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	PROGRAM’S SCOPE

Strategic management is the responsibility of all the managers in an organization. Although it would be considered the core function of senior manager, strategy concept must also be a part of decision-making process of operating line and staff managers. Every manager must understand how their activities add value to the overall operations of the organization. This means that strategic management is just as important in the public sector as it is in the private sector, and in large conglomerate organizations as it is in single product/service organizations or autonomous divisions of organizations. As long as there is a need for a manager to consider his or her operation within the context of a changing external environment in order to achieve some stated organizational goal, strategic management is necessary. This course describe strategic management as “The process of identifying, choosing and implementing activities that will enhance the long term performance of an organization by setting direction and by creating ongoing compatibility between the internal skills and resources of an organization and the changing external environment within which it operates”. This course aims to create a vision for the company future by looking to adapt at the same time the activity of the organization with its environment..


	KEY TERMS: 
1. Strategic management, industry analysis, strategy, mission, external environment, internal environment, strategic choice, implementing


	THE COURSE PROGRAM.

CHAPTER  1:  THE NATURE OF STRATEGIC MANAGEMENT 
This chapter provides an overview of strategic management. It introduces a practical, integrative model of the strategic-management process; it defines basic activities and terms in strategic management

After studying this chapter, you should be able to do the following: Describe the strategic-management

Process, Explain the need for integrating analysis and intuition in strategic management, Define and give examples of key terms in strategic management, Discuss the nature of strategy formulation, implementation, and evaluation activities, Describe the benefits of good strategic management, Discuss the relevance of Sun Tzu’s The Art of War to strategic management, Discuss how a firm may achieve sustained competitive advantage. 
1.1
What Is Strategic Management? 

1.2
A Brief history of strategic management. 

1.3
Defining Strategic Management 

1.4
Stages of Strategic Management 

1.5
Integrating Intuition and Analysis 

1.6
Adapting to Change 

1.7
The Strategic-Management Model 

1.8
Benefits of Strategic Management 

1.9
Guidelines for Effective Strategic Management 

1.10
Strategic management in different types of organizations.                                          (page 2-38)
CHAPTER  2: THE BUSINESS VISION AND MISSION 
This chapter focuses on the concepts and tools needed to evaluate and write business vision and mission statements. A practical framework for developing mission statements is provided. Actual mission statements from large and small organizations and for-profit and nonprofit enterprises are presented and critically examined. The process of creating a vision and mission statement is discussed. The global economic recession has resulted in many firms changing direction and thereby altering their entire vision and mission in order to survive.
2.1
What Do We Want to Become? 

2.2
What Is Our Business?

2.3
Vision versus Mission

2.4
The Process of Developing Vision and Mission Statements

2.5
Importance (Benefits) of Vision and Mission Statements 

2.6
A Resolution of Divergent Views 

2.7
Characteristics of a Mission Statement 

2.8
A Declaration of Attitude 

2.9
A Customer Orientation & Mission Statement Components 

2.10
Writing and Evaluating Mission Statements                                                               (page 40-57)
CHAPTER  3: THE EXTERNAL ASSESSMENT 
This chapter examines the tools and concepts needed to conduct an external strategic management audit (sometimes called environmental scanning or industry analysis). An external audit focuses on identifying and evaluating trends and events beyond the control of a single firm, such as increased foreign competition, population shifts to the Sunbelt, an aging society, consumer fear of traveling, and stock market volatility. An external audit reveals key opportunities and threats confronting an organization so that managers can formulate strategies to take advantage of the opportunities and avoid or reduce the impact of threats. This chapter presents a practical framework for gathering, assimilating, and analyzing external information. The Industrial Organization (I/O) view of strategic management is introduced.
3.1
The Nature of an External Audit 

3.2
The Industrial Organization (I/O) View 

3.3
Economic Forces 

3.4
Social, Cultural, Demographic, and Natural Environment Forces 

3.5
Political, Governmental, and Legal Forces 

3.6
Technological Forces 

3.7
Competitive Forces 

3.8
Competitive Analysis: Porter’s Five-Forces Model 

3.9
Sources of External Information 

3.10
Forecasting Tools and Techniques Making Assumptions 

3.11
Industry Analysis: The External Factor Evaluation (EFE) Matrix 

3.12
The Competitive Profile Matrix (CPM)                                                                    (page 58-87)
CHAPTER  4: THE INTERNAL ASSESSMENT 
This chapter focuses on identifying and evaluating a firm’s strengths and weaknesses in the functional areas of business, including management, marketing, finance/accounting, production/operations, research and development, and management information systems. Relationships among these areas of business are examined. Strategic implications of important functional area concepts are examined. The process of performing an internal audit is described. The Resource-Based View (RBV) of strategic management is introduced as is the Value Chain Analysis (VCA) concept.
4.1
The Nature of an Internal Audit 

4.2
The Resource-Based View (RBV) 

4.3
Integrating Strategy and Culture 

4.4
Management 

4.5
Marketing 

4.6
Finance/Accounting 

4.7
Production/Operations 

4.8
Research and Development

4.9
Management Information Systems

4.10
Value Chain Analysis (VCA) 

4.11
The Internal Factor Evaluation (IFE) Matrix                                                              (page 90-128)
CHAPTER 5: STRATEGIES IN ACTION
This chapter brings strategic management to life with many contemporary examples. Sixteen types of strategies are defined and exemplified, including Michael Porter’s generic strategies: cost leadership, differentiation, and focus. Guidelines are presented for determining when it is most appropriate to pursue different types of strategies. An overview of strategic management in nonprofit organizations, governmental agencies, and small firms is provided.
5.1
Long-Term Objectives 

5.2
The Balanced Scorecard 

5.3
Types of Strategies 

5.4
Integration Strategies 

5.5
Intensive Strategies 

5.6
Diversification Strategies 

5.7
Defensive Strategies 

5.8
Michael Porter’s Five Generic Strategies 

5.9
Means for Achieving Strategies 

5.10
Strategic Management in Nonprofit and Governmental Organizations 

5.11
Strategic Management in Small Firms                                                                     (page 130-170)
CHAPTER 6: STRATEGY ANALYSIS AND CHOICE 
Strategy analysis and choice largely involve making subjective decisions based on objective information. This chapter introduces important concepts that can help strategists generate feasible alternatives, evaluate those alternatives, and choose a specific course of action. Behavioral aspects of strategy formulation are described, including politics, culture, ethics, and social responsibility considerations. Modern tools for formulating strategies are described, and the appropriate role of a board of directors is discussed.
6.1
The Nature of Strategy Analysis and Choice 

6.2
A Comprehensive Strategy-Formulation Framework 

6.3
The Input Stage 

6.4
The Matching Stage

6.5
The Decision Stage 

6.6
Cultural Aspects of Strategy Choice 

6.7
The Politics of Strategy Choice 

6.8
Governance Issues                                                                                                (page 172-209)
CHAPTER 7: IMPLEMENTING STRATEGIES: MANAGEMENT AND OPERATIONS ISSUES 
The strategic-management process does not end when the firm decides what strategy or strategies to pursue. There must be a translation of strategic thought into strategic action. This translation is much easier if managers and employees of the firm understand the business, feel a part of the company, and through involvement in strategy-formulation activities have become committed to helping the organization succeed. Without understanding and commitment, strategy-implementation efforts face major problems. Implementing strategy affects an organization from top to bottom; it affects all the functional and divisional areas of a business. 
7.1
The Nature of Strategy Implementation 

7.2
Annual Objectives 

7.3
Policies 

7.4
Resource Allocation 

7.5
Managing Conflict 

7.6
Matching Structure with Strategy 

7.7
Restructuring, Reengineering, and E-Engineering

7.8
Linking Performance and Pay to Strategies 

7.9
Managing Resistance to Change 

7.10
Creating a Strategy-Supportive Culture 

7.11
Production/Operations Concerns When Implementing Strategies 

7.12
Human Resource Concerns When Implementing Strategies                                   (page 210-249)
CHAPTER  8: IMPLEMENTING STRATEGIES: MARKETING, FINANCE/ ACCOUNTING, R&D, AND MIS ISSUES 
Strategies have no chance of being implemented successfully in organizations that do not market goods and services well, in firms that cannot raise needed working capital, in firms that produce technologically inferior products, or in firms that have a weak information system. This chapter examines marketing, finance/accounting, R&D, and management information systems (MIS) issues that are central to effective strategy implementation. Special topics include market segmentation, market positioning, evaluating the worth of a business, determining to what extent debt and/or stock should be used as a source of capital, developing projected financial statements, contracting R&D outside the firm, and creating an information support system. Manager and employee involvement and participation are essential for success in marketing, finance/accounting, R&D, and MIS activities.
8.1
The Nature of Strategy Implementation

8.2
Current Marketing Issues 

8.3
Market Segmentation 

8.4
Product Positioning 

8.5
Finance/Accounting Issues 

8.6
Acquiring Capital to Implement Strategies 

8.7
Research and Development (R&D) Issues 

8.8
Management Information Systems (MIS) Issues                                                   (page 252-283)
CHAPTER 9. STRATEGY REVIEW, EVALUATION AND CONTROL 
The best formulated and best implemented strategies become obsolete as a firm’s external and internal environments change. It is essential, therefore, that strategists systematically review, evaluate, and control the execution of strategies. This chapter presents a framework that can guide managers’ efforts to evaluate strategic-management activities, to make sure they are working, and to make timely changes. Management information systems being used to evaluate strategies are discussed. Guidelines are presented for formulating, implementing, and evaluating strategies. 
9.1
The Nature of Strategy Evaluation

9.2
A Strategy-Evaluation Framework 

9.3
The Balanced Scorecard

9.4
Published Sources of Strategy-Evaluation Information 

9.5
Characteristics of an Effective Evaluation System 

9.6
Contingency Planning 

9.7
Auditing 

9.8
Twenty-First-Century Challenges in Strategic Management                                 (page 284-306)
CHAPTER 10: BUSINESS ETHICS/SOCIAL RESPONSIBILITY/ ENVIRONMENTAL SUSTAINABILITY 
Although the three sections of this chapter (Business Ethics, Social Responsibility, and Sustainability) are distinct, the topics are quite related. Many people, for example, consider it unethical for a firm to be socially irresponsible. Social responsibility refers to actions an organization takes beyond what is legally required to protect or enhance the well-being of living things. Sustainability refers to the extent that an organization’s operations and actions protect, mend, and preserve rather than harm or destroy the natural environment. Polluting the environment, for example, is unethical, irresponsible, and in many cases illegal. Business ethics, social responsibility, and sustainability issues therefore are interrelated and impact all areas of the comprehensive strategic management model.

10.1
Business Ethics 

10.2
Social Responsibility 

10.3
Environmental Sustainability                                                                                (page 308-327)
CHAPTER 11: GLOBAL/INTERNATIONAL ISSUES
Global considerations impact virtually all strategic decisions. The boundaries of countries no longer can define the limits of our imaginations. To see and appreciate the world from the perspective of others has become a matter of survival for businesses. The underpinnings of strategic management hinge on managers gaining an understanding of competitors, markets, prices, suppliers, distributors, governments, creditors, shareholders, and customers worldwide. The price and quality of a firm’s products and services must be competitive on a worldwide basis, not just on a local basis. Some of the main topics are:

11.1
Multinational Organizations

11.2
Advantages and Disadvantages of International Operations 

11.3
The Global Challenge 

11.4
Culture and Communication Differences Across Countries 

11.5
Worldwide Tax Rates 

11.6
Joint Ventures                                                                                                          (page 328-344)
 


	Measurement of Learning Outcomes / Assessment:

Mid-term
30 %

Assignments: 10 %

Final exam: 
60 %

Total:              100%
Assignments: 10% of final grade.

In order to have more time to focus on the strategic issues of the cases inside the class, students are asked to thoroughly read through the case and do some additional preparation work beforehand. 

The major in-course assessment for this course requires a complete strategic management analysis of a key strategic decision taken by any firm of your choosing. You will first identify a major strategic decision - normally a major strategic turning point of a firm – and then seek to explain how and why the decision was taken. Such turning points can be identified by looking at a variety of current news and press reports. You will need to show an understanding of the firms mission, objectives and stakeholders; the internal and external environments that influenced the decision being made, how this decision fits in with the firm’s overall business, corporate and (if relevant) international level strategy; and finally how you think the decision can and should be implemented and the implications of the decision for the firms control mechanisms. You will work in teams of four- five that you can self-select. You need to have your choice of strategic decision and company approved by the Lecturer – in cases where more than one team wishes to study the same firm a random draw will be used to decide on which team is allowed to study which company. 
Final Exam: 60% of final grade.

The final examination will comprise both a short case study and a number of conventional examination type questions. The exam assesses comprehension of, and ability to describe strategic management concepts, theories and principles. Particular emphasis is given to global and cross-cultural issues, social responsibility and ethics. The final examination specifically requires students to apply past learning in addressing the case and examination questions.

Teaching Method: 

Class activities will include lectures and in-class exercises such as cases, team discussions, student report-backs and student presentations of projects. The first half of each meeting will typically follow a conventional lecture-based approach covering the chapter materials related to each week’s lesson, the second half will normally involve a group exercise, case study or other form of experiential learning. With this particular subject it is necessary to spend considerable time examining lessons learned from existing companies and the approaches they have taken to the setting and implementation of strategy. For this reason there is a substantial use of case studies within the course – advice on how to analyse cases can be found in the final chapter of the book. Additionally, each week an article from a newspaper or magazine will normally be distributed to serve as the basis for further class discussion.

Course rules:

Participation is mandatory. Each student is assumed to participate actively in discussions during teaching sessions. Students must have individual and group responsibility, have to read the required materials, to participate in discussions and to attend regular classes.

For any uncertainty or any your concerns regarding the development of this subject contact me: enida.pulaj@univlora.edu.al

                                                                               


	REQUIRED/ESSENTIAL READINGS: 
a) Strategic Management: A Competitive Advantage Approach, Concepts and Cases (16th Edition) Fred R. David,  Forest R. David, 2016

b) Strategic Management: Concepts and Cases: Competitiveness and Globalization, 12th edition Michael A. Hitt, R. Duane Ireland, Robert E. Hoskisson, 2016.




