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COURSE DESCRIPTION
This course is designed to introduce the concepts of corporate strategy and introduce the pitfalls and benefits that firm’s face in their quest to enter foreign markets.  We systematically review the reasons that firms want to expand beyond a single industry and become international competitors: these include firm-level advantages, firm-level disadvantages, desire to learn from industry leaders, a desire to enter growing markets, trying to establish a first mover advantage, etc.  In short, there are many reasons.  

This course is designed to introduce concepts and tools that will help frame strategic issues in a multi-industry and global context.  The goal is to explore several different aspects of corporate and global management in order to prepare you to craft strategies, position businesses and assets, and define firm boundaries, so as to maximize long-term profits in the face of uncertainty and competition in the global environment.  

We will present frameworks for analyzing the global environment in which business decisions take place, including customers, technology, economics, competitors, special interest groups, and government. Then, the module examines the firm as a player in multiple markets and nations, and examines how strategic decisions affect the firm in its current markets, in its home country, and in shaping its global options for the future. Several different aspects of corporate and global strategy will be analyzed in this module, including motives for diversification, vertical integration, and global expansion, the impact of national differences on firm strategy, risks in dealing with foreign governments, market entry decisions, sources of global competitive advantage, and the dynamics of global competition between large competitors from different countries.
COURSE ORGANIZATION
In this course, we set up our study of global strategy by examining diversification and vertical integration.  We then move to global strategy and examine when firms move abroad, how they do so (via acquisitions, alliances, licensing, etc.), how they compete, and how they organize their global operations. The dominant theme of the course is the analysis of strategic decision-making in multi-business corporations, mainly in a global context.  Strategic decisions in one market can affect the firm’s activities in other markets as well.  We explore strategy formulation of multi-business corporations in a global context. 

EDUCATIONAL OBJECTIVES
Theory and Concepts.  The focus of this course is corporate strategy, which is concerned with the boundaries of the firm.  The three main aspects of corporate strategy are diversification, vertical integration, and global expansion.  We will spend most of our time on global strategy, but issues of diversification and vertical integration will also be discussed in context of global strategy.  

We will examine the challenges firms face in moving beyond their domestic markets.  For some firms global expansion is an offensive move that is designed to strengthen their competitive advantage and increase profits.  For others, global expansion is a defensive measure that must be undertaken to remain competitive in a rapidly developing global economy.  A firm’s ability to succeed globally depends upon a more complex set of factors than those that determined success in their domestic markets.  A sound global strategy requires different skills, including political risk management, adapting to the new “rules of the game” in terms of new laws and other norms, understanding the needs of a new set of consumers and how to compete with new competitors.

Understanding the concept of corporate strategy formulation, primarily in a global context, is a primary educational objective of this course.  We will explore how firms decide when to diversify or when to vertically integrate.  Some attempts to expand by these methods have worked well, while others have been spectacular (and very visible failures).  The corporate strategy cases discussed last year were AOL Time Warner and Tyco (before both hit hard times).  Issues of corporate strategy are critical and have led to the downfall of many large firms.  As future managers, you must understand what other markets (expanding horizontally, vertically or globally) provide viable opportunities for you to create and sustain an advantage based on your current resources and capabilities.  

Global strategy is particularly critical area, as the global economy becomes more integrated and trading agreements open up more foreign markets.  The theories of global strategy are still in the relatively early stages of development and most offer only partial insights into global strategy.  We will introduce several of these theories and discuss how they should be used to benefit managers of multinational corporations.  There is a lot of disagreement among international “experts” as to how firms should operate in the global economy.  We will review some of these debates and see why there is so much disagreement over how the global economy will evolve and how firms should react.

As with competitive strategy, this course is fundamentally integrative.  While competitive, or business-unit strategy, focused on integrating the various functions within the firm in an attempt to achieve superior performance within a specific industry, this course will focus on integrating across functions within the firm to achieve a strong position in multiple markets.  A primary objective of this course is to identify the various factors that must be considered when making multi-market, especially global, strategic decisions.  While we do not have time in a 14-session course to cover every aspect of corporate and global strategy, we will identify the fundamental issues and challenges faced by managers of multinational corporations.  Some of the core topics in this course include motives for corporate and global expansion, mechanisms for entering foreign markets, managing multi-national organizations, risks of dealing with foreign governments, and achieving global competitive advantage.

Analytical Skills.  Theoretical concepts are a great aid to understanding, but by themselves they do not help resolve real business problems or challenges.  Also needed are analytical skills and techniques that can be applied to the data to "fill in" the facts and premises assumed in the theories.  A second educational objective is to further increase each student’s inventory of useful analytical skills and tools.  Some of the tools are quantitative -- analyzing financial statements and comparative cost analyses, for example -- while others are more qualitative.  Learning how to apply these techniques, and, more importantly, when to apply them is a key course objective.

We will study a variety of different cases that explore different aspects of corporate and global strategy in order for you to gain experience in sizing-up a business and its problems or opportunities by conducting comprehensive strategic analyses of different competitive situations.  Consistency of a firm’s strategy with other business units, different customers, different political and economic constraints, new competitors, and possibly new suppliers must be considered.  While global strategy brings up several new issues, the underlying goal is still the same:  to achieve sustained superior performance and beat your competitors.  

In this course we are as much interested in developing an appreciation for the art of management as we are in understanding the science of management.  Tools alone do not make a strategist.  While the ability to master analytical models, frameworks, and tools is essential, ultimate success is more strongly predicated on prescient judgment, entrepreneurial insight, and a willingness to forcefully act with conviction.

Rhetorical Skills.  The best analysis in the world will have little effect if it cannot be communicated to others.  Managers must be able to articulate their views coherently and persuasively, and they must be skilled at understanding and critiquing other points of view.  Management is a "verbal sport;" perhaps 90% of a typical manager's day is consumed by oral communication.  Time is often scarce.  You must learn to make convincing arguments and to make them quickly, or the merits of their ideas are likely to become simply irrelevant.  This skill takes practice, and I will place a great deal of emphasis on it in class.

COURSE FORMAT
In order to achieve the objectives of the course, we will devote the majority of our class time to the analysis and discussion of cases that deal with various aspects of corporate and global strategy.  Brief lectures will be given to elaborate on key theoretical models and frameworks.  Lectures will be posted in Blackboard well before they are discussed in class.  When there is a lecture, I expect you to review the lecture in Blackboard BEFORE coming to class.  In addition, most lectures are delivered the day before the material is applied in a case.  Rather than using the material and then discussing it, I try to introduce the material at the end of one session so that you are familiar with the concepts and will be ready to apply them in the class sessions that follow.  Also note that lectures are intended to be interactive.  If you don’t ask me questions, I will tend to cover the lecture material quickly.

Cases provide a natural "test-bed" for theory and provide examples that help illustrate key 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.  A mix of old and new business cases has been selected on a range of companies from a variety of industry settings.  Each case is intended to teach us something specific, yet each can teach many things.  We will not attempt to exhaust each case of all its learning experiences, but rather build up a "war chest" of analytical tools, skills and insights, progressively over all the selected cases.

While I will direct class discussions, the quality of your learning experience will be directly determined by:  (1) your degree of preparation, active listening, and participation, and (2) your classmates' preparation, listening, and participation.  Some will not agree with you, and you may be asked to defend your argument or change your mind.  So long as criticism is directed at arguments and not at individuals, is relevant to the issues at hand and coherently argued, it is very much welcomed.

Case Preparation.  Because this course relies heavily on case material, extensive preparation before class and participation in class are required to ensure the course's success.  I know you have had a variety of case classes already but I thought I would contribute my variation on a theme about how to prep cases.  Read at your leisure or skip if your case prep capabilities are stellar.   (1) Preparation for a case discussion should begin with a quick reading of the assigned case and other materials.  (2) Then, it is worthwhile to review the discussion questions provided for clues as to what issues require special attention.  (3) The next step is normally to re-read the case carefully, taking notes that sort information, facts, and observations under a number of relevant headings.  Try to formulate theories or hypotheses about what is going on as you read, modifying or rejecting them as new information surfaces.  Push yourself to reach definitive conclusions before you come to class.  (4) You should perform quantitative analyses, “crunching” whatever numbers are available.  It is also important to provide quantitative support wherever possible, particularly when exploring various hypotheses as to the nature and importance of certain phenomena.  It is usually worthwhile to identify trends in the firm or industry, preferably with a quantitative measurement.  Some of these trends, often very important ones, will not be flagged in the text of the case.  (5) Finally, preparation will include notes that can be used to guide your class participation.

You will probably want to, and are strongly encouraged to, form study groups that will meet regularly to share insights and ideas about the assigned cases.  

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


Course Participation
20%


Individual Assignment
15%


Group Project
25%


Final Exam 

40%

A failing grade in any individual course component (< 50%) may result in failing the course.  Grading standards will conform to USC guidelines for required courses: a mean GPA of 3.3 GPA. (Faculty Handbook, 1994: 30).

COURSE 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 us 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-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 will be called on, at random, to participate in various aspects of class discussions.  While “cold-calling” is not popular with everyone, it is reflective of actual business situations.  When you attend a meeting, the expectation is that you are prepared and ready to contribute.  These cold calls are an important part of your 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.  

When class participation is graded, the question of quantity versus quality inevitably arises.  While both are important, the quality of your contributions will carry the most weight.  Consistent comments that add little value will not improve your participation grade.  

Professional behavior and respect for both your classmates and professors are expected. Your participation grade will be lowered if you disrupt the lectures and class discussions.  Examples of disruptive behavior that will lower your participation grade include (but are not limited to): arriving late, leaving early, side conversations in class, leaving and re-entering the classroom during the lecture or discussion. Tweeting. texting, or surfing the internet during class are not permitted. Unless explicitly asked for by the faculty, the use of laptops, tablets, smart phones, phones, digital music players, and similar devices is not allowed during class sessions.

Attendance:  While attendance per se is not graded, you cannot contribute to your participation grade without being in class.  Class attendance is essential and will be recorded.  All missed classes will be noted. Absences adversely affect your participation grade because it precludes your participation., no questions asked, no excuses of any kind expected or accepted.  An absence precludes participation and, thus, can negatively affect your grade.
Collection of Case Notes

In addition to in-class discussion, some participation points may also be earned by turning your answers to the case discussion questions at the end of class.  You can turn in your notes a maximum of three times during the term.  Notes will be collected at the end of class sessions throughout the term.  These notes will be returned to you in the following class sessions.  The purpose of this is to give those who did not get a chance to participate verbally in class a chance to show that they have thought carefully about the case.  This is NOT a full replacement for talking in class.  This is merely a way for those who are concerned about their participation grade to earn partial participation credit.  If you speak regularly, then you don’t need to do this.  Notes should carefully answer the discussion questions.  DON’T turn in your notes from the in-class discussion!  I want to see your thoughts about the discussion questions that you didn’t get the chance to voice in class.  If you did state them in class, then there is little value to turning in your notes.
Another way to impact your participation grade is through your conduct in the classroom.  I expect professional behavior and respect for both your classmates and the professor.  Activities that disrupt our class discussions will lower your participation grade.  Disruptive activities include, but are not limited to:  arriving late, leaving early, side conversations in class, leaving and re-entering the classroom during case discussions or lectures.
GROUP PROJECT
In GSBA 580, you will complete three parts of a group project. Your group will be assigned to an industry and a company in your PRIME country. The first part of the project, for GSBA 580a, consists of a country analysis of your PRIME country and other countries relevant to your company research. The second part of the project, for GSBA 580b, consists of an industry analysis of the industry in which your assigned company resides. The third part of the project, for GSBA 580c, consists of company-specific research, analysis, and conclusions related to an issue or set of issues facing your assigned company. The first and second part of the group project, the industry analysis report and country analysis report, provide a foundation and context for the third part of the project, the company research presentation and report.

INDUSTRY ANALYSIS REPORT

An industry analysis of the industry in which your assigned company competes is worth 25% of your grade in GSBA580B.  Please see Blackboard for a more detailed description of the industry analysis report.  A report detailing your industry analysis will set the stage for understanding the industry context for your company specific research.

PEER EVALUTIONS

All group members are expected to contribute fully to the group project. Peer evaluations of your team members will be submitted at the end of each of part of the group project (country analysis, industry analysis, and company research) to help assess each person's contributions to the group effort. Your individual scores on the group project will be adjusted to reflect your contributions to the group effort. Please see Blackboard for a more detailed description of the project peer evaluations.

INDIVIDUAL ASSIGNMENT
Details on the individual assignment will be distributed separately.

FINAL EXAMINATION
The final exam will be a closed-book exam based on the conceptual material and a case that will be distributed one week prior to the exam.  The exam will consist of multiple-choice questions, True/False/Explain questions, and short to medium length essay questions.  You will get more information on the exam during the last week of class.

COMMUNICATION: E-MAIL SYSTEM

Electronic communication for this course will take place through Blackboard, including lecture notes and information about the case competition, group project, etc.  Check the Blackboard course page on a regular basis.  

Please note that when printing lectures that are posted in Blackboard, please check to see if there is any annotation in the Notes section of Powerpoint—I often use the Notes section to provide additional explanation or examples.

ACADEMIC INTEGRITY
Plagiarism – presenting someone else’s ideas as your own, either verbatim or recast in your own words – is a serious academic offense with serious consequences.  Please familiarize yourself with the discussion of plagiarism in SCampus in Section 11, Behavior Violating University Standards https://scampus.usc.edu/1100-behavior-violating-university-standards-and-appropriate-sanctions/.  Other forms of academic dishonesty are equally unacceptable.  See additional information in SCampus and university policies on scientific misconduct, http://policy.usc.edu/scientific-misconduct/.
Discrimination, sexual assault, and harassment are not tolerated by the university.  You are encouraged to report any incidents to the Office of Equity and Diversity http://equity.usc.edu/ or to the Department of Public Safety http://capsnet.usc.edu/department/department-public-safety/online-forms/contact-us.  This is important for the safety whole USC community.  Another member of the university community – such as a friend, classmate, advisor, or faculty member – can help initiate the report, or can initiate the report on behalf of another person.  The Center for Women and Men http://www.usc.edu/student-affairs/cwm/ provides 24/7 confidential support, and the sexual assault resource center webpage sarc@usc.edu describes reporting options and other resources.
USC seeks to maintain an optimal learning environment. General principles of academic honesty include  the concept of respect for the intellectual property of others, the expectation that individual work will be submitted unless otherwise allowed by an instructor, and the obligations both to protect one’s own academic work from misuse by others as well as to avoid using another’s work as one’s own. All students are expected to understand and abide by these principles. SCampus, the Student Guidebook, (www.usc.edu/scampus or http://scampus.usc.edu) contains the University Student Conduct Code (see University Governance, Section 11.00), while the recommended sanctions are located in Appendix A. 

Students will be referred to the Office of Student Judicial Affairs and Community Standards for further review, should there be any suspicion of academic dishonesty. The Review process can be found at: http://www.usc.edu/student-affairs/SJACS/ . Failure to adhere to the academic conduct standards set forth by these guidelines and our programs will not be tolerated by the USC Marshall community and can lead to dismissal.

A number of USC’s schools provide support for students who need help with scholarly writing.  Check with your advisor or program staff to find out more.  Students whose primary language is not English should check with the American Language Institute http://dornsife.usc.edu/ali, which sponsors courses and workshops specifically for international graduate students.  The Office of Disability Services and Programs http://sait.usc.edu/academicsupport/centerprograms/dsp/home_index.html provides certification for students with disabilities and helps arrange the relevant accommodations.  If an officially declared emergency makes travel to campus infeasible, USC Emergency Information http://emergency.usc.edu/ will provide safety and other updates, including ways in which instruction will be continued by means of blackboard, teleconferencing, and other technology.

Students with Disabilities

The Office of Disability Services and Programs (www.usc.edu/disability) provides certification for students with disabilities and helps arrange the relevant accommodations.  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 (or to your TA) as early in the semester as possible. DSP is located in STU 301 and is open 8:30 a.m.–5:00 p.m., Monday through Friday. The phone number for DSP is (213) 740-0776. 
SUBMITTING GROUP DELIVERABLES ELECTRONICALLY
In addition to printed copies, electronic copies of all group deliverables should be submitted. One electronic copy of each assignment should be e-mailed directly to the faculty in the original Microsoft Word or Microsoft Power Point format. A second electronic copy of each assignment should be submitted using the Turnitin feature of Blackboard in the PDF format. All submitted work for this course will be subject to an originality review as performed by Turnitin technologies (http://www.turnitin.com) to find textual similarities with other Internet content or previously submitted student work. Turnitin is not permitted to use student-submitted work for any other purpose than (a) performing an originality review of the work, and (b) including that work in the database against which it checks other student-submitted work. Please see Blackboard for a more detailed description of submitting group deliverables electronically.
RETURNED COURSEWORK

Graded paperwork that is unclaimed by a student will be discarded after 4 weeks.  Students who miss class sessions when paperwork is returned are responsible for arranging for an appointment to retrieve the material.  Disputes over graded material should be brought to the professor’s attention as soon as possible. All examination papers will not be returned to the students. Students will be given time to review their examination papers. 
MY BACKGROUND
Kyle J. Mayer is Professor of Strategy in the Management and Organization Department.  He received his Ph.D. in Business Administration from the University of California at Berkeley with a concentration in Business Strategy.  He earned his B.S. from the University of California at Davis in Managerial Economics, after which he worked as a new product development project manager for Amdahl, a large mainframe manufacturer in Silicon Valley.

Dr. Mayer specializes in teaching strategy (competitive, corporate, global, and cooperative) here at USC.  His research interests include the use supplier relationships and strategic alliances to achieve competitive advantage as well as outsourcing and the boundaries of the firm.  He has conducted studies in several high technology industries, including aerospace, software, information technology, and biotechnology.  He has consulted and taught in a wide variety of industries (e.g., IT, aerospace, healthcare, entertainment).  He has also conducted extensive field research with technology firms in the Silicon Valley.  He is a two-time winner of the Golden Apple Teaching Award for the MBA core and teaches an MBA elective on alliances and cooperative strategies.  When he is not researching or teaching, his interests includes his family (wife Teri and daughters Brooke (7) & Kaitlin (5)), basketball, bridge and various church activities.
COURSE SCHEDULE
Session
Date
Case / Topic
Module I:
Corporate Strategy: Diversification & Vertical Integration


1
2/3 (Tu)
Corporate Strategy: Diversification and Vertical Integration



Case: The Walt Disney Company: The Entertainment King (9-701-035)




Reading:
Collis, The Scope of the Corporation (9-795-139)


2
2/5 (Th)
Corporate Strategy: What is Happening Now?
Reading: Market Failures (9-700-127)

Cases:  Mini-cases on current topics.  Some articles will be posted to Blackboard on topics related to corporate strategy but you can do your own research as well, given that these are well known firms and industries.
(1) Fox—Fox Sports, 21st Century Fox and FX under one roof?  What about Fox Sports 1? Why try to buy Time Warner?  Should Fox expand into digital distribution of its content beyond its Hulu ownership stake? What does the Fox brand stand for?  Should they enter the premium (pay) cable market to compete directly with HBO, Showtime, etc.? How does Fox deal with the opportunities posed by the ability to stream their own content?
(2) AT&T – DirecTV deal.  Is this a good long-term pairing?  Why is ownership necessary?  What were DirecTV’s long-term prospects without a partner?  If you were AT&T, would DirecTV have been your top acquisition candidate?  

(3) Amazon.com’s corporate scope.  Why does the same company that started selling books online also brand and sell a tablet and smart phone?  Why does it offer cloud services?  Why is it in the streaming video market?  How do you assess their recent vertical integration into their own branded products (starting with diapers)?  How do all these choices fit together into a coherent corporate strategy?
Mini-Lecture:  Corporate Strategy


3
2/10 (Tu)
Corporate Strategy: Managing a Conglomerate



Case:  Newell Company: Corporate Strategy (9-799-139)




Reading:
Piskorski, Note on Corporate Strategy (9-705-449)




Mini-Lecture:  Global Expansion
Module II:
Globalization: Motives, Context and Organization

4
2/12 (Th)
Global Expansion and Global Organization



Case: BRL Hardy: Globalizing an Australian Wine Company (9-300-018)



Readings: Siegel, Global Strategic Management (9-711-456)


5
2/17 (Tu)
Motives for Global Expansion



Case:  Lincoln Electric: Venturing Abroad  (9-398-095)



Readings: Ghemawat, Distance Still Matters: The Hard Reality of Global Expansion  (R0108K)




Khanna, Strategies that Fit Emerging Markets (R0506C)



Mini-Lecture:  Global Context & Competitive Advantage of Nations


6
2/19 (Th)
Lincoln Electric: Venturing Abroad (cont’d)

Mini-Lecture:  Market Entry

7
2/23 (M)
Foreign Investment and Market Entry: Political Issues
Case:  White Nights and Polar Lights: Investing in the Russian Oil Industry  (9-795-022)




Reading:   Note on Political Risk Analysis  (9-798-022)
Module III:
Global Competitive Advantage

8
2/24 (Tu)
Market Entry and Vertical Integration



Case:  Microsoft in China and India, 1993-2007 (9-708-444)




Mini-Lecture:  Reviewing key frameworks and theories


9
2/26 (Th)
Microsoft in China and India (cont’d)



Mini-Lecture:  Global Competitive Advantage 

10
3/2 (M)
Replicating a Successful Strategy Globally



Case:  The Globalization of Cemex  (9-701-017)




Reading: Ghemawat, Managing Differences (R0703C)

11
3/3 (Tu)
Global Strategy Implementation—Digital Movie Distribution Worldwide



Guest Speaker:  John Stewart, OnPrem Solution Partners (formerly of Fox)

12
3/4 (W)
Executing a Global Strategy: Managing in a Global Environment



Case: Silvio Napoli at Schindler India (A) (9-303-086)
Module IV:
Course Review


13
3/5 (Th)
Building a Global Competitor



Case: Grupo Bimbo (9-707-521)

14
3/10 (Tu)
Dynamics of Global Competition




Case: Finish Grupo Bimbo (if necessary)



Course Review
Thursday
3/12
Final Exam

Friday, March 27      Group Project Due at Noon 

       (Hardcopy to Bridge 306 AND email to me—see instructions above)   

9

