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Course Code: GM

Faculty: Prof. Jacinto C. Gavino, Jr., DPA
Class: MBA Batch 2

Sessions: 36 sessions

Course Description

The primary intent of the Strategic Management course is to develop in the student a strategic or
general manager’s point of view, where he/she is responsible for the overall success of an enterprise. The term
“Strategic or General Manager” represents the job description of any individual in an organization who has multi-
functional responsibilities and is involved, at his or her particular level, in formulating the appropriate strategy
and implementing it effectively and efficiently. The term also covers positions that may reflect the individual's
ascent on the corporate ladder, such as the positions of project team leader, branch manager, division manager,
and ultimately COO and CEO.

The thinking behind the Strategic Management course is: General Management is Strategic
Management, while Strategic Management is Strategy Formulation and Strategy Implementation. Strategic
Management is also the managerial process. Strategy Formulation is Planning, and Strategy Implementation is
Organizing, Leading, and Controlling. Therefore, the complementary or supporting objective of this course is to
develop the “strategizing and executing” skills of the students.

The complementary objective is based on the reality that an entry-level MBA is unlikely to be hired as a
“strategist”. Therefore, that individual must contribute or add value not only by performing a function such as
Marketing or Finance, but by incorporating the frameworks of Strategic Management to develop and implement
a strategy for his or her unit in an integrated manner, taking into consideration the overall objective and needs of
the entire organization.

Course Objectives
1. To heighten the students’ understanding of strategy formulation and implementation through the application
and discussion of concepts and tools at each stage of the strategic management framework.
2. To enable the students to articulate their own strategy frameworks suited to specific situations.
Learning Methodologies
A. From Information And Knowledge To Understanding And Wisdom
Strategic thinking is an integrated perspective of the company, a synthesis. It is not about using the one

right strategic planning approach, or finding the one right answer. The class will spend a substantial amount of
time in learning to formulate their own strategic frameworks, in becoming their own "strategy guru". They will
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exercise "synthetic" thinking, not just analytic thinking. The class will need understanding and some wisdom to
do this.

While information answers the who, what, when, where, and how many (we sometimes consider this
knowledge), knowledge answers how-to questions (some consider these as skills and competencies).
Understanding uses explanations, since it answers why questions, while wisdom involves the exercise of
judgment. Let us take Porter's Five Forces model as an example. While information can provide us with the
details of buyers, suppliers, substitutes, competition, etc., knowledge can show us how to build Porter's 5 forces
model with this information. Understanding can explain to us why we utilize the model (the objective is to
determine industry attractiveness and/or use as a threat matrix), while wisdom enables us to discern the
objective's value or relevance to us and our desired outcome. Wisdom is about effectiveness while the rest are
about efficiency.

In typical class discussions, the usual question is "What's the problem?" In the real world, the strategic
problem is extracted from interactions of various industry actors. Wisdom is all about the synthesis/management
of these interactions. Hence, one needs to be able to prescribe one's own strategic framework, ethics,
leadership style, etc., depending on the interactions one faces.

B. Discussion Of Reflections, Not Case Facts

Overall, the course is intended to provide a deeper and practical understanding of strategic
management. Discussions will focus on the thinking behind the strategic framework. The strengths and
weaknesses of the framework will be highlighted and evaluated, where both reverence and irreverence to the
framework guru will be the rule.

This will mean a departure from the usual case-crunching students are used to. The course will be a
voyage of discovery, on finding out the why’s and wherefore’s and value of most of the strategy formulation and
implementation frameworks the students have been exposed to. Hence, the students will have to do a lot of
thinking and reflection beyond the case facts. By the end of the course, the students should be able to
conceptually formulate and implement on their own, with or without the use of guru frameworks, where they are
in a position to create their own models to suit their specific needs.

Evaluation System

Students will be evaluated based on:

1. Class participation (60%)
2. Management Game (25%)
3. Term Paper (15%)
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Session Topic Cases/Readings
1 Course Introduction
2 Case GE's Talent Machine: The Making of a CEO
3 Vision/Mission Read: 1. What Great Managers Do
2. CEOs on Leading Change
4 Read: 1. The Five Competitive Forces That Shape Strategy
External Analysis 2. Blue Ocean Strategy: From Theory to Practice
3 Case: iPod vs. Cell Phone: A Mobile Music Revolution?
6 Case: De Beers: Addressing the New Competitiveness Challenges
Case: |nternal Assessment: A Framework for Enterprise or Organizational
7 Diagnosis
Internal Analysis Read: Customer Value Propositions in Business Markets
8 Case: Samsung Electronics
9 Case: GE's Digital Revolution: Redefining the E in GE
10 Read: 1. What is Strategy?
2. Choosing the Right Global Strategy
11 Case: GE's Growth Strategy: The Immelt Initiative
12 Strategy Formulation Case: Apple Computer, 2006
13 Case: Google Inc.
Case: Infosys Consulting in 2006: Leading the Next Generation of Business
14 and Information Technology Consulting
15 Case: Wal-Mart's Sustainability Strategy
16 Crossfunctional Case: Saving the Business Without Losing the Company
17 Management Case Leitax (A)
18-26 Management Game
27 Case: Using the Balanced Scoreboard as a Strategic Management System
08 Balanced Scorecard |Case: 1. AARP Foundation (A)
2. AARP Foundation (B)
29 Read: 1. Redefining Corporate Social Responsibility
2. Building Better Boards
30 Cor;;c:;z::; 20;22?;nce, Case: Accounting Fraud at World Com
31 Responsibility Case: IKEA's Global Sourcing Challenge: Indian Rugs and Child Labor (B)
32 Case: Moving Mountains: The Case of the Antamina Mining Company
33 Case: Sustainable Development at Shell (A)
34 Case: J.R.D. Tata
Leadership and Change |Read: 1. The Why, What, and How of Management Innovation
35 Management 2. Leading Change: Why Transformation Efforts Fail
3. Level 5 Leadership: The Triumph of Humility and Fierce Resolve
36 Integration
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