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(Graduate School of Business Administration, Kobe University)

Syllabus on Strategy (Strategic Management)

Part 1: Contents & Schedule

VR PNEZ = (0
AN
1 #¥ DT —~ L HEE(Themes & Goals of the Class)

At LAV DO ZERIG 3 KL OVFEFE AL L~V DO FERRIE O 5HT - RIE - BATIZONWTO
EZzx5 (a7 T —AT—7 «FT)) - FYE (A v K Y—)) 2OV,
AN, BICETDHZ LT,

HHEIkD 4 IHE T,

(1) ABZEHERRS - FEMMKZHFET 2 LB Rra BT k- 7L —AU =7 2 HITO
A

(2) BEBEAHT « WRE - BATOI LB T b e TL—LAU—7 - AV v REFEH LT, %D
HERS 2 T L, SRE « BT CTEH L9015,

(B) ZNHbDEZN - FlEEZAFOX YV T BIRZOREMBIIEHTE S L9125,

(4) BREEOAT - BRIE - BATICOWT, SO & EEROREL N TE 5 L 51tk b,

2 RENK L ##¥FH(Contents and Plan of the Class)
2.1 %N % (Contents of the Class)

(MR 3o K OV O 04T - KE - FITICOWTDarker s JL—LhU—7 -
AV ROEFEEESWNT, BHHOX v U 7R TEBRICERT S 2 L 28BN T,
VI F X —, VTR T4 ANy vary, F—A - TLEBUrT—val&T A AN v
v, R - IR LR — MERE B L CHIZOT D EHICLET,

1 /o 3EHiH5 (Corporate Strategy) (£4L1~ULE#HS) (Corporate-level Strategy)
1.1 §&M% D E F (Defining Strategy)

1.2 835, B Y 3 »(Corporate Value, Mission, Vision)

1.3 {23/3— /3% (Corporate Purpose)

1.4 (&% H 1Y (Corporate Objectives)

1.5 {3 Al (Creating Corporate Value)

1.6 {23£HEMK 7" 2 = X (Corporate Strategic Process)

1.7 {23 R4S (Strategy for Corporate Growth)

1.8 FHAR— b7+ U 45T (Designing Business Portfolio)

1.9 FEFR— b7+ U4 - vxTY A2 b (Managing Business Portfolio)

1.10 M&A R iE « ¥ A > b (Formulating and Managing Merger & Acquisition)

2 EEHIK (Business Strategy) (FZ L ~LHIK) (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 PEAEIEE E (Formulating Competitive Domains)

2.5 HiFHIE (Formulating Competitive Strategy)

2.6 HEMSEPE - MMEBESIZ X 2 BE4 (LB K (Pursuing Competitive Advantage through
Strategic Assets and Unique Capability)

2.7 #HE Tk A - 7Y 1 L (Designing Business Processes)



2.8 FEHRME/0HT « KE « Z1T(Analyzing, Formulating, and Implementing Business
Strategy)

2.9 ¥ EBH /74T (Analyzing Industry Evolution)

2.10 FHERE I (Valuating Business Investments)

2.2 2% 515 (Methods of Instruction)

(1) 2877 —2TU—27 « XYy ROEHEIHBAIZOWT, ZE TOWR - EiE
WZHEAWE LI TF v —L I TR T ANy arEZRBIRNVET,

2 27T —bU—7 - XYy FOBELOXISLEICHEZEZ HT®IZ, H
A HERE - BV - PE - CKE - BRINEEOERICHL LS EVRRA T IT 4 AD
LIF X —L I TA T A Ay a L EBIRNVET,

() ZHEDHARBEDEFNCH LD EVRR « T 7T 4 AOIKHT - RE - FT
WZOWNWTDITA LB T—va BT Ay arzBIRhnET,

(4) ZHEITZTNODOREENRELTEEV R A - FT7 77 0 A2HY BT, BRSO -
REZPE - IR LA — MEKZB U THIZOIT DL LET,

(5) VI TF ¥ —ITHOWDEEER - 3FERNIRE A MAANCEAA T2 TETT,

3 &R 5% (Methods of Grading)
3.1 FLffi’E H & Ao S (Evaluation)
(1) FHEBEELFA—F (EAN) (70%) 2) ¥—A T LB T—varLbiR—k (F—21)
(10%) (3) KV FA—F (fAAN) (20%)

a7 B E T, EEO VAR — h ORI & HIREBR TRlEE 2175 2 &Il TWET
5, MEEEE TSR E O FE TV E T, B, BRI EE B A
EHIET DI, LA— MERXLVEALTHD EIXE WD TY, ZofEiX, 1998
FEREND 2011 £ 14 B TOHEBRRBR E 900 4L EOZiHEAED 20 FLLEICESMET
#BOx ¥ VT EMOEREIZH &SN TWNET,

TRES. B AR IR P R R E PR E R O B R MBI IE VN E T,

3.2 §HHiZ#E(Criterion of Evaluation)

(1) BEENRBRE (2) 222 @) EBILHN @) ikl 5) T4 ATy aT

p={1103

4 %3 H#E(Schedule of Instructions)

% 1[H 14 18 H(18th of January)

Session 1

1 I (£4E 1L ~ULEHK) (Corporate Strategy)

1.1 KD EF (Defining Strategy)

1.2 {oZ¥HEA - ffify + £V 3 »(Corporate Value, Mission, Vision)

1.3 /% /3—/3X(Corporate Purpose)

1.4 #©¥ HH)(Corporate Objectives)

1.1/1.2/1.3/1.4.1 % (Contents)

(1) #k#% D EF (Defining Strategy)

(2) {EFEFLE - filidfy + Y 3 > (Corporate Value, Mission, Vision)

(3) 423 /X—/3 % (Corporate Purpose)

(4) 123 H W (Corporate Objectives)

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

(1) Helg D EF DIE & FELT T TDELE

(2) B¥EHEE - i - BV ay, R¥ESR—ARZX BEANIZOWVWTOa BT F OB L5
B THBEL

(3) R - filify - B3 v RENS—NZ RERNORETIETHOWTORRE LIS
JEBHIZAT THEE

1.1/1.2/1.3/1.4.3 HEF{iE(Key Terms)



Corporate Mission, Corporate Objectives, Corporate Purpose, Corporate Value,
Corporate Mission, 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, BBOFR

1.1/1.2/1.3/1.4.5 ##}&(Required Readings)

TBA (To Be Arranged)

1.1/1.2/1.3/1.4.6 2%E[XE(Selected References)

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

Session 2/Session 3

1.5 o ¥/HfEAI%E (Creating Corporate Value)

1.5.1 W% (Contents)

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

(2) ZEAMIfE DL (Composition of Corporate Value)

(3) A {HiEA]E (Creating Shared Value)

(4) FEAMIE D5 R 5 (Corporate Value with Financial Viewpoints)

(5) A & 24 5EM (Corporate Value and Corporate Strategy)

(6) 12241 EH5 12 (Corporate Value Indices)

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

1.5.2 %E HHY(Learning Objectives)

(1) BEELE L TOREMBEARED = v 7 ~ORfE L FZERICHIT ToHE

(2) {EZEAME DORERL DINE & B 2 )7 OPRif & I m T TDELE

(3) LA MMEAIENE & & 2 7 OFRfiE & s B\ T TOEL

(4) EEMIEDM B RS DONE & B 2 J7 OBFE & ISR AT TOBE

(5) fEZEAfE & (R ZEMRE DINE & & 2 7 DB & RERIZ T TOHEE

(6) EEAMEFEIE DN & & 2 5 OFfiRE X O E & R M TOHEOES & EERIZ W

FTDOEL

(7) EAAZ + DB 25 OB L FETIEDOEG L RZEITHIT TOELR

1.5.3 EE 7 (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, {EE, 2=k /1%

1.5.5 ##l#E(Required Readings)

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

1.5.6 2%[X¥E(Selected References)

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

(REHHIZDOVTO MBA 7 F A h O FUZEYE)

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. [{E¥EMMERFE—Y =2 =—3 3 > O & 5
B TR (B) 21 FvES N 2022 4

(4 EMMEREAT O MBA 36 X OVEBZ T HEFUEHET % 2 K)



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

Titman, S. and J. D. Martin, Valuation: The Art and Science of Corporate Investment
Decisions, 204, ed., Prentice Hall, 2011.

(BEAR = R Mg & BERE~OICHN S0 S <HH SN TS, MBAEET XX 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 E)

#2F 1 A 25 H(25th of January)

Session 1

1.6 ¥ MK 7 1 X (Corporate Strategic Processes)

1.6.1 W% (Contents)

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

(2) ZEMME 3T - JRIE « F{T + 2> b 12—/ (Analysis, Formulation, Implementation,
and Control on Corporate Strategy)

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

(4) EEFEMIRE - 2T - #Hfi(Formulating, Implementing, and Evaluating Corporate
Strategy)

(5) {EZEHRME R E « AT « 3l 7" 2 & A (Processes on Formulating, Implementing, and
Evaluating Corporate Strategy)

1.6.2 %F HiY(Learning Objectives)

(1) I HOWT O a7 b OFRfE L FZEICH T THBEE

(2) RIS HT « KIE « BT - 3 FE—LTHONTD T L—A T —27 DE 2 OEYF -
G L EZEITmIT TDELE

(3) WS & BSC 2 b —/LiZOWT DT L— LT —27 DB 2 JFOFR « Bi5 L ik
I T OB

(4) ISR E - BT « FHICHOVWT DT L—ATU—27 DOF 2 OFRE - E15 & EEEI
FTDEL

1.6.3 EE 7 (Key Terms)

Analysis, Formulation, Implementation, and Control on Corporate Strategy,
Balanced Score Cards (BSC), Consistent Alignment, Corporate Strategy, Corporate
Value Creation, Formulating, Implementing, and Evaluating Corporate Strategy
1.6.4 Efix5i%(Illustrated Cases)

(1)

(2) VU > HD, {ft£

1.6.5 ##Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 1
1.6.6 2= [XE(Selected References) k : HiE[XE

Bradley, C.et al., Strategy Beyond the Hockey Stick: People, Probabilities, and Big

Moves to Beat the Odds, Wiley, 2018. [~y X B— Ky —A7 4 v 7 ¥HKE—

RIS ORE & AT RERE Tt 2019 £
McKinsey & Company, et al., Valuation: Measuring and Managing the Value of

Companies, 7th., ed., Wiley, 2020. [{E¥EMMERFE—Y =2 =— 3 > O &5

Bl F 7R (b)) ¥4 vES Nt 2022 4
* Rumelt, R. P. Good Strategy Bad Strategy: The Difference and Why It Matters,

Profile Books, 2011. TR BREE, FEVVERRS | H AR BT HARE: 2012 4F
(RERICAI L2 BRI WSV AR EZ I L > THHICRD)

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



Session 2/Session 3

1.7 {2 ZERR E¥ilE (Crafting Corporate Growth Strategy)

1.7.1 N%(Contents)

(1) 2Rk K HEME (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) ZEAMIE DO FHFiRIANE (Creation of Sustainable Corporate Value)

(7) £k T aF VY — - B /X=—] (Built to Last: Successful Habits of Visionary
Companies)

1.7.2 % BH#Y(Learning Objectives)

(1) REREBIZICONTDO T L—L T —27 OE 2 T ORMR - EGL
(2) BERERKED L BT MIOWTDEZ T O - B L Ei
(3) FEEF LTV HTONTDT L— LU —2 DEZFTOHER - 5
Bz

(4) BIRFHIE - FEERD =2 B 7 MZHOWTOERMFE « 15 L& REICmIT ToELE

(5) MERKEPE - BEIMEEE « ~ XV AL hD a7 MTOWTDEZ FOHFE - 15 L £
2T COEL

(6) 1= EAME D FHFIIAIE I SN\ T DT L—A U —7 OF X HFOFE - B L EEICmT T
DEE

(7) 'T€¥vaFVYU— - "=—] (Built to Last: Successful Habits of Visionary
Companies) O 227 MIOWTOERE & EZERIZHIT TDBE

1.7.3 EE 7 (Key Terms)

Corporate Growth, Path of Corporate Growth, Resource Procurement, Circulation
& Deployment, Building & Reconfiguring of Strategic Assets & Capability, Creation
of Sustainable Corporate Value
1.7.4 Efx54%(Illustrated Cases)

(1) Alibaba, Amazon, Microsoft, 3M

(2) RiG#. 7 79—, v /. BEAERT

8) Y7 bRvr R,

1.7.5 ##l#E(Required Readings)

TBA

1.7.6 %X E(Selected References) k : fiEXE

Anthony, S. D. et al., The Innovator’s Guide to Growth: Putting Disruptive

REICHIT TOELE
WZANT T HELE
B EEICHET TOE

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 NALDO MR & BRI 2 SRS o L TV D 4 3E)

Campbell, A. and R. Park, The Growth Gamble, Nicholas Brealey International,
2005. TpE~OET) (k) (F) 77 —AFF L X 2006 4

Collins, J. C. and J. I. Porras (1994), Built to Last: Successful Habits of Visionary
Companies, Curtis Brown, Y a VU — . H o =—| BEBPHRE ¥ —,
1995 4F

Collins, J. C. Good to Great, Curtis Brown, 2001 v aFU—- o /R=—2 7
BRI BB Pl % — 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 T T7V w7 « f ) _"—Tg
RIS A ) N— 2 =TS 10 OREE ] FUKkEE 2013 4R

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—
IR T A T 7 H FB T H~ R A ) NTT HiR 2012 4

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

(EEREICBTD a7 -arvZ ) oGz L, TOREELEFEMRL T
%)

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 HOOLHBN) 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, EEREDRAZIERH 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. [fifll& Of%E— [ —RAIB
91 BRI SRR 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#&E =2 [HERS | 2304
HIE—IELWT 7 r—F 22 60, FI1779 %) AARFHRE TR 2016 4

Spinelli, S. and R. J. Adams, New Venture Creation: Entrepreneurship for the 21st
Century, 10th., ed., McGraw-Hill Education 2016.

(N Fy— - EVRADFERET XA )

Stadler, C. Enduring Success: What We Can Learn from the History of Outstanding
Corporations, Stanford University Press, 2011.

({EZE DRI R 13 & DR AIHED 2 FERERYIC 0T L TV D)

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. [RKEFE(LOENS ] ARXB PfE 2002 4

(A7 HEEERX—RZ LIRS A B L 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.

#3E 2 H 1 A(1st of February)

Session 1

1.9 BE¥FR—F 7+ V) 435t (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 %% Hi)(Learning Objectives)

(1) FER—F 7+ VLoV TO a7 O « B L EZEICHIT TOBELE



(2) FHER—F 74 VARFHTOWTD T L—LU—2 OE 2 JFORRE « B4 L TR T
THEE

() ¥ FT—@RIzoWTDa v T NI OERfFE - G L EEICHIT TOELE

1.9.3 EE 7 (Key Terms)

Designing Business Portfolio, Diversification, Economy of Scope, Synergy Effects
1.9.4 Efix54%(Illustrated Cases)

(1) Microsoft,

(2) FARNT A KFn~T A AR

(3)

1.9.5 ##Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 13.
Porter, M.E., Competitive Advantage, Free Press, 1985, pp. 317-363.

1.9.6 2%[X|¥E(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. [&Jf~— 2 ORISR | HEERE I 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 / X— g VARSEIE—HE O R L /EY BT
[ZODFOMIIE] ¥4 ' Rt 2021 4

Govindarajan, V. and C. Trimble, Ten Rules for Strategic Innovators: From Idea to
Execution, Harvard Business School Press, 2005 [A R TFT Vw7 « f ) RN—T 37
A 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 [/ _X—3 3 & F{T+ 25—
PRERAN T A 77 BT H~ RV A M) NTT il 2012 4F

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. [fifll& Of%E— [ —RAB
91 MRS AR Z GV BA< ) HEMIGTIR 2022 4F

Ulrich Pidun, 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. [AZEF#(LOENK] HREB P 2002 4

Zook, C. Beyond the Core: Expand Your Market without Abandoning Your Roots,
Harvard Business School Press, 2004. [ AEHEB(LOENE] AfB P

Session 2

1.10 BE¥R— b 74 VA4 « <XV A b (Managing Business Portfolio)

1.10.1 A% (Contents)

(1) FEHAL R EIRE /) (Resource Allocation among Business Units)

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



(3) FHEHNMREERFT + ~ % ¥ A b (Designing Business Units & Divisions)

(4) fH46% : HuRREEE (Exit Barriers)

1.10.2 %= H#Y(Learning Objectives)

(1) FEHENBEFR N ONWTD T =AU —27 D& 2 7 O - 15 & BB o
HE

(2) FER— 7+ U FTHAEZICONWTD T L—ATU—27 D& Z HFOBFR - E5 L EHIC
M CTDELE

(3) FHHAAHMEELRE - ~ R VA Y MZOWT OB X 7 OBfE - B L EERICT COBL
(4) BORFEEE I SWT O a2t 7 b OFRfiE « B L RERICHIT TDEL

1.10.3 EEH7E(Key Terms)

Designing Business Units/Divisions, 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 a2 B, RIEREE, = =F 7 ®El;
(8) ~x >t

1.10.5 #HF E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11th., 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—/L0O MBA [} OERET X 2 )

Collis, D. J. and C. A. Montgomery, Corporate Strategy: A Resource-Based Approach,
McGraw-Hill, 1998. [&JH~— X DR ESRR | BERR G el 2004 4F

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 37
RIS A ) N— 2 =TS 10 OREE ] FUKkEE 2013 4R

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 3

Case discussion 1

Presentation: A: =27 I V7 /—7 BfEALF:

#%4@m 2 H 8 A(8t of February)
Session 1/Session 2
1.11 M&A K€ « ¥RV A b (Formulating and Managing Merger & Acquisition)



1.11.1 A% (Contents)

(1) ¥R EHIKIC BT 5 M&A K 7E (Formulating M&A in Corporate Strategy)

(2) FHER— 7+ U AEFHTI T 5 M&A K E(Formulating M&A in Business Portfolio

Management)

B FEEXEFR—P7xVAMAEZICEBIT S M&A K E (Formulating M&A in

Reconfiguration of Business Portfolio)

(4) M&A 7Yt RA « w32 A M(M&A Process Management)

(5) 8k = Hoer iy ) KA HORECABHE W T (Hostile /Friendly TOB: Tender Offer Bid)

(6) 18k : M&A i~ A > b (PMI, Post M&A Integration Management)

1.11.2 =% H#iY(Learning Objectives)

(1) EEMERIZICIIT D M&A FBEICHOWNWTDT L—L T —7 OFRE - B L 2

THEE

(2) FER— 74 U ARFHIBT D MEA KEICHONTDO T L—LT—7 OFfiE - 5L

EERIZIT TOELE

(3) FEKR— b 74 V) AL ZITBIT D M&A KEICONTDOT L—LT—7 OHfR - 4

2 EBICC OB

(4) M&A BT Z « v XA MIOWTDar v 7 hBLIOT L—A T — 27 OFE - H

P& FERIZT TOBER

1.11.3 EEH7##(Key Terms)

Acquisition, Friendly/Hostile Takeover, M&A integration, M&A Process

Management, Merger, TOB (Tender Offer Bid), Valuation Methods,

1.11.4 EHIxt5{E#(Illustrated Cases)

(1)

(2) =7 vz, REES, AARREE Bk, SREE

(3) H—tfn, NYF, AR — ¥TUE&TA, BLY T

1.11.5 #HF #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 (2B % MBA I L OB FIAT & HAEREET 2 1)

McKinsey & Company, et al., Valuation: Measuring and Managing the Value of
Companies, 7th., ed., Wiley, 2020. [{E¥EMMERFE—Y =2 =—3 3 > O & 5
B 7R (F) ¥4 vEr 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, 204, ed., Prentice Hall, 2011.

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

o
zt

)
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Presentation: C: E L D:NEC
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Session 1/Session 2

2 NS (Business Strategy)

2.1 F¥EE K (Business Strategy)

2.2 B4E(I (Competitive Advantage)

2.1/2.2.1 N%(Contents)

(1) RS (Business Strategy)

(2) BG4I (Competitive Advantage)

(3) BEAENLIFIR (Sources of Competitive Advantage)

(4) E[HfEN7 (Advantage through Speed & Timing)

(5) FHék : A4 > T AL ORI AL R (Intel’s Seeking Advantage through Speed &

Timing)

(6) —FFBEG N (Transient Advantage)

2.1/2.2.2 %#F HHY(Learning Objectives)

(1) FEERIZOWTO a7 FORfE - HG5 L EEICHIT TOELR

(2) BN OV T O a v N OEfE - BE L RBEIZHIT TOEE

(3) BN RICOVWTO a7 MBI L— AT —7 OEfif - 15 L EERICHT T

D%

(4) BB IOV TO a7 PBIONT L—A U — 7 OFfE « F5 L EBIZmT o

£

2.1/2.2.3 EEHIFE(Key Terms)

Business Strategy, Competitive Advantage, Sources of Competitive Advantage,

Advantage through Speed & Timing

2.1/2.2.4 EH(xtR ¥ (Ilustrated Cases)

(1) Apple, Intel, Samsung Electronics,

(2) Bl

3) A

2.1/2.2.5 #FlE(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.

2.1/2.2.6 %X E(Selected References) % : HEfE[XE

Christensen, C. M., and M. E. Raynor, The Innovator’s Solution: Creating and
Sustaining Successful Growth, Harvard Business Scholl Press, 2003. 1 / ~—
a U ~Ofif] Fvkd 2003 4 89-151 H

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. (= vk vV 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. [T/ —A—L % VRG] T 0% by Aggaktl 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 VT M AR 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 DT,
M 2B LiselT 51 BRI 2014 48
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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
BE—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

(=0T 4 TR OIEET A 1)

Session 2

2.3 H¥ ¥ (Defining the Business)

2.4 H5EEEE (Formulating Competitive Domains)

2.3/2.4.1 N%(Contents)

(1) F2E % (Defining the Business)

(2) Bi4riEIkE% & (Formulating Competitive Domains)

2.3/2.4.2 ¥ H#¥j(Learning Objectives)

(1) FEER IO WO a7 FOEfE « B1G L REIZHIT TOELE

(2) BEFREIEER EIZ DWW TOa BT FBLXOT L—2ATU—7 OB - B1GLERZEIZmIT T

DHEER

(3) 3C T 7 L— LT — 7 OFfE « F1F L EERIZHIT TOBLE

(4) 5 SO ER /M (Five Forces Analysis) 7 L — AU — 7 OFLFE « 215 & FEERIZ T

THEE

2.3/2.4.3 EEH7E(Key Terms)

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

Competitive Domains, Market Segmentation, Targeting, Three Cs Analysis

2.3/2.4.4 Efxt5 A (Illustrated Cases)

(1) Netflix

(2) ¥~ /. VAIO

@)V, V—U <, ZEF

2.3/2.4.5 ##lE(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.

2.3/2.4.6 %X ¥ (Selected References)

Abell, D. F. Defining the Business: The Starting Point of Strategic Planning, Prentice-
Hall, 1980, [H¥DiE#xR| TAERE 1984 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/b—F— v VEERK | T 2 & Loy ZGERAE 2005 4

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

Session 3

Case discussion 3

Presentation: E: 4 UK Fif— =1t

%6 3 H 1 H(1st of March)

Session 1/Session 2

2.5 H4HIS (Competitive Strategy)

2.5.1 N%(Contents)

(1) BRSO FE (Typology of Competitive Strategy)
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(2) EVRRA « T4 T WA T LT OR G HIE (Competitive Strategy in the Business

Cycle)

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

(4) A OBt GRS (Competitive Strategy in the Matured Periods)

(5) =B O kM (Competitive Strategy in the Declining Periods)

2.5.2 ¥ HiY(Learning Objectives)

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

(2) EVRRA « T A THA I N TORFEIIZONTDa /t7 ~ OEF - E15 LTI
T TDOBEL

(3) FHER~DOBAEMIZ O T DO a7 ~OHR « B L BERICHIT TOELE

(4) A OFEFEIEIC OV T O a v 7 N OBfF - B & FEEICT T OB

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

2.5.3 HE Hf7E(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, BYD, Tesla

Q) HLE—, Et7 44

(3)

2.5.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t 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. [ /_X— 3Dy~
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¥iE{L 4 2Dk
Q) T v g Z5EEE 2005 4

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| ikt
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 3

Case discussion 4

Presentation G: = A AV — H: Tl -« Uy

% 7B 3 A 8 H(8th of March)

Session 1/Session 2

2.6 BIKEE - MBI X 2HAEAER (Pursuing Competitive Advantage
through Strategic Assets and Unique Capability)

2.6.1 N%(Contents)

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

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

_12.



(3) Hiffi & pE ZEF - & IR BE % (Accumulating Technological Assets & Developing
Resources)

(4) FnfF 7 A & v > Tk (Strategies for IP Licensing)

(5) 77 v N&PEHESE(Building Brand Equity)

(6) B BIFRE PEMEZE (Building Assets of Customer Relationship)

(7) #HE S AT LS (Building System of Collaboration)

(8) 1k : THIF L v « v % A M(T-Shaped Knowledge Management)

2.6.2 ¥ HY(Learning Objectives)

(1) BEREE PE & BEPEALURIZ DWW T O a7 NOFER - B L EERIChIT ToBE

(2) FREEARBASE « FRUZ DWW TDa BT e T L— AT —7 OB 2 )7 OB - BiG L FE
B THBEL

(3) HANE FEELH - BIHBIFICOWTDa T b T L— AT —7 OB T OBAE - B
& FEEITIANT T DB

4) BT A B o FERIBIZOWT O a7 D&z OE L EEICIT TnELE
(5) 77 v REHEHEICONWTOa v M7 L—AT—7 OB Z T OPR « 5 L Eik

(I T OB

(6) BRBBE IO N TOa v N T L—LT—7 OB T OPR « 5 L Eik
I CDELE

(7) HEHES AT HZHOWTOa v 7 e T L—AU—7 D& 2 JTOHMR L EZEICHTTO
HE

(8) T8k : THRIF L Y« =RV AL MZOWTO a7 NOBMiE L FEERICHIT THOHELE
2.6.3 EEH7E(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) Qualcomm, Novo Nordisk

(2) HOYA, Hifb:, =< FHEHE/EF, VAIO, Y=—kIar ¥ ¥V Ja—3
NS

B) Y=—1k, BT ALV T s VxR

2.6.5 #Fl#E(Required Readings)

Grant, R. M. Contemporary Strategy Analysis, 11t ed., Wiley, 2021, Chapter 5.
2.6.6 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. [&JF~— 2 D% E MR RERFEHHL 2004 4
Dessler, G. Human Resource Management, 13th.; ed., Pearson, 2013.

(HRM @ MBA [A]i 1R HET & 2 )
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 « a4 U AfKE | BARE M 1995 4
Kaplan, S. and D. P. Norton, Strategy Maps: Converting Intangible Assets into

Tangible Outcomes, Harvard Business School Press, 2004. [§#ig~ > | T4

LT ZAGEHRAL 2005 £
Keller, K. L. Strategic Brand Management: Building, Measuring, and Managing Brand

Equity, 4th., ed., Pearson, 2013.
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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 DS FZE LS AE O 322 D D — @R AR SIS IR D 72D D 5 DD FEEIE] A VE R
#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 5F
(RASDEE] WEIE) T 0¥ by Z#tE 2004 4

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 5
Presentation : I: 7' v 7 X, J: S X/ (EEE)

% 8[E 3 A 15 H(15th of March)

Session 1/Session 2

2.7H%¥ 7 u¥ R - 7Y 1 (Designing Business Processes)

2.7.1 N%(Contents)

(1) #3227 2 (Business System)

(2) FHET AT LAREL - #58E(Designing and Building Business System)

(3) BEMEHELE DFXEE - W4 (Designing and Building Strategic Alliance)

(4) £ : #iE~ 1= A~ (Managing Alliance)

(5) ¥ A« WAL <A E— 2 5&EH(Designing Mass Customization)

(6) 18k : V7T A4 Fx=—> « =% A F(SCM, Supply Chain Management)

(7) FETmvRAD 1 — )VELE - F1% (Configurating and Coordinating Global
Business Processes)

8) ~—rT 47D u— )LELE L (Configurating and Coordinating Global
Marketing)

2.7.2 %8 Hi(Learning Objectives)

(1) FEL AT HZHOWTD AT FOFEZ T ORE - B L ERIZMIT TOBE

(2) FHL AT LG - HRICOWTOar v T N T L— AU —T OB 2 ST OBR - B
& EBITET TOBLE

(3) BEMSRHE DR - IOV T D3 v 7 N OFfE - B15 L FZEICHIT THOEER

(@) I~ RV AL MZOWTDO a7 hOEZITORME - B15 L EEICHIT TDELR
(B) A« WAF<A =T a VEFIZOWVWTOaryv 7 e 7 L—ATU—7 OHR L EHG
PR - B L HEICHIT TOELR

) T IATF =2« xRV AL MIOWVWTODar S N T L —AU—7 DEZ SO
fifg « G & EERITMIT TOEL

(7) FEF v 2D 7o — LR E -
FG L EEITTIT TOESR

8) ~— T 47 Dra— VEEEREICZOWTOa S N T L —AU—7 DR
fif - B L FEICMIT TOELE

2.7.3 EEH7E(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 Efx54%(Illustrated Cases)

'\'I

il

i

HREIZOWTCDare 7 N7 L— AT —7 O -

k=]
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(1) Amazon, Apple, Inditex(ZARA), #BVEF5% T3, MediaTek, Nvidia, TSMC, H&M,

SK-II P&G

) F =3 v /v, Ve— YVe—kIaHFIE YV a—Tal R KUK,

H—A AV RN RGE, BIERM, RIEKE, a—t—, B4

@T7TAIN, THEARNIT, LEL b, "n=—X, Ty—ARMNITA YT

2.7.5 #F#E(Required Readings)

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.

(ZA R - =1V AY MIBT 5 MBA FITHRAET 2 K)

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 [MITEEET F X 1)

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

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

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 HA¥EL Rtk

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.

(A_XL—va v - XY AL O MBA FITHEHET ¥ A K)

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

(T2« HREwA B —avy] Oartr Nag L-EE)

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.

(AN —=va v w2 A MIET 5 MBA [AITIREHET £ X hD—D)

Sesson 2

2.9 EVRXRETIV « TP A (Designing Business Models)

2.9.1 H%(Contents)

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

Models)
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2 EVRAET I - T YA I K D FFEAIE (Creating the Business through
Designing Business Models)

(3) == v A7 L% (Designing Ecosystem)

2.9.2 #F HHY(Learning Objectives)

(1) EVRRAETIL « THA L« TL— 2T —TZOWTOHESFE - B L EZRIZmTToE
52

(2) EVRRAET IV - THA VK DFEEAEIZOWTDOa T FET =AU =7 OH

fiF - B & FERITIANT TOEE

(B) AT AT AEFHIOWTDa BT N T L—LATU—7 OiF - B L EEIZHIT T

DEE

2.9.3 HEHH7E(Key Terms)

Business Models, Business Creation, Ecosystems

2.9.4 EHx54%(Illustrated Cases)

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

(2) 77 2w

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) & : HiEXE

Adner, R. The Wide Lens: A New Strategy for Innovation, 2012. [V A K« L > X
PR AT 2013 4F

% Adner, R. Winning the Right Game: How to Disrupt, Defend, and Deliver in a
Changing World, 2021. T2 v AT A« T 4 AT 7 v a r—¥ER 7 SRR OBEFHE
W) SREEREFT AT 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.

Chesbrough, H. Open Business Models: How to Thrive in the New Innovation
Landscape, Harvard Business Scholl Press, 2006. [4—7 0 E VR XET L—Ff
B DA ) N—2 2 ) FlikeE 2007 4

Dodson, I. 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. [kh3 2514 / X—v =z &
f[25& 5 D22 Hivkt: 2015 4

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 « 5 4 25 7 X —HIK—
BRSO TT | HARRE BRI HHRRAE 2017 48

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

Osterwalder, A and Y. Pigneur, Business Model Generation: A Handbook for
Visionaries, Game Changers, and Challengers, Wiley, 2010. [EYRXAET /L
VxR l—var o EVRAETIVREE] kit 20124

(EVRAETI « THA L OEBFMTERET XA )

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 h 7+
—h s VARV a—2a V= RHOBERRT A 7SV EDFFIIHEOTDIZ) XA YESR
ft 2018 4
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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
BE—ELWT 7r—F2x2 b0 ET25) 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.

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

Session 3

Case discussion 6

Presentation : K: KADOKAWA, L: N\ A F Az

3/4 A X/Y/ZH

Session 1

2.10 EEEIKONT - LR (Analyzing, Formulating, and Implementing Business

Strategy)

2.10.1 A% (Contents)

(1) FEEHRENL R 7 1 A2 (Process of Formulating Business Strategy)

(2) FHEHME DO (Essentials of Business Strategy)

(3) FEEHME 34T~ L— AT — 7 (Framework of Analyzing Business Strategy)

(4) FHEHMLE T L — LT —7 (Framework of Formulating Business Strategy)

2.10.2 %3 B #j(Learning Objectives)

(1) FEBIELR T 0 E RTHONTDT L—b T — 7 OFfF - Bi5 L FEICHIT TDELE

(2) FHEHM OB OV T OIEE « FG L FEITTIT TOELR

(3) FEMME T 7 L — LT =7 [ZONWTD T L—LU—7 OFRfif « B L ZEICTTo

ELLEG

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

HE

2.10.3 EEH7E(Key Terms)

Framework of Analyzing Business Strategy, Framework of Formulating Business

Strategy, Process of Formulating Business Strategy

2.10.4 EHixtR{E#(Illustrated Cases)

TBA

2.10.5 ##F}#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 ¥ — Ky Fr—RAT 1 v 7K
—RR RS ORE L FEAT) IR T 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¥EMMERFE—Y = =— 3 > O &5
Bl BT (F) #A4YvEys 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. [HiR&D /8T R 7 2| Flpktk
2008 4

_17.



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
BE—ELWT 7r—F2x2 b0 ET25) AARFFMERE 2016 4

Session 2

2.11 EFEBADHT « LR (Analyzing & Formulating Industry Evolution)

2.11.1 A% (Contents)

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

(2) ERZEL/Hr 7 L — LY —7 (Framework on Analyzing Industrial Changes)

(3) ENEB TV A4 L i HIE (Scenario of Industry Evolution and Competitive

Strategy)

2.11.2 %3 B #(Learning Objectives)

(1) EREBRS T U AT ONT DT L— AT — 27 QIR - B15 & EERIZHIT TDEL

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

£

(3) RS T U A L BAHIKICOWT DT L— AT —7 OFfFE - 815 L EEICHIT T

£

2.11.3 EEHFE(Key Terms)

Analyzing Industrial Changes, Analyzing Scenario of Industry Evolution, Scenario

of Industry Evolution and Competitive Strategy

2.11.4 Hfixt54%(Ilustrated Cases)

(2) 74 v, FHEYERT

2.11.5 ##F}#E(Required Readings)

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 & [XE(Selected References) & : {EjE[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. TEHHHIZFED L DN A/ _X—Ta VORKIR] T 7 LoNg A L 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#
WEATHITEOREF 3R] T 2 LT AFERAE 2007 4

McGrahan, A. M. How Industries Evolve: Principles for Achieving and Sustaining
Superior Performance, Harvard Business School Press, 2004. [PE¥ii{t 4 DDk
Qi) Z & a0 kit 2005 4

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

Raynor, M. E. The Strategy Paradox, Currency Book, 2007. [P /N7 K 7 2 |
Fvkit 2008 4

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

Session 3

2.12 FELEFfi(Valuating Business Investments)

2.12.1 A% (Contents)

(1) FHELEFAMFEE (Valuating Indices of Business Investments)

(2) TV 27 L FERLEHE(Business Risks and Valuating Methods of Business

Investments)
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B)FHKEYU R « Z A FITxbI L 7o F K E Sl 4 (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) &7 v =7 k& A7 3 v (Investment Projects and Option)

(7) HEHS L a2 — )L 4 7 3 > (Opportunity of Business Investments and Call
Options)

2.12.2 %% HJ(Learning Objectives)

(1) FEBE M IOV T O a7 hOFfE « 5L EZERICAIT TDEL

(2) FEY A7 L HERETMECONTO a7 hOEE - B L ERICHT TOBL
B)FEREY 27 « XA TS LT FEREHAICOWTOa v 7 FOBE - HiFLHE
BAZ AT TOBL

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

(5) A7 v a EIZONTD A v Y ROBME - B & EERICHIT ToH%E

@) FHE TPl e F T a AlONTDAy Y ROBME - B15LEZEICm T ToELER
(7) BEHE L a— VAT a 2O TDO A v Y ROEE « B15 L RZEICHIT TOELR
2.12.3 HEMHFE(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 Hfixt54i%(Ilustrated Cases)

2.12.5 #Fl#E(Required Readings)

TBA

2.12.6 & X E(Selected References) &k : #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) #A4YvEys Mt 2022 4

Mun, J. Real Options Analysis: Tools and Techniques for Valuing Strategic
Investments and Decisions, Wiley, 2002. (KU T/ « A7 a o OF T XA
YE N 2003 4

Pike, R. et al., Corporate Finance and Investment: Decisions and Strategies, 9th. 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.
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