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Course MBA 500 CRN 32796 & 37409 Corporate Strategy (2 credits) 

Professor Steve Sauerwald, Ph.D. 

Term Fall 2018 

Meetings Wednesday  6:00pm-8:30pm   Location  Douglas Hall 310 

 

Professor’s Contact Information 
Office Phone (312) 996-4054 

Office Location 2210 University Hall (22nd Floor, Room 2210) 

Email Address ssauerw@uic.edu 

Office Hours Wednesday 4-5pm & by appointment (Please send me an email) 

TAs To Be Determined 

 

General Course Information 
Requirements: Admission to the MBA Program. 

 

Course Description: This course is designed to prepare you to think strategically about business issues, laying the 

foundation for your MBA coursework. We focus on the strategic analysis, decisions, and execution that organizations 

take to create sustainable competitive advantages. Deep knowledge of the functional areas of management (such as 

finance and marketing) is essential to understanding any business. But only a firm grasp of strategic management, 

which integrates all of these functional components and aligns them to achieve overall corporate goals, can help 

managers improve their firms’ competitiveness. In this course, you are therefore taught how to think like a strategist, 

and made to apply and perfect this skill in a variety of readings, case studies, and discussions. 

 

Course Objectives 

1. Recognize the sources of competitive advantage, spanning both the core competences and dynamic capabilities 

comprising the internal environment of the firm and favorable market positions in the external environment 

2. Explain how companies design business level strategies and identify the boundaries of the firm determining the 

optimal level of diversification required to leverage the firm’s sources of competitive advantage 

3. Enable students to accept leadership responsibilities and work in teams 

4. Analyze companies from different angles, formulate actionable alternatives on the basis of your analyses, and develop 

ideas on how to implement and execute your strategic decisions efficiently and effectively 

 
 

Learning areas Learning outcomes 

I. Content-related  Students are able to understand the most important analytical models of strategic management 

 Students are able to differentiate between various sources of competitive advantage 

II. Skills-related  

 

 Students are able to reduce complex readings to dimensions that matter for decision making 

 Students are able to develop and execute a strategic course of action 

III. Attitude-related  Students are able to appreciate the strategic decisions made by real-world companies 

 Students are able to reflect and assess their role in group-level processes 

 

Course Materials 

1. Recommended Textbook: Dess GG, McNamara G, Eisner A. 2015. Strategic Management: Creating Competitive 

Advantages, 8th ed. McGraw-Hill Education: New York, NY. ISBN: 978-1-259-30350-0. If you would like to use 

an online version of this text, you can purchase the e-text here: https://goo.gl/s4vtVA. Newer editions are ok. 

2. Amazon Case: https://hbsp.harvard.edu/import/563587 (Price: $4.25) 

3. “Big Ideas” Articles: Can be downloaded for free ON CAMPUS (click this link: https://goo.gl/btuAHZ and select 

all databases) or for a fee from the following link: https://hbsp.harvard.edu/import/563582. 
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https://hbsp.harvard.edu/import/563587
https://goo.gl/btuAHZ
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COURSE REQUIREMENTS AND GRADING 
 

Activity Points 

Individual Participation 100 

Individual “Big Idea” Article Memos 150 

Individual Case Analysis Paper (Amazon Case) 300 

GROUP Business Comparison 200 

GROUP Company Presentation 250 

Total 1000 

 

The following grading breakdowns apply (1000 points maximum): 

A: 900 – 1000 B: 800 – < 900 C: 700 – < 800 F: 0 – < 700 

 

1. Individual Participation 

All students are expected to attend all classes and be prepared for and actively involved in our discussions. This part of 

the evaluation will be based on the student’s attendance and participation throughout the semester. Generally, a student 

does well in this category if he/she comes to class regularly, is on time, and participates actively on a regular basis. I will 

be randomly calling on students to answer questions about the readings and the in-class discussions. 

 

In addition to the readings listed in the syllabus, I will post articles, videos, or related material to the discussion board in 

Blackboard before class. We will discuss these readings in class so please read and think about this material. Please post 

your thoughts to the discussion board by noon on the day we discuss the material in class. 

 

2. Individual “Big Idea” Article Memos 

I will assign articles from journals such as Harvard Business Review or MIT Sloan Management Review for you to read 

before class and then discuss in class. Each of these articles describes one or more “Big Ideas”, which will expose you to 

important, novel, and sometimes controversial management ideas. Please write about your key insights from these 

readings and explain why you think they matter (no need to summarize the paper). The best papers will apply these 

insights to a real world context (such as current business events or a business idea of yours). You can also include any 

critique of the reading if you find the insights unpractical. 

 

Instructions: 

̶ We will cover 5 Big Idea Articles. Pick 3 of the 5 articles (your choice) to write the memos. 

̶ I expect you to read all articles before coming to class (even the ones you chose not to write about). 

̶ Each submission is worth 50 points (for a total of 150 points). 

̶ Limit yourself to 1-2 page(s) in 1.5 or 2-line spacing in MS Word Format. 

̶ Submit via Blackboard by 11:55pm the day before the readings are discussed. 

̶ Late submissions lose half credit; no credit for submissions after class started. 

 

3. Individual Case Analysis Paper 

Each student submits a written case analysis for the case “Amazon.com: Evolving Into Offline Retail” by Won-Yong 

Oh. Ivey Publishing. Publishing Date: Feb 14, 2018” (see page 1 under “Course Materials” for purchasing options). 

Your position is that of a strategy consultant. Your goal is to (1) identify a strategic issue, (2) conduct an appropriate 

analysis, (3) evaluate strategic solutions, and (4) provide recommendations for how to implement the actions the 

company should pursue next. An interesting question to focus on is “What strategies should Amazon employ to expand 

into offline retail?” 

 

Content should cover: 

A. Executive Summary: Provide a short summary of your paper (< 1 page). Provide only information that is 

relevant to get a high-level overview of your arguments. 

B. Identify Issue: Specify the core strategic issue that you identified. Try to identify not only the basics of the issue, 

but also recognize nuances or implicit aspects of the issue. 

C. Analysis: Apply an appropriate “strategy tool” for the analysis. Provide support for your arguments by using 

information from the case. Optionally, you may also use information from outside of the case (such as the 
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business press), but your main information source is the case. 

D. Strategic solutions: Suggest strategic solutions to solve the strategic issue you identified. Try to be balanced 

when you describe solutions. 

E. Implementation: Choose a strategic solution and provide concrete actions to implement your recommended 

strategic solution. An effective implementation responds to the strategic issue effectively, efficiently, and 

feasibly. Creative solutions are encouraged. 

 

Instructions: 

 Format the paper in double spaced, 12 size Times New Roman font, 1-inch margins 

 Length around 5-7 pages (excluding references and appendix; tables and figures go in the appendix). 

 Submit your paper via Blackboard by 11:55 pm on Tuesday, Oct 16 (no late submissions!) 

 

4. GROUP Business Comparison 

Your team will visit a U.S. business. The goal is to compare the U.S. business to an Asian business of the same type. 

The comparison can focus on businesses in the same industry (e.g., logistics in the US vs China) or on a multinational 

corporation with branches in the US and abroad (e.g., Starbucks). Discuss differences in, for example, operations, 

products, customer service, management, or any other area. It may also be a good idea to talk with a manager in the US 

or Asia to gather more information. Why do these differences exist? Can (and should) the US business (or the Asian 

business) learn from these differences and make changes? 

 

Instructions: 

 This is a group project; only one paper is submitted for the group. Reports should be around 5 pages double spaced. 

 Submit your paper via Blackboard by 11:55pm on Tuesday, Sep 18 (no late submissions!) 

 Make a short presentation in class of the most interesting points. More info in class. 

 

5. GROUP Company Presentation 

Each group will research one company (your choice) and conduct their own case analysis. Please start the preparation 

process at least two weeks before your presentation date. Please note: 

̶ Students are required to find background information from various sources (library, news, etc) 

̶ The deliverable is a professional PowerPoint presentation (document your sources at the end of the presentation) 

̶ Each group member must present & actively prepare for the presentation 

̶ Companies will be approved on a first come/first served basis to ensure we cover many different companies (send 

me an email for approval by the second class meeting; company must be publicly traded to ensure data availability) 

 

Evaluation is based on: 

̶ You identified a strategic issue (for instance, from a newspaper article in the Wall Street Journal or BusinessWeek) 

̶ The soundness of your analysis 

̶ The feasibility of your strategic solutions 

̶ Your implementation plan 

̶ Your professionalism during the presentation. 

̶ Late submissions or late arrival for your presentation will result in a penalty 

 

Instructions: 

̶ Submit your PowerPoint slides via Blackboard by noon on Wednesday, Oct 10 (no late submissions!). 

 

6. NOTE: GROUP Peer Evaluation 

Peer evaluation will adjust for contributions as follows: Each team is responsible for its own management, ensuring that 

each person fully contributes to the effort. To assist in this process, each student will report their opinion of the level of 

effort and quality of contribution of each team member. The peer evaluation will guide my grading. 
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ASSIGNMENTS & COURSE CALENDAR 
Notes: All changes will be announced in class. You are responsible for all information given in class. Additional readings may be announced in class and discussed the following class. 

# Date Topics and Preparation Due this Week 

1 Wed 

8/29 
What is Strategy? 

̶ Course Orientation & Group Formation 

 

2 Wed 

9/5 

External Analysis: How to analyze the external environment? 

̶ Big Idea: Whelan T, Fink C. 2016. The comprehensive business case for sustainability. 

Harvard Business Review Digital (see Blackboard) 

̶ Strategy Tool PowerPoints: “Five Forces Analysis” & “Stakeholder Analysis” 

̶ Discussion Board: Check Discussion Board for the week 

̶ Optional: Porter ME. 2008. The five competitive forces that shape strategy. Harvard 

Business Review 86(1): 78–93. (Link) 

 

 

3 Wed 

9/12 

Internal Analysis: How to analyze the internal environment? 

̶ Big Idea: McGrath RG. 2013. Transient advantage. Harvard Business Review 91(6): 

62–70. (Link) 

̶ Strategy Tool PowerPoints:  “RBV & Value Chains Analysis” & “SWOT Analysis” 

̶ Discussion Board: Check Discussion Board for the week 

̶ Optional: Collis DJ, Montgomery CA. 2008. Competing on resources. Harvard 

Business Review 86(7/8): 140–150. (Link) 
 

 

4 Wed 

9/19 

Strategy Formulation: How to use cost-, differentiation-, and focus strategies? How can a 

firm create uncontested market spaces? 

̶ Big Idea: Felin T. 2016. When strategy walks out the door. MIT Sloan Management 

Review 58(1): 96–97 (Link) 

̶ Strategy Tool PowerPoints: “Porter’s Generic Strategies” & “Blue Ocean Strategy” 

̶ Discussion Board: Check Discussion Board for the week 

̶ Optional: Kim WC, Mauborgne R. 2004. Blue ocean strategy. Harvard Business 

Review 82(10): 76–84. (Link) 

 

Group Business 

Comparison 

5 Wed 

9/26 

Corporate Strategy & Strategic Leadership: How should firms grow and define their 

boundaries? How can leaders influence groups or organizations? 

̶ Big Idea: King A, Lakhani KR. 2013. Using open innovation to identify the best ideas. 

MIT Sloan Management Review 55(1): 41–48. (Link) 

̶ Strategy Tool PowerPoints: Power & Politics 

̶ Discussion Board: Check Discussion Board for the week 

̶ Optional: Meyer E. 2017. Being the boss in Brussels, Boston, and Beijing. Harvard 

Business Review 95(4): 70–77. (Link) 

 

 

6 Wed 

10/3 

Corporate Governance: How can firms control managers? 

̶ Big Idea: Grant, A. 2013. In the company of givers and takers. Harvard Business 

Review, 91(4): 90–97. (Link) 

̶ Strategy Tool PowerPoints: Agency theory 

̶ Discussion Board: Check Discussion Board for the week 

̶ Optional: Isaacs K, Langstaff D, Eisenstat R. 2017. 4 ways CEOs can conquer short-

termism. Harvard Business Review. (Link) 

 

 

7 Wed 

10/10 

Group Presentations. Make sure to be on time and submit your PowerPoint slides via 

Blackboard by noon on Wednesday, Oct 10. Depending on class and group size, we may 

try to schedule some group presentations in week 6 (Oct 3, 2018). 

 

Group 

Presentations 

8 Wed 

10/17 

No Class Scheduled. Upload individual case analysis (Amazon Case) to Blackboard before 

11:55pm on Tuesday, Oct 16. 

 

Individual Case 

Analysis 

http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=28000138&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=87715835&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=32709010&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=118652580&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=14599913&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=90320471&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=buh&AN=123738571&site=ehost-live
http://search.ebscohost.com.proxy.cc.uic.edu/login.aspx?direct=true&db=bsh&AN=86173303&site=ehost-live
https://hbr.org/2017/02/4-ways-ceos-can-conquer-short-termism
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OTHER INFORMATION 

Blackboard 

PowerPoint presentations are provided on Blackboard to assist in note-taking, and should be treated 

as such. Failure to attend class results in a student’s responsibility to acquire missed information. 

Class members and the course textbook are valuable resources at a student’s disposal to obtain 

missed information. Class notes, the syllabus, weekly information on upcoming cases, and other 

relevant course-related materials will be posted on Blackboard. In addition, you are advised to 

check Blackboard frequently, and prior to each class session. 

Plagiarism & the 

Honor Code 

Obtaining an idea, a source, a sentence, a paragraph or an entire paper from a book, the internet, any 

publication, a friend, family member or another student and using it as your own is considered to be 

an extremely serious academic crime known as plagiarism. The outcomes include: failing this 

course, being suspended and possibly expelled from the University. Plagiarism is very often easily 

detected. If the words are not your own, you must cite the source. If the idea is not your own 

you must instead use your own idea. Each of you is expected to uphold the Honor Code 

established by the CBA. This code applies to behavior pertaining to all exams, project activities, 

and class sessions. For further information, please see: http://www.uic.edu/depts/dos/index.shtml 

and http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4 

 

Academic 

Integrity 

This course and its associated coursework are being administered under the policies of the 

University of Illinois at Chicago (UIC) College of Business Administration Honor Code. All 

students are expected to respect and uphold the Honor Code found at this link: 

https://goo.gl/eZEeS6. In keeping with CBA policy, evidence of academic dishonesty may result in 

a failing grade for the course and disciplinary review by the University. Academic dishonesty 

includes, but is not limited to, cheating (giving or receiving aid), fabrication/falsification, 

plagiarism (including not accurately referencing source material), bribes, favors or threats, 

examination by proxy (taking an exam for someone else), grade tampering and submitting non-

original works authored by someone other than the student. Refer to the student handbook or 

Student Disciplinary Procedures for definitions and details: https://goo.gl/7sbGmR. 

Other important 

information: 

 Student Legal Service 
http://www.uic.edu/depts/dos/studentlegalservices.shtml 

 Statement about UIC disability services 
http://www.uic.edu/depts/oar/campus_policies/disability_notification.html 

 Accommodation for Students with Disabilities 
The University of Illinois at Chicago is committed to maintaining a barrier-free environment so 

that individuals with disabilities can fully access programs, courses, services, and activities at 

UIC. Students with disabilities who require accommodations for full access and participation in 

UIC Programs must be registered with the Disability Resource Center (DRC). Please contact 

DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD). More information may also be 

found at the DRC Website located at http://drc.uic.edu. Students requesting accommodation 

must provide each instructor with a letter outlining the specific accommodations requested for a 

specific course. These letters are developed by the DRC in coordination with the student and 

presented to the instructor by the student prior to the start of each semester. 

 Academic deadlines and religious holidays 

http://www.uic.edu/uic/portals/current-students.shtml 

 List of registration and records policies found on Registrar's website 

http://www.uic.edu/depts/oar/current_students/campus_policies.html 

 Course Evaluations 
Near the end of the semester, you will receive an email from the Office of Faculty Affairs 

inviting you to complete a confidential online course evaluation as part the Campus Program 

for Student Evaluation of Teaching. Student course evaluations provide very important 

feedback to instructors and are also used by administrators in evaluating instructors. An email 

confirmation will be sent to you after you complete each one. Please save and upload your 

confirmation email for this course to Blackboard. Your answers will remain completely 

confidential and will not be linked to student names. 

 

http://www.uic.edu/depts/dos/index.shtml
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
https://goo.gl/eZEeS6
https://goo.gl/7sbGmR
http://www.uic.edu/depts/dos/studentlegalservices.shtml
http://www.uic.edu/depts/oar/campus_policies/disability_notification.html
http://drc.uic.edu/
http://www.uic.edu/uic/portals/current-students.shtml
http://www.uic.edu/depts/oar/current_students/campus_policies.html

