MGT 385
Strategic Management / Business Policy
Sections 4 & 5 – Fall 2026
Instructor: 	Peter Foreman, M.B.A. Ph.D.
Office:	210 SFHB
Phone:	O: 309-438-5579; C: 217-979-8999
E-mail:		Peter.Foreman@ilstu.edu
Office Hours:	Mon/Wed – 12:00-2:00; or by appt. as needed
Required Materials:	Strategic Management, 6th ed., F.T. Rothaermel:	
			https://connect.mheducation.com/class/p-foreman-mgt-385-fall-2026
	Course Pack – (Harvard Online): https://hbsp.harvard.edu/import/1432956
College of Business Mission
To be a highly respected college of business that develops professionals with the personal dedication, ethics and lifelong learning capabilities needed to succeed professionally and to serve society. We work as a diverse community promoting excellence in learning, teaching, scholarship, and service.
Academic Integrity
Students enrolled in College of Business classes are expected to maintain high standards of ethical conduct within the classroom and when completing assignments, projects, and/or exams. Plagiarism and other forms of academic dishonesty such as cheating will not be tolerated. Penalties for plagiarism and other forms of academic dishonesty may be severe. ISU’s Student Code of Conduct makes it clear that students may only attach their names to academic exercises that are the results of their own thought, effort, and study. To that end, all of the following are in violation of the code:
· Using or possessing any means of assistance to complete course activities without instructor authorization. This includes the reproduction or dissemination of course, assignment, and test materials. Examples include: posting faculty Power Point slides or lecture videos, using Quizlet or similar sites to share exam questions, using ChatGPT or other AI tools in an irresponsible manner to complete an assignment, accessing online assistance while taking an exam, etc. In any case of willfully giving or receiving such information, both parties will be held responsible.  
· Plagiarizing. This includes all ideas and intellectual property used, for which proper credit is not given, as determined by the instructor. Reproducing prior work verbatim is always prohibited.  
· Submitting a paper of your own which has already been submitted for another university class or submitting work that is borrowed/copied from another current/former student.
More details about what is permissible can be found by accessing the link above. Students are responsible for adhering to the code of conduct, and ignorance about the Code is not an acceptable excuse for violating it. All violations will be reported to the Office of Student Conflict Resolution for sanctions and will receive any grade modifications that the instructor sees fit.
A special note regarding the use of AI: while it is unrealistic to expect that students completely refrain from using AI to assist in completing classwork, you must fully understand how to use this in an appropriate and responsible manner and be prepared to be held accountable. Students often use AI carelessly, as a means of doing intellectual work they are either too lazy or incapable of doing by themselves. The result is something they do not understand nor could explain. Often the analysis includes irrelevant or inaccurate information, does not properly draw on or make connections with corresponding lecture content, and/or does not follow the prescribed format or structure. I reserve the right to refuse the submission of any work on this basis, and students will earn an automatic “0” on the assignment.
Policy Regarding Recording Class Lectures/Discussions
Students may not photograph or use audio or video devices to record classroom lectures or discussions or visual materials that accompany them (e.g., lecture slides not posted on Reggienet, whiteboard notes, etc.). Students with disabilities who need to record classroom lectures or discussions must contact Student Access and Accommodation Services to register, request and be approved for an accommodation. Students who violate this policy may be subject to both legal sanctions for violations of copyright law and disciplinary action under the University’s Code of Student Conduct.

Student Access and Accommodation Services
Any student needing to arrange a reasonable accommodation for a documented disability and/or medical/mental health condition should contact Student Access and Accommodation Services at 350 Fell Hall, (309) 438-5853, or visit the website at StudentAccess.IllinoisState.edu.
Introduction and Course Objectives
Strategic management deals with those decisions that determine the future directions of the organization and the effective implementation of the directions chosen. The goal of strategic management is to increase the value of the firm by creating, capturing, and sustaining competitive advantage.  Strategic management addresses the firm’s mission and goals, competitive positioning, resources and capabilities, and structures and systems, as they relate to the ability to gain and sustain competitive advantage. In this course, you will develop your skills at:
· understanding how firms gain and sustain competitive advantage
· analyzing strategic business situations and formulating strategy
· implementing strategy and organizing the firm for strategic success
Our concerns are strategic decisions: both the content of those decisions and the processes by which general managers position the business and allocate resources. Success will depend not only on the soundness of a strategy, but also on its effective implementation through appropriate organizational and administrative choices. Thus, this course addresses issues regarding both strategy formulation and implementation, although there is more emphasis on formulation. The course employs various concepts and frameworks that enhance our ability to analyze strategic problems and identify sources of competitive advantage from both an industry and firm level of analysis. 
The emphasis of this course is on pragmatic, action-oriented general management skills. However, a considerable body of theory has evolved within the disciplines of strategy, economics, finance, marketing, organization theory, and international business that has salient implications for general management. In this course we bring the practical and the theoretical together, drawing on the whole range of disciplinary knowledge, and take an integrative approach toward the goal of increasing the value of the firm.
Strategic management, as much as any course, deals with the world of experience. The world of experience is not a world of certainty. Therefore, within the classroom, reasonable people will view situations differently. The strategic management of a firm is in many ways a “messy” process without one definitively “correct” answer. The goal is not finding the perfect solution as much as carefully and critically evaluating the issue/situation. As such, critical thinking will be primarily rewarded: in your participation grade, your individual papers, and your group projects. Moreover, this course rewards the hard worker who has the ability to listen and think expansively and integratively. The course will encompass a range of concepts and theories and will ask you to synthesize and apply that content. Mid-term exams will test your ability to understand the material in the lectures, readings and class discussions. The case analyses will assess your ability to synthesize that content and apply it to real-world situations. 

The Relationship of Strategic Management to Other Business Courses
Up until this time, most of your business education has emphasized a specialized, functional perspective of business situations - whether that be in accounting, marketing, finance, operations, or human resources. All of these functional disciplines play a critical role in the success of a company, but how do they fit together? In this course, we integrate these views by taking a unique perspective, that of the general manager or Top-Management-Team. The TMT’s job is to diagnose complex business situations and find realistic solutions to strategic and organizational problems. In addition, the general manager must be able to analyze competitive situations within industries in order to understand the sources of the firm’s competitive advantage. To effectively address such issues, the general manager must be capable of understanding and using knowledge from each of the organization’s functional areas to provide a comprehensive perspective. Obviously, not all of you will have the opportunity to make such decisions. Nevertheless, in today’s complex, fast-moving business environment, whether you are a newly hired employee or the CEO, and whether you work in auditing or sales or logistics, you should be capable of thinking like a general manager.

Techniques for Learning Strategic Management
To accomplish our objectives, we will use a variety of learning techniques: readings, lectures, in-class discussions, assignments, written reports, presentations, and most importantly, class discussions of case studies. Over the course of the semester, you will work and be evaluated both individually and as groups.
Course Organization
Your class assignments are indicated in the daily agenda below, and while subject to change, this syllabus should guide your work planning for the course. All readings and assignments are to be done for the day they appear on the syllabus. There may not be announcements or reminders in class concerning individual or group assignments, except as circumstances arise.
Case Analysis
Strategic thinking and analysis are best learned through practice. The cases we will study are about real-world business situations. A case is designed to provide you with data on real-life managerial problems, and case analysis is invaluable as a simulation of actual managerial activity. The cases provide an opportunity to apply the concepts we discuss in class and to further develop your ability to think critically about business strategy. How much you get out of the case depends on your preparation and active participation. Everyone is expected to participate in each case analysis and discussion. In addition to the traditional in-class, face-to-face discussions, we will have opportunities for you to engage in an online discussion for some of the cases (more on this below).  The objectives of case analysis are to:
· Increase your understanding of what managers should/shouldn’t do in guiding business.
· Build your skills in conducting strategic analysis and gain in-depth experience in a variety of industries, competitive situations, and company circumstances.
· Get valuable practice in diagnosing strategic issues, evaluating strategic alternatives, and formulating workable plans of action.
· Enhance your sense of business judgment.
Group Work
Discussing cases and preparing analyses outside of class helps to deepen your knowledge about strategy. Thus, group interaction will be highly beneficial for weekly case preparation as well as the major group projects. Developing effective group skills is a critical part of the learning process. It is a good idea to have students with different areas of expertise in the group to facilitate the exchange of a variety of managerial viewpoints and to help guard against “groupthink.” To help bring about this internal balance within each group, I will divide the class into groups (with 5-6 persons in each group).
Course Requirements and Grading
- Individual work in italics; Group work underlined
	1.
	Individual Case Mini-Analysis (2 cases; 15 points each)
	30 points

	2.
	Individual Case Analyses (3 cases; 30 points each)
	90 points

	3.
	Group Progress Reports (2 analyses; 30 points each)
	60 points

	4.
	Online exams (Mid-terms I and II; 150 points each)
	300 points

	5.
	Practicum (Presentation, Report; 100, 150 points)
	250 points

	6.
	SmartBook Quizzes (11 chapters; 10-15 points each)
	120 points 

	7.
	Participation (Class, Group, & Professionalism: 80, 50, & 20 points)
	150 points

	8.
	Group Participation Rating Form
	0 points

	
	Total
	1,000 points




Overview of Assignments
· The following are general descriptions of the assignments. Be sure to refer to and follow the more detailed instructions on Canvas.  
· Assignments are due in class on the day of the case discussion. Late assignments cannot be accepted, even for partial credit (unless you fall into the category of an excused absence). 
· Important: due to larger class sizes, and to facilitate timely and effective grading, all assignments must be completed according to the template/structure outlined in the instructions. Any assignments that do not follow the stipulated format will not be graded!
    	
Important – a few formatting issues/guidelines for all assignments:
· Use a serif font, like Times Roman (instead of a sans-serif one like Arial), and 12-point font size. 
· Always have 1” margins all the way around. 
· You will typically be asked to structure your assignment in the form of an outline, and you will be given a template to use. You must submit these assignments using the template provided!
· Do not attach a title page – put your name and section in the upper left-hand corner of the first page.
· Staple multiple pages – do not turn in loose pages.
· Please submit a hard copy in class (the day the assignment is due), unless you are unable to attend.
· All work submitted electronically must be in Office365 format and sent to the Professor via e-mail 
1. Individual Case Mini-Analyses – 30 points (15 points each)
a. Case #1- Southwest Airlines – “Strategic Coherence” Analysis
i. Following the Porter (1996) article, think carefully about how the specific parts of SWA’s activity system are complementary and reinforcing for their overall business strategy.  
ii. Provide an Activity Map which reflects the connections among these activities. Using the template provided, complete the map, including as many activities as possible.
iii. This is an in-class activity – you must be in class to earn full credit for this assignment.
b. Case # 8 – Arcor – International Strategy Analysis
i. Analyze the firm’s international strategy, using one of two key frameworks. Identify the strategic rationale, noting how it might enhance or expand competitive advantage.
ii. Extra Credit: Using the CAGE framework, assess differences between markets and provide an analysis of the most appropriate locations for expansion. 
iii. This is an in-class activity – you must be in class to earn full credit for this assignment.
2. Individual Case Analyses - 90 points (30 pts. each)
a. Case #3	- Cola Wars – Carbonated Soft Drink Industry - Five Forces Analysis
i. Provide an analysis of the CSD industry using Porter’s Five Forces. 
ii. Identify specific factors affecting each of the Five Forces and clearly note the impact they have on competition and profitability in the industry.
iii. Maximum of two single-spaced pages of text (outline format; using the provided template)
b. Case #4	- Zara - Core Competencies Analysis
i. Conduct a value chain analysis of Zara’s business activities, given the value chain provided: identify where (in what stages) the firm adds unique or superior value.
ii. Analyze the firm’s most important sources of value creation, specifically evaluating the rarity/uniqueness and inimitability of each. 
iii. Maximum of 1.5 pages (outline format, using the provided template)
c. Case # 7 – Disney - Corporate Strategy Analysis
i. Analyze Disney’s corporate strategy, first in terms of the overall corporation. 
ii. Then identify a 5-6 specific past or current integration and diversification actions taken by the firm and assess these specific moves in terms of their relative degree of strategic fit.
iii. Maximum of two single-spaced pages of text, using the template provided. 


3. Additional Case Discussions – In-class (synchronous) discussions
a. Case #2	- Merck – Stakeholder Assessment
i. Consider and identify the various stakeholders that would be affected in this case; identify the key goals or interests (in general) of each stakeholder group
ii. Given the specific nature of the issues and events in the case, discuss how each stakeholder would perceive things and what direction they would like the firm to take and why
iii. In-class discussion or synchronous / Zoom – no written assignment due
b. Case #5	- Southwest Airlines - Analysis of Competitive Advantage
i. Discuss the external environment that SWA competes in, their competitive positioning, and the possible external sources of competitive advantage.
ii. Identify critical internal sources of value creation, describe how they are leveraging those to gain a competitive advantage, and assess the relative sustainability of that advantage.
iii. In-class discussion or synchronous / Zoom – no written assignment due
c. Case # 6 – Zara – Vertical Coordination Analysis
i. Assess the vertical relationships in Zara’s industry setting – both upstream and downstream. Assess the conditions associated with transaction costs in those relationships.
ii. Identify and explain how Zara has chosen to structure those vertical relationships and why. Note how their vertical coordination strategies have managed transaction costs.
iii. In-class discussion or synchronous / Zoom – no written assignment due
4. Main Case “Progress Reports” – 60 points (30 pts. each)
In the third part of the course, each group will be assigned one case to analyze and present. This case will constitute your “Practicum” – which essentially functions as your final exam. Although the actual finished product is not due until the end of the semester, your group will be asked to submit two “progress reports” – as a means of checking your understanding of the material and facilitating timely completion of the final analysis. The content of these will be very specific and focused. The actual format is flexible – you can either provide a written analysis or a very detailed Power Point outline.
a. Progress Report #1: External/Industry Analysis – following the same guidelines as the prior assignment, you need to conduct a thorough analysis of the competitive environment.
b. Progress Report #2: Internal Analysis – following the same guidelines as the prior assignment, you must assess the key internal sources of value creation and competitive advantage.
5. Mid-Terms I & II - 300 points (150 pts. each)
The two exams will test your knowledge and understanding of the material, with particular emphasis on content covered in the readings and lectures. The format of the exams will be approximately 85% multiple-choice and 15% matching/fill-in-the-blank. The second exam is not cumulative. 
Important details:
· The exams will be conducted online, using the McGraw-Hill Connect platform
· You can take the exams anywhere you’d like, between 6 am and midnight
· They will be monitored by Proctorio – the online proctoring program on Connect
· They are open-notes format, but no digital devices (besides your computer) are allowed.
6. Practicum (Cases 9-14) - 250 points
a. Group Presentation for Main Case - 100 points (60 content; 40 style)
b. Group Project Report on Main Case - 150 points (130 content; 20 style)
Note: See the “Guidelines for Group Presentation” and “Final Project Report” documents for more detailed information on these two assignments.
Group Presentation for Main Case. For cases 9-14, each group will be assigned a case to analyze and present. You should adopt the role of a consulting team that has been asked to examine the corporation and provide (a) critical identification of the key issues facing the company; (b) rigorous assessment of the key external and internal factors affecting the competitive advantage of the firm; (c) identification of alternative courses of actions open to the corporation and assessments of these; and (c) specific recommendations with a supporting plan of action. Your group will make an online presentation, using Zoom, and the presentation will be recorded. Each member of the group should lead some part of the presentation. Obviously, it is imperative that group members coordinate their work! In addition to improving your ability to apply strategic management concepts to real-world problems and situations, the objectives of this assignment are to enhance your ability to:
· develop a clear and direct presentation
· utilize visual aids to support the presentation
· think on your feet and respond to critical and challenging questions 
Group Project Report on Main Case. Your group will then also provide a Final Report of your analysis, consisting of a revised and annotated version of your PowerPoint slides from your presentation. After receiving feedback from me on your presentation, you are encouraged to carefully review and revise your slide set, ensuring that your analyses are as complete and accurate as possible. In order to compensate for the lag time in getting feedback on your presentations, Final Reports for all groups are due late Friday, December 11th (I need to have them by early Saturday morning).    
Policy on Free-Riding. Your grade on the group presentation will be a group grade. It is primarily your responsibility to monitor and eliminate free-riding. If you think that there is a problem with this, you should first try to address it within the group. However, if the problem cannot be resolved in this manner, then please discuss the situation with me ASAP. I want and need to be made aware of such problems in a timely fashion, so that corrective action can be taken. Free-riding will be accounted for as part of your participation grade (see following discussion on group participation).
7. Participation – 150 points (Individual-80, Group-50, Professionalism-20)
Individual Participation. Active participation in the class is an essential part of the learning experience. We will be using cases and you must be prepared to discuss these, seeking to apply the course concepts to the case situation. Although almost all class discussions (case analyses) will be in the form of face-to-face/in-person sessions, there may be a day or two when we will meet over Zoom. The expectations for these online sessions are the same as those conducted in person.
Meaningful participation means making a contribution to our discussion, not merely talking, and it does not mean repeating case facts or simply agreeing with what others have said. My interest is not in what is “right” or “wrong”; rather, it is whether you have made a contribution to the understanding and analysis of the issues being studied, and the effective use of course concepts and models. One clear way of making a contribution is to disagree with the comments of your classmates where needed; or to clarify or improve the application of theory to practice. Please take note of the following qualifiers regarding participation:
· Attendance should not be confused with participation. While on-time attendance is important, active participation in the class discussion is evaluated differently 
· Volume or quantity of contributions does not necessarily equate with value or quality of contributions. Oftentimes those making the most insightful remarks are not the most talkative. That doesn’t mean that quantity is irrelevant - but it should be tempered with quality or value.
· Participation requires you to take the initiative. Although I will try to help everyone get involved, it is ultimately incumbent upon you to inject yourself into the discussion.
Group Participation.  In addition to participating in class discussions, your involvement and participation in your group activities is absolutely critical to the successful working of this class. With about 35% of the points coming from group exercises, failure to take your group-related responsibilities seriously affects more than just yourself. Each person will be evaluated in terms of the effectiveness of their group involvement. All students must submit a group participation rating form (see below), wherein you will rate your group colleagues on the basis of four things: 1) citizenship (being on time and responsible), 2) leadership (taking the initiative, providing leadership), 3) effort (quantity of your work), and 4) performance (quality of your work). You will not rate yourself. You will also provide a relative ranking and weighting of each group member’s contributions. For both of these you will include yourself.
NOTE: Failure to take responsibility for group assignments and fulfill your individual obligations to your group will not be tolerated! Minor infractions will receive a stern warning; offenses that are more serious will result in lost Professionalism Participation points. In extreme cases, violators will be removed from the group and be required to complete the entire group project on their own.
Practicum/Professionalism Participation.  The third component of your participation grade involves your personal participation in the practicum phase of the course (group presentations and final report), as well as your overall display of professionalism in the class. As part of a team, you are expected to carry your weight and be an active, well-prepared participant in the group’s presentations. As such, you will be evaluated primarily on the basis of your preparation, appearance, demeanor, and level of engagement in these activities. You can expect to receive full credit if you are responsible and well-prepared. Failing to attend or take part in any of the exercises, having inappropriate dress or appearance, engaging in distracting mannerisms, appearing bored or disengaged, or being obviously unprepared, are all examples of behaviors which will result in point deductions (a minimum of 5 points). Refer to the “Guidelines for Group Presentations” document for more specific information.
8. SmartBook Quizzes – 120 points (11 chapters, 10-15 pts. each)
For each chapter in the text, there are interactive SmartBook quizzes (on the Connect platform). These consist of a series of questions which help you self-assess how well you are comprehending the content of each chapter. The deadlines for each quiz will be indicated in Canvas – the quizzes appear on the Syllabus on dates corresponding to the associated lecture content but are not the due dates.
Note: The total points for these chapter quizzes include more than 120 points, providing some “breathing room” to miss/skip a quiz. The maximum points you can earn are 120, regardless.
9. Group Participation Rating Form - 0 points
All students must submit this form, which is critical for assessing Group Participation. Failure to turn this in by Friday 12/11 will result in the automatic forfeiture of 10 points from your Professionalism Participation score (or your Individual Participation if you have already forfeited all points from your Professionalism score). If the form is still not received by Sunday 12/13, there is the possibility of an additional 20-point deduction from your Participation score.

Final Grading Scale
Your final grade in the course will be established based on the scale below.  However, I reserve the right to make small (5-10 pt.) adjustments to these cutoff levels—either higher or lower (generally only lower). 
Course Points			Grade					
  900 - 1000			  A		
  800 - 899			  B		
  700 - 799			  C		
  650 - 699			  D		
       <  650	   		  F	   		


MGT 385 - Sections 4 & 5 – Syllabus
Underline : Lecture – Slides and Video
Italics : Assignment – Individual or Group
Bold : Case Analysis/Discussion
* : Indicates Intended Remote/Asynchronous Session 
	Date
	
	Topic
	
	Readings & Exercises
	Hours Budgeted

	
	
	
	
	
	

	Mon. 8/17
 
	
	Introduction
	
	N#1	Management Skills
N#2      How to Do a Case Study
	1

	
	
	
	
	
	
	
	

	Wed. 8/19
	
	*The Concept of Strategy
	
	Rothaermel, Chapters 1&2
SmartBook Quiz
Porter: “What Is Strategy?”
N#3 Strategic Coherence
	2-3

	
	
	
	
	
	
	
	

	Mon. 8/24

	
	Case Analysis

	
	Case #1 – Southwest Airlines
Strategic Coherence: Activity Map
	2-3

	
	
	
	
	
	
	
	

	Wed. 8/26
	
	*Strategic Leadership
	
	Rothaermel, Chapters 1&2
SmartBook Quiz
N#4 Levels of Strategy
	2-3

	
	
	
	
	
	
	
	

	Mon. 8/31
	
	Case Analysis
	
	Case #2 – Merck
Stakeholder Assessment 
(In-Class Exercise- no assignment due)
	1

	
	
	
	
	
	

	Wed. 9/2
	
	The External Environment
	
	Rothaermel, Chapter 3
SmartBook Quiz
N#5 Industry Analysis
	2-3

	
	
	
	
	
	

	Wed. 9/9
	
	Intra-Industry Analysis
	
	Rothaermel, Chapter 3
N#6 Strategic Group Analysis
	2-3

	
	
	
	
	
	

	Mon. 9/14
	
	Case Analysis
	
	Case #3 – Cola-Wars
Five-Forces Analysis 
	3-5

	
	
	
	
	
	

	Wed. 9/16
	
	Resources & Capabilities
	
	Rothaermel, Chapter 4
SmartBook Quiz
N#7 Value Chain Analysis
	2-3

	
	
	
	
	
	

	Mon. 9/21
	
	Competitive Advantage
	
	Rothaermel, Chapter 5
SmartBook Quiz
N#8 Basic Financial Model of the Firm
N#9 Measuring Sustainable Advantage
	2-3

	
	
	
	
	
	

	Wed. 9/23
	
	Case Analysis 
	
	Case #4 – Zara
Core Competencies Analysis
	3-5

	
	
	
	
	
	

	Mon. 9/28
	
	Business-level Strategy

	
	Rothaermel, Chapter 6
SmartBook Quiz
N#10 Learning Curves
	2-3



	Wed. 9/30
	
	*Group Workday
	
	Meetings with Professor (over Zoom)
Progress Report #1 due Monday
	1 (optional)
3-5

	
	
	
	
	
	

	Mon. 10/5
	
	Case Analysis

Exam Review		

	
	Case #5 – Southwest Airlines
Competitive Advantage Analysis
(Discussion only - no assignment due)	
	1

	Wed. 10/7
	

	*Mid-Term Exam #1
	
	
	6-8 (study before)
1.5 (for exam)

	Mon. 10/12
	
	Corporate Strategy:
Vertical Coordination
	
	Rothaermel, Chapter 8
SmartBook Quiz 
	2-3

	Wed. 10/14
	
	Case Analysis

	
	Case #6 – Zara
Vertical Coordination
(Discussion only - no assignment due)
	1

	Mon. 10/19
	
	Corporate Strategy: Diversification
	
	Rothaermel, Chapter 8

	1-2

	Wed. 10/21
	
	Managing Mergers, Acquisitions, and Alliances
	
	Rothaermel, Chapter 9
SmartBook Quiz
	2-3

	Mon. 10/26
	
	Case Analysis
	
	Case #7 – Disney
Corporate Strategy Analysis

	3-5

	Wed. 10/28
	
	*International Strategy
	
	Rothaermel, Chapter 10
SmartBook Quiz
	2-3

	[bookmark: _Hlk47455060]Mon. 11/2
	
	Case Analysis
	
	Case #8 – Arcor 
International Strategy Analysis
	2-3

	Wed. 11/4
	
	*Group Workday
	
	Meetings with Professor (over Zoom)
Progress Report #2 due Monday
	1 (optional)
3-5

	Mon. 11/9
	
	Organizational Design

	
	Rothaermel, Chapter 11
SmartBook Quiz
	2-3


	Wed. 11/11
	
	Corporate Governance

Exam Review


	
	Rothaermel, Chapter 12
SmartBook Quiz
Porter/Kramer: “Creating Shared Value”

	2-3

	Mon. 11/16
	
	*Mid-Term Exam #2
	
	
	6-8 (study before)
1.5 (for exam)

	Wed. 11/18
	
	*Group Workday
	
	Main Case Analysis Presentation
	10-12 total

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #9 – Ducati
	

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #10 – A2 Milk 
	

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #11 – Teva 
	

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #12 – Tesla
	

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #13 – HTC VR
	

	Mon.-Wed. 11/30-12/2
	
	*Practicum Case Analysis
	
	Case #14 – Spotify
	



9


Individual and Group Case Assignments

	Date
	Case
	Discussant
	Assignment

	8/24
	#1: Southwest Airlines
	Professor
	Strategic Coherence – In-Class Exercise

	8/31
	#2: Merck
	Professor
	Stakeholder Assessment – Discussion only – no assignment due

	9/14
	#3: Cola Wars
	Professor
	Five-Forces Industry Analysis

	9/23
	#4: Zara (Spain)
	Professor
	Core Competencies Analysis

	10/5
	#5: Southwest (re-use)
	Professor
	Competitive Advantage – Discussion only – no assignment due

	10/5
	Main Case for Team (9-14)
	Progress Report #1

	10/7
	Mid-Term Exam #1

	10/14
	#6: Zara (re-use)
	Professor
	Vertical Coordination – Discussion only – no assignment due

	10/26
	#7: Disney
	Professor
	Corporate Strategy Analysis

	11/2
	#8: Arcor (Argentina)
	Professor
	International Strategy Analysis – In-Class Exercise

	11/9
	Main Case for Team (9-14)
	Progress Report #2

	11/16
	Mid-Term Exam #2

	11/30-12/2
	#9: Ducati (Italy)
	1
	Main Case Analysis Presentation

	11/30-12/2
	#10: A2Milk (Aus/NZ)
	2
	Main Case Analysis Presentation

	11/30-12/2
	#11: Teva (Israel)
	3
	Main Case Analysis Presentation

	11/30-12/2
	#12: Tesla Inc
	4
	Main Case Analysis Presentation

	11/30-12/2
	#13: HTC VR (Taiwan)
	5
	Main Case Analysis Presentation

	11/30-12/2
	#14: Spotify (Sweden)
	6
	Main Case Analysis Presentation

	12/11
	Main Case for Team (9-14)
	Main Case Analysis Final Report



