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California State University Northridge
College of Business and Economics
Mgt 693 Strategic Management Seminar
Mgt693 Seminar in Strategic Management
Fall 2008 (August -  December 2008)
Instructor: 
Daniel Degravel, Ph.D.

Time:
August 26, 2008 to December 9, 2008
Section/Class/Time/Classroom


Sect.01 , Class 12497, T 07:00pm-9:45pm, JH1236
Office Hours:
Office JH4220, T and R: 10:00-12pm; 4:45pm-5:30pm
Telephone: 
Office (818) 677-2402
Email: 

daniel.degravel@csun.edu

How to Understand, Formulate and Implement Strategy in an Organization?
This Syllabus presents:

· Course Description

· Course Objectives

· Instructional Material
· Course Administration and Teaching Method
· Course Evaluation

· Course Outline

· Appendixes

Course Description

Students as …

This seminar in strategic management deals with the long term orientation of organizations. Decision-makers in any organization have to understand, interpret and respond to signals and events emerging from their environments.
Students assume the role of those strategic decision-makers (Head of Strategic Department, Head of Division, CEO and C-Level Top Executives, etc.) or the role of an advisor for Strategic Planning who has to help decision-makers or to make strategic proposals for the future of their organizations and implement those decisions. They are “in the driver’s seat” to run the company from a strategic point of view.
Students will develop skills to be able to Formulate and Implement Strategies: think creatively, develop a Strategic orientation and apply it to real business decisions.
What is “Strategy”?
Definitions abound but they all share some sense of:

· Allocation of Resources inside an Organization,

· over a long period of Time,
· in pursuit of specific Goals,
· to create and maintain the Performance / Competitive Advantage of the Organization.

In other words, Strategy can be understood as an on-going fit between the organization’s Environment and its Internal Resources, Competences and Constraints. Strategic Management is the process through which this dynamic match can be achieved and maintained over time.
The fundamental objective of Strategy is to ensure the firm’s success and enhance its performance on the long run.

MGT 693 Strategic Management Seminar

This seminar allows students to:

· be able to understand the strategic situation of an organization,

· make a pertinent analysis leading to strategic orientations (often formalized in a plan),

· understand the essential elements of strategic orientations implementation.
The strategic approach relies upon three basic elements:

1- A broad view of the organization’s environment,
2- A general Management perspective, taking the organization as a whole and integrating all functional polices and fields (Marketing, Finance, Operations Management, Human Resource Management, …) into an overall competitive strategy (an holistic approach as opposed to a parochial vision),
3- A field ingrained in the “real life” of organizations.
The main components of the course’s material are:
1- Strategic Management Overview

2- Tools for strategic management
· Goals and performance

· Industry analysis

· Competition analysis

· Structure and managerial systems

· Resources and competences analysis
3- Competitive advantage (BL-S)
· Competitive advantage

· Cost and differentiation strategies

4- Corporate level strategies (CL-S)
· Vertical integration

· Diversification

· Globalization

5- Contextualization of strategy
· Strategic change

· Mature industries

· Technology-driven industries

· Current trends in strategy
The two sections of Mgt. 693 this semester will be taught jointly by Professor Rex Mitchell and me. Although we will retain our individual pedagogy and approaches to the subject, we will coordinate on content and each of us will teach some topics for both classes. Both of us will be available for discussions with members of both classes.

Course Objectives

Four key objectives can be identified:
1. Given a broad set of information—pieces of which may vary considerably in relevance—students can identify critical issues the organization is facing, drawing on concepts from a variety of functional areas of business.

2. Given a broad set of information—pieces of which may vary considerably in relevance—students can make relevant, valuable, and reasonable strategic recommendations for the organization, drawing on concepts from a variety of functional areas of business.

3. In making strategic recommendations, students display understanding of key implementation issues that managers need to deal with.

4. Students use appropriate strategic management concepts and language in effectively communicating about their analyses, including when identifying critical issues and making recommendations.

These objectives can be resumed by the goal of building students’ ability to identify and build a strategic perspective applied to real organizations.
This implies to:
1- Learn and master the concepts and tools and the strategic thinking process.
2- Develop classic but critical managerial skills (communication, leadership and teamwork).
3- Acquiring a high level vision and understanding of the organization’s strategic situation, challenges and solutions.

Instructional Material

The required material is:
1- “Contemporary Strategy Analysis: concepts, techniques, applications, 6th ed., Robert M. Grant, John Wiley, 2008, 496p, ISBN 978-1-4051-6309-5 (paperback).
2- “HBS Case Study Package” Strategic Management Mgt693 Professor Daniel Degravel (available at Matador Bookstore) or directly downloadable online at www.harvardbusinessonline.com (between $4 and $6 fee for each case study).
3- Most of the teaching material is available in my website www.csun.edu/~degravel.
Course Administration and Teaching Method

Course Method

This seminar implies an active participation from all students.
Strategic Management in any kind of organization encompasses a set of techniques but is primarily an art. Even though tools and guidelines are taught, strategic management gives a large room for intuition, judgment and subjectivity.

Material will be presented in this course through a variety of methods: primarily readings from the textbook, lectures, classroom discussion, case studies, exercises through different categories of assignments, development of research in teams and interaction. Naturally, each student is responsible for all the various presentations of the material.

Case studies will reinforce and illustrate lectures.
The main objective of case studies is to provide a basis for discussion about strategic issues and to illustrate the topics to a new organization that students did not know. A very important part of your learning will come from your application of concepts and tools to real organizations.

Each case is related to a specific issue and generally a chapter of the textbook. There is rarely an “absolute” good answer because several possible solutions may exist, depending on personal experience, personality and perception of the actual situation.
A case study is a “slice” of reality because most of the time real business situations are more complex. The objective of case studies is to learn how to reach a reasonable answer facing specific context and issues.
Your instructor encourages students to consult with him whenever his help is needed (question, difficulty or either kind of help).

Class Attendance and Assignments
Class attendance is required since it is essential to understanding the course material, leading discussion and completing projects.

Class attendance will be taken every session. Attendance has an effect on the grade. More than 2 absences, repeated lateness or early leaving will result in a significantly decrease in students’ grades.
No make-up normally exists but students who cannot attend a class for unavoidable reasons are expected to notify the professor by email or phone in advance for reasons and regarding possible make-ups (which will remain exceptional). 
Late assignments will not be accepted.

Students’ contribution

Students’ contributions will be assessed through several criteria:

1- Work preparation,
2- Quality of oral participation (questions, opinions, comments and suggestions),
3- Active and permanent involvement in the class,
4- Contact and feed-back with (to) the instructor when needed,
5- Interaction between classmates and performance of teamwork.
For oral participation, “Quality” of contribution will be preferred to “Quantity”.
The instructor will keep a record of students’ participation and call randomly students to lead discussions of cases and material assigned for each session. Students can also raise their hands at any time.
All class presentations and assignments are expected to be done in a highly professional manner (e.g. reports, preparation of presentation, attitude, and presentation resources).
Chapters and assignments must be read and prepared prior to the identified session and the strategic material is expected to be integrated into class discussion.
Students will gain benefit from venturing outside their “comfort zone of knowledge” and explore fields that lie beyond their present professional positions and environments.

Grading

The Plus and Minus Grading System is used.
As, Bs and Cs are satisfactory / acceptable.
Ds and Fs are unacceptable and below the expected professional standard.

The following Table #1 related to Letter Grades should be understood as a guideline for the Instructor when determining the final grades.

Academic Honesty

Any cheating or plagiarism will be penalized according to the University policy.

Please consult the University Catalog for a description of these policies at www.csun.edu/~vcspc00g/303/achonesty.html.

You may also consider the Student Core Values statement on the College of Business and Economics website at www.csun.edu/busecon/students.html.

Table #1: Letter Grades
	Letter Grade
	Grade Range
	Letter Grade
	Grade Range

	94-100
	A
	77-79
	C+

	90-93
	A-
	74-76
	C

	87-89
	B+
	70-73
	C-

	84-86
	B
	67-69
	D+

	80-83
	B-
	64-66
	D

	
	
	60-63
	D-

	
	
	◁60
	F


Table #2: Criteria for Evaluation

	Criteria
	Meaning
	Ranking

	Substance and Pertinence
	What is the contribution? What theoretical and practical ideas and elements do you bring to the discussion?
	1

	Clarity
	Do we understand easily your material/contribution?
	2

	Relevance to topic
	Is the link between your contribution and the issue being studied obvious?
	3

	Quality of oral presentation
	To what extent do you respect the principles of good communication to deliver you material in oral presentation?
	4

	Proportion and Cohesion
	Do you cover the different topics and do you emphasize them in a balanced manner?
	5

	Precision
	Do you provide only vague statements or do you target a precise topic and provide detailed material?
	6

	Help for practical work
	How is your contribution relevant for executives and managers in their daily activities and decisions?
	7

	Generation of discussion
	To what extent does your contribution lead and fuel discussion and debate?
	8

	Originality
	Do you make an interesting and attractive contribution? Is your work pleasant to read or to listen to?
	9


Course Evaluation
A. INDIVIDUAL PARTICIPATION
Based on the intensity and the quality of students’ participation, the Individual Commitment and Participation grade assesses the contribution of each student for the discussion of chapters and cases studies, through comments, questions and the general involvement and the quality of students’ oral participation. Each student is asked to bring in a question for each chapter which shows his/her understanding of the topic. The Individual Participation grade counts for 20% and is the only item which students completely master. If they participate, they have 100% chances to get a good grade.
B. FINAL TEAM PROJECT FTP

Each team will realize a search about a firm’s Resources and Competences and write a Final Team Project that will be presented in-class during one of the sessions at the end of the semester. This Final Team Project should be between 4,000 and 6,000 words.

More detail will be found in Appendix #2 Final Team Project.

C. INDIVIDUAL REPORT

Each student will submit an individual report based on an organization (generally his/her employer). The central topic of that report is a personal reflection and critical thinking about the use and the usefulness of strategic management in the focal organization and in general.
This short report should be around 600 - 900 words (2-3 pages). Appendixes are possible, for example to describe the Strategic Management Process of the organization.

For more explanation, please refer to Appendix #3.

D. EXAMS
Several exams are scheduled to control knowledge of the chapters and the material.

They may combine multiple choice questions and more open qualitative questions, covering a block of chapters and last from 30 to 45mn. Beyond the scheduled exams, some unannounced exams may be given.

E. CASE STUDY WORK
Around 8 case studies will be prepared and studied in-class.

Each team will prepare and present one case study in-class in 15 minutes and then lead the discussion; the instructor will intervene when/if needed.

For this presentation, scheduled in advance, your Powerpoint presentation is due to the Instructor in both electronic and hard copy formats. If you want to add other material to your slides, you may use appendixes.

Each team will then present one case study. Challenging the presenting team will be a shared responsibility among all students. Challenging means asking the Presenting team questions and trying to understand its approach but also and mainly to making one’s own proposal regarding the case. Only asking irrelevant, uninteresting or unreasonable questions about the case or having no recommendation will result in a low grade. The Instructor will make cold calls if necessary to ask for individual challenging.
At any time during the course, your Instructor will be available to help you if needed, for all the assignments. All these assignments will be discussed in-class to provide students with more information. They are dedicated to the same objective: make students use the concepts, think about situations, make recommendations and solutions, and think about concrete problems they might face in a managerial position.

As an Art rather than a set of techniques, Strategic Management rarely provides the “One Best Way”. During the in-class discussions, very often opposite points of view can be developed and compared and several groups of students can defend their own positions. What is expected is not the “perfect right answer” but a well-reasoned argument to support your conclusions.

I will do my best to make this course as rich, interesting and fun as possible.

I wish that students will enjoy this Seminar in Strategic Management …

MGT 693 Course Outline Sect. , Class 18571 T 7:00-9:45pm

	Sess.

	Date
	Contents

	1


	T

Ag 26, 2008


	INTRODUCTION

Analysis of syllabus and setting arrangements

Introduction to Strategy

Ch.1 The concept of strategy



	2


	T

Sep 2, 2008


	Mini-case

Ch.1 The concept of strategy (Ctd.)

Case study: method



	3


	T

Sep 9, 2008


	TOOLS OF STRATEGIC MANAGEMENT

Ch.2 Goals, values, and Performance

Ch.3 Industry analysis: the fundamentals

Case study #1 De Beers (Warming-up case study presented by Instructor


	4


	T

Sep 16, 2008


	Ch.4 Further topics in industry and competitive analysis
Ch.6 Organization structure and management systems



	5


	T

Sep 23, 2008


	Ch.5 Analyzing resources and capabilities
Case study #2 Core competence at NEC and GTE
Exam#1 Tools (Covers Ch.2-Ch.6)


	6


	T

Sep 30, 2008


	COMPETITIVE ADVANTAGE (BL-S)
Ch.7 Nature and sources of competitive advantage

Ch.8 Cost advantage
Case study #3 Airborne Express



	7


	T

Oct 7, 2008


	Ch.9 Differentiation advantage

Case study #4 Caterpillar

Exam#2 BL-S (Covers Ch.7-Ch.9)


	8


	T

Oct 14, 2008


	Session animated by Professor Rex Mitchell for both Mgt693 classes simultaneously

	9


	T

Oct 21, 2008


	CORPORATE STRATEGY (CL-S)
Ch.13 Vertical integration and the scope of the firm

Ch.14 Global strategies and the multinational corporation

Discussion with instructor for validation of FTP

Proposal for Final Team Project (FTP) is due



	10


	T

Oct 28, 2008


	Ch.15 Diversification strategies

Ch.16 Managing the multi-business corporation



	11


	T

Nov 4, 2008


	Individual Report is due 
Case study #5 Jollibee Foods Corp. (A): International Expansion
Case study #6 News Corp.



	12


	T

Nov 11, 2008 

	Exam#3 CL-S (Covers Ch.13-Ch.16)
Team Work on the FTP



	13


	T

Nov 18, 2008


	Team Work on the FTP

	14


	T

Nov 25, 2008


	INDUSTRY CONTEXTUALIZATION

Ch.10 Industry evolution and strategic change

Ch.11 Technology-based industries and management of innovation

Ch.12 Mature industry (presentation of three chapters by Instructor)

Case study #7 Google, Inc.



	15


	T

Dec 2, 2008


	Session animated by Professor Daniel Degravel for both Mgt693 classes simultaneously Ch.17 Current trends in strategic management

Final Team Project (FTP) is due

Case study #8 Cirque du Soleil
Final Team Project presentations


	16

	T

Dec 9, 2008


	Final Team Project presentations
Case study #9 ZISCo




Appendix 1: Synoptic of Assignments / Components of the course

Please find a summary of the different elements of the teaching methods and of the assignments:

	Assignment /
Component
	Philosophy / Objective
	Deliverables

	1-

Final Team Project (“Large report”)

	25%

Each team presents a study of an organization’s Resources and Competences as well as its R&C management. This Organization is chosen by the team

External research of data, synthesis and critical thinking orientation


	Due date: See Schedule
Detail about format in Appendix #2
Length of report: 4,000 to 6,000 words (15 to 20 pages)
Instructor’s validation required before starting of work


	2-

Individual Report (“Short report”)


	15%

Personal reflection and critical thinking about the use and usefulness of strategic management of an organization and/or in general

	Due date: See Schedule 

Detail about format in Appendix #3
Length of report: around 600 – 900 words (2-3 pages)


	3-

Individual Commitment and Participation


	20%

Assessment of each student’s contribution to the class and dedication and commitment to the course and the learning experience; pertinence of questions and comments and contribution to discussion
One formal question fro each student and chapter
	Grade provided at the end of the course, depending on the quality of the oral participation and of the formal questions, on the involvement in the class and your peer evaluation

A mid-term discussion of each student’s evaluation will take place
A silent presence only does not result in a good grade

	4-

Case Study Presentation


	20%

Case studies are presented and discussed in class. They are the foundation of the teaching method

The presenting team makes an analysis and proposes its recommendations
	The presentation takes around 15 minutes and the discussion around one hour
Teams will find questions as a guideline to help their analysis in a document posted in my website (List of questions for case studies)
Presenting team has the responsibility to provide the Instructor with their slides

	5-

Exams

	20%

Exams will help the instructor to check your knowledge about the material, with multiple choice questions and / or essay questions


	It does not exclude other possible unannounced formats of exams



	6-

Peer evaluation


	How did your teammates contribute to the teamwork? The answers will impact the commitment and participation grade


	Hard copy of your evaluation submitted before the end of the class

If the grades that you assign to your teammates are in the 90-100 range, there is no impact on their participation grade

Refer to Appendix #4




Appendix 2: Final Team Project

Objective

The objective is to make students apply the concepts learned to real organizations and to build strategic reflection and recommendations. This assignment will mainly be an opportunity for make research in organizations around the topic of Resources and Competences (R&C) in the RBV stream of research.

Method

Each team has first to choose an organization where the teammates know they will be able to access strategic resources and competence-related information. This implies practically that students must have a specific link with the organization (connection, former job, relative, friend, etc.) and that they must be able to get an interview from a top executive of the organization. Only a top executive will be able to “get the big picture” and provide the team with information about their R&C.

The main questions you have to answer are:

1- What are the R&C you can identify in that organization?

2- Are the top managers or other members aware of these R&C?

3- Do they manage the R&C, directly or indirectly?

4- How can you make sure that there is a link between the R&C and the organization’s performance?

More information will be provided about the contents and the concepts involved in that assignment.

Mostly through interview, the team will get information about the organization’s R&C and then build the report accordingly. But gathering information from other sources is encouraged, so that you can concentrate on the specific questions about which you cannot find information from “public sources”.

The format of the paper will be:

a)  4,000 to 6,000 words (around 15 to 20 pages) of text (cover page, table of contents and attachments do not count)

b)  First page: Cover page with title, course title, number, and section, and each team member’s name with e-mail address, name of the organization and other features (Cf. model presented on next page)
c) Second page: Table of Contents

d) Page 3-X: Content of your analysis

e) Page X+1: References with all your sources of information. This section is very important because it indicates how broadly you searched for information, how well you were able to synthesize the material you found, and how much insight or depth of analysis you were able to develop. The information about the interviewee(s) (name, position, physical address, phone number, and email address) is mandatory and the report will not be accepted without that information

f) Page X+2 and following: Attachments (if necessary).  Please do not include raw materials prepared by others outside your group (e.g., newspaper articles, and internet downloads)

g) Pages are numbered; please, do not put your report in a cover or folder but only staple it. 

Appendix 2: Final Team Project (Ctd.) Cover page
Strategic management

Final Team Project RBV



	CSUN MGT693

Semester: Spring 2008
Class ticket:


	Organization
Name


	Team: Name
Members name and email address:

1-

2-

3-

4-

5-



	Industry:

	Main activity of organization:
	Your position/role in this organization (if applicable):

Your link with the organization:



Personal Comments:

	Characteristics of organization:

Location (CA; US; abroad)

Size (Income)

Size (Workforce)

Current year profit

Domestic or internationalized
Mono or multi businesses

Parent / subsidiary structure applies or not? If yes, which one?

State-related or not

For profit or not for profit

Publicly or privately held




Appendix 3:
Individual Report
Objective

The objective of that assignment is to provide students with the opportunity to write a paper on an individual basis, based on a personal research within the strategic management area.
Strategic management is a discipline characterized by strong linkages with the “Directing Body” of the organization, i.e. the top executives. I am interested in exploring and understanding the insight and potential use that students may experience regarding strategic management.

Therefore, the goal of this individual assignment is to develop the potential or actual utilization of the strategic management teaching in each student’s specific environment and situation and/or in general. It is the opportunity to develop at the individual level a personal reflection about strategic management.

The report will be very short. Quality is not the most important criterion.
Method
Students have first to choose an organization that they like (generally the organization they are employed by) and where they have a quite good “strategic connection”. This means that they are able to assess their “distance” to the existing strategic process and actors.
Some possible components of the report:

1- Presentation of the organization of choice
· Attributes that explain what I should know about the organization to understand your relationship with its strategy.

2- Contact with strategic management

· Which tools or element can be directly used and how?

3- Other areas where strategic management could be useful

· Material itself for technical (strategic) purpose

· Material for other  areas (methodology and decision-making processes; personal life)

4- Strategic management concerns
· Which areas of strategic management seem pose any theoretical or methodological issue for you?
To customize your report, you can use the final chapters contextualizing strategic management in regards to different dimensions of your industry (degree of maturity; technological intensity; etc.)
 Appendix 4: Peer Evaluation

Please assign a grade (out-of 100) to all of your team members, including yourself, to reflect your assessment of the individual contributions to the team effort. I will treat your assessments as confidential. These assessments will impact the Individual Commitment and Participation grade.

Your name: ___________________________________________
Team: ____________________________________

In the space below, provide some summary comments:

	Member evaluated
	Grade

/100
	Strengths
	Areas of improvement

	1-


	
/100
	
	

	2-


	
/100
	
	

	3-


	
/100
	
	

	4-


	
/100
	
	

	5-


	
/100
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