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Arizona State University Criteria Checklist for

LITERACY AND CRITICAL INQUIRY - [L]

Rationale and Obiectives

Literaey is here defined broadly as communicative competence in written and oral discourse. Critical
inquiry involves the gathering, interpretation, and evaluation of evidence. Any field of university study
may require unique critical skills which have little to do with language in the usual sense (words), but the
analysis of spoken and written evidence pervades university study and everyday life. Thus, the General
Studies requirements assume that all undergraduates should develop the ability to reason critically and
communicate using the medium of language.

The tequirement in Literacy and Critical Inquiry presumes, first, that training in literacy and critical inquiry
must be sustained beyond traditional First Year English in order to create a habitual skill in every student;
and, second, that the skills become more expert, as well as more secure, as the student learns challenging
subject matter, Thus, the Literacy and Critical Inquiry requirement stipulates two courses beyond First
Year English.

Most lower-level [L] courses are devoted primarily to the further development of critical skills in reading,
writing, listening, speaking, or analysis of discourse. Upper-division [L] courses generally are courses in a
particular discipline into which writing and critical thinking have been fully integrated as means of learning
the content and, in most cases, demonstrating that it has been learned.

Students must complete six credit hours from courses designated as [L], at least three credit hours of which
must be chosen from approved upper-division courses, preferably in their major. Students must have
completed ENG 101, 107, or 105 to take an [L] course.

Notes:

1. ENG 101, 107 or ENG 105 must be prerequisites
. Honors theses, XXX 493 meet [L] requirements
3. The list of criteria that must be satisfied for designation as a Literacy and Critical Inquiry [L] course
is presented on the following page. This fist will help you determine whether the current version of
your course meets all of these requirements. If you decide to apply, please attach a current sylabus,
or handouts, or other documentation that wili provide sufficient information for the General Studies
Council to make an informed decision regarding the status of your proposal.



Literacy and Critical Inquiry [L]
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Proposer; Please complete the following section and attach appropriate documentation.

CRITERION }: Atleast 50 percent of the grade in the course SyHabus :
should depend upon writing, including prepared essays, speeches,
VA D or in-class essay examinations. Group projects are acceptable
only if each student gathers, interprets, and evaluates evidence,

and prepares a SUmmary report

1. Please describe the assignments that are considered in the computation of course grades--and indicate
the proportion of the final grade that is determined by each assignment.

PEease c:rcle, underlme, or otherwme smark the mformat;on present
the most recent course syllabls (or other material you haye subinitted
verifies this descrnptmn ofthe. gradmg process-~and label this inforin _tton
"Ci" el

' SyHabus and course
< CRITERION 2: The composition tasks involve the gathering, deszriptioia“
/N interpretation, and evaluation of evidence

1. Please describe the way(s) in which this criterion is addressed in the course design |

2 A¥50 .....

circle, underline; ot otherwise: mark the information presented in
st recent course syHabus (or-other: material you have submitted): th_at
5.4 this’ descrlptmn of the gradmg process—-and Iabei this fnferma Lion:

CRITERION 3: The syllabus should include a minimum of Syllabus
two substantial writing or speaking tasks, other than or in
addition to in-class essay exams

1. Please provide relatively detailed descriptions of two or more substantia} writing or speaking tasks that

are included in the course requirements

P]ease circle; under!me, or otherwise: mark the.inforination pxesented in,
the most recent course syllabus (or other material you have subm:tted) thiat
verifies this description of the grading process--and label this: mformatlon
"C 3" . )
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CRITERION 4: These substantial writing or speaking Syllabus
assignments should be arranged so that the students will get

D timely feedback from the instructor on each assignment in time to
help them do better on subsequent assignments. [ntervention at

earlier stages in the writing process is especially welcomed

X

1. Please describe the sequence of course assignments--and the nature of the feedback the current (or
" most recent) course instructor provides to help students do better on subsequent assignments

Please circle;. underime, or:otherwise mark the :nformatlon presented m
the most recent course sy]iabus (or other mater:al you have submnted)}that
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Course Prefix Number Title Designation
MGT 460 Strategic Leadership L

Explain in detail which student activities correspond to the specific designation criteria.
Please use the following organizer to explain how the criteria are being met.

from checksheet) |- W course meets spirit

specific examples,

1) Significant percentage of grade | Class Participation 10%
from writing, speeches, etc. Case Write-ups (4 cases @ 100 per
case) 40%
Course Assignments (4
assignments @ 50 per assignment)
20%
Individual Contributions to Group
10%
Final Presentation 10%
Final Report 10%

”pp. 3-12 in= éyiEaBus

2) Gathering, analysing, presenting | Course assignments are based pp. 3-12 in syllabus
evidence (critical thinking) around taking business cases,
deciphering the important and
relevant information, applying tools
to analyze this data then reaching
an informed opinion of what to do
and supporting this with logic.

3) Significant written or oral See #1 above, all assignments are pp. 3-12 in syllabus
assignments in lieu of exams either individual written or group
written/oral.
4) Feedback Students are given carly and See agsignment schedule in
frequent feedback on their syllabus

assignments to improve their skills
and their next assignments




MGT 460 Description

Strategic Leadership

Systems theory of organizations, strategy formulation and administration in organizations,
creating organizational cohesiveness, and leading change within organizations. Enroll
requirements: Pre-requisites: W.P. Carey Management BS student; have completed FIN 300,
MKT 300 and ENG 302 or 301; have completed MGT 410 and MGT 420 with a grade of C or
greater



W.P. CAREY

SCHOOL of BUSINESS

ARIZONA STATE UNIVERSITY

MGT 460: Strategic Leadership
Spring 2009

SLN: 13375

Professor: D1, Peter O’Reilly | Office: BA 352] | Telephone: 480-727-7924
Cell: 480-298-4980
E-mail: peter.oreilly@asu.edu | Office Hours: Wednesdays 8:00 a.m. -~ 9:30 a.m., and by
appointment.

Class: Wednesday, 9:40 a.m. to 12:40 p.m.
Location: BA 353
Latest Version: December 21, 2008

ORI - " ]

Course Overview and Objectives

Note: This is a learning-by-doing course — your agreement to actively participate on a regular
basis is a precequisite for your enrollment in this class. Please read, complete, and sign the course
agreement for this syllabus and return it to the instructor by September 3, 2008,

This course is designed to enable students to analyze business situations from the
point of view of the practicing general manager. General managers have
responsibility for making strategic decisions that insure the long-term health of the
entire fitm or a major division. The key tasks involved in general management
include the detection of and adaptation to environmental change, the procurement
and allocation of critical resoutces, the integration of activities across subpatts of
the organization, and, at the most senior levels, the determination of corporate
putpose and direction.

To be effective, general managers need to have an in-depth understanding of the generic problems
in relevant functional areas such as marketing, finance, services, R&D, and production. Thus, in
this course, we will integrate the knowledge and skills developed in earlies courses. However, this
does not mean that general managers can only be “generalists” who know 2 little bit of everything,



but not very much of any one thing. Instead, general managers need not only functionally-based
knowledge, but also the ability to deal with problems and issues confronting the total enterprise,
including relationships berween the enterprise and its extesnal environment. Thus, students are
expected to combine knowledge from other courses with the new information presented here to
develop sophisticated interpsetations and analyses of actual business problems and opportunities.

Not everyone who takes this course will ultimately become a general manager. Yet, for two
reasons, this course will benefit vistually all students. First, recent trends in the corporate world
towards creating “flatter”, less hierarchical organizations have resulted in strategic decisions being
made at ever lower hierarchica! levels. Thus, even non-executives are likely to make decisions and
tnitiate actions that have significant strategic implications. Similatly, even the lowest Jevel
employees within firms are now being asked to contsibute innovative and creative ideas that will
improve the functioning of the organization as a whole. Thus, it is increasingly important for non-
executives to understand how their actions affect the total enterprise. Second, functional
specialists will also benefit from developing a general management perspective. Ultimately, every
funetion’s actions must be coordinated with the overall needs of the business. In fact, functional
specialists are the people on whom general managers must rely to implement steategy. Since
functional managers are often under pressure to fix problems in theiz own areas without regard to
the overall needs of the business, it is critical that functional managess develop a keen awareness
and appreciation of the challenges facing the enterprise as a whole.

Communication is integral to general management. Therefore, as discussed further below, your
active participation in class discussions is critical to your performance in this class. Moreover,
there will be few lectuses in this class. Perhaps more than any other subject, strategy is learned best
from analyzing real cases: putting yourself in the shoes of a general manager who has to solve real
strategic problems. So the emphasis in this class s on active leaming, not passive leasning, Thus,
you are expected o show a high level of commitment to preparing for class each day.

Course Objectives

1. Development and reinforcement of 2 general management point of view - the capacity to
view the firm from an overall perspective, in the context of its environment.

2. Development of an understanding of fandamental concepts in strategic management: the
role of the general managet, the levels and components of strategy, competitive analysis, and
organizational evolution and change.

3. Synthesis of the knowledge gained in previous courses and understanding what pazt of that
knowledge is useful to general managers.

4. Development of a better understanding of the inner workings of large and/or complex
organizations — the goal being for students to better understand their future work
environment.

5. Development of an awareness of the impact of external environmental forces {technoloprical,
governmental, demographic, social, etc.) on business and corporate strategy.

6. Practice in distinguishing between basic causes of business problems and attendant
- Symptoms.

7. Practice in working out business strategies and implementation plans.



8.  Development of habits of orderly, analytical thinking and skill in reporting conclusions
effectively in both written and oral form.

9. Familiarity with some of the practical realities of running diffecent types of businesses.
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Required Reading Material
1. Texn Hitt, M.A., Ireland, R.D. and Hoskisson, R.E., Strategic Management: Competitiveness
and Globalization- Concepts and Cases, 8th Edition, South-Westerr, 2 division of
CengageLearning (ISBN: 978-0-324-65559-9).

The textbbok ts aveilable at the University Book Store.
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Cousse Requirements and their Weights in Course Grade

Componeit Individual/ | pgine
p Task

T, | Class Parficipation Individual | 100
2 Case Write-ups (4. cases (@ 100'per Tadividaal 100
" | case) =

CourseAssignments (4 assignments Individual
K X i iR 200

@ erassignment)

Tidividual Contribuiions to Groip Individuoal 100
4 | Binal Presentation Group 100
5. | FinalKepost Group 100

Total Points 1000

Course grades aze then assigned on the following basis: 980+ = A+; 940.979=A; 900-939=A-; 870-
899=B+, §40-869=B; 800-839=8-; etc. The instructor reserves the right to curve the grades. Final
point scores for the course are naf rounded up. So, for example, 2 final score of 799 would yield an
overall course grade of C+ not a B-. There are no scheduled extra credit assignments or other
supplementaty options for improving a course grade. If you have concerns about your performance
ot course grade, these should be addressed with the instructor as scon as possible. No case
assignments will be accepted after the beginning of class in which the case is taught.

Grade Disputes

Grade disputes on specific assignments are handled in writing. Submit 2 memo deseribing the
disputed item, and why you feel the grade was incorrect. Grading errors are possible, but piease be
aware that errors can be overy generous as well as overly harsh. Accordingly, the grade on yout ze-

- { Comment [a12:.c1 and C3icsiterion 0= 1]




marked assignment may stay the same, be increased or lowered. Grade appeals must be submitted
withir: one week of grade receipt.

Class Format

For the most part the class format will consist of the following methodologies:

*  Open Questions- This section will focus on 2 discussion of any open issues the stadents
may have regarding the pror class or the assignments.

»  Hot Topics- The students will be encouraged to present current stiategic business topics
in the news.

e Coutse Presentations- Prior to each session the instructos will place the session’s core
study elemeats on the course’s Black Board site. This will be in the form of Power Point
presentations. The instructor’s will focus on key aspects of each presentation as part of the
session’s lecture. The students will be responsible for any material in the Power Poiat
presentations not covered duting the lecture period.

s Case or Course Assignment Analyses- During each session time will be allotted o
review the assignments due for that class,

¢ Group Project- At the end of each session, the students will be pecmitted to meet in their
Group Project teams to discuss aspects of this assignment.

The Case Method: Why We Rely on Discussion Learning

Approximately one-half of our class time will be spent discussing business cases. Why do we rely
on the case method so extensively? The case-study method brings a “real world” approach to
business education in at least three important ways.

First, case discussions generate a dynamic process of vigorous questioning and responding,
examination and debate among students and discussion leader. Because strategy issues are often
characterized by ambiguity, complexity or uncertainty, this course is more about asking the right
guestions than it is about knowing the right answers. Rather than simply lectuze about the current
state of “best practices,” we tecognize that theories change over time while reasoning skills survive.
The case method helps students to refine their skills as insightful questioners, rather than just good
answer-finders. In addition, discussion leaming requires all students to participate awively in the
leasning experience. A business degree is about more than just acquiring a toolbox of analytical
skills. Itis also about developing the ability to contribute to the group so that we expand the
boundaries of everyone’s learning. Just as in management, there is no formula that you can follow
for every case. Nevertheless, over the course of the semester, students gradually build on the
combination of theory and analysis, judgment and experience to develop for themseives the ideas
that the teacher seeks to communicate. While the case method requires a high level of student
commitment, it also causes students to personally engage the problem and “own” the solution, so
that the case method Is inherently a student-oriented process.



Second, the case method trains students to think as administzators (rather than as scholars), so that
they: (1) see a probiem looking for solutions rather than a concept looking for applications, (2)
focus on defining and prioritizing 2 maize of tangled problems and determining which one(s) to
attack with the limited time available, (3) appreciate differing agendas and points of view, and (4)
take action, not just report findings.

Thisd, by linking analysis with individual action taking, the case method encourages moral
awareness by requiring students to fake a stand. The give-and-take of case discussion often brings
to the surface subtle ethical dilemnmas that might otherwise be missed. The case method helps
students learn to assess and embrace the tradeoffs among different stakeholders” interests. The
case method requires students to use alf of their knowledge, skills and experience to respond in real
tisme to the questions raised in class and to effectively communicate their ideas to their classmates
and help to lead them to a greater shared undexstaﬂciing of the problem at hand. Thus, the
students become the teachers.

The key requirement of this course is that you THINK. Iwill ask that you add a dose of common
sense and filter these ideas through your own experiences and “world view.” We wilt reach
consensus 0n fome issues, yet many among you will have differing interpretations as we proceed
through the cousse. This is the nature of strategy and policy issues. You may find yourself
occasionally frustrated by the ambiguity and the difficulty of assimilating conflicting points of view.
Welcome to real jife.

Please sec Appendix I atrached to this syllabus for guidelines on case analysis.

Class Participation

In a case-osiented, discussion-based class it is your responsibility to be thoroughly prepared to
discuss each case and reading, Whether we are discussing cases or conceptual material, 2 critical
component of the course is spirited, informed discusston. Toward this end, you have two
sesponsibilities, one private and one public. On the private dimension, you should familiarize
yourself with the assigned material, taking care to prepare thoroughly, and to develop informed
individual responses to the material. On the public dimension, these ideas must be brought
forward as a basis for rich classroom discussion, The class can then explore these ideas further in
active analysis.

Preparation questions and background readings are given with the daily assignments. Ata
minimum, refer to these questions and readings as you prepare for each case discussion. In
addition to those specific questions, one should strive to understand the gestalt of the case —
undeslying themes that explain how the different problems and opportunities facing the
entrepreneur are related as well as how the concepts and/or frameworks discussed in the
background readings {not just those assigned for the day, but also those read for previous sessions)
smay apply to them. These insights should figure prominently in your analysis and :
recommendations. In the past students that have prepared cases in a study group before class have
benefited greatly from the advance preparation, and therefore, I strongly encourage you to work
with a study group.

In sum, your role in a case discussion requizes you to not only learn the material contained in your
rextbook but also to assist in the learning of your classmates. To do so, you should attempt to make



a meaningful contdbution when you have the floor. Blandly summarizing facts in a case, repeating
points made by other students, and/or simply agreeing with your classmate’s arguments does not
constitute a meaningful contdbution. Try to focus on making comments that pass the “so-what”
test. Such comments can range from an insightful interpretation of salient facts in a complex case to
providing comments that build on prior discussion and move our thinking forward.

Moreover, during a case discassion it is very impostant that all of us listen to one another and
attemnpt to build upon or constructively critique prior comments. Friends in other programs or my
past students may offer to assist you with understanding the case, or you might be tempted to
research what happened to the company after the case was weitten. Engaging in such activities is
strongly discouraged. Not only does it impair yous learaing, but it will also disrupt your fellow
students’ learning when you speak up in class. It is important for the class to work through the
tssues based on case facts. Collective reasoning and discovery are critical o the success of the case
method. Please do not research the case company or situation beyond the case facts until
after our class discussion.

Since this is a discussion-based course, T consider attendance in every class to be very important, If
you expect to miss more than one class meeting, consider taking this course at another
time, as your class participation grade will suffer. If you do miss a class, it is your
responsibility to find out from your classmates what material was covered, what additional
assignments were made, and what handouts you may have missed.

You are expected to be prepared for every class meeting. Since I call on students whose
hands are not raised to ask a specific question or even to summarize the case or one of the assigned
readings, please let me know before the start of class if you are not prepared so that we can avoid
embarrassing you inadvertently. Note, however, that this should oaly ocour for exceptional
£easons.

“Hot Topics” Discussion. At the beginning of each class we will conduct a “Hot Topics”™
discussion perod. Studenss will be encouraged to keep vp to date with business news through
reading newspapers, such as the Wall Stzeer Journal or the New York Times, or watching business-
related programs on television, This discussion is a type of current events activity, focusing on
changes ia the corporate world. Students should be prepared to present in class business factors
that are impacting either z particulas company or an industry, 2s well as the general population,

Effective Class Participation

General managers spend a large portion of theix working day interacting with colleagues. For this
reason, the development of verbal skills is given a high prority in this course. The classroom
should be considered a laboratory in which you can test your ability to convince your peers of the
correctness of your approach to complex problems, and of your ability to achieve the desired
results through the use of that approach. Some of the behavioss that contribute to effective class
participation are captured in the questions that follow:

1. 1s the participant a good listener?

2. Are the points that aze made relevant to the discussion? Are they iinked to the comments of
others, building on those comments rather than taking the discussion backward?

3. Do the comments add to our understanding of the situation?



Do the comments show evidence of analysis of the case (for example, is the participant able
to support and defend his/her solutions/ recommendations with case facts or concepts fzom
background readings)?

Do the participants’ comments draw on materials contained in background readings assigned
for the current or previous sessions (for example, use a pacticular model oz framework to
diagnose 4 situation and to propose solutions)?

Does the participant distinguish among different kinds of data {that is, facts, opinions,
beliefs, concepts, etc.)?

Is there a willingness to test new ideas, or are all comments *safe” (for example, repetition of
case facts without analysis and conclusions or 4 comment already made by a colleague)? Does
the participant ask questions rather than limie participation to responding to others’
questions?

Are the participant’s comments incisive L.e. cut to the core of an issue or problem, or does
the participant ramble on? {As mentioned before, the quality of 2 comment is valued more
than its length.)

Is there a willingness to share? Is the participant willing to interact with other clags members?
This includes professionally challenging the ideas that are being expressed, if appropriate, as
well as professionally responding to challenges raised to fis/her comments by the instructor
ot other class members.

Below are 2 few closing tips for meaningful class contribution:

Trust your own experiences, Draw on your experiences to interpret material and illustrate
yous arguments. Equally important, be prepased to reinterpret your experiences in light of
new insights gained from the course.

Be aware of your own values and biases. "Where you stand depends on where you sit.” Your
values inevitably influence how you perceive and interpret situations. Rather than deny or
hide them, make them explicit (at Jeast 1o yourself).

Value the contributions of others. There is neves a one-best-way 1o manage, and different
people often come to different conclusions about how they would handle a problem. You can
learn as much from lstening to your classmates as you can from any beok.

Do not be satisfied with shallow analysis and pat answers from yourself, your classmates, or
your professor. In the interests of saving time and making 2 point, we often gloss over
subtieties: if something daes not sound right, then it probably 1s not tght.

Participation Grades

Your grade for class participation will be based on your contributions made to the overall objectives
of the course in the following ways:

“Hot Topics” discussion
Case analysis and presentations
General involvement in the course subject matter

Attendance



Missing a class or leaving a class early will diminish your participation grade accordingly, Classroom
participation will have a maximum grade value of 100 points.
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Group Project Structure and Rewards

You will form teams for the Group Project. Once the teams are formed, you will not be permitted
to make any changes to them. In other words, the teams must remain the same for the semester,

Hach team is free to structure itself as it wishes. Members will share equally in the rewards, which
will be a grade assigned to the group project. Itis the group's responsibility to work with its
members to assure that everyone is contributing adequately. If, despite the group's efforts, there are
clearly nosn-contzibuting members who should not shaze equally in the rewards, the group should
be prepared t6 document for the instructor the specific instances of the problem and its efforts to
deal with the member. This documentation will be given to the member in question. The
individual described as non-contibuting will then have an opportunity to document his/her views
to the instructor in writing. A group member that is deemed to have not contributed will have
his/her group project grade component penalized. Be a good gronp member and do not have
this happen.

Fach team will be asked to select a Team Captain, oz Planning Marager.

Companies, to be analyzed as patt of the Group Project, will be assigned on a first request basis,
beginning with the first class. All teams and companies will be assigned by the end of the second
class.

Grading Criteria for Group Project
Here is a breakdown of how the grading for each aspect of the Group Project will work:
e Final Report- 10 points.‘

*  Final Presentation- 100 points, Members of non-participating industry tearns will be asked
to evalate (via a scorecard) presentations, not in their industries.



o Individual Contributions- 100 points. Team members will be asked to evaluate the
contdibutions made by the other members of their teams. Scorecards will be provided. No
one will evaluate himself or herself.
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Course Assignments

Students will be assigned four course assignments throughout the semester. These assignments are meant
£0 help students begin the strategic planning process. llach assignment has a maximum grade of 30 points,
or 200 points totl '

The nature and due date of cach of these assignments can be found in the course schedule,

Guest Speakers

It is expected thar one of rwo strategic planning officess from glabal firms will speak to the class on issues
and cvents that contribute to the planning process of their compasios.

Suggestions for Written Assignments

There is no formuta for writing an "excellent” case analysis and group project. However, there are
some guidelines to follow. For the case analyses, I do not need a restatement of the case.
However, you should use case facts to support your arguments. In addition, I don't expect brilliant
prose in your written assignments, but I should not have to struggle to read your paper. if you
have difficalty writing, spead extra time smoothing out the edges. In addition, I think that by
asldng the following types of questions as you develop your case analysis and group project, you
might be able to develop more rigor and depth and have the basis for 2 more compelling argument.
They are offered as suggestions only:

1. Start by observing, even listing, what is going on. You can safely assume that those
"problems” you listed are really symptoms.

2. Whatis causing the symptoms? Do some of the symptoms appear selated?

What is the organization doing right which you don't want to disrupt or which you could
build on in implementing a solution?

4. Inyour solution, be specific about the actions that should be taken, rather than relying on
broad prescriptions such as “improve strategic capabilities” or “compete more aggressively.”



5 What factors inside and outside the firm would be supportive of or facilitate the success of
your solution, and what obstacles might there be?

6. Could your solution touch off other problems? What are the risks facing your solution? Can
you plan around some? Do you need a fall-back position?

Is there adequate time and moaey for your solution?

8. Think through the implications of your analysis. Don't end your analysis about going from A
to Bwith B. What is likely to happen if B is o is not achieved? Recognize the inherent
tradeoffs of any line of action. Go beyond the obvious and most immediate.

9.  Finally, after you are done writing the paper, set it aside for a day or two and come back to
recraft it.

W. P. Catey School of Business Honor Code

Unethical behavior by corporations has been linked with negative performance outcomes; the same is true of
unethical student behavior. Tt is expected that students will neither participate in nor condone activities such
as cheating or plagiatism. You are expected to do your own work on all individual assignments, assessments,
and exams. [ encourage you to speak to other students about the issues, but do not share work or answers.
Failure to follow this policy may result in zero points for both the receiver and provider (if involved). Also,
the instructor may take any other action described in the current academic dishonesty policy. By placing their
names on assignments, students are affirming that the contents are thelr original wotk. Consuiting work done
by students in this cousse in other platforms or is provious years is 2 violation of acaderic integrity, This
policy will be vigorously enforced. Sharing work you do in this course with others, whether in the course
with you or not, ean tempt others to violate this academic integrity policy and can tesult in that student’s
failure in the coutse and dismissal from his/her program.
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Other Administrative Details

6 Do not wait until the end of the semester to sce me tegarding problems with the course matetial or your performance. Your
performance in this class is important to me, so please call me garly for an appointment. T @ almost always available via
crnall or feave a message on my office number or on my cell phone.

o Written assignments must be submitted 2t the beginning of the class session. As managers, you will not be afforded the
tuxusy of missing deadlines (think of deadlines as “windows of opportunity™). Late assignments will be penalized 20% for
each class day past the deadline {note: on an A to F scale, this drops your score a fult letter grade).

o Hyoucan convey your thoughts more succinetly in your writien assignments, please do sot Suggested pager lengths are only
upper Hmits,
o Do form independent stady groups to brainstorm about cases and readings outside of chass.

©  Like entrepreneurs executing actual steategios, we may find that the coutse syllabus must be amended slighdly as the semester
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MGT 460- 71196: Strategic Leadership

Course Outline and Assighments’

! Like managers, we may find that we need 1o make some medifications to the course qutiine as we work through the
seresier.












Final Report Assignment:

The final written report (Group Project) is due for all teams
by 5:00pm on Monday, April 13, 2009
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April 15, 2009

Session 12: Group Presentations for Group A Teams,
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April 22, 2009

Session 13: Group Presentations for Group B Teams
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Aptil 29, 2009

Session 14: Group Presentations for Group C Teams.
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Stadent Questionnaire & Course Agreement
(Please bring completed and signed agreement with you to second class)

DUE- January 28, 2009

Name:

Name by which you would like 1o be

addressed in class by youf colleagues

and the instructor

Major (specialization/ concentration): :
Email address:

Phone numbet: '

Are you willing to participate in class discussions?

Your prior work experience:

.

-

Your objectives in taking this course:

S

-

Student Agreement: I, the above-named student, have read this syllabus and understand that
much of my final grade will be based on my active participation in class and my independent
and group work outside of class.

e

(Signature)



/" This is your personai copy for use in texthook evaluation.
Sale or resale is prohibited and will contribute 10 higher student textbook costs

Hitt Ireland Hoskisson

am

SRS

Competitiveness snd Blobalization

8tk Edition
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