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Required Texts: 
1. Burgelman, R.A. and Grove, A.S., with Meza, P.E., Strategic Dynamics: Concepts and Cases, McGraw-Hill, 2006 (available in the book store). This book contains most of the cases for the course.

2. Burgelman, R.A., Strategy is Destiny: How Strategy-Making Shapes a Company’s Future, Free Press, 2002 (available in the book store). 

Chapters from this book are assigned throughout the course.

Course Syllabus: 
Available from University Copies Store

COURSE OUTLINE

Note: Materials marked * are in the syllabus. Other materials are in the textbooks.

I.  THE MICROCHIP MATURES
Session 1:
Tuesday, September 27, 2005
Introduction, Strategic Dynamics, 3-6

Epoch II: Intel the Microprocessor Company
Strategy is Destiny, chapters 6 and 8



Arthur, “Competing Technologies: An Overview” *
Session 2:
Friday, September 30, 2005
Inside Microsoft: The Untold Story of How The Internet Forced Bill Gates to Reverse Course, Strategic Dynamics, 78-82

Christensen, C. and Bower, J., “Customer Power, Strategic Investment, and the Failure of Leading Firms” *
II. COMPOUNDING CONFLUENCE – TAKE I:

THE INTERNET AND e-COMMERCE




Session 3: 
Tuesday, October 4, 2005

Netscape Communications Corporation in 1997, Strategic Dynamics, 85-112


“Browser Breach: How One Sweet Deal Unraveled for Netscape



After Microsoft Called” *
Session 4:
Friday, October 7, 2005
Amazon.com: Evolution of the e-Tailer, Strategic Dynamics, 147-165
Note: List of group members, project outline and choice of company are due at the beginning of session 4 
Session 5:
Tuesday, October 11, 2005
AOL: The Emergence of an Internet Media Company, Strategic Dynamics, 113-146

III. COMPOUNDING CONFLUENCE – TAKE II:


SAVING OR SINKING SOFTWARE

Session 6:
Friday, October 14, 2005

BEA Systems, Inc. in 2003: Reaching for the Next Level, Strategic Dynamics, 169-198

Session 7:
Tuesday, October 18, 2005


The Open Source Software Challenge, Strategic Dynamics, 199-221


MySQL Open Source Database in 2004, Strategic Dynamics, 222-243



Note:
First progress report is due at the beginning of session 7
Session 8:
Friday, October 21, 2005




Lecture: “Managing Industry Change and Corporate Transformation” – 

Part I



Introduction, Strategic Dynamics, 7-21 

Strategy is Destiny, chapters 1, 3, 5

IV. CONVERGENCE OR COLLISION – TAKE I:

COMPUTING MEETS CELLULAR PHONE AND CONSUMER ELECTRONICS 
Session 9:
Tuesday, October 25, 2005
Intel Beyond 2003: Looking for its Third Act, Strategic Dynamics, 
248-283


Intel 2005 Update*



Strategy is Destiny, chapters 9, 10, 11
Session 10:
Friday, October 28, 2005
Nokia Beyond 2003: A Mobile Gatekeeper?, Strategic Dynamics, 284-299

Nokia 2005 Update *

Farrell and Saloner, “Competition, Compatibility, and Standards: The Economics of Horses, Penguins and Lemmings” *


Session 11:
Tuesday, November 1, 2005


NO CLASS. USE TIME FOR PROJECT

Session 12:
Friday, November 4, 2005
Samsung Electronics in 2004: Conquering the Wireless Digital World, Strategic Dynamics, 300-318
Samsung 2005 Update *

Session 13:  
Tuesday, November 8, 2005
The New New HP (A): Leading Strategic Integration, Strategic Dynamics, 319-337

The New New HP (B): Winning in the Core Businesses, Strategic Dynamics, 338-363

Burgelman and Doz, “The Power of Strategic Integration”*
Note: Second progress report is due at the beginning of session 13
V. CONVERGENCE OR COLLISION – TAKE II:

DO DIGITS DEFEAT PEN AND PLASTICS?
Session 14:  
Wednesday, November 9, 2005

Electronic Arts in 2002, Strategic Dynamics, 367-388


Electronic Arts in 2005 (to be handed out in class)

Brandenburger and Nalebuff, “The Right Game: Use Game Theory to Shape Strategy”*



Session 15:
Tuesday, November 15, 2005
Universal Music Group in 2003, Strategic Dynamics, 415-435

“Finding the Balance: Intellectual Property in the Digital Age”*
Session 16:
Friday, November 18, 2005
Disney in a Digital World: Disney in 2001―Distributing the Mouse, Strategic Dynamics, 389-404

Disney in a Digital World (D) A Digital Decade?: Disney in 2003 and Beyond, Strategic Dynamics, 405-414
VI. CONVERGENCE OR COLLISION – TAKE III:

IP MEETS TELEPHONY

Session 17:
Tuesday, November 29, 2005
Hanging Up the (Old) Phone: IP Communications in 2004, Strategic Dynamics, 470-492
Note: Final project report is due at the beginning of session 17.

Session 18:  
Friday, December 2, 2005
The US Telecommunications Industry (B): 1996-99, Strategic Dynamics, 439-455

Slouching Toward Broadband – Revisited in 2005, Strategic Dynamics, 456-469  

New short case on AT&T and WorldCom   (to be distributed)

Session 19:
Tuesday, December 6, 2005
Lecture: “Managing Industry Change and Corporate Transformation” – Part II

Strategy is Destiny, chapter 12


Course Evaluation

Session 20: 
Friday, December 9, 2005

Presentations: Best 3 projects 
COURSE ASSIGNMENTS

Session 1: Tuesday, September 27, 2005

Case:

Epoch II: Intel the Microprocessor Company

Reading:
Carefully read the course description for S370

Introduction, Strategic Dynamics, 3-6
Burgelman, Strategy is Destiny, 6 and 8



Arthur, “Competing Technologies: An Overview” *
Preparation Questions: 


1. For chapter 6: What did Andy Grove do to put Intel on the road to success? How would you describe his strategic leadership approach?

2. For chapter 8: By 1998, how successful has Intel been? Why?

Session 2: Friday, September, 2005

Case:
Inside Microsoft: The Untold Story of How The Internet Forced Bill Gates to Reverse Course, Strategic Dynamics, 78-82

Reading:
Christensen, C. and Bower, J., "Customer Power, Strategic Investment, and the Failure of Leading Firms" *
Preparation Questions:
1. When and how did Microsoft become aware of the importance of the Internet?

2. How did Microsoft's strategy-making process work with respect to dealing with the Internet?

3. What is Microsoft's new strategy at the end of 1995? Why did they decide on this strategy? What are the implications?

4. How is Microsoft's approach to dealing with strategic change different from that of IBM in the late 1980s? Why did Microsoft win?
Session 3: Tuesday, October 4, 2005

Case:
Netscape Communications Corporation in 1997, Strategic Dynamics, 85-112


“Browser Breach: How One Sweet Deal Unraveled for Netscape



After Microsoft Called”*
Preparation Questions: 

1. How has Netscape's strategy evolved between 1994 and 1997? Why did it evolve that way?

2. In 1997, what is Netscape's strategy in each of the key segments in Internet, intranet, and extranet computing? Where must Netscape win? What does "wining" mean? How can they win?
3. Beyond 1997, how can Netscape achieve profitable growth? Please develop an action plan.
Session 4: Friday, October 7, 2005

Case:

Amazon.com: Evolution of the e-Tailer, Strategic Dynamics, 147-165

Preparation Questions:

1. Jeff Bezos states that Amazon’s mission is to be the earth’s most customer-centric company.  In order to deliver on this mission, do you think Amazon needs to own its distribution network?  Why?

2. Brick and mortar retailers, like Wal-Mart, are valued by criteria such as growth in same store sales, sales per square feet, and sales per employee.  What criteria would you use to value Amazon?  Why?

3. What challenges do you think Amazon will face in the next few years?  If you were Jeff Bezos, what changes you make to Amazon’s business model to meet these challenges?
Note: List of group members, project outline and choice of company are due at the beginning of session 4. 
Session 5: Tuesday, October 11, 2005

Case: 
AOL: The Emergence of an Internet Media Company, Strategic Dynamics, 113-146

Preparation Questions: 

1. By mid 1995, what is the structure of the online services industry? What is the business model of the online services industry?  
2. By 1996, how has the Internet (or the World Wide Web) affected the online services industry?

3. What are the roles and opportunities for online service companies? Other companies in this space?

4. By 1998, how did AOL come to dominate the online services industry?
5. Why did AOL and Time Warner merge in 2000?
6. In 2002, what should AOLTW’s top management do to capitalize on the merger?
Session 6: Friday October 14, 2005

Case: 
BEA Systems, Inc. in 2003: Reaching for the Next Level, Strategic Dynamics, 169-198

Preparation Questions:

1. How did Bill Coleman and his colleagues go about identifying the business opportunity for BEA Systems? What, if anything, was special about their identification efforts?

2. What are the market and technological forces that have driven BEA System’s success since its founding and until early 2003?

3. In 2003, what is the structure of the application server industry? What are the different product-market segments? How attractive are the different segments?  Why?

4. In 2003, what is BEA Systems’ official corporate strategy? How well are BEA Systems’ corporate strategy, product-market position in the industry, distinctive competencies, and strategic actions aligned? How do you know? 

5. Beyond 2003, what are the competitive and other strategic challenges facing BEA Systems? Who are their most dangerous competitors? Why?

6. Beyond 2003, how can BEA Systems grow profitably to the level where they can effectively meet the competitive challenges that they face? Please prepare an action plan.
Session 7: Tuesday, October 18, 2005

Cases:

The Open Source Software Challenge, Strategic Dynamics, 199-221


MySQL Open Source Database in 2004, Strategic Dynamics, 222-243

Preparation Questions:
1. What is the structure of the proprietary or closed source software industry?  What are the relationships between software makers and others in the ecosystem such as hardware makers and service providers?

2. What are the benefits and threats of open source software development to the software ecosystem?  Who are the winners?  Who are the losers?  Why?

3. How do you think open source software will impact Microsoft, IBM, Intel, Hewlett Packard, and Sun Microsystems?

4. How does MySQL’s corporate strategy fit within the Open Source Software movement? What are the market, technological, and other forces that have driven MySQL’s success since its founding and until early 2004?  
5. In 2004, what is the structure of the DBMS industry? What are the different product-market segments of the DBMS market? What are the potential competitive advantages of MySQL and how sustainable are they in each of these segments? 

6. What are MySQL’s strategic options beyond 2004?  Which option should MySQL choose?

Note:
First progress report is due at the beginning of session 7.

Session 8: Friday, October 21, 2005

Lecture:
“Managing Industry Change and Corporate Transformations –

 Part I”

Reading:

Introduction, Strategic Dynamics, 7-21
Strategy is Destiny, chapters 2, 3, 5



Session 9: Tuesday, October 25, 2005

Case:

Intel Beyond 2003: Looking for its Third Act, Strategic Dynamics, 
248-283



Intel 2005 Update *

Reading:

Burgelman, Strategy is Destiny, chapters 9, 10, 11


Preparation Questions:
1. How did Andy Grove’s strategic leadership style help or inhibit Intel’s ability to balance the strategic challenges associated with exploiting opportunities in the core business with exploiting new opportunities (see chapter 9 in Strategy is Destiny)?

2. 1998-2003, what key lessons has Intel’s top management learned?

3. Beyond 2003, what key strategic challenges does the IA core business face? Why?

4. What is the logic of Intel’s diversification into communications and networking, and wireless communications? What are the key strategic challenges in capitalizing on the convergence?

4. Five years from now (2008), what do you think Intel’s corporate strategy will be? What will its core businesses be and how will its product-market position and its distinctive competencies evolve? 

Session 10: Friday, October 28, 2005

Case:
Nokia Beyond 2003: A Mobile Gatekeeper?, ?, Strategic Dynamics, 284-299


Nokia 2005 Update *

Preparation Questions:

1. What has been the basis for Nokia's success in the 1990s?  What roles have strategy and organization each played?  How has the organization fit the strategy Nokia adopted and the environment in which it operated?

2. In 2003, Nokia arguably faced greater technological uncertainty than it had known for a long time.  At the same time, it continued to face great pressure on current performance.  Please develop a strategic action plan for the next 3-5 years.  

Session 11: Tuesday, November 1, 2005

NO CLASS. USE TIME FOR PROJECT

Session 12: Friday, November 4, 2005

Case:
Samsung Electronics in 2004: Conquering the Wireless Digital World, Strategic Dynamics, 300-318

Samsung 2005 Update *
Preparation Questions:

1. In 2004, how is the environment in which Samsung Electronics competes changing? What are the most important industry dynamics? What is driving these industry dynamics?

2. In 2004, what is Samsung Electronics’s corporate strategy? How successful is it? Why?

3. Beyond 2004, what are the key strategic leadership challenges that Samsung Electronics is facing? Why? What should they do? Please prepare a strategic action plan for the next 3-5 years.

Session 13: Tuesday, November 8, 2005

Case:

The New New HP in 2004 (A): Leading Strategic Integration
The New New HP in 2004 (B): Winning in the Core Businesses
Reading:
Burgelman and Doz, “The Power of Strategic Integration” *
Preparation Questions:

1. In 2004, how are Fiorina and HP’s top management trying to capitalize on the company’s broad products and services portfolio after the merger with Compaq? What do you think of the new “operating model?” Why?

2. In 2004, what are the strategic challenges that each of HP’s core businesses face? What does each of these businesses have to do to be able to win against the competition? Please provide an outline of a strategy for each of the businesses.

3. In 2004, what are the strategic leadership challenges facing Fiorina and HP in their quest to become the “leading technology company in the world?” What do they need to do to succeed? Please prepare a strategic action plan for the next 3-5 years.

Note: Second progress report is due at the beginning of session 13.

Session 14: Wednesday, November 9, 2005

Case: 

Electronic Arts in 2002, Strategic Dynamics, 367-388



Electronic Arts in 2005 (to be handed out in class) 

Reading:
Brandenburger and Nalebuff, “The Right Game: Use Game Theory to Shape Strategy” *
Preparation Questions: 

1. In 1995, what are the key characteristics of the video game industry? In which ways is it similar/different from the movie industry?

2. By 1995, how successful has EA been? What has been their strategy?

3. What are the advantages and disadvantages of developing hardware and software as opposed to software only in the video game industry?

4. How should EA think about the platform development decisions it faces?

5. How has the Internet affected the video game industry?  Why?

6. In 2002, what should EA’s corporate strategy be for the next 5 years?  Why?  How should it execute this strategy?

Session 15: Tuesday, November 15, 2005

Case: 

Universal Music Group in 2003, Strategic Dynamics, 415-435

Reading:
“Finding the Balance: Intellectual Property in the Digital Age”*
Preparation Questions:

1. Until digital distribution, what has been the structure of the music industry? Who have been the key players in the value chain? What have been the “rules of the game” in this industry: the set of expectations, executive judgments, and behaviors that the different players have of each other and normally abide by? 

2. What has been the traditional business model of the music companies? How well was it working by the time Napster facilitated digital distribution? 

3. What has been the “Napster effect” on the traditional business model and how have the music companies attempted to protect it? By 2003, how effective have their attempts been?

4. What has been Universal Music’s strategy to cope with digital distribution? How is it different from that of the other music companies? How effective?

5. If they could play it over, what should the music companies do different? Why?

6. Beyond 2003, what can the music companies still do to grow profitably in the next 5 years?

Session 16, Friday, November 18, 2005

Cases: 
Disney in a Digital World: Disney in 2001―Distributing the Mouse, Strategic Dynamics, 389-404

Disney in a Digital World (D) A Digital Decade?: Disney in 2003 and Beyond, Strategic Dynamics, 405-414
Preparation Questions:
1. In 1996, what is Disney's corporate strategy? How has it evolved up to this time?

2. What are the key industry forces facing Disney in 1996? How are they changing?

3. Why did Disney acquire Capital Cities/ABC? How does this acquisition fit with their corporate strategy?

4. What does "digitization of content" mean? What are its implications for content providers in general? For Disney in particular?

5. In 1996, what has Disney done - strategically and organizationally - to deal with the digitization of content? What tensions do you expect digitization of content will create within Disney? Why? How should these be resolved?

6. In 1998, how is Disney's strategy with respect to digitization evolving? How should Disney manage digital animation film opportunities (e.g., Pixar) in the future?

7. By 2003, what are the key strategic challenges facing Disney?  Please prepare an action plan for the next 2-3 years.

Session 17:  Tuesday, November 29, 2004

Case: 
Hanging Up the (Old) Phone: IP Communications in 2004, Strategic Dynamics, 470-492
Reading:
Farrell and Saloner, “Competition, Compatibility, and Standards: The Economics of Horses, Penguins and Lemmings” *

Preparation Questions: To be handed out in class

Note: Final project report is due at the beginning of session 17
Session 18: Friday, December 2, 2005

Cases: 
The US Telecommunications Industry (B): 1996-99, Strategic Dynamics, 439-455

Slouching Toward Broadband – Revisited in 2005, Strategic Dynamics, 456-469        
New short case on AT&T and WorldCom   (to be distributed)               
Preparation Questions: 

1. During 1996-1999, what are the key developments that have re-shaped the local service industry segment?  Why did these happen?  What are the implications?

2. During 1996-1999, what are the key developments that have re-shaped the long distance industry segment?  Why did these happen?  What are the implications?
3. During 1999, how has the prospective role of the cable TV companies in the telecommunications industry changed?  Why?

4. In 1996, what is the role of the wireless segment in the telecommunications industry? How attractive is this segment? How well are the incumbents doing? What, if anything, should they worry about?

5. How has the Internet affected the Telecom industry?  Why?

6. What forces have to change before consumer broadband takes off in the United States? Should broadband be left to the markets or should the government intervene?  If so, how?  If not, why not?

7. Why did Microsoft support both Comcast and Cox in their bids for AT&T Broadband, in addition to offering to support AT&T Broadband? What do you think motivated Microsoft to do this?  Specifically, which competitors would be affected by Microsoft’s actions?  How? 

Session 19: Tuesday, December 6, 2005

Lecture: 
"Managing Industry Change and Corporate Transformations –

 Part II"

Reading:  

Strategy is Destiny, chapter 12
Strategic Dynamics, pages 3-21 
Session 20: Friday, December 9, 2005

Class presentations: Three Selected Projects
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