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Problént: Yike nrost high-tech ‘companies, semicondidior gldnt Tekas Instruments
rode the technology bboni*in 4 state of bliss.sAs customers waited in line for its
products, Tl.became, moge product-, and techitology=centric, and admittedly less
Soncerhed about its:castomers, Then.came.the hust T was suddeniy forced to com.
bets for.new: blsingss, erelersientt of management simply wouldn't adiust to the
markets-new-demands, How.could TTjolt ts Peoplé into a renewed awareness of the
Custorder?

Solution: Texa$ Tnstriiesits called’on BTS Usay o global, supplier of computer-
based: simmulations for learning, The proyidet developed w customer foyaty courer
B TLs 't 300
ing. The course “whs 50, stcCesstul ‘thatir-wag expanded to an., addjtiohal 2,000 TI

less would do.

Picture thé sceriesa tlassroomrof 25 F1 executives, all chdsténed by a'stern lecture
from the SOmpany’s senjor viceprésident o worldwide sales and marketing, Jeffrey s.
MeCreary: “This company, is, broken,” McCreaty Tailed. But the audience wasn’t get-
tintg the riiessage: The year was.2001 the bottom was dfopping oiit 6f the sermicon-

beeninvited-toshelp developiand deliver a_couse’for T1 eXecutives an custorner loy-
ty? The twosnd-a-half-day-course had been painstakingly created by BTS follow-
ing exfensive nterviewswith«TE executives, key account managers, and customers to
40 an acclirate ictuireofithe problems facing the company. The customized course
was designed and crestéd with dctive’participation from 11 training departmént.
The twenty five asseriibled mandgers wer.diy e ] Ingo file teams, each'assigned
1o simulate execufivés of fictitidug compagy=called Streaming "Wireless” Video
(STREAVO). Thé concerh “indnufactuted® 2 handheld product that inclirded chips

Eachs team, was fesporisible for § diffezent department within STREAVO, includ-
ing engineering, finance; supplier’ manigement, ruanufacturing, and marketing,
Using laptop, computers and simuilationto-analyze data, such as engineering speci-
fications, financial statements, afid Eustomér and matket reports, they pondered the
purchasing decision for thrcé hurs before hiting a button rdined “Corsgaitn

“Little did theéy-knowsthas Upen return from their coffecbreak, fhe teams. would
walk ifito 'd valley: of darkness?” recalls Daniel"Paris, senior vice president of BTS
USA and general maager of its $in Brancisco office, Pariei was in charge of the
seminar, and was about to¥matke their Lives miserable by‘ delivering information
about Tersifie-Thstruments’ execution missteps, including failure to. meet tine, cost,
and performance-¢ommitmefits.
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goals. Ekelund found simulation to be ' usefulitool to communicate complex business
strategies th Executives, and apparently clients 4gree. BTS has siitée. expanded to the
United States, the United Kingdom, Finland, South Africa, Australia, afid Spain.

At the heart of the learning exercise are custom-designed computer-based simus
lations that replicate the actual business processésof the client company. Each man
agement team is assisted in the decision-making pidéess, with a laptop on which
thegcan perform budgeting and “what-if” amalysis and scenatigs. Over the course of
a theegsimonth development process, the simulation was co-created By*BTS and the
client and inseffed. into a platform of Excel and Visual Basic software. “It simulates
the technical 'and business interrelationships that exist between TI-#nd. its client,”
says Parisi. “In this case; thélsemiconductor’s performance and functionalityare real-
istically linked into the handheld’s design specifications,” he says. “Also, the impacts
of the;supplier execution missteps are extremely ealistic? adds Parisi,

The concept often uses a kind of shock thérdpy 1o jolt executives into reality. At
Texas:Instruments, for example, many executives were not:sensitive to the impact T's
execution missteps could have on the customer. There also were gaps‘in their knowl-
edge regarding their ctistomers’ drivers of profitability and competitiveidvantage. In
many cases, they lacked & longgiizm view of TPs customer relationships.

‘When the TI executives returnedi:fi, their break, Parisi was there to greet
them, a scowl on his face and a baséball ¢ap tHat fead: Terrific Industries on his head.
“Hhere are problems with your order,” he toid the assérbled “STREAVO” manage-
ment teams. Not only would there be a five-week delay in delivery#but alas, the chip
would not meet spééifications, he told the horrified group.

‘What's thore, Parist was,brutally unsympathetic to the customer’s predicament.
“Count your blessings” he snsered:#Afierrall-we're Terrific. We're Number Oné?
‘Fhen came the clinchefs#an: ultimatum from STREAVE@s retail customer, “Circus
Gity,” which, yas affected by Terrific’s delays. “We don't care Aboyg your problems;”
grurmbled Circus %You will sither help us or we will cut you off”

Theefféct.of the simulation. exercise was written on the faces of the Texas
Instruments executives, who felt betrived and frustrated at.the arrogance on display;
Some also felt that the excuses Sounded distressingly familiar, as indeed they should
have. To complete the session, Patisi played.a five-minute video of comments from:
actual TI customers.: FT's own gustonrers said almost exactly what the TI manages
in. the STREAVO simuldtion. were saying,” said ‘Parisi; Indeed, hearing customers
echo their own experience'in the simulation “was Tike hitting them in the stomaéh,
he said.

‘Fhe boot camp was 5o’ successful that it has'jifge‘been rolled out to more than
2,000 T midnagers and engineers, says Parisi, who claimsithe results speak for them-
selves, “Ip 2001, TI had some dissatisfied customers. But at the end of 2003, it was
receiving supplier excellence awards from the very same customers,’.siys Parisi.
“Within 24 months, TI turned-the entire company in a much more customeéricentric,
direction.” N

Source: Adapted from Pauliards, “BTS Helps Companies:Walk in Customers' Shoes,” Learning Circiits
{June 2004), hitp://www.learningcirciiisfarg/2004/1n2004/arris s

QUESTIONS

1. ‘Do you thinkithat TI took the right approach to achieving:betfésustomer sat-
isfaction by training its exécutives first? Would T1 have achieved quicker,results
by training its front-line employees prior to its executives?





