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Corporate strategy is the way a company creates value through the 
configuration and coordination of its multimarket activities (i.e., multi-

product, multi-location, and multi-business activities). 
 
 
 
 
I. Course Objectives 
 
The course focuses on the strategic management and understanding of multi-product, multi-location 
and multi-business firms. It will examine the following topics: 
 

1. Why do we have firms? 
2. What are firm resources? How can they be developed and acquired? 
3. Why do we have multi-product, multi-location and multi-business firms? How do they 

create value? 
4. What determine the boundaries of the firm? 
5. How are multi-product, multi-location and multi-business firms managed? 

 
Most industrial activity in developed countries is carried out by large corporations which compete 
in more than one market (product, location, or business). For example, in the U.S. in 2007 the 500 
largest public companies sold US$ 9.9 trillion (9 000 000 000 000) worth of goods and services, or 
approximately 75% of the output of all U.S. public companies. On average these firms engaged in 
over 10 different lines of business. Due to the dominant role these firms play in economic activity, 
it is likely that most students, regardless of their chosen career paths, will at some point either work 
for, advise, or compete with a multi-product, multi-location, multi-business corporation. 
 
The nature of these large corporations has undergone enormous change in the last fifty years, 
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affecting both their scope and their structure. The merger and acquisition booms of the sixties and 
eighties extended the scope of existing multi-product, multi-location, multi-business corporations. 
More recently, capital market pressures forced every corporation to reassess its portfolio of 
businesses, level of overhead, and the way it coordinates and controls its multi-market activities. 
New forms of corporate organization, such has the LBO partnerships of the eighties, provoked a 
debate about the efficacy of corporate hierarchies. In addition, new institutional arrangements, such 
as joint ventures, alliances and franchising have come to prominence. 
 
In response, normative prescriptions for corporate strategy have been varied as the challenges multi-
product, multi-location, and multi-business corporations have faced. From an emphasis on financial 
performances and EPS growth in the sixties, through managing the corporation as a ‘portfolio’ of 
SBU’s, and searching for ‘synergy’ between business units in the seventies; to the emphasis on ‘free 
cash flow’ and its corollary ‘shareholder value analysis’ in the eighties, recommendations, such as 
the strident call to break up corporate organizations or ‘stick to the knitting,’ have pulled CEOs in 
many conflicting directions. Not surprisingly, only a few corporations have made through the last 
forty years intact. Of the Fortune 500 in 1955, only 244 firms were still on the list in 1980, and only 
75 were on the list in 2007. 
 
The challenges for business level managers inside the multi-product, multi-location, and multi-
business corporation have been correspondingly daunting. Competition in the product market from 
international adversaries and entrepreneurial firms has increased, forcing them to renew their 
businesses’ competitiveness and transform their organizational cultures and capabilities. The 
performance criteria by which they are evaluated have also changed, moving from ROI to cash flow 
or shareholder value. Simultaneously they have had to adjust to the changing relationship with their 
corporate office and sister divisions. In many cases they have even faced uncertainty as to whether 
their business unit would be retained by the corporation. 
 
Perhaps surprisingly, even the smallest single business companies face many of the same issues that 
challenge their larger brethren. The entrepreneur starting out his or her new enterprise, for example, 
has to decide on boundaries to the set of activities the company will undertake. Should it 
manufacture or purchase its inputs? Should it market one or several products? Should it franchise 
the firm’s concept? These questions address what has been a central concern of economics since 
Adam Smith and what is the primary motivation for the course – to determine the appropriate scope 
of the firm. 
 
Research into corporate strategy has emphasized three sets of issues. First, the determinant of firm 
scope: why is it that some companies are highly specialized in what they do whereas others embrace 
a wide range of products, markets and activities? Second, what is the linkage between scope and 
performance? Clearly, specialized firms will tend to be smaller than diversified firms, but what 
about profitability and shareholder returns? Third, what can we say about the management of multi-
product, multi-location, and multi-business firms in terms of structure, management systems and 
leadership? In this course, we will focus on the first two of these sets of issues. 
 
To answer these questions, this course introduces and employs various analytical frameworks that 
help us to identify the sources of corporate advantage from both an industry and firm perspective. 
By focusing on what makes some corporate strategies strong and viable, while others remain weak 
and vulnerable, we will develop the ability to consider the impact of change and other important 
environmental forces on the opportunities for establishing and sustaining corporate advantage. 
 
The emphasis of this corporate strategy course is on pragmatic and action-oriented general 
management skills. However, a considerable body of theory has evolved within the disciplines of 
strategy, economics, finance, marketing, organization theory, and international business that have 
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salient implications for management. Therefore, the course will emphasize both cases and 
lecture/discussion sessions. 
 
Corporate Strategy, as much as any business course, deals with the world of experience. The world 
of experience is not a world of certainty. Therefore, within the classroom, reasonable people (with 
different experiences) will view management differently. This is a healthy tension. Corporate 
strategy, whether discussed in the classroom or discussed within a firm, involves “making sense 
together.” The very idea of making sense involves a creative process and is personal (subjective). 
Conjectures and (subjective) knowledge based on your own personal experiences are highly valued 
during class discussions. Creativity will be rewarded in your individual papers and group projects. 
This course also rewards the hard worker who has the ability to listen and think critically. The 
course will provide a great deal of material and will require that you process the material. The exam 
will test your ability to understand the material in the textbooks, readings, and class notes. 
 
 
 
II. The Relationship of Corporate Strategy with other Strategy Courses 
 
The course is primarily designed to address corporate strategy issues, but the view of strategy 
presented here is dynamic, and integrates both corporate and business levels of analysis. While it 
recognizes that there are areas of distinction between the two, it also recognizes that there are many 
important areas of overlap. The course traces the growth and development of firms, beginning with 
single-line businesses and gradually reaching to large diversified and vertically integrated firms. 
This progression reinforces the inextricable link between corporate and business strategy, thus 
deepening the traditional understanding of both. It also demonstrates that corporate advantages are 
usually realized at the business level, through the enhanced performance of individual business 
units. 
 
 
 
III. Techniques for Learning Corporate Strategy 
 
The greatest value from master education is seldom realized immediately upon graduation. Such 
value is realized over a lifetime, and comes not from having a “bag of tricks” but rather form 
developing analytical and executive skills. One of the most valuable abilities that you can develop 
and sharpen in a master course is the ability to think critically and strategically, and to speak and 
write in a logical and compelling manner. 
 
Accordingly, this course will only partially rely on lectures and you will be responsible for a large 
portion of your own development. You are required not only to attend classes but also to carefully 
prepare for each class and contribute actively to class discussion of the assignments of each session. 
 
To accomplish these objectives, we will use a variety of learning techniques: lectures, reading 
articles, written reports, presentations, text discussion, group work and, class discussion of case 
studies. Three of these are distinctive of the course: case analysis, text discussion, and group work. 
 
The emphasis on case analysis, text discussion, and group work, and the compressed nature of the 
course make it crucial that you prepare the assigned material for every class. If you fall behind, it 
will be very difficult to catch up. Class participation plays an integral part in the learning process 
and is a strong predictor of your grades on the assignments and exam. 
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Case Analysis 
Strategic thinking and analysis is best learned through practice. The cases we will study are about real 
world corporate situations; they are an opportunity to apply the concepts we discuss in class as well as 
further develop our ability to think about and analysis corporate strategy. 
 
Whereas Business Strategy Analysis focuses on strategically managing individual businesses, 
Corporate Strategy Analysis focuses on the strategic management issues specific to the multi-product, 
multi-location or multi-business firm. For example, corporate strategy issues for Disney might include 
whether or not Disney should own a range of businesses (including theme parks, restaurants, 
television networks, etc.), how those businesses should be entered (e.g., internal development, joint-
venture, acquisition, etc.), and how the can be synergistically combined to create value. Business 
strategy for Disney would include issues such as how the ABC network should be positioned vis-à-vis 
its competitors, or how the competitive advantage of Disney’s theme parks should be maintained. 
 
For some of you, this course is your first exposure to managerial problems presented as cases. Cases 
are unlike most writing. They are not research articles, news articles, or nonfiction books. They do 
not make an argument or reach a conclusion. THAT’S YOUR JOB! 
 
The case provides facts and figures – in essence, a stage – on which YOU can practice 
management. YOU must sift through prose and interviews in order to decide what is the major issue 
facing management. YOU must identify alternative ways to address the issue. YOU must choose a 
course of action and defend it publicly in the classroom. 
 
Skimming the case while coming to class is useless. Read the case at least twice – once for facts and 
once for analysis. Use the questions to help you identify the issue, and the facts to help you decide 
what to do. The exhibits in the case often contain the most relevant information. Don’t ignore them! 
See if some data can be mustered to support your ideas. 
 
The professor’s job is to encourage discussion and to present and develop key concepts. The 
professor does not, in general, directly criticize recommendations. THAT’S YOUR JOB! Students 
must argue for their ideas, and sometimes that means arguing against other people’s ideas. Learning 
to do this seriously but politely is a valuable skill. 
 
At its best, a good case discussion keeps students involved while adding to their real-life 
experiences vicariously. 
 
An important source of information on how to conduct a strategic analysis for a case study is: 
Boardman, Anthony E., Daniel M. Shapiro, and Aidan R. Vining (2004), “A Framework for 
Comprehensive Strategic Analysis,” Journal of Strategic Management Education, 1 (2), 1-36. 
 
 
Text Discussion 
Because the issues of firm scope are complex, the study of corporate strategy has drawn upon a 
wide range of disciplines and theories. As a result, research in corporate strategy represents the 
confluence of a various streams of literature and study, which are sometimes contradictory and 
conflicting. Much of this work deserves study, not only because it is used in companies today, but 
also because it provides the conceptual foundation for a number of tools and techniques used to 
define, implement, and to evaluate corporate strategies. 
 
To manage effectively in the competitive landscape of the 21st century, students must develop skills 
in critical thinking, problem solving, teamwork, and communication. They should be able to 
understand and translate valuable management concepts into practice. For these reasons, one of the 
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objectives of this course is to introduce students to original research work on corporate strategy. 
 
In groups, students will read original articles with different theoretical points of view on selected 
corporate strategy issues. They will then present an analysis of the text they read in front of the 
class and discuss the similarities and differences between the texts presented by all the groups. 
These text discussions should help students to develop their critical thinking and understanding of 
corporate strategy. 
 
Group Work 
Discussing cases and preparing analyses in small groups outside of class helps to deepen your 
knowledge of corporate strategy. Thus, group work is essential to case preparation and text analysis. 
Developing effective group skills is a critical part of the learning process. I will divide the class into 
groups of approximately 7-8 students. 
 
Insuring team participation on projects and papers is primarily your responsibility as a group. This is 
an important part of the art of management! To facilitate this, at the end of the course, I will ask each 
group member to evaluate the amount and quality of the work of the other group members (below 
average, average, above average). Your score on group projects will be weighted by the evaluation 
your group gives you (plus or minus 1 point on your group mark). 
 
Here are some basic tips for successful project management with a group. 
 
• Set milestones and “inch-pebbles.” Milestones indicate when major deliverables are due. Break 

them into inch-pebbles–shorter time periods attached to well-defined interim results–so trouble 
can be spotted early on. 

• Schedule resources evenly. Groups need to plan week-to-week assignments. 
• Communicate. When a particular analysis affects different parts of the paper, make sure everyone 

can retrieve and update the complete paper accordingly. Use e-mail and meeting minutes to 
communicate deadlines, to track changes, and to enforce accountability. 

 
In order to facilitate collaborations and file exchange, group communities will be created on 
Blackboard. 
 
 
 
IV. Course Requirements and Grading 
 
General comment: Judgment versus Analysis. As a master course, Corporate Strategy draws on the 
various frameworks, concepts, and techniques discussed in your entire program and adds several of 
its own. Remember, however, that these are analytical tools while help in forming judgments about 
central problems and associated recommendations; they are not ends in themselves. For example, if 
you think the key issue in the case is diversification, and then you do an industry analysis there 
would be a disconnection between theory and application. In any assignment, emphasize your 
judgments (usually by using headings or subheadings) and present data/information from the case, 
along with supporting analysis, in support of these judgments.  
 
Your class assignments are shown in the syllabus attached, and while subject to change, this 
syllabus should guide your work planning for the course. There will be no announcements in class 
concerning assignments, except those infrequent ones that may alter those described in this 
syllabus. Check BlackBoard regularly (i.e., at least once a week) for news and supplementary 
material. 
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Your course grade is a function of the following requirements: 
 
  A.  Text Presentations (Group)     15% 
  B.  Group Case (Presentation and Report)    25% 
  C.  Final Examination        60% 
 
Compensation. The marks for the text presentations, the case analysis, AND the written exam must 
be 5.6 or higher. Furthermore, the final mark must equal exact 5.6 or higher, otherwise you fail the 
course. Students who fail the text presentations and/or the case analysis have the possibility make 
one additional individual assignment. Students who fail the written exam have the possibility to 
resit the exam. Students who fail the course after the resit should do the whole course (including 
group assignments and presentations) over in the next academic year. 
 
 
A. Text Presentations (Group) – 15% 
 
Over the semester, your group will be responsible for presenting three texts. In each of the text 
discussion sessions, four texts will be presented (one per group) and then discussed. 
 
In these sessions, each group will make a 10-minute presentation giving an overview of their 
analysis of their text. After the presentations, the class will then have the opportunity to comment and 
discuss the similarities and differences between the four texts presented. The purpose is to generate a 
deeper discussion of the issues involved. Please, see the guidelines on text analysis and presentation 
for further details. 
 
In addition to their presentation, each group is responsible for a one-page analysis of their text. The 
final version of the analysis is due before the beginning of the session the text is discussed. (Send 
me an email with your text as an attachment at o.furrer@fm.ru.nl. I will then put your text on 
BlackBoard for the other groups). 
 
All of your work must be original. Any external information used must be properly referenced. 
Failure to properly reference any external source constitutes plagiarism. To avoid any confusion 
over the originality of your work, your group should work alone, and should not utilize any analysis 
found on the web, performed for previous classes, or any other source. Check BlackBoard for the 
school policy on plagiarism. 
 
 
B. Group Case Analysis – 25%  
 
You are also responsible for analyzing the cases we will be discussing in class. For each case, one 
group will present an analysis of the case and write a report. 
 
In these sessions, one group will begin by making a 45-minute presentation giving an overview of 
their analysis and recommendations. After the presentation, the rest of the class will then have the 
opportunity to comment and ask questions on the presentation. The purpose is to generate a deeper 
discussion of the issues involved. One copy of the presentation slides should be handed in to me at the 
beginning of the presentation. In addition to their presentation, the presenting group is responsible for 
a written analysis of the case. The final version of the written analysis is due on November 1st for 
all the groups. Please see the guidelines on written analysis and presentations for further details. 
 
Your analyses should focus on identifying a central strategic issue (at the corporate-level) in the 
case and undertaking an analysis of that issue, including recommendations that follow from that 
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analysis. You should take the role of a consultant firm being paid to analyze the strategic problem 
of the company at the corporate level. 
 
The five biggest mistakes in case analysis: 
 
• Solving five problems poorly instead of one well. Typically cases will contain several 

managerial issues. Sometimes they are related; sometimes not. Pick one and focus. Explain how 
that solution may help or hurt other issues if possible. If you cannot do this, take confidence in 
solving only one problem. 

• Restating the facts of the case. For example, Bill Gates knows that the company received a big 
break by earning the contract with IBM for the operating system for the IBM PC. In a case 
analysis for Microsoft, you need not state this again. What should Microsoft do now? 

• Offering a process recommendation. You are a consultant, and consultants never recommend 
hiring other consultants. Saying “IBM needs to do a market study” is a waste of time. After all, 
that is what you, the consultant, are being paid to do. The case offers all available information 
available—make a decision. 

• Using buzzwords to substitute for thinking. For example, saying “the firm needs to provide high 
quality” is true but vacuous. In this industry, to these customers, what does “quality” mean? 
Reliability? Conformance to certain specifications? Craftsmanship? Aesthetic design? Other 
buzzwords that often prevent analysis include goodwill with employees, customer service, focus 
on the customer, value added. Note that these are powerful terms when defined in context and 
when linked to specific firm activities to deliver those characteristics. 

• Failing to proofread. Please be certain your paper contains no spelling or grammatical errors. In 
particular, do not confuse: it’s with its; loose with lose; affect with effect; too with to. 

 
All of your work must be original. For this assignment, you should analyze the case you are given; 
this means you should not use material that is beyond the scope or time frame of the case. 
While you may supplement financial information provided in the case (for example, with financial 
statements form competitors, etc.), you should be careful that the data pertains to the same years 
covered by the case. Any external information used must be properly referenced. Failure to properly 
reference any external source constitutes plagiarism. To avoid any confusion over the originality of 
your work, your group should work alone, and should not utilize any analysis found on the web, 
performed for previous classes, or any other source. 
 
 
C. Final Exam – 60% 
 
At the end of the semester, a final exam will be in English. The exam will focus on the application 
of the conceptual and theoretical material covered in the text analyses, cases, and lectures. Factual 
material from cases is not part of the exam. 
 
 
Case and Text Assignments in Groups – Numbers refer to the cases and texts in section VI. 
 

Group Case Texts 
#1 1 1, 6, 11 
#2 2 2, 7, 12 
#3 3 3, 8, 13 
#4 4 4, 9, 14 
#5 5 5, 10, 15 
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V. Bibliography of Texts and Cases 
 
Textbook: 
 
Furrer, Olivier (2011), Corporate Level Strategy: Theory and applications, Routledge: London and 

New York (hereafter CLS). 
 
 
(Highly) Recommended Readings: 
 
Collis, David J. and Cynthia A. Montgomery (2005), Corporate Strategy: A Resource-Based 

Approach, Second Edition, McGraw-Hill-Irwin: Boston (hereafter CMCS). 
Goold, Michael, Andrew Campbell and Marcus Alexander (1994), Corporate-Level Strategy: 

Creating Value in the Multibusiness Company, John Wiley & Sons: New York. 
 
 
Cases for the Corporate Strategy Course: 
 
1. Stafford Group: Growth Strategy through Related and Unrelated Diversification UCD 310-088-1 
2. Nestlé: Divesting Perrier?  RUN 308-063-1 
3. Newell Rubbermaid: Strategy in Transition HBS 9-704-491 
4. House of Tata: Acquiring a Global Footprint HBS 9-708-446 
5. Skype: A New Start within Microsoft NSM 2012-04 
 
 
Articles (available from the library website): 
 
0. Boardman, Anthony E., Daniel M. Shapiro, and Aidan R. Vining (2004), “A Framework for 

Comprehensive Strategic Analysis,” Journal of Strategic Management Education, 1 (2): 1-36. 
1. Williamson, Olivier E. (1991), “Comparative Economic Organization: The Analysis of Discrete 

Structural Alternatives,” Administrative Science Quarterly, 36(2): 269-296. 
2. Teece, David J. (1982) “Toward an Economic Theory of the Multiproduct Firm,” Journal of 

Economic Behavior and Organization, 3(1): 39-63. 
3. Montgomery, Cynthia A. and S. Hariharan (1991), “Diversified Expansion by Large Established 

Firms,” Journal of Economic Behavior and Organization, 15(1): 71-89.  
4. Jensen, Michael C. (1989), “Eclipse of the Public Corporation,” Harvard Business Review, 

67(5): 61-74. 
5. Fligstein, Neil (1985), “The Spread of the Multidivisional Form among Large Firms, 1919-

1979,” American Sociological Review, 50(3): 377-391. 
6. Cording, Margaret, Petra Christmann, and L. J. Bourgeois III (2002), “A Focus on Resources in 

M&A Success: A Literature Review and Research Agenda to Resolve Two Paradoxes,” 
Academy of Management Meeting, August 12, 2002. 

7. Graebner, Melissa, Kathleen M. Eisenhardt and Philip T. Roundy (2010), “Success and Failure 
in Technology Acquisitions: Lessons for Buyers and Sellers,” Academy of Management 
Perspectives, 24(3): 72-91. 

8. Brouthers, Keith D. (2002), “Institutional, Cultural and Transaction Cost Influences on Entry 
Mode Choice and Performance,” Journal of International Business Studies, 33(2), 203-211. 

9. Karim, Samina and Will Mitchell (2000), “Path-Dependent and Path-Breaking Change: 
Reconfiguring Business Resources Following Acquisitions in the U.S. Medical Sector, 1978-
1995,” Strategic Management Journal, 21(10-11): 1061-1081. 
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10. Lee, Gwendolyn K. and Marvin B. Lieberman (2010), “Acquisition vs. Internal Development as 
Modes of Market Entry,” Strategic Management Journal, 31(2), 140-158. 

11. Yu, Tieying, Mohan Subramaniam, and Albert A. Cannella, Jr. (2009), “Rivalry Deterrence in 
International Markets: Contingencies Governing the Mutual Forbearance Hypothesis,” Academy 
of Management Journal, 52(1), 127-147. 

12. Young, Greg, Ken G. Smith, Curtis M. Grimm and Daniel Simon (2000), “Multimarket Contact 
and Resource Dissimilarity: A Comparative Dynamics Perspective,” Journal of Management, 
26(6), 1217-1236. 

13. Golden, Brian R. and Hao Ma (2003), “Mutual Forbearance: The Role of Intrafirm Integration 
and Rewards,” Academy of Management Journal, 28(3), 479-493. 

14. Gimeno, Javier and Carolyn Y. Woo (1999), “Multimarket Contact, Economies of Scope, and 
Firm Performance,” Academy of Management Journal, 43(3), 239-259. 

15. Anand, Jaideep, Luiz F. Mesquita, and Roberto S. Vassolo (2009), “The Dynamic of 
Multimarket Competition in Exploration and Exploitation Activities,” Academy of Management 
Journal, 52(4), 802-821. 

 
I also reserve the right to hand out additional material. 
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GUIDELINES FOR GROUP PRESENTATIONS OF CASE ANALYSIS 
 
 
The objective of these assignments is to enhance your ability to: 
 

• Develop a clear and direct presentation 
• Utilize visual aids to support the presentation 
• Think on your feet 
• Evaluate the adequacy of an argument, position or plan 
• Listen critically and pose worthwhile questions that facilitate constructive group 

problem-solving 
• Give and receive criticism in a socially acceptable manner. 
 

Oral Presentation 
In preparing this assignment, the presenting group should adopt the role of a consulting firm 
hired by top management to perform a strategic analysis of the case corporation. The oral 
presentation should be approximately 45 minutes in length. The use of visual aids (overheads, 
charts, graphs) is recommended to enhance the clarity of your presentation.  All members of a 
group are expected to participate in the presentation. Students should avoid merely reading out 
presentation material. In addition, the group will be evaluated on the cohesiveness and logic of 
the arguments presented. Presentations are professional; dress is business casual. 
  
Evaluation Criteria 
 
• Overview of Firm and Key Issue 
• Identification and Analysis of Options 
• Choice and Reasoning 
• Use of Appropriate Tools, Sensitivity Analysis 
• Ability to answer questions, think on feet 
• Clarity of Presentation 
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GUIDELINES FOR THE WRITTEN CASE REPORT 
 
The written case assignment will provide you with the opportunity to use your conceptual, 
analytic, and technical skills in applications to real-world business situations. You should adopt 
the role of a management consulting firm which has been asked to examine the corporation in 
the case and provide: (a) judgments regarding the key issues and problems facing the company 
with supporting evidence and sound logic; (b) alternative courses of action open to the 
corporation and assessments of these; (c) specific recommendations with a supporting plan of 
action. 
 
An important source of information on how to conduct a strategic analysis for a case study is: 
Boardman, Anthony E., Daniel M. Shapiro, and Aidan R. Vining (2004), “A Framework for 
Comprehensive Strategic Analysis,” Journal of Strategic Management Education, 1 (2), 1-36. 
The article can be found on Blackboard. 
 
Evaluation Criteria 
• Central Issues Identified and Communicated 
• Logical and Coherent Analysis 
• Effective Use of Facts and Figures to Support Argument 
• Graphics & Table Clear, Concise, and Effective 
• Recommendations Follow from Analysis 
 
In evaluating your papers, the most important criteria I use, concerns the strength and logic of 
your argument. That is, does your analysis make sense? Do you marshal facts from the case to 
support your analysis? Do your recommendations follow from your analysis? Are you able to 
rule out certain options as being illogical and counter productive? Fundamentally, you want to 
lead your reader through a chain of reasoning that drives them toward the same conclusions 
presented in your recommendations. Your paper will succeed if it accomplishes this task. 
 
You are encouraged to use the various frameworks, concepts, and techniques discussed in the 
course or otherwise known to you. Remember, however, that these are analytical tools to help 
you in forming judgments about problems; they are not ends in themselves. Emphasize your 
judgments (usually by using headings and sub-headings) and present data and information from 
the case, along with supporting analysis, in support of these judgments. However, most 
importantly, AVOID MERELY REHASHING THE FACTS! 
 
Finally, the effective use of graphics and quantitative analysis can often help you to 
communicate the point you are trying to get across to the reader. The key issue here is that 
graphics should help clarify the information you are trying to communicate. Furthermore, you 
should use the quantitative analysis as a vehicle for supporting a point, not as an end in itself. 
 
Format 
There is a limit of 20 double-spaced pages (font size: 12 pt) for the main body of the paper. 
The purpose of this is to encourage you to prioritize the material you wish to include in the final 
document. Along with each report, you should provide a brief (1 page maximum) executive 
summary of the key issues and associated recommendations discussed in further detail in the 
report. You can include as many tables, charts, and graphics as you wish. Though grading will 
focus primarily on the strength of analysis and strategic recommendations, writing form, 
grammar, punctuation and professional presentation will be evaluated. Please include page 
numbers in your report. 
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GUIDELINES FOR THE TEXT PRESENTATIONS 
 
The text presentation assignment will provide you with the opportunity to develop your 
analytical and communication skills in combination with the understanding of original research 
articles. You should adopt the role of the authors of the article, who have been asked to present 
a summary of their paper and confront their findings with those of other papers. 
 
Evaluation Criteria 
Presentation of the central issue of the article 
Identification of the theoretical roots of the article 
Answering of the discussion questions 
One-page written analysis 
 
Format 
The objective of the presentation is to stimulate a vibrant discussion and debate around 
important issues in corporate strategy. Therefore, you will have a maximum of 10 minutes for 
your presentation. It is important that you do not exceed the time allocated for your 
presentation. We need to ensure that there is time at the end of the session for class 
discussion. 
 
The use of visual aids (overheads, charts, graphs) is recommended in order to enhance the 
clarity of your presentation. Each member of a group is expected to participate in the 
presentation and/or the following discussion of the paper. Students should avoid merely 
reading out presentation material. In addition, the group will be evaluated on the cohesiveness 
and logic of the arguments presented. 
 
It is strongly suggested that you use no more than 6 slides for your presentation. These slides 
should briefly summarize the story you are going to tell about the paper you are presenting. 
The slides should be constructed in an easily readable font size and not be overly complex or 
busy. There are many ways to structure your six slides, is one suggested way: 
 

1. The first slide should describe the issue studied in the article and why it is important. 
You may also want to preview an important result or implication. The idea is to 
build interest in what you have to say. 

2. The second slide should summarize how this issue has been studied and from which 
theoretical background. For some presentations this slide may be replaced by a 
brief comment during the first slide. 

3.-5. The third, fourth, and fifth slides should summarize the text answers to the three 
discussion questions. These slides should help the comparison between your text 
and the texts presented by the other groups. 

6. The final slide should tell why the results are important, with a particular emphasis on 
their implications for corporate strategy. This slide can be key in stimulating 
discussion and interest. You should view it as a discussion starter. 

 
You should also write an analysis of the paper you present. There is a limit of one (1) single-
spaced page (font size: 12 pt) for the paper. The purpose of this is to encourage you to 
prioritize the material you wish to include in the document. The structure of the paper should 
imitate the structure of your presentation. 
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CLASS SESSIONS AND ASSIGNMENTS 

 
 

SESSION #0: Thursday, September 6 (Groups A, B and C: 13:45-15:30) 
Introduction to the Corporate Strategy Course (Lecture 0) 

 
Read: Course syllabus. 
 
Discussion Themes: Content and organization of the course. 
 

SESSION #1: Tuesday, September 11 (Groups A, B and C: 13:45-15:30) 
Diversification and Performance (Lecture 1) 

 
Read: CLS, Chapters 1-2 and 4-5 
 
Discussion Themes: Review of the different theories of corporate advantage 
 Risk-Performance Relationships 
 

SESSION #2: Thursday, September 13 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Justification for the Multibusiness Firm (Text Discussion 1) 

 
Presentations: 

1. Williamson, Olivier E. (1991), “Comparative Economic Organization: The Analysis 
of Discrete Structural Alternatives,” Administrative Science Quarterly, 36(2): 269-
296. 

2. Teece, David J. (1982) “Toward an Economic Theory of the Multiproduct Firm.” 
Journal of Economic Behavior and Organization, 3(1): 39-63. 

3. Montgomery, Cynthia A. and S. Hariharan (1991), “Diversified Expansion by Large 
Established Firms,” Journal of Economic Behavior and Organization, 15(1): 71-89. 

4. Jensen, Michael C. (1989), “Eclipse of the Public Corporation,” Harvard Business 
Review, 67(5): 61-74. 

5. Fligstein, Neil (1985), “The Spread of the Multidivisional Form among Large Firms, 
1919-1979,” American Sociological Review, 50(3): 377-391. 

 
Write: One-page write-up per group. 
 
Discussion Questions: What is corporate strategy? Why do multibusiness firms exist? What 

are the advantages and disadvantages for a corporation to be in 
multiple businesses? 
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SESSION #3:  Tuesday, September 18 (Groups A, B and C: 13:45-15:30) 
Governance Structure and the Growth of the Firm (Lecture 3) 

 
Read: CLS, Chapters 3, 7, 10 
 
Discussion Themes: The role of the parent, creating corporate value, developing synergies, 

and controlling. 
 Diversified Expansion (internal vs. external): Mergers & Acquisitions, 

and Strategic Alliances. 
 

SESSION #4: Thursday, September 20 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Stafford (Case Study 1) 

 
Read: Stafford Group: Growth Strategy through Related and Unrelated Diversification
 (UCD 310-088-1) 
 
This case describes the diversification strategy of the Stafford Group, a family business 
founded in 1891. In 2004, at just 32 years of age Mark Stafford becomes the CEO of the 
group. Over a five year period the firm spent approximately - 194 million on acquisitions, 
with matching disposals of 60.3 million euros. Prior to the arrival of the new CEO the Group 
had three divisions: oil distribution, hotels and shipping. Through a series of acquisitions he 
creates a new Sports Retailing division, deepens involvement in oil distribution, creates a new 
property development division, and begins to exit the hotel and shipping business via a series 
of disposals. This strategy resulted in rapid change in the economics of the group with 75% of 
all profits deriving from acquisitions and disposals. The Irish economy is booming from 1990 
to 2007, outperforming all OECD economies in terms of GNP growth, however this goes into 
sharp reverse with -2.8% decline in GNP in 2008 and -11.3% in 2009 and a return to growth 
not predicted until 2011. How will the strategy of diversification via acquisitions survive or 
prosper in this new environment? 
 
Case questions:  (1) What is the strategic logic of a growth corporate strategy executed 

using a series of both related and unrelated acquisitions? (2) Can such 
a strategy yield either economic benefits in the shape of financial 
returns, and/or diversification of risk for a privately owned group of 
firms? (3) This strategy was conceived in during the height of an 
economic boom, but where post-acquisition integration straddles a 
period of rapid economic decline? (4) What are the risks and 
opportunities attached to such a strategy across radically different 
economic conditions? 

 



 15 

SESSION #5:  Tuesday, September 25 (Groups A, B and C: 13:45-15:30) 
Corporate Governance (Lecture 3) 

 
Read: CLS, Chapters 6, 9 and 14 
 
Discussion Themes: The limit of the growth of the firm: Transaction costs theory, agency 

theory, and corporate governance. 
 

SESSION #6: Thursday, September 27 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Mergers & Acquisitions (Text Discussion 2) 

 
Presentations: 

6. Cording, Margaret, Petra Christmann, and L. J. Bourgeois III (2002), “A Focus on 
Resources in M&A Success: A Literature Review and Research Agenda to Resolve 
Two Paradoxes,” Academy of Management Meeting, August 12, 2002. 

7. Graebner, Melissa, Kathleen M. Eisenhardt and Philip T. Roundy (2010), “Success 
and Failure in Technology Acquisitions: Lessons for Buyers and Sellers,” Academy of 
Management Perspectives, 24(3): 72-91. 

8. Brouthers, Keith D. (2002), “Institutional, Cultural and Transaction Cost Influences on 
Entry Mode Choice and Performance,” Journal of International Business Studies, 
33(2), 203-211. 

9. Karim, Samina and Will Mitchell (2000), “Path-Dependent and Path-Breaking 
Change: Reconfiguring Business Resources Following Acquisitions in the U.S. 
Medical Sector, 1978-1995,” Strategic Management Journal, 21(10-11): 1061-1081. 

10. Lee, Gwendolyn K. and Marvin B. Lieberman (2010), “Acquisition vs. Internal 
Development as Modes of Market Entry,” Strategic Management Journal, 31(2), 140-
158. 

 
Write: One-page write-up per group. 
 
Discussion Questions: How do M&As create corporate value? What are the advantages and 

disadvantages of M&A compared to internal development and/or 
strategic alliances? Why do M&As often fail? 

 

SESSION #7: Tuesday, October 2 (Groups A, B and C: 13:45-15:30) 
Worldwide Corporate Strategies (Lecture 4) 

 
Read: CLS, Chapters 8 and 13 
 
Discussion themes:  Multinational organizational structures and corporate strategies; 

organizational and national cultures within diversified firms. 
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SESSION #8: Thursday, October 4 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Nestlé: Divesting Perrier? (Case Study 2) 

 
 
Read: Case #5, Nestlé: Divesting Perrier? (RUN 308-063-1) 
 
The case describes the problems that Nestlé Waters had when trying to restructure its Perrier 
subsidiary in 2004. The conflict with Perrier workers and trade unions triggered Nestlé 
thoughts about divesting Perrier. 
 
Case questions:  (1) Does Perrier fit in Nestlé Waters’ business portfolio? (2) Is Nestlé 

the best parent for Perrier? (3) Should Nestlé restructure and divest 
Perrier? (4) How to do it? 

 

SESSION #9: Tuesday, October 9 (Groups A, B and C: 13:45-15:30) 
Rivalry and Multipoint Competition (Lecture 5) 

 
Read: CLS, Chapter 12. 
 
Discussion themes:  Rivalry at the corporate level; the theory of multipoint competition; 

the determinants of the rivalry intensity. 
 

SESSION #10: Thursday, October 11 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Multipoint Competition (Text Discussion 3) 

 
Presentations: 

11. Yu, Tieying, Mohan Subramaniam, and Albert A. Cannella, Jr. (2009), “Rivalry 
Deterrence in International Markets: Contingencies Governing the Mutual 
Forbearance Hypothesis,” Academy of Management Journal, 52(1), 127-147. 

12. Young, Greg, Ken G. Smith, Curtis M. Grimm and Daniel Simon (2000), 
“Multimarket Contact and Resource Dissimilarity: A Comparative Dynamics 
Perspective,” Journal of Management, 26(6), 1217-1236. 

13. Golden, Brian R. and Hao Ma (2003), “Mutual Forbearance: The Role of Intrafirm 
Integration and Rewards,” Academy of Management Journal, 28(3), 479-493. 

14. Gimeno, Javier and Carolyn Y. Woo (1999), “Multimarket Contact, Economies of 
Scope, and Firm Performance,” Academy of Management Journal, 43(3), 239-259. 

15. Anand, Jaideep, Luiz F. Mesquita, and Roberto S. Vassolo (2009), “The Dynamic of 
Multimarket Competition in Exploration and Exploitation Activities,” Academy of 
Management Journal, 52(4), 802-821. 

 
Write: One-page write-up per group. 
 
Discussion Questions: How does multipoint competition influence the rivalry intensity 

between firms? What are the advantages and disadvantages of 
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multipoint competition? How does multipoint competition affect 
companies’ corporate strategy? 

 

SESSION #11: Tuesday, October 16 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 8:45-10:30) 
Newell Rubbermaid: Strategy in Transition (Case Study 3) 

 
Read: Case #3, Newell Rubbermaid: Strategy in Transition (HBS 9-704-491) 
 
Describes the transformation of Newell Rubbermaid’s corporate-level strategy. Begins by 
laying out the strategy that brought the Newell Co. stunning success for nearly three decades. 
The highly integrated, internally consistent strategy was tailored for manufacturing and 
selling a particular genre of products to a particular kind of customer. In the mid-1990s, 
Newell encountered some shifts in its competitive environment and an erosion in profits. In 
1999, the $3.5 billion company paid a 49% premium to acquire the $2.5 billion Rubbermaid 
Co., in part for its product development process and strong consumer brands. After the 
acquisition, the profits of the combined enterprise deteriorated at an accelerated rate and the 
CEO was replaced. In less than a year, a fundamentally new strategy was announced, profits 
improved, and both Wall Street and major retailers were encouraged. Some setbacks 
followed, leading to reduced earnings and revised expectations. 
 
Case questions:  (1) Does Newell have a successful new corporate-level strategy? Does 

the company add value to the businesses in its portfolio? (2) What are 
Newell’s distinctive resources? (4) What challenges faces the 
company in the immediate future? 

 

SESSION #12: Thursday, October 18 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
House of Tata (Case Study 4) 

 
Read: Case #4, House of Tata: Acquiring a Global Footprint (HBS 9-708-446) 
 
Chronicles the globalization of the Tata Group, one of India’s largest business groups. Since 
2000, many Tata Group operating companies have aggressively built international businesses, 
particularly through overseas acquisitions. After describing the globalization rationales and 
approaches of the major Tata Group companies, the case asks to consider whether Tata 
Motors should pursue the acquisition of the Jaguar and Land Rover brands owned by US-
based Ford Motor company. 
 
Case questions:  (1) What is your assessment of the globalization strategies of the Tata 

Group operating companies, particularly Indian Hotels, Tata Tea, and 
Tata Steel? (2) What is your assessment of the role of the Tata Group 
center in globalization? (3) Should Tata Motors’ bid for Ford’s Land 
Rover and Jaguar units as part of its globalization efforts? What are 
the pros and cons? 
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SESSION #13: Tuesday, October 23 (Groups A, B and C: 13:45-15:30) 
Downsizing and Restructuring (Lecture 6) 

 
Read: CLS, Chapter 11. 
 
Discussion themes:  Why restructuring?, exit strategies, types of restructuring. Downsizing 

vs. downscoping. 
 

SESSION #14: Thursday, October 25 (Group A: 13:45-15:30, Group B: 15:45-17:30, 
Group C: 10:45-12:30) 
Skye-Microsoft (Case Study 5) 

 
Read: Case #5, Skype: A New Start within Microsoft (NSM-2012-04) 
 
The case describes the stand-alone strategy of Skype after its acquisition by eBay and its later 
divestment and its acquisition by Microsoft in 2011. The main issue in the case is if Microsoft 
would be able to achieve synergies with Skype where eBay did not succeed. 
 
Case questions:  (1) How does Skype make money? (2) Does Skype fit in Microsoft’s 

portfolio of businesses? (3) How can Microsoft provide value to 
Skype? (4) Would Microsoft succeed where eBay failed? Will 
Microsoft be able to implement synergies with Skype? (5) How will 
Microsoft recoup its investment in acquiring Skype? 

 
 
 


