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Purpose of the course:

Rather than focusing on the details of day-to-day management, or functional management techniques, greater emphasis is given to the longer or strategic dimension of the senior executive’s tasks in international businesses.

Contents:

I) Forecasting

1) Planning and Forecasting

2) Time Series Forecasting

3) Economic and Causal Forecasting

4) Causal Forecasting and Regression Analysis

5) Qualitative Forecasting and Scenario Writing

II) Decision Making

1) Models of Decision Making

2) Decisions and System Thinking

III) Strategic Decision Making and Competitor Analysis

1) Strategic Decision Making

2) Value-based Strategic Management

3) Industry and Competitor Analysis

4) Sources of competitive Advantage

5) Dynamic Dimensions of Strategy

6) Capabilities and Resources

Lecture in the class: 
Several crucial cases, such as Colgate, 7-11, BIC, SOGO, …, will be utilized for the entire lecturing materials.
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Performance Evaluation/Grade:

Class participation: 50%

Short reports: 25%

Final report: 25%
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