two sites considered so far for the facility are the South Waterfront site next to the OHSU area and the Capitol Center at 185th and Walker Road.

Funding for the program has been partially explored and support for the program includes:

· ODS

· Burkhart Dental Supply and other corporate sponsors

· Regence Blue Cross Blue Shield

· State support

· Tuition

· Contributions from Oregon dentists and hygienists

· Willamette Dental Group

· Other

Deliverables

Funding from the above and other sources hinges on a business plan and a more finite proposal. A business plan is the next logical step in the strategic plan.

Contact Info

· Richard L. Tillman -from ODA (Primary Contact)

833 SW 11th Ave, Suite 600

Portland, Oregon 97205

(503) 223-9725

docrtill@qwest.net

· Mike Burton

Vice Provost School of Extended Studies at PSU

(503) 725-5087

burtonm@pdx.edu

· Jack Clinton

Dean of the OHSU Dental School

(503) 494-8801

clintonj@ohsu.edu

Oregon Education Association (Finance)

Background

It has long been suspected that a relationship exists between what is invested in education and avoidance of problems with our youth as they progress through the school systems. In other words, if we invest in education, we will minimize negative behaviors later in life by reducing the crime rate, the likelihood of going to prison, the likelihood of drug and alcohol problems and so on. 

There is a plethora of evidence to demonstrate the relationship between nurturing children in an educational setting and crime rates and other negative behavior yet legislatures keep investing in prisons rather than education.


Proposal

This project involves developing a model that explores the relationship between enhanced funding of K though 12 education and the potential for significant savings in hard dollars for expenditures on dealing with aberrant behaviors.

Part of the project involves researching the literature in psychology, sociology, economics, and finance to find the evidence on which the model can be built. The results of this study will be used to present to the Oregon Legislature and perhaps used in other states to determine the optimal level of spending on K through 12 education.

Deliverables

A thorough analysis of the problem substantiated by empirical and qualitative research.

A financial and economic model exploring the relationship between K through 12 expenditures and reductions in aberrant behaviors later in life that require federal, state and local funds to deal with.

Contact Info

Ken Thrasher

Phone: 503-887-8099

Email: ken@compli.com
