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Course MBA 500 CRN 37409 Corporate Strategy (2 credits) 

Professor Steve Sauerwald, Ph.D. 

Term Fall 2016 

Meetings Wednesday:  6:00pm-8:30pm   Location  LH 103 

 

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: Analysis of major strategic decisions affecting the long-term performance of a firm and its ability 

to sustain competitive advantage. This course is designed to prepare students for a senior management role in their 

future careers. The emphasis of this course will be on the strategic analyses, decisions, and actions that organizations 

take to create sustainable competitive advantages, with the consideration of both the internal condition and the external 

environment. Through readings and case studies, we will discuss issues related to strategic decision making, corporate 

social responsibility, stakeholder theory, and the relationship of business & government. 

 

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 real-world business cases and companies from different angles, formulate actionable alternatives on the basis 

of your analyses, and successfully present these alternatives to critical audiences by convincing them of the soundness 

of your strategic analysis 

 
 

Learning areas Learning outcomes 

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

 Students can 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 select appropriate strategic management tools 

 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 

 Students are able to increase their self-confidence as individuals capable of strategic thought 

 

Course Materials 

1. Recommended Textbook: Dess, Lumpkin, Eisner, & McNamara: Strategic Management: Creating Competitive 

Advantages (7th edition). McGraw-Hill/Irwin. ISBN: 978-0077636081 

2. Amazon and Zappos cases: http://cb.hbsp.harvard.edu/cbmp/access/51678672 

3. “Big Ideas” Papers: Can be downloaded for free on campus (via this LINK) 

mailto:ssauerw@uic.edu
http://cb.hbsp.harvard.edu/cbmp/access/51678672
https://www.uic.edu/apps/iam/ezproxy/proxyauth?url=http://search.ebscohost.com/login.asp?profile=web


Updated: Aug 22, 2016 MBA 500 Corporate Strategy Page 2 of 6 

COURSE REQUIREMENTS AND GRADING 
The following grading breakdowns apply (1000 points maximum): 

A: 900 – 1000 B: 800 – < 900 C: 700 – < 800 D: 600 – < 700 F: 0 – < 600 

 

1. Individual Participation (150 points) 

All students are expected to attend 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 overall participation throughout the semester. Generally, a student 

can do well in this category if he/she comes to class regularly, is on time, and participates actively on a regular basis in 

class discussions. 

 

2. Individual “Big Ideas” Article Memo (150 points) 

A major part of this course comes from in-class discussion of Harvard Business Review articles. Each of these articles 

describes one or more “Big Ideas” in various management areas. You will (1) identify the most relevant “Big Idea” (no 

need to summarize the whole article) and (2) apply the insights to a real world context (such as your career, your current 

company, or another company). You can also include any critique of the reading if you find the insights unpractical as 

well as questions you have for the class.  

 

Instructions: 

̶ Select three out of the five articles (your choice); limit yourself to 2 pages (paragraph format). 

̶ Submit via Blackboard by 12 pm (noon) on Wednesday the “Big Idea” is discussed. 

̶ Each submission is worth 50 points (for a total of 150 points); late submissions lose half credit; no submission will be 

accepted after 6pm on Wednesday the “Big Idea” is discussed. 
̶ I expect you to read the assigned articles before coming to class (even the ones you chose not to write a memo on). 

 

3. Individual Case Analysis Paper (250 points) 

Each student submits a written case analysis for the case “ZAPPOS.COM: DEVELOPING A SUPPLY CHAIN TO 

DELIVER WOW!”. For this analysis, your position is that of a strategy consultant to the CEO. 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. Content should cover: 

 

A. Introduction: Provide a short summary of your analysis (< 1 page). Provide only information that is 

relevant for the following parts of your case analysis. 

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: Use an appropriate “strategy tool” for the analysis. Provide support for your arguments by citing 

relevant references, by using strategic concepts studied in class, and by using information from the case. 

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

balanced when you describe the solutions. 

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

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

efficiently, and feasibly. 

 

Additional information will be distributed in class. Please submit via Blackboard by Sunday (10/9) 11 pm – no late 

submissions please! 
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4. Group Case Analysis Paper (200 points) 

You will prepare a group case analysis for the “Amazon in 2016”. Please answer the following questions. This is a very 

short case so it will be necessary to look for additional information online or in the library: 

 

A. What business is Amazon in? Is it spreading itself too thin? Analyze some of the different 

products/services mentioned and ask yourself: “why did it make sense to get into these products/services?” 

B. What is Amazon’s competitive advantage? 

C. What should traditional retailers like Best Buy do to compete with Amazon? 

 

Additional information will be distributed in class. Please submit the paper via Blackboard by 12 pm (noon) on the 

Wednesday the Amazon case is discussed. No late submissions! Peer evaluation will adjust for contributions. 

 

5. Group Company Presentation (250 points) 

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

process at least two weeks prior to the designated “group company presentation” date. Please note: 

̶ Students are required to find background information from various sources (library, 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. 

̶ Your discussion with the class and me after the presentation 

 

Additional information will be distributed in class. Please submit your PowerPoint slides to me via Blackboard by 

12pm (noon) on Wednesday of your scheduled presentation date (late submissions or late arrival for your presentation 

will result in a penalty). Peer evaluation will adjust for contributions. 
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ASSIGNMENTS & COURSE CALENDAR 
# Date Activities 

1 8/24 What is Strategy 

̶ Course Orientation and Expectation Sharing 

̶ Group Formation and Short Survey 

̶ How to do Case Analysis? 

 

2 8/31 External Environment of the Firm 

̶ Five Forces Analysis 

̶ Stakeholder Analysis 

Big Idea Paper 1 

̶ Camillus, J. C. 2008. Strategy as a wicked problem. Harvard Business Review, 86(5): 98–106. 

 

3 9/7 Internal Environment of the Firm 

̶ Resource-based View 

̶ Value Chain Analysis 

̶ Core Competencies and Capabilities 

Big Idea Paper 2 

̶ Kim, W. C., & Mauborgne, R. 2004. Blue ocean strategy. Harvard Business Review, 82(10): 76–84. 

 

4 9/14 Business Level Strategy 

̶ How can firms use cost-, differentiation-, and focus strategies? 

̶ How can a firm create uncontested market spaces? 

Group Case Analysis Paper: Amazon in 2016 (Link to this case can be found on page 1 of this syllabus) 

 

5 9/21 Corporate Level Strategy 

̶ How should firms grow and define their boundaries? 

Big Idea Paper 3 

̶ Markides, C. C. 1997. To diversify or not to diversify. Harvard Business Review, 75(6): 94. 

Group Company Presentation 1 

 

6 9/28 Strategic Leadership 

̶ How can leaders establish their influence in groups or organizations? 

Big Idea Paper 4 

̶ Zenger, J. H., Folkman, J. R., & Edinger, S. K. 2011. Making yourself indispensable. Harvard Business 

Review, 89(10): 84–92. 

Group Company Presentation 2 

 

7 10/5 Corporate Governance 

̶ How can firms control managers? 

Big Idea Paper 5 

̶ Grant, A. 2013. In the company of givers and takers. Harvard Business Review, 91(4): 90–97. 

Group Company Presentation 3 

 

8 10/12 Wrap-up and Debriefing: ZAPPOS.COM: DEVELOPING A SUPPLY CHAIN TO DELIVER WOW! 

(Link to this case can be found on page 1 of this syllabus). Paper is due on Sunday (10/9) by 11 pm. 

  

Notes: All changes to the course calendar 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 meeting.  
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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 CBA Student Code of Ethics found on pages 9-10 

of the UIC Business Student Handbook: http://goo.gl/M5yBMc 

 

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. Instances of academic misconduct by students will be handled pursuant to the UIC 

Student Disciplinary Policy: http://goo.gl/fXb8AI 

 

Refer to the student handbook or Student Disciplinary Procedures for definitions and details: 

http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf and 

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf 

For a complete review of UIC policies regarding intellectual integrity and academic honesty, please 

visit: http://www.uic.edu/depts/dos/conductforstudents.shtml 

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 

http://www.uic.edu/depts/dos/index.shtml
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://goo.gl/M5yBMc
http://goo.gl/fXb8AI
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtml
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
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 Illinois Small Business Development Center 

http://business.uic.edu/home-uic-business/faculty-departments-research/institute-for-

entrepreneurial-studies/illinois-sbdc-at-uic 

 Course Evaluations 
Students will be expected to complete a confidential online course evaluation known as a SIT 

evaluation. These evaluations provide very important feedback to me and the college and will 

be used for course improvement. You will receive an email from the Office of Faculty Affairs 

inviting you to complete your course evaluations and will receive an email confirmation when 

you have completed each one. Please save and upload your confirmation email for this course 

to Blackboard. Your answers will remain completely confidential. 

 

http://business.uic.edu/home-uic-business/faculty-departments-research/institute-for-entrepreneurial-studies/illinois-sbdc-at-uic
http://business.uic.edu/home-uic-business/faculty-departments-research/institute-for-entrepreneurial-studies/illinois-sbdc-at-uic

