MGTOP  590: STRATEGY FORMULATION & ORGANIZATIONAL DESIGN

MBA PROGRAM SUMMARY

Our university offers a stakeholder-focused MBA.  Stakeholder issues are integrated in all core courses (except statistics).  Because of the integrated nature of the program, there are no electives, so all students receive extensive exposure to stakeholder theory and social issues.  The program requires 11 core courses beyond the basic foundation.  All courses include both traditional disciplinary theory as well as stakeholder analysis.  In addition, the students must complete a final project that integrates theories from several classes to address a strategic problem that has implications for multiple stakeholders.  After completing the program, students should be able to:

1. Apply fundamental business theories (accounting, finance, information systems, leadership, marketing, and strategy) to address business problems.  Heavy emphasis is placed on taking theory from the class-room and applying it in the workplace.

2. Determine the resource needs of an organization based on its strategy.  This includes identifying what role each stakeholder plays in providing needed resources.

3. Explain how organizational actions affect their ability to secure resources from both direct and indirect stakeholders.  This includes determining relative stakeholder importance and how the organization’s actions affect relevant stakeholders.

4. Explain how core values and ethics affect the formation of strategic decisions and influence the sustainability of the competitive advantage. 

5. Assess current and forecast future market conditions (including legal, regulatory, political, and social issues) and explain how market conditions influence an organization’s strategic decisions.  

6. Apply an integrated model to assess the opportunities and risks associated with a strategic decision with special emphasis on the organization’s interactions with various stakeholders.

MgtOp  590: Strategy Formulation &  Organizational Design is the core organizational strategy course required of all students

COURSE GOALS 
(social issues are highlighted in bold)
This course deals with strategy, the process of defining and achieving a firm's objectives, and the topic area of organizational design. Achieving strategic objectives requires managers to configure the firm's internal competencies and resources with its external environment and to guide the design of organizational systems and processes to support the firm's strategy and sustain critical stakeholder relationships with employees, customers, value chain partners, investors, and public constituencies. 


We will adopt a dynamic framework for understanding the development and implementation of strategy. The course begins with an elaboration of the traditional strategy framework to introduce fundamental building blocks of internal resources/capabilities, external environment, and strategic fit. We will highlight how firm strategies may change over time in response to varying industry environments. 

We then turn to an area of critical strategic significance, organizational design. We will emphasize the notion of congruence, the fit between strategy and organization, defined in terms of tasks, people, formal structures, and informal structures within the organization. Having argued for the importance of congruence between strategy and the design of the organization, we will address the challenge of maintaining congruence in light of external and internal contingencies. The course closes with a specific focus on the importance of addressing ethical issues that emerge as the organization establishes and maintains stakeholder relationships.
	Learning Goals
	This objective will be assessed primarily by:
	Theories and Analytical Tools:
	Covered 

in classes:

	Analyze an organization’s current competitive position with respect to the environment (key success factors) and the organization’s history, resources, and values and prepare a theoretically grounded set of strategic recommendations for enhancing competitive advantage that builds on the organization’s core competencies and resources, history, and mission/values.
	Individual case analysis that requires students to assess a company’s competitive advantage in the industry (in light of industry key success factors), determine if the sources of competitive advantage (core competencies) provide a sustainable competitive advantage, and provide strategic recommendations to enhance competitive advantage.

Group project that asks students to analyze key opportunity or performance gaps for an organization based on above analyses.
	Congruence Framework

Resource-Based Theory of Competitive Advantage

Industry Life-Cycle Analysis
	1/17- 2/14, 4/24

	Develop a comprehensive plan for implementing proposed strategic recommendations that effectively aligns key strategic tasks with critical organizational components, i.e., people, the formal organization, and the informal organization.


	 Individual case analysis that requires students to assess performance problems in a company based on the congruence between organizational components. Students develop recommendations to enhance organizational congruence.

Group project that requires students to identify organizational changes to close performance gaps or pursue opportunity gaps.
	Congruence Framework

Organizational Theory – Organizational Design
	2/21 – 3/20, 4/24

	Develop a comprehensive plan for managing the process of strategic change that addresses how to clarify and redefine tasks, motivate change, manage the strategic transition, and shape the political dynamics of change. 


	Individual case analysis that requires students to develop strategic change recommendations that address key challenges (clarify and redefine…shape political dynamics). 

Group project that requires students to identify in what ways proposed strategic recommendations represent challenges for managing strategic change.
	Congruence Framework

Organizational Change Theories
	3/6 - 4/3

	Evaluate the implications of a strategic decision on multiple stakeholders and recommend a strategic course of action that takes these implications into account.


	Individual case analysis and group project require students to account for the stakeholder implications of strategic and organizational recommendations. 
	Stakeholder Focused Leadership Model
	4/10 - 4/17


REQUIRED TEXTS 

Michael Tushman and Charles O'Reilly, Winning Through Innovation (WTI), 2002 Edition 

Robert Grant, Contemporary Strategy Analysis 6th Ed. (CSA) 

Robert Grant, Cases to Accompany Contemporary Strategy Analysis 6th Ed. 
CLASS SCHEDULE

1/10
Course Introduction and Overview



Recommended Reading: WTI, Chapters 1 & 2



CSA, Chapter 1
1/17
A Congruence Framework for Managing Strategy Formulation 
and Organizational Design 



Case: Harley-Davidson, Inc., 2007


Required Reading: WTI, Chapters 3 & 4



Slides: Strategy Introduction Lecture
Strategy Project Overview
Social Component: I introduce a model for developing and implementing strategy and connect this model in this class to the MBA stakeholder leadership model, highlighting how this course reinforces the effective management of key stakeholder relationships in the context of developing strategy, implementing strategy, and managing organizational change.

1/24
The Strategic Context and Strategy Formulation/Implementation



Case: Eastman Kodak: Meeting the Digital Challenge


Required Reading: CSA, Chapter 3 & Chapter 5 



Slides: Industry & Competitive Analysis



Strategy Project Meeting

1/31
Strategy Formulation and Industry Context: Technology and Innovation



Case: Rivalry in Video Games 



Required Reading: CSA, Chapter 10 (263-275)



WTI, Chapter 7 (155-167)



Slides: Industry & Life Cycle Presentation



Reading Roundtable Discussion (#1)
2/7

Strategy Formulation and Industry Context: Competing in Mature Industries 



Case: Wal-Mart Stores, Inc., 2007

Required Reading:  CSA, Chapter 8, Chapter 12 (320 – 331)

Strategy Project Meeting
Social Component: A critical focus in this case is the discussion of Wal-Mart’s business model and its reliance on its ability to effectively manage relationships with employees and suppliers in order to achieve its low cost strategy and attract customers. In this discussion we highlight a number of concerns raised in the case regarding criticism directed against Wal-Mart and its relationship with stakeholders including employees, suppliers, and communities. These concerns are given added attention in two class sessions right at the end of the course. 

2/14
Strategy Formulation and Industry Context: Competing in International Markets 


Case: Outback Steakhouse – Going International

Required Reading: CSA, Chapter 14 (361-384)


Reading Roundtable Discussion (#2)

2/21
Diagnosing Organizational Congruence


Case: AES Corporation: Rewriting the Rules of Management
Required Reading: Review WTI, Chapter 4, WTI Chapter 5

Summary Case #1 Due: Eni SpA: Building An International Energy Major


Slides: Diagnosing Organizational Congruence


Strategy Project Meeting

Social Component: In this case discussion we emphasize the implementation of a values-based organizational design, noting how AES has integrated its mission and values into its strategy and key areas of the organization: critical tasks, the formal organization, its culture, and its people. 
2/28
Building Organizational Congruence: The Role of the Formal Organization 

Case: Organizational Restructuring Within the Royal Dutch/Shell Group 
Required Reading: CSA, Chapter 6 

Reading Roundtable (#3)

3/6

Managing the Process of Strategic and Organizational Change: Getting it Right

Case: Jack Welch and the General Electric Management System & Jeff Immelt @ GE 2001-2006   


Required Reading: CSA, Chapter 16; WTI, Chapter 8



Slides: Strategic Change Overheads


Strategy Project Meeting - Progress Report Due

3/13
Spring Break
3/20
Building Organizational Congruence: The Role of the Informal Organization


*Guest Speaker: Jack Graves 



Required Reading: WTI, Chapter 6



Reading Roundtable Discussion (#4) 
Social Component: Jack Graves is the Chief Cultural Officer at Burgerville, a quick service industry firm in the Pacific Northwest that has received national and international attention for its corporate social responsibility activities, particularly in the area of sustainability. Jack emphasizes the role of Burgerville’s mission, history, values, and culture in creating a context where stakeholders, including employees, suppliers, communities, and customers, work together to fulfill Burgerville’s business objectives in a responsible manner. 

3/27
Managing the Process of Strategic and Organizational Change: 
Getting it Wrong



Case: National Bank (A) & (B) 


Slides: Frame-Breaking Change


Strategy Project Meeting
Social Component: This case underscores the importance of managing stakeholder relationships, particularly with employees and customers, as a key determinant of a successful organizational change process. 
4/3

Managing the Process of Organizational Change at Boeing



*Guest Speaker: Roger Martin 



Required Reading: TBA

Reading Roundtable Discussion (#5)
4/10
Stakeholders and Sustainable Competitive Advantage

Video: “Is Wal-Mart Good for America”
Required Reading: “The Wal-Mart Effect and a Decent Society: Who Knew Shopping Was So Important?”
“Decency Means More than Always Low Prices. A Comparison of Costco to Wal-Mart’s Sam’s Club.” 


Strategy Project Meeting
Social Component: As noted earlier, in these two class sessions (4/10 and 4/17) we directly discuss the corporate social responsibility issues Wal-Mart faces. In this particular class session, we compare Wal-Mart with Costco, a competitor which has adopted a different stakeholder management model with its employees and suppliers. We note the benefits of Costco’s model for long-term performance and stakeholder management and then begin the discussion of how Wal-Mart can begin to change in ways that will enhance future relationships with employees, suppliers, customers, communities, and its investors. 

4/17
Stakeholders and Sustainable Competitive Advantage



Required Reading: “Managing for Stakeholders: Survival, Reputation, and Success.”
“Rejuvenating Wal-Mart’s Reputation.” 

Strategy Project Meeting
Social Component: We extend the discussion from the previous class and use the stakeholder focused leadership model to develop a set of recommendations designed to improve Wal-Mart’s stakeholder relationships, enhance its reputation, and further its success as an organization. 

Summary Case #2 Due: Medtek 

A complete and current syllabus is available on request.

