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1. Course Description
Introduction to Course

Global managers are faced with a never-ending stream of decisions and choices, from the simple definition of a new product feature to the very complex restructuring of an international operation. Unfortunately, most of the structured decision-making models we have been exposed to are dominated by management (mostly financial) tools and techniques and ignore the many sources of risk present in the real world. While financial considerations are always important, this dominance of financial thinking short-changes the multi-faceted, practical realities of strategic decisions where one needs to consider many other value-elements in an increasingly uncertain world with limited and/or contradictory information, and take into account many interrelated issues and risks that must be addressed for successful strategic implementation. This workshop focuses on a series of practical situations where the students will face tactical issues ranging from micro-managerial management to elements of competitive positioning, from product portfolio management to business due-diligence and many others.

Organization of the Course Structure

The course will be highly interactive, involving multi-media, case studies, lectures, and student’s participation in many forms. The concepts are introduced to students in traditional lecture format, which will cover nearly one-fourth of the class timing. In class, students will work individually and in small teams, they will be assigned decision cases that they will present (role play) and defend to the whole class. Through these presentations and defenses, we will learn how to frame the problems at hand, assess the various possible alternatives, choose a preferred path of actions that satisfy the diverse constraints and prepare for the implementation of the decision. To maximize the class interaction, students will be called on regularly to propose different ideas about the problems under consideration and to assist their fellow students in improving their decision frameworks and their presentations. For the purpose of the workshop, the tutor will act as one of the reviewers. To buttress the decision-making framework, the tutor will highlight useful tools and methods to conduct better reviews of the decision elements.
 2. Student Learning Outcomes (typically 3-5 bullet points)
This is a practical workshop on strategic decision-making where the student will get a chance to understand the reality at boardroom decision-making. They will play the role of senior manager and learn to use both management tools and techniques as well as other heuristics of decision making to solve business problems. The course will help students to:

· Apply various analytical decision tools to define the problem-situation framework and best choice to adapt to the situation at hand.

· Define practical and realistic alternatives toward the resolution of the problem.

· Understand the challenges of making strategic choices and tactics while taking into consideration the sometime contradictory interests of the various stakeholders and the various sources of risk.

· Encourage open discussions and constructive conflicts of ideas to identify the necessary information (Contextual and Collective Intelligence) and appreciate the value of open discussions in creating higher quality decisions.
3. Required Text Books and Reading Material
 Textbook

There will be no formal textbook used in the class, although we will discuss concepts summarized and presented in the following: 

· Hammond, John S., Ralph L. Keeney, Howard Raiffa (2002) Smart Choices, New York: Broadway Books, Random House.

· “Making Smart Decision” Boston: Harvard Business School Publication, 2011.
Recommended Books

Students wishing to read more deeply into some of the topics might consider the following generally accessible books on topics that will be covered in the course:

1. Robert E. Gunther, Stephen J. Hoch, and Howard C Kunreuther, 2004 [paperback], Wharton on Decision Making, John Wiley &Sons, Hoboken, New Jersey.

2. Peter Ferdinand Drucker, John S. Hammond, Ralph L. Keeney, Howard Raiffa, 2001 [paperback], Harvard Business Review on Decision Making, Harvard Business School Press, Boston, MA

3. Scott Plous, The Psychology of Judgment and Decision Making, 1993 [paperback], McGraw-Hill, New York.
 

4. Tentative Session Plan
	Session Number
	Topics/Activities
	Reading/case list etc.

	 1 (3 hrs)
	Introduction-Rules of Engagement; Corporate Strategic Decision 


	 Readings: 

1. Kahneman, Daniel., Don Lavallo, and Olivier Sibony. “Before you make that big decision,” Harvard Business Review, June 2011, pp.1-12.

2. Blenko, Marcia W., Michael C. Mankins. “Spotlight on Strategy for a Changing World- The Decision-Driven Organization,” HBS No. R1006B. Boston: Harvard Business School Publishing, 2010.

3. Coutu, Diane L. “Genius at Work: A conversation with Mark Morris,” HBS No. R0109C. Boston: Harvard Business School Publishing, 2001.

Case 1: TBD (Most Likely – Harvard Role Play Exercise – The BCPC Internet Strategy Team)

	 2 (3 hrs)
	Micro Market Strategy; Sales force Management; Prediction Market
	 Readings: 

1. Goyal, Manish., Maryanne Q. Hancock, and Homayoun Hatani. “Selling into Micromarkets,” HBR No. R1207F. Boston: Harvard Business School Publishing, 2012.

2. Steenburgh, Thomas., and Michael Ahearne. “Motivating salespeople: What really works?” HBS No. R1207D. Boston: Harvard Business School Publishing, 2012.

Case 2: Barclay, Donald., and Ponlerd Chiemchanya “Biomed Co, LTD: Designing a new sales compensation plan,” Ivey Case No. 906A37. Ontario: Ivey Publishing, 2007.

	 3 (3 hrs)
	Corporate and Functional Strategy


	 Readings:

1. Sull, Donald., and Kathleen M. Eisenhardt. “Simple Rules for complex world,” HBS No. R1209D. Boston: Harvard Business School Publishing, 2012.

2. Klopenberg, Timothy.,and Lourence J. Laning. “Leading Project Managers – the project Execution Role,” HBS No. BEP 141. Boston: Harvard Business School Publishing, 2012.

3. “Executing Strategy and Driving Change in Pharmaceutical ad Life Science Industry” Balance Scorecard Report – The Strategy Execution Source HBS and Palladium Strategy, HBS No. R1006B. Boston: Harvard Business School Publishing, 2010.

Case 3: Arippol, Patrick. “NetApp: The day to day of a DM,” Stanford Case No. E-263. Stanford: Stanford Business School Case Writing Office, 2007.

	4 (3 hrs)
	New product Introduction, Product Portfolio Management
	Readings:

1. Executing Strategy and Driving Change in Pharmaceutical ad Life Science Industry, Balance Scorecard Report – The Strategy Execution Source HBS and Palladium Strategy, HBS No. R1006B. Boston: Harvard Business School Publishing, 2010.

2. Cooper, Robert G., Scott. J. Edgett, and Elko. J. Kleinschmidt. “The Quest for the right portfolio management process,” HBS No. PER 012. Boston: Harvard Business School Publishing, 2002.

Case 4: Lee, Hau., Feryal Erhus, Jay Hopman, Mary Murphy-Hoye, and Paresh Rajwat. “Intel Corporation: product transitions and demand generation,” Stanford Case No GS-43. Stanford: Stanford Business School Case Writing Office, 2005.

	5 (3 hrs)
	What to produce and how much?
	Readings:

1. Stengel, Donald N. “Cost and Production”. HBR No. BEP072. Boston: Harvard Business School Publishing, 2011.

2. Surma, Jerzy. (2011) “The Basics of Business Analytics (HBR No. BEP 148) ” Boston: Business Expert Press.

3. Wasserman, Noam., and Kyle. J. Anderson. “Strengths become weakness: Cognitive Biases in Founder decision Making”. HBR No. 811-068. Boston: Harvard Business School Publishing, 2008.

Case 5: He, Xin., and Paul Clark. “Pioneer Hi-Bred International Inc.,” HBR No. 898-238. Boston: Harvard Business School Publishing, 1999.

	6 (3 hrs)
	Collective /Contextual Intelligence.
	Readings:

1. Surma, Jerzy. (2011) “The Basics of Business Analytics (HBR No. BEP 148) ” Boston: Business Expert Press.

2. Bonabeau, Eric. “Decisions 2.0 – The Power of Collective Intelligence”. MIT Sloan Management Review, Vol.50 (2) 2009, pp.1-24.
3. Ring, Peter Smith. “Managing the Formation Process in R&D Consortia”. California Management Review, Vol. 4 (4) 2005, pp.1-18. 
Case 6: Enriquez, Juan., Gary Pisano, and Gaye l. Bok. “In vivo to in vitro to in silico: Coping with tidal waves of Data at Biogen” HBR No. 602-122. Boston: Harvard Business School Publishing, 2002.

	7 (3 hrs)
	Pricing Strategy, Competitive Positioning, Prediction markets
	Readings:

1. Indounas, K. “Making effective pricing decision”. Business Horizon, Vol. 49 (2006), pp. 415-424.

2. Bodea, Tudor.,and Mark Ferguson (2012). Pricing Segmentation and Analytics, Chapter 2: The Practice of Pricing Analytics. Boston: Business Expert Press.

3. Bodea, Tudor.,and Mark Ferguson (2012). Pricing Segmentation and Analytics, Chapter 5: The Customer Behavior Aspects of Pricing. Boston: Business Expert Press.

Case 7: Azhar, Wasi. “Regal Electrogas: price leader or price follower,” Stanford Case No M-315TN. Stanford: Stanford Business School Case Writing Office, 2008.

	8 (3 hrs)
	Systemic Strategic behavior, Business Due-diligence
	Readings:

1. Vaccaro, Antonino. “Ethics hold the key to network contradiction”. IESE Insight Magazine, Article No. IIR052. June 2011.

2. Paine, Lynn.S., Deshpande, Rohit, and Joshua Margolis. “A global leader’s guide to managing business conduct,” HBR No. W1109A. Boston: Harvard Business School Publishing, 2011.

3. Bazerman, Max., and Ann Tenbrunsel. “Blind spots: the root of unethical behavior at work,” Article No ROT140. Rotman Magazine, Spring 2011.

Case 8: William, Naumes., Margaret J. Naumes. “The New Year’s Eve crisis,” NAC-2507. North Tampa: American case research association, 2005.

	9 (3 hrs)
	Strategic Positioning
	Readings:

1. Sarvarg, Miklos., and Anita Elberse. “Market segments, target market selection and Positioning,” HBR No. 506-019. Boston: Harvard Business School Publishing, 2008.

2. Moore, M.C., and Richard l. Helstein. “Positioning: The essence of Marketing Strategy,” Article No UV1425. Darden Business School Publishinh, 2009.

Case 9: Ellis, R.James., and Katherine Rudolph bose. “David Dunwood,” Stanford Case No. E320. Stanford: Stanford Business School Case Writing Office, 2010.

	10 (3 hrs)
	Real Life Decision -Job Selection
	Case 10: Wu, George. “David Amstrong (A),” HBR No. 396-300. Boston: Harvard Business School Publishing, 1996.

General reviews of the course and wrap-up.


 

5. Evaluation
Grading Policies

Each session will have two teams treating the case at hand. Each team will have a designated leader and two or three active followers. Given the size of this class, we will have two tracks: 

a) Leader role (30%) and follower role (10%) of the final grade for your preparation (papers) and presentation/discussion.

b) Two follower roles (20 % each) of the final grade for your preparation (papers) and discussions.

The tutor will provide the rules of engagement note on first class or through email. Class preparation and participation will be a key ingredient of this workshop. 30% of the final grade will be based on student participation during the case discussions.

You will be asked to write two journal entries describing past professional decisions in the light of PrOACT structure. These journal entries will be graded. Along with a small quiz, they together will carry 30% of final grade. 
In general, weights given to assignments will be as follows:


Class Participation 


30%




2 Team Presentations           

40% 

Journal Entry & End-term

30%

Journal entry (15% - due by end-term date) and end-term exam(15%)
{Distribution for Team presentation will be 30%[Leader]+10%[Follower] or as 20%+20%[both follower]}
Attendance is important because so much of the learning will happen in the classroom, and it will be factored into class participation grades. Generally speaking, class participation grades will be marked down the equivalent of 1/2 letter grade for each absence. Please also note: all assignments will be due on the date and time specified. Late assignments will be marked down one-half letter grade for every day late. Computer problems will not be accepted as an excuse for late work, so please back up your work accordingly. Individual graded components may be weighed more or less heavily, in cases where an individual piece of work is either very strong or deficient

Letter grades will be assigned with these definitions:

A is awarded for work whose quality is at an exceptionally high level for a graduate degree. As a guideline, it is expected that no more than 20% of class grades will be A or A-.  A- indicates very high level of quality.


B is awarded for work whose quality is at the expected level for a graduate degree. B+ or B- indicates quality that is slightly above or below the expected level, respectively. A grade of B+ indicates strong performance. 


C is awarded for work whose quality is fair, but below the expected level for a graduate degree. C+ or C- indicates quality that is slightly above or below fair, respectively. 


F results for work whose quality is unacceptable or at a failing level. F may also be given as a result of cheating or plagiarism.

Practical Issues: 

A. Personal Journal Entries

As an integral part of your learning in this course, you will prepare two Journal Entries (approximately 2 typed, 1.5 spaced pages). A Journal Entry is a personal reflection focusing your learning and your deliberate observations as you go through the course, the lectures, readings and your decision exercises, You may select one key topic that particularly interests you, some new concepts or structures which led to a new perspective on strategic decision, or new insights into your own, past decision challenges.

· Please avoid mere restatements of class material, which only show that you were there!

· Entries will be evaluated for the quality of your reflections and your ability to develop a new perspective on some of your own experiences.

· Late Entries will not be accepted.

B. Paper and presentation

The designated leader will prepare a presentation to lead the discussion with his/her team.

All team members (leader and followers) will submit individual papers reflecting upon their preparation for the coming decision discussion. These papers will be sent to me electronically (email) prior to the session when the relevant case discussion takes place; a paper copy will be given to me at the beginning of the session.
6. Academic Integrity

Course Expectations from Students

You will be expected to attend class on time, read and reflect on the assigned materials, come prepared for classes, and become involved in contributing to the learning that takes place in and outside class sessions. It is suggested that you prepare for case discussions in your teams. The syllabus and class assignments function as our documents of mutual understanding of the course objectives, content and procedures. In addition, you will be asked not to use computers, PDA’s, or cell phones while in class, as such use has proven to distract from the learning environment for this particular type of case-based course. 

Academic Standards and Honesty

As a member of a learning community, you are expected to ensure that your conduct helps create an atmosphere conducive to learning and the interchange of knowledge, and are committed to academic honesty. You are expected to familiarize yourself with your institutions policies regarding plagiarism and cheating. Violations will be severely penalized, will be reported to the Faculty for review, and may result in course failure. However, please do not assume that all your ideas in this course must be your own. Collaboration throughout the course, through breakout sessions, study groups, and online discussions, is encouraged. The key to academic honesty is that such collaboration requires acknowledgment. The instructor will be very clear if there are situations in which you may not discuss material with others in advance. 

