New Mexico Highlands University

School of Business Administration

Las Vegas, New Mexico

MGMT 489 – STRATEGIC MANAGEMENT
Fall 2006   

Professor:
       Dr. Luis Ortiz

Office:


School of Business Administration

Box 9000 c/o Sininger Hall office #108


Las Vegas, New Mexico 87701

Phone: (505) 454-3584; Fax: (505) 454-3354

Website: www.drluisortiz.com and www.lvsmedc.org 
E-mail: lortiz@nmhu.edu 

Office Hours:


Friday 8:00 a.m.-11:30 p.m. and 12:30-2:30 p.m.

Class Times:

Organizational Behavior - 2334 – MGMT 364; 8:00 am - 9:15 am TR SH 202
Strategic Management - 2369 - 2368 - MGMT 489; 11:00 am - 12:15 pm TR SH 119
Introduction to Business - 2335 – BUS 181; 12:30 pm - 1:45 pm TR SH 205 
Business Practicum - 3704 – BUS 434 TBA and 3705 – BUS 634 TBA

Text Required Materials for the Course:  
Foundations of Strategic Management, 3e ©2005

Jeffrey S. Harrison, Cornell University and
Caron H. St. John, Clemson University
ISBN:  0-324-25917-4
Foundations of Strategic Management provides a concise and balanced introduction to the important theories and views of the field. The authors present an up-to-date look at the most critical topics in strategy today and use examples from cutting-edge firms to helping learners begin to understand and develop decision-making and analysis techniques that are relevant in all types of organizations. Its brevity allows instructors to tailor their courses by incorporating additional readings and cases of their choosing.

Course Description: 

This course is designed as the capstone business course.  This includes the study of the strategic management and business policies of successful and unsuccessful organizations through case analyses.  The outcome assessment of exams/presentations/videos is given to all students enrolled in the course.  The completion of the business core, senior standing, or permission from the Dean of the College of Business Administration are required.  The course focuses on the behaviors of individuals and groups within diverse organizations and the processes that one who desires to be an effective strategic leader can expect to find in the real world of business.  There is an emphasis on individual and group work performance and case analyses.  Topics include accounting, finance, marketing, international business, information systems and management. 

Teaching Methods

The course incorporates different teaching approaches: lecture, assignments, group work, class discussions and self motivation/self-learning “owning your own behavior”.  You are expected to come to class having read and thought about topics scheduled for the class sessions. Note that your participation will make the class pleasant and intellectually stimulating, so please do attend every session.

Philosophy and Performance Objectives of the Course – Students who successfully complete this course should be able to: 

· Articulate the importance of strategic management to the effectiveness of organizations as demonstrated by class discussions, book problems and class or non-class exercises.

· Demonstrate that learning has taken place by applying book knowledge to case presentations with use of the evaluation form at the end of the syllabus. 

· Describe the major factors affecting strategic behavior of individuals, groups and organizations. 

· Recognize the interplay of diversity in an organization’s environment (internal, external and global business environment).

· Effectively demonstrate both written and oral communication skills crucial for success in the real world of business.

· Demonstrate an ability to engage in constructive criticism of current organizational strategic styles.  Interpret, critically analyze, recommend and defend with supporting evidence feasible courses of action for actual real life business situations.

· Demonstrate computer literacy, critical thinking and class participation skills.

Benefits: 

• Balanced Coverage: The book draws from all of the currently important perspectives on strategic management: the resource-based perspective, the economic perspective and the stakeholder perspective.

• Current Examples: The new and updated chapter openers throughout the text create a timely presentation of strategy today.

• Globalization: Global issues and examples are found in each chapter and are also included in a special section on global strategy in Chapter 8.

• Tailored to Fit Your Course: The text's brevity and cost make it the perfect text to supplement with additional cases, experiential exercises or strategy simulations available from South-Western. Ask your local representative or visit the SW Management on the web at http://www.swlearning.com to learn more.

• NEW! Strategy in Focus: Opening vignettes, seven of the eight which are new, profile real-world companies and challenges that they face in relation to text content. Companies include IBM, Honda, BMW, Zara, and more.

• NEW! eCoursepacks: Complement the streamlined presentation of Foundations with eCoursepacks--an online collection of thousands of current articles, cases, and business and industry information. eCoursepacks even allows you to upload and include your own files to create a tailor fit and inexpensive course companion to complement this or any course. To learn more visit: http://ecoursepacks.thomsonlearning.com.

Global Awareness Integration

The focus of this course is on an in-depth look at strategic management, but the student must know that today’s business environment is increasingly global.  Thus, every student will incorporate examples of business in a global context.  The instructor will also add to this global awareness from his experiences in dealing with the maquiladora industry along the Mexico and United States border, public and private organizations in the USA, non-profit organizations in Australia and the service industry in Canada.  Organizations that the instructor has worked with include Invacare, Seagate, Eaton, Bard, Keytronic, TRW, BBB, Lucky Goldstar, CPM, Siemens, Lucent, Delnosa-Delphi, Rey-Mex Bra, Bissell, Nokia, Whirlpool, and AMMEX.

Performance Measures / Exams

The examinations will cover materials contained in the designated chapters and topics discussed in class.  We will discuss the details of the exam in class (e.g. reviews).  The final exam date is going to be as indicated in the official university schedule.  Work turned in late will be penalized.
Reward System (grading)

     % of Grade

Exams




25%

Quizzes/Discussion


25%

Paper/Presentation 


25%

Business Community 


25%
Total   100%

Grades will be assigned using the following scale:

100 – 90 : A 

89 – 80 : B


79 – 70 : C 

69 – 60 : D

Below 60 : F

Attendance

Registering for this class implies that you know the days and times the class meets and accept the responsibility for attending classes and being on time.  Excessive tardiness and/or leaving the class early “is” an absence.  If you miss classes because of school activities, you should bring a schedule of expected dates of absence.  The student will drop a letter grade if he or she has more than three absences.

Expectations

I expect you to keep up with your reading assignments, to participate, to be present and on time for all classes.  I also expect appropriate and ethical personal conduct from you.  Scholastic dishonesty is subject to disciplinary penalties, including possible failure in the course & dismissal from the university.  There will be no curving and no make-up exams.

ADA Compliance

If you have a documented disability which will make it difficult for you to carry out the work as I have outlined and/or if you need special accommodations/assistance due to any disability, please contact the Office of Academic Support.  I will make any appropriate accommodations for you.

People generally remember:

10% of what they read

20% of what they hear

30% of what they see

50% of what they both see and hear

70% of what is discussed with others

80% of what they personally experience

90% of what they teach others
Instructor reserves the right to change or alter the course material as deemed necessary as the class progresses.  
Distance Education Course Outline

Chapter 1 – The Strategic Management Process

Chapter 2 – The External Environment

Chapter 3 – The Internal Environment and Strategic Direction

Chapter 4 – Business Strategy

Exam 1

Chapter 5 – Corporate Strategy

Chapter 6 – Strategy Implementation

Chapter 7 – Strategic Control and Restructuring

Chapter 8 – Strategic Challenges for the 21st Century

Exam 2

Appendix 1 – Preparing a Strategic Analysis

CASES - Case Studies (individual and group)

Attendance (class discussions and participation) 

Assignments (knowledge sharing)

Individual Presentation/Paper

Group Presentation/Paper

Exam 3 - National Business Exam
