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MBA 800 Course Description

This capstone course for MBA students provides an opportunity for students to experience the demands and managerial complexities which executives must face.  It will help students integrate and apply what they have learned in their functional business courses, as well as gain experience in using the techniques, tools, and skills of strategic analysis.  

MBA 800 Associated MBA Program Learning Outcome 

Demonstrate an understanding of the central components and processes of strategic management and the ability to assess and create appropriate strategies for specified organizations in identified business environments.
Course Orientation and Student Learning Outcomes

Running a great organization effectively requires that you not only be smart about the components that make up the business but that you be able to put those pieces together and have them function in a way that both supports your organization’s purpose and is well received by what Fred Massarik calls its “relevant publics.”  And you need to be able to do that in a business environment that is increasingly complex and fast paced.

The courses you’ve taken so far in your MBA program have provided you with the first part of the effective leadership equation.  The courses you’ve taken in Managerial Accounting, Managerial Finance, Managerial Marketing, and HR have helped you become more knowledgeable about the functions required for organizations to operate.  And the courses you’ve taken in Professional Development, Leading People, Leading Organizational Change, and Project Management have sought to get you sharper about how to manage yourself, others, and work tasks to achieve success.  One objective of this course is to review these competencies and assess your current knowledge as you prepare to graduate.

Student Learning Outcome 1: Participants will demonstrate knowledge of business functions and effective management practices.

Effective organizational leadership, though, doesn’t principally derive from expertise in a specific business function or from being able to manage discrete operations.  Rather, strategic organizational leadership involves being able to craft a compelling and viable picture of an organization’s future and to harness and develop the organization’s capacities to make it happen.  That’s what this final course in your MBA program is all about.  And by the end of this course successful students will have garnered the following competencies:

Student Learning Outcome 2: Participants will demonstrate an understanding of organizational identity and its impact on organizational strategy and strategic choice-making.

Student Learning Outcome 3: Participants will demonstrate the ability to assess the external environment and internal capacities of an organization and to identify the consequences of these for organizational strategy and strategic choice-making.

Student Learning Outcome 4: Participants will demonstrate the ability to develop an integrated implementation plan for a given organizational strategy.

Student Learning Outcome 5: Participants will demonstrate the ability to evidence outcomes 2, 3, and 4 in both “boardroom quality” presentations and reports.

To accomplish these objectives there are four course activities for evaluation.  First, do the assigned readings in Developing Business Strategies so that you can fully participate in class sessions.  Second, complete case analysis presentations.  Third, complete weekly quizzes and the national program assessment exam for MBAs.  Fourth, come to class.  One absence or significantly late arrival is allowed without penalty.  A second absence or significantly late arrival must be made up for by an additional, individual case analysis.  Missing three class sessions or arriving significantly late three or more times will result in not receiving credit for the course.  Please note that incompletes will not be given for this class.  

This course is constructed as a master’s level seminar.  All members of the class are expected to contribute their knowledge and experience to the course.  The requirements of the course are likely to be personally challenging.  This is by design.  Taking on the area of strategic management requires that we 1) put to use our developed knowledge of organizational functions and management, 2) develop our ability to assess organizational capacities, opportunities, and threats, and  3) use our assessments to develop appropriate strategies and plans for their implementation.  These goals suggest that there’s a lot to accomplish in this course… and that we have the opportunity for a significant learning experience as well.

Texts for the Course

Aaker, D.A.  (2001).  Developing Business Strategies.  New York: Wiley & Sons.

Course Assignments

Organizational Assessment & Strategy Development

During the term you will present an analysis of one organization.  Case presentations will be done during most weeks of the course; each week your group will present analysis of your case organization related to the topic of that week.  Groups will be formed and organizations chosen during the first class session.
Course Quizzes & Exam

This course is intended to assess the learning you’ve accomplished over the course of your MBA program and to help you bring a strategic perspective to your business thinking.  To get a reading on your progress with the latter, we will have weekly quizzes.  Quizzes will solely test your familiarity with the central concepts found in the readings each week and should take no more than ten minutes to complete.

Your MBA program learning will be assessed via a national program assessment exam for MBAs.  This exam will allow you to know the degree to which you have developed the basic competencies expected of MBA graduates nationally.  

Both the quizzes and the exam will be in multiple choice format.
Grading
Your course grade will be based on the following weighting of assignments and activities:

Five weekly quizzes






20%

Group case analyses






70%

Course exam (participation)





10%   

Course Schedule

October 4th – Course Introduction and Construction

Introduction of class participants and preliminary discussion of the field of strategy.  Course protocol and assignments will be reviewed.  Case groups will be formed and cases chosen.

Reading:

Developing Business Strategies
Chapter 1
October 11th – Organizational Identity and Choice of Strategy

In this class session we will review the elements of organizational identity … mission, culture, industry … and examine their implications for appropriate choices of strategy.  A typology of strategy choices will be presented and discussed.
Reading:

Developing Business Strategies
Chapters 2 & 8
October 18th – Understanding Customers & Markets

In this class session you will learn how to conduct an analysis of an organization’s current and potential customers.  Emphasis will be placed on needs analysis and current and potential market segments.

Reading:

Developing Business Strategies
Chapters 3 & 5

Quiz

Case Presentations:





Mission & Vision

October 25th – Understanding Competitors and the Competitive Environment

This is the second of two class sessions in which you will learn how to assess the external environment faced by an organization.  The last class session focused on market analysis, and this class session focuses on understanding competitors.  Particular attention will be paid to assessing the market position and the strengths and weaknesses of competitors.  We will also assess the competitiveness of a firm’s market.

Reading:

Developing Business Strategies
Chapters 4 & 6

Quiz

Case Presentations:





Market Analysis
November 1st – Strategic Perspectives on Business Functions: Marketing & Operations

During this class session and the next, functional area experts will review central concepts of their disciplines with you and provide a heads-up on strategic issues that you should address when integrating the particular functions into an organization’s strategy.  This week a visiting professor will discuss strategic issues in marketing and operations management.
Reading:

Developing Business Strategies
Chapter 7

Case Presentations:





Competitor Analysis
November 8th - Strategic Perspectives on Business Functions: Finance & HR

This is the second of two class sessions in which functional area experts will review central concepts of their disciplines with you and provide a heads-up on strategic issues that you should address when integrating the particular functions into an organization’s strategy.  This week visiting professors will discuss strategic issues in finance and HR.
Reading:

Developing Business Strategies
Chapter 7

Quiz

Case Presentations:





Marketing & Operations









November 15th  – Organizational Context, Capacity, and Choice of Strategy

In this class session we will review the SWOT analysis approach to assessing an organization’s external environment and internal functioning, and we will practice using these assessments to inform our choice of appropriate strategy.
Reading:

Developing Business Strategies
Chapters 8 & 11

Quiz



Case Presentations:





Finance & HR
November 22rd – Strategy Choice and Implementation

This class session will examine the components and processes required to operationalize strategic goals and successfully enact strategy.  Functional integration, support of human participants, and effective change management will be emphasized.
Reading:

Developing Business Strategies
Chapters 9, 10, 12, 13, 16

Quiz

Week of November 29th – MBA Program Exam 

This week you will have the opportunity to assess the learning you’ve done during your MBA program.  You will take a national program assessment exam for MBAs provided by Peregrine Academic Services.  







December 6th – Final Presentations

During this class session your group will present its conclusive case analysis and strategic recommendations for the firm studied.  Additional faculty from Chaminade’s business school are invited to sit in on the presentations and engage in conversation about your analysis and strategic perspective, as well as offer evaluation of your work.

Your Instructors for MBA 800
Scott J. Schroeder, Ph.D. is Professor of Management and Dean of the Business School at Chaminade University of Honolulu.   Scott’s career has been lived as a management activist, dedicated to enhancing employee empowerment and eradicating abuse by bosses in the workplace.  

His research focuses on individuals’ personal power and social influence at work, with special interest in getting people the power they need to have personal and professional success in their careers.  He is most recently co-author with Donald Gibson of “Who ought to be blamed?  The Effect of organizational roles on blame and credit attributions” in the International Journal of Conflict Management.  

Scott has done extensive clinical work in executive psychotherapy and consults on issues of executive development and team effectiveness.  As a former principal of The Laundis Group, an executive advisory firm in Newport Beach, California, his clients have included individuals and organizations from industries including entertainment, professional sports, health care, advertising, education, government services, non-profits, and faith communities.  

Scott has held faculty or administrative positions at several universities, including Arizona State University, UCLA, and Antioch University, where he developed a graduate program in Organizational Development that was consistently ranked in the top ten nationally during his tenure as chair. Before returning to Chaminade in 2010, Scott was most recently the Dean of Academic Affairs at the Bainbridge Graduate Institute, one of the nation’s top-ranked schools for sustainable business and one of BusinessWeek’s top 50 innovation schools in the world.  He has taught at the Claremont Graduate University, where he was recognized by students and alumni for outstanding teaching in 2005, since 1996.   

Scott completed doctoral specializations in management and psychology at the University of California, Los Angeles, as well post-doctoral work in university leadership at Harvard University. 

Margaret (Peggy) Friedman, Ph.D. is Associate Professor of Marketing at Chaminade University of Honolulu.  She has an undergraduate degree in Sociology from Smith College, Northampton, MA.  Her graduate work was completed at the University of Wisconsin-Madison where she received an MBA degree with a concentration in Marketing Research and a PhD degree in Business Administration, concentration, Marketing..  Her dissertation research considered the role of the professional health care provider from a sales interaction perspective.

Peggy has worked as a market researcher in an advertising agency and as a business consultant in what is now called Accenture (formerly Arthur Andersen and Company), specializing primarily in health care consulting.  Throughout her academic career she has maintained ties to the “real world” through consulting experiences in a variety of contexts, including education, insurance, nonprofit organizations, to name a few.

Prior to moving to Hawaii from the mainland Peggy taught at the University of Wisconsin-Whitewater as well as at the Management Institute, the continuing education division of the University of Wisconsin-Madison School of Business.  In Hawaii, she first worked as Marketing Director at the Waianae Coast Comprehensive Health Center on the leeward coast of Oahu.  However, she missed being in the classroom and so began teaching part-time at Hawaii Pacific University, University of Hawaii and in the MBA program at Chaminade.  Peggy joined the full-time Chaminade faculty in 2001 to revitalize the Marketing Program.   

Peggy is the mother of three grown children, all of whom are currently living on the mainland.  Her favorite hobbies are reading, origami and beading.     

Richard Kido is Associate Professor of Accounting at Chaminade University of Honolulu.  Richard teaches a wide range of courses in accounting, both at the undergraduate and graduate levels and his research interests include non-profit accounting, service learning and experiential learning, and accounting education pedagogies. Professor Kido has served as member of the Board of Regents for Chaminade University in an ex-officio capacity as part of his role as faculty senate president (2009.) Richard serves as the academic advisor to accounting majors. An inspiration to his students, he was instrumental in Chaminade University receiving the Presidential Award for its service-learning program. Prior to his entering academia in 2002, he was involved in several management positions in private industry, including chief financial officer positions in the savings and loan, real estate development and hospitality industries for over 25 years. Richard has also operated his own firm for several years specializing in accounting and financial consulting. A graduate of Saint Louis High School in Honolulu, he received his Bachelor of Arts degree from Michigan State University and his Masters in Business Administration degree from the University of Hawaii at Manoa.

Richard has made presentations at numerous conferences, primarily on non-profit accounting and service-learning.  Richard has been selected to participate in New York University's Faculty Resource Network Scholars-in-Residence Program every June for the past 7 years.  Richard is active in the Honolulu business community as a consultant and accounting practitioner and is a member of the board of several non-profit organizations.

