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Experience is the best teacher …
• “Great teachers are made, not born.”
TheEconomist, June 10, 2016
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A bit of background …
• Over 25 years of teaching experience
• UG, MBA, Executive

• Strategy; principles; micro econ; bus ethics; gov’t, bus & society;
entrepreneurship, etc.

• Full-time, part-time
• U.S. and international

• Cosmopolitan, non-U.S. centric

• Hybrid, online
(c) Frank T. Rothaermel
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"There are decades where nothing happens; and there are weeks where decades happen"--Lenin.
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Challenges
• Covid-19 pandemic
• Pressure from a variety of stakeholders (accreditation bodies,
students, parents, public policy)

• Higher performance demands
• Shorter attention spans
• Students ill-prepared for real-world
• Competition from MOOCs
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KNOWING

DOING
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The 3 C’s of Effective Teaching
in an Online/Hybrid Environment

(c) Frank T. Rothaermel

10

Connect

Teaching
Strategy

Concepts
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(c) Frank T. Rothaermel

11

(c) Frank T. Rothaermel

12

Why Flip?
• Content is digital

• Access 24/7
• Anytime, anywhere, on any device

• Individualized & adaptive learning

• Pause, rewind, fast forward, repeat, binge, etc.

• Students come to class more prepared

• Allows instructor to focus on more value-added teaching

• Meet your students

• Millennials, Generation Z
(c) Frank T. Rothaermel
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How to Flip?
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Teaching in Online/Hybrid Environment
• More class structure
• Establish an explicit learning contract
• Make the technology work for you
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Establishing a Learning Contract
• The 4 P’s of Student Responsibilities
• Preparation
• Presence
• Participation
• Professional behavior
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Teaching
Strategy

Concepts

Cases

Connect
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What is

?

• A course management and adaptive, individualized learning solution
that allows you to focus on more value-added teaching
• Connect contains the required readings (eBook + SmartBook),
MiniCases, full-length Cases, as well as Quizzes
• SmartBook is an adaptive reading experience that personalizes content
to meet the needs of each learner
• Connect is accessible on multiple devices, online and offline
https://www.mheducation.com/highered/connect.html
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The 3 C’s of Effective Teaching
in an Online/Hybrid Environment
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Connect: Concepts
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Flip -> student work before class
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Assessing student performance
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Application-Based Activities (ABA)
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ABA "Build-Borrow-Buy Framework" Click Here
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Connect: Cases
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Type of Cases & Preparation
•
•
•
•
•
•
•
•

Learning Objective
MiniCases
Full-length cases
Live Cases
Case discussion questions
Videos & Documentaries/Movies
Animated white board videos
Updates
• Social Media

(c) Frank T. Rothaermel
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Why using the 3 Cs: Connect, Concepts, Cases
• Flip the classroom
• Full immersion
• Keeping students engaged

• Individualized adaptive learning
• Team learning

• Accreditation

• Student assessment

• Discounted, all-digital learning package

• Complimentary 12 “best seller” full-length cases (Harvard Business Publishing)
• Complete suite of high-quality teaching resources
(c) Frank T. Rothaermel
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https://www.mheducation.com.sg/ise-strategic-management-concepts-9781260571233-asia-group
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Asia-focused Cases
•
•
•
•
•
•
•
•
•

UPS in India
Sony vs. Apple: Whatever Happened to Sony?
Dr. Shetty: “The Henry Ford of Heart Surgery”
Does GM’s Future Lie in China?
Tesla
Walt Disney
Nike
Hollywood Goes Global
IKEA: The World’s Most Profitable Retailer

• Other companies: Acer, AirAsia, ArcelorMittal, Alibaba, ASICS, Baidu, Bridgestone, BYD, Didi Chuxing,
Foxconn, Grab, Honda, Huawei, Hyundai, Lenovo, Nissan, Samsung, Tencent / WeChat, Toyota,
TSMC, Xiaomi, and ZTE.
(c) Frank T. Rothaermel
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You Tube Video Click Here
(c) Frank T. Rothaermel
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Let’s stay in touch … & Thank You!
frank@ftrStrategy.com
https://www.ftrStrategy.com/
Happy to share my syllabus, case teaching notes, etc.
(c) Frank T. Rothaermel
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Creating an Effective Online Strategic
Management Course:
Connect, Concepts, and Cases
Frank T. Rothaermel

The Russell and Nancy McDonough Chair
Professor & Sloan Industry Studies Fellow
Georgia Institute of Technology

Fall 2020

3:30 Section B

MGT 3659 – Foundations of Strategy
Monday and Wednesday 3:30 – 4:45 pm
Scheller COB Hybrid Touchpoint Learning
Anne Fuller, PhD, P.E.

Anne.Fuller@gatech.edu

Virtual Office Hours: As announced in class
& By Appointment (pls. email to see up a time)
___________________________________________________________________________________________
Covid19:
I am aware of the extenuating circumstances we are all in. Though I am an expert in the subject matter of this course,
there may be some errors in the hybrid learning delivery as I try out some new features with this course. I will also be
understanding that you may be in less than optimal circumstances to take this course. But let’s commit to each other
to work hard, have open communication and do our best! Let’s be focused and also kind with each other this
semester. In the end, I think we will be proud of what we accomplish together.
Required Materials
A required Textbook is available at the link below: FIFTH edition of “Strategic Management: Concepts” by
Rothaermel access to McGraw-Hill Connect Plus. If you get it someplace else (not
recommended) Please be sure to buy the book with Connect access.
You can sign up for the DIGITAL version of the book (~$100) it is available for rent (including
Connect Plus) from McGraw-Hill for 180 days through the canvas course. It is already paired
to a Connect section. Here is a video explaining how to buy the book and register in Connect
simultaneously. http://video.mhhe.com/watch/4q72PpEpzkXAd3hW4o52c8?
- You can also buy a loose-leaf version of the book directly from McGraw Hill for about $20
more and it may be a worthwhile investment especially if you are considering the Strategy &
Innovation concentration at Scheller.
Full and Mini-Cases: Will be available thru the McGraw-Hill Connect system and will not incur any additional costs
beyond the textbook/Connect costs above. (no HBS case pack needed).
Canvas:

This course uses the CANVAS learning management system. I will actively post announcements
which will also be sent to your GT email address.

Course Overview
Why are some firms more successful than others? This course provides tools and concepts for identifying the key
drivers of superior performance. The first part of the course develops analytical tools that are useful in analyzing a
firm’s competitive environment. We then consider how the firm’s choice of strategy can create competitive advantage
in a particular business, as well as the critical role of internal resources and competencies in sustaining those
advantages. This course uses a traditional learning format; with lecture, class discussion, case analysis, exams and
team assignments.
The course covers different pedagogies for a maximum learning environment. We start with concepts drawn from
textbook material enlivened by our virtual class discussions/groupwork. Next we bring in case analysis as a
framework to apply & discuss the textbook concepts. While required readings and lectures will cover concepts,
Copyright 2021 © McGraw Hill LLC. All rights reserved. No reproduction or distribution without the prior written consent of McGraw Hill LLC.
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research, and theories relevant to strategic management, the bulk of the course is concerned with the application of
these intellectual tools to real-world situations. Because the development of successful business strategies is, by
necessity, a collaborative process, we will model that process through significant use of group assignments and
activities. You are encouraged to use your group as a sounding board for text, cases and outside readings brought out
in the course. The teams can provide a sense of community and support in our hybrid learning environment.

COURSE LEARNING OBJECTIVES
This course is structured to help you achieve several major objectives. At the end of the course you will:
1. Synthesize and communicate your thinking around strategic management frameworks for differential
performance. These frameworks include the following elements:
- Strategy, Organization, Environment, Firm Resources, Strategy Implementation and Strategic
Leadership
2. Make decisions that create better integration between functional areas so as to improve firm
performance
3. Gain an awareness of the social and ethical implications of business strategy
4. Enhance your teamwork as a member, leader and subject matter expert.
Grade Components
Your course grade will be based on the following components and percentage allocations:
A. Contribution to Learning
B. Exam 1
C. Exam 2
D. Group Assignments
- mini-case/small assignments (5%)
-case written paper (15%)
-case questions (5%)
- case presentations (15%)

40%
10%
10%
40%

Attendance/ Active Participation
Given the hybrid learning environment, there are many ways to participate in this course. Frankly, we may need
some “trial & error” with the simulcast aspects of this course. Each In Person session will also be broadcast over
BlueJeans due to the reduced room capacity for physical distancing. You are expected to attend the class sessions
as assigned, unless you have a compelling reason not to do so. Synchronous attendance is assessed for this course
whether F2F or online. The synchronous sessions are a great way to discuss and apply the material with your
colleagues and gain useful skills as a valuable team member. I aim to provide real-time sessions that are
informative and fun and look forward to your active participation in a variety of methods.
Current USG Language for Cloth Face Coverings
Effective July 15, 2020, University System of Georgia (USG) institutions will require all faculty,
staff, students, and visitors to wear an appropriate face covering while inside campus
facilities/buildings where six feet social distancing may not always be possible. All members of the
campus community will be provided reusable cloth face coverings. Face covering use will be in
addition to and is not a substitute for social distancing. Anyone not using a face covering when
required will be asked to wear one or must leave the area. Refusal to comply with the requirement
may result in discipline through the applicable conduct code for faculty, staff or students. For more
information about face masks and coverings, review the guidelines from Human Resources.
The bottom line: If any student refuses to have an appropriate face covering during an in-person class, that student
will be asked to leave the classroom and may be referred to the dean of students for disciplinary action.
Copyright 2021 © McGraw Hill LLC. All rights reserved. No reproduction or distribution without the prior written consent of McGraw Hill LLC.

2

Fall 2020

3:30 Section B

Name Tent Cards
Please bring a LEGIBLE name card and display it for each F2F class. I would like to learn your names and this will
also help me keep track of your contributions. We will have a seating chart once we establish the class rotations for
F2F class attendance.
Student Use of Digital Devices in the Classroom
I would typically not allow computers and cellphones in a F2F classroom. However, given the simulcast nature of this
semester, it may be a best practice to encourage ALL students in the class to bring a laptop AND a headset or
earbuds if possible. We will also be using BJ breakout rooms and Turning Point polls during the live sessions and
these will require ALL students to be logged into a digital device. All devices IN the room need to have speakers off
and microphones muted unless we use them for class discussion (I’m still exploring options there). Please be
considerate of others in the synchronous class and only use these devices for work related to our course together while
we are meeting.
Student Use of Digital Devices in the BlueJeans Classes
All students should keep microphones muted unless they are asked to make a comment during the session. The “chat”
and “hand raise” features of BJ will be actively monitored. Indeed, I will ask one or two students each session to
moderate these boards. This assignment will rotate through the class and each moderator will receive full participation
scores for that class since they may not be able to contribute actively while keeping watch for others comments. It is
my experience that HEADSETS are best for both hearing and speaking during the class. Additionally, I ask that
students “video up” during the class unless there is a team or guest speaker. This provides an additional sense of
community in the hybrid environment.
Grade Components - Detailed
A. CONTRIBUTION TO LEARNING (40%)
This element is a compilation of individual efforts during the semester. This score is composed of three items.
1) contribution to class online discussion/chat/polls/Q&A (10%)
2) Homework and small class assignments (20%)
3) contribution to offline discussion boards (10%)
A. 1) Contribution to online class discussion: You are not only responsible for your own learning but also that of
your classmates. The contribution to class discussion grade is an assessment of your contribution to the learning of
your classmates. Please be prepared to be called in each class (whether virtual or F2F). I will also be assigning
students to monitor the chat bar and at the end of the live session, will download the chat bar as a pdf to gage
relevant questions and discussions there that were not able to be brought into the actual session. These scores will
account for 10% of the total class grade. Additionally content during Q&A sessions for the cases and minicases
will be measured for content of contributions. We will also be using Turning Point for polling questions during
some of our sessions. These scores will all roll into this section for 10% of the scoring.
A. 2) Homework & In-class activities: During the semester we will use a large variety of McGraw-Hill Connect
assignments to add to the learning environment. There will also be other individual assignments including
possibly some embedded questions in the pre-recorded materials and peer evaluations of some assignments.
NOTE: “Quizzes” inside Connect are used to check understanding of the material. They should be completed
last and after thoroughly reading the chapter. They are to be taken in a “closed book” mode. The other Connect
assignments (the chapter and exercises) are “open book” mode.
These scores will be added up and scaled to 20% of the total class grade.
A. 3) Contribution to offline discussion boards: You will be asked to contribute your own original thoughts as
well as respond to remarks by others on a variety of topics and strategic applications as the course proceeds. Some
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of these will be based on material from the textbook while others will relate to (provided) current event headline
stories. Full marks require a “discussion” on these boards. Thus, you are expected to come back to the boards more
than once over several days and respond to remarks from others. Posting of links and outside material on the
boards is also encouraged where it adds to the conversation. These scores will account for 10% of the total class
grade.
B. Exam ONE (10%)
There will be two online exams comprised of a set of multiple-choice and short answer questions. Exam one will
derive from the first 4 chapters of the textbook and any additional class materials. The exam will be “open-book,
closed-neighbor” and administered on Monday September 21st. You are permitted to refer to the textbook, slides,
class videos however NOT to turn to the open internet or other people for answers to the questions. Behavior
following the GT honors code is expected and an e-signature of the code will be enforced on the exam.
C. Exam TWO (10%)
There will be two online exams comprised of a set of multiple-choice and short answer questions. Exam two will
derive from the chapters 5 thru 9 of the textbook and any additional class materials. The exam will be “open-book,
closed-neighbor” and administered on Monday November 2nd. You are permitted to refer to the textbook, slides,
class videos however NOT to turn to the open internet or other people for answers to the questions. Behavior
following the GT honors code is expected and an e-signature of the code will be enforced on the exam.
D. GROUP ASSIGNMENTS (40%)
D.1 Mini-case Presentation/Small team assignments (5%)
Each team will prepare and present a mini-case to the class on either Wed. Sept 30th or Monday October 5th. Each
team will be assigned a mini-case. IF the team desires, you may substitute discussion of an extensive article about
another firm. It must be a firm we are not otherwise covering in the course. Any substitute firm also needs to be
APPROVED by the professor (though I am likely to approve as I want to encourage your engagement!). The focal
article needs to be provided in the email seeking approval. This article will then be uploaded into the course as a
replacement for the mini-case for the rest of the class to review.
Each team should cover: Brief intro of the firm/industry and key issues. Appropriate use of strategy frameworks in
developing recommendations (esp. material from Ch. 2 – 4). Team recommendation and implementation challenges
to mitigate the key issue addressed in the case/article. Outside research is encouraged and you are welcome to update
the cases to include the impact of Covid on the firm’s current situation (if the team desires to discuss that).
This 8 to 10-minute engaging discussion of your firm/situation presentation will be 5% of the class grade (25pts).
D.2 case written paper (15%)
The case teams are structured as TWO consulting teams providing different strategic recommendations to the focal
case firm. Both teams will produce a written report (see below) and do a presentation in a live session. The rest of
the class (not presenting) will have written up a one pager with questions and will be in the role of “company
executives or advisors” listening and questioning both the consulting teams.
Teams assigned an analysis report for a case will need to complete the written report and submit it by 10 am Monday
Oct. 19th. These reports will then be POSTED on the course website so that the critique and question teams will have
time to read these reports and respond to them in their own work (DUE 10 am. Fri Nov. 6th). More specifics are
provided in the Canvas assignment.
Team assigned a critique report for a case will need to complete a slightly shorter report based on the case and also
the analysis team’s report. The key role of the critique team is to create a written report that builds from the case and
provides a DIFFERENT recommendation to the focal case firm.
Each team will be asked to conduct a comprehensive strategic analysis of the firm (external & internal), assess
distinct options, and provide a recommendation to the firm. A broad guideline of the report should include a brief
description of the company, its historical/current corporate strategy, and its strategic issue, your recommendation,
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and the analysis that supports your final recommendation.
A good report will:
• Clearly and logically apply the course material to the phenomenon being investigated
• Present a thorough and rigorous analysis of the phenomenon
• Draw implications and suggest recommendations
• Discuss which insights are generalizable and under what conditions.
D.3 case questions (5%)
Every team will prepare a one-pager, which contains 2-3 questions for the cases they are not analyzing or critiquing.
Each question should be part of a short paragraph that contains a motivation for the question. Please format the
actual question in each paragraph in boldface type. Questions will be graded on their thoughtfulness, the degree to
which they challenge the analysis team’s thinking, and particularly use the information from the case to structure
their questions (it should be transparent from the questions that the team read and understands the case not just the
team analysis paper). Questions are per the schedule below.
D.4 case presentations (15%)
Presentations will be held during class time towards the semester end. (schedule below). Presentations will be 15
minutes for each case team. The case analysis team will start followed by the critique team. Following this, both the
Analysis and Critique Teams will respond to questions from the class in the role of executives from the case
corporation. A member of the analysis team shall be the Q&A moderator, watching the chat boards and facilitating
answers from members of both teams. Presenting teams will have the option of pre-recording video, narrating slides
or live discussion of a PPT slide deck.
It is important that group members contribute their time, knowledge and skills fairly to the team report. In the rare
case where there is concern during the semester about shared contributions, I will ask for detailed peer evaluations
and may assess penalties of up to 50% of the project grade.
Collaboration & Group Work
• Homework assignments should be done individually
• Cases will be done in groups
• Other group assignments will be clearly identified.
• Groups will be formed the first week of class
• A minimum of three students, and a maximum of four students will be in each group
Student-Faculty Expectations Agreement
At Georgia Tech we believe that it is important to strive for an atmosphere of mutual respect, acknowledgement, and
responsibility between faculty members and the student body. See http://www.catalog.gatech.edu/rules/22/ for an
articulation of some basic expectation that you can have of me and that I have of you. In the end, simple respect for
knowledge, hard work, and cordial interactions will help build the environment we seek. Therefore, I encourage you to
remain committed to the ideals of Georgia Tech while in this course together.
The schedule for the mini-cases is below:
MiniCase #
Company
Team
Preso Date
1
Apple
21
30-Sep
2
Starbucks
22
30-Sep
3
Blackberry
23
30-Sep
4
Nike
24
30-Sep
5
Dollar Shave
25
30-Sep
6
JC Penney
26
5-Oct
7
Paypal
27
5-Oct
8
GE
28
5-Oct
10
Hollywood
29
5-Oct
12
Uber
30
5-Oct
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The schedule for case analysis, critiques, and case questions is below.
Pres. Date (Slides
or MP4 Due by 10
am)

Case

Analysis Report
DUE Mon Oct
19th at 10 am

Critique
Report DUE Fri
Nov 6th 10 am

Facebook

Team 21

Team 26

Teams 22,23,24,
25, 27,28,29,30

11/9/20

Vanguard

Team 22

Team 27

Teams 21,23,
24,25,26,28,29,30

11/11/20

Best Buy

Team 23

Team 28

Teams 21,22,24,
25,26,27, 29,30

11/16/20

Amazon

Team 24

Team 29

Teams 21,22,23,
25,26,27, 28,30

11/18/20

Disney

Team 25

Team 30

Teams 21,22,23,
24,26,27, 28,29

11/23/20

Questions DUE
Fri Nov 6th 10 am

Chapter Outline - EXAMPLE
Chapter 1 :
Example of a typical chapter coverage:
* Each chapter will have one or more narrated slide videos.
* This will be followed typically by 3 activities from the McGraw-Hill Connect textbook.
1) a chapter wide ‘flip card’ system to assist with your understanding of each chapter.
2) a series of interactive exercises to work as a homework for deeper connection with key topics.
These may be videos, click & drag or short case reading exercises.
3) a timed quiz to gage your retention and application of key points in the chapter.
*A class discussion board looking at some application of a concept in the chapter is also likely.
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Summary of Sessions
Please note that I reserve the right to make changes in this schedule (including readings), but if so students will be
given adequate prior notice, via email, Canvas, and during class beforehand.

Class
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28

Week
1
2
3
4
5
6
7

8
9
10
11
12
13
14
15
16

Date
17-Aug
19-Aug
24-Aug
26-Aug
31-Aug
2-Sep
7-Sep
9-Sep
14-Sep

Planned Class Schedule Fall 2020 - MGT3659 (subject to change)
Day Description
Deliverables (check Canvas)
Mon Introduction to course, logistics, student intros Register for MGH Connect book (5th ed)
Wed Chapter 1 - What is strategy?
Resume' submitted
Mon Chapter 1 - What is strategy?
Wed Chapter 2 - Strategic Leadership & Process
Connect Assignments (MGH)
Mon Chapter 2 - Strategic Leadership & Process
Finalized Teams Announced
Wed Chapter 3 - External Analysis
Connect Assignments (MGH)
Mon Labor Day Holiday
Wed Chapter 3 - External Analysis
Mon Chapter 4 - Internal Analysis
Connect Assignments (MGH)

16-Sep

Wed

Chapter 4 - Internal Analysis

21-Sep
23-Sep
28-Sep
30-Sep
5-Oct
7-Oct
12-Oct
14-Oct
19-Oct
21-Oct
26-Oct
28-Oct
2-Nov
4-Nov
9-Nov
11-Nov
16-Nov
18-Nov
23-Nov
25-Nov
30-Nov

Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon
Wed
Mon

Exam 1 - DURING CLASS MTG TIME ONLINE
Chapter 5 - Competitive Analysis
Connect Assignments (MGH)
Chapter 5 - Competitive Analysis
TEAM Presos
Mini Cases/Article 1st five
TEAM Presos
Mini Cases/Article 2nd five
Chapter 6 - Business Strategy
Connect Assignments (MGH)
Chapter 6 - Business Strategy
Chapter 7 - Business Strategy: Innovation
Connect Assignments (MGH)
Chapter 7 - Business Strategy: Innovation
TEAM Analysis REPORTS DUE
Chapter 8 - Corp Strategy: Vert & Diverse
Connect Assignments (MGH)
Chapter 8 - Corp Strategy: Vert & Diverse
Chapter 9 - Corp Strategy: Alliances
Exam 2 - DURING CLASS MTG TIME ONLINE
Prep for Team Assignments/Presentations
TEAM Critique REPORTS DUE
Team Presentations (A) Facebook
Slides/Preso due in Canvas 10 am
Team Presentations (B) Vanguard
Slides/Preso due in Canvas 10 am
Team Presentations (C) Best Buy
Slides/Preso due in Canvas 10 am
Team Presentations (D) Amazon
Slides/Preso due in Canvas 10 am
Team Presentations (E) Disney
Slides/Preso due in Canvas 10 am
Thanksgiving Holiday
Reading Day
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Academic Honesty
Honesty and transparency are important features of good scholarship. On the other hand, plagiarism and cheating are
serious academic offenses with serious consequences. If any student is discovered engaging in either behavior in this
course, they will earn a failing grade on the assignment in question, and further disciplinary action may be taken.
Additionally, any student suspected of cheating or plagiarizing on an assignment will be reported to the Office of
Student Integrity, which will investigate the incident and identify the appropriate penalty for violations. My objective
is to create an environment where you can learn and grow, while ensuring that the work we all do is honest and fair.
Georgia Tech aims is to cultivate a community based on trust, academic integrity, and honor. Students are expected
to act according to the highest ethical standards. For information on Georgia Tech's Academic Honor Code, please
visit http://www.catalog.gatech.edu/policies/honor-code/ or http://www.catalog.gatech.edu/rules/18/
Plagiarism Policy
Plagiarism is a serious offense. You are not allowed to copy and paste or submit materials created or published by
others, as if you created the materials. All materials submitted and posted must be your own.
Student Honor Code
All course participants (including myself and students) are expected and required to abide by the letter and the spirit
of the honor code. If there is any way I can help you in complying with the honor code, please do not hesitate to ask.
I will do the same.
Accommodations for Students with Disabilities
If you are a student with learning needs that require special accommodation, contact the Office of Disability Services
at (404)894-2563 or http://disabilityservices.gatech.edu/, as soon as possible, to make an appointment to discuss your
special needs and to obtain an accommodations letter. Please also e-mail me as soon as possible in order to set up a
time to discuss your learning needs.
Campus Resources for Students
In your time at Georgia Tech, you may find yourself in need of support. Below you will find some resources to support
you both as a student and as a person.
Academic support
• Center for Academic Success http://success.gatech.edu
o 1-to-1 tutoring http://success.gatech.edu/1-1-tutoring
o Peer-Led Undergraduate Study (PLUS) http://success.gatech.edu/tutoring/plus
o Academic coaching http://success.gatech.edu/coaching
• Residence Life's Learning Assistance Program
https://housing.gatech.edu/learning-assistance-program
o Drop-in tutoring for many 1000 level courses
• OMED: Educational Services (http://omed.gatech.edu/programs/academic-support)
o Group study sessions and tutoring programs
• Communication Center (http://www.communicationcenter.gatech.edu)
o Individualized help with writing and multimedia projects
• Advising and Transition (https://advising.gatech.edu)
o Study Strategies Seminar course https://advising.gatech.edu/gt2801-study-strategies-seminar
o Academic coaching https://advising.gatech.edu/academic-coaching
o Advising in your major http://advising.gatech.edu/
Copyright 2021 © McGraw Hill LLC. All rights reserved. No reproduction or distribution without the prior written consent of McGraw Hill LLC.
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Fall 2020

3:30 Section B

Personal Support
Georgia Tech Resources
• The Office of the Dean of Students: https://studentlife.gatech.edu/content/get-help-now;
404-894-6367;
Smithgall Student Services Building 2nd floor
o You also may request assistance at https://gatechadvocate.symplicity.com/care_report/index.php/pid383662?
• Center for Assessment, Referral and Education (CARE) 404-894-3498; https://care.gatech.edu/
o Smithgall Student Services Building 1st floor
o Students seeking assistance from the Counseling Center or Stamps Psychiatry need to visit
CARE first for a primary assessment and referral to on and off campus mental health and well being resources.
o Students in crisis may walk in during business hours (8am-4pm, Monday through Friday) or contact
the counselor on call after hours at 404-894-2575 or 404-894-3498. Other crisis resources:
https://counseling.gatech.edu/content/students-crisis
• Students’ Temporary Assistance and Resources (STAR): https://studentlife.gatech.edu/content/star-services
o Can assist with interview clothing, food, and housing needs.
• Stamps Health Services: https://health.gatech.edu; 404-894-1420
o Primary care, pharmacy, women’s health, psychiatry, immunization and allergy, health promotion, and
nutrition
• OMED: Educational Services: http://www.omed.gatech.edu
• Women’s Resource Center: http://www.womenscenter.gatech.edu; 404-385-0230
• LGBTQIA Resource Center: http://lgbtqia.gatech.edu/; 404-385-2679
• Veteran’s Resource Center: http://veterans.gatech.edu/; 404-385-2067
• Georgia Tech Police: 404-894-2500; http://www.police.gatech.edu
National Resources
● The National Suicide Prevention Lifeline | 1-800-273-8255
o Free and confidential support 24/7 to those in suicidal or emotional distress
● The Trevor Project
o Crisis intervention and suicide prevention support to members of the LGBTQ+ community and their
friends
o Telephone | 1-866-488-7386 | 24 hours a day, 7 days a week
o Online chat | 24 hours a day, 7 days a week
o Text message | Text “START” to 687687 | 24hrs day, 7 days a week

Copyright 2021 © McGraw Hill LLC. All rights reserved. No reproduction or distribution without the prior written consent of McGraw Hill LLC.
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SCHELLER COLLEGE OF BUSINESS
SPRING 2021
MBA CORE STRATEGY
MGT6508 (A), T 2:00 – 3:15 & 3:30 – 4:45
Professor:
Teaching Assistant:
Course Website:

Frank T. Rothaermel frank.rothaermel@gatech.edu
Leonardo Ortega leonardo.ortega@scheller.gatech.edu
http://canvas.gatech.edu/

_____________________________________________________________________________
Course Delivery
The first part of this course is taught virtual, the second (project-based) part is in-person (optional)
and/or virtual. All virtual sessions are synchronous and are recorded for later viewing. Assignment
delivery is virtual, and while interactive learning software (including eBook, quizzes, etc.) is used, no
digital proctoring tool such as Respondus Monitor is used. While you are expected to attend all
sessions, this course does not require in-person attendance.
Course Objectives
Strategic management is defined by the questions of Why are some companies successful while others fail?
And what can you do about it? The course builds on and integrates the functional core area courses
(accounting, business ethics, finance, IT management, marketing, operations management,
organizational behavior) to understand how firms gain and sustain a competitive advantage. Successful
completion of this course enables you to understand an organization from a strategic perspective as
a general manager and craft and implement strategy to help it gain and sustain a competitive
advantage.
This course’s central learning element is the Strategy Live Case Project, a team assignment that
serves as an integrative and experiential learning exercise. The Strategy Live Case Project is a fully
immersive learning experience that will help you position yourself better in the job market for an
internship and full-time employment in general and as a consultant or strategist.

1
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Each study group will conduct a comprehensive strategic analysis of a company to address a real-life
strategic challenge question. The Jones Career Center and Yours Sincerely select the companies and
projects for the Strategy Live Case. The companies we are working with are either recruiting actively
at Scheller or are companies we would like to recruit here (more details below). As a learning team,
you will present your findings and recommendations at the end of the semester, with company
representatives present.
Learning Objectives
After successful completion of this course, you will be able to:
1.
2.
3.
4.
5.
6.
7.
8.

Become an effective strategic leader
Conduct a comprehensive strategic management analysis
Analyze industry structure to understand industry performance differentials
Assess a firm’s resources, capabilities, and core competences and their potential to create a
competitive advantage
Formulate strategies across the functional, business, and corporate level
Formulate strategies in dynamic technological environments
Formulate strategies to compete effectively in the global arena
Implement strategic initiatives that drive change within an organization

Course Materials
Connect contains the required readings (eBook + SmartBook), MiniCases, full-length Cases, as well
as Quizzes. SmartBook is an adaptive reading experience that personalizes content to meet the needs
of each learner. Connect is accessible on multiple devices, online and offline.
The Quizzes are in Connect, so each student needs to register and purchase access to complete the
required course assignments. While Connect is needed, buying a paper copy of the text is optional.
Connect is available at the discounted price of $99 directly from the publisher (see link below). A
printed (color) paper copy of the text can be purchased in Connect for $25. I will make the class
slides available via the Canvas course website.
•

Connect (required), including digital SmartBook with MiniCases and full-length Cases
Rothaermel, F.T. (2021), Strategic Management, 5e (McGraw-Hill)
 Video “How to Register for Connect & Access Connect Student Support & ReadAnywhere
App” here
 Register at: https://connect.mheducation.com/class/rothaermel_sp21_mgt6508_a
 Connect Student Support: 800-331-5094 / https://mhedu.force.com/CXG/s/ContactUs

2
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•

Optional (but highly recommended). The Wall Street Journal, student subscription special
offer: https://r.wsj.com/PROFnn2g
COURSE GRADING

Standard Grading Scale: A = 100-90; B = 89-80; C = 79-70; D = 69-60; < 60 = F.
Grade Components
12
Individual Chapter Quizzes (pass/fail) @ 4% each, and a total of
7
Individual MiniCase Quizzes (graded) @ 1% each, and a total of
Strategy Live Case Project (team-based)
thereof
Paper & Slide Deck 50%
Presentation 50%
Attendance & Participation

48%
7%
35%

10%

Individual Online Quizzes in Connect. To enhance your preparation and the quality of the class
discussions, please read the entire eBook, not just the highlighted parts in SmartBook. After reading
each chapter, there will be an online quiz in SmartBook for that chapter. Each quiz will contain
questions drawn from the assigned chapter reading. To complete the quiz, you must answer all the
posted questions correctly, but you have multiple attempts to do so (pass/fail). After reading each
assigned MiniCase, there will be a quiz with one attempt to answer correctly (graded).
Failing to complete an assigned quiz before class results in a score of zero for that quiz. The
assigned quizzes are due by 2 pm of the class. The next set of quizzes is released at 5 pm after
class. Thus, you have one week to complete each set of assignments as detailed in the syllabus.
Attendance & Participation. Given the current rise in Covid-19 cases in combination with the
case teaching method for this course, there is a good chance that much of the class will need to be
taught virtually. All sessions will be synchronous, and you are required to attend all sessions during
class time. If you miss a session, you are required to watch the recording. During class, you need to
be ready to participate, including via video link. While you are expected to attend all sessions, this
course does not require in-person attendance.
Although in-class participation is just 10% of your total grade, please keep in mind that it can make
the difference between an entire grade point. Since this course is based mainly on the Socratic
method, it is crucial that you and your learning team arrive for each class fully prepared to participate
in the discussion. Work through each assigned reading carefully before class. You need to
demonstrate an understanding of the relevant issues and problems in the assigned readings.

3
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Case Questions (in-class discussion)
We discuss each case in class on the assigned date. We will spend some 60-90 min on each fulllength case. Each learning team should work through the case discussion questions, and be
prepared to kick-off the discussion with a ~10-15 minute presentation, using slides. I will call on
groups randomly to lead the discussion, so please be prepared. Please coordinate among your team
members before the sessions. The more we all put into it beforehand, the more each one will get out
of it.
Please be prepared to provide quality and in-depth comments to the following Case Discussion
Questions:
McDonald’s Corporation
1.
2.
3.
4.

What is the strategic issue(s) that McDonald’s needs to address?
What are McDonald’s core competencies?
What is McDonald’s business model? How does McDonald’s make money?
What trends in McDonald’s external environment are likely to have the most significant impact
on its ability to sustain a competitive advantage?
5. What is McDonald’s strategy? Has it changed over the last few decades, and if so, how?
6. How should CEO Kempczinski address the strategic issue(s) identified? Be specific.
Netflix, Inc.
1. Describe Netflix’s strategy process over time. What approach to the strategy process does
Netflix follow? What works well with this approach? What are some challenges with this
process, especially as Netflix continues to grow fast?
2. How was Netflix able to disrupt the U.S. home entertainment industry? Describe Netflix’s
innovation strategy over time. Also, how did Netflix’s business change over time? How did
Netflix’s business model innovation support its technology strategy?
3. What are Netflix’s core competencies? How can they help Netflix to sustain its competitive
advantage? How must its core competencies be honed and modified?
4. The Covid-19 pandemic has intensified the “Streaming Wars.” Who are Netflix’s competitors?
How should Netflix address the competition?
5. International expansion appears to be a significant growth opportunity for Netflix. What
challenges does Netflix face by going beyond the U.S. market? What can Netflix do to address
some of the challenges encountered when going internationally? And which international
markets should Netflix focus on, and why?

4
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Tesla, Inc.
1. Since going public in 2010, Tesla’s (normalized) share price has appreciated by 13,000%. In early
2021, Tesla’s market cap stood at some $600bn, a multiple of all the other car companies (e.g.,
Volkswagen, Toyota, GM, Ford, FiatChrysler, etc.) combined. Do you believe that Tesla’s stock
market valuation is rational, or do you think it is a hyped-up overvaluation? Explain.
2. What business model is Tesla pursuing? How is Tesla’s business model different from traditional
car manufacturers?
3. Historically, the automotive industry in the United States has had high barriers to entry. How
was Tesla able to enter the mass-market automotive sector?
4. What type of innovation strategy is Tesla pursuing? Tie your explanation to Elon Musk’s (2006)
“The Secret Tesla Motors Master Plan” here.
5. In which stage of the industry life cycle is the electric vehicle industry? What are the implications
for the future development of this industry? What key strategic initiative would be most
important at this stage of the industry life cycle?
6. Evaluate Elon Musk’s “Master Plan, Part Deux,” here and assess if Tesla can gain and sustain a
competitive advantage.
The Walt Disney Company
1. What makes Disney unique? How did Disney create its uniqueness?
2. What strategic pillars did Robert Iger put in place to grow Disney into the world’s largest Media
and Entertainment Company? Detail each strategic pillar and explain why this may or may not
be critical to Disney’s future.
3. What is Disney’s traditional business model? How did the Covid-19 pandemic challenge this
model? How should Disney adapt its business model?
4. What are Disney’s other strategic challenges? What recommendations would you give Disney’s
CEO Bob Chapek to address these challenges? Be Specific.
Nike, Inc.
1. What are Nike’s vision, mission, and values? Nike’s strategic intent is to be a company that
“stands for something meaningful”—what does this mean? What are the upsides and downsides
of this kind of corporate social responsibility?
2. Analyze the external environment Nike faces by applying a PESTEL analysis. What is your
conclusion?
3. Analyze the industry environment Nike competes in by applying a five forces analysis. What is
your conclusion?
4. What are Nike’s core competencies? Are any of the core competencies a source of a sustainable
competitive advantage? Why, or why not?

5
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5. Given the convergence between technology and apparel/shoes, apply the build-borrow-or-buy
framework, and indicate how Nike should go about addressing this opportunity or threat.
6. Identify the top challenges in each of Nike’s internal and external environments, and suggest
how CEO John Donahoe may address them.

STRATEGY LIVE CASE PROJECT
Team-Based Strategy Project. The Strategy Live Case Project serves as an integrative
management exercise to complete the first year in the MBA program. Each learning team will
conduct a complete strategic management analysis of a company and provide recommendations in
response to a real live strategic challenge question. You will be part of a self-assigned study group
and are asked to give a professional group presentation based on the Strategy Term Project modules
(posted on Canvas). Your task is to use the frameworks and concepts from the Strategy course to
make sense of the situation and use this analysis to derive recommendations in response to the
strategic challenge question posed. Apply the AFI framework: After Analysis and Formulation to
derive your recommendations, think about how you would Implement them. You may use this
outline for your term paper & slide deck.
Group Presentation. Each learning team must give a professional presentation with the Strategy
Project modules serving as an outline to conduct a complete strategic management analysis. The
time allotted for each presentation is 25 minutes for the entire group. Each group member must
participate in the presentation. Following the group presentation, there will be a 20 minutes Q&A
session, including from executive project sponsors who attend the presentations. Your presentation
will be evaluated based on the application of frameworks, depth of analysis, soundness of
recommendations, style and delivery, and handling of questions.
Strategy Live Case Project Deliverables
1. Strategy Project Slide Deck
Presentation Slides are due *before* your presentation on the day you are presenting,
electronically via email to frank.rothaermel@gatech.edu and your executive guests/sponsors
(.ppt, .pptx, or pdf format), due at your presentation
2. Strategy Project Team Paper
Each team is required to hand in a 10-page report (single-spaced), excluding references and
appendices (e.g., graphs, etc.), documenting its analysis with the modules serving as an outline.
Strategy Project Papers are due at your presentation. Papers will be evaluated based on the
rigor and relevance of the analysis in addition to original research efforts.
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Next Steps
•
•

•

•

•

•

•
•
•
•
•
•

We lined-up 12 companies are lined-up for the Strategy Live Case Project (see below)
Form 12 study groups. You need to coordinate this among yourselves. The team size is min. 5
members and max. 6 members. Make sure that there are 12 teams because we made
commitments to 12 companies. All students need to have a learning team. Otherwise, I will need
to assign students into study groups to keep our commitments to sponsoring companies.
Each team must rank the top four company choices of your group, with 1 = first choice (see
“Company Profiles” below). Include a paragraph explaining why your team would be a good fit
with your #1 company choice. Each team must provide four choices in rank order.
Each team selects 1 team captain per group (for admin leadership). Team captain only to submit
company choices to frank.rothaermel@gatech.edu no later than noon on Friday, January 29.
Send only one email per group. If there are students I haven’t heard from by the deadline, they
will be assigned to other and/or form study groups.
After being notified on which company your team will work on, the team captain contacts
Kevin.Stacia@scheller.gatech.edu in Jones Career Center to obtain executive contact
information.
Ideally, you’ll have two meetings during the semester with the executive sponsor/s for 1-2
hours. The first meeting should take place after you have a good understanding of the company
by studying publicly available sources.
The executive(s) will attempt to attend the presentation.
Your presentation date is determined by the availability of the company executives (more detail
TBA). Kevin.Stacia@scheller.gatech.edu will coordinate the presentation date and time
Team captains are responsible for confirming presentation dates and times and coordinating the
executive visit (VIP treatment).
The executive sponsor/s will have an opportunity to ask questions and have 5-10 minutes to
comment on the presentation and make general comments.
The project is based on publicly available information only.
Student teams are encouraged to attend another teams’ presentation.

7
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POLICIES & RESOURCES
Georgia Tech Honor Code & Academic Dishonesty
“I commit to uphold the ideals of honor and integrity by refusing to betray the trust bestowed upon
me as a member of the Georgia Tech community.”
Diversity, Equity, and Inclusion
We commit to creating an inclusive, diverse, and equitable learning environment. Regardless of
personal history, background, or identity category, every student is a valued member of the Georgia
Tech community. Your experiences and ideas are valuable and essential, and you are encouraged to
share them freely and respectfully. If you find aspects of the course instruction, subject matter, or
classroom environment that result in barriers to your inclusion, please reach out to me without fear
of reprisal. “E pluribus unum,” that is, “out of many, one.”
Copyright Infringement
What is copyright infringement? “Copyright is a statutory or common law right of authors,
artists, and developers (or other holders of Copyright) to publish their works and to prevent others
from copying their works. Infringement includes the unauthorized or unlicensed copying of a work
subject to Copyright.” Source: Tech Law Journal.
Plagiarism
What counts as plagiarism? Plagiarism refers to the direct quotation of text without appropriate
attribution. Every quotation must have a citation, and no amount of text can be quoted without
citation. Furthermore, when paraphrasing, borrowing or building upon the work of another author,
a citation is also required. There are many styles of citation (in the text, in footnotes, etc.). Note
that it is NOT acceptable to simply include the quoted source in a list of general references. If you
are quoting, you must indicate which specific sections of your text are taken from which specific
sources. Basically, your writing should be your own – every word of it – unless it appears in
“quotation marks” with a specific citation to the original source, including page number(s). It is
surprisingly easy to detect text that has been cut and pasted from a web site, so please do not be
tempted to cut corners. For example, you may NOT use any content or slides from prior student
groups (which has happened in the past!) because this would be plagiarism.
Academic dishonesty is a serious offense. The Office of Student Integrity http://osi.gatech.edu/ will
handle any cases of alleged academic misconduct.

8
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Special Needs Accommodation
Georgia Tech has established policies concerning disability accommodation through Access
Disabled Assistance Program for Tech Students (ADAPTS). These policies may be accessed at the
ADAPTS website located at http://www.adapts.gatech.edu Students seeking disability
accommodation are specifically referred to the student guide and documentation pages on this
website. Students failing to comply with the requirements set forth in ADAPTS will not receive
accommodation.
Support Services and Resources
In your time at Georgia Tech, you may find yourself in need of support. Below you will find some
resources to support you both as a student and as a person.

Academic Support
•

•
•
•

Center for Academic Success http://success.gatech.edu
o 1-to-1 tutoring http://success.gatech.edu/1-1-tutoring
o Academic coaching http://success.gatech.edu/coaching
Residence Life’s Learning Assistance Program
https://housing.gatech.edu/learning-assistance-program
OMED: Educational Services (http://omed.gatech.edu/programs/academic-support)
o Group study sessions and tutoring programs
Communication Center (http://www.communicationcenter.gatech.edu)
o Individualized help with writing and multimedia projects

Personal Support
Georgia Tech Resources
• The Office of the Dean of Students: http://studentlife.gatech.edu/content/services; 404894-6367; Smithgall Student Services Building 2nd floor
o You also may request assistance at https://gatechadvocate.symplicity.com/care_report/index.php/pid383662?
• Counseling Center: http://counseling.gatech.edu; 404-894-2575; Smithgall Student Services
Building 2nd floor
o Services include short-term individual counseling, group counseling, couples
counseling, testing and assessment, referral services, and crisis intervention. Their
website also contains links to state and national resources.
o Students in crisis may walk-in during business hours (8 am-5 pm, Monday through Friday) or
contact the counselor on-call after hours at 404-894-2204.
• Students’ Temporary Assistance and Resources (STAR):
http://studentlife.gatech.edu/content/need-help

9
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•

•
•
•
•
•

o Can assist with interview, clothing, food, and housing needs.
Stamps Health Services: https://health.gatech.edu; 404-894-1420
o Primary care, pharmacy, women’s health, psychiatry, immunization and allergy,
health promotion, and nutrition
OMED: Educational Services: http://www.omed.gatech.edu
Women’s Resource Center: http://www.womenscenter.gatech.edu; 404-385-0230
LGBTQIA Resource Center: http://lgbtqia.gatech.edu/; 404-385-2679
Veteran’s Resource Center: http://veterans.gatech.edu/; 404-385-2067
Georgia Tech Police: 404-894-2500
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Course Schedule
19-Jan
26-Jan

2-Feb

Course Introduction: Goals and Expectations
Readings

before class

Connect
Connect
Connect

Chp. 1 “What is Strategy?
Chp. 2 “Strategic Leadership: Managing the Strategy Process”
Connect Intro Video
SmartBook Quizzes Chps. 1 & 2
MC02 “Starbucks CEO Kevin Johnson: I’m not Howard Schultz”

Readings

Chp. 3 “External Analysis: Industry Structure, Competitive Forces, and Strategic Groups”

before class

Chp. 4 “Internal Analysis: Resources, Capabilities, and Core Competencies”
“McDonald’s Corporation”
Watch: “The Founder” 2016 movie
SmartBook Quizzes Chps. 3 & 4

before class

Chp. 5 “Competitive Advantage, Firm Performance, and Business Models”
Chp. 6 “Business Strategy: Differentiation, Cost Leadership, and Blue Oceans”
“Netflix, Inc.”
Watch: “Netflix vs. the World” 2020 documentary
SmartBook Quizzes Chps. 5 & 6
MC05 “Business Model Innovation: How Dollar Shave Club Disrupted Gillette”

before class

Chp. 7 “Business Strategy: “Innovation, Entrepreneurship, and Platforms”
Tesla, Inc.
Watch: “Who Killed the Electric Car?” 2006 documentary
Watch: “Revenge of the EV” 2012 documentary
SmartBook Quiz Chp. 7
MC03 “BlackBerry's Rise and Fall"

before class

before class

Case Study
Connect
Connect
Connect

Chp. 8 "Corporate Strategy: Vertical Integration and Diversification"
Chp. 9 "Corporate Strategy: Strategic Alliances, Mergers & Acquisitions"
The Walt Disney Company
SmartBook Quizzes Chps. 8 & 9
MC09 "Disney: Building Billion-Dollar Franchises"
MC10 "Hollywood Goes Global"

Readings
Case Study
Connect
Connect

Chp. 10 "Global Strategy: Competing Around the World"
"Nike, Inc."
SmartBook Quiz Chp. 10
MC04 "Nike’s Core Competency: The Risky Business of Creating Heroes"

before class

Case Study
Connect
9-Feb

Readings
Case Study
Connect
Connect

16-Feb

Readings
Case Study

Connect
Connect
23-Feb

2-Mar

Due Date

Readings

before class
before class
before class
before class

before class
before class
before class

before class
before class
before class
before class
before class

before class
before class
before class
before class
before class

before class
before class
before class
before class
before class

before class
before class
before class
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9-Mar

Readings
Connect
Connect

Course Schedule (continued)

Due Date

Chp. 11 "Organizational Design: Structure, Culture, and Control"
Chp. 12 "Corporate Governance and Business Ethics"
SmartBook Quizzes Chps. 11 & 12
MC12 "Uber: Ethically Most Challenged Tech Company?"

before class
before class
before class
before class

16-Mar

No Classes -- GT reading day

23-Mar

Strategy Live Case Project

30-Mar

Strategy Live Case Project

6-Apr

Strategy Live Case Project

16-Apr

Strategy Live Case Project Presentations

details TBA

23-Apr

Strategy Live Case Project Presentations

details TBA
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2021 Strategy Live Case Project Companies
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.

AB InBev
AT&T
Autodesk
Bank of America
CBRE
Colonial Pipeline
Deloitte
Emerson
Ford
Siemens Energy
The Home Depot
UPS

AB InBev
Anheuser-Busch InBev operates as a brewer of beer worldwide. The company has over 500 brands
of beverages including global beer brands such as Budweiser, Stella Artois, and Corona as well as
light beers, lagers, craft beers, non-alcoholic/low-alcohol beers, and non-beer beverages. AB InBev
was formed in 2008 from the merger of Anheuser-Busch and InBev and has grown significantly
through its 600 year history through mergers and acquisitions. The company is headquartered in
Belgium and is publicly traded with its primary listing on the Euronext Brussels market and
secondary listings on the Mexico, Johannesburg, and New York Exchanges. It is currently the
world’s largest brewer, with 227 breweries and 13,000+ owned retail locations, operating in nearly 50
countries around the world.
AB InBev primarily recruits Scheller MBAs for its Vertical Operations/Procurement &
Sustainability intern roles.

The participating executive for AB InBev is Brian Pincus - Director, Global Vertical
Operations – Crowns, Labels & Specialty Materials

AT&T
As the first truly modern media company, AT&T has been changing the way people live, work and
play for the past 144 years. It started with Alexander Graham Bell’s telephone. Since then, our legacy
13
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of innovation has included the invention of the transistor – the building block of today’s digital
world – as well as the solar cell, the communications satellite and machine learning.
Throughout its history, AT&T has reinvented itself time and time again – most recently adding
WarnerMedia to reshape the world of technology, media and telecommunications. Our two
companies are no strangers to making history together. In the 1920s, AT&T built the technology to
add sound to motion pictures, which Warner Bros. then used to create the first talking picture. For
nearly 100 years, WarnerMedia and its family of companies have redefined Show audiences around
the world consume media and entertainment. It launched the first premium network in HBO and
introduced the world’s first 24-hour all-news network in CNN. WarnerMedia continues to deliver
popular content to global audiences from a diverse array of talented storytellers and journalists.
Our market focus is on giving customers what they want in three key areas. As a broadband
connectivity provider, our high-speed fiber and wireless broadband networks connect people and
businesses across the US. As a software-based entertainment provider, we deliver compelling
entertainment experiences through HBO Max and AT&T TV. As a modern media company,
AT&T’s unique blend of businesses work together to provide our customers around the world with
connectivity, technology, entertainment, news, advertising and more.
AT&T recruits Scheller MBAs for internships and full-time positions in their Leadership
Development Program and Finance Leadership Development Program.

The participating executive for AT&T is Ed Claure, VP Finance and CFO Business
Operations, AT&T Mobility and Entertainment.

Autodesk
Autodesk, Inc. operates as a design software and services company worldwide. The company offers
AutoCAD, a professional design, drafting, detailing, and visualization software; and AutoCAD LT, a
professional drafting and detailing software; computer-aided manufacturing (CAM) software for
computer numeric control machining, inspection, and modelling for manufacturing; and AutoCAD
Civil 3D, a surveying, design, analysis, and documentation solution for civil engineering, including
land development, transportation, and environmental projects. It also provides Maya and 3Ds Max
software products that offer 3D modeling, animation, effects, rendering, and compositing solutions;
Revit software for building information modeling; and Inventor tool for 3D mechanical design,
simulation, analysis, tooling, visualization, and documentation. In addition, the company offers BIM
360, a construction management cloud-based software; Shotgun, a cloud-based software for review
and production tracking in the media and entertainment industry; and Fusion 360, a 3D CAD,
CAM, and computer-aided engineering tool. It licenses or sells its products to customers in the
architecture, engineering, and construction; manufacturing; and digital media, consumer, and
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entertainment industries directly, as well as through distributors and resellers. The company was
founded in 1982 and is headquartered in San Rafael, California.
Autodesk has recruited Scheller MBAs for internships in a variety of areas including Product
Delivery, Finance, and Business Strategy & Marketing.

The participating executive for Autodesk is Sameer Merchant, H ead of Product
Development. Sameer is a Georgia Tech alumnus.

Bank of America
Bank of America Corporation, through its subsidiaries, provides banking and financial products and
services for individual consumers, small- and middle-market businesses, institutional investors, large
corporations, and governments worldwide. It operates through four segments: Consumer Banking,
Global Wealth & Investment Management (GWIM), Global Banking, and Global Markets. The
Consumer Banking segment offers traditional and money market savings accounts, CDs and IRAs,
noninterest- and interest-bearing checking accounts, and investment accounts and products; and
credit and debit cards, residential mortgages, and home equity loans, as well as direct and indirect
loans, such as automotive, recreational vehicle, and consumer personal loans. This segment provides
its products and services through approximately 4,500 financial centers; 16,000 ATMs; call centers;
and digital banking platforms.
The GWIM segment offers investment management, brokerage, banking, and trust and retirement
products; and wealth management solutions targeted to high net worth and ultra high net worth
clients, as well as customized solutions to meet clients’ wealth structuring, investment management,
and trust and banking needs, including specialty asset management services. The Global Banking
segment provides lending products and services, including commercial loans, leases, commitment
facilities, trade finance, and real estate and asset-based lending; treasury solutions, such as treasury
management, foreign exchange, and short-term investing options; working capital management
solutions; and debt and equity underwriting and distribution, and merger-related and other advisory
services. The Global Markets segment offers market-making, financing, securities clearing,
settlement, and custody services, as well as risk management, foreign exchange, fixed-income, and
mortgage-related products. Bank of America Corporation was founded in 1874 and is based in
Charlotte, North Carolina.
Bank of America recruits Scheller MBAs for their Consumer Banking Summer Associate Program.
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The participating executives from Bank of America are Justin Dupont, VP – Emerging
Payments & Innovation and Stephen Selfridge, Sr. VP – Emerging Payments & Commerce.
Both Justin and Steve are Scheller MBA alumni.

CBRE
CBRE Group, Inc. operates as a commercial real estate services and investment company
worldwide. It operates through Americas; Europe, Middle East and Africa; Asia Pacific; Global
Investment Management; and Development Services segments. The company offers strategic advice
and execution to owners, investors, and occupiers of real estate in connection with leasing;
integrated property sales, and mortgage and structured financing services under the CBRE Capital
Markets brand; and valuation services that include market value appraisals, litigation support,
discounted cash flow analyses, and feasibility studies, as well as consulting services, such as property
condition reports, hotel advisory, and environmental consulting. It also provides facilities
management, project management, transaction management, and strategic consulting services to
occupiers of real estate; and property management services comprising construction management,
marketing, building engineering, accounting, and financial services for owners/investors in office,
industrial, and retail properties.
In addition, the company provides investment management services under the CBRE Global
Investors brand to pension funds, insurance companies, sovereign wealth funds, foundations,
endowments, and other institutional investors, and development services under the Trammell Crow
Company brand name primarily to users of and investors in commercial real estate. CBRE Group,
Inc. was founded in 1906 and is headquartered in Los Angeles, California.
CBRE has recruited Scheller MBAs for their Global Workplace Solutions Summer Associate role.

The participating executive for CBRE is Lenny Beaudoin, Executive Managing Director.
Lenny is a GT alum.

Colonial Pipeline
Colonial Pipeline operates the largest refined products pipeline in the United States, connecting
refineries – primarily located in the Gulf Coast – with customers and markets throughout the
Southern and Eastern United States. Its pipeline extends 5,500 miles and transports more than 100
million gallons of fuel daily. The company delivers refined petroleum products such as gasoline,
diesel, jet fuel, home heating oil, and fuel for the U.S. Military. The company’s customers also
include several major airports, including Atlanta, Nashville, Charlotte, Greensboro, Raleigh-Durham,
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Dulles, and Baltimore-Washington. Colonial is headquartered in Alpharetta, GA and divides its field
operations into three districts: The Gulf Coast district (TX, LA, MS), the Southeast district (AL, TN,
GA, SC, NC), and the Northeast district (VA, MD, NJ). The company was founded in 1962 and is
privately owned by a number of institutional investors including Koch Industries, and Royal Dutch
Shell.
Colonial Pipeline has hired an MBA student intern and is interested in developing a recruiting
relationship with our MBA program.

The participating executives for Colonial Pipeline are Daniel Gordon - VP, Chief
Commercial Officer and Amanda Goller, Director of Strategy & Market Intelligence. Dan is
a Scheller MBA alumnus.

Deloitte
Deloitte is a professional services organization that offers auditing, taxation, financial advisory, and
consulting services. It offers risk and financial management, outsourcing advisory, internal auditing,
real estate development, and mergers and acquisition advisory services. Deloitte is headquartered in
New York, New York and has offices worldwide. Deloitte Consulting LLP offers enterprise
applications, human capital, outsourcing, strategy and operations, and technology integration
consulting services. Deloitte Consulting was incorporated in 1996 and is based in Chicago, Illinois.
Deloitte recruits Scheller MBAs each year for technology and supply chain consulting roles.

The participating executive for Deloitte is Brian Dempsey, Senior Manager. Brian is a
Scheller MBA alumnus.

Emerson
Emerson is a Fortune 200 diversified, $17B global manufacturing company that brings technology
and engineering together to provide innovative solutions to customers in the industrial, commercial
and consumer markets through our newly energized focus on two core business platforms —
Automation Solutions and Commercial & Residential Solutions. From automating the world’s
northernmost oil terminal to monitoring the refrigeration cold chain throughout key markets across
the globe we can confront the challenges of an increasingly complex and unpredictable marketplace
from a position of strength, driving near- and long-term value as a trusted partner for our
customers. We operate where our customers are, manufacturing in over 200 locations worldwide
and marketing products in 150 countries.
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Emerson recruits Scheller MBAs for internships and full-time positions for their MBA Leadership
Development Program.

The participating executives for Emerson are Bret Shanahan, VP, Planning & Global
Marketing Officer and Shane Moser, Director Strategic Planning, Digital Transformation.
Shane is a Scheller MBA alumnus.

Ford
Ford Motor Company is a global leader in commercial vehicle products and services. Commercial
vehicles are a significant growth area for the company and a key pillar in Ford’s long-term strategic
plans. There is tremendous opportunity in helping to define the future of mobility for our
commercial customers—including meeting their sustainability goals, increasing productivity through
new product and service offerings, reducing total cost of ownership, and transforming fleet
management with connected services and data-driven tools. The announcement of the all new
electric Transit launches Ford squarely into this future.
Ford recruits Scheller MBAs for internships and full-time strategy positions for their Enterprise
Product Line Management business.

The participating executive for Ford is Chad Olson, Manager – Advanced Product Creation
and Product Management, Enterprise Product Line Management.

Siemens Energy
Siemens Corporation has been a global leader in power generation for over 150 years and Siemens
technologies provide over one-sixth of the electricity generated worldwide. The drivers for Siemens’
growth and profits for the last several decades have been the fossil power generation division
(Siemens Energy) and Oil & Gas division (Dresser-Rand). The global demand for sustainability and
decarbonization is disrupting the energy industry and to remain successful, companies such as
Siemens must adapt to this changing environment. In September 2020, Siemens spun off Siemens
Energy as a stand-alone company listed on the Frankfurt Stock Exchange. This separation provides
Siemens Energy the unique opportunity to redefine itself, and transition from a fossil fuel centric
business to a global leader in clean, sustainable energy. Siemens Energy covers almost the entire
energy value chain – from power generation and transmission to storage. Our portfolio includes
conventional and renewable energy technology, such as gas and steam turbines, hybrid power plants
operated with hydrogen, and electrical generators and transformers. A majority stake in Siemens
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Gamesa Renewable Energy makes Siemens Energy a global market leader for renewable energies.
Siemens Energy employs 91,000 people worldwide in more than 90 countries and generated revenue
of around €29 billion in fiscal year 2019.
Siemens Energy’s Charlotte NC facility is the global center for large electrical generators, with over
1200 employees and 1,200,000 sqft of engineering, factory, and laboratory space. Charlotte’s current
product portfolio is entirely focused on fossil power generation. To remain successful and grow,
Charlotte must identify new business opportunities that support the transition to renewable and
alternative energy. As we make this transition, we must also leverage our existing manufacturing and
engineering capabilities.
Siemens Energy is a new recruiting relationship for Scheller’s MBA Program.

The participating executive for Siemens Energy is Bob Warren, Generator Innovation &
Technology Manager.

The Home Depot
The Home Depot, Inc. operates as a home improvement retailer. It operates The Home Depot
stores that sell various building materials, home improvement products, lawn and garden products,
and décor products, as well as provide installation, home maintenance, and professional service
programs to do-it-yourself and professional customers. The company also offers installation
programs that include flooring, cabinets, countertops, water heaters, and sheds; and professional
installation in various categories sold through its in-home sales programs, such as roofing, siding,
windows, cabinet refacing, furnaces, and central air systems, as well as acts as a contractor to provide
installation services to its do-it-for-me customers through third-party installers. In addition, it
provides tool and equipment rental services. The company primarily serves homeowners; and
professional renovators/remodelers, general contractors, handymen, property managers, building
service contractors, and specialty tradesmen, such as installers. It also sells its products online. As of
November 3, 2019, the company operated 2,290 stores, including 306 in Canada and Mexico. The
Home Depot, Inc. was founded in 1978 and is based in Atlanta, Georgia.
The Home Depot recruits Scheller MBAs for the Assurance & Advisory Management Program
(AMP) as well as a variety of other roles in marketing and data analytics.

The participating executive this year is Bob Anderson, Vice President, Internal Audit and
Corporate Compliance. Bob is an alumnus of Georgia Tech.
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UPS
UPS is the world's largest package delivery company. How we evolved into a multi-billion-dollar
global corporation reflects the history of modern transportation, international commerce, logistics
and financial services. Today, UPS is customer first, people led, innovation driven. It’s powered by
more than 495,000 employees connecting more than 220 nations and territories across roads, rails,
air, and ocean. Tomorrow, UPS will continue to lead the industry and connect the world, with a
commitment to quality service and environmental sustainability.
UPS recruits Scheller MBAs for internship and full-time positions in Marketing.

The participating executive for UPS this year is Jared Bonneville, VP, Marketing &
Transportation.

2021 Strategy Live Case Challenge Questions
AB InBev
Our Vertical Operations are constantly innovating to bring the next generation of lightweight
Aluminum cans and glass bottles to the world in effort to reduce our cost as well as our
consumption of materials which reduces our carbon footprint. Our dilemma however is that
generally consumers perceive light weighting of cans and bottles negatively as packaging looks /
feels cheaper in your hand [link to Economic Value Creation Framework]. What tactics could ABI
leverage to make consumers excited and want to buy our light weighted packaging and what was
worked for other companies / industries?
AT&T
AT&T is comprised of several large businesses including Wireless, Video, Broadband/Fiber,
Business, WarnerMedia and International. The largest business by far is Wireless which makes up
40% of AT&T’s revenues and 50% of the EBITDA. It also is the most strategic and competitive
growth asset in the portfolio. With the current T-Mobile and Sprint merger, AT&T wireless is now
third in rankings of revenue and subscribers in the industry (with Verizon being number one and TMobile/Sprint at number two.) What can AT&T do to continue its positive momentum of its
wireless business and to leverage all its assets to sustain a competitive advantage to ensure it gains
wireless market share going forward? Additionally, as 5G services are now becoming a reality, how
can this opportunity be leveraged by AT&T to gain a competitive advantage?
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Autodesk
Our company placed a massive bet two years ago that cloud-based SaaS services for the construction
industry would be our next $1B business. Over the last two years we at Autodesk have made
significant progress towards this goal by building the most comprehensive platform for the
construction industry, and the largest network of over one million construction professionals (called
the BuildingConnected network). One of many ways in which organizations use our network and
platform is to discover new partners, bid out work and manage sub-contractor selection workflow.
Should Autodesk look to expand its network and platform into a full-fledged construction
commerce marketplace for procurement of material, equipment and labor, beyond sourcing subcontractors? What would it take to bootstrap such a two-sided marketplace? Are we better off taking
a sub-regional approach, a national approach or a global approach? In an industry notorious for
businesses built on many years of relationships, how can such a marketplace preserve trust? How
can Autodesk take advantage of its leadership position in Design to make its marketplace successful?
Bank of America
Over the next five years, what strategic steps can Bank of America take to remain competitive in the
changing eCommerce and Point of Sale landscape? Consider existing card-based capabilities,
emerging FinTech capabilities, international trends, and new banked owned assets
(Zelle, Real Time Payments).
CBRE
The vast majority of US workers were sent home at the outset of the pandemic. Office occupation
remains low with less than 10% of prior office occupancy having returned. The resilience that
organizations found in their ability to perform effectively while working remotely has led them to
reconsider the future of their office. At issue are competing priorities: the desire among employees
to work away from the office part-time and the resulting real estate cost savings against the need to
build culture and connectivity and foster innovation most effectively supported by in person
interaction.
The pandemic thus challenged traditional notions of how work is performed. Organizations are
considering three related questions: 1) How we will work in the future? 2) How this will impact the
workforce? 3) What this will mean to the workplace?
We request a focused review of these questions to address the future of office space in the US
market. Practically by company, envisioning the future of their space is unique. But we know from
experience that what companies believe to be unique, isn’t, and that trends will emerge that will be
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more widely used. But what will those trends be and how will they look different in the short term
(5-year horizon) vs long term (25-year horizon)?
Colonial Pipeline
The pandemic has caused both businesses and individuals to drastically change the way we go about
daily life. Many of these changes were underway but were accelerated by the pandemic, particularly
those tied to technology. Other changes were in response to the situation.
Think about the various impacts. Remote working has gone mainstream. In response to the freedom
to work anywhere and a desire to exit expensive and dense cities, we are ‘de-urbanizing’. Schools,
from grade school to college, have gone remote. People have cancelled gym memberships and
turned to services like Peloton and the Mirror. On-line purchasing and home delivery have
accelerated. Brick and mortar retailers are working to create a touch-less experience and curbside
pick-up.
These are just a few of the changes we have adopted in 2020. The question is - which changes will
be permanent and which are temporary? Your task is to outline the key behavioral changes which
have taken place as a result of the pandemic, outline the impact of those changes on transportation
fuel demand, determine if they are here to stay, and provide metrics we can follow to validate your
position.
Deloitte
How do you think the pandemic will fundamentally impact the consulting industry (e.g. client sales,
delivery, recruiting, etc.). What shifts should Deloitte make in how we go to market, attract talent,
and serve clients in order to maintain our competitive advantage, both in the short-term and longterm?
Emerson (choose one option)
Option #1: Industrial Software Portfolio Strategy
Emerson would like to expand upon its industrial software portfolio, with a focus on industry
verticals that our company does not currently serve or does not have an abundance of familiarity.
We are exploring diversification into these markets to help reduce the cyclicality of our current
dominant end markets (hydrocarbons, refining, chemical, power generation). Our preference is to
acquire software assets given the speed of the landscape, but if there are none available then we
would be open to internal development or partnering. What software (categories or specific
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companies) would allow Emerson a landing spot to build relevance in these non-traditional end
markets and which strategy is recommended for each?
Assessments should consider strategic fit with other Emerson technology (synergy), growth
prospects, and relevance/importance to customers in these end markets. Please consider end
markets such as Food & Beverage, Metals & Mining, and Discrete Manufacturing along with
emerging spaces such as Sustainability and Decarbonization. For Sustainability and Decarbonization
please consider both greenfield opportunities – clean fuels (hydrogen production, biopower, biogas,
biofuel, wind, solar, etc.) and brownfield opportunities (energy efficiency, emissions monitoring,
carbon capture, etc.).
Option #2: Digital Customer Experience
In consumer markets, Amazon Prime charges a fee for a premium account which includes faster
shipping and access to digital content. Amazon originally deployed this strategy so customers would
have some ‘skin in the game’. Alternatively, a MyLowe’s account tracks purchases and products for
free. Both approaches are intended to build customer loyalty and long-term Total Customer Value.
We would like you to evaluate these potential commercialization models in an industrial B2B market
and make a recommendation about how to drive the most total customer value and customer
loyalty.
MyEmerson.com is being positioned as a digital portal for customers to have unified access to
engineering tools, procurement workflows, maintenance records and training. One specific feature
allows customers to download documentation, access spare parts and recommended replacements
for reorder, and hold reports for device history. Currently the application is at no charge to
customers. There is potential to charge a subscription, what is the recommendation that will create
the most revenue opportunity and the most customer loyalty?
Ford
The future of commercial mobility isn’t driven by powertrain alone. Applications of artificial
intelligence via autonomy and machine learning will unlock entirely new ways for commercial
customers to improve their businesses and offer better solutions to their own customers. If you
were a competitor or a new entrant into the market, how would you beat Ford in the commercial
vehicle space through AI and digital transformation?
Siemens Energy
Siemens Energy Charlotte is currently developing a new product for the U.S. Navy. This product, a
High Power Density Generator/Motor, is approximately one-half the size and weight of
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conventional products, but comes at a premium price, about 25% over the conventional products
on the market. The challenge is to identify new, non-military markets for this product that value the
smaller size over low cost. The focus should not be on traditional power generation markets (where
we already have customers and market awareness), but on new markets and applications that align
with our goals of decarbonization, sustainability and revenue growth.
Goals include:

Identify the new markets/customers with highest potential

Identify the current market size and the potential market growth over 5 years

Identify product features/drivers that are critical to each new market/customer (lower
weight, higher efficiency, reduced water usage, reduction in footprint)

Quantify the markets acceptance of technology vs product costs
Note: Siemens Energy will meet with the team prior to starting the analysis and provide:


point)

An overview of the technology and key differences with conventional technology
All market evaluation done to date and potential ideas for new markets to investigate (this is only a starting

The Home Depot
While Covid-19 has shifted consumer buyer patterns during 2020, the lasting impact of those
changes is uncertain but it is clear that a competitive digital platform remains a critical component of
a retailer’s strategy. The Home Depot announced digital sales increased 80% in Q3 of 2020, with
substantial growth due to Covid related buying patterns. Challenge Question: How do you believe
consumer buying patterns will change as a result of Covid-19 and how is The Home Depot
positioned relative to competitors (both online and traditional bricks-and-mortar) in its digital
offerings? What are perceived strengths and opportunities that position The Home Depot to
capture market share in the online channel?
UPS
Our challenge question involves examining how our competitors are implementing and leveraging
7-day networks to position themselves to serve the Direct-to-Consumer and potentially Business-toBusiness markets. Specifically, we would be interested in better understanding:




Our competitor networks, coverage, reliability and offerings
FedEx
USPS
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Amazon





Consumer wants and needs for weekend pickup and deliver
Shippers
Consignees





Marketplace trends
Where is the market going in the next 5-10 years?
What other possible disruptors should UPS be thinking about?
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SPRING 2021
MBA CORE STRATEGY
MGT6508 (EM), T 6:30 – 9:15
Professor:
Teaching Assistant:
Course Website:

Frank T. Rothaermel frank.rothaermel@gatech.edu
Leonardo Ortega leonardo.ortega@scheller.gatech.edu
http://canvas.gatech.edu/

_____________________________________________________________________________
Course Delivery
The first part of this course is taught virtual, the second (project-based) part is in-person (optional)
and/or virtual. All virtual sessions are synchronous and are recorded for later viewing. Assignment
delivery is virtual, and while interactive learning software (including eBook, quizzes, etc.) is used, no
digital proctoring tool such as Respondus Monitor is used. While you are expected to attend all
sessions, this course does not require in-person attendance.
MGT6508 is a 3-credit hour course, split into 2-credit hours for the course content and 1-credit
hour for the integrative exercise (i.e., the strategy simulation). This course is front-loaded to build
the required foundational knowledge and accommodate a hectic student schedule towards the end
of the spring semester with exams and other project deadlines. We will append the extra hour for
the simulation each week before the spring reading break and meet for three hours weekly. Post
spring reading break, we will shift full-time into the simulation, where most of the work is done
outside the classroom with a final in-class meeting to debrief the simulation, including short student
presentations.
Course Objectives
Strategic management is defined by the questions of Why are some companies successful while others fail?
And what can you do about it? The course builds on and integrates the functional core area courses
(accounting, business ethics, finance, IT management, marketing, operations management,
organizational behavior) to understand how firms gain and sustain a competitive advantage. Successful
completion of this course enables you to understand an organization from a strategic perspective as
1
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a general manager and craft and implement strategy to help it gain and sustain a competitive
advantage.
As an integrative management exercise, you will compete individually and as a team in the Capstone
strategy simulation. The strategy simulation will help you to close the knowing and doing gap. You
will apply what you have learned in this and other courses to make better strategic decisions and
compete against other companies in the same industry. Capstone is an interactive online platform
that allows you to test assumptions and learn from mistakes, so you are more effective as a strategic
leader.
Learning Objectives
After successful completion of this course, you will be able to:
1.
2.
3.
4.
5.
6.
7.
8.

Become an effective strategic leader
Conduct a comprehensive strategic management analysis
Analyze industry structure to understand industry performance differentials
Assess a firm’s resources, capabilities, and core competences and their potential to create
competitive advantage
Formulate strategies across the functional, business, and corporate level
Formulate strategies in technological dynamic environments
Formulate strategies to compete effectively in the global arena
Implement strategic initiatives that drive change within an organization

Course Materials
The required course materials are all-digital: 1) Connect, McGraw Hill’s online learning platform,
and 2) Capstone, the strategy simulation from Capsim.
Connect contains the required readings (eBook + SmartBook), MiniCases, full-length Cases, as well
as Quizzes. SmartBook is an adaptive reading experience that personalizes content to meet the needs
of each learner. Connect is accessible on multiple devices, online and offline.
The Quizzes are in Connect, so each student needs to register and purchase access to complete the
required course assignments. While Connect is needed, buying a paper copy of the text is optional.
Connect is available at the discounted price of $99 directly from the publisher (see link below). A
printed (color) paper copy of the text can be purchased in Connect for $25. I will make the class
slides available via the Canvas course website.
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•

Connect (required), including digital SmartBook with MiniCases and full-length Cases
Rothaermel, F.T. (2021), Strategic Management, 5e (McGraw-Hill)
 Video “How to Register for Connect & Access Connect Student Support & ReadAnywhere
App” here
 Register at: https://connect.mheducation.com/class/rothaermel-sp21-mgt6508-ema
 Connect Student Support: 800-331-5094 / https://mhedu.force.com/CXG/s/ContactUs

•

Capstone Simulation (required). Each student in this course will need to purchase a license
($53.99) to access and use the Capstone simulation. Registration enables you to access the
simulation program, download the simulation manual, and interface with customer support. See
section Strategy Simulation below for detailed instructions.

•

Optional (but highly recommended). The Wall Street Journal, student subscription special
offer: https://r.wsj.com/PROFnn2g
COURSE GRADING

Standard Grading Scale: A = 100-90; B = 89-80; C = 79-70; D = 69-60; < 60 = F.
Grade Components
12
7

Individual Chapter Quizzes (pass/fail) @ 4% each, and a total of
Individual MiniCase Quizzes (graded) @ 1% each, and a total of
Strategy Simulation
thereof
Individual Component 25%
Group Component
75%
Attendance & Participation

48%
7%
35%

10%

Individual Online Quizzes in Connect. To enhance your preparation and the quality of the class
discussions, please read the entire eBook, not just the highlighted parts in SmartBook. After reading
each chapter, there will be an online quiz in SmartBook for that chapter. Each quiz will contain
questions drawn from the assigned chapter reading. To complete the quiz, you must answer all the
posted questions correctly, but you have multiple attempts to do so (pass/fail). After reading each
assigned MiniCase, there will be a quiz with one attempt to answer correctly (graded).
Failing to complete an assigned quiz before class results in a score of zero for that quiz. The
assigned quizzes are due by 6:30 pm on the day of the class. The next set of quizzes is released at
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10:00 pm after class. Thus, you have one week to complete each set of assignments as detailed in the
syllabus.
Attendance & Participation. Given the current rise in Covid-19 cases in combination with the
case teaching method for this course, there is a good chance that much of the class will need to be
taught virtually. All sessions will be synchronous, and you are required to attend all sessions during
class time. If you miss a session, you are required to watch the recording. During class, you need to
be ready to participate, including via video link. While you are expected to attend all sessions, this
course does not require in-person attendance.
Although in-class participation is just 10% of your total grade, please keep in mind that it can make
the difference between an entire grade point. Since this course is based mainly on the Socratic
method, it is crucial that you and your learning team arrive for each class fully prepared to participate
in the discussion. Work through each assigned reading carefully before class. You need to
demonstrate an understanding of the relevant issues and problems in the assigned readings.
Case Questions (in-class discussion)
We discuss each case in class on the assigned date. We will spend some 60-90 min on each fulllength case. Each learning team should work through the case discussion questions, and be
prepared to kick-off the discussion with a ~10-15 minute presentation, using slides. I will call on
groups randomly to lead the discussion, so please be prepared. Please coordinate among your team
members before the sessions. The more we all put into it beforehand, the more each one will get out
of it.
Please be prepared to provide quality and in-depth comments to the following Case Discussion
Questions:
McDonald’s Corporation
1.
2.
3.
4.

What is the strategic issue(s) that McDonald’s needs to address?
What are McDonald’s core competencies?
What is McDonald’s business model? How does McDonald’s make money?
What trends in McDonald’s external environment are likely to have the most significant impact
on its ability to sustain a competitive advantage?
5. What is McDonald’s strategy? Has it changed over the last few decades, and if so, how?
6. How should CEO Kempczinski address the strategic issue(s) identified? Be specific.
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Netflix, Inc.
1. Describe Netflix’s strategy process over time. What approach to the strategy process does
Netflix follow? What works well with this approach? What are some challenges with this
process, especially as Netflix continues to grow fast?
2. How was Netflix able to disrupt the U.S. home entertainment industry? Describe Netflix’s
innovation strategy over time. Also, how did Netflix’s business change over time? How did
Netflix’s business model innovation support its technology strategy?
3. What are Netflix’s core competencies? How can they help Netflix to sustain its competitive
advantage? How must its core competencies be honed and modified?
4. The Covid-19 pandemic has intensified the “Streaming Wars.” Who are Netflix’s competitors?
How should Netflix address the competition?
5. International expansion appears to be a significant growth opportunity for Netflix. What
challenges does Netflix face by going beyond the U.S. market? What can Netflix do to address
some of the challenges encountered when going internationally? And which international
markets should Netflix focus on, and why?
Tesla, Inc.
1. Since going public in 2010, Tesla’s (normalized) share price has appreciated by 13,000%. In early
2021, Tesla’s market cap stood at some $600bn, a multiple of all the other car companies (e.g.,
Volkswagen, Toyota, GM, Ford, FiatChrysler, etc.) combined. Do you believe that Tesla’s stock
market valuation is rational, or do you think it is a hyped-up overvaluation? Explain.
2. What business model is Tesla pursuing? How is Tesla’s business model different from traditional
car manufacturers?
3. Historically, the automotive industry in the United States has had high barriers to entry. How
was Tesla able to enter the mass-market automotive sector?
4. What type of innovation strategy is Tesla pursuing? Tie your explanation to Elon Musk’s (2006)
“The Secret Tesla Motors Master Plan” here.
5. In which stage of the industry life cycle is the electric vehicle industry? What are the implications
for the future development of this industry? What key strategic initiative would be most
important at this stage of the industry life cycle?
6. Evaluate Elon Musk’s “Master Plan, Part Deux,” here and assess if Tesla can gain and sustain a
competitive advantage.
The Walt Disney Company
1. What makes Disney unique? How did Disney create its uniqueness?

5
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2. What strategic pillars did Robert Iger put in place to grow Disney into the world’s largest Media
and Entertainment Company? Detail each strategic pillar and explain why this may or may not
be critical to Disney’s future.
3. What is Disney’s traditional business model? How did the Covid-19 pandemic challenge this
model? How should Disney adapt its business model?
4. What are Disney’s other strategic challenges? What recommendations would you give Disney’s
CEO Bob Chapek to address these challenges? Be Specific.
Nike, Inc.
1. What are Nike’s vision, mission, and values? Nike’s strategic intent is to be a company that
“stands for something meaningful”—what does this mean? What are the upsides and downsides
of this kind of corporate social responsibility?
2. Analyze the external environment Nike faces by applying a PESTEL analysis. What is your
conclusion?
3. Analyze the industry environment Nike competes in by applying a five forces analysis. What is
your conclusion?
4. What are Nike’s core competencies? Are any of the core competencies a source of a sustainable
competitive advantage? Why, or why not?
5. Given the convergence between technology and apparel/shoes, apply the build-borrow-or-buy
framework, and indicate how Nike should go about addressing this opportunity or threat.
6. Identify the top challenges in each of Nike’s internal and external environments, and suggest
how CEO John Donahoe may address them.

STRATEGY SIMULATION

We will be using Capstone, a strategy simulation game (www.capsim.com). By the beginning of the
third class (on February 2), you will need to have formed 12 teams (max team size is 5 students; min
team size is 4 students). Each team will have a company to run and strategic decisions to make. Your
choices and the other teams’ decisions will be processed throughout the semester to provide
ongoing feedback on how your company performs.
The Capstone Strategy Simulation has two components: 1) Individual and 2) Group Component.
Each student is required to work through the individual components before competing in the teams.
Team grades are evaluated on competitive performance vis-à-vis other teams in the same industry
and overall learning.
The strategy simulation is web-based, which allows your company to perform analyses and make
decisions according to your schedule. You are responsible for reading the student guide and
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understanding how the game operates. The program’s help function via the www.capsim.com
website is quite useful.
•

How to Register for the Simulation
1. Go to www.capsim.com, click the “Getting Started” button on the right-hand side
2. Click the “Register Now” button under Student Registration
3. Read the welcome message and agree to the terms of usage
4. Click the “Continue with initial registration for this course” button to move on to the next
page
5. Enter the Simulation ID number you have been assigned and click the “Enter
Industry ID” button
a. Your Industry ID is: C124644
6. Enter all the required fields
7. On the next page, choose the “Pay Online” button. The next page will pay for the
simulation using a credit card. Each student must have his/her own paid account.
Please contact Support if you have any problems.

•

Individual Simulation Homework
Before working in teams, you will need to complete the individual simulation components
(see Course Schedule for due dates).
1. Log into your Capsim account from the main homepage www.capsim.com
2. Click on the Capstone® logo
3. On the left menu, click on the “Getting Started” left menu option
4. To the right of the left menu, go through the following tabs:
a. View Introductory Lesson – Click the play button to start the video. There is
a quiz at the end that you must also take. The video is about 5 minutes long.
This component is an orientation to your new job (~30 minutes).
b. The Guide – there is an electronic version of the Student Guide. Instructions
on where to find the guide are noted on this tab. Please skim through the
chapters so that you can familiarize yourself with where things are in this
guide. Use this as a reference guide as you go through the simulation (~90
minutes).
c. Complete the Rehearsal Tutorial – Read and follow the instructions for the
Rehearsal Tutorial. You must complete all items of the Rehearsal Tutorial.
Complete this component at your own pace (~2 hours).
d. Complete the Situation Analysis – The Situation Analysis will help your
company understand current market conditions and how the industry will
evolve over the next eight years (~90 minutes).

•

Support for the Simulation
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Please contact the Capsim if you have any problems with the simulation, technical or
business-related. Send your questions by clicking the “Help” and “MSI Support” link from
the left menu of your www.capsim.com account. Or send an email directly to
support@capsim.com. Please allow a 12-hour response time. You can also speak to a live
person during office hours:

Days
Monday – Friday
Saturday
Sunday

Time
8:00 am – 8:00 pm CST
Email Only
Email Only

Capsim Student Support: Toll-free number is (877) 477-8787. The Capsim Capstone support
group helps with specific questions, but you must do the work. Support will not provide you with
help on what decisions to make.

8
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POLICIES & RESOURCES
Georgia Tech Honor Code & Academic Dishonesty
“I commit to uphold the ideals of honor and integrity by refusing to betray the trust bestowed upon
me as a member of the Georgia Tech community.”
Diversity, Equity, and Inclusion
We commit to creating an inclusive, diverse, and equitable learning environment. Regardless of
personal history, background, or identity category, every student is a valued member of the Georgia
Tech community. Your experiences and ideas are valuable and essential, and you are encouraged to
share them freely and respectfully. If you find aspects of the course instruction, subject matter, or
classroom environment that result in barriers to your inclusion, please reach out to me without fear
of reprisal. “E pluribus unum,” that is, “out of many, one.”
Copyright Infringement
What is copyright infringement? “Copyright is a statutory or common law right of authors,
artists, and developers (or other holders of Copyright) to publish their works and to prevent others
from copying their works. Infringement includes the unauthorized or unlicensed copying of a work
subject to Copyright.” Source: Tech Law Journal.
Plagiarism
What counts as plagiarism? Plagiarism refers to the direct quotation of text without appropriate
attribution. Every quotation must have a citation, and no amount of text can be quoted without
citation. Furthermore, when paraphrasing, borrowing or building upon the work of another author,
a citation is also required. There are many styles of citation (in the text, in footnotes, etc.). Note
that it is NOT acceptable to simply include the quoted source in a list of general references. If you
are quoting, you must indicate which specific sections of your text are taken from which specific
sources. Basically, your writing should be your own – every word of it – unless it appears in
“quotation marks” with a specific citation to the original source, including page number(s). It is
surprisingly easy to detect text that has been cut and pasted from a web site, so please do not be
tempted to cut corners. For example, you may NOT use any content or slides from prior student
groups (which has happened in the past!) because this would be plagiarism.
Academic dishonesty is a serious offense. The Office of Student Integrity http://osi.gatech.edu/ will
handle any cases of alleged academic misconduct.
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Special Needs Accommodation
Georgia Tech has established policies concerning disability accommodation through Access
Disabled Assistance Program for Tech Students (ADAPTS). These policies may be accessed at the
ADAPTS website located at http://www.adapts.gatech.edu Students seeking disability
accommodation are specifically referred to the student guide and documentation pages on this
website. Students failing to comply with the requirements set forth in ADAPTS will not receive
accommodation.
Support Services and Resources
In your time at Georgia Tech, you may find yourself in need of support. Below you will find some
resources to support you both as a student and as a person.

Academic Support
•

•
•
•

Center for Academic Success http://success.gatech.edu
o 1-to-1 tutoring http://success.gatech.edu/1-1-tutoring
o Academic coaching http://success.gatech.edu/coaching
Residence Life’s Learning Assistance Program
https://housing.gatech.edu/learning-assistance-program
OMED: Educational Services (http://omed.gatech.edu/programs/academic-support)
o Group study sessions and tutoring programs
Communication Center (http://www.communicationcenter.gatech.edu)
o Individualized help with writing and multimedia projects

Personal Support
Georgia Tech Resources
• The Office of the Dean of Students: http://studentlife.gatech.edu/content/services; 404894-6367; Smithgall Student Services Building 2nd floor
o You also may request assistance at https://gatechadvocate.symplicity.com/care_report/index.php/pid383662?
• Counseling Center: http://counseling.gatech.edu; 404-894-2575; Smithgall Student Services
Building 2nd floor
o Services include short-term individual counseling, group counseling, couples
counseling, testing and assessment, referral services, and crisis intervention. Their
website also contains links to state and national resources.
o Students in crisis may walk-in during business hours (8 am-5 pm, Monday through Friday) or
contact the counselor on-call after hours at 404-894-2204.
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•

•

•
•
•
•
•

Students’ Temporary Assistance and Resources (STAR):
http://studentlife.gatech.edu/content/need-help
o Can assist with interview, clothing, food, and housing needs.
Stamps Health Services: https://health.gatech.edu; 404-894-1420
o Primary care, pharmacy, women’s health, psychiatry, immunization and allergy,
health promotion, and nutrition
OMED: Educational Services: http://www.omed.gatech.edu
Women’s Resource Center: http://www.womenscenter.gatech.edu; 404-385-0230
LGBTQIA Resource Center: http://lgbtqia.gatech.edu/; 404-385-2679
Veteran’s Resource Center: http://veterans.gatech.edu/; 404-385-2067
Georgia Tech Police: 404-894-2500
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Course Schedule

Week

1

2

3

Course Introduction: Goals and Expectations

19-Jan

26-Jan

2-Feb

Due Date

Simulation

Introduction to Capstone & Sign-up & Team Formation

Readings

Chp. 1 “What is Strategy?

before class

Chp. 2 “Strategic Leadership: Managing the Strategy Process”

before class

Connect

Connect Intro Video

before class

Connect

SmartBook Quizzes Chps. 1 & 2

before class

Connect

MC02 “Starbucks CEO Kevin Johnson: I’m not Howard Schultz”

before class

Readings

Chp. 3 “External Analysis: Industry Structure, Competitive Forces, and Strategic Groups”

before class

Chp. 4 “Internal Analysis: Resources, Capabilities, and Core Competencies”

before class

“McDonald’s Corporation”

before class

Watch: “The Founder” 2016 movie

before class

Connect

SmartBook Quizzes Chps. 3 & 4

before class

Simulation

Complete “Introductory Lesson” & “Guide”

before class

Complete “Rehearsal Tutorial” & “Situation Analysis”

before class

Case Study

Team formation final.

4

9-Feb

Team captain emails team composition to frank.rothaermel@gatech.edu

before class

Chp. 5 “Competitive Advantage, Firm Performance, and Business Models”

before class

Chp. 6 “Business Strategy: Differentiation, Cost Leadership, and Blue Oceans”

before class

“Netflix, Inc.”

before class

Watch: “Netflix vs. the World” 2020 documentary

before class

Connect

SmartBook Quizzes Chps. 5 & 6

before class

Connect

MC05 “Business Model Innovation: How Dollar Shave Club Disrupted Gillette”

before class

Simulation

Practice Round 1

before class

Readings

Chp. 7 “Business Strategy: “Innovation, Entrepreneurship, and Platforms”

before class

Case Study

Tesla, Inc.

before class

Watch: “Who Killed the Electric Car?” 2006 documentary

before class

Watch: “Revenge of the EV” 2012 documentary

before class

Connect

SmartBook Quiz Chp. 7

before class

Connect

MC03 “BlackBerry’s Rise and Fall”

before class

Readings

Case Study

5

16-Feb

12
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6

7

8

23-Feb

2-Mar

9-Mar

Simulation

Practice Round 2

before class

Readings

Chp. 8 “Corporate Strategy: Vertical Integration and Diversification”

before class

Chp. 9 “Corporate Strategy: Strategic Alliances, Mergers & Acquisitions”

before class

Case Study

The Walt Disney Company

before class

Connect

SmartBook Quizzes Chps. 8 & 9

before class

Connect

MC09 “Disney: Building Billion-Dollar Franchises”

before class

Connect

MC10 “Hollywood Goes Global”

before class

Simulation

Competitive Round 1

before class

Readings

Chp. 10 “Global Strategy: Competing Around the World”

before class

Case Study

“Nike, Inc.”

before class

Connect

SmartBook Quiz Chp. 10

before class

Connect

MC04 “Nike’s Core Competency: The Risky Business of Creating Heroes”

before class

Simulation

Competitive Round 2

before class

Readings

Chp. 11 “Organizational Design: Structure, Culture, and Control”

before class

Chp. 12 “Corporate Governance and Business Ethics”

before class

Connect

SmartBook Quizzes Chps. 11 & 12

before class

Connect

MC12 “Uber: Ethically Most Challenged Tech Company?”

before class

Simulation

Competitive Round 3

before class

No Classes -- GT reading day

9

16-Mar

10

23-Mar

Simulation

Competitive Round 4

before class

11

30-Mar

Simulation

Competitive Round 5

before class

12

6-Apr

Simulation

Competitive Round 6

before class

13

13-Apr

Simulation

Competitive Round 7

before class

14

20-Apr

Simulation

Competitive Round 8

before class

15

27-Apr

Simulation

Capstone Debrief & Wrap

before class
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Rothaermel, STRATEGIC MANAGEMENT 5e
Connect® Content Matrix
This Connect course contains a variety of different content resources for you to assign to your students. This document was created to
assist in the planning of your course assignments.
Recommendations
• Assign Application Exercises to your students and make their performance part of their final course grade (minimum of 10-15% to
encourage student compliance).
• Don’t become student’s tech support. Ask students to call McGraw Hill's CXG support team at 1-800-331-5094 or contact us by visiting
http://mpss.mhhe.com/contact.php. They should only come to you with a CXG ticket number in hand so you may follow up.
• Always make assignments due during tech support hours so students are able to get their issues resolved before the due date. CXG
hours can be found at the above URL.
SmartBook
• SmartBook makes study time as productive and efficient as possible. It identifies and closes knowledge gaps through a continuallyadapting reading experience that provides and introduces personalized learning resources at the precise moment of need. This ensures
every minute spent with SmartBook is returned to the student as the most value-added minute possible. The result? More confidence,
better grades, and greater success.
• Align assignments with your syllabus and lectures to expose students to the foundational terminology, concepts, and principles as they
appear in class.
• Encourage students to return to previous SmartBook assignments to practice challenging topics, refresh their knowledge, and increase
their retention of course concepts.
• Share your plans to use SmartBook with students by including your expectations for its use in the syllabus and discussing SmartBook
with them during the first week of class.
• The assignment results report area in Connect will record your students' highest level of mastery for each SmartBook assignment by the
due date you have set.
• The SmartBook results report will record data in real time, should students continue to use the modules for self-study after the due date.
Application Exercises
Application Exercises are composed of several different formats that ask students to apply chapter concepts to real-world scenarios and
include:
• Click & Drag, Matching, and Multiple Choice Exercises that help make the connection between theory and application.
• Whiteboard Animated Videos that offer brief, dynamic, student-centered introductions, illustrations, and animations to guide students
through challenging concepts. These videos are ideal for before class as an introduction, during class to launch/clarify a topic, or after class
for formative assessment.
• Case Analyses that challenge students to analyze real-world business dilemmas, make sense out of the situation, and derive a plan of
action. This immersive approach fosters students’ ability to think critically and be better prepared for the real world. Thought-provoking
discussion questions check students’ ability to apply the material and develop their skills. These can be found at the chapter level in
Connect. Additionally, there are MiniCase Case Analyses that align with each of the 12 MiniCases in the text, as well as Case Exercises
that align with each of the 12 most popular full-length cases.
• Financial Ratios activities that evaluate students’ understanding of the financial health of fictitious companies via calculating a variety
of ratios.
• Application-Based Activities, highly interactive, application- and analysis-based exercises, that allow students to take on specific
roles to complete strategy-related tasks within a real-world context. These tasks often involve multiple decision-making paths, and students
can see the consequences of their actions with feedback throughout. These automatically-graded exercises provide students with practice
using problem-solving skills to apply their knowledge to realistic scenarios.
• Each chapter contains 3-7 Application Exercises. Each of these activities will take, on average, about 15 minutes. We recommend that
you create separate assignments for each to allow students to complete an assignment faster.
• We’ve organized all assignments by chapter and by learning objective (where applicable) within each chapter. This allows you to select
assignments for your course based on learning objective, topic, or comprehension level.
• All assignments listed below are auto-graded.

Learning
Objective(s)

AACSB
Accreditation
Tagging

Chapter

Assignment Type

Title

Topic(s)

Chapter 01

Whiteboard
Animation Video
Case

Role of Strategy in a
Firm's Quest for
Competitive
Advantage

Strategy; Strategic
management
process

Blooms Taxonomy

01-01

Reflective Thinking;
Understand; Analyze
Analytical Thinking

Chapter 01

Whiteboard
Animation Video
Case

What Is Competitive
Advantage?

Competitive
advantage

01-02

Analytical Thinking

Analyze

Chapter 01

Case Analysis

What Strategy Is:
Gaining Competitive
Advantage at Nvidia

Strategy; Strategic
management
process

01-01

Analytical Thinking

Analyze

Chapter 01

Click & Drag

The AFI Strategy
Framework

Strategy analysis

01-05

Knowledge
Application

Apply

Knowledge
Application

Apply

The Role of Vision,
Mission, and Values Vision, mission, and
in Strategic
values
Management

02-04

Analytical Thinking

Analyze

Strategic Leadership: Strategic leaders;
Formulating Strategy Strategy formulation
Across Levels
and implementation

02-01; 02-03

Reflective Thinking;
Analytical Thinking

Understand; Apply

Planned emergence;
Top-down strategic
planning

02-07

Analytical Thinking

Analyze

Multi-type

Stakeholders and
Internal and External stakeholder analysis;
Stakeholders
Competitive
advantage

02-06

Analytical Thinking

Understand; Analyze

Multi-type

Internal and External Stakeholders and
Stakeholders
stakeholder analysis;
(Keyboard Navigable
Competitive
Alternate Version)
advantage

02-06

Analytical Thinking

Understand; Analyze

Stakeholders and
stakeholder analysis;
Competitive
advantage

02-06

Reflective Thinking;
Understand; Analyze
Analytical Thinking

Social
Responsibilities:
Stakeholders and
Stakeholders and
stakeholder analysis;
Competitive
Competitive
Advantage
advantage
(Keyboard Navigable
Alternate Version)

02-06

Reflective Thinking;
Understand; Analyze
Analytical Thinking

Multiple choice

Chapter 02

Whiteboard
Animation Video
Case

Chapter 02

Case Analysis

Chapter 02

Case Analysis

Chapter 02

Chapter 02

Chapter 02

The AFI Strategy
Framework
(Keyboard Navigable
Alternate Version)

01-05

Chapter 01

Multi-type

Planned Emergent
Strategy at 3M

Social
Responsibilities:
Stakeholders and
Competitive
Advantage

Strategy analysis

Chapter 02

Multi-type

Chapter 03

Whiteboard
Animation Video
Case

A PESTEL Analysis

PESTEL Analysis

03-01

Analytical Thinking

Analyze

Chapter 03

Case Analysis

PESTEL Forces

PESTEL framework;
External
environment

03-01

Analytical Thinking

Analyze

Chapter 03

Whiteboard
Animation Video
Case

Porter's Five
Competitive Forces

Porter's Five
Competitive Forces

03-03

Analytical Thinking

Analyze

Chapter 03

Case Analysis

Strategic Groups:
Pharmaceuticals

Industry competition;
Strategic group
models

03-08

Analytical Thinking

Analyze

Chapter 03

Application-Based
Activity

Porter’s Five Forces:
New Lights for
Classic Styles

Build-Borrow-Buy
Framework;
Diversification

Analytical Thinking

Evaluate

Chapter 04

Case Analysis

04-01; 04-02

Analytical Thinking

Analyze

Chapter 04

Whiteboard
Animation Video
Case

Applying the VRIO
Framework

VRIO Framework

04-05

Analytical Thinking

Analyze

Chapter 04

Case Analysis

The VRIO
Framework in Game
Consoles

Resource-based
view;
VRIO Framework

04-04; '04-05

Reflective Thinking;
Analytical Thinking

Understand; Apply

Chapter 04

Click & Drag

Implications for the
Strategist: Using
SWOT Analysis to
Gain Strategic Insight

Knowledge
Application

Apply

Resource-based
Internal Analysis:
view;
Looking Inside the
The importance of a
Firm of Honda, Corp.
company's resources

Resource-based
view; SWOT
04-02; 04-03; 04-05;
analysis; The
04-10
importance of a
company's resources

Implications for the
Resource-based
Strategist: Using
view; SWOT
04-02; 04-03; 04-05;
SWOT Analysis to
analysis; The
Gain Strategic Insight
04-10
importance of a
(Keyboard Navigible
company's resources
Alternate Version)

Knowledge
Application

Apply

Analytical Thinking

Analyze

Analytical Thinking

Evaluate

05-01

Analytical Thinking

Analyze

05-03

Analytical Thinking

Analyze

05-02; 05-03

Analytical Thinking;
Knowledge
Application

Remember; Analyze

05-02; 05-03

Analytical Thinking;
Knowledge
Application

Remember; Analyze

06-01; 06-02;
06-03

Analytical Thinking

Analyze

Whiteboard
Animation Video
Case

Value drivers and
differentiation
Differentiation
strategy;
Strategy and CostRelationship
Leadership Strategy between cost drivers
and cost-leadership
strategy

06-02; 06-03

Analytical Thinking

Analyze

Case Analysis

Blue Ocean Strategy;
Value drivers and
differentiation
strategy;
Blue Ocean Strategy
Relationship
between cost drivers
and cost-leadership
strategy

06-02; 06-03;
06-05

Analytical Thinking

Analyze

Value drivers and
differentiation
strategy;
Relationship
between cost drivers
and cost-leadership
strategy

06-02; 06-03

Analytical Thinking;
Reflective Thinking

Analyze; Evaluate

Analytical Thinking

Evaluate

Reflective Thinking;
Analytical Thinking

Remember; Analyze

Chapter 04

Mulitple choice

Chapter 04

Whiteboard
Animation Video
Case

The Role of SWOT
Analysis in Strategic
Action Creation

SWOT analysis

Chapter 04

Application-Based
Activity

Resource Based
View: To Buy or Not
to Buy

Business strategy;
Internal analysis

The Drivers of
Profitability

Firm performance

Economic Value
Creation

Economic value
creation

Chapter 05
Chapter 05

Chapter 05

Chapter 05

Chapter 06

Chapter 06

Chapter 06

Whiteboard
Animation Video
Case
Whiteboard
Animation Video
Case

Multi-type

Economic Value
Creation

Multi-type

Economic Value
Creation (Keyboard
Navigable
Accessible Version)

Multi-type

Business-Level
Strategy

Shareholder value
creation and
competitive
advantage;
Economic value
creation
Shareholder value
creation and
competitive
advantage;
Economic value
creation

Business-level
strategies; Value
drivers and
differentiation
strategy;
Relationship
between cost drivers
and cost-leadership
strategy

Chapter 06

Case Analysis

Toyota: Handling
Recalls and
Customer
Satisfaction

Chapter 06

Application-Based
Activity

Generic Strategies:
A Taste for Strategy

Generic strategies

Chapter 07

Case Analysis

Elon Musk: Serial
Entrepreneur from
Zip2 to Tesla and
Beyond

Entrepreneurship
and innovation

04-10

07-02

Chapter 07

Case Analysis

Innovation and the
Industry Life Cycle:
Apple and the
Industries It Has
Created

Chapter 07

Multi-type

Types of Innovation

Chapter 07

Click & Drag

Platform Strategy

Chapter 07

Multiple Choice

Platform Strategy
(Keyboard Navigable
Alteranate Version)

Platform business

Chapter 07

Application-Based
Activity

Industry Life Cycle:
It's Your Call

Industry life cycle;
Crossing the chasm

Chapter 08

Whiteboard
Animation Video
Case

Corporate Strategy

Corporate strategy

Chapter 08

Case Analysis

Vertical Integration

Chapter 08

Multi-type

Chapter 08

Industry life cycle;
Competitive
implications and the
industry life cycle;
Value innovation

Analyical Thinking

Analyze

07-05

Analyical Thinking

Analyze

07-06

Analyical Thinking

Analyze

07-06

Analyical Thinking

Analyze

Analytical Thinking

Evaluate

08-01

Analytical Thinking

Analyze

Organizing economic
activity; Vertical
integration

08-03; 08-04

Analytical Thinking

Analyze

Corporate
Diversification and
Firm Performance ...

Corporate
diversification

08-07; 08-09

Knowledge
Application;
Reflective Thinking

Understand;
Remember

Multi-type

Corporate
Diversification and
Firm Performance
(Keyboard Navigable
Alternate Version)

Corporate
diversification

08-07; 08-09

Knowledge
Application;
Reflective Thinking

Understand;
Remember

Chapter 08

Application-Based
Activity

Vertical Integration:
It's About TIme

Vertical integration;
Acquisitions

Analytical Thinking

Evaluate

Chapter 09

Whiteboard
Animation Video
Case

09-01

Analytical Thinking

Analyze

Chapter 09

Multi-type

Strategic Alliances

09-02

Analytical Thinking

Analyze

Chapter 09

Multi-type

Strategic Alliances
(Keyboard Navigable
Alternate Version)

09-02

Analytical Thinking

Analyze

Chapter 09

Case Analysis

Chapter 09

Application-Based
Activity

Chapter 10

Chapter 10

Strategies for
innovation
Platform business

Build-Borrow-or-Buy Build-Borrow-or-Buy
Framework
Framework
Strategic alliances
Strategic alliances

07-03

Starbucks: Success Strategic alliances;
09-02; 09-04; 09-05; Reflective Thinking;
with Alliances and Alliance governance
09-06; 09-07
Analytical Thinking
Partnerships
mechanisms;
Horizontal integration
Build-Borrow-Buy: Build-borrow-or-buy
Exploring Options for
framework;
Your World
Acquisitions; Alliance

Understand;
Evaluate

Analytical Thinking

Evaluate

Mulit-type

Porters Diamond
Framework of
National Advantage

Measures of
analyzing
competitive
advantage;
Strategies for global
competition;
Tools to assess the
impact of
internationalization

10-06

Analytical Thinking

Analyze

Multi-type

Measures of
analyzing
Porter's Diamond
competitive
Framework of
advantage;
National Advantage Strategies for global
(Keyboard Navigable
competition;
Alternate Version)
Tools to assess the
impact of
internationalization

10-06

Analytical Thinking

Analyze

Chapter 10

Case Analysis

Advantages and
disadvantages of a
global strategy;
CAGE distance
Kentucky Fried
framework;
Chicken Goes Global
Globalization,
multinational
enterprise, foreign
direct investment,
and global strategy

Carhartt--The
Original Workwear
Brand

Chapter 10

Case Analysis

Chapter 11

Case Analysis

Chapter 11

Case Analysis

Chapter 11

Case Analysis

Kroger--Organized
for Innovation

Chapter 12

Multi-type

Corporate
Governance

Strategy and
Structure
Chick-fil-A Lives its
Values

Chapter 12

Case Analysis

Luckin Coffee-China's Enron?

Chapter 12

Case Analysis

Zoom--Security is
Key

MiniCase Case
Analysis

Apple: What's Next?

MiniCase Case
Analysis

Starbucks CEO
Kevin Johnson: "I'm
not Howard Schultz"

MiniCase Case
Analysis

BlackBerry's Rise
and Fall

MiniCase Case
Analysis

Nike's Core
Competency

MiniCase Case
Analysis

Business Model
Innovation: How
Dollar Shave Club
Disrupted Gillette

MiniCase Case
Analysis

How JCPenney
Sailed into a Red
Ocean

MiniCase Case
Analysis

Platform Strategy:
How PayPal Solved
the Chicken-or-Egg
Problem

MiniCase Case
Analyses

10-02; 10-03; 10-04

Analytical Thinking

Understand; Apply

Advantages and
disadvantages of a
global strategy;
Globalization,
multinational
enterprise, foreign 10-02; 10-04; 10-05
direct investment,
and global strategy;
Integrationresponsiveness
framework

Analytical Thinking

Analyze; Apply

11-05

Analytical Thinking

Analyze

11-07

Analytical Thinking

Understand; Apply

11-05; 11-06; 11-07

Analytical Thinking

Analyze; Apply

12-02; 12-03

Analtyical Thinking

Analyze

Analytical Thinking

Remember; Analyze;
Apply

Analytical Thinking

Analyze; Apply

Organizational
structures
Organizational
culture and values
Organizational
structures;
Innovation;
Organizational
culture
Agency Theory in
Corporate
Governance

Agency theory in
corporate
governance; The role
12-03; 12-04; 12-06
of the board of
directors in corporate
governance; Ethics
Shared value
creation framework;
Corporate
governance

12-01; 12-02

MiniCase Case
Analysis

GE: Corporate
Strategy Gone
Wrong

MiniCase Case
Analysis

Disney: Building
Billion-Dollar
Franchises

MiniCase Case
Analysis

Hollywood Goes
Global

MiniCase Case
Analysis

Yahoo: From Internet
Darling to Fire Sale

MiniCase Case
Analysis

Uber: Ethically Most
Challenged Tech
Company?

Case Exercise

Airbnb, Inc.

Case Exercise

Facebook, Inc.

Case Exercise

Starbucks
Corporation

Case Exercise

The Vanguard Group

Case Exercise

McDonald's
Corporation

Case Exercise

Best Buy Co., Inc.

Case Exercise

Tesla, Inc.

Case Exercise

Netflix, Inc.

Case Exercise

Amazon.com, Inc.

Case Exercise

Apple Inc.

Case Exercise

The Walt Disney
Company

Case Exercise

Nike, Inc.

Case Exercises

Financial Ratios
Activity Ratios
Leverage Ratios
Liquidity Ratios
Market Ratios
Profitability Ratios

