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I. Course Overview
Strategy has always been recognized as a key success factor in all areas of human activity. Not only in business enterprises but also in areas such as military action and diplomacy, politics and government, personal development and career. In all these areas we have examples where individuals or organizations rose to success because they followed a clever strategy. Even in difficult conditions “strategists” managed to reverse the odds, to succeed despite resource deficiencies and disadvantageous prior conditions. In the business world, we have many examples of businesses which succeeded against odds and changed the rules of the game through creative strategies. We want to learn from such successful cases. 
In the current uncertain world, businesses rethink their strategy and are searching for a new one, to provide direction and internal cohesion of their actions. In the highly troubled waters that currently characterize global and local markets, we need to select direction to steer our ship, with confidence that we control its destiny. The world is going to be different after the crisis, and enterprises must both cope with today problems and also anticipate and prepare for the future. Business strategy has to be reconsidered, based on attaining unique internal capabilities and sustainable competitive advantage in the global and local terrain. 

The present course on business strategy would help to better understand the changing context and design a competitive strategy appropriate for the capabilities of the firm. The aim of the course is: to make students understand the concept of strategy and its fit in the new environment, create strategic alternatives for the future, select the most appropriate ones, and understand the requirements for their successful implementation; to familiarize students with concepts and tools of analysis, develop their skills in applying tools and methods, and enhance their capacity for strategic thinking.  To that purpose the course is using case studies and practical examples.
II. Relationship of Course to Rest of Curriculum
This course unit is offered as an elective in the 4th bi-monthly period of the full time and in the 8th bi-monthly period of the part time program. The course unit is multidisciplinary, integrating and applying concepts from other course units of the MSc. It corresponds to the need to develop students’ knowledge and skills to undertake strategic analysis of a company in it context, and develop their strategic thinking.  
III. Learning Outcomes
The objectives of the course unit are:
1. To sharpen students strategic thinking 

2. Develop students skills and capabilities in performing strategic analysis using the methods and tools of the course
3. Familiarize students with alternative strategy perspectives and concepts
4. Make students reflect about the types and foundations of competitive advantage, its sources and sustainability,  

5. Make students realize what is required to implement a new strategy, the requirements of strategic change
6. Make students aware of the strategic processes in an organization and the potential of emerging aspects of strategy.

IV. Teaching Methods

For each unit the course will include class lectures, readings, analysis of cases and application examples. Short videos on most cases would also be used for clarity and motivational purposes. Students would be encouraged to prepare in advance for class discussions and reading the material that is put on the site. Scanning through relevant chapters from the suggested book(s) and other readings is also advised.

To promote participation and involvement, volunteers may be asked to make some selected case presentations in class, or to act as discussants. The purpose is to raise the interest and facilitate multilateral discussion.  
V. Course Evaluation

The students’ evaluation will be based on the following components:

1) Final examination:  40% of the grade

The questions of the final exam will assess whether students understand basic strategy concepts, realize what is required to analyze the strategic position of an organization and to formulate a new strategy, their creativity in proposing alternative strategies, and their understanding of the requirements for successful implementation of a new strategy and the working of in strategic processes. 
2) Application project (in groups): 50% of the grade. The project assesses student’s ability to apply strategic analysis in practice, to develop alternative strategic options and formulate an implementation plan for the strategy recommended. 

3) Class attendance & participation: 10% of the grade. This element assesses students’ interest and active participation in class discussions.  
The application project will be delivered after the end of course unit and it will include a strategic analysis of an actual enterprise. It will cover all the following questions:
 Project Assignment:

For a company you know or have access or can obtain information, please make the following strategic analyses:

1) Identify the existing strategy of the organization. You may extract information from strategy statements, company site, and internal material (e.g. business plans). Try to identify the actual strategy applied by the organization which may differ from formal statements. This can be inferred from actions, major decisions, internal debate and discourse, actual behavior. (10% of the project score).
2) Analyze the strategic position of the company and evaluate the existing strategy in its context. To this end you are expected to apply the appropriate methods and tools for external and internal analysis. You also consider stakeholder expectations against the existing strategy. Conclude with an evaluation of whether the existing strategy fits or is aligned with the expected changes and opportunities in the environment, with the unique resources and capabilities that the organization possesses, and with main stakeholder expectations. (40% of the project score).

3) Examine possible alternative strategic options for the next 2-3 years and select the most appropriate ones for the particular organization. Conclude with a recommendation of a new strategy, with selected options included, given the resource and funding requirements. You restate the MOST for the recommended strategy.  (30% of the project score).

4) Formulate an implementation plan for the strategy recommended above (in 3). Specify changes in structures, systems, cultures and style required to implement the new strategy. Select specific actions to be implemented, specify a provisional schedule and milestones, how the change project is going to be organized, as well as who assumes responsibility and is involved.  (20% of the project score). 

Examples will be made available in the class and the site. 

Alternatively, a specialized topic of strategy can be developed, with both theoretical review of related bibliography and application in an enterprise or in a sample of enterprises. Such an alternative has to be agreed with the professor.
VI. Course unit sessions

The course contains seven core sessions, which include the following:

1. Strategy concepts. Strategy decisions. Strategy statements. Strategy lenses
· Views of strategy and definitions
· Relations between strategic decisions and strategy 

· Strategy statements

· The notions of strategic fit, strategy congruence and strategic drift
· Alternative strategic perspectives, strategy lenses
· Cases: 
· The Starbucks’ experience 

· What about Mikel, or a concept of Greek Kafeneio?

2.  External environment - Strategic capability 
· Strategic framework – external and internal analysis
· External analysis: method and tools
· Strategic capability -  Analyzing resources and capabilities 

· Distinctive and unique resources and capabilities. 
· Dynamic capabilities. 
· Evaluating capabilities, VRIO and other criteria 
· Architecture, reputation, innovation and strategic assets (Kay)
· Protecting the competitive advantage. 

· Case: 

· Zara

3.  Business level strategy, generic strategies 
· Business and corporate level strategies

· Generic  competitive strategies 

· Strategy clock and hybrids

· Sustaining the competitive advantage

· Case: 

· Easy Jet vs Ryanair

4.  International strategy 
· Drivers of internationalization

· Location advantages, international value system
· Multidomestic, global and transnational strategies
· Entry modes in international expansion

· Internationalization and performnce

5.  Analyzing the strategic position: integrated examples
· Analyzing the business environment. 
· Analyzing resources and capabilities, unique R&C
· Strategic relevance of R&C  

· Stakeholders analysis and expectations 

· Defining strategic posture in terms of MOST.  Internal consistency
· Evaluation of existing strategy. Congruence with E-R-V.  Evaluation checklist
· Cases: 
· Korres  and / or
· Ktima Spyropoulou: reflecting on given  analysis 
6. Generating alternative strategies.  Alliances.  Acquisitions.
· Framework for generating alternative strategies and strategic options 
· Choice of development method: organic development versus acquisitions, versus alliances and partnerships  

· Alliances. Complementarities and conditions for success
· Acquisitions. Goals sought. The illusion of synergies 
· Post acquisition integration. Examples from practice

· Cases:

·  Lego’s alliances (2)

· Columbia Pictures acquisitions: the illusion of synergies (2)

7.  Evaluating alternative strategies. Multi business corporations 
· Evaluating the appropriateness and feasibility of alternative options. Qualitative and financial evaluation 

· Synthesizing alternatives, strategic sets, selecting a new strategy

· The rise of multi-business structures. From U-form to M- form, SBUs
· Corporate portfolio. The role of the centre, internal value adding relationships, parenting 

· SBU solutions for central administrative and support functions
· Portfolio analysis methods. Matrices.
· Cases: 

· Asea Brown Boveri

· Benetton group

8. Strategy implementation: from planning to execution  
· Building an implementation plan. Areas of intervention.  7S framework

· Managing the implementation project 

· Enacting the change process. Steps and sequence

· Execution, leading the strategic change 

· Building change capabilities
· Lessons from successful companies 

· Cases:

· Novotel  

· “Hidden champions in the crisis”.

V. Course Material

The following strategy textbook is recommended:

"Exploring Corporate Strategy", G. Johnson, R. Whittington, K. Scholes, D. Angwin, and P. Regner, 10th Edition, Pearson, 2014.

 Readings from this book for each session are indicated in the following table:
	Course Session and Readings from the Book

	Session
	Johnson et al: Chapters (sections)

	1. Strategy concepts. Strategy statements. Strategy lenses
	1, 4(2)

	2.External environment. Strategic capability
	2 , 3, 4 ( 4 ), 

	3. Business level strategy, Generic strategies. 
	6 (2, 3)

	4. International strategy
	8

	5. Analyzing the strategic position – integrated example
	2 , 3, 4 ( 4 )

	6. Generating alternative strategies, acquisitions,  alliances.
	7 ( 2, 3, 4, 5 ), 10 

	7. Evaluating alternative strategies. Multi business firms
	11, 7 ( 6, 7 ) , 13 (4)

	8. Strategy implementation
	14 

	8. Strategic processes. Emerging issues.  
	12, 15.


Alternative books may also be considered: 
· "Contemporary Strategy Analysis", R. Grant, 8th Edition, Blackwell, 2014.

· “Crafting and Executing Strategy”. Thompson, Strickland et al., McGraw Hill, 2013.
· “Strategic Management Concepts: Competitiveness and Globalization”, Hitt, M., Ireland, R.D. and Hoskisson, R., 2012.
Students will also be provided with professor’s transparencies, case material (in slides and / or text) and selected articles. 
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