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 Required Materials: (available at Barnes & Noble Loyola Bookstore, WTC, or Beck’s, or on-line, if preferred)

1. Nancy J. Adler, International Dimensions of Organizational Behavior, Fourth Edition.  South-Western/Thomson Learning, 2002.

2.  James McGregor, One Billion Customers. Wall Street Journal/Free Press, 2005.

2. PowerPoint slides on Blackboard
(  (  Don't forget your passport and visa!!

Overview of Course:


Today's manager confronts a variety of cross-cultural issues, both within the business organization and across the global marketplace.  This course emphasizes the challenges of managing a culturally diverse workforce and marketing to a multicultural consumer base.  In the words of Edward Hall, "Culture is not an exotic notion studied by a select group of anthropologists in the South Seas.  It is a mold in which we are all cast, and it controls our daily lives in many unsuspected ways."  The comparative exploration of these differences in the marketplace, in the work environment, and in daily life introduces students to the process of cultural analysis and its application in a cross-cultural context.  The course format combines lectures, discussions, case analysis, and experiential exercises, using the opportunity of the Beijing study experience to provide concrete examples of cross-cultural differences. Comparative marketing and management analysis will be conducted on an organization that exists in both the US and Chinese cultures.  This course may be taken as either a management or marketing elective.

Course Requirements:

1.  Two Short Individual Papers

20%

     (to be completed before arriving in China)



2.  Final Examination



40%


3.  Group Presentation and Paper 

40%






          100%







1. The two short individual papers are detailed below.  They are each worth 10% towards the final grade.  Please note that they are to be completed before arriving in China; please bring them with you.

 Paper #1  (to be completed before arriving in China)
Typed, 200 words

“You are what you own (?)...”

Write a personals ad for yourself.  You need to let readers know who you really are.  However, there is a catch: You can only describe yourself in terms of consumption preferences, prized possessions that are really important to you, favorite products, activities, music, etc.  Be very specific and try to convey your unique personality without providing a photograph, talking about your personality, career plans, and demographics (e.g., age, gender, place of birth, etc.).   Remember, you pay by the word for a personal ad so be selective.  You can only afford to publish 200 words or less.  Plan to share these aloud with the class in China during classes 1 and 2.

Paper #2.   (also to be completed before arriving in China)

Internet Communication Comparison

Typed, 1-2 pages, with attachments

Find a website for a China-based company or organization.  What is your assessment of this website, from your cultural background?  Evaluate how this form of corporate communication reflects values or positions that are different from those with which you are familiar.  Write a short paper (1-2 pages, typed, double-spaced) reflecting on these differences and the values underlying them.  What suggestions would you offer to this organization for improving their cross-cultural communication?  Please print out relevant sections of the website and attach to your paper.  Be prepared to discuss these in class in China.
2.  The final examination will be a traditional in-class, closed-book exam, consisting of multiple choice and short essay questions.

3. GROUP PROJECT:  COMPOSING A COMPARATIVE CULTURAL BIOGRAPHY
The group project involves investigating and constructing a comparative cultural biography.  There will be a 20 - 30 minute presentation to the class during the second week of the course (20% of the final grade) and a written report (20%), due to Dr. McGrath and Dr. Reilly (two copies, please!) in Chicago by 5:00 pm, June 30, 2006.  The purpose of the group project is a comparative organizational analysis of cultural differences between a U.S. and a Chinese organization in the same industry or business.
Organizations, products and events are not created in a vacuum -- they are themselves a "product" of their culture.  Your group’s task will be to write a comparative cultural biography (CCB) of an organization of your choice.  The type of organization should appear in some format in both the U.S. culture and the Chinese culture.  Just like a good biography of a person, this task requires more than simply describing when the subject was born or died.  A cultural biography means developing an understanding of the cultural forces that contributed to the success (or failure) of this organization.  How did it come about?   What strategy was developed to grow it, and to market its product or service?  What need did it fill?  What role does it play in the lives of its users?  To answer these questions you will need to work with a variety of sources, including archival material in the library, contacts with the organization or its representatives, and interviews with or observations of people who have used or now use the organization or its service/product.  

Topic Selection: Your first task as a group is to select an organizational example, with both U.S. and Chinese versions, which excites you.  We will help you if necessary, but our preference is for you to find something that you will enjoy learning more about.  For the purposes of this assignment we will define an "organization" very widely; virtually any organization visible in the popular culture is fair game:  e.g., a store, a restaurant, a bank, a museum.  Some examples of prior group projects are:  art museums, sports (soccer in particular), telephone service, restaurants, and metropolitan public transit.  We reserve the right to ask you to change a topic if we think it is inappropriate or if we anticipate you will have trouble completing the assignment.

Your group should choose an organization that allows you to locate adequate background information before leaving for China.  Preferably, you should be able to talk with people who have direct knowledge of this organization. You will be forming groups during the pre-China class meeting on April 29th.  We prefer that you choose your topic that day and submit it to us.  May 8th is the absolute deadline for all group topic submissions.  In addition, you should plan to have at least one group meeting with Drs. McGrath and Reilly before you leave for Asia.  TWO COPIES of your final written report will be due on or before Friday, June 30th, by 5 pm (after returning to Chicago).   

Deliverables:  The cultural biography will be presented in two parts: oral and written.  Both parts should be structured around the Components of the Cultural Biography as described in this syllabus.

Oral presentation:  Class time during the second week of the course will be allocated for presentations.  Your group will have 20 - 30 minutes to present. Presentation days and times will be assigned randomly by the instructors. 

Presentations will be evaluated on the following dimensions:

Organization:                    Introduction, logical flow, conclusions and summary,

                                              etc.

Delivery:                            Intelligibility, interest value; originality 

Supporting materials:        Use of visuals or other materials to communicate

Please note that Internet and PowerPoint access may be different at the Beijing campus.  An overhead projector is available, and we will have write-on slides and markers available to you.  Ingenuity will be key in communicating in an interesting way. 
Written report:  Two copies of your typed, professionally prepared report will be due in Chicago to Dr. McGrath and Dr. Reilly no later than 5:00 pm, June 30, 2006.  EARLY PAPERS WILL BE ACCEPTED.  The paper should be approximately 7 to 10 double-spaced pages in length.  All sources must be fully documented, using the reference style you will find in the readings listed on the class schedule.  You must include a minimum of five (written) references in your report, of which a maximum of two can be websites. 

The title page of the report should contain a brief summary of each person's contribution to the final product.  Page 2 will be an executive summary of the paper.  In addition, each student will fill out a group evaluation form that will provide us with confidential feedback about the contributions of all of the other people in his/her group to ensure that everyone is pulling his/her weight.  If there is consensus among group members that an individual has not contributed his/her fair share, that person's final course grade will be lowered by (at least) one letter.   

Note: If you are having problems finding information, working with a specific group member, etc., please do not wait until the report is due (or afterwards) to see us.  The earlier we know of a problem, the more likely it is that we can help you with it!

Written reports will be evaluated on the following dimensions:

Grasp of the subject:  
Overall view of the subject; comprehensiveness;  extent to which concepts from the course are applied to what you are studying (very important); recommendations and conclusions

Research:  
Soundness of interpretation; quality of material; discussion of research methodology; effort made to contact actual consumers and/or companies 

 
Format:  
Appearance of paper; sentence  



structure; spelling

Components of the Comparative Cultural Biography (CCB):
I. Background and Historical Overview (25%)

                            How did this organization come into being?

What environmental and cultural conditions gave rise to the organization?  What was going on in the world at that time that facilitated or impeded its development?

II. Marketing and Management Issues (25%)


What is the position of the organization on the various factors mentioned in Chapter 1 of


 your text?

To whom (i.e., what market segment) does this organization target its product or service?

Who actually uses the product?

How do members of the organization interact with the target market?  What is considered a “good product” or “good service”?

How does the organization communicate to the outside world (e.g., print ads, television, etc.)  How successful is this effort?  Why?

How would you assess this organization’s leadership (style, effectiveness)?

How would you assess the employees and human resources potential?

What dimensions of conflict, power, and politics appear to affect the firm’s operations?



III.  Cultural Significance (40%)

How would you describe this organization’s culture?  

What is the meaning of the organization to the greater society as a whole?

Are there important differences in organizational culture between the Italian and the U.S. organizations?  Why or why not?

What underlying needs do the organization’s products satisfy (or try to)?


How (if at all) has the position of this organization changed over time?


IV. Summary, Recommendations, and Conclusions  (10%)

How did you study this organization?  Briefly explain your research methodology, and its strengths and weaknesses for analyzing the organization

What is your "bottom line" assessment of this organization and its products/services?

What are its key strengths and weaknesses, in terms of cross-cultural issues?  

What recommendations could you offer to this organization?


What do you project for the future?  How will this organization be regarded in 10 years?


Remember that you are COMPARING two organizations, with some similarities, but in two different cultures.  Thus, the explication of the specifics of each chosen organization is important, but the purpose of the exercise is to highlight differences and your assessment of the reasons underlying them.  Savvy groups will emphasize these pivotal differences in both papers and presentations.  

Information Sources:

 
You may be surprised by the volume of information that is available for many organizations, though you may have to do some "detective work" to locate them.  The most promising sources:

Library Resources:  

Books  (e.g., Hoover's Handbook of American Business)

Popular magazines  (e.g., Fortune, Fast Company)

Academic journals (e.g., Harvard Business Review)

Trade publications (e.g., Advertising Age)

You can often find good material by doing on-line database searches.  If you do not know how to do this, the Reference Librarian (or we) can help you.  

Organizations:
Most companies have corporate communications departments set up for this purpose.  Call them and request an information kit.  Sometimes companies also store other information (e.g., letters written to the company over a period of years). 

In some cases, information is also available from specialized museums or collections (e.g., the Coca-Cola Museum in Atlanta).  The Smithsonian Institution maintains a collection of popular culture artifacts in its Museum of American History in Washington, D.C..

Consumers:
Some of your best insights will come from talking to people who have actually experienced the organization and its product or service. Depending on your topic, you can conduct a survey, do a focus group, do in-depth interviews, or even a photographic study of the organizational setting (store, museum, etc.--with their permission, of course!).  

It is important not to rely on one information source exclusively.  The more sources you use, the richer the picture that will result.  Remember to always document every source you consult, even if it is a conversation with a friend, businessperson, or other expert informant. 

TENTATIVE SCHEDULE:  Dates/Topics/Activities

Please note: Due to possible shifts in The Beijing Center (TBC) scheduling, some modification to this syllabus should be expected while we are in China.  We ask for your patience and flexibility, as in any cross-cultural management situation.

Class:


Topic and Planned Activities      
1  Sat   4/29

PRE-DEPARTURE--IN CHICAGO 
  2 – 5 pm

Overview of Syllabus and The Beijing Center (TBC)




Introduction to Observational Research Paradigm


Activities:
Introductions and In-Class Exercise

Group Formation

IN CHINA

2  M  5/29

Global Business: The Cross-Cultural Environment of

 International Management

Activities:
TBC Program Overview and Tour

Welcome Dinner

PAPER #1:  PERSONALS ADS DUE

3  T  5/30

Characteristics of an Effective Global Manager


Activities:
Guest Speaker:  Chinese Business/Economy




Tour:  Beijing Culture/History Sights
/Group Dinner



4  W  5/31

Managing Cultural Diversity: Levels of Culture and




Ethnic Affiliation
Activities:
Internet Comparisons Sharing and Discussion



Tour:  Beijing Culture/History Sights


PAPER #2:
INTERNET COMMUNICATION COMPARISON DUE 

5  Th  6/1

Ethics and Social Responsibility in the Multi-Cultural Context
Activities:
Guest Lectures:  Chinese Culture/History



Trip Orientation/Leave for Xian Group Trip

*  *   Long Weekend Break -- NO CLASS FRIDAY --  Happy Trails to Xian!  *  *  

6  M 6/5

Integrating Marketing and Management with Daily Life

Activities:
Guest Speaker: US Business in China




Group Project Work

7  T  6/6 

Managing a Culturally Diverse Workforce: Expatriates

and Inpatriates


Activities:
GROUP PRESENTATIONS TO CLASS





Tour:  Beijing Culture/History Sights


8  W  6/5

Cross-Cultural Communicating and Negotiating

Activities:
Negotiation Role Play Exercise

General Information on Blackboard; Roles in class 

Tour:  Beijing Culture/History Sights


9  Th  6/8

Comparative Analysis: Business in China and US





Activities:
Guest Speaker: US Business in China

Tour:  Beijing Culture/History Sights


10  F   6/9

Synthesis of the Chinese Experience





FINAL EXAMINATION




Farewell Dinner

Required Reading for the Course:  We strongly encourage you to complete your reading BEFORE your arrival in Beijing.

1.  Nancy J. Adler, International Dimensions of Organizational Behavior, Fourth Edition.  South-Western/Thomson Learning, 2002.  

We will cover all ten chapters.
2.  James McGregor, One Billion Customers. Wall Street Journal/Free Press, 2005.

Read Introduction and Chapter 8.   Skim chapters 1 through 7, but READ all the “What This Means for You” and “Little Red Book of Business” sections.
Additional Outside Readings:

Ted Fishman, China, Inc.: How the Rise of the Next Superpower Challenges America and the World.  Simon & Schuster, 2006 (paperback).

Rick Yan, Kenneth Libeberthal (Editors), Harvard Business Review on Doing Business in China. 2004 (paperback).

Immanuel C.Y. Hs’u, The Rise of Modern China, 6th edition.  Oxford University Press, 1999 (paperback but expensive—THE work on Chinese history).

Dinesh D'Souza, What's So Great About America.  Washington, DC: Regnery Publishing, 2002.
(the U.S. from an immigrant's perspective)

Have a wonderful time in China!

