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Course Description

This capstone course gives students an opportunity to experience the many demands and managerial complexities placed on top managers. Helps students integrate and apply what they have learned in functional business courses, as well as gain experience in using the techniques, tools and skills of strategic analysis. Student teams engage a “live” organization in their field project and bring real world challenges they face back into the classroom. This course should be taken in the final term and after completion of all core courses. The teaching method consists of case analyses; lecture; discussion, and presentations.

Associated MBA Program Learning Outcomes

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 Learning Outcomes


At the conclusion of the course, the student will be able to analyze a complex business situation, evaluate historical trends, current operational conditions, and environmental settings, in order to establish:  a unifying strategy; the implementation of integrated functional policies; and a plan of action to achieve objectives.
Student Learning Outcome 1: Participants will demonstrate knowledge of business functions and effective management practices.

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 organizational strategy.

Student Learning Outcome 5: Participants will demonstrate the ability to evidence outcomes 2, 3, and 4 in professional quality organizational analysis and presentations.

Course Schedule and Topics

April
 7
INTRODUCTION Case Analysis format and Group formation 



Chapter 1: Strategic Management and Strategic Competitiveness

14
FINANCIAL ANALYSIS PRESENTATION (No class this date; this class session postponed for later in the course) 

21
Chapter 2: The External Environment: Opportunities, Threats, Industry Competition, and Competitor Analysis


Chapter 3: The Internal Environment: Resources, Capabilities, Core Competencies and Competitive Advantages
Begin periodic case applications (All groups) 

All Groups present their case analysis application relating to Chapters 2, and 3 (Instructor feedback live in class). 
28
Chapter 4: Business Level Strategy

Chapter 5: Competitive Rivalry and Competitive Dynamics
Chapter 6: Corporate Level Strategy
Periodic case applications (All groups)
All Groups present their case analysis application relating to Chapters 4, 5, and 6 (Instructor feedback live in class).
May
 
5
Chapter 7: Merger and Acquisition Strategies     

Chapter 8: International Strategy

Chapter 9: Cooperative Strategy
Periodic case applications (All groups)
All Groups present their case analysis application relating to Chapters 7, 8, and 9 (Instructor feedback live in class).
                     12

Exam (Chapters 1-9)
         19
Chapter 10: Corporate Governance


Chapter 11: Organizational Structure and Controls


Chapter 12: Strategic Leadership
Periodic case applications (All groups)
All Groups present their case analysis application relating to Chapters 10, 11, and 12 (Instructor feedback live in class).
        26
NO CLASS: Online national program assessment MBA exam provided by Peregrine Academic Services evaluating overall learning in the MBA program. 
June
 
2
Chapter 13: Strategic Entrepreneurship
Periodic case applications (All groups)
All Groups present their case analysis application relating to Chapter 13 (Instructor feedback live in class). 
                       9

FINAL PRESENTATIONS (ALL Groups) [Guest faculty may be present]
Readings and Materials

1. Hitt, Michael A., Ireland, Duane R., & Hoskisson, Robert E. 2015.  Strategic Management Concepts: Competitiveness and Globalization (11th Edition). Mason, Ohio: Thomson Publishers, Cengage (Text only: ISBN-13: 9781285425184)
2. The Wall Street Journal
3. Business Week
4. Fortune Magazine
Assignments and Participation

1. One short essay theoretical exam based on the text.
2. Online national program assessment MBA exam provided by Peregrine Academic Services evaluating overall learning in the MBA program.

3. Group case preparations (oral and written).
4. Periodic Case Application Presentations
5. Participation and attendance is most necessary and required.
6. Peer evaluations
Corporate Case Analysis:
Student teams will be assigned soon after the first day of class. The corporate case analysis will be prepared as a team and will constitute a real and "live" company. The written presentation format for the corporate case analysis is outlined in Appendix II. The company will be selected by the team at the beginning of the class. To that end, students should have read as much as possible of the text before the beginning of the class. 

Periodic Case Applications: 
Since the corporate case analysis is like an evolving living organism, always adapting and adjusting based on new information and new thinking, during each topic presentation all groups will also be presenting their own corporate case application and results of their own analysis as of to date, so appropriate feedback can be provided. Each presenting group will outline first the application of the information from the text material and their particular research topic issues, as they relate to their evolving corporate case analysis. They will accomplish this by “describing” how they cover that specific topic in their own corporate case analysis, GIVEN the material in the text, their own research, and the work done on the corporate case so far. Because of time constraints, these periodic group presentations must be very brief (1-2 outline pages) and to the point, but formal. This is however, where most of the feedback and lively and constructive class discussion will take place. Of course, each group’s notions and corporate case analysis directions can be modified later, as the case evolves and develops. To that end, each group must apply and consolidate ideas, and suggestions as well as the feedback that was provided during class discussion, by constructing, modifying, and/or upgrading their corresponding section in their own case analysis continuously, and reflect these changes and modified information during their presentation at the following class session’s periodic case application. The grade on the presenting individual’s or group’s case applications will depend on its quality and thoroughness. Points will be deducted for not being prepared for an application presentation or for late submission, per #8 of the Course Ground Rules below.


Final Case Presentation:
    
Each team, and all members of the team, will present the final corporate case presentation in class.

Class Discussion:
During the course of the class lectures, teams are expected to relate and incorporate the content of the lectures, the text and other materials into their ongoing corporate case analysis. Questions and periodic informal reports as they relate to the specific topics covered at the time are strongly encouraged and expected during each class session.

Peer Evaluation:
All students are requested to complete a peer evaluation for the other members in the group. This is to ensure that all group members participate in the preparation of assignments and are given credit for their effort.  It is strongly suggested that all groups construct a contract that stipulates how often the group members will be in contact, which individual will be responsible for various projects during the semester, and what the penalty will be if group members do not fulfill their part of the contract. Each individual will submit with his/her group’s analysis only one consolidated number from one to five, as evaluation of the other team members based on the following scale: 
1=extremely unproductive and uncooperative-2-3-4-5=extremely productive and cooperative

The following is a series of suggested criteria for your benefit when you complete the peer evaluation, with different weights possibly assigned to different criteria: 

1. Showing up for meetings

2. Assignments allocated were completed 

3.  Presentation was professional and made positive contribution

4.  Positive contributions toward researching the topic/case

5.  Contributed positively toward a preliminary analysis of the topic/case 
6.  Overall "chemistry", esprit de corps, and cooperation with others 
7.  Contributions toward the "mundane" tasks of typing, proofreading, etc. 
8. Quality of the work contributed relative to the rest of the group and other groups in   the class

9. Provided an overall net contribution, or exhibited an attitude of indifference
10. Other pertinent factors…
There is no specific form other than the 1-5 scale described above. Students are not obligated to submit peer evaluations, and their grade will not be affected if they fail to do so. However, it is clearly the student's responsibility to initiate the process and submit to the instructor the confidential peer evaluations either in a written or email form 24 HOURS AFTER THE FINAL EXAM AT THE LATEST, as the instructor only sets the conditions of group formation and suggests evaluation criteria, as outlined above. In case not all peer evaluations from all the students in the group are received, the instructor will average the ones that he does receive. If no peer evaluations are received from any group member, then the peer evaluation points will be integrated into the instructor’s portion of each individual student’s evaluation and participation. 
Assessment and Grading

1. Exam (based on material from the text)





10%

2. Online national program assessment MBA exam 



20%
2. Corporate Case Final Written Analysis





35%

3. Corporate Analysis Final Oral Presentation (Group 10% - Individual 5%)
15%

4. Periodic Case Application Presentations





10%

5. Participation evaluation: 
Peer






  5%

6. Participation evaluation:  Instructor





  5%
       TOTAL   100%

100-90=A
Outstanding work

89-80=B
Very good work

79-70=C
Good, average work

69-60=D
Below average, marginal work

<60=F

Failing work

Course Ground Rules
1. If you have a disability, be sure to identify yourself to the University and the instructor so that reasonable accommodation for learning and evaluation within the course can be made in order to facilitate your rights under the Americans with Disabilities Act.

2. It is expected and required that you will attend class. Participation in class discussion and attendance are most necessary and required. Attendance will be taken every class session. Recognizing the professional obligations of our students, one absence is allowed in a graduate course. Students who miss two class sessions, or fail to make arrangements for a make-up assignment, if allowed by the instructor, will not pass the course.  Students who miss three class sessions will not pass the course.  Please notify the instructor in advance of an absence if possible.
3. Final grades will NOT be curved
4. The final exam day is also make-up day.
5. The award of a grade of “I” will strictly adhere to the Chaminade University catalog guidelines.
6. All reports must be typed and are due the class period of their scheduled presentation.
7. The quality of typing and absence of spelling and/or grammatical errors will have a favorable impact on the report’s grade and vice versa.
8. There is a 5-point penalty for not being prepared on the due date and a 3-point penalty for each day the report is overdue.
9. The case grade will depend on its comprehensiveness and proposal justification according to the guidelines in Appendices I and V.
10. Grading for the various projects and assignments will occur after ALL groups have completed a specific project or assignment, in order to ensure evaluation uniformity, as well as, uniformity in the application of the expected levels of quality standards relative to each other.
11. Students are responsible for the selection of their team members and research topic. It is strongly suggested that teams use a written contract to stipulate group expectations and performance requirements in the event that some students do not fulfill their portions of the assignment, and conditions of dismissal of any non-cooperative group member.
12. Professionalism, integrity, and thorough knowledge of basic business skills are assumed and expected.
13. The instructor reserves the right to alter the course outline and calendar as circumstances may dictate. Any changes will be announced in class, and absent students are responsible for obtaining this information.

Academic Honesty

Students are responsible for promoting academic honesty at Chaminade by not participating in any act of dishonesty and by reporting any incidence of dishonesty to an instructor or to a University official.  Academic dishonesty may include theft of records or examinations, alteration of grades, and plagiarism.  Questions of academic dishonesty in a particular class are first reviewed by the instructor, who must make a report with recommendation to the Business School Dean.  Consequences for academic dishonesty may range from an “F” grade for the work in question to an “F” grade for the course to suspension or dismissal from the University.

Students with Disabilities

Chaminade University provides reasonable accommodations for individuals with a disability in compliance with the Americans with Disabilities Act (ADA) of 1990.  If you would like to know if you qualify for ADA accommodations, please contact our Counseling Center at 808-735-4845.  Current appropriate documentation will be required for determination of accommodation eligibility.  

Characteristics of a Marianist Education

The following are characteristics of the approach to education engaged at Marianist schools, including Chaminade University:
(  Educate for formation in faith

(  Provide an integral quality education

(  Educate in family spirit

(  Educate for service, justice and peace

(  Educate for adaptation and change
Instructor Background Information
George S. Vozikis is Professor in Residence at Chaminade University of Honolulu, and retired from California State University, Fresno as the Edward Reighard Chair in Management and Director of the Institute for Family Business. Prior to this, he was the Davis D. Bovaird Endowed Chairholder of Entrepreneurial Studies and Private Enterprise, and the Founding Director of the Family-Owned Business Institute, as well as the Tulsa University Innovation Institute at the University of Tulsa in Oklahoma. 

George S. Vozikis has also taught at the Citadel Military College where he was the Alvah H. Chapman Endowed Chair in Business Administration, and the Founding Director of the Citadel’s Center for International and Regional Development, the University of Memphis, the University of Alabama in Huntsville, the University of Miami, the University of Oklahoma, and the University of North Texas. He received his Ph.D. in Business Administration from the University of Georgia under the direction of the then President of the Academy of Management, the late William F. Glueck, and his MBA from Virginia Commonwealth University.

In addition to numerous journal publications, conference papers, and books, Dr. Vozikis has conducted executive development seminars and served as a consultant for many organizations, such as Aramco, LG (formerly Goldstar), McDonnell-Douglas Corporation, GTE, the Medical University of South Carolina, the U.S. Army Missile Command, the Williams Companies, and many family firms. He has also served in the past as Chair of the Entrepreneurship Division of the Academy of Management (1988), Chair of the Council of Distinguished Entrepreneurship Chairs for the Entrepreneurship Division of the Academy of Management (2003-2007), Chair of Council of the Entrepreneurship Division of the Academy of Management AACSB Committee (2004-2008), and Chair of the United States Association of Small Business and Entrepreneurship (USASBE) Entrepreneurship Fellows (2011-2013), and as Management and Entrepreneurship Track Chair for the Southern Management Association (1984 and 1985), the Decision Sciences Institute (DSI) International Conference (1999), the International Council for Small Business (ICSB) World Conference (2008), the USASBE Preconference (2010), and the Western Decision Sciences Institute (2012).
Library

Link to the Chaminade library (www.chaminade.edu/library) 

Technical Support

For technical questions contact the Chaminade eCollege help desk at helpdesk@chaminade.ecollege.com, or call toll free at 866-647-0654.

eCollege Account Support

For eCollege account support email jnakason@chaminade.edu or call 808-739-8327.

Course Website Address

http://chaminade.ecollege.com 

APPENDIX I

DEFINITIONS
Various reference sources define key words to allow for a range of meanings. In this course, the distinction between the words strategic objective, policy, and action is significant to the analytical format. These words are to be used in the following context and meaning:

Strategic Objective: A simple sentence establishing a single, clear, unambiguous, quantified, and time-phased future goal for the company. Strategic objectives normally establish one of the following alternative objectives in terms of growth, stability, and retrenchment:



Profit



Sales

Return on investment (or equity)

Share of market

The selection of one of these alternatives is not intended to suggest the others are unimportant, but rather to identify that alternative which is most important. The time period selected in stating the strategy, must be not less than two years in the future, nor more than three years (A strategy of a year or less suggests short-range planning; over two years connotes long-range planning). The strategy selected must also be quantified.

Examples:
(Good)

· Increase share of market to 5% within 3 years.

· Increase sales to $100,000 in 5 years.

· Achieve a net profit of 10% within 2 years.

· Achieve a 10% return on investment within 4 years. 


Examples: 
(Poor)

· Increase in sales to $100,000, and profits to 10%, within four years (Overly complex: includes two objectives).

· Increase profits by 2% in 3 years (Ambiguous: requires reader to compute present profit in order to determine final profit).

· Increase share of the market in 4 years (Vague: does not quantify the goal).

· Diversify product line…    

· Reorganize…           

· Reduce Costs… (Unacceptable strategic objectives: goals to be achieved are better stated in terms of profit, sales, return on investment, or share of market).

Policies
Policy is guidance to people in the organization who make decisions.

Policy is standing guidance, to be in effect for the duration of the strategic period (or longer).

Policy provides constraints on decisions that will be made to achieve corporate objectives.

Policy guidance is a form of unorganized control, to ensure that the decisions made within the organization are mutually consistent with the organization’s overall strategic objective.

Policy does not prescribe a specific “One time action”. A statement that directs that a specific one​time action be taken is -- by definition -- an operating decision and not a policy.

Policy statements normally do not include “action” verbs, such as initiate, develop, implement. 

Policy statements provide continuing guidance, and represent a condition to be reached and maintained.

Policy is intended to permit functional and organizational specialists to make decisions in their areas of responsibility and expertise -- consistent with overall corporate strategy -- without the need for prior approval by their organizational superior.

Good policy is clear and unambiguous. It avoids such phrases as “when deemed appropriate”, or “when necessary”, and other such phrases which can be misinterpreted.

Examples:

Good:
Market to wholesalers within a 600-mile radius.

Poor:
Expand marketing area.

Good:
Marketing costs will not exceed 5% of gross sales.

Poor:
Initiate a cost-reduction program in the marketing department.

Good:
Maintain a 1 to 4 inventory to sales ratio.
Poor:
Reduce inventory to x units.

Good:
All new employees will receive a 3-hour safety training program before operating machinery

Poor:
Develop a safety program for new employees.

Good:
Finance plant acquisitions through the sale of common stock.

Poor:
Finance plant acquisition through long-term borrowing, common stock, or working capital, as deemed appropriate.

Actions
Actions are activities that are enacted, executed, and carried out. Actions may be repetitive, but each repetitive action is of a “one-time” nature. An action does not represent continuing guidance, as is the case with a statement of policy. Tests for distinguishing between a statement of action and a statement of policy are as follows: Does the statement represent a specific activity to be enacted? Is it a statement that provides continuing guidance to those who will be responsible for the enactment of specific actions throughout the time period covered by the strategy?

Examples of actions (as distinguished from policies):

· Hire five salesmen...

· Reduce working capital...

· Develop a new product...

· Increase production...

· Sell obsolete equipment…

APPENDIX II
WRITTEN PRESENTATION FORMAT FOR CORPORATE CASE ANALYSIS

Written material should be organized as outlined below. All written cases should include paragraph prefixes in exactly the following sequence (Headings. sub-headings. and a table of contents are strongly requested).

Brief Introduction: History of the company; the 2-3 main issues that it is facing.

Section I: Industry and Company Analysis

A. THE INDUSTRY


1.
Economic forecast: to include an estimate of current and a projection of the volume of sales for the industry for the ensuing 2 years, and an explanation of the basis for computing this projection, based on trends and facts, market size, etc.


2.
Competitive structure: to include an identification of numbers and types of competing companies; productive capacity; influences of competing companies on pricing practices; past trends, market shares, etc.


3.
Industry problems, issues, threats, and opportunities: to include an identification of: (a) scarcity or plentitude of materials and labor; (b) financing; (c) science and technology; (d) social; (e) governmental and political; (f) consumerism, etc. (see Appendix III).


NOTE: The industry analysis (economic, competitive, and industry) needs to incorporate existing data and statements for current and immediately past years as of the time of the case analysis originating from various sources (RMA Associates, industry analysis reports, industry associations, etc.), and estimates and projections for the future from the same or other sources or your own analysis. Statements explaining the assumptions underlying calculations of figures and statements for all projections and forecasts are strongly recommended.
B. THE COMPANY


1.
*General organization and management.


2.
*Marketing


3.
*Production or Operations


4.
*Finance


5.
*Personnel

(*See Appendix IV for a checklist of items to be considered in preparing section B1-5, above. Apply any management audit technique, method, or analysis deemed necessary to assess the company’s current situation in terms of strengths and weaknesses.)

Section II: Strategy, Policies, and Planned Actions

A. STRATEGY

1. Statement of strategy (one sentence, which establishes the quantified and time-phased single most important objective the company is to achieve). See Appendix V.

2. Explanation:

a. Citation of the specific facts in the industry and company which led to the selection of this strategy derived from the analysis in Section I.

b. A quantified explanation of the basis on which the industry and the company sales forecast was computed.

c. A brief explanation of why each of the possible alternative strategies was rejected.

d. A brief synopsis of major actions to be taken to achieve the strategic objective. This synopsis will summarize actions included in subsequent paragraphs of this section.

B. Policies

1.
General Organization and Management

a.
(First Organization and Management policy and its objective)


a1.
(Brief explanation, citing facts and issues in the case, of the reasons for establishing this policy)


a2.
(Time-phased actions to be taken to implement this policy)


a3.
(Measures of effectiveness and performance)


b.
(Second Organization and Management policy and its objectives)


b1.
(ditto, a1 above)


b2.
(ditto, a2 above)


b3.
(ditto, a3 above)


(Repeat sequentially for each additional Organization and Management policy)

2.
Marketing

a.
(First marketing policy and its objective) 


a1. 
(ditto, a1 under “General Organization and Management”)


a2. 
(ditto, a2 under “General Organization and Management”)


a3. 
(ditto, a3 under “General Organization and Management”)

 
(Repeat sequentially for each additional Marketing policy)

3.
Production or Operations

a.
(First production or operations policy and its objective) 


a1. 
(ditto, a1 under “General Organization and Management”) 


a2. 
(ditto, a2 under “General Organization and Management”)



a3. 
(ditto, a3 under “General Organization and Management”) 



(Repeat sequentially for each additional Marketing policy)


4.
Finance

a.
(First financial policy and its objective)


a1. 
(ditto, a1 under “General Organization and Management”) 


a2. 
(ditto, a2 under “General Organization and Management”)


a3. 
(ditto, a3 under “General Organization and Management”)   


(Repeat sequentially for each additional Finance policy)

5.
Personnel/Human Resources


a.
(First personnel policy and its objective)


a1. 
(ditto, a1 under “General Organization and Management”) 


a2. 
(ditto, a2 under “General Organization and Management”)



a3. 
(ditto, a3 under “General Organization and Management”) 


(Repeat sequentially for each additional Personnel policy)

C. 
Financial Statements for 3 past years and projections for 2 future years. (If the firm’s fiscal year has not ended by the time of the case analysis, this year can be used as one of the forecasted 2 future years. Statements explaining the assumptions underlying the calculations of the figures for all financial statements are strongly suggested).

1.
Profit and Loss Statement

(A profit and loss statement will be prepared for each year included in the strategic period.

This statement may be summarized. It should:

a. Include major cost and expenditure accounts as a percent of sales.

b. Show gross revenue, net sales, cost of goods sold, etc.

c. Reflect guidance and controls included in and as a result of the strategy and policy statements.
2.
Cash flow Statement

(A cash flow statement will be prepared for each year included in the strategic period).

3.
Balance Sheets 

a. A balance sheet for each year of the strategic period should be included.

b. Final year balance sheet entries should be consistent with the opening period balance sheet, strategy, policies, profit and loss, and cash flow statements.

4.
Ratio Analysis (in a graphic form)

Comparisons of liquidity, profitability, leverage and activity ratios:

a. With same ratio of past years 

b. With each other, and

c. With industry averages

NOTE: These statements are to be consistent with strategy, policies, and actions, and with opening and ending period balance sheets. Also, you may have more than one recommended policy per each business function, but you need to have at least one policy per business function. Specifically, you need to determine GIVEN your chosen strategy for the future: Which existing policies for each business function will be kept intact, which existing policies for each business function will be scrapped because they are in conflict with the chosen strategy, and which existing policy for each business function will be changed in order to conform with the chosen strategy. Additionally, you need to identify which new policies for each business function need to be introduced as a result of the NEW chosen strategy, that do not currently exist. 
5.
Strategic Financial Profile

This section should present general descriptive conclusions about the firm’s financial state of affairs in the past and the present, as well as its prospects for the future especially given its impact on the chosen strategy. Special attention should be placed on the overall financial ratio profile and its comparison and contrast with the industry and direct competitor benchmarks. In other words, what do all the numbers mean? If our strategy is to grow and expand to other markets and build additional plants, do we have the money to do it? Is the strategy we selected compatible with our financial situation, and if so, are we putting our money where our mouth is for the future? Are our budget allocation priorities compatible with the direction that we have charted?
D. 
OTHER ACTIONS

Include here all other planned actions not included in previous sections.

E. 
OVERALL CONCLUSIONS ABOUT THE FIRM

Recommendations constitute overall conclusions about the firm and may pertain to overall strategy, functional policies, or even specific detailed actions. You still need to leave them at the end of your "consulting" report as an overall "wrap up" of the case and as a summary of your analysis GIVEN all the numbers, justifications, and overall analysis that you did. These overall recommendations must have been cited and analyzed earlier in its appropriate category (external and industry analysis, internal analysis, strategy, alternative strategies, policies by business function, or specific actions).
NOTE: All outside sources used in the case analysis should be referenced in a reference section, as well as in the body of the report, using the American Psychological Association format, as shown in Appendix VI. Public information and reports used to support your strategy and company analysis (e.g. annual reports, 10-k reports, association reports, government statistics, industry analyses, etc.) should be attached to the report in their original or xeroxed form as an Appendix.
A FINAL SUGGESTION: One basic and important factor in the grading of the report is the incorporation of the theoretical and practical concepts from the text and/or from class discussion into your written case analysis report.
APPENDIX III

INDUSTRY TREND ANALYSIS

The purpose of the industry trend analysis is to analyze the what, how, when, where, who, and why of current economic, social, political, international, etc. critical issues, as they relate to a specific industry. No matter how clearly a business article presents a particular issue, it is not always obvious at the start what the problem is or at what level it should be tackled or even if there is a problem. The analyst therefore should ask such questions as:


1.
How did the issue arise? Why is it an issue? Is it a problem or an opportunity?


2.
Who are the people who believe it to be a problem?


3.
Why is a solution important?


4.
What should a solution look like? What sort of solution is acceptable?


5.
Is it the right issue anyway? Might it not be just a manifestation or a symptom of a much larger or deeper issue? Would it be better to tackle this larger issue, if there is one?

By posing these questions, the analyst seeks to formulate a better idea regarding the nature of the trend, its scope, and the benefits likely to result from an extensive analytical effort. After these exploratory but fundamental questions have been answered, a more systematic analysis of the trend is required. A comprehensive framework for the industry trend analysis is suggested below adapted from decision system implemented in the state of Hawaii:

A.
Source and background of the Issue (description, origin, causes, protagonists)

B.
Reason for attention (justification, magnitude, impact)

C.
Groups and/or institutions toward which activity is directed (specific population, target groups, characteristics)

D.
Beneficiaries (who gets benefits, who pays for cost)

E.
Related actions (specific activities by others that affect the issue)

F.
Goals and objectives (ultimate goal, possible conflicting objectives)

G.
Measures of Effectiveness (qualitative, quantitative criteria and their operationalization)

H. Framework for Analysis (what to do, why, who, when, how).


1. Kinds of alternatives

2. Possible methodology

3. Critical assumptions

I. Alternatives (unconstrained look at all possibilities)

1. Description (resources, policies required, advantages, disadvantages)

2. Effectiveness (quantitatively if possible)

3. Costs (cost categories)

4. Spillovers (side effects on other firms or groups)

5. Comments on ranking
6. Other considerations (risk, uncertainty, social and moral constraints, political feasibility)

J.      
Recommendations (strategy, explanation, functional policies, actions)

K.
Appendices (references, back-up tables, charts, calculations, exhibits)

APPENDIX IV

Checklist for company analysis:

1.
Competitive position of company within the industry
2.
GENERAL ORGANIZATION AND MANAGEMENT
Authority

Responsibility

Accountability

Delegation

Decision Making

Division of Effort

Communication Channels

Information Systems

(Other?)

3.
MARKETING
Pricing

Service

Channels of Distribution

Product Mix

Market Segmentation

Promotion

Cost

(Other?)

4.
PRODUCTION/OPERATIONS
Supply Resources

Costs

Capital Equipment 

Plant

Research and Development

Purchasing

Inventory

Quality Control

Capacity

Production scheduling

(Other?)


Strengths, weaknesses, policies, actions.


5.
FINANCE
INCOME STATEMENT

BALANCE SHEET



RATIOS



Quick



Current



Debt to Equity



Inventory to Sales


Return on Investment



Profit

(Other?)
SOURCES OF FUNDS

Equity


Debt


Profits

Depreciation

Sale of excess capital equipment

Decrease working capital

(Other?)

USES OF FUNDS



Plant and equipment

Repay debt

Repurchase of capital stock

Dividends

Increase working capital

(Other?)

      CASH FLOW


OTHER?

6.
PERSONNEL
Human resources

Motivation

Employee Benefits/Incentives

Labor relations

Promotion/Reward structure

Recruitment/Hiring

Pay

Training

(Other?)

APPENDIX V

Bases for Strategies

1.
There is probably no one single, time-phased, strategic objective for any given company that “experts” would agree upon, based on independent analyses of the industry, historical conditions, the status quo, and projections and estimates for the future. Generally such objectives as profits, sales, share of market, and return on investment are all “viable”, frequently mutually supporting, albeit occasionally conflicting as to priority and emphasis, in the allocation of resources and in the selection of alternative courses of action. There is no particular rule that stipulates one objective versus another. Generally however, certain conditions may suggest one strategic objective versus alternatives. Based on independent analyses of the industry and the company, one strategy may appear to provide a better “fit” to the many variables that bear upon a specific company at a given point in time (Note: a non-financial strategy e.g. good will, may sometimes be more appropriate as a primary strategy).


2.
The following conditions may suggest the selection of one strategy versus another.

a.
Share of market: A particular significance in an oligopolistic type of industry. Loss of share of market may suggest poor management of stockholders, potential investors, and the financial community. Maintaining share of market may reflect a strategy of remaining competitive, either as a primary objective, or as a secondary goal while, e.g. increasing profits or return on investment. Increasing share of market may be appropriate for a firm at any stage in the product life cycle, but clearly places profits and return on investment as secondary (although possibly very important) objectives.

b.
Return on investment (ROI): This is of particular concern when asset management, as well as profits, are important. Sales, per se, profits per se or share of market may be of secondary importance. Poor utilization of assets in the past, or control over projected capital expenditures and net working capital are significant in the selection of this strategy. This strategy may be quite important as a firm enters the maturity stage of a product or project life cycle, or as the cycle declines. Return on Investment is frequently considered a key strategic objective since it measures profits, and sales, and the efficient use of assets.

c.
Profit: Of particular concern when cost controls may have been lax in the past, or where annual earnings are insufficient to pay dividends, generate funds for internal growth, or are less than other long-risk terms of investment. Profits per se may be a secondary objective in instances where share of market, return on investment, or sales are primary alternative objectives.

d.
Sales: Sales may be of primary importance in the early stages of a product life cycle, or in instances where fixed costs are high or where demand for a product is price elastic. An increase in sales is not necessarily synonymous with an increase in share of market. Sales might increase while share of market is being lost, when “demand shifts to the right” or just the reverse, “when demand shifts to the left”.
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THE STRATEGIC MANAGEMENT PROCESS

I.
STRATEGIC DISPOSITION

A. Organizational Culture

1. Protagonists
2. Values
3. Politics
4. Climate

B. Organizational Effectiveness


1.
Performance


2.
Behavioral

3. Environmental

4. Objectives (qualitative),
5. Goals (quantitative)

6. Hierarchy of Objectives

7. Tactics (ACT on opportunity;

REACT to a threat; PROACT by creating opportunities or averting threats; IGNORE).


C.  Strategic Target

1.
Customer Needs (WHAT)

2.
Customer Segments (WHOM)

3.
Technology (HOW)

4.
Price (HOW MUCH)

OUTCOME:
1. Organizational Philosophy 


2. Mission Statement


3. Industry, Market and Business   Classifications

II.
STRATEGIC AUDIT

A.
INTERNAL

1.
Internal Function Audit: strengths-weaknesses,

MGMT, MKTG, OPER, FIN, PERS


 2.
Internal Life Cycle Audit




   a. 
Product



b.
Organizational



c.
Technology


d.
Management Continuity

3.
Product Portfolio Analysis


a.
Boston Consulting Group Analysis


b.
Product Competitive Position


c.
Market Positioning



d. 
Innovation

B.
EXTERNAL

1.  
Environmental Trend Audit:



Threats-Opportunities


a.
Economic, sociological, demographic, political, etc.


b.
Modeling

 
c.
Forecasting

2.

External Life Cycle Audit


a.
Economic



b.
Sociological



c.
Political


d.
Industry and competitive

e. Internationalization

C.
STAKEHOLDER ANALYSIS

1. Identify Stakeholders

2. Assumption of Posture


a. Supporting vs. resisting


b. Certain vs. uncertain



c. Important vs. unimportant 

Outcome: 
Strategic Position
III.
STRATEGIC ANALYSIS AND FORMULATION

A.

Strategic Profile

B.

Strategic Alternative Analysis

C.

Strategic Choice

OUTCOME:

Organizational Strategy

IV.
STRATEGIC IMPLEMENTATION DESIGN

A.

Functional Policies and Procedures: MGMT, MKTG, OPER, FIN, PERS

B.

Structure

C.

Resource Allocation Priorities: 5Ms: men, money, machines, materials, methods.

OUTCOME:
1. Strategic implementation       framework

2.
Comparison and contrast of existing vs. suggested functional policies

3.

Structural accommodation of strategy

4.

Human Resource and Budgetary accommodation of strategy

V.
STRATEGIC DEPLOYMENT

A.  
Communication of strategic directives

B.  
Operational Action Plans
C. 
Conflict and Resistance to Action and Change

OUTCOME: 
Transition from strategic formulation, through strategic implementation design, to actual strategic deployment
VI.
STRATEGIC EVALUATION

A.


Strategic Evaluation and Organizational


Effectiveness

1.
Control process

2.
Criteria and standards

a.
Basis for measurement

b.
Impact, implementation, urgency

c.
Tangible and intangible benefits

OUTCOME:
Ensuring that organizational effectiveness is achieved through the implementation of the formulated strategy.
VII.

STRATEGIC ADJUSTMENTS

A. Internal (Strategic Incrementalism - Productivity enhancement)

B. External (Organizational Adaptation -



  Contingency adjustments)

1.
Change the problem

2.
Change the approach

3.
Change the solution

4.
Change the basis for a solution

5.
Change the limits to the problem

OUTCOME: 
Change and complexity accommodation

19
PAGE  
14

