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Phones:
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Office Hours:
On the evenings we have class I will be available for sure, between 5:00-6:00 pm; Wednesdays between 5-6 pm at Main Campus, and Thursdays, 5-6 pm at OCC. I am available for phone appointments at other times.  In person appointments at other times will mostly likely need to be on main campus but can be arranged for OCC with significant advanced notice.

Prerequisites:
Completion of all first year MBA.PM core courses
COURSE DESCRIPTION
GSBA 519B is concerned with strategy-making in global multi-businesses corporations.  The course is designed to follow GSBA 519A, which focused on strategy-making within single-businesses, in single-industry contexts, in domestic national markets.  Large companies must of course be concerned with developing sustainable winning competitive strategies for the individual markets in which they have a presence.  However, they must also be concerned with choosing the industries, and global locations, in which they will compete, and with selecting the kinds of activities they will undertake inside (or outside) the company, from among the many opportunities that present themselves.  As firms grow they are confronted by choices as to whether or not to expand the scope of the activities into new markets or new businesses.  Some businesses choose to diversify horizontally in new markets.  Some choose to vertically integrate backwards and/or forwards into other activities in their value chains.  Still others choose to expand geographically into similar market in new locations, often across national borders. Some choose combinations of all three.
Corporate and global strategy is concerned with managing a global multi-business organization so as to maximize the value of the total enterprise.  This means ensuring that the value of the whole corporation is greater than the sum of the values of its parts (its divisions or subunits).  The three fundamental issues addressed in the course can be stated as follows:

· How does a corporation create economic value through its global multimarket activities?

· How must the corporation be structured and managed to realize the benefits of its global multimarket activities?

· Why should those activities be undertaken inside the corporation, rather than accessed through contracts, joint ventures or strategic alliances?

The course will offer analytical frameworks developed to address these questions, and will examine how these frameworks apply in concrete international business situations.  The frameworks include, but are not limited to, the resource-based view of the firm, theories of strategy and structure, transaction cost economics, and theories of national competitive advantage.
COURSE ORGANIZATION
This course is the second in a two part course sequence.  GSBA 519B builds on GSBA 519A and expands its focus to examine corporate and global strategy issues such as managing diversification and growth, vertical integration and strategic alliances, corporate restructuring and renewal processes, competing with global players and the multinational corporation, creating and sustaining global competitive advantages, and designing dynamic organizations and decision-making processes.

DIFFERENT SECTIONS – SAME COURSE
Our MBA.PM program is designed to offer fully-employed students the same learning experience as MBAs in other MBA programs.  It is delivered, however, in a different format; in the evenings in longer more intense sessions.  AS you know there are even different delivery modes within the MBA.PM program itself; some have a twice per week learning mode while others have a once per week mode.

Our goal is to deliver the same learning experience across all sections of the MBA.PM program.  As such Professor Fleming and I will use the same materials and same cases.  However, because of the different class schedules and length of classes, the delivery of the course material will not be lock-step. In some cases, some sections will be ahead or behind other sections.  This presents an obvious opportunity or temptation to sample across sections.  We recommend against this.

This learning experience is for you.  Just as spending time “googling” the companies in the assigned cases, destroys the real value of learning experience, asking colleagues for their notes and insights on cases and classes will also depreciate the value of your education.  The grey area between helping a colleague and being involved in academic dishonesty is rather narrow!
Please pay close attention to the schedule for your own section.  The calendar this year, with holidays, has made for an irregular class schedule.  Please note class dates now.

CORPORATE STRATEGY THEMES
The course is divided into three broad strategic themes around issues in Corporate Strategy: Corporate Diversification and the Scope of the Corporation, Vertical Integration and Efficient Firm Boundaries, and Issues in Global Strategy and Competing in a Global Marketplace.  Within each theme students will learn a different set of issues, theories, concepts, and analytical skills that need to be applied in formulating corporate strategy and making corporate-level strategic decisions.  While carefully sequenced, the themes are not exclusive.  Subjects and issues covered in the various themes will continuously reappear as the course proceeds.  
COURSE FORMAT
The majority of class time will be devoted to the analysis and discussion of corporate strategy and global business cases.  Short lectures (and selected videos) will also be used to elaborate on key theoretical models and frameworks or to reinforce crucial concepts.  These lectures, however, will be subordinate to the case analysis.  Cases provide a natural "test-bed" for theory and provide vivid examples that aid memory of concepts.  While nothing can surpass first hand personal industry and managerial experience as a basis for analysis and decision-making, case analysis is an indispensable proxy for the kind of knowledge that can only be gained through years of experience and research.

There are other reasons for employing the case discussion method of instruction.  First, it allows students to develop their skills at problem definition in addition to problem solving.  Cases typically do not have an obvious set of tasks whose performance will lead to mastery.  Rather, they force students to sift through a mass of information, some of it irrelevant or contradictory, in order to identify the important or strategic issues.  Second, the case method gives students a chance to deal with ambiguity.  Most cases do not have obvious "right" answers.  Managers must be able to function in situations where the right answer is not known, without falling into the trap of assuming that any answer is as good as another.  Some analyses and proposed strategies are clearly wrong, and some are clearly better than others.  A popular phrase in case analysis classes is "There are no right answers, but there are wrong answers."  Case discussion techniques provide a chance to learn the meaning of analytical rigor in situations other than open-and-shut problems.

COURSE EVALUATION
Course grades will be determined by students’ relative performance on the following three course components:


Course Participation/Commitment


15%

Group Case Analysis (best score of two)


20

Final Exam 

65



100%

In order to successfully pass this course, a passing grade (> 50%) must be achieved in each individual course component.  Grading standards will conform to USC guidelines for required courses: a mean GPA of 3.3 [Faculty Handbook, 1994: 30).

COURSE PARTICIPATION/COMMITMENT
Course participation will be evaluated in a number of ways: in-class participation, turn-ins, group presentations, occasional quizzes, peer evaluation of group performance, and attendance (see MBA.PM program policies).

In-Class Participation.  Case courses work well, and are enjoyable effective learning experiences, if everyone is an active productive participant.  Your overall class participation will be closely monitored.  In grading in-class participation, I will look at both the quantity and quality of your class contributions/interventions.  In-class participation is obviously a function of preparation, skills, attitude, and a willingness to actively commit yourself in front of me, and your colleagues.  A classroom is a cost-free environment for experimenting and learning to "play the game."  Make use of it.  I recognize that some students are far more comfortable than others with in-class participation.  However, it is important you make an effort every class to contribute in some meaningful way.  Please feel free to come and discuss with me ways to enhance your participation.

With regard to quality, the dimensions that I look for include:

Relevance -- does the comment bear on the subject at hand?  Comments that do not link up with what the discussion is focusing on can actually detract from the learning experience.

Causal Linkage -- are the logical antecedents or consequences of a particular argument traced out?  Comments that push the implications of a fact or idea as far as possible are generally superior.

Responsiveness -- does the comment react in an important way to what someone else has said? 

 Analysis -- is the reasoning employed consistent and logical?

Evidence -- have data from the case, from personal experience, from general knowledge been employed to support the assertions made?

Importance -- does the contribution further our understanding of the issues at hand?  Is a connection made with other cases we have analyzed?

Clarity -- is the comment succinct and understandable?  Does it stick to the subject or does it wander?

It is expected that all students will make brief notes or outlines -- identify critical problems, "crank-all-the-numbers," do the financials, generate alternative recommended courses of action, and generate ideas about how to implement them.  You should rely on these notes when contributing to the class discussion.

Students may/will be called on, at random, to take the lead in various aspects of class discussions.  Typically, I will ask one or more participants to start the class by answering specific questions such as “If you were the person in charge in this situation, what would you do?”  The quality of the contributions made during these periods will weigh heavily on a student’s overall participation grade.  Factual misstatements, comments that demonstrate a lack of adequate preparation, or comments that come late in a discussion that distract the class and indicate that the student has not been actively listening will be noted as “negative” course participation.  Your participation will be evaluated based on the evaluation form described in Appendix 1.

Participation Cards.  Students are encouraged/required to submit “participation cards” at the end each class session in which they actively participated.  These cards should list your name, the date, the case or topic discussed that day, and a very brief synopsis of your contributions during that session’s discussion.  The Participation Cards will be used in combination with the instructor’s own daily evaluations to determine your participation grade for the session.  For this purpose, please purchase a package of 3x5 index cards and bring them to each class.
Turn-ins:  Recognizing that it is not always possible for every student to contribute to every case discussion, and that some students are naturally more reserved than others, students can turn in individually prepared, but brief, answers to group case assignment question for that case. (These should be a maximum of one type page.  Preferably they would be in management report/consulting format.  That means, make use of bullets and annotated diagrams liberally.)  Turn-Ins must be “turned-in” at the beginning of class.  These “turn-ins” will be noted toward a student’s participation grade.  Any “turn-ins” must be turned in at the beginning of class to receive credit.  You cannot submit a “turn-in” to make up for a class absence.  (These notes will not be graded but will be checked with a plus, check or minus depending on quality and thoroughness.)  Note, however, that these notes do not substitute for contributing to our core learning environment.  Each student has a responsibility to help his or her core learn from their interventions in class.  Students are encouraged to turn in at least two (2) “turn-ins” and can turn in a maximum of four (4) during the term.  However, if your group is turning in the group assignment, you may not additionally submit an “individual turn-in.”  There are turn-in opportunities in Sessions 1-7, only.
Group Presentations.  When groups submit a group case analysis they will be asked, somewhat randomly, to present orally some component/part of their group case analysis to the class.  You will not get to do a full presentation on the case.  You must be prepared to discuss any portion of the assignment.  For example, on days where multiple groups are submitting reports, one group may be asked to present their quantitative analysis, another group may be asked to present their competitor analysis, while a third group may be asked to present and defend their recommendations.  Consequently all groups should bring both a hard copy and a USB containing their case analysis for us when called on to present to class.  I will try to ensure that all groups will get approximately an equal number of opportunities to present.  This will likely mean only one chance, but we will try for more opportunities.  Please be sure that your presentation focuses directly on the assignment questions described below in the separate class session descriptions.
Occasional Quizzes.  Several short unannounced quizzes may be given during the course to test mastery of course concepts and assigned readings.  These quizzes will be given to check our mastery of the basic concepts of the course.  These quizzes will be given at exactly 6 pm (I usually give them earlier for those wanting a little extra time).  This is an added encouragement to be on time.  Expect four or five pop quizzes to sharpen and test your acquisition of strategic knowledge.  Missed quizzes may not be made up.  Quiz scores are used to determine your course contribution/participation grade.  Quizzes are not returned.  The answers are discussed immediately after the quizzes are collected.  Students may not make copies of quiz questions in any way.  Accessing to prior quizzes, if available, is considered an academic integrity violation, as is sharing/discussing the questions and answers with other cores before they have completed the quizzes.  You may come during office hours to check and review your quizzes.
Attendance.  This course adopts the published MBA-PM program attendance standard; you are allowed to miss no more than the equivalent of one class session.  Any missed classes, no matter the reason, beyond this limit will reduce your participation grade, and ultimately your ability to pass this course.  Habitual lateness and/or leaving class early, for whatever reason, will be noted as evidence of low course commitment and penalized.  I expect professionalism in this respect.  Please notify me by email of all intended absences in advance.  (Doing so will get you off the “cold-calling card.”  A failure to do so leaves it to chance.)  If your requires you to miss more than one class session you should discuss this with the MBA program advisor and plan to take the course at a future time.
GROUP CASE ANALYSES
Students should form their own groups of six members, (or larger with my permission BUT NOT SMALLER than five members.)  There may not groups of three or four.  Sorry - no exceptions) and provide the instructor with a membership list by email before Session 2.  The most effective teams will be those that have a mix of functional expertise and backgrounds.  We simply do not have enough time, in eight sessions, to give each group a chance to lead the class discussion if groups are smaller than six members.
Only ONE group case analysis report is REQUIRED.  There are three broad themes in the course.  Sessions 1&2 will focus on corporate diversification, session 3 on vertical integration, and sessions 5-8 on global strategy.  There is no group report opportunity for session 8. Groups may choose to submit TWO group assignment write ups.  However, a group may not submit more than one group write-up in a theme.  The best of the two grades will be recorded.  Group Assignments should have both qualitative precise analyses AND in depth supporting quantitative analyses.  (The absence of detailed quantitative analyses, “what-if” estimates, and projections will substantial weaken your ability to earn superior grades.)

The format of the group case analysis is a ONE-PAGE Executive Brief and a full management report format report.  The Executive Brief must be limited to a one-page executive brief (not an executive summary), and the report should be prepared with appropriate visual pages (PowerPoint slides or Word Documents) accompanied by appropriate text and annotation.  Note:  I am not looking for, or expecting a presentation prepared in powerpoint.  Your report pages should be dense with text but be essentially, very visual.  An executive brief should begin with your recommendation, and clearly outline the issue(s)/problem(s), sense of urgency, dollar impact, and supporting key analysis.  Do not summarize your report.  Each report page should have clear takeways as titles (“newspaper-like” headlines which capture the core conclusion of the page), and should have clear descriptions of the analyses presented, and have clearly presented conclusions/ takeaways/implications of your analyses.  Do not simply present a framework or model without explanation.  A copy of your report should be handed in at the beginning of class.  As noted above, some groups will be called on to discuss their reports orally to the class, so a copy of the report should also be brought on USB device.  Please be sure that your reports focus directly on the assignment questions.  Also your analysis should be limited to the information provided in the cases.  The collection of additional information will not be credited, and may, in fact, harm your grade.  Your report pages should be a visual/graphical depiction of your analysis.  Group case analyses will be graded both on their content and their presentation of information.  Brevity and clarity of report pages will also be rewarded.

At the end of the semester group members will be required to perform a peer evaluation review of contributions of group members to the team.  The results of this peer review will be used to determine course grades.

FINAL EXAMINATION
A final exam is scheduled for Monday, July 29th.  The final exam will consist of two parts: a closed book exam covering the assigned readings and materials covered in class, and a second section based on a case that will be distributed one week prior to the exam.

TEXT, READINGS, AND CASES
Textbook
Grant, Contemporary Strategy Analysis, Seventh Edition, Blackwell Publishing.


(This is your same textbook from PreFall I.  If you sold it, you’ll need to acquire another!)
Case/Reader
The assigned cases and readings for this course are available from University Partners in the 
Package
University Book Store.  When necessary, your instructors may place additional materials in the Book Store for you to purchase.

Electronic
In order to save money, I have noted when assigned articles can be obtained from our Crocker

Library
Library online journal subscriptions.  As USC Marshall students you may download copies free.  Take time to download all the assigned readings before the course begins so you can stay on top of everything.
COMMUNICATION AND FEEDBACK
An “Electronic Folder” has been created for this course on Blackboard.  You should check this folder on a regular basis.  The course syllabus, case discussion questions and group assignment information will be posted to this folder.  Additionally course lecture notes/materials, additional details on group assignments, and general course announcements, will be posted to the folder throughout the course.

Feedback is a critical part of any learning experience, both for you as a student and for me as you teacher.  You may communicate with me in a number of ways.  I encourage you as individuals and as groups to come and talk to me about any aspect of your work.  I will attempt to get to class as early as possible.  If you are able to get to Main Campus on Wednesdays, and OCC on Thursdays, early enough and would like have dinner together, call my office.  You are also welcome to call me in my USC office or on my mobile phone [213 446-1753] (Sunday through Friday, 8:00 AM-9:30 PM), leave a voice mail message at my USC office, or make an appointment for another time.  The surest way to reach me is via Email.

CORE REPS & COURSE FEEDBACK
I will actively consult with your core reps on an almost weekly basis for feedback on the course.  Use you core reps to get me information about how the course is progressing.  I will also ask you directly on numerous occasions, so speak up. 

ACADEMIC INTEGRITY

The following information on academic integrity, dishonesty, and the grading standard are placed here at the recommendation of the School of Business Administration Faculty and are taken from the Faculty Handbook.

“The University, as an instrument of learning, is predicated on the existence of an environment of integrity.  As members of the academic community, faculty, students, and administrative officials share the responsibility for maintaining this environment.  Faculty have the primary responsibility for establishing and maintaining an atmosphere and attitude of academic integrity such that the enterprise may flourish in an open and honest way.  Students share this responsibility for maintaining standards of academic performance and classroom behavior conducive to the learning process.  Administrative officials are responsible for the establishment and maintenance of procedures to support and enforce those academic standards.  Thus, the entire University community bears the responsibility for maintaining an environment of integrity and for taking appropriate action to sanction individuals involved in any violation.  When there is a clear indication that such individuals are unwilling or unable to support these standards, they should not be allowed to remain in the University.” (Faculty Handbook, 1994: 20)

Academic dishonesty includes: (Faculty Handbook, 1994: 21-22) 

1. 
Examination behavior - any use of external assistance during an examination shall be considered academically dishonest unless expressly permitted by the teacher.

2.  
Fabrication - any intentional falsification or invention of data or citation in an academic exercise will be considered a violation of academic integrity.

3. Plagiarism - the appropriation and subsequent passing off of another’s ideas or words as one’s own.  If the words or ideas of another are used, acknowledgment of the original source must be made through recognized referencing practices.

4. Other Types of Academic Dishonesty - submitting a paper written by or obtained from another, using a paper or essay in more than one class without the teacher’s express permission, obtaining a copy of an examination in advance without the knowledge and consent of the teacher, changing academic records outside of normal procedures and/or petitions, using another person to complete homework assignments or take-home exams without the knowledge or consent of the teacher.

The use of unauthorized material, communication with fellow students for course assignments, or during a mid-term examination, attempting to benefit from work of another student, past or present, and similar behavior that defeats the intent of an assignment or mid-term examination is unacceptable to the University.  It is often difficult to distinguish between a culpable act and inadvertent behavior resulting from the nervous tensions accompanying examinations.  Where a clear violation has occurred, however, the instructor may disqualify the student’s work as unacceptable and assign a failing mark on the paper.

STUDENTS WITH DISABILITIES

Any student requesting academic accommodations based on a disability is required to register with Disability Services and Programs (DSP) each semester.  A letter of verification for approved accommodations can be obtained from DSP.  Please be sure the letter is delivered to me as early in the semester as possible.  Your letter must be specific as to the nature of any accommodations granted.  DSP is located in STU 301 and is open 8:30 am to 5:00 pm, Monday through Friday.  The telephone number for DSP is (213) 740-0776.

RETURNED COURSEWORK

Returned paperwork, unclaimed by a student, will be discarded after 4 weeks and hence, will not be available should a grade appeal be pursued following receipt of his/her grade.

ABOUT YOUR PROFESSOR

Carl Voigt is a Professor of Clinical Management & Organization in the Management and Organization Department.  In am in the strategy group within the department.  I received my Ph.D. from the Anderson School at UCLA in strategy and organization.  As you know by now, I am a native New Zealander, although I completed my undergraduate work at Avondale College in New South Wales, Australia.
At USC Marshall I specialize in teaching competitive and global strategy, and management courses in both the undergraduate and MBA programs.  My academic interests are in business, corporate and global strategy, and in particular in entrepreneurship.  Of late, I have become fascinated by finding ways to better understand global business, particularly in Latin America and Asia.  Mexico City, Havana, Beijing and Shanghai have become four of my favorite cities.
In terms of research, most recently, as a part of my work with the APEC Business Advisory Council (ABAC), I have become interested in issues of cross border commerce and global trade and investment.   For the last 8 years I have led teams of MBA researchers who have been completed research projects for ABAC.  This ABAC research has included projects on The Proliferation of Free Trade Agreements in the Asia-Pacific Region, Rules of Origin Regimes and Impact on Business in the APEC Region, Behind the Border: Non-Tariff Barriers to Trade in the APEC Region, Facilitating Temporary Worker Mobility in the APEC Region, Examining the Investment Landscape for Renewal Energy within APEC region, APEC Supply Chains: Identifying Opportunities for Improvement, and Trade in Services within the APEC Region: Opportunities for Improvements.
I have consulted with firms and organizations in the entertainment, food processing, tourism, health care, engineering, telecommunications, defense, and not-for-profit sectors.  I have recently informally consulted with the New Zealand government on their trade strategies, and I am on the US executive board of a NZ government program, Beachheads Program, designed to assist NZ businesses attempting to enter the US market.  I have also conducted numerous seminars for teams of managers in the areas of management and strategy. 

Initially, I began my career as a high school teacher.  My first job was teaching high school business subjects on Guadalcanal in the Solomon Islands.  During that time I also served as Chair of the Business Studies Curriculum Development Committee for the entire country, and a member of the National Secondary School Curriculum Committee for the Solomon Island government.  

Somewhat fortuitously I have been awarded seven Marshall’s Golden Apple teaching awards: one from the Marshall full-time MBA students, four from the Marshall undergrads, and two from your MBA.PM colleagues, most recently in 2012.  I was also honored to be awarded the Evan C. Thompson Teaching & Learning Innovation Award for 2009-2010.  Previously, I was an Associate Dean of our Marshall Undergrad Program, MBA.PM and EMBA Programs, and Marshall MBA Program.  I have also successfully coached several teams of Marshall undergraduates to world prominence in different case competitions.  In April 2001 I helped coach four Marshall undergraduates to first place in McGill’s international case competition.  In February 2000 I coached Marshall’s team to first place in the Marshall International Case Competition.  And I also coached Marshall undergraduate teams to a second place finish in 1998, and a final four finish in 1999.  I helped create the Marshall Global Consulting Challenge that the MBA program hosts for 11 other top business schools.
In a “past” life, I was heavily involved in coaching basketball; having coached at the high school, college and international levels.  While in the Solomon Islands I coached their national basketball team for 2 ½ years.  Today, I am first and foremost a father.  I have three sons and a daughter, (two of the boys are available adoption immediately!!!).  My wife, Diane, teaches grades 7-10.


SCHEDULE OF CLASSES - LA CORES


Session
Strategy Themes and Cases

Deliverables
Please pay close attention to the class schedule as it changes week to week

THEME 1:
HORIZONTAL DIVERSIFICATION

Session 1:
Corporate Strategy and Corporate Advantage: An Introduction
Personal Bio &
LA M 6/3
Case: The Walt Disney Company: The Entertainment King
Photo

Grant, Chapter 16 & 17 (Diversification Strategy & Implementing Corporate Strategy)

Piskorski, “Note on Corporate Strategy”

Session 2:
Scope of the Firm: Corporate Diversification
GCA1
LA W 6/5
Case: Newell Co: Corporate Strategy

Collis and Montgomery, Creating Corporate Advantage**

Campbell & Goold, Corporate Strategy: The Quest for Parenting Advantage**
THEME 2:
VERTICAL INTEGRATION
Session 3:
Scope of the Firm: Vertical Integration
GCA2
LA W 6/12
Case: Procter & Gamble: Global Business Services

Grant, Chapter 14 (Vertical Integration and Scope of the Firm)

Anand, Khanna & Rivkin, “Market Failures”

THEME 3:
GLOBAL STRATEGY

Session 4:
Global Strategy: Competing on a Global Basis
GCA3
LA M 6/17
Case:  BRL Hardy: Globalizing an Australian Wine Company


Grant, Chapter 15 (Global strategy)

Siegel, Introduction to Global Strategy


Gupta and Govindarajan, “Managing Global Expansion:  A Conceptual Framework**
Session 5:
Global Expansion and Global Market Attractiveness
GCA4
LA W 6/29
Cases:  Tyson Foods: Entering China (A) & (B)
Posted on Blackboard


Ghemawat, Managing Differences: The Central Challenge of Global Strategy**
Session 6:
Managing Global Market “Distances” and Differences
GCA5
LA M 7/8
Case:  Grupo Bimbo

Ghemawat, Distance Still Matters: The Hard Reality of Global Expansion**
Session 7:
Creating Global Competitive Advantages
GCA6
LA M 7/15
Case:  The Globalization of CEMEX


Ghemawat, “The Forgotten Strategy”**
Session 8:
Global Strategic Management
No GCA
LA W 7/22
Case:  United Cereal: Lora Brill's Eurobrand Challenge

Grant, Review Chapters 14 & 16


Bartlett and Ghoshal, “What is a Global Manager?”**
Thurs, July 29
FINAL EXAM
Group Assignments:
There are six (6) opportunities for groups to submit up to two (2) group assignment write-ups.  The best grade of the two will be recorded.  Groups may only one group assignment per theme.
**
Denotes article is available in EBSCO in the USC Crocker Library online eResources


SCHEDULE OF CLASSES – OCC CORE


Session
Strategy Themes and Cases

Deliverables
Please pay close attention to the class schedule as it changes week to week

THEME 1:
HORIZONTAL DIVERSIFICATION

Session 1:
Corporate Strategy and Corporate Advantage: An Introduction
Personal Bio &
OCC TH 6/4
Case: The Walt Disney Company: The Entertainment King
Photo

Grant, Chapter 16 & 17 (Diversification Strategy & Implementing Corporate Strategy)


Piskorski, “Note on Corporate Strategy”

Session 2:
Scope of the Firm: Corporate Diversification
GCA1
OCC TH 6/4
Case: Newell Co: Corporate Strategy

Collis and Montgomery, Creating Corporate Advantage**

Campbell & Goold, Corporate Strategy: The Quest for Parenting Advantage**
THEME 2:
VERTICAL INTEGRATION

Session 3:
Scope of the Firm: Vertical Integration
GCA2
OCC TH 6/20
Case: Procter & Gamble: Global Business Services

Grant, Chapter 14 (Vertical Integration and Scope of the Firm)


Anand, Khanna & Rivkin, “Market Failures”

THEME 3:
GLOBAL STRATEGY

Session 4:
Global Strategy: Competing on a Global Basis
GCA3
OCC TH 6/20
Case:  BRL Hardy: Globalizing an Australian Wine Company


Grant, Chapter 15 (Global strategy)


Siegel, Introduction to Global Strategy


Gupta and Govindarajan, “Managing Global Expansion:  A Conceptual Framework**

Session 5:
Global Expansion and Global Market Attractiveness
GCA4
OCC TH 7/9
Cases:  Tyson Foods: Entering China (A) & (B)
Posted on Blackboard


Ghemawat, Managing Differences: The Central Challenge of Global Strategy**
Session 6:
Managing Global Market “Distances” and Differences
GCA5
OCC TH 7/9
Case:  Grupo Bimbo

Ghemawat, Distance Still Matters: The Hard Reality of Global Expansion**
Session 7:
Creating Global Competitive Advantages
GCA6
OCC TH 7/22
Case:  The Globalization of CEMEX


Ghemawat, “The Forgotten Strategy”**
Session 8:
Global Strategic Management
No GCA
OCC TH 7/22
Case:  United Cereal: Lora Brill's Eurobrand Challenge

Grant, Review Chapters 14 & 16


Bartlett and Ghoshal, “What is a Global Manager?”**
Mon, July 29
FINAL EXAM
Group Assignments:
There are six (6) opportunities for groups to submit up to two (2) group assignment write-ups.  The best grade of the two will be recorded.  Groups may only one group assignment per theme.
**
Denotes article is available in EBSCO in the USC Crocker Library online eResources

Session 1
CORPORATE STRATEGY AND CORPORATE ADVANTAGE

Session 1 introduces the main focus of this course which is concerned with strategy-making in multibusiness corporations, both in a domestic and global context.  As noted in the course description, global multibusiness companies must be concerned with developing competitive strategies for the individual markets in which they have a presence.  However, they must also be concerned with choosing the industries and geographical regions in which to compete, and with selecting the kinds of activities they will undertake inside (or outside) the company.  Corporate strategy is concerned with managing a multibusiness organization so as to maximize the value of the total enterprise.  This means ensuring that the value of the whole corporation is greater than the sum of the values of its parts (its divisions or subunits), and greater than the cost of all the added infrastructure and bureaucracy put in place to maintain the corporate strategy.  We will keep revisiting three fundamental issues through the remainder of this course:

· How does a corporation create economic value through its multi-market, multi-region activities?

· How must the corporation be structured and managed to realize the benefits of its global multi-market activities?

· Why should those activities be undertaken inside the corporation, rather than accessed through contracts, joint ventures or strategic alliances?

Reading
Grant, Chapter 16:  Diversification Strategy

Piskorski, Note on Corporate Strategy
The Piskorski article is a basic primer on corporate strategy.  It outlines the basic dimensions of corporate strategy, and logic behind corporate strategy decisions.  Read it closely.  It is critically important that you fully understand the basic corporate strategy framework and logic at the beginning of the term.  
Case
THE WALT DISNEY COMPANY: THE ENTERTAINMENT KING


The Disney case, because we all have at least some passing familiarity with the corporation, is an excellent vehicle for us to introduce and to test our skills in corporate strategy evaluation.  More specifically we will get to see what goes into trying to sustain high performance in a large global
diversified firm.  We are placed in the Chairman’s and CEO’s chair in early 2001, and are faced with the question of how sustainable Disney’s corporate strategy really is.  Disney had missed its growth and profitability goals in 1998 and 1999, and the rebound in 2000 was unidimensional.


The case surveys chronologically the major eras in Disney’s history.  It begins with a survey of the history of Disney during the Walt Disney era.  It is a period of innovation, growth and essentially continuous success.    During the 1967-84 period Disney’s momentum seems to stall as it keeps looking back, and by asking “what would Walt do?”  Eisner takes over in 1984 and, after a number of bold moves, appears to refocus Disney.  Profits and purpose return.  By 1988, after four years under new management, the entertainment industry “King” reaches historic levels of sales and profitability.  It capitalizes on the synergies between its many disparate businesses, which are all out growths of long-lived cartoon characters.  With a stated goal of 20% growth in earnings per share, continued success depends on maintaining exceptional performance in each business,


managing the interrelationships among the businesses, and carefully selecting appropriate new businesses to enter.


However, between 1994-95, Disney is in turmoil, and by the end of the century, after a number of new acquisitions, Disney faces a number of strategic challenges.  Has Disney gone too far?  What should it do to regain its former competitive?  Disney seems to want to compete as a broad multi-media entertainment giant rather than as a unique family entertainment firm.
Session 1
Continued

Discussion

Questions
1.
Why has Disney, historically, been so successful?  What accounts for the 70-year success of Disney?  


2.
What does the Disney name contribute to each business? What are Disney’s core competencies?  What are its competitive advantages?


3.
How does Disney manage the relationship between its businesses?  How does Disney achieve across-business unit synergy?

3. What is the logic behind Disney’s corporate strategy?  Is this a good corporate strategy?


4.
What did Michael Eisner do to rejuvenate Disney?  Specifically, how did he increase net income in his first four years?

5.
Has Disney diversified too far in recent years?
Turn-in Topic:
Sketch out a diagram/map which positions all of Disney’s business units in relations to each other.  The challenge is to show visually show the relatedness to Disney’s core, and to the other businesses.  

IMPORTANT: Updated Photo/Bio
Please bring a brief biography of yourself to class, together with a recent photograph.  I WANT THEM ALL THE SAME SIZE - (5 ½ x 8 card/half a page max).  CUT A SHEET OF REGULAR PAPER IN HALF.  Attach a recent photo to the top right corner.  I am particularly interested in changes that have occurred since you began your MBA.PM almost a year ago.  I’d like a new, updated photo.  While some of the photos in the view books are OK, some don’t even look you like.  I would like to know your college major and minor(s) and when and where you graduated from.  I am particularly interested in your employment positions and major responsibilities, and areas of expertise.  In class discussions, I like to try to draw on those with special skills to help the rest of us learn and understand different management situations better.  If you would please also include a brief synopsis of the things that you are “passionate” about such as hobbies, interests, etc., it will help me get a better “feel” for the professionals who comprise our class.  Thank you!

Session 2
SCOPE OF THE FIRM: HORIZONTAL DIVERSIFICATION

In this session, “Scope of the Firm: Horizontal Diversification,” we will focus on diversification expansion and contraction decisions in multibusiness corporations.  The intent of this session is to further our understanding of the logic behind value-creating and value-destroying diversification moves.  We will examine both historical and current theories of diversification.  It is important to point out that much of the “received” theory of diversification promulgated by business consultants and academics in the 60s and 70s has proven to be “wrong.”  What we know and teach about diversification/horizontal expansion today, is markedly different.  In this session we will examine and critique the major arguments advanced for diversification in terms of value creation and strategic competitiveness.  Robert Grant, a noted strategy researcher, makes an apt observation about the track record of corporate diversification: “Diversification is like sex.  Its attractions are obvious, often irresistible.  Yet the experience is often disappointing.”  

Reading
Collis and Montgomery, Creating Corporate Advantage**


Campbell & Goold, Corporate Strategy: The Quest for Parenting Advantage**

Case
NEWELL CO:  CORPORATE STRATEGY 


Newell is a diversified manufacturer and marketer of a wide range of simple hardware, cookware, and houseware items.  Originally, a $14 million curtain rod manufacturer, by 1998 the company had grown through acquisition to become a $3.2 billion company.  During this time Newell adhered to essentially the same corporate strategy and produced a string of impressive results.  From 1987-1997, the company averaged 31% total return to investors verus an 18% average for the S&P 500.


This session is designed to provide an opportunity to assess how a company is creating value. The Newell Company made several acquisitions discussed in the assigned case study, one of a large US company called Rubbermaid.  Newell is now known as Newell Rubbermaid.  The objective of the case study is to assess whether the acquisitions undertaken by Newell, and its entire strategy, is likely to create or destroy shareholder value.  It is necessary to evaluate how Newell competes in its markets and what corporate parenting advantages it may have that will help enhance value in Rubbermaid.  

Discussion

Questions
1.
Does Newell have a successful corporate-level strategy?  Does the company add value to the businesses within its portfolio?

2. What are Newell’s distinctive resources?
3. What challenges faced the company in the late 1990s?
4. In this context, does the acquisition of Calphalon make sense?  Rubbermaid?

Group Assignment 1  (Due at the beginning of class)
Size up and evaluate Newell’s corporate strategy.  Has Newell created a parenting advantage that is sustainable?  How does Newell create/add value at the corporate strategy level (versus business unit level) to its enterprise?  Evaluate and recommend action regarding the proposed Calphalon and Rubbermaid acquisitions.
Follow the group assignment format outlined above.  Develop your argument 1n a comprehensive management report which should include a series of essentially visual report pages.  Concisely present the problem, reasons for the problem, important external and internal issues/development, options, and recommendations.  Attach a one- page executive brief (NOT A SUMMARY) which ties the exhibits together and cogently makes your main argument.  The brief must be one page only.  See posted examples
Session 3
SCOPE OF THE FIRM: VERTICAL INTEGRATION


Up to this point in this class, we have proceeded as if a firm’s boundaries were determined by market opportunities and available resources.  Session 3, Scope of the Firm: Vertical Integration, raises the level of strategic complexity one more notch.  We will focus our attention on not whether an activity should be performed by a firm, but where it should be performed – inside the corporate hierarchy or through some form of market exchange.  That is, should an activity be internalized or “out-sourced.”  We will draw heavily on organizational economics (agency theory and transaction cost analysis) to answer the question of where the efficient boundaries of firms should be.  We will challenge the need for the traditional fully integrated corporation where all major activities are brought within the organizational hierarchy.  Fully integrated organizations are but one end of a continuum of ways of managing activities.  We will consider the costs and benefits of using arm’s-length market exchanges (the other end of the continuum) and other intermediate ways of organizing and controlling important business activities.

Reading
Grant, Chapter 14: Vertical Integration and Scope of the firm

Anand, Khanna & Rivkin, “Market Failures”

Case
PROCTER & GAMBLE: GLOBAL BUSINESS SERVICES


Dave Walker, vice-president of business services opportunities and chairman of the governance team at Procter & Gamble, must decide what to do with P&G’s 5,700 employee Global Business Services (GBS) group.  Global Business Services brought together internal services such as finance, accounting, employee services, customer logistics, purchasing, and information technology into a single, global organization supporting all P&G business units.  Recently, P&G CEO A.G. Lafley questioned whether continued investment in GBS represented the best use of P&G’s resources.  Walker and the other members of the governance team must decide whether to spin off GBS, outsource GBS services to an outside company, outsource the GBS divisions separately to best-of-breed companies, or keep the group in-house.  In making the decision, Walker and the members of the team must consider the impact on the organization of altering the existing relationships between the members of GBS and the other employees at P&G.

Discussion

Questions
1.
Evaluate Procter & Gamble’s strategy.  What are its core competencies?  Where do they reside?

2.
Critically evaluate Procter & Gamble’s organization.  As best you can from the information given in the case, sketch out the organizational structure and reporting and decision-making logic used by P&G.  What are the advantages and disadvantages of their current organizational design?

3.
Fully assess the merits, short-term and long-term, of each of the four options under consideration for what to do with the Global Business Services unit.

i.
Spin off GBS as a separate business

ii.
Outsource all of GBS in one deal to one partner

iii.
Outsource GBS divisions separately to best-of-breed companies

iv.
Retain GBS in-house


Are there other options that you recommend P&G also give serious consideration to?

4.
Where should P&G “draw” the boundary to its organization?  That is, what activities should it own and have full administrative control of, and what activities should it contract for, partner for, or obtain in the market?  Do your best to describe the mechanism that makes this the best place to draw this line between what belongs inside the organization and what is best left outside.
5.
Apply the theoretical logic presented in the market failures framework (Chapter 14) to P&G’s outsourcing decision.  
Group Assignment 2  (Due at the beginning of class)

Prepare a formal report to Procter & Gamble’s management.  Make a recommendation to P&G.  Which alternative would you adopt and why?  Consider fully all the strategic, economic, and organizational/human resources issues surrounding the decision.  Provide supporting analysis and an organizational implementation plan.
Session 4
GLOBAL STRATEGY: COMPETING ON A GLOBAL BASIS


Session 4 broadens our study of corporate strategy to include the global dimension.  In this session our focus will be on the unique and difficult challenges of competing globally.  We will discuss the strategic and managerial challenges involved in “stretching” and “leveraging” core competencies and strategies globally into new markets with different characteristics.  The primary focus in Session 4 will be on understanding the logic of global competitive strategies.  At it most basic level, firms typically adopt one of four “generic” approaches to global strategy: international, global, multi-domestic, and transnational.  Each is also typically linked with a “generic” organizational structure and set of management approaches.  We will develop the strategic, economic, and organizational logic of each generic global strategy.  Each of these generic global strategies, as would be expected, comes with significant advantages.  But they also have their limitations and disadvantages.  More importantly, the adoption of one global strategy creates organizational inertia that can be difficult to change if a firm was to change to a different global approach.

We will also introduce a very simple but powerful global analytical framework creatively called the “Radio Model” for use of four letters: WBMH.  All business must effectively answer four compelling questions when considering expanding globally.  Those questions are: WHY go global, what can/will your enterprise BRING or BUILD as you cross national borders, what will you likely MEET when you enter the new global market, and HOW do you plan to do it.
Reading
Grant, Chapter 14: Global Strategy and the Multinational Corporation

Siegel, Introduction to Global Strategy


Gupta and Govindarajan, “Managing Global Expansion: A Conceptual Framework”**
Case

BRL HARDY: GLOBALIZING AN AUSTRALIAN WINE COMPANY

The Hardy case is framed around two key product launch decisions faced by Christopher Carson, Managing Director of BRL Hardy Europe and Steve Millar, Managing Director of the parent company, BRL Hardy Ltd, Australia’s second largest wine producer.  The decisions that these individuals make will shape not only the company’s future strategy but also the organization model and the management approach it takes in its fast-growing global business. More importantly, Hardy cannot make these decisions in a vacuum.  The global wine industry is changing in very substantive ways.  New challenges to the "old world" wine makers are coming from not only Australia but also South America and even South Africa.

The case will allow us to talk in general terms about the broad generic approaches companies typical take when going global.  These include an international strategy, multidomestic strategy, global strategy and a transnational strategy.

Discussion 

Questions
1. How do you account for BRL Hardy’s remarkable post merger success?

2.
What is the source of the tension between Stephen Davies and Christopher Carson?  How effectively has Steve Millar handled their differences?

3.
Do you agree with Davies’ assertion that Reynella headquarters had to be “global brand owners” and his subsequent articulation of the headquarters-subsidiary role and responsibility division as described on page 7 of the case?

4.
As Steve Millar, how do you manage this tension?  Do you intervene?  On which differences?  Is it serious enough to change one of the players?

5.
Should Millar approve Carson’s proposal to launch D’istinto?  Why/why not?

· What is the strategic logic driving this decision?  What is the organizational logic?

· Which of these logics should be more important to Steve Millar?

· What is the risk exposure here?

6.
What recommendation would you make to the organization concerning the conflicting proposals for Kelly’s Revenge and Banrock Station?  What would you decide to do as Carson?  As Millar?

Group Assignment 3 (Due at the beginning of class)

Your team should take the role of an outside management consulting firm hired by Christopher Carson, Managing Director of BRL Hardy Europe.  Steve Miller and Stephen Davies from Australia have agreed to the study and will be present at your presentation.  Both Carson and  Davies, and Miller have asked you to evaluate the company's strategic situation and to make recommendations. Assume, for purposes of this presentation, that you have completed your analysis of the situation and that you are ready to present your findings and recommendations to Carson, Davies and Miller.
Session 5: GLOBAL EXPANSION AND GLOBAL MARKET CHALLENGES



Session 5 will focus our attention on the challenge of analyzing global markets as potential markets for entry.    Global markets differ considerably from one another.  As research by Khanna and Rivkin concludes, knowing the profitability of an industry in one economy tells you very little about the profitability of the same industry in another economy.  Firms exploring the possibility of entering foreign markets must perform numerous analyses.  Among them firms must perform market profit potential analyses, detailed CAGE analyses, examine the nature and extent of demand, analyze the shape of the “market pyramid,” assess the attractiveness of the industry structure and the nature of competition within it, investigate the presence or absence of supporting institutional, and gauge political risk.  Differences between markets present firms with challenges but they also offer firms new opportunities if exploited carefully.
Reading
Ghemawat, “Managing Differences: The Central Challenge of Global Strategy”**
Case

TYSON FOODS: ENTERING CHINA (A) & (B)



(This case is available to be downloaded from Blackboard)

Be sure to leave sufficient time to review the supplement material, videos, and photos posted to blackboard.
Discussion

Questions
Case A

1.
Should Tyson expand its presence in China beyond its current export activities?


2.
What should be the focus of Tyson’s business in China?  Chicken? Pork? Or beef? Or a combination of these?  Should Tyson seek to enter all protein markets in China?  If so, should Tyson them all at same time, or sequence it enter over time?


3.
How large is the protein market in China?  Estimate market size and profit pools.  How aggressively should Tyson pursue a position in the protein market in China, if at all?


4.
What are the most important considerations that Jim Rice should focus on when entering China?  Apply the CAGE framework to the China protein market


Case B

1.
Evaluate the strategy Jim Rice has developed to enter the Chicken market in China.  Has he made the correct choices?  What if, anything, would you change in the Tyson China strategy?


2.
How should Tyson enter China?  Should they do so through joint ventures, acquisitions or Greenfield, or all three?  What are the pros and cons of each entry approach?


3.
If Tyson were to choose to enter through acquisition who should they seek to acquire?  Well-managed companies with solid market positions that would likely required a large premium to purchase, or a distressed struggling firm that would offer Tyson a lower cost entry?


4.
What should be the short-term and longer-term focus of Tyson’s strategy; retail, quick service restaurants, or food service?

Group Assignment 4 (Due at the beginning of class)

What strategic recommendations would you offer Jim Rice as he pursues his goal of achieving $2 billion in sales within 5 years?  What are you major sources of concern regarding Tyson’s success in China?  How would recommend Rice improve/modify/change his China strategy?
Session 6
MANAGING GLOBAL MARKET “DISTANCES” AND DIFFERENCES


The primary focus in Session 6 will be on understanding the market imperatives which drive/constrain/frame choices firms must make in formulating their global competitive strategies.  The bulk of our class session will be focused on applying what has become known as the Ghemawat “CAGE” framework.  It is an exceptionally useful analytical framework when used appropriately.  The “CAGE” Framework is a useful approach to assessing how similar and/or different global markets are to the domestic markets of firms.  Greater distance inevitably increases costs, risks, and imposes time delays on foreign market entry plans.  Learning how to understand and mitigate these distances is critical for the success of global expansion.  
Reading
Ghemawat, “Distance Still Matters:  The Hard Reality of Global Expansion”**
Case

GRUPO BIMBO

Grupo Bimbo, a leading global player in the baking industry, has expanded into China while at the same time undertaking initiatives to makes its US and South American operations more profitable.  The Bimbo case will allow us to analyze the company’s entire global strategy.  How our main focus will be on the challenges of how to best adapt to differences in the basic institutions of markets and differences in consumer preferences across as well as within economies.

Discussion

Questions
1.
Why is Grupo Bimbo much less profitable in Brazil and the US than in its home market, Mexico?


2.
How would you propose to address the challenges that Grupo Bimbo faces in Brazil?  How would you raise profitability?  Be specific about which actions you would take and which problems those actions would solve.

3.
How would you propose to address the challenges that Grupo Bimbo faces in the United States? Be specific about which actions you would take and which problems those actions would solve.

4.
Should Grupo Bimbo be in China?  Why, or why not?  If Grupo Bimbo continues its expansion in China, what (if anything) would you change about their strategy there?  It is useful to ask what they are actually doing in China in the first place.
Group Assignment 5 (Due at the beginning of class)
What changes, if any, should Grupo Bimbo make to its global strategy in order to be more successful internationally?  What changes should they make in the US market?  What changes should they make to improve profitability in Brazil?  Should they remain in China, and if so how should they pursue long-term profitability?
Session 7
CREATING GLOBAL COMPETITIVE ADVANTAGE



In Session 7 we address directly the issue of how to create, develop and exploit global competitive advantages.  In a very real way global competitive advantages are similar to domestic competitive advantages.  Essentially a firm must create a defensible position in which it can earn profits, and that it can protect against imitators, or it must build competencies that enable it to out perform rivals in terms of cost efficiencies, or consumer willingness-to-pay.  We will make much out of the concepts of arbitrage and replication across global markets.  “Replication refers to situations in which a firm tries to play the same role in global markets by setting up (most of) the same value chain in them.  Arbitrage refers to where a firm acts to cost/efficiency exploit differences across value chains in different countries.  Essentially, replication can rough be seen as capitalizing on the similarities across markets and arbitrage as capitalizing the differences.”

In this session we will also introduce the heptagon of global competitive advantage.  The framework focus attention on different sources of global advantage: national differences, economies of scale, economies of scope, economies of replication, global learning, global flexibility, and government and non-market strategies.

Reading
Ghemawat, “The Forgotten Strategy”**
Case
THE GLOBALIZATION OF CEMEX
This case describes the global expansion of CEMEX, a Mexican cement manufacturer.  The evolution of a modest Mexican cement manufacturer into a global leader in the industry is a tremendous success story.  The purpose of the case is to unpack how CEMEX has been able to expand its global presence with such remarkable success.  While other firms often compromise profits for growth, CEMEX has not had to make this trade-off.  The information in the case provides for a rich analysis of how CEMEX has managed to modify the industry landscape while also improving their internal capabilities and resources.  

Discussion

Question
1.
What are the benefits that CEMEX has derived by expanding across national boundaries?  More broadly, how can cross-border activities add value in an industry as apparently localized as cement?

2. How has CEMEX managed to outperform its leading international competitors in the cement industry? 
3. What accounts for the sequence in which CEMEX entered foreign markets?  How do the markets its has entered recently compare with the markets that it entered early on?  How far will competitive advantage travel—India, Brazil, Portugal/China?

4. Do mega-mergers of the international cement majors make sense?  Are there any efficiency reasons for these mega-mergers or are firms merely seeking market power?
Group Assignment 6 (Due at the beginning of class)

Evaluate CEMEX’s global strategy.  Using the heptagon framework of sources of global competitive advantages, analyze CEMEX’s global advantages.  How much of a financial advantage have these global competitive advantages created? How has CEMEX been able to outperform its rivals?  How does CEMEX create value?  How sustainable are CEMEX’s global competitive advantages?  Provide strategic recommendations for CEMEX’s top management team.

Session 8
GLOBAL STRATEGIC MANAGEMENT



In our final session we will tackle a number of important new topics; mostly focused on management and organization of global firms.  An equally important but often forgotten concern, for global expansion is developing and implementing organizational systems to support to the strategic moves across borders.  Bartlett and Ghoshal argue that the successful global corporations of the future will be what they call “Transnationals.”  Transnational corporations are multinational corporations that have been able to simultaneously achieve global low cost position, and highly-prized local responsiveness.  We examine the logic behind the transnational organizational form, and the challenges of building the organization to go with it.  Conceptually, we will examine the alignment of different global organizational structures with different global strategies and management sytems.
Read
Grant, Reread Chapter 17
Case

United Cereal:  Lora Brill’s Eurobrand Challenge
The United Cereal case describes a launch decision for a new cereal product in the disguised company United Cereal’s European organization. But it soon becomes clear that this decision facing Lora Brill, European VP, could have major strategic and organizational implications of UC as it is widely known. 

The case focuses on two important decisions facing Brill:

· Strategically, should Healthy Berry Crunch become the company’s first Eurobrand and be introduced in a coordinated manner Europe wide?

· Organizationally, should she create Eurobrand Teams to implement her proposed Eurobrand concept?

Discussion

Questions
1. 
As Lora Brill, United Cereal’s European VP, would you authorize Jean-Luc Michel’s request to launch of Healthy Berry Crunch in France?

2. 
What do you think of Brill’s Eurobrand proposals? Should she authorize the launch of Healthy Berry Crunch as the Eurobrand? What concerns do you have? How would you resolve them?

3. 
How might United Cereal implement your recommendations? What do you think of the Eurobrand Team proposal?  Offer United Cereal recommendations for its global strategy.  What are the management and organizational implications of your recommendations?  Should United Cereal launch Health Berry Crunch?  Yes or no?  Offer the pros and cons for a launch versus delay decision.

There is no opportunity to prepare and submit a group report for this session.
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