
1 

MGMT 594 

Global Strategy  

Room 330 Douglas Hall 
CRN 31923 

Spring 2017 Syllabus 
Saturdays 1:00 – 3:30 pm

Professor Susan Perkins 

Managerial Studies Department, 

UH 2207 

email: susanp@uic.edu 

Office Hours 
Saturdays 12:00-1:00 pm 

mailto:susanp@uic.edu


2 
 

Course Overview 

Business happens in a landscape—a complex backdrop shaped by national borders, government policies, 
natural resources, and cultural norms. That landscape is becoming increasingly global. Changes in 
technology and political economy are eroding and reshaping the barriers between countries, allowing 
firms with a home-market competitive advantage to create and capture value in new national markets. In 
today’s global landscape, managers divide and coordinate activities across multiple locations, each with 
their own traits and cast of competitors. New business models rise and old ones collapse as cheaper 
sourcing options develop. Trends spread to consumers in distant and diverse cultures. New suppliers and 
complementors become accessible. Even organizations that forgo international expansion are at some 
point likely to face global competitors in their home market, if they have not already. 

This course distills, synthesizes, and builds on insights from academic domains that inform the topic of 
global competition: economics, international business, global strategy, business strategy, and corporate 
strategy. Together, these insights illustrate how competing globally differs from doing business in a 
single country and suggest frameworks that provide options for global value creation and value capture. 
Global value creation is an extension of the concept of competitive advantage—that is, it depends on 
growing the wedge, relative to competitors, between the price customers are willing to pay for a product 
and the cost an organization incurs to produce it. It is difficult to apply the resources and expertise 
gained through a home-market competitive advantage on a global stage. For reasons we will explore in 
the first part of this course, adjusting a successful business model to work in a new environment can be 
complicated, expensive, or even impossible. To overcome these hurdles, an organization that competes 
globally needs a global strategy—an approach to value creation that capitalizes on similarities and 
differences across geographic markets. Global strategies can be as diverse as the firms that craft them, 
but they generally boil down to three options: deployment, development, and/or deepening. The second 
part of this course explains the advantages and constraints of these options and guides managers on 
selecting among them. Of course, putting a global strategy into action is a complex and ongoing 
challenge. Factors that shape the competitive landscape in domestic markets—technological innovation, 
consumer demand, supplier relationships, government regulation, and competitors’ moves, among 
others—are magnified exponentially when firms compete across multiple countries. The latter part of 
the course will therefore explore what happens after a firm selects a global strategy.  

 

Focus 

Global managers will find guidance in two plain but powerful questions. The first— 

“What to do where?”—guides managers to evaluate the benefits and the costs of separating 

value chain activities across geographic markets. Outsourcing and/or offshoring an activity 

 

Objectives  



3 
 

Students who complete CG will achieve a solid understanding of how successful global firms 
take the following steps to maximize value creation and value capture in global markets:  
• Identify opportunities to expand globally.  
• Design products with global appeal.  
• Select among three generic global strategies.  
• Allocate value-chain activities across locations.  
• Leverage location choices over time.  
• Time their entry to new markets.  
• Choose a mode of entry and governance form that mitigates risk in new markets.  
 
Students, as future global managers, will also learn to apply the elements of effective global 
strategies to two domains that are equally affected by rapid globalization: countries and their 
own careers.  
 

Readings: 

The course will comprise of reading from Harvard Business School notes and cases of accrual 
business in global markets around the world.  
 
The module notes for CG are as follows: 
1. “Why Do Firms Go Abroad? Strategies to Create Value Globally” (HBS No. 713-057) 
focuses on the question: Why do firms go abroad? Firms are attracted to international markets 
to create and capture more value than they can make in their home markets alone. The module 
introduces three generic strategies for expanding globally: deployment, development, and 
deepening. Each strategy facilitates particular methods of value creation. Each strategy also 
creates constraints on what activities a firm performs abroad and on where and how the firm 
competes globally.  

2. What is Global? Allocating Products and Activities Across Locations” (HBS No. 713-058) 
discusses what attributes allow a product to succeed globally and what value-chain activities 
firms can perform abroad. Globalization presents managers with whole new menus of options 
as they decide “what to do where” to maximize value creation and capture. This module 
provides students with concepts and frameworks that help them to create, navigate, and select 
from these menus.  

3. “Where and When to Locate? Crafting Location Strategies to Strengthen Competitive 
Advantage” (HBS No. 713-059) explores where firms should locate globally and when to enter 
new national markets. The module starts by exploring the links between a firm’s business 
model and the local environment in which that firm was born. It then offers a detailed 
framework for evaluating potential locations for expansion, taking into account (1) the activity 
to be located, (2) the location’s general characteristics, and (3) the fit between the location and 
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the firm’s overall global strategy. This last element raises the point that location choices are 
dynamic and linked across time, leading to a discussion of entry timing.  

4. “How to Execute Global Strategies?” (HBS No. 713-060) covers an array of topics that are 
key for implementing a successful global strategy: choosing a mode of entry to manage 
uncertainty and risk, managing hybrid governance forms, selecting strategies for local firms 
that face global competitors, and evaluating the sustainability of a mature global strategy.  
 
All of these cases and notes can be found in the UIC Bookstore sold as a course packet. Please 
purchase immediately to prepare for the rapid paced course.  Additional reading will be 
provided in-class from time to time to discuss key topics and concepts further.  
 
Class Preparation 
A course packet, which includes nearly all of the cases, is required.  Most of the additional 
assigned articles will be available through blackboard or UIC library weblinks.  There is no 
textbook for this course.  For each topic, there will be a set of assigned readings, including 
cases, which will help develop the underlying concepts and/or provide examples.  It is 
essential that you read these materials prior to class as your participation grade is reliant on 
it. 
 
Course Communications 
Electronic copies of course materials, including lecture slides and other materials will be 
placed on blackboard after class.  Further information about the group projects, including 
sample projects are also provided. I will post additional articles of interest there as the course 
progresses. 
 
Assessment and Grading 
The grade is made up of three components: 
 
 
1.  Class Participation (35%):  Attendance, preparation, and participation are essential.  
Obviously, you cannot participate if you are not present, so absences without legitimate 
excuses will lead to a reduced participation grade. Each student is granted one (1) excused 
absence for the entire quarter.  For each additional absence, a letter grade will be dropped 
from your class participation grade. 
 
Learning opportunities are maximized when all students are actively engaged in class 
discussion. The subject matter of this class should naturally stimulate a lot of discussion, and I 
am eager to have an active dialogue.  Particularly valuable types of participation will be those 
that move the discussion forward, often by adding useful facts to the discussion or by 
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providing a new insight on the issue at hand.  Requests to clarify concepts being presented are 
also encouraged of course.  If you are confused by something, then other people are probably 
confused as well, and participation that seeks to clarify an idea will likely be valuable for the 
whole class. 
 
Participation will also be essential as we discuss the questions about the readings.  If a 
question is in the homework assignment, then I will expect that everyone has something to say 
about it, and I will call on people at random. 
 
There will be ample opportunity for each of you to participate.  Do not be discouraged if, after 
the first few classes, you have yet to participate much.  If you feel that you are preparing well 
but not being called on enough, please let me know so that I can address the problem.  And 
please realize that as long as you have invested quality time in the readings and worked 
through the frameworks, you will almost certainly have valuable contributions to make during 
the discussion. 
 
2.  Final Group Project (40%): The major component of the grade will be a group project.  The 
project will give you and your group a chance to explore an area of special interest.  Your 
group’s product will be a written report that analyzes a specific strategic question from the 
point of view of a particular firm or possibly some other type of organization such as an NGO 
or government agency.  You are free to choose any firm or other entity of particular interest to 
your group, but of course the thrust of your analysis must integrate significant elements of 
competitive issues and apply global strategies that we have discussed in the course. 
 
A successful project will include relevant background information about the firm, the 
project/investment of interest, and the country or countries in which the action would take 
place.  Analysis of the firm’s possible actions should follow, based on the strategic concepts we 
have developed in the course.  The “theory” should be supplemented by descriptive evidence 
from the news media and hard data.  The report should be approximately 12 pages in length 
(1.5 spaced, 12 point font size, ordinary margins) not including appendices, which may include 
up to 8 tables, graphs, and exhibits.  The project will be due the first Saturday of exam week, 
April 29th. 
  
To help ensure fairness in grading, I will ask you to complete a peer evaluation to assess the 
relative contributions of your group members. 
 
Key Project Dates 
Session  4   Provide list of group members 
Session 8  One-page Description (10% of project grade) 



6 
 

Description will define firm or other organization, country, competitive issues, and strategic 
question of interest.  Description will also define sources of facts, data, etc that will allow your 
group to produce a careful and textured analysis. 
Saturday March 1 Final Report (90% of project grade) or the option to present in class earlier. 
 
3.  Final Exam (25%): The final will be a closed book/closed notes in-class exam, given in 
regular class time on Saturday, April 29th 2017.  It will consist of multiple choice and short 
answer questions, and will cover all lectures, cases, and readings from the course.  The exam 
will place extra emphasis on applying strategic frameworks to different firm situations. 
 
Course Schedule 
Session 1: Welcome and Overview 
01/14/17 Saturday 
Topics: Introduction 
Readings (provided in class): 
1. Economic and Financial Indicators, The Economist, November, 2016. 
2. “Why China Grows so Fast”, Wall Street Journal, January 23, 2007. 
 
Session 2: Strategies to Create Value Globally 
01/21/17 Saturday  
Topics: Value Creation Frameworks 
Readings: 
1.“Why Do Firms Go Abroad? Strategies to Create Value Globally” (HBS No. 713-057)  
2. “Why Trade is Good for You”, The Economist, Oct 1st 1998  
 
Session 3: Strategies to Create Value Globally (cont’d) 
01/28/17 Saturday  
Topics: Deployment Strategies 
Readings: 
1. Ingvar Kamprad and IKEA (by Christopher Bartlett and Ashish Nanda, HBS No. 390-132)  
 
Session 4: Strategies to Create Value Globally (cont’d) 
02/4/17 Saturday  
Topics: Development Strategies 
Readings: 

1. Vodafone in Japan (A) (by Juan Alcácer, Mary Furey, and Mayuka Yamazuki, HBS No. 711-
464)  

2. Vodafone in Japan (B) (by Juan Alcácer, Mary Furey, and Mayuka Yamazuki, HBS No. 711-
469) 
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3. Vodafone in Japan (C) (by Juan Alcácer, Mary Furey, and Mayuka Yamazuki, HBS No. 711-
470) 

 
Session 5: Strategies to Create Value Globally (cont’d) 
02/11/17 Saturday  
Topics: Deepening Strategies 
Readings: 
1. Tricon Restaurants International: Globalization Re-examined (by Pankaj Ghemawat and Tarun Khanna, HBS No. 711-
472) 
2. Logoplaste: Global Growing Challenges (by Juan Alcácer and John Leitao, HBS No. 711-411) 
 

Session 6: What is Global? 
02/18/17 Saturday  
Topics: Expanding geographic Scope 
Value Chain Expansion – Internal, external and dynamic organizational links 
Readings: 

1. “What is Global? Allocating Products and Activities Across Locations” (HBS No. 713-058)  
2. P&G Japan: The SK-II Globalization Project (by Christopher Bartlett, HBS No. 303-003)  

 
Session 7: What is Global? 
02/25/17 Saturday  
Topics: Value Chain Expansion – Internal, external and dynamic organizational links 
Readings: 

1. Monitor's Opportunities in India (A) (by Juan Alcácer, Jan Rivkin, HBS No. 708-482)  
2. Monitor's Opportunities in India (B): Grail Research (by Juan Alcácer, Jan Rivkin, HBS 

No. 708-483) 
 
Session 8: “Where and When to Locate? 
03/04/17 Saturday  
Topics: Founding location shapes initial firm capabilities 
Value Chain Expansion – Internal, external and dynamic organizational links 
Readings: 

1. “Where and When to Locate? Crafting Location Strategies to Strengthen Competitive 
Advantage” (HBS No. 713-059) (section in founding location) 

2. Zara: Fast Fashion (by Pankaj Ghemawat, Jose Luis Nueno, HBS No. 703-497)  
 
Session 9: “Where and When to Locate? 
03/11/17 Saturday  
Topics: Location Strategies to Strengthen Competitive Advantage 
Readings: 
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1.  “Where and When to Locate? Crafting Location Strategies to Strengthen Competitive 
Advantage” (HBS No. 713-059) (remainder) 

2. Intel: Strategic Decisions in Locating a New Assembly and Test Plant (A) (by Juan 
Alcacer and Kerry Herman, HBS No. 713-406)  

3. Intel: Strategic Decisions in Locating a New Assembly and Test Plant (B) (by Juan 
Alcacer and Kerry Herman, HBS No. 713-419) 

 
 Session 10: “Where and When to Locate? (cont’d) 
03/18/17 Saturday  
Topics: Location Strategies to Strengthen Competitive Advantage  
Timing of location choices shapes competitive advantage 
Readings: 

1. Bougainville Copper Ltd. (by David Lax, HBS No. 186-164) 
 
03/25/17 Saturday Spring Break: No class 
 
Session 11: “Where and When to Locate? (cont’d) 
04/1/17 Saturday  
Topics: Location Strategies to Strengthen Competitive Advantage 
Location Strategies to Strengthen Competitive Advantage 
Readings: 

1. Crossing Borders: MTC’s Journey through Africa (by Tarun Khanna and Ayesha K. 
Khan, HBS No. 708-477) 

 
Session 12: How to Execute Global Strategies 
04/8/17 Saturday  
Topics: Entry Mode 
Readings: 

1. “How to Execute Global Strategies?” (HBS No. 713-060) 
2. Walmart around the World (by Juan Alcácer, Abhishek Agrawal, and Harshit Vaish, HBS No. 

714-431) 
 

Session 13: How to Execute Global Strategies 
04/15/17 Saturday  
Topics: Strategic Alliances 
Readings: 

1. Honda-Rover (A): Crafting an Alliance (by James Sebenius, Ashish Nanda, and Ron 
Fortgang, HBS No. 899-223) 

Session 14: How to Execute Global Strategies (cont’d) 
04/22/17 Saturday  
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Topics: Local firms competing globally 
Sustainable global strategies (and student presentations) 
Readings: 

1. Vodafone Qatar: Building a Telco in the Gulf (by Juan Alcácer and Andrew Goodman, 
HBS No. 711-414-014) 

 
Session 15: Course summary and student presentations (Optional) 
04/29/17 Saturday  
 
Final Exam TBD 
 
 
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: http://catalog.uic.edu/ucat/colleges-
depts/business-administration/#j4.  

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:  

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.shtm 

 

ACCOMMODATION FOR STUDENTS WITH DISABILITIES  

Concerning disabled students, 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 me with a letter outlining the specific 
accommodations requested for this 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. I am happy 
to provide assistance. Advanced notice will help facilitate any necessary planning. 

http://www.uic.edu/depts/dos/conductforstudents.shtm
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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. I would greatly appreciate the full participation of the 
class in providing your feedback in MGMT 594. Student course evaluations provide very important 
feedback to instructors and are also used by administrators in evaluating instructors. Time will be 
provided in the last session of the class to complete the course evaluations (without my presence 
to provide full confidentiality). An email confirmation will be sent to you as you complete the 
evaluation. 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 or 
identifications. Thank you in advance for your full participation. 
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