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Syllabus on Strategy (Strategic Management)
Part 1: Contents & Schedule

Revised Edition 1.0
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2 RENE L FEHE
2.1 FENE
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1 {35805 (Corporate Strategy) (&t ~ULERK) (Corporate-level Strategy)
1.1 §&M% D E F (Defining Strategy)

1.2 ZEH &, ©Y 3 U (Corporate Value, Mission, Vision)

1.3 423 /3—/X%(Corporate Purpose)

1.4 (&% H 1Y (Corporate Objectives)

1.5 {221 AlE (Creating Corporate Value)

1.6 {E¥HEHK 7 o & X (Corporate Strategic Process)

1.7 {23 R H#Ms (Strategy for Corporate Growth)

1.8 HRISEE - JMARE T K DR ERHHIAE (Sustaining Corporate Growth through
Strategic Assets and Unique Capability)

1.9 ¥R — b7+ U 45T (Designing Business Portfolio)

1.10 AR — s 7+ U A - vV A b (Managing Business Portfolio)

1.11 M&A RiE « ¥ A > b (Formulating and Managing Merger & Acquisition)

2 FEEHL (Business Strategy) (F¥ L ~/LEH) (Business-level Strategy)
2.1 MM 7 o & 2 (Business Strategy Process)

2.2 HGHENL (Competitive Advantage)

2.3 #EFEF (Defining the Business)

2.4 A EIEE E (Formulating Competitive Domains)



2.5 Hi4HiIE (Formulating Competitive Strategy)

2.6 HRIE & PE - A RENIC L DB FE(LIEK (Pursuing Competitive Advantage through
Strategic Assets and Unique Capability)

2.7 ¥ 7 ut A - 7Y A (Designing Business Processes)

2.8 B MEAliE (Creating Customer Value)

2.9 EYVRAET /L« FHA o (Designing Business Models)

2.10 FEHM M « KE + Z1T(Analyzing, Formulating, and Implementing Business
Strategy)

2.11 M EBA 5T (Analyzing Industry Evolution)

2.12 FHELE RN (Valuating Business Investments)
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Session 1

1 ZEEE (21 L ~LERIK) (Corporate Strategy)

1.1 BBE D EF (Defining Strategy)

1.2 £8%# 4 - £ Y a (Corporate Value, Mission, Vision)
1.3 {3 /X—/3X(Corporate Purpose)

1.4 #©¥ HH)(Corporate Objectives)

1.1/1.2/1.3/1.4.1 N%(Contents)

(1) ¥kBS D EF (Defining Strategy)

(2) {EFEHLE - ¥ a > (Corporate Value, Mission, Vision)
(3) ¥/ — XX (Corporate Purpose)



(4) ©=2£ HJ(Corporate Objectives)

1.1/1.2/1.3/1.4.2 5F H#¥j(Learning Objectives)

(1) HRBE D EFR O BR & FERIZ AT TO B L

Q) EEHE - vVar, BEAS—NRR BEANICONTO I BT NORFE L EEIZW
T TDEL

Q) E¥EHE - BV ay, ¥R BERPIOREFIEITOWTOBR &S HRBIC
M CTDELE

1.1/2/3/4.3 EEHFE(Key Terms)

Corporate Mission, Corporate Objectives, Corporate Purpose, Corporate Value,
Corporate Vision, Defining Strategy
1.1/1.2/1.3/1.4.4 EHilxt53(Ilustrated Cases)

(1) Johnson & Johnson,

(2) EZ., YKK, UZ/— K, fEE, BRDHR, Y="-IN1—T

1.1/2/3/4.5 #FlE(Required Readings)

TBA (To Be Arranged)

1.1/1.2/1.3/1.4.6 23X #E(Selected References)

Finkelstein, S. et al.,, Breakout Strategy: Meeting the Challenge of Double-Digit
Growth, McGraw-Hill, 2007.

Session 2

1.5 %/MfEAIE (Creating Corporate Value)

1.5.1 W% (Contents)

(1) BEAM L L TORZEMIEAE (Corporate Value Creation as Corporate Objectives)

(2) 120 i OHE R (Composition of Corporate Value)

(3) LA MMIERE (Creating Shared Value)

(4) {20 D 515 (Corporate Value with Financial Viewpoints)

(5) FEAMfE & 34 (Corporate Value and Corporate Strategy)

(6) =AM fE+5 12 (Corporate Value Indices)

(7) 18k - A2 2 K (Cost of Capital)

1.5.2 %¥ HHY(Learning Objectives)

(1) EENE L TOREMEAED 2 7 b OB & REIZHIT TDELE

(2) EFEAMIE DR DNE & B 2 7 ORRfiE & FZEIZ T TOBE

(3) ELAMIEAIENE & % 2 )7 OFiF & REICH T TOBELR

(4) REMEO MBS ONE & B 2 5 OPEFE &SRB TOBELE

(5) MM & R FEHRIE DN & B 2 OFiF & FRITIIT TOEL

(6) M FAEDONE &5 2 )7 OBiER L O E & BEICHIT TOHEOES L EEICm

FTOELE

(7) EAR A NOF 2 J5 OBRMiFE L FEFIEOES L REICMIT TOELE

1.5.3 HEH7E(Key Terms)

Capital Structure, Corporate Value Indices, Cost of Capital, Creating Shared Value,
Employee Value, EVA (Economic Value Added), Customer Value, FCF (Free Cash
Flow), ROA (Return on Assets), ROE (Return on Equity), ROIC (Return on Invested
Capital), Shareholder Value, Social Value
1.5.4 Efix54%(Illustrated Cases)

(1)

(2) ¥V HD, b, 2= V¥, HIGERFREGIFT

1.5.5 ##Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 2.

1.5.6 2%[X|#E(Selected References)

Bower, J. L., et al., Capitalism at Risk: Rethinking the Role of Business, Harvard
Business Review Press, 2011.



Brealey, R. A., S. C. Myers, and F. Allen, Principles of Corporate Finance, 14t ed.,
McGraw-Hill, 2022.

(FEAHIZDOVTO MBA 7 % A h O FUEYE)

Carroll, A. B. and A. K. Buchholtz, Business and Society: Ethics, Sustainability, and
Stakeholder Management, 9th., ed., Cengage Learning, 2015.

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{EEMEFMM—Y =2 =— 3 »OHGH & HE
B BT (k) ¥4 vES P 2022 4

(2 EMMEREAT O MBA 36 X OVEB T HE{UEHET % 2 1)

Newton, A. C. and E. Cantarello, An Introduction to the Green Economy: Science,
Systems and Sustainability, Routledge, 2014.

Parboteeah and J. B. Cullen, Business Ethics, 2rd., ed., Routledge, 2019.

Pratt, S. H. and R. J. Grabowski, Cost of Capital: Applications and Examples, 4th.,
ed., Wiley, 2010.

Rasche, A., et al., eds., Corporate Social Responsibility: Strategy, Communication,
Governance, Cambridge University Press, 2017.

Titman, S. and J. D. Martin, Valuation: The Art and Science of Corporate Investment
Decisions, 2nd, ed., Prentice Hall, 2011.

(BEA T A MR EARERE~DISHR 10 G <HHEN TS, MBAIRET X 1))

Walker, J. et al., Sustainable Development Goals: Harnessing Business to Achieve
the SDGs through Finance, Technology and Law Reform, Wiley, 2019.

(SDGs (22T D)

Session 3

1.6 ¥ 7 1+ X (Corporate Strategic Processes)

1.6.1 % (Contents)

(1) {EFEHRRK D £ F% (Defining Corporate Strategy)

(2) ZERRBE3HT - SRE « F{T + 2> b @ —/1(Analysis, Formulation, Implementation,

and Control on Corporate Strategy)

(3) {EZEHERK & BSC = h @ — /L (Corporate Strategy and Control with Balanced

Scorecards)

(4) MR E « 2T - #F-fi(Formulating, Implementing, and Evaluating Corporate

Strategy)

(5) MRS R E - 24T -« 7Hili 7" 7 & X (Processes on Formulating, Implementing, and

Evaluating Corporate Strategy)

1.6.2 %F HiY(Learning Objectives)

(1) BEEIK IOV TO a7 N OBEFE L ERICHIT TOELE

(2) TEEERIE AT « SKIE - BAT « 22 P a— I ONWTD T L—A T —27 DE 2 J7ORRMFE

B LISHEMIZHT THEE

(3) AE¥HME & BSC 22 b —/LiZOWT DT L— LT —27 D& ZFFOFMRE « 15 & £k

\ZmT CTOHEE

(4) (REMIERE « FT - FECHONWTO T L—A T — 27 DOE 2 FFOFR - 15 L5 R

I T HELE

1.6.3 EE7E(Key Terms)

Analysis, Formulation, Implementation, and Control on Corporate Strategy,
Balanced Score Cards (BSC), Corporate Strategy, Corporate Value Creation,
Formulating, Implementing, and Evaluating Corporate Strategy
1.6.4 Efx54%(Illustrated Cases)

(1)

(2) HOLHLEE, &V HD, {EFE

1.6.5 ##Fl#E(Required Readings)



Grant, R. M. Contemporary Strategy Analysis, 11th.; ed., Wiley, 2021, Chapter 1

1.6.6 2%&[XE(Selected References) k : fiEXE

Bradley, C.et al., Strategy Beyond the Hockey Stick: People, Probabilities, and Big
Moves to Beat the Odds, Wiley, 2018. [~y X ¥— Ky Fr—RT ¢ v 7 EIK—
RS DR & RAT ) RPERRFHTIAL 2019 4F

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{EEMEFMM—Y =2 =— 3 »OHGH & HE
By 7 (B) A vES FtE 2022 4

* Rumelt, R. P. Good Strategy Bad Strategy: The Difference and Why It Matters,
Profile Books, 2011. TR EERG, HEOEERS | BAKR G R 2012 48

(IR L2 BRITE DO BV AR E Z I L > THBITRD)

Ulrich P. Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden, 2019.
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Session 1
1.7 {2 ZERR E¥ilE (Crafting Corporate Growth Strategy)
1.7.1 N%(Contents)
(1) 2Rk EHEME (Crafting Corporate Growth Strategy)
(2) /2R ERE (Path on Corporate Growth)
(3) FEJEBAT 7V 4 (Scenarios on Business Development)
(4) EJsFHEE - FEER (Resource Procurement, Circulation & Deployment)
(5) HEMEEPE - BEJIMEEL - ~ T A b (Building & Reconfiguring Strategic Assets &
Capability)
(6) =ZEAMIME DO FHFiRIANE (Creation of Sustainable Corporate Value)
(7) £k T8 aF VY — - B /X=—] (Built to Last: Successful Habits of Visionary
Companies)
1.7.2 %% BH#Y(Learning Objectives)
(1) BEREEMIZONWTO T L—LAU—7 OB 2 J7OER « |1 L EEICmT TOEL
Wif@%&
5 & EEICHIT OB

ZEl
.
(2) BERERKED L BT MIOWTDEZ T OISR - B L Ei
() FEEBHL TV AITHONWTDT L—LU—27 D&z OB - -
%=

(4) EIFHEE - ﬁf)%OD:I BT MTOWTORE - B1G L EEICmIT TOELE

(5) BRBGE PE « BEIMESR « ~ X P AL hD I BT MIHOWTDE X O - E15 & FEik
GCIJIﬂU'T@%‘%—\

(6) 1M DFFEIAIEIC SOV T D 7 L— AT —27 OF 2 FOHE - 15 L ZEICmT
DEE

(7) 'T€¥vaFVYU— - "=—] (Built to Last: Successful Habits of Visionary
Companies) O 2> &7 MIOWTOERE & EZERIZHIT TDBE

1.7.3 EEH7E(Key Terms)
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Corporate Growth, Path of Corporate Growth, Resource Procurement, Circulation
& Deployment, Building & Reconfiguring of Strategic Assets & Capability, Creation
of Sustainable Corporate Value
1.7.4 EH)xt 542 (Illustrated Cases)

(1) Alibaba, Amazon, Microsoft, 3M

(2) HiG#. Fx />, ASLRERT

(B) Y7 FR s HR,

1.7.5 ##l#E(Required Readings)

TBA

1.7.6 2&[XE(Selected References) k : HiE[XE

Anthony, S. D. et al., The Innovator’s Guide to Growth: Putting Disruptive
Innovation to Work, Harvard Business Press, 2008
Anthony, S. D. et al., Dual Transformation: How to Reposition Today’s

Business While Creating the Future, Harvard Business Review Press, 2017

Burgelman, R. A. Strategy Is Destiny: How Strategy-Making Shapes A Company’s
Future, Free Press, 2002.

(A T NALD R & IR 2 ZE IS 0T L TV 24 55)

Campbell, A. and R. Park, The Growth Gamble, Nicholas Brealey International,
2005. [pE~DET] (k) (F) 77 —=A M7 2006 4

Collins, J. C. and J. I. Porras (1994), Built to Last: Successful Habits of Visionary
Companies, Curtis Brown, [Bva U —-h 2 /=—| BEBPHRE ¥ —,
1995 4

Collins, J. C. Good to Great, Curtis Brown, 2001 v aFlU—- o /RX=—2 7
WoER BB PHilcE > #— 2001 4

Finkelstein, S. et al., Breakout Strategy: Meeting the Challenge of Double-Digit
Growth, McGraw-Hill, 2007.

Govindarajan, V. and C. Trimble, Ten Rules for Strategic Innovators: From Idea to
Execution, Harvard Business School Press, 2005 [A I T7V w7 « f ) _"—T g
KA A ) N2 =BT D 10 DR F ] ik 2013 4F

Govindarajan, V. and C. Trimble, The Other Side of Innovation: Solving the Execution
Challenge, Harvard Business School Press, 2010 A / X—3 3 v %579 5—
Py 7 A 77 2 EBLT 5~ A ) NTT iR 2012 4

Hamel, G. and C. K. Prahalad, Competing for the Future, Harvard Business School
Press, 1994. a7 « o X U AfKE | BARE M 1995 4

(ERERICBTD Ta7 a2 OMEaREL, TOREREEZRHERHL TV
%)

Leinwand, P. and M. M. Mani, Beyond Digital: How Great Leaders Transform Their

Organizations and Shape the Future, Harvard Business Review Press, 2022.

ea s R FUXN—RFEEED T HOORLHBN) XA YES R 2022 4
McGrath, R. G. and I. C. MacMillan, Discovery-Driven Growth: A Breakthrough

Process to Reduce Risk and Seize Opportunity, Harvard Business Press, 2009.

Olson, M. S. and D. van Bever, Stall Points: Most Companies Stop Growing-Yours
Doesn’t Have To, Yale University Press, 2008.

(BEREMFIEIC S & DN T EEMEDRAZFERH L TV D)

O’Reilly, C. A. and M. L. Tushman, Lead and Disrupt: How to Solve the Innovator’
Dilemma, 2nd, ed., Stanford University Press, 2021. [{iifl]Z O — [ REB
91 BRI AR A P < ) HWEHTUGT 2022 4

Reeves, M. et al., Your Strategy Needs a Strategy: How to Choose and Execute the
Right Approach, Harvard Business Review Press, 2015.  [HE#& =2 [HERS | 2304
BE—ELWT 7r—F22 b0 ET725) AARFFMERE 2016 4



Spinelli, S. and R. J. Adams, New Venture Creation: Entrepreneurship for the 21st

Century, 10t ed., McGraw-Hill Education 2016.

(N Fx— - EVRADERET F A )
Stadler, C. Enduring Success: What We Can Learn from the History of Outstanding

Corporations, Stanford University Press, 2011.

({EZEDFHAIR R 13 & DR ATHED 2 FERERYIC 0T L TV %)
Ulrich P., Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden,

20109.

% Zook, C. Profit from the Core: Growth Strategy in an Era of Turbulence, Harvard

Business School Press, 2001. [AZEFRILOKE] BB P 2002 4
(BT HFELN—AZ LRI ZIREL TV D)

Zook, C. Beyond the Core: Expand Your Market without Abandoning Your Roots,

Harvard Business School Press, 2004.

Zook, C. and J. Allen, Repeatability: Building Enduring Businesses for a World of

Constant Change, Harvard Business Review Press, 2012.

Session 2

1.8 BIEEE - MBRENICL 2 WAL ERE (Sustaining Corporate Growth
through Strategic Assets and Unique Capability)

1.8.1 W% (Contents)

(1) /23R E 5t /1 (Capability for Sustaining Corporate Growth)

(2) W& £ - L HAES) (Strategic Assets and Unique Capability)

(3) BRMSEPE~ T ~ b 7 4 — A (Platform of Strategic Assets)

(4) RS EPE - JEBES OHES - 1A% %2 (Building and Reconfiguring of Strategic
Assets and Unique Capability)

(5) AR K HHRIG & E - I E RE ) ORESE - #7482 (Building and Reconfiguring of
Strategic Assets and Unique Capability through Organizational Learning)

(6) fi¥k : b3 ZAEET AT HTEIT HMHE RS OMEEE (Building Unique Capability
through Toyota Production System)

1.8.2 %#¥ HHY(Learning Objectives)

(1) EERERFE IO VW TOa v b OEfiE L EHE

(2) B & PE « ThABEICOWT DT L— AU —27 D 2 S OFRfiR - 15 & ZEICTTo
HE

B) MK EET T v T+ —AIZONTDT L—LT—7 DEZFFOHME - B5 L EZEICm
FTDOEL

(4) EBEE PE - JE BB ORBEL - MABE IOV TOMBEFEDa T hE T L— AT —
7 D Z T OEME - B L RBICAT TOHE

(5) NI FAEFEL AT AIHBIT HMARIIOEEIZOWNWTOa v NOF x I ORRiE - H
5 & FERIZMIT THOEE

1.8.3 EE 7 (Key Terms)

Building of Strategic Assets and Unique Capability, Capability for Sustaining
Corporate Growth, Strategic Assets, Organizational Learning, Platform of Strategic
Assets, Reconfiguring of Strategic Assets and Unique Capability, Toyota Production
System, Unique Capability
1.8.4 x5 % (Illustrated Cases)

(1)

(2) fEE, AGC, ¥ />, BL7 /v h, FHEHEUEF, ha ZAEE AT L

B) Uznr—Fh

1.8.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 5.
1.8.6 2%[X¥E(Selected References)



Burgelman, R. A. Strategy Is Destiny: How Strategy-Making Shapes A Company’s
Future, Free Press, 2002.

Collis, D. J. and C. A. Montgomery, Corporate Strategy: A Resource-Based Approach,
McGraw-Hill, 1998. [&J~N— X ORFE MR ] ARt 2004 4

Dessler, G. Human Resource Management, 13th.; ed., Pearson, 2013.

(HRM @ MBA [AlIJ 1T % X 1)

Dyer, J. et al., The Innovator’s DNA: Mastering the Five Skills of Disruptive
Innovators, Harvard Business Review Press, 2011.

Gupta, S. and D. R. Lehmann, Managing Customers as Investments: The Strategic
Value of Customers in the Long Run, Wharton School Publishing, 2005.

(CRM OEBEXIAT T FA 1)

Hamel, G. and C. K. Prahalad, Competing for the Future, Harvard Business School
Press, 1994. a7 « o X U AfE | BARFE M 1995 4

Kaplan, S. and D. P. Norton, Strategy Maps: Converting Intangible Assets into
Tangible Outcomes, Harvard Business School Press, 2004. [§#g~ > | 7%
LT ZGEHAL 2005 £

Keller, K. L. Strategic Brand Management: Building, Measuring, and Managing Brand
Equity, 4th., ed., Pearson, 2013.

(77 K+ ~=XP A b MBA FE#ET % 2 |)

Leinwand, P. and C. Mainardi, Strategy That Works: How Winning Companies Close
the Strategy-to-Execution Gap, Harvard Business Review Press, 2016. [7Z2E RN
BRI SRS IR O D 2 D O —@m ISR R D T2 D 5 DOFEEIE] XA YES R
ft 2016

Ulrich, D. and N. Smallwood, Why the Bottom Line Isn’t: How to Build Value through
People and Organization, Wiley, 2003. [A % v U7 )V E P ENZ - 5T
(RA SHEME] WL 70 ¥ L0 ZiEakit 2004 48

Ulrich P., Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden,

2019.

Zook, C. Unstoppable: Finding Hidden Assets to Renew the Core and Fuel Profitable
Growth, Harvard Business School Press, 2007.

Session 3

1.9 BH¥EK—} 7 + V) i3+ (Designing Business Portfolio)

1.9.1 N%(Contents)

(1) FEFR— F 7 4 VU 4 #%Et(Designing Business Portfolio)

(2) ¥ F ¥ —%hE(Synergy Effects)

1.9.2 %E HHY(Learning Objectives)

(1) FER—F 7+ VAoV TO a7 O « B L RZEICHIT TOBELE

(2) HER— N7 4 UABREHCONWTO T L—L T —7 OE 2 ORFE - B4 L6 AR

M CTHELE

() ¥ FT—@RIzOoWTDa v T NI OBERfFE - G L EEICHIT TOELE

1.9.3 EEH7E(Key Terms)

Designing Business Portfolio, Diversification, Economy of Scope, Synergy Effects

1.9.4 Efix54%(Illustrated Cases)

(1) Microsoft,

(2) B SZEUERT

(3)

1.9.5 #FlE(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th., ed., Wiley, 2021, Chapter 13.

Porter, M.E., Competitive Advantage, Free Press, 1985, pp. 317-363.

1.9.6 2%[XE(Selected References)



Anthony, S. D. et al., Dual Transformation: How to Reposition Today’s

Business While Creating the Future, Harvard Business Review Press, 2017

Burgelman, R. A. Strategy Is Destiny: How Strategy-Making Shapes A Company’s
Future, Free Press, 2002.

Collis, D. J. and C. A. Montgomery, Corporate Strategy: A Resource-Based Approach,
McGraw-Hill, 1998. [&Ji~—ADRE MG HPEEF #2004 4

Furrer, O. Corporate Level Strategy: Theory and Application, 2nd.; ed., Routledge,
2016.

Govindarajan, V. The Three Box Solution: A Strategy for Leading Innovation, Harvard
Business Review Press, 2016 [ A / N— g VARSEIE—E kO KK 2 EY KT
[Z OO OMIIE]] X4 ¥EL M 2021 4F

Govindarajan, V. and C. Trimble, Ten Rules for Strategic Innovators: From Idea to
Execution, Harvard Business School Press, 2005 [A T T7 Vw7 « f ) _"—Tg
RIS A ) N— 2 =R D 10 OFEE ] FUkEE 2013 4

Govindarajan, V. and C. Trimble, The Other Side of Innovation: Solving the Execution
Challenge, Harvard Business School Press, 2010 A / X—3 3 v %573 5—
Py 7 A 77 2 EBLT 5~ A ) NTT iR 2012 4

Kaplan, S. R. and D. P. Norton, Alignment: Using the Balanced Scorecard to Create
Corporate Synergies, Harvard Business School Press, 2006.

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{E¥EMMERE—Y =2 =— 3 > O & 5
B T (F) ¥4 vEr Mk 2022 4

O’Reilly, C. A. and M. L. Tushman, Lead and Disrupt: How to Solve the Innovator’
Dilemma, 2nd. ed., Stanford University Press, 2021. [fifl|& O — [ R_AB
D1 RS SAR ATV A< | WHIHGETh 2022 4

Ulrich Pidun, Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden,
2019.

Zook, C. Profit from the Core: Growth Strategy in an Era of Turbulence, Harvard
Business School Press, 2001. [AZEF#(LOENK] HREB P 2002 4

Zook, C. Beyond the Core: Expand Your Market without Abandoning Your Roots,
Harvard Business School Press, 2004. [AZEH#(LOKNE] AfKRB P 2002 4

1.9.7 #7 KX MBA ##E > V — X% 2 [0](Series on Talks of Kobe MBA No.2)

HifF: 202442 H 3 () 17:45-18:30

B AT B

AE—A—: Bl HEKX (HF K MBA2006)

HCBREKRASE RBER REBKER

i [BEERERMITHET 5 FAEMRET RNV —FEOEERKIIL 5 HDHNE D

T Br s =R NERMR O — K & 72 5 SRR T 5K - fERET

T X — B FEERIEICONT, EDOXDICY —F =y TERMETE ),

RFIECSy © B ORI - 340 GlBEIFM : 2043 EEHISE 1204 MiODFHE 2457

# 3[E 2 A 17 H(17th of February)

Session 1

1.10 E¥R— b 74 V4 « XV A b (Managing Business Portfolio)
1.10.1 A% (Contents)

(1) FEHALRTEJRECS (Resource Allocation among Business Units)

(2) FEFR— N 7+ VU A HHAFE 2 (Reconfiguring Business Portfolio)

(3) FHEHNMMERFT « ~ % ¥ A b (Designing Business Units & Division)
(4) fH46% : HuRREEE (Exit Barriers)



1.10.2 =% H#Y(Learning Objectives)

(1) FEBEMBEFERNZONWTD T =AU —27 D 2 7 OFfE - B L ZEICmTTo

HE

(2) FER— 7 ) TRAEZICONWTD T L—ATU—27 DOF 2 5 OFR - Bi5 L EBIC

AT T OB

(3) FHWHAAHMEELRE - ~ R VA Y MZOWT OB X 7 OBE - B L EERICT COBL

(4) WOEFEEEIZ DWW Coa v b OEfiE « B1G L REICHIT TOELE

1.10.3 EEMH7E(Key Terms)

Designing Business Units, Division, Intra Company, Managing Business Portfolio,

Managing Business Units, Reconfiguring Business Portfolio, Resource Allocation

among Business Units

1.10.4 Hfixt 5% (Illustrated Cases)

(1)

(2) AV 2, Bhi, ZE I AONTNA—T Y =7 HD, KIEREK

3) ~x vt

1.10.5 #F #(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 14.

Porter, M.E., Competitive Advantage, Free Press, 1985, pp. 364-382, 383-415.

1.10.6 2% [X|#E(Selected References)

Anthony, R. N. and V. Govindarajan, Management Control Systems, 12t ed., 2007.

(R VA b s ar ha—/LdO MBA [} OERET X 2 )

Collis, D. J. and C. A. Montgomery, Corporate Strategy: A Resource-Based Approach,
McGraw-Hill, 1998. [&Ji~—ADORE MG HPEEFFHtE 2004 4

Galbraith, J. R. Designing Organizations: An Executive Guide to Strategy, Structure,
and Process, Jossey-Bass, 2002.

Govindarajan, V. and C. Trimble, Ten Rules for Strategic Innovators: From Idea to
Execution, Harvard Business School Press, 2005 [A R FT7 Vw7 « f ) RN—T g
HRIgH) A ) N— 2 =R S 10 DR E ] AlvkiE 2013

Hamel. G. Leading the Revolution, Harvard Business School Press, 2000.
(=T« % ViR) 2—a ) AARRFERMLE 2001 4

Kaplan, S. R. and D. P. Norton, Alignment: Using the Balanced Scorecard to Create
Corporate Synergies, Harvard Business School Press, 2006.

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{EEMEFMM—Y =2 =— 3 »OHGH & HE
Bl BT (F) #A4YvEys Mt 2022 4

O’Reilly, C. A. and M. L. Tushman, Lead and Disrupt: How to Solve the Innovator’
Dilemma, 2nd, ed., Stanford University Press, 2021. [{iifl]Z O — [ R%ZB
91 BRI AR A P < ) HWEHTUGT 2022 4

Ulrich P. Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden, 2019.

Zook, C. Profit from the Core: Growth Strategy in an Era of Turbulence, Harvard
Business School Press, 2001. [AZEF#(LOENK] HR&EB P 2002 4

Zook, C. Beyond the Core: Expand Your Market without Abandoning Your Roots,
Harvard Business School Press, 2004.

Session 2

1.11 M&A SRTE + ¥RV AV b (Formulating and Managing Merger & Acquisition)

1.11.1 A% (Contents)

(1) ¥R EHIKIC BT 5 M&A K E (Formulating M&A in Corporate Strategy)

(2) FHEAR— 7+ U ARFHIBIT D M&A K iE (Formulating M&A in Business Portfolio

Management)

_10.



B FEAN—F 7 VAT MHEARZITHBIT S M&A R E (Formulating M&A In

Reconfiguration of Business Portfolio)

(4) M&A 7t R« w3 A ((M&A Process Management)

(5) f+&k « Hot iy ) KAk AB B W 1T (Hostile /Friendly TOB: Tender Offer Bid)

(6) 1k : M&A i~ A > h(PMI, Post M&A Integration Management)

1.11.2 %=F H#Y(Learning Objectives)

(1) EEMEIZICIIT D M&A FEIZOWVWTDT L—L T —7 OFME - B4 L F2HE)

THEE

(2) FER— b7+ U ARFHIBIT D MGA REIZONTDOT L—AL T — 27 Qi - Ei5 L

EEIZMIT TOELR

(3) FER— L7 U AHMAEEZIZE T D M&A FKEICHONTD T L—L U —7 OFfE -« 32

P& FERIZT TOBER

(4) M&A BT R « xRV AL MZONWTOarv7 hBLOT L—LAU—7 OHfiE - H

P& FERIZT TOBLR

1.11.3 EEMHFE(Key Terms)

Acquisition, Hostile Takeover, M&A integration, M&A Process Management, Merger,

TOB (Tender Offer Bid), Valuation Methods,

1.11.4 Hfixt54%(Ilustrated Cases)

(1) Dell

(2) =7 vz, REEL, AARREE MBI, SREE, SFRR/ERT

(3) J-STAR, #H—4Afn, NV F, =LA —

1.11.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th., ed., 2021, Chapter 15.

1.11.6 2%[X¥E(Selected References)

Brealey, R. A., S. C. Myers, and F. Allen, Principles of Corporate Finance, 14t ed.,
McGraw-Hill, 2022.

DePamphills, D. M., Mergers, Acquisitions, and Other Restructuring Activities: An
Integrated Approach to Process, Tools, Cases, and Solutions, 11th. ed., Academic
Press; 2021.

(M&A (27 % MBA 8 X OEBFMIT & HHFUERET £ 2 1)

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{E¥EMMERFE—Y =2 =— 3 > O & 5
Bl BT (F) #A4vEr Mt 2022 4

Mellen, C. M. and F. C. Evans, Valuation for M&A: Building and Measuring Private
Company Value, 3. ed. Wiley, 2018.

Sirower, M. L. and J. M. Weirens, The Synergy Solution: How Companies Win the
Mergers and Acquisitions Game, Harvard Business Review Press, 2022

Titman, S. and J. D. Martin, Valuation: The Art and Science of Corporate Investment
Decisions, 2nd, ed., Prentice Hall, 2011.

Ulrich Pidun, Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden,
2019.

&
JEy

i

Session 3
Case discussion 1
Presentation: A: = %HE T.¥%. B:JIIRET ¥

% 4[E 3 H 2 A(2nd of March)

Session 1

1.11 M&A SRTE + ¥RV AV b (Formulating and Managing Merger & Acquisition)
1.11.1 A% (Contents)

(1) ¥R EHIKIC BT D5 M&A K 7E (Formulating M&A in Corporate Strategy)

_11.



(2) FHEAR— 7+ U ARFHIBIT D5 M&A K iE (Formulating M&A in Business Portfolio
Management)

B) FEFN—F 7 VA HMAERZITE TS5 M&A R E (Formulating M&A In
Reconfiguration of Business Portfolio)

(4) M&A 7at& R - v %2 A (M&A Process Management)

(5) fiHés - Woet iy ) K AFROREEABA B\ 1) (Hostile /Friendly TOB: Tender Offer Bid)
(6) T8k : M&A A~ +* T A > h(PMI, Post M&A Integration Management)
1.11.2 %= H#Y(Learning Objectives)

(1) M ERRIZICIIT D M&A FTEICONWTDT L—L T —7 OFfE - 5L FEEIC
TDELE

(2) FER— b7+ U ARFHIBIT D MGA REIZONTDOT L—L T — 27 Qi - E5 L
FEAZ T TOEL

@y%%f K74 U ARABIEZIZE T D M&A KEIZOWTD T L— AT —7 OFLfi -

15 & FERIZIAT TOELR
HJM&Afm?x-V*V%VkKOMT@zV?TF%iU7V—AU—7®ﬁ%'?
& FBICIT TOBL
1.11.3 EEHFE(Key Terms)

Acquisition, Hostile Takeover, M&A integration, M&A Process Management, Merger,
TOB (Tender Offer Bid), Valuation Methods,

1.11.4 Hfixt54%(Ilustrated Cases)

(1) Dell

(2) =7 vz, REEL, AARREE Bk, SREE, SFif/EaT

(3) H—tEf, NV, =LA —

1.11.5 #HF #E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th., ed., 2021, Chapter 15.

=t

)

1.11.6 #17Kk MBA #E ') — X% 3 [b](Series on Talks of Kobe MBA No.3)
AF: 202443 H2 A (1)  14:10-14:55 (2543 +20 475 =45 %)
T o Skl
AE—Hh—: EE FK(#F K MBA2003)
TAF - V— - F—IV T4V U THASHt BEPITRE RELEHEER
MASHETE 7 — F~—/ v b Rk RECEEZER K M= - RE=EHEY
 [EERERMITS E?é%ﬁ%@M&A%%J
;”ﬁ% D FERE L TREICHED AAREN - A TSI BN T, EEORREIEIT S D
HLHRED, EDXH J H—y P a I N E D,
RefEC sy © B ORI - 340 GlBEIFM : 20 4y ERUSE 1 204 FODOSHE 2457
Session 2.1
2 ML (Business Strategy)
2.1 FEHHK(Business Strategy)
2.2 H5E(L (Competitive Advantage)
2.1/2.1 A% (Contents)
(1) RS (Business Strategy)
(2) BE4+EAL (Competitive Advantage)
(3) BEAHENJFR (Sources of Competitive Advantage)
(4) FFEEAL (Advantage through Speed & Timing)
(5) fé : BEAEEAL & Hiffiist 4+ (Competitive Advantage & Competitive Strategy of
Technology)
(6) fHék : A T AL ORERMENLE K (Intel’s Seeking Advantage through Speed &
Timing)
(7) 8k « — BB ST (Transient Advantage)

_12.



2.1/2.2 %3 H#J(Learning Objectives)

(1) FHEERKIZOWToO a7 hOBEFE - 15 &R TOEL

(2) BN OV T O a ' N OEfE - G L RBEIZHIT TOEE

(3) BAEMIRRICOVWTOa 7 hBL T L—AU—7 OFiF - 5 & EEICHIT T

DHELR

(4) BB OV TO a7 P B I ONT L—A U — 7 OFfE « 5L EIZmT o

£

2.1/2.3 EE 7 (Key Terms)

Business Strategy, Competitive Advantage, Sources of Competitive Advantage,

Advantage through Speed & Timing

2.1/2.4 EfixtE A2 (Illustrated Cases)

(1) Apple, Intel, Samsung Electronics, Huawei, Xiaomi

(2) Bl

3) A

2.1/2.5 #F#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t., ed., 2021, Chapter 7.

Porter, M.E., Competitive Advantage, Free Press, 1985, pp. 1-26, 62-118, 119-163.

2.1/2.5 3% X#E(Selected References) & : HiE[XE

Christensen, C. M., and M. E. Raynor, The Innovator’s Solution: Creating and
Sustaining Successful Growth, Harvard Business Scholl Press, 2003. A / ~—
a U ~Ofif] Fvki 2003 4 89-151 H

Christensen, C. M., S. D. Anthony, and E. A. Roth, Seeing What’s Next: Using the

Theories of Innovation to Predict Industry Change, Harvard Business School Press,
2004. THHHIFHEDO L DD A ) _— 3 VORMIRE] T 2% by Akt 2005 48
Denning, S. The Age of Agile: How Smart Companies Are Transforming the Way Work
Gets Done, AMACOM, 2018.
Gothelf, J. and J. Seiden, Sense and Respond: How Successful Organizations Listen
to Customers and Create New Products Continuously, Harvard Business Review
Press, 2017.
Kaplan, S. R. and D. P. Norton, The Execution Premium: Linking Strategy to
Operations for Competitive Advantage, Harvard Business School Press, 2008.
Rubin, K. S. Essential Scrum: A Practical Guide to Most Popular Agile Process,
Pearson Education, 2013. (= y® I v /L 27 T 4] Flvktl 2014 4
Kim, W. C. and R. Mauborgne, Blue Ocean Strategy: How to Create Uncontested
Market Space and Make the Competition Irrelevant, Harvard Business School
Press, 2005. [7/—A—L % VHRIE] T 0% by Aggakt 2005 4F
Kim, W. C. and R. Mauborgne, Blue Ocean Shift: Beyond Competing- Proven Steps to
Inspire Confidence and Seize New Growth, Hachette Books, 2017. [7/L— « 4 —
Ty v e VT M FAYEY R 2018 4F
McGrath, R. M. The End of Competitive Advantage: How to Keep Your Strategy
Moving as Fast as Your Business, 2013, [HGEMOKE—THOEIZE LT,
M 2B LiselT 51 BARKRFOBA AL 2014 4
Porter, M. E., Competitive Strategy, Free Press, 1980.
* Reeves, M. et al., Your Strategy Needs a Strategy: How to Choose and Execute the
Right Approach, Harvard Business Review Press, 2015.  [HE#S = 2 [HERS | 2344
BWE—ELWT T u—F%22 b0, E77 5] BARFEHETME 2016 4
Rigby, D.et al., Doing Agile Right: Transformation Without Chaos, Harvard Business
Review Press, 2020. [AX (7Y ¥ A /v FT U AT F—A— 3 ) Hlg—R AR
B D ORE] IR T 2021 4

Walker, O. C. and J. W. Mullins, Marketing Strategy: A Decision-Focused Approach,
8th, ed., McGraw-Hill, 2014

_13.



(=0T 4 VTR OIEET A 1)

Session 2.2

2.3 H¥ ¥ (Defining the Business)

2.4 FH5EEEE (Formulating Competitive Domains)

2.3/4.1 N%(Contents)

(1) F2E % (Defining the Business)

(2) Bi4riEIkE% & (Formulating Competitive Domains)

(3) &k : TG b & AEAYEE E (Market Segmentation and Targeting)

2.3/4.2 % HH)(Learning Objectives)

(1) FEERICOWTO a7 hOBRFE - 15 L& RZEICHT TOEL

(2) PRI EIZ DWW TO BT FBLOT L—2ATU—7 OB - B1G L RZEIZmIT T

DEE

(3) 3C /T 7 L—2L U — 7 OFfE « G LISHERICIT TOELR

(4) 5 SO ER /M (Five Forces Analysis)”7 L — AU — 7 OFLF « E15 & RBHIC

M CTDEL

(5) HiA L EHERIRR ED 7 L — LT — 7 QR « 5 L EERICIT ToEL

2.3/4.3 HEfi7E(Key Terms)

Competitive Domains, Defining the Business, Five Forces Analysis, Formulating

Competitive Domains, Market Segmentation, Targeting, Three Cs Analysis

2.3/4.4 EfxtE 42 (Illustrated Cases)

(1) Netflix, Tencent

(2) ¥~ /. VAIO

@)Y, V=~ ZEF

2.3/4.5 #F#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th., ed., 2021, Chapter 3, 4.

Porter, M., Competitive Advantage, Free Press, 1985, pp. 53-61, 201-228, 231-272.

2.3/4.6 2%[X#E(Selected References)

Abell, D. F. Defining the Business: The Starting Point of Strategic Planning, Prentice-
Hall, 1980, [H¥DiE#R] TAERE 1984 4

Christensen, C. M., S. D. Anthony, and E. A. Roth, Seeing What’s Next: Using the
Theories of Innovation to Predict Industry Change, Harvard Business School Press,

2004. THHHIFHEDO L DD A ) _— 3 VORI T 2% by Akt 2005 4

Kim, W. C. and R. Mauborgne, Blue Ocean Strategy: How to Create Uncontested
Market Space and Make the Competition Irrelevant, Harvard Business School
Press, 2005. [T/ —A—3 v VMg 704 bhoD Z5E#AE 2005 4

Porter, M. E., Competitive Strategy, Free Press, 1980.

Session 3

Case discussion 2

Presentation: C:fEF1 R & D:= K

% 5[E 3 A 9 H(9t of March)

Session 1

2.5 BE4HHRI% (Competitive Strategy)

2.5.1 H%(Contents)

(1) BRSO FE (Typology of Competitive Strategy)

(2) EVXRA « TA THA 7 LT ORI (Competitive Strategy in the Business
Cycle)

(3) FHAZESR~D S NHkHE (Entry Strategy to Embryonic Industry)

(4) R OB ER I (Competitive Strategy in the Matured Periods)

_14.



(5) B OBt 48k (Competitive Strategy in the Declining Periods)

(6) 18k : BiA 3/ HT(Analysis on Competitive Firms)

2.5.2 =¥ HiY(Learning Objectives)

(1) BEGHEIZ IOV T D v 7 b OBRE - B15 L EEICHIT THELR

(2) EVRRA « TA TH AT NTOREFEMICONTOar 7 FOFME - B15 L EERIC
T TDOBEL

(3) FHER~DBABIKIZONWT D a7 FOBE - #15 L FEICHIT TDEL

(4) A DB P IZONWT D a7 FOFR - 5 & EERICIT ToEL

(5) FRH OB FHMGIZHOWT D a7 b OFRE « B L EERICAIT TDEL

(6) A EESITIIONTDa Y S N &7 L—AU—7 OFfE - B L EEICHITTOE

2

2.5.3 HEf7E(Key Terms)

Analysis on Competitive Firms, Competitive Strategy in the Business Cycle, Entry

Strategy to Embryonic Industry, Competitive Strategy in the Matured Periods,

Competitive Strategy in the Declining Periods, Entry Strategy to Embryonic

Industry, Typology of Competitive Strategy

2.5.4 Efix5iZ(Illustrated Cases)

(1) AMD, Arm, Nvidia, Tesla, BYD

(2 Ane— S Ia—F FEtT74VA vy —7 JOLED

(3) 7 ILipa g

2.5.5 #F#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th.; ed., Wiley, 2021, Chapter 8, 10.

2.5.6 2&[XE(Selected References)

Christensen, C. M. The Innovator’s Dilemma: When New Technologies Cause Great
Firms to Fail, Harvard Business School Press, 1997. [ / RX—y g DY L~
Flvktt 2000 4

Gans, J. The Disruption Dilemma, MIT Press, 2016.

McGrahan, A. M. How Industries Evolve: Principles for Achieving and Sustaining
Superior Performance, Harvard Business School Press, 2004. [FE¥i#E{L 4 2Dk
Qi) Z & a0 Xt 2005 4R

Moore, G. A., Dealing with Darwin: How Great Companies Innovate at Every Phase
of their Evolution, Portfolio, 2005, [Z A 7% A 7/ A/ _X—I 3| Fiiktt
2006 4

Porter, M. E., Competitive Strategy, Free Press, 1980.

Porter, M., Competitive Advantage, Free Press, 1985.

Walker, O. C. and J. W. Mullins, Marketing Strategy: A Decision-Focused Approach,
8th, ed., McGraw-Hill, 2014

Session 2

2.6 BIKERE - MBI X 2HAEAER (Pursuing Competitive Advantage

through Strategic Assets and Unique Capability)

2.6.1 N%(Contents)

(1) BEWKE PE & BT ENLFUR (Strategic Assets & SCA )

(2) FEEHATBASE « ¥HE(Developing and Accumulating Core Technology)

(3) Heili'& pE#E Ad - & I BH % (Accumulating Technological Assets & Developing

Resources)

(4) Jnft 7 A & o> v VRl (Strategies for IP Licensing)

(5) 7 7 v N&pEAEEE(Building Brand Equity)

(6) A BRI FERE S (Building Assets of Customer Relationship)

(7) 5T X7 AESE(Building System of Collaboration)

(8) £k : THIF L v« w4 M(T-Shaped Knowledge Management)
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2.6.2 F#F HHY(Learning Objectives)

(1) RIS E PE L B BAIIRRICOWT O a7 N OFR « B4 L EEIC T ToELE

(2) FREHANEAFE « EHEIZOWTOa BT M T L =AU =7 DEZITOHSE - BELE

EAZ M ToBEL

(3) BHTEPEERE - BEBRICHOVWTDa v e T L—LAT—2 DEZFOIRE - Fi5

& FERITIANT TDOEE

@) AT A TEIgBICOWT D a T D& 2T OBR & ERRICAT TOEL

(5) 77 v REHEHEICONWTOaryv S N T L—LT—7 OB ZJTOPR « 5 L Eik

2T T OEL

(6) BEBREEMEIZ DWW TDa v N e T L =L U =7 DEZTFOMMRE - E5 LR

2T COEL

(7) EHES AT BHOWTOa v 7 e T L—AU—7 D& 2O L ZEICTTO

EE

(8) I8k : THRIF L oY« =RV AL MZOWTO a7 NOBMiE L FEERIC T THOHELE

2.6.3 HEH7E(Key Terms)

Accumulating Technological Assets & Developing Resources, Building Brand
Equity, Building of Strategic Assets and Unique Capability, Building System of
Collaboration, Strategies for IP Licensing, T-Shaped Knowledge Management,
Unique Capability
2.6.4 Efix5iZ(Illustrated Cases)

(1) New Balance, Nike, Qualcomm

(2) HOYA, H#fifbY, =<, FHEESEF, VAIO, Y=—tIar ¥ ¥V Ja—3

NS

(3) V=—#E, BT A LT Dyl

2.6.5 #ZFl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 5.

2.6.6 2E[XE(Selected References)

Burgelman, R. A. Strategy Is Destiny: How Strategy-Making Shapes A Company’s
Future, Free Press, 2002.

Collis, D. J. and C. A. Montgomery, Corporate Strategy: A Resource-Based Approach,
McGraw-Hill, 1998. [&J~N— X ORRE MG Rt 2004 4

Dessler, G. Human Resource Management, 13th.; ed., Pearson, 2013.

(HRM @ MBA [ FFE#ET 2 X )

Dyer, J. et al., The Innovator’s DNA: Mastering the Five Skills of Disruptive
Innovators, Harvard Business Review Press, 2011.

Gupta, S. and D. R. Lehmann, Managing Customers as Investments: The Strategic
Value of Customers in the Long Run, Wharton School Publishing, 2005.

Hamel, G. and C. K. Prahalad, Competing for the Future, Harvard Business School
Press, 1994. a7 « o B4 U ARKE | AARFEFLEE 1995 4

Kaplan, S. and D. P. Norton, Strategy Maps: Converting Intangible Assets into
Tangible Outcomes, Harvard Business School Press, 2004. [§#g~ > | T4
LNy AGERAL 2005 4

Keller, K. L. Strategic Brand Management: Building, Measuring, and Managing Brand
Equity, 4th., ed., Pearson, 2013.

Leinwand, P. and C. Mainardi, Strategy That Works: How Winning Companies Close
the Strategy-to-Execution Gap, Harvard Business Review Press, 2016. 728 E W
BRI DS FUZR (A O DR N D — BRI 2R D 72D D 5 DDFEEKE] A4 vEUF
ft 2016 4

Ulrich, D. and N. Smallwood, Why the Bottom Line Isn’t: How to Build Value through
People and Organization, Wiley, 2003. [A % > U7 R E—FAENZ T2 5T
(RA SHEME] WL 70 ¥ L0 ZiEakit 2004 48
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Ulrich P., Corporate Strategy: Theory and Practice, Springer Gabler Wiesbaden,
2019.
Zook, C. Unstoppable: Finding Hidden Assets to Renew the Core and Fuel Profitable
Growth, Harvard Business School Press, 2007.
Session 3
Case discussion 4
Presentation: E:§ L7 /L & F:¥% v/

# 6 3 4 16 H(16t: of March)

Session 1

2.6 BIRERE - MBRENICX 2HEENIER (Pursuing Competitive Advantage
through Strategic Assets and Unique Capability)

2.6.1 N%(Contents)

(1) BERMSE PE & BN R (SCA & Strategic Assets)

(2) HIEEHER%E - Zff(Developing and Accumulating Core Technology)

(3) Heili'& pE#E Ad - & I BH % (Accumulating Technological Assets & Developing
Resources)

(4) Fnft 7 A & o> JHkEE (Strategies for IP Licensing)

(5) 7' 7 > N&EHESE(Building Brand Equity)

(6) B BAFRE PEME 2L (Building Assets of Customer Relationship)

(7) 5 > X7 LS (Building System of Collaboration)

(8) £k : THIF L v« w4 M(T-Shaped Knowledge Management)

2.6.2 ¥ HiY(Learning Objectives)

(1) B E PE L BRI ICOWT O 3 v 7 b OFfR - 815 & EEIC T ToEE
(2) FREHANEAFE « EEIZOWTOa BT N T L—LA T =7 DEZITOHSE - BiGLE
BAZ AT TOBL

(3) BANTE e - BIHBARICO W TDa v T M &7 L— AU —7 D& 2 5 OB - Bi5
& FEEIZHIT TOELR

4) BT A B o FERIBIZOWT DO a7 D& 2 OEE L EEICIT TnELE
(5) 77 v FEEMEI DWW TOarv 7 M7 L—ATU—7 D& 2 OHEMR - 5 L FE
IR CDELE

(6) BEMBE IO N TOa v N T L—LT—7 OB Z T OPR « 5 L =ik
(I T DB

(7) EHES AT B HONWTOa v 7 e T L—AU—7 D& 2O L ZEICTTO
HE

(8) (e : THRIF LY « X VAL MZHOWTO a7 hOEfE L REIZHNIT TDEL
2.6.3 HEH7E(Key Terms)

Accumulating Technological Assets & Developing Resources, Building Brand
Equity, Building of Strategic Assets and Unique Capability, Building System of
Collaboration, Strategies for IP Licensing, T-Shaped Knowledge Management,
Unique Capability

2.6.4 EHx %A% (Illustrated Cases)

(1) New Balance, Nike, Qualcomm

(2) HOYA, A#fifb=:, =~ MHEEEF, VAIO, Y=—tIav ¥/ ¥V ) a— 3z
=

(3) Y=—Hfk, BT A LT

2.6.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th.; ed., Wiley, 2021, Chapter 5.

2.6.6 17K MBA #&#H 2 Y — X% 4 [0](Series on Talks of Kobe MBA No.4)
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HiEF: 2024 43 H 16 A (1)  14:10-14:55
S HTkeei |
AE—A—: &H FAKEF X MBA2013)
EBRGEASH av—ABrR=— VRV R— R
ECUYVRRT—=FTFTIT 47 RA&T T v b7 3 — LR
EORRAT—=E IV a—varyIN—7 Faf) h=wRx—Vx—
i HEBRFEBICL DX AR YT 4 - T v 7]
T BEETIRVMLPMELTND DX (FUF L RTUAR—A—va) &
BT, ZAUSKIST 2 DX BIERGE - ZATR IO DR A &0 X 512475 R&ED
REIEC Sy © B ORI - 340 GRBEIF[M] : 20 4y BERISE 1204 MODFHE 1 257
Session 2
2.7H¥ 1k X - 51 (Designing Business Processes)
2.7.1 N%(Contents)
(1) 3 A7 4 (Business System)
(2) FHE L AT LkET - #%(Designing and Building Business System)
(3) HEMSHESE DFLET - 54 (Designing and Building Strategic Alliance)
(4) 8k - #eHi~ % ¥ 2 > } (Managing Alliance)
(5) ¥ A« WAL <A E— 2 5XEH(Designing Mass Customization)
6) 18k : V7T A4 Fx=—> « =% A F(SCM, Supply Chain Management)
(7) FETmvRAD 71— )VELE - F1% (Configurating and Coordinating Global
Business Processes)
8) ~—7 T 47 Dru— ILELE EFHFE (Configurating and Coordinating Global
Marketing)
2.7.2 %#F HiY(Learning Objectives)
(1) FE AT LZOWTO a7 sOF X O - [ L FZRIZHIT TOBLE
(2) FE AT LRE - EERICHOWTDa LB e T L— AT —2 DEZFOIRE - Fi5
& FERITIAT TD B
(3) BRIRHRHE DRREF - HESEIC O\ T D v 7 F OB « 15 L I HIT T EL
(M%ﬁvﬁ/%/h_owf®:/t7b®%zﬁ®ﬁm PG L FEEICIT ToBLE
(avx DAL <A B —va Vi oW Toare 7l e 7 L—AT— 7@@%&5
PR - G L EEIC AT TOELE
6) VT IAF=—r xRV ALNZONTOar S N T L —2TU =T DEZHOH
fif - B L I TDEE
(7) FET v ADO T a— LfdE
BT L EZEITmIT TDELE
8) ~—r T 4T DT a— VEEEFHEICONWTDOarye S N T L= T =7 DM
fif - BT L EEIT T TOHELE
2.7.3 HEH7E(Key Terms)
Business System, Configurating and Coordinating Global Business Processes,
Configurating and Coordinating Global Marketing, Designing and Building
Business System, Designing and Building Strategic Alliance, Designing Mass
Customization, Mass Customization, Managing Alliance, Strategic Alliance, SCM,
Supply Chain Management, Value Chain, Value System, Vertical Value System,
2.7.4 Efix54%(Illustrated Cases)
(1) Amazon, Apple, IKEA, Inditex(ZARA), PBifFEF;% 1.3, MediaTek, Nvidia, TSMC,
DELL, Lenovo, H&M, SK-II P&G
) F =3 v /v, Ve— YVe—kIaHFIE YV a—Tal R KUK,
H—A AV RN RE, BlFRM, 2 —t—, B4R
BT AIZ N, =, THXAN)IT, LELeb, "=—X, 77—ANITA VT
2.7.5 #F#E(Required Readings)

Wl

I OWT OIS NE T L— AT — 7 OFfE -

k=]
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Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 11,
12.

Porter, M. E, Competitive Advantage, Free Press, 1985, pp. 33-61.

2.7.6 2%[X¥E(Selected References) * : {ii5XE

Belvedere, V. and A. Grando, Sustainable Operations and Supply Chain
Management, Wiley, 2017

Blocher, E. J. et al., Cost Management: A Strategic Emphasis, 17%. ed., McGraw-Hill
Education, 2016.

(2 A b« =32 A2 MIET 5 MBA [ATIREAET 5 2 |)

Cachon, G. and C. Terwiesch, Matching Supply with Demand: An Introduction to
Operations Management, 4th.; ed., McGraw-Hill Education, 2019.

(AR =gy s X YA MIET 5 MBA [MITEEAET F X |)

Chopra, S. and P. Meindl, Supply Chain Management: Strategy, Planning, and
Operation, 7th,; ed., 2019.

(SCM (ZB99 % MBA [A]IJHE#ET % 2 1)

Christensen, C. M., S. D. Anthony, and E. A. Roth, Seeing What’s Next: Using the
Theories of Innovation to Predict Industry Change, Harvard Business School Press,
2004. THHHIZHED LD A = a VORMIR) 70 % by Akt 2005
&®

% Ghemawat, P. The New Global Road Map: Enduring Strategies for Turbulent Times,
Harvard Business Review Press, 2018. [VUCA B 7 a0 — S)VERIG ) BPERR BT
et 2020 4

Govindarajan, V. and C. Trimble, Reverse Innovation: Creating Far from Home, Win
Everywhere, Harvard Business Review Press, 2012. [TYR—=R o f ) R—T g
v 20124 XA Y¥ELS R

Hagel, J. and J. S. Brown, The Only Sustainable Edge: Why Business Strategy
Depends on Productive Friction and Dynamic Specialization, Harvard Business
School Press, 2005.

Kaplan, S. R. and D. P. Norton, The Strategy-Focused Organization: How Balanced
Scorecard Companies Thrive in the New Business Environment, Harvard Business
School Press, 2001.

Krajewski, L. J. et., al., Operations Management: Processes and Supply Chains,
11th, | ed., Pearson, 2016.

(AL —va v s wRxT AL hO MBA A EHET 2 K)

Pine, B. J. Mass Customization: The New Frontier in Business Competition, Harvard
Business School Press, 1993.

(2« AAZ~ALE—Varv] Oarvy NEREBLEEE)

Porter, M. E., ed., Competition in Global Industries, Harvard Business School Press,
1986.

Porter, M.E., The Competitive Advantage of Nations, Free Press, 1990,

Schuh, C. et al., Profit from the Source: Transforming Your Business by Putting
Suppliers at the Core, Harvard Business Review Press, 2022.

Sheffi, Y. The Power of Resilience: How the Best Companies Manage the Unexpected,
MIT Press, 2015.

Slack, N. and M. Lewis, Operations Strategy, 6t. ed., Pearson, 2020.

(ARb—=a s wx VA MIET S MBA A IRET £ X hD—)

Delivering Value, 3td. ed, 2009.

(B2B ~—7 7 4 > ZIZBT 5 MBA [ IRHET F 2 1)

Session 3
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Presentation G:* 7. &7 A4 H:u—Y/ .

% 7B 3 A 23 H(23th of March)

Session 1

2.8 B MifEAIE (Creating Customer Value)

2.8.1 N%(Contents)

(1) BEZAME & B 2 O E 7% (Defining Customer Value & Customer Satisfaction)

(2) BEAME$E S (Proposing Customer Value)

(VB E M AR 4% (Supporting Customer Problem Solving)

@) T7n—F—vxr A4/ _X= 3] ICKDHEFMEANE (Creating Customer
Value through Blue Ocean Innovation)

(5) MEHER A ) R—2 3 T K D BRMEAIE (Creating Customer Value through

Disruptive Innovation)
(6) fTx : 7 —DMAENIC L DEEAMEA]E (Creating Customer Value through
Pixar’ s Unique Capability)

2.8.2 #F HHY(Learning Objectives)

(1) BEFAME & BRI DWW T O a7 hoBEfg - B5 L EZERIChT T

(2) BEMERRICHOVWTDa v F M &7 L—AU—7 OFfFE - BE L ERICHITTOE

£

() BEREMR BN TDare S b7 L—AU—7 OFfiF « B15 L EEICmIT T

D%
4) TNh—F—T v A ) _"=T g ZEDHEEMEAE DN CDOar® T hET
L— LU —7 OFfF - BiG L REICAT TOHE
(5) BEEALA ) N— g NI X DBFEMMEAE 2 e N e T L — LU — 7 OFE - EHIGL
S IR =

(6) B Y —DMME R X D BEAMEAE (22T O BRE

2.8.3 HEH7E(Key Terms)

Blue Ocean Innovation, Creating Customer Value, Customer Satisfaction,

Customer Value Proposition, Disruptive Innovation, Proposing Customer Value,

Supporting Customer Problem Solving

2.8.4 HEHx 542 (Illustrated Cases)

(1) AWS, Blue Origin, Cirque du Soleil, Nokia, Pixar, SpaceX

(2) A/ —b—7

() E7 84T, £/ ¥m U, QBNET

2.8.5 #Fl#E(Required Readings)

TBA

2.8.6 2%&[X|E(Selected References)

Anderson, J. C. et al., Business Market Management: Understanding, Creating, and
Delivering Value, 3td. ed, 2009.

(B2B ~—77 4 > ZIZBT 25 MBA [l IEHET F 2 1)

Blank, S. G. The Four Steps to the Epiphany: Successful Strategies for Product that
Win, 3. ed., 2007. [7 > U7 LT —0OFFE] FrEkiR] Mkt 2016 4
(RAZ— 7 T IERET ¥ 2 1)

Christensen, C. M., S. D. Anthony, and E. A. Roth, Seeing What’s Next: Using the
Theories of Innovation to Predict Industry Change, Harvard Business School Press,
2004. [HAEIEHED LD A ) _X—v a3 VORKIR] 7 0% bhoo Akt 2005 4

Christensen, C. M., et al., Competing Against Luck: The Story of Innovation and
Customer Choice, 2016. [z 7H#i—A / X—T a3 & THIFREICT HHBED A T
=AAL] N—X—aJ X« Ty 2017
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Dyer, J. et al.,, The Innovator’s DNA: Mastering the Five Skills of Disruptive
Innovators, Harvard Business Review Press, 2011. [A /~_X—3 3 ® DNA] #Hi
Ukt 2012 4R

Gothelf, J. and J. Seiden, Sense and Respond: How Successful Organizations Listen
to Customers and Create New Products Continuously, Harvard Business Review
Press, 2017.

Keller, K. L. Strategic Brand Management: Building, Measuring, and Managing Brand
Equity, 4th., ed., Pearson, 2013.

(7T R =3P A2 MIBET % MBA MIFEEET 2 1)

Kim, W. C. and R. Mauborgne, Blue Ocean Strategy: How to Create Uncontested
Market Space and Make the Competition Irrelevant, Harvard Business School
Press, 2005. [T/ —A— v VHilg] 702 bhoD Z5E#AE 2005 4

Peppers, D. and M. Rogers, Managing Customer Experience and Relationships: A
Strategic Framework, 3., ed., Wiley, 2017.

(CRM(Customer Relationship Management)(ZB9" % %55 L O MBA AT EEH#ET %
A F)

Prahalad, C. K. and V. Ramaswamy, The Future of Competition: Co-Creating Unique
Value with Customers, Harvard Business School Press, 2004.

Ramaswamy, V. and F. Gouillart, The Power of Co-Creation: Build It with Them to
Boost Growth, Productivity, and Profit, Free Press, 2010.

Ulwick, A. W. What Customers Want: Using Outcome-Driven Innovation to Create
Breakthrough Products and Services, McGraw-Hill, 2005

Sesson 2

2.9 BV R RET)V « TH A (Designing Business Models)

2.9.1 N%(Contents)

(1) EVRXRAET I - THA L« 71— AU —7 (Framework on Designing Business

Models)

(2 EVRRAET N - T YA T X D FHAE (Creating the Business through

Designing Business Models)

2.9.2 #F HHY(Learning Objectives)

(1) EVRRAETIL « THA L« 7L —LTU—TIZOWTOHESFE - B L EZEIZmT ToE

5%

(2) EVRRETIN « THA LK DFEAEIZONWTDa S N T L —AT—7 O

fif - B L FEICMIT TOELE

2.9.3 HEH7E(Key Terms)

Business Models, Business Creation, Ecosystems

2.9.4 Efix5i%(Illustrated Cases)

(1) Airbnb, Amazon, Alibaba, Apple, Google, Uber

2) 77 A

2.9.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 9.

2.9.6 2&[XE(Selected References) k : HiEXE

Adner, R. The Wide Lens: A New Strategy for Innovation, 2012. [V A K+ L X
PR AT 2013 47

% Adner, R. Winning the Right Game: How to Disrupt, Defend, and Deliver in a
Changing World, 2021. T a v AT AL« T 4 AT 7 a U —¥ERR R OB
W] RPEREGOAT AL, 2022 4F

Anderson, C. The Long Tail: Why the Future of Business Is Selling Less of More,
Hyperion, 2006.

Anderson, C. Free: The Future of a Radical Price, Hyperion, 2009.
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Chesbrough, H. Open Business Models: How to Thrive in the New Innovation
Landscape, Harvard Business Scholl Press, 2006. [4—7 2 E VR AET )L—HMH
B DA ) N—2 a3 ) Flvkit 2007 4

Dodson, 1. The Art of Digital Marketing: The Definitive Guide to Creating Strategic,
Targeted and Measurable Online Campaigns, Wiley, 2016.

Furr, N. and J. Dyer, The Innovator’s Method: Bringing the Lean Start-up into Your
Organization, Harvard Business Review Press, 2014. (#3254 / X—v 3 &
W335 5 DOH?) Fvkek 2015 4

HJohnson, M. W. Seizing the White Space: Business Model Innovation for Growth
and Renewal, Harvard Business Press, 2010. [7RU A h 22— kg A2 =
=r—varX 20114

Johnson, M. W. Reinvent Your Business Models: How to Seize the White Space for
Transformative Growth, Harvard Business Review Press, 2018

Loucks, J. et al., Digital Vortex: How Today’s Market Leaders Can Beat Disruptive
Competitors at Their Own Game, IMD, 2016. X7 %)V « 7 4 25 7 X —HIK—
WEAF SR DB TT ) RASRF AT HAREE 2017 47

McAfee, A. and E. Brynjolfsson, Machin, Platform, Crowd: Harnessing Our Digital
Future, Norton, 2017. 77 v N7+ — 20T BHIIANEBEORKE EHE
2 %?] Hif%BP f:

Osterwalder, A and Y. Pigneur, Business Model Generation: A Handbook for
Visionaries, Game Changers, and Challengers, Wiley, 2010. [EYRXAET /L -
Vrxl—yar: EVRRAETVEEE] ki 20124

(EVRAETIN « THA L ORBEATERET X2 B)

Parker, G. G. et al., Platform Revolution: How Networked Markets Are Transforming

the Economy and How to Make Them Work for You, Norton, 2016. 77 v 7+
—Lh s LARY a—va = RHOBEKRRT A 7V EDFEFITHEOT-DIZ] A ¥ESR
ft 2018 4

Reeves, M. et al., Your Strategy Needs a Strategy: How to Choose and Execute the
Right Approach, Harvard Business Review Press, 2015.  [HE#g = 2 [HERS | 2344
BE—ELWT 7r—F2x b0 ET7425) AARFFMERE 2016 4

Reillier, L. C. and B. Reillier, Platform Strategy: How to Unlock the Power of

Communities and Networks to Grow Your Business, Routledge, 2017.

Satell, G. Mapping Innovation: A Playbook for Navigating a Disruptive Age, McGraw-
Hill, 2017.

Tuten, T. L. and M. R. Solomon, Social Media Marketing, Pearson, 2013.

Volberda, H. et al., Reinventing Business Models: How Firms Cope with Disruption,
Oxford University Press, 2018

Session 3
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Presentation I: ALV J: A \—x=—T x|

% 8M 3 A 30 H(30th of March)

Session 1.1

2.10 FEEMKONT - S22 (Analyzing, Formulating, and Implementing Business
Strategy)

2.10.1 A% (Contents)

(1) FHEHRMELE 7 1 & R (Process of Formulating Business Strategy)

(2) FZEHMS DO Z{Y: (Essentials of Business Strategy)

(3) FHEHME M7 L — LT —7 (Framework of Analyzing Business Strategy)

(4) FHEHMLE T L — LT —7 (Framework of Formulating Business Strategy)
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2.10.2 %% H#J(Learning Objectives)

(U%%%%j$7mﬁxhowf®7V—AU 7 OPRiFE - B1G L RIS MIT ToELE

(2) FEEHLRE O B IZ OV T OHRE - 15 L FERRIC ﬁff@%%

(3) FEHME M7 L — LT — 72OV TD T L—AU—7 OFif - 15 L ZEICHTTo

B L EH

(4) FEWIKIR T L — LT =7 (ZONWTD T L—AU—7 OFRfif « B L ZEICmTTo

EE

2.10.3 EEHFE(Key Terms)

Framework of Analyzing Business Strategy, Framework of Formulating Business

Strategy, Process of Formulating Business Strategy

2.10.4 Hfixt 5% (Illustrated Cases)

(2) 7V FA

2.10.5 #Fl#E(Required Readings)

TBA

2.9.6 2&[XE(Selected References) k : HEf5[XE

Bradley, C. et al., Strategy Beyond the Hockey Stick: People, Probabilities, and Big
Moves to Beat the Odds, Wiley, 2018. [~y X E— Ky Fr—R7 ¢ v 7
—RR IS OFRE L FEAT) R IAE 2019 48

Davenport, T. H. and J. G. Harris, Competing on Analytics: The New Science of
Winning, Harvard Business School Press, 2007.

Kaplan, S. R. and D. P. Norton, The Execution Premium: Linking Strategy to
Operations for Competitive Advantage, Harvard Business School Press, 2008.

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{E¥EMMERFME—Y =2 =— 3 > O &5
B 7R (F) ¥4 vEr Mt 2022 4

% Raynor, M. E. The Strategy Paradox: Why Committing to Success Leads to Failure
(and What to Do About It), Random House, 2007. [HiRSD /8T R 7 A | Flpktk
2008 4

Reeves, M. et al., Your Strategy Needs a Strategy: How to Choose and Execute the
Right Approach, Harvard Business Review Press, 2015.  [HE#S =2 [HERS | 2344
BWE—ELWT T u—F&22 b0, E77 5] BARFEHEME 2016 4

Sessionl.2

2.11 ¥R EB ST - LK (Analyzing & Formulating Industry Evolution)

2.11.1 A% (Contents)

(1) ZERURB > ) U 45347 (Framework on Analyzing Scenario of Industry Evolution)

(2) ERZAL W7 L— AT — 7 (Framework on Analyzing Industrial Changes)

(3) EMEBH T U A4 & Hig g (Scenario of Industry Evolution and Competitive

Strategy)

2.11.2 ¥ HHJ(Learning Objectives)

(1) BB TV IO ONT DT L— LU —7 OFRE « 5L EERICAT TDEL

(2) EREAL G 7 L—L T =27 (ZONWT DT L—LU—7 OFRfif « B L ZEICTTo

EE

(3) FERIERI LT U A &L BAISICHONWT D 7 L— AU —7 OFRfif « B15 L ZEICITTo

HER

2.11.3 EEH7FE(Key Terms)

Analyzing Industrial Changes, Analyzing Scenario of Industry Evolution, Scenario

of Industry Evolution and Competitive Strategy

2.11.4 EHixtR{E#(Illustrated Cases)

Q) TATr, TrY—, AARRHKEE. A HEERT

2.11.5 ##F}#E(Required Readings)
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Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 11,

12.

Porter, M., Competitive Advantage, Free Press, 1985, pp. 445-481.

2.11.6 2%[X/¥E(Selected References) k : HfEfE[XE

Christensen, C. M., S. D. Anthony, and E. A. Roth, Seeing What’s Next: Using the
Theories of Innovation to Predict Industry Change, Harvard Business School Press,
2004. HAREIEHED LD A ) _X—v a3 VORMKIR] 7 0% bhoo Akt 2005 4

Courtney, H. 20/20 Foresight: Crafting Strategy in an Uncertain World, Harvard
Business School Press, 2001.

Day, G. S. and P. J. H. Schoemaker, Peripheral Vision: Detecting the Weak Signals
that Will Make or Break Your Company, Harvard Business School Press, 2006. [5#
WEAHIZJEDBREF AR T o F BT AGgRtt 2007 4R

McGrahan, A. M. How Industries Evolve: Principles for Achieving and Sustaining
Superior Performance, Harvard Business School Press, 2004. [FE¥iE{k 4 2Dk
Qi) Z & a0 kit 2005 4

Porter, M. E., Competitive Strategy, Free Press, 1980.

Raynor, M. E. The Strategy Paradox, Currency Book, 2007. [HRED /T K7 X |

Flvktt 2008 4

% Schoemaker, P. J. H., Profiting from Uncertainty: Strategies for Succeeding No
Matter What the Future Brings, Free Press, 2002.

Session 2

2.12 HEREFH(Valuating Business Investments)

2.12.1 A% (Contents)

(1) FEREINIEE(Valuating Indices of Business Investments)

(2) FEY 27 L FEZL G (Business Risks and Valuating Methods of Business

Investments)

B)FHKYU R « Z A FITxI L 7o FH K E FFAf 14 (Valuating Methods of Business

Investments on Types of Business Risk)

(4) U7 v« 7 3 ik (Real Option Methods)

(5) A7 a ik (Options)

6) KE =/ & A7 3 (Investment Projects and Option)

(7) &S & =2 — )47 > 9 » (Opportunity of Business Investments and Call

Options)

2.12.2 %% HJ(Learning Objectives)

(1) FERE MOV T O a7 hOFfE - B5 L RZERICHIT TDEL

(2) FEY A7 L HERHETFMEC OV TO a7 hOESE - B L EERICHT TOBL

B)FEY X7 - XA T3S Lo FEREHMEIZOWTOa &7 FORfE - B L HE

B THBEL

4) VT s AT a EICOWNWTO Ay Y ROBEME - B L FEERICHIT TOBLE

(5) A7 v a EIZONTD A v Y ROBFE - EG L FEICHIT ToBLE

6) WET Y=l e F T a  ilonTDA Yy Y FOBMFE - B L EEICHIT THEL

(7) EHE L a— AT 2 NZONTO Ay Y ROERR « BF5 & REICAT TOEL

2.12.3 EEMHFE(Key Terms)

Black-Sholes Model, Business Risks and Valuating Methods of Business

Investments, Decision Tree, Investment Projects and Options, Internal Rate of

Returns (IRR), Net Present Value (NPV), Option, Real Options, Valuating Indices of

Business Investments, Valuating Methods of Business Investments on Types of

Business Risk

2.12.4 Hfixt5i%(Illustrated Cases)

TBA
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2.12.5 #Fl#E(Required Readings)

TBA

2.12.6 & X E(Selected References) & : #EE X &

* Brealey, R. A., S. C. Myers, and F. Allen, Principles of Corporate Finance, 14th- ed.,
McGraw-Hill, 2022.

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{EEMEFMM—Y =2 =— 3 »OHGH & HE
Bl BT (F) #A4vErs Mt 2022 4

Mun, J. Real Options Analysis: Tools and Techniques for Valuing Strategic
Investments and Decisions, Wiley, 2002. [V 7/ « 7T a o OF_T| XA
YE N 2003 4

Pike, R. et al., Corporate Finance and Investment: Decisions and Strategies, 9. ed.,
Pearson, 2018.

Russo, J. E. and P. J. H. Schoemaker, Winning Decisions: Getting It Right the First
Time, Currency, 2002

Titman, S. and J. D. Martin, Valuation: The Art and Science of Corporate Investment
Decisions, 2nd, ed., Prentice Hall, 2011.

Session 3
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