
	  
	  
	  
About the Simulation 

Students play the role of a 
recently hired Chief 
Marketing Officer (CMO) at a 
national 3D-printer services 
company. While the 
corporation is profitable, its 
reliance on a product-centric 
strategy is not enough to 
drive business growth.  
 
Over the course of this 
simulation, the CMO is 
presented with a number of 
challenges, opportunities, 
and other operational 
spending decisions aimed at identifying the most valuable customers and 
maximizing their lifetime value - all while trying to find and attract new customers 
with similar qualities. The CMO is also equipped with a highly interactive 
Customer Relationship Management (CRM) dashboard offering the ability to richly 
analyze various performance metrics in order to inform future strategic decisions; 
this invaluable tool can be further developed each fiscal quarter through various 
investment choices. The simulation allows students to explore and analyze 
various marketing, sales and customer-service strategies relating to customer 
acquisition, retention, loyalty, and referral, as well as organizational decisions that 
ultimately impact customer equity and lifetime value.  
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