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Description

Strategic management refers to managerial decisions and actions that
influence the long-run direction and performance of an organization. This
course introduces the basic analytical concepts and processes underlying
environmental scanning, strategy formulation, strategy implementation,
and evaluation and control of strategies. The course also addresses
specific topics, including the central role of the organization's purpose in
formulating effective strategy, the identification, development, and
leveraging of core competencies, the increasing use of strategic alliances,
globalization and strategy, and the organization's ability to develop and
sustain competitive advantages.

Prerequisites

None.

Course Level
Learning
Outcomes

After completing this course students will:

¥ Explain the concept of strategy.

¥ Explain the work of the general manager and the roles that middle
managers play in the strategy process.

¥ Explain some widely accepted prescriptive models for how

organizations should go about developing their strategies.

Explain some formal ways of analyzing strategy.

Explain some “generic” forms a strategy can take.

Explain how strategies actually do form in organizations and why

different processes may be effective in specific circumstances.

¥ Explain the nature of strategic change, and why managing strategy is
to manage change.

¥ Explain additional forces that influence the strategy process:
cognition, organization, technology, collaboration, globalization, and
values.

¥ Explain how all of the elements of the strategy process combine to
suit particular contexts: start-ups; organizations where work processes
are highly standardized; highly complex organizations organized
primarily around experts; and situations in which the organization
often must deal with complex technologies or systems under
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conditions of dynamic change.

¥ Be able to analyze management strategy cases, generate and evaluate
strategic alternatives, to make decisions as to the most feasible
alternatives, and generate support for their recommendations to senior
management.

¥ Be able to defend their recommendations both orally and in written
format.

Materials Thompson, A., Strickland, A., & Gamble J. (2005). Crafting and
Executing Strategy, The Quest for Conrpetitive Advantage 15" ed. Boston,
MA: McGraw-Hill. ISBN-13: 978-0-07-296943-6

ISBN-10: 0-07-296943-1
. 3 Exams (100 Points Each)

Grading 300 Points
1 Oral Presentation (100 Points)
100 Points
Attendance & Class Participation (50 Points)
50 Points
Total Points
Final Grade = Total Points Earned / 4.50
450 Points
The following table shows the grading system for the course:
A 94-100 %
A- 90-93
B+ 87-89
B 84-86
B- 80-83

70-79

F 69 or less

Activities = Use lecturettes to convey an understanding of mandatory topics.

= Use simulations and role-plays to promote application and
analysis of theory and methods.

* Include self-assessment tools and activities to demonstrate
acquisition of strategy competencies.
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= Lead facilitated discussion of readings and journal articles.

= Use cases to promote application, analysis, and solution of
organizational problems.

= Use of examinations

Strategy Report: The student is expected to prepare a strategy
presentation, consulting at least five references (excluding text) in
preparing comments. Reports should be between 10 to 12 pages. The
report should be typed and double-spaced with one-inch margins using
12-point lettering. A one grade-level reduction will be assessed for
writing that does not meet graduate standards. Reports submitted after
the due date will receive a full grade reduction. Students will be expected
to present the RESULTS of the strategy research to the class for
presentation during the assigned week. The presentation should follow
the strategy presentation guidelines include in this syllabus. The power
point presentation should include a 12-18 slide summary for distribution
to the class. The presentation will be graded and represent 50% of the
strategy presentation grade.

Strategy Presentation:

SENIOR EXECUTIVE LEVEL STRATEGY PRESENTATION
GUIDELINES

Q Must address strategic direction at the corporate or
business unit level.

Q Company must be listed or recently de-listed on one of the
major exchanges New York, American, NASDAQ)

Q Identify current CEO, Board of Directors and Senior
Management Team (Direct Reports of the CEO and/or
President).

State vision/mission statements(s).

Give brief company history.

Give brief overview of markets, products, and services.
Elaborate on previous 12 month company stock trends.

Elaborate on industry trends and competition.

Elaborate on current strategy.

©c 0 0 0 0o O ©

Elaborate on prior strategy.
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©) Elaborate on reason for strategy shift.

©) Present your thoughts as to why you agree/disagree with
the current strategic direction.

Policy Statements:

University Policies

This class is governed by the university’s published policies. The
following policies are of particular interest:

Academic Honesty

The university is committed to high standards of academic honesty.
Students will be held responsible for violations of these standards. Please
refer to the university’s academic honesty policies for a definition of
academic dishonesty and potential disciplinary actions associated with it.

Drops and Withdrawals

Please be aware that, should you choose to drop or withdraw from this
course, the date on which you notify the university of your decision will
determine the amount of tuition refund you receive. Please refer to the
university policies on drops and withdrawals (graduate catalog pages 26
and 170) to find out what the deadlines are for dropping a course with a
full refund and for withdrawing from a course with a partial refund.

Special Services

If you have registered as a student with a documented disability and are
entitled to classroom or testing accommodations, please inform the
instructor at the beginning of the course of the accommodations you will
require in this class so that these can be provided.

Disturbances

Since every student is entitled to full participation in class without
interruption, disruption of class by inconsiderate behavior is not
acceptable. Students are expected to treat the instructor and other students
with dignity and respect, especially in cases where a diversity of opinion
arises. Students who engage in disruptive behavior are subject to
disciplinary action, including removal from the course

Course Policies

This syllabus may be revised at the discretion of the instructor without the
prior notification or consent of the student. The schedule below presents
an approximate expectation of course progress. The instructor reserves
the right to change the overall course grade weighting. Any changes will
be announced in class. Attendance at all class sessions is expected.

In line with the university’s policy on academic honesty, please be
advised that instances of academic dishonesty will result in a zero for the

Page 4 of 7




assignment and will be reported to the Dean of the School of Business and
Technology for further disciplinary action.  In this course we will use
turnitin.com, an electronic database, which assists students and faculty
with academic work.

PARTICIPATION POLICY

Your participation grade will be based on the following criteria:

¥ Quantity of high-quality participation

¥ Quality of participation (your comments and insights in class reflect
in-depth knowledge of Career Management theories and frameworks
and the ability to apply them to real and simulated situations)

¥ Balanced involvement in classroom discussion, showing a readiness to
share airtime with your classmates.

Weekly Schedule

Week 1

Week 2

Week 3

Introduction to the course (review course syllabus); share
experiences, and learning expectations
Chapter 1 — What is Strategy and Why it is Important?
¥ Identifying a Company's Strategy
¥ Strategy and the Quest for Competitive Advantage
¥ Strategy is Partly Proactive and Partly Reactive
¥ Strategy and Ethics: Passing the Test of Moral
Scrutiny

Chapter 2 — The Managerial Process of Crafting and
Executing Strategy

= Developing a Strategic Vision

= Setting Objectives

= Crafting a Strategy

* Implementing and Executing the Strategy

= [Initiating Corrective Adjustments

Chapter 3 — Analyzing a Company's External Environment
¥ Thinking Strategically about a Company's Industry
and Competitive Environment
¥ What Kinds of Competitive Forces are Industry
Members Facing
¥ What Factors Are Driving Industry Change and What
Impacts Will They Have

Chapter 4 — Analyzing A Company's Resources and
Competitive Position
= How Well is the Company's Present Strategy
Working
= What Are the Company's Resource Strengths and
Weaknesses
= Are the Company's Prices and Costs Competitive
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Week 4 Chapter 5 — The Five Generic Competitive Strategies
Low-Cost Provider Strategies

Broad Differentiation Strategies

Best-Cost Provider Strategies

Focused Low-Cost Provider Strategies
Focus Differentiation Strategies
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EXAM 1 - CHAPTERS 1 - 4.

Chapter 6 — Beyond Competitive Strategy: Other
Important Strategy Choices

= Strategic Alliances and Collaborative Partnerships

= Merger and Acquisition Strategies

* Industry Value Chain

* Qutsourcing Strategies: Narrowing The Boundaries

of the Business
= Using the Internet as a Distribution Channel
* First Mover Advantages and Disadvantages

Chapter 7 — Competing in Foreign Markets
*  Why Companies Expand into Foreign Markets
= Cross-Country Differences in Cultural,
Demographic, and Market Conditions
* The Concepts of Multicountry Competition and
Global Competition
= Strategy Options for Entering and Competing in

Foreign Markets
= Strategic Alliances and Joint Ventures with Foreign
Partners
Week 5 Chapter 8 - Tailoring Strategy to Fit Specific Industry and

Company Situations

= Strategies for Competing in Emerging Industries

= Strategies for Competing in Turbulent, High-
Velocity Markets

= Strategies for Competing in Maturing Industries

= Strategies for Firms in Stagnant or Declining
Industries

= Strategies for Competing in Fragmented Industries

Chapter 9 - Diversification: Strategies for Managing a
Group of Businesses
=  When to Diversify
= Strategies for Entering New Businesses
* Choosing the Diversification Path: Related versus
Unrelated
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Week 6 Chapter 10 - Strategy, Ethics, and Social Responsibility
= Strategy and Ethics
= Strategy and Social Responsibility

Chapter 11 - Building Resource Strengths and
Organizational Capabilities
¥ Building a Capablt Organization
¥ Staffing the Organization
¥ Building Core Competencies and Competitive
Capabilities
¥ Matching Organization Structure to Strategy
¥ Organizational Structures of the Future

EXAM 2 - CHAPTERS 5 - 9.

Week 7 Chapter 12 - Managing Internal Operations: Actions That
Promote Better Strategy Execution

= Marshaling Resources Behind the Drive for Good
Strategy Execution

= [Instituting Policies and Procedures That Facilitate
Strategy Execution

= Adopting Best Practices and Striving for
Continuous Improvement

* [Installing Information and Operating Systems

* Tying Rewards and Incentives to Strategy
Execution

Chapter 13 — Corporate Culture and Leadership: Keys to
Good Strategy Execution
¥ Building a Corporate Culture That Promotes Good
Strategy Execution
¥ Leading the Strategy Execution Process

Week 8 EXAM 3 - CHAPTERS 10 - 13. Individual Student
Strategy Presentations. Final Report Due.

Week 9 Individual Student Presentations. Final Report Due.

Additional
Information

This sectionis provided to indudeanyadditional information that either
theingructor, or anindividual department, would like to indude
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