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THE LAW OF CONSERVATION OF OPERABILITY

Andrei G. Aleinikov, International Academy of Genius
David A. Smarsh, International Academy of Genius

ABSTRACT

This presentation provides details to the Law of Conservation of Operability that further
expands the Bartini/Kuznetsov LT system of interpretation of laws of physics (Bartini, 1963, 1965,
2005; Kuznetsov, 2000) and builds up on the laws introduced by Aleinikov and Smarsh (2006
-2009).

Previously discovered conservation laws introduced the concepts of Extencia (extension, or
linear displacement of power) and Expancia (expansion, or area spread of power), i.e., the
one-dimensional and two-dimensional power spread. By continuing the same logic in
three-dimensions in the vertical, Volupower was introduced and defined as the potential volumetric
spread of power. Further, Maneuverability was defined as the rate of expansion and the unit for its
measuring was offered. Now, on the next stage, Operability is defined as the linear spread of
Maneuverability, or the rate of the Volupower. Operability can be visualized in military
applications. For example, military forces can operate in a defined area based on fuel and weapons.
Knowing the characteristics of each, one can predict the flexibility of coverage that will conserve
at a certain point of time and space, a certain quantity. At certain moment of time and space, the
amount of controlled firepower, or Volupower delivered per unit of time is constant. The term
offered for the phenomenon of "Operability"is quite transparent. The Law of Conservation of
Operability states that under ideal/unchanging conditions the rate of Volupower remains constant.
The formula for Operability is Op = Mv L = L8T -6 = const, where Mv is Maneuverability, L is
Distance, t is Time. A new unit for measuring Operability is called Nin. Mathematically, 1 Nin =
Iwatt m3/s. Time and place of discovery: August 21, 2007, Monterey, California. This law is
applicable to all named above and many other physical as well as complex economic systems and
will become a foundation for numerous calculations in strategic management.
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HSN, INC.: WEATHERING THE RETAIL STORM

Alexander Assouad, University of South Florida St. Petersburg
William T. Jackson, University of South Florida St. Petersburg
James A. Fellows, University of South Florida St. Petersburg

ABSTRACT

HSNi, a broad-based retailer, owns and operates an interactive lifestyle network (HSN), a
television network, print catalogs, as well as an internet site to support its business-to-consumer
business model. It has, since its inception in 1981 (first broadcasting in 1985) been one of the
leaders in this industry. It had until August 2008 been a part of [AC/InterActiveCorp. However, at
that time it along with Cornerstone were spun-off as a separate company.

This case focuses on the strategic implications of this spin-off which occurred during some
of the most troubling times for the retail industry. While the main focus of the case are these
strategic issues, attention is also given to a complex accounting action which resulted in a write-off
of goodwill in excess of $ 2 billion dollars.

This case was developed through the use of secondary research material. The case has a
difficulty level of five and is appropriate to be analyzed and discussed by advanced undergraduate
and graduate students in a strategic management class.

The case allows the instructor the flexibility of concentrating on one strategic issue, or as
a means of examining the entire strategic management process. The major focus within the strategic
analysis as well as an excellent stand alone modules is in the area of legal/political influence,
economic, leadership succession, or the ability to survive in an unattractive industry. The instructor
should allow approximately one class period for each element addressed. Using a cooperative
learning method, student groups should require about two hours of outside research on each
element researched. The case also provides an impetus to explore a very successful company during
the current extreme economic downturn.
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NANOTECHNOLOGY AND STRATEGIC CHANGE:
REGIONALIZATION IN BUSINESS APPLICATIONS

Steven Holley, Oklahoma State University
Shawn M. Carraher, Cameron University
Samuel Lane, Lane Import

ABSTRACT

Scientists are creating new and amazing materials by manipulating molecules at the
ultra-small scale of 0.1 to 100 nanometers. Nanosize super-particles demonstrate powerful and
unprecedented electrical, chemical, and mechanical properties. This study examines how
nanotechnology, as the multidisciplinary engineering of these novel nanomaterials into atomically
precise products, is expected to disrupt most industries. Past industrial revolutions, driven by water
power, internal combustion power, electrical power, and computer power, have greatly impacted
our economy and forever changed the course of society. Nanotechnology represents more potential
power than all previous technologies combined. The primary methodology of this study involved
comparing the current literature on developments in nanotechnology to the historical development
of electricity to assess if the nanotech revolution is reaching a true "critical mass" based on
acceleration of technological change today and at other times in history. As a follow-up to our
earlier Chamber of Commerce survey on nanotechnology data was collected through nonintrusive
observation by the second author from small to medium sized cities throughout the five regions of
Oklahoma (NE, SE, SW, SE, and Central) in order to allow a comparison of how entrepreneurs are
dealing with potential changes due to the advent of nanotechnology. It was found that the five
regions of the state were responding differently to the advent of nanotechnology. Business leaders
in the Central and NE were the most accepting of the needed strategic changes and embraced them
openly. At the other end of the spectrum, while having some of the leading high technology
businesses in the state, SW Oklahoma had received a large amount of money in order to study
needed technological and strategic changes but no changes had taken place. These results were
consistently found even with multiple repeat visits and assessments with test-retest reliability
estimates made at 2, 3, 4, 14, 30, 60, and 90 day intervals. Suggestions are made as to how
entrepreneurship educations can use knowledge about innovation management in order to prepare
students and business leaders in order to take a leadership role in this new industrial revolution.

INTRODUCTION/CONCLUSIONS

A copy of the full paper is available from the first author.
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MANAGING VALUE CHAIN STRATEGY

Peter H. Antoniou, California State University San Marcos
Catherine E. Levitt, California State University at Los Angeles
Cynthia Schreihans, California State University San Bernardino

ABSTRACT

The urgency and immediacy of the current financial crisis that burst into American
consciousness in the 4th quarter of 2008 has left companies around the world gasping for air. The
question of strategic success for large and small firms has shifted from one of based on profit
growth to one of survival. This presents a need to review the meaning of sustainability in an
increasingly turbulent environment. This paper seeks to present a working model for evaluating the
impact of autonomous and non-autonomous elements of the value chain on the corporate strategy
of small and medium sized enterprises engaged in outsourcing toward better utilization and better
management of the components of the value chain under turbulent economic conditions.

CONCEPT INTRODUCTION

While there is much discussion, both academic and practical, about the strategic advantage
sought through outsourcing and, equal discussion about the process of making the decision to
outsource, little has been done to examine how best to manage the outsourced value chain. Both
successful and poor outcomes of these outsourced processes have been reported, but no model has
been developed to improve the possibility of surviving the crisis and replicating success. This model
seeks to fill that void.

With this model, the channels of information, communication, authority and factor resources
which structure the value chain are examined. The differences in flows through each component
may be evaluated so that the relationships between components (and between the components and
the enterprise) are more clearly seen. The balance between competition and collaboration within the
chain is calibrated for external turbulence and internal aggressiveness producing affects, which then
are aligned with the strategic position of the enterprise. With this alignment, the fragmentation of
the applications of strategy is reduced, relationships between components become more transparent
and the possibility of replicating or innovating successful practice is increased, even in the throes
of this current crisis.

Use of this model in the strategic process should enable the small or medium-sized enterprise
to answer the following questions:

. Are the participants in the value chain part of our strategy design and application?

. Are we participants in their value chain?

. Are we treating the value chain participants as SBU's or SBA's?

. Do our value chain participants affect our encounter with the external environment?
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. How do we affect theirs?

. Does participating in this value chain change our organizational structure and decision
making?

. How should the value chain be managed and by whom?

And, perhaps most important of all,
. Are we responsible for the value chain or dependent on it?
VALUE CHAIN

The value chain is a systematic approach to examining the development of competitive
advantage was created by M. E. Porter in his book, Competitive Advantage (1980). The chain
consists of a series of activities that create and build value. They culminate in the total value
delivered by an organization.

The 'margin’ depicted in the diagram is the same as value added. The organization is split
into 'primary activities' and 'support activities.'

~
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Essentially, this was a way of examining the value added by both direct and indirect
departments or by both cost and profit centers.

Current texts for Strategic Management explain that 20 years after the conception of value
chain analysis, US firms faced increased competition at all levels while in the 80's no two companies
were at the same level of competition. Where the original motive of firms was increased production,
by the change of millennium, the main motive had become customer service. Products were
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increasingly differentiated closer and closer to customer. The original reactive approach of
industries was replaced by an active/proactive approach.

Customers, also, evolved during these 20 plus years. Where customers had had relatively
little market power and limited interest in product specifications, by the beginning of the 21st
century, customers had become increasingly sophisticated, increasingly interested in specifications,
and more powerful.

Expansion of the Relevant
Enwronmen

competitors
Foreign
customers

=
N Values

N
TURBULENT GROWTH
« Rapidity of Demand [ =_.1I] consumers

« Unpredictability of Events/Outcomes
« Novelty of Challenges
« Discontinuity of Trends S

« Instability of Key Success Factors Climate

This expanded understanding of companies and markets through value chain analysis led to
the increasing use of outsourcing in both the primary and support and primary activities. This was
intended increase value to this increasingly important and powerful customer while decreasing the
costs to the organization. By 1999 Charles Leadbetter's Living on Thin Air suggests that ideas
rather than products were the sole and central generation of value. At the same time, there was an
increasing assumption that products needed to be inexpensive to be valuable, but that idea
generation (Human Capital inputs...labor, entrepreneurship and knowledge) should be highly
rewarded. This was possible as long as development funding was readily available through a
combination of debt and equity financing. The relative ease of attracting financing and the rewards
for outsourcing again changed the weight that value chain analysis held and the way it was done.

By 2005, Strategic Management texts were carrying a caveat that value chain analysis was
useful and accurate when applied to production based organization but less accurate and less than
effective in examining service producers and idea generating firms.

The current financial crisis and the failure of firms to recognize its advent, demands that a
new look be taken at the generation of value. Value chain analysis and evaluation offers a starting
point.

"A recent survey of the main usages of the term "value" in economics, marketing, strategy
and operations fields indicates that the notion of value chain may be a misnomer, although a widely
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used one. According to this analysis, only resources move along the chain of linkages between firms
- supplies going one way and money going the other...Therefore, value chains can be thought to
operate in both directions, with suppliers accruing value from financial resources, payment terms,
stability and future order cover that their customers provide, while customers derive value from
delivered products and services." (Feller, A., Shunk,D. and Callerman, T., pg. 4)

In other words, the traditional value chain tends to be seen as a synchronization of a demand
chain with the supply chain, leaving unaddressed the metaphysical sense of "value" associated with
benefits that occur at various exchange points.

Changes in the channels and flows of: Information, Authority/Power, Communication,
Resources (especially capital) have forced changes throughout the Value Chain matrix since these
have changed the exchange points.

. Information channels and flows have changed in terms of availability, access, openness and
transparency.
. Authority/Power channels and flows have changed in terms of decision and control as well

as input and out put autonomy.

. Communication channels and flows have changed with the link of internal and external
networks, and the virtualization of production.

. Human and Financial Capital channels and flows have changed in both in sources and uses.

It has long been recognized that Value Chain management requires rigorous management
of the outcomes with awareness of inputs, rigorous management of the channels and flows, and
rigorous management of the relationships: internal components/partner/customer. What has not
been examined is the responsibility/dependency/independence within and among the value chain
participants.

Traditionally, Value Chain participants have been evaluated on the following criteria:
Pricing, Capital Intensity, Talent Leverage, Structural Fit, Workflow and Specialization, Customer
Acquisition. It is important to note that these criteria all address functional level activities with
accepted measurement dimensions that provide for the appearance of objectivity.

Proceedings of the Academy of Strategic Management, Volume 8, Number 2 Las Vegas, 2009
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Evaluating Value Chain
Components

Pricing Capital Intepsity

Customer Acquisition Talent Leverage

Specialization Values and Structure

Workflow

What has not been evaluated is Capital Sourcing, Talent Sourcing, Dependency on the Value
Chain, and Impact of External Economic Changes. It is important to note, that these criteria do not
lend themselves to objective measurement. It is important to note, that these criteria:

. do not lend themselves to objective measurement,
. are not within, but among participants in the value chain.

These criteria fall in the grayer area of decision-making and governance which addresses the
commonality of the perception and communication of value between and among participants in the
value chain. Value, thus, surrounds the movement of resources through the transaction process.

The Value Chain and Evaluation Models suggested in this paper intend to provide a more
comprehensive assessment of components and participants within the chain. It also address the
perceived value that surrounds the synchronized movements of resources and which should accrue
to all parties in the transaction.

They fall in the grayer area of decision-making and governance which addresses the
commonality of the perception and communication of value between and among participants in the
value chain.

The Value Chain and Evaluation Models suggested in this paper intend to provide a more
comprehensive assessment of components and participants within the chain. It also address the
perceived value that surrounds the synchronized movements of resources and which should accrue
to all parties in the transaction.

From this Model we have derived the following rubric:
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Information Communicatio Capital Power Responsibility/
Transparency n Dependancy

Scalability

Price Performance

Quality

Process Maturity

Turbulence

Evaluation of the Value Chain through use of this Model should:

. Mitigate Risk

. Leverage Vision
. Allow for the Embrace of Complexity
. Create Commitment
. Facilitate Articulation
. Change Customers to Partners
. Increase the Global Footprint
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CUSTOMER SERVICE AND EMPLOYEE TRAINING
IN THE TOURIST INDUSTRY
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ABSTRACT

Customer Service is vital to employee training within the tourism industry. It provides a
major strategic advantage to the organization. Within this paper, we strive to prove that an
employee is important to the company's success and operations. Properly trained employees will
improve customer satisfaction, customer loyalty, customer service and overall brand image. The
employee represents and is the face of the company therefore, first impressions are significant.
Additionally, if customers are not satisfied with the service provided by employees they will go
elsewhere consequently reducing profits. As a result, companies need to invest time and money
training their employees to achieve high market share, competitive advantage and boost revenue.

INTRODUCTION/CONCLUSIONS
A copy of the full paper is available from the first author.
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ABSTRACT

The aim of this article is to review the concept of customer service and the importance of
employee selection to deliver the desired level of customer service as a differentiating strategy. The
emphasis is on four areas of interest that directly affect the relationship between customer care, and
its delivery through those individuals charged with the delicate task of dealing directly with the
customer. These areas are: personality traits, human resources practices and metrics, cultural
differences and customer satisfaction. The article reviews the conventional wisdom of studies
performed by marketing professionals, as well as psychologist, whom for years have attempted to
identify those particular traits that separate ordinary employees from customer service oriented
individuals. In terms of human resource practices and metrics, we explored the evolution of human
resources management, as the catalyst through which employee section is conducted. The article
provides areview of common hiring practices and measures proposed performance as well as actual
results. The purpose here is to perform a cost/benefit analysis that justifies, or not, the ever
increasing importance of human resource departments, as well as the amount of company resources
that they consume. This article also examines customer service delivery and the effect of cultural
differences. Particular attention is paid to the differences between the American and Oriental
customer service views and attitudes. Finally, we study the popular but elusive concept of customer
satisfaction. Every business wants to satisfy its customer. However, in a global market with different
costumes, tastes, and cultures, it is very difficult to completely satisfy a wide range of people with
standardized products and services. The article examines a few companies that have been very
successful in adapting their products or services to regional differences to satisfy their customers.
Towards the end of this research paper, some recommendations are provided that aim to help
improve the quality of customer service through employee selection and a better understanding of
customer satisfaction.

INTRODUCTION/CONCLUSIONS

A copy of the full paper is available from the first author.

Las Vegas, 2009 Proceedings of the Academy of Strategic Management, Volume 8, Number 2



Allied Academies International Conference page 21

REFERENCES

Buckley, M., Fedor, D., Veres, J., Wiese, D., & Carraher, S.M. (1998). Investigating newcomer expectations and job-
related outcomes. Journal of Applied Psychology, 83, 452-461.

Buckley, M., Mobbs, T., Mendoza, J., Novicevic, M., Carraher, S.M., & Beu, D. (2002). Implementing realistic job
previews and expectation lowering procedures: A field experiment. Journal of Vocational Behavior, 61 (2),
263-278.

Carland, J. & Carland, J. (1993). The role of personality in new venture creation. Entrepreneurship, Innovation and
Change, 2(2), 129-141.

Carland, J & Carland, J. (1995). The case of the reluctant client. Journal of the International Academy for Case
Studies, 1(2), 76-79.

Carland, J. & Carland, J. (1997). A model of potential entrepreneurship: Profiles and educational implications. Journal
of Small Business Strategy, 8 (1), 1-13.

Carland, J. & Carland, J. (2003). Pawn takes queen: The strategic gameboard in entrepreneurial firms. Academy of
Strategic Management Journal, 2, 93-104.

Carland, J. & Carland, J. (2004). Economic development: Changing the policy to support entrepreneurship. Academy
of Entrepreneurship Journal, 10(2), 104-114.

Carland, J. & Carland, J. (2006). Eminent domain: What happens when the state takes part of your land? The
Entrepreneurial Executive, 11, 95-113.

Carland, J.A.C., & Carland, J.W. (1991). An empirical investigation into the distinctions between male and female
entrepreneurs managers. International Small Business Journal, 9 (3), 62-72.

Carland, J.A., Carland, J.W., & Stewart, W.H. (1996). Seeing what’s not there: The enigma of entrepreneurship.
Journal of Small Business Strategy 7 (1), 1-20.

Carland, J., Carland, J.A., & Abhy, C. (1989). An assessment of the psychological determinants of planning in small
businesses. International Small Business Journal, 23-34.

Carland, J., Carland, J., & Carland, J. (1995). Self-actualization: The zenith of entrepreneurship. Journal of Small
Business Strategy, 30-39.

Carland, J.W., Carland, J.A., & Hoy, F. (1992). An entrepreneurship index: An empirical validation. Babson
Entrepreneurship Conference, Fontainebleau, France.

Carland, J., Carland, J.A., Hoy, F., & Boulton, W. (1988). Distinctions between entrepreneurial and small business
ventures. International Journal of Management, 5 (1), 98-103.

Carland, J.W. III, Carland, J.W., Carland, J.A., & Pearce, JW. (1995). Risk taking propensity among entrepreneurs,
small business owners and managers. Journal of Business and Entrepreneurship, 7 (1), 12-23.

Carland, J.W., Hoy, F., Boulton, W.R., & Carland, J.A.C. (1984). Differentiating entreprencurs from small business
owners: A conceptualization. Academy of Management Review, 9 (2), 354-359.

Proceedings of the Academy of Strategic Management, Volume 8, Number 2 Las Vegas, 2009



page 22 Allied Academies International Conference

Carland, J.W., Hoy, F., & Carland, J.A.C. (1988). Who is an entrepreneur? is the wrong question. American Journal
of Small Business 12 (4), 33-39.

Carraher, S.M. (1991). A validity study of the pay satisfaction questionnaire (PSQ). Educational and Psychological
Measurement, 51, 491-495.

Carraher, S.M. (1991). On the dimensionality of the pay satisfaction questionnaire. Psychological Reports, 69, 887-
890.

Carraher, S.M. (2005). An Examination of entrepreneurial orientation: A validation study in 68 countries in Africa,
Asia, Europe, and North America. International Journal of Family Business, 2 (1), 95-100.

Carraher, S.M. & Buckley, M. R. (1996). Cognitive complexity and the perceived dimensionality of pay satisfaction.
Journal of Applied Psychology, 81 (1), 102-109.

Carraher, S.M. & Buckley, M.R. (2008). Attitudes towards benefits and behavioral intentions and their relationship to
Absenteeism, Performance, and Turnover among nurses. Academy of Health Care Management Journal, 4 (2),
89-109.

Carraher, S.M., Buckley, M.R., & Carraher, C. (2002). Cognitive complexity with employees from entrepreneurial
financial information service organizations and educational institutions: An extension & replication looking
at pay, benefits, and leadership. Academy of Strategic Management Journal, 1, 43-56.

Carraher, S.M., Buckley, M.R., & Carraher, C.E. (2008). Research challenges in sustainable strategic management:
Change and sustainability. International Journal of Sustainable Strategic Management, 1 (1), 2-15.

Carraher, S.M., Buckley, M. & Cote, J. (1999). Multitrait-multimethod information management: Global strategic
analysis issues. Global Business & Finance Review, 4 (2), 29-36.

Carraher, S.M., Buckley, M., & Cote, J. (2000). Strategic entrepreneurialism in analysis: Global problems in research.
Global Business & Finance Review, 5 (2), 77-86.

Carraher, S.M., Buckley, M., Scott., C., Parnell, J., & Carraher, C. (2002). Customer service selection in a global
entrepreneurial information services organization. Journal of Applied Management and Entrepreneurship, 7
(2), 45-55.

Carraher, S.M. & Carraher, S.C. (2006). Human resource issues among SME’s in Eastern Europe: A 30 month study
in Belarus, Poland, and Ukraine. International Journal of Entrepreneurship. 10, 97-108.

Carraher, S.M., Carraher, S.C., & Mintu-Wimsatt, A. (2005). Customer service management in Western and Central
Europe: A concurrent validation strategy in entrepreneurial financial information services organizations.
Journal of Business Strategies, 22, 41-54.

Carraher, S.M., Carraher, S.C., & Whitely, W. (2003). Global entrepreneurship, income, and work norms: A seven
country study. Academy of Entrepreneurship Journal, 9, 31-42.

Carraher, S.M., Gibson, J. W., & Buckley, M.R. (2006). Compensation satisfaction in the Baltics and the USA. Baltic
Journal of Management, 1 (1), 7-23.

Carraher, S., Hart, D., & Carraher, C. (2003). Attitudes towards benefits among entrepreneurial employees. Personnel
Review, 32 (6), 683-693.

Las Vegas, 2009 Proceedings of the Academy of Strategic Management, Volume 8, Number 2



Allied Academies International Conference page 23

Carraher, S.M., Mendoza, J, Buckley, M, Schoenfeldt, L & Carraher, C. (1998). Validation of an instrument to measure
service orientation. Journal of Quality Management, 3, 211-224.

Carraher, S.M. & Parnell, J. (2008). Customer service during peak (in season) and non-peak (off season) times: A
multi-country (Austria, Switzerland, United Kingdom and United States) examination of entreprencurial tourist
focused core personnel. International Journal of Entrepreneurship, 12, 39-56.

Carraher, S.M., Parnell, J., Carraher, S.C., Carraher, C., & Sullivan, S. (2006). Customer service, entrepreneurial
orientation, and performance: A study in health care organizations in Hong Kong, Italy, New Zealand, the
United Kingdom, and the USA. Journal of Applied Management & Entrepreneurship, 11 (4), 33-48.

Carraher, S.M., Parnell, J., & Spillan, J. (2009). Customer service-orientation of small retail business owners in Austria,
the Czech Republic, Hungary, Latvia, Slovakia, and Slovenia. Baltic Journal of Management, 4 (3),251-268.

Carraher, S.M., Scott, C., & Carraher, S.C. (2004). A comparison of polychronicity levels among small business
owners and non business owners in the U.S., China, Ukraine, Poland, Hungary, Bulgaria, and Mexico.
International Journal of Family Business, 1 (1), 97-101.

Carraher, S.M. & Sullivan, S. (2003). Employees’ contributions to quality: An examination of the Service Orientation
Index within entrepreneurial organizations. Global Business & Finance Review, § (1) 103-110.

Carraher, S.M., Sullivan, S. & Carraher, S.C. (2005). An examination of the stress experience by entrepreneurial
expatriate health care professionals working in Benin, Bolivia, Burkina Faso, Ethiopia, Ghana, Niger, Nigeria,
Paraguay, South Africa, and Zambia. International Journal of Entrepreneurship, 9 , 45-66.

Carraher, S.M., Sullivan, S.E., & Crocitto, M. (2008). Mentoring across global boundaries: An empirical examination
of home- and host-country mentors on expatriate career outcomes. Journal of International Business Studies,
39 (8), 1310-1326.

Carraher, S.M. & Welsh, D.H.B. (2009). Global Entrepreneurship. Dubuque, IA: Kendall Hunt Publishing.

Carraher, S.M. & Whitely, W.T. (1998). Motivations for work and their influence on pay across six countries. Global
Business and Finance Review, 3, 49-56.

Chait, H., Carraher, S.M., & Buckley, M. (2000). Measuring service orientation with biodata. Journal of Managerial
Issues, 12, 109-120.

Crocitto, M., Sullivan, S.E. & Carraher, S.M. (2005). Global mentoring as a means of career development and
knowledge creation: A learning based framework and agenda for future research. Career Development
International, 10 (6/7), 522-535.

Lockwood, F., Teasley, R., Carland, J.A.C., & Carland, J.W. (2006). An examination of the power of the dark side of
entrepreneurship. International Journal of Family Business, 3, 1-20.

Paridon, T. & Carraher, S.M. (2009). Entreprencurial marketing: Customer shopping value and patronage behavior.
Journal of Applied Management & Entrepreneurship, 14 (2), 3-28.

Scarpello, V. & Carraher, S. M. (2008). Are pay satisfaction and pay fairness the same construct? A cross country
examination among the self-employed in Latvia, Germany, the U.K., and the U.S.A. Baltic Journal of
Management, 3 (1), 23-39.

Proceedings of the Academy of Strategic Management, Volume 8, Number 2 Las Vegas, 2009



page 24 Allied Academies International Conference

Sethi, V. & Carraher, S.M. (1993). Developing measures for assessing the organizational impact of information
technology: A comment on Mahmood & Soon's paper. Decision Science, 24, 867-877.

Stewart, W. H. Jr., Carland, J.C., Carland, J.W., Watson, W.E., & Sweo R. (2003). Entrepreneurial dispositions and goal
orientations: A comparative exploration of United States and Russian entrepreneurs. Journal of Small Business
Management, 41(1), 27-46.

Stewart, W., Watson, W., Carland, J.C., & Carland, JJW. (1999). A proclivity for entrepreneurship: A comparison of
entrepreneurs, small business owners, and corporate managers. Journal of Business Venturing, 14, 189-214.

Sturman, M.C. & Carraher, S.M. (2007). Using a Random-effects model to test differing conceptualizations of
multidimensional constructs. Organizational Research Methods, 10 (1), 108-135.

Sullivan, S.E., Forret, M., Carraher, S.M., & Mainiero, L. (2009). Using the kaleidoscope career model to examine
generational differences in work attitudes. Career Development International, 14 (3), 284-302.

Williams, M.L., Brower, H.H., Ford, L.R., Williams, L.J., & Carraher, S.M. (2008). A comprehensive model and
measure of compensation satisfaction. Journal of Occupational and Organizational Psychology, 81 (4), 639-
668.

Las Vegas, 2009 Proceedings of the Academy of Strategic Management, Volume 8, Number 2



Allied Academies International Conference page 25

A REVIEW OF STRATEGIC CUSTOMER SERVICE
MANAGEMENT

Erving G. Novoa, AAR Corporation
Myrna Laurenceau, Southern Wine & Spirits of America
Shawn M. Carraher, Cameron University

ABSTRACT

This paper reviews the concept of strategic customer service, and the underlying skills and
techniques necessary to master this concept. This is especially true in genetic markets whose
products are basically the same and the only differentiating feature is customer service. The level
of customer service that an organization provides is at the core of its business strategy and is
supported by employee knowledge and service skills. Understanding customer's needs and wants,
allows an organization to design/build its business strategy around its customers and provide
customer driven excellence. Through the strategic use of customer relationship management,
organizations are able to perform quality assurance, measure customer complaints and satisfaction
as well as maximize responsiveness to their customers. This paper also addresses the need of
employees to be actively engaged and empowered in the organization. They need to be given a
certain level of authority that allows them to make decisions. In order for an organization to provide
excellent customer service, they need to hire and be able to retain the right type of employee capable
of buying into the philosophy of customer service.

INTRODUCTION/CONCLUSIONS

Future research is suggested based upon prior research and theory (Buckley and associates,
1992- present; Carland and associates 1984-present; Klentzman & Associates, 2007-present).
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