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Module aims and outcomes
Aims:
· To provide a comprehensive understanding of the strategic management process for organisations, which integrates the other core modules and provides a platform for the practice or further study of business activities
· To provide the understanding and experience of current strategic thinking and practice which identifies corporate success, excellence and strategic leadership to contribute to innovative decision making at senior and corporate level
Learning outcomes:
Upon successful completion of this module, the student should be able to demonstrate the ability to:
1. Synthesise the relationship between the external context of an organisation and its internal context and their impact on its strategies
2. Critically evaluate competitive and development strategies in the context of contemporary strategic management issues
3. Assess the factors that must be considered in strategy implementation











Weekly schedule of sessions
12 hours directed online activity – a variety of activities will be undertaken both individually and in groups by students on a weekly basis as directed by tutor
2 hours assessment preparation – individual student activity
	Week
	Topics

	Week 1
	Introduction to the Strategic Management Process 
Defining strategy, levels of strategy, different contexts, introduction to the Exploring Strategy Model

	Week 2
	The Environment – Strategic analysis of the external environment. 
Examples of analytical focus - PESTEL, competitive forces - Porter’s Five Forces with preparation of a suitable case study and associated activities.


	Week 3
	Strategic Capabilities – Diagnosing capability through internal analysis
Examples of analytical focus – value chain, value network, resources, competences and strategic capability practically applied in a variety of activities.


	Week 4
	The Empowered Organisation – Strategic Purpose, Culture and Strategy
Values, mission, vision and objectives, corporate culture, cultural web, culture’s influence on strategy, stakeholder groups and mapping

	Week 5
	Generating Strategic Choices – Business Level 
Identification of business unit, Porter’s generic competitive strategies, Strategy Clock, lock-in strategies

	Week 6
	Generating Strategic Choices – Corporate Level 
Strategic directions eg Ansoff’s Matrix, portfolio approach eg BCG, vertical integration, mergers and acquisitions, internationalisation

	Week 7
	[bookmark: _GoBack]Leadership & Managing Strategic Change 
Analysis of context for change, organising change eg 7S framework, leadership, innovation

	Week 8
	20 hours assessment preparation

	Week 9
	20 hours assessment preparation

	Week 10
	Module consolidation, reflection and feedback



This schedule is a guide only and may change where thought necessary by the tutor.
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Assessment
Example of Generic Assessment Criteria
Individually you will be required to undertake an in-depth strategic analysis, critiquing issues in the application of strategic management within your own organisation or one familiar to you. The analysis will culminate in appropriate recommendations for a new strategic approach, underpinned by relevant academic literature and theory. 
In undertaking the strategic analysis, you will begin by identifying the main strategic issues facing your chosen organisation in maintaining its competitive position. You should summarise the key external and internal issues identified in your situational analysis using a SWOT or TOWS framework. You will then be required to evaluate potential corporate level strategic directions that have been taken by the chosen organisation to date in order to develop and sustain its competitive position. This will give you an opportunity to demonstrate your ability to evaluate the strategic options you have identified in relation to the development of global competitive positioning as well as offering an understanding of the requirements of building competitive capabilities for leveraging across global markets. Specific frameworks eg Ansoff’s Matrix should be considered when considering specific strategies for developing and sustaining a global competitive strategy.
Following on from the analysis you will then be expected to fully discuss the implications of the options taken for strategic management decision-making. In so doing you will demonstrate an appreciation of the wider implications for strategic management decisions and the incorporation of a new strategy on certain areas within the organisation. Finally you will be expected to provide appropriate recommendations largely based on your findings.
Total word count: 4000 words
Specific assessment details, including additional guidance and marking scheme, will be set out in a separate document for each cohort and so the following is given as a generic guide. 
	Assessment Criteria

	% of marks


	The extent and quality of your contributions to discussion and collective knowledge-building undertaken during module activities, as well as ability to work professionally autonomously as well as within a team will be taken into consideration.
	15%

	The extent of research together with selection of credible sources and the way in which you use them to support your discussion/problem solutions and the way in which you underpin your ideas with relevant concepts/principles associated with strategic management
	20%

	The extent of which you have demonstrated depth of critical evaluation and analytical reflection as well as an ability to synthesise complex issues in presenting a convincing and coherent discussion.
	30%

	The extent and quality of evidence of effective deployment of appropriate methods/techniques in demonstrating skilful application of concepts to a variety of contexts.
	25%

	The accurate use of the Harvard referencing system together with good writing skills of a report that is professionally presented.  This criterion relates to whether you have used the author/date appropriately and accurately, not to whether you have made a good selection of resources.    
	10%



Additional generic guidelines for completion of the assignment
· Word limit – 4000 words allowing for a margin of +/- 10%. Marks will be deducted for exceeding the word limit and your tutor might stop reading/grading beyond this limit.
· Demonstrate a wide level of relevant reading and research from a variety of sources (minimum of 20/25 references)
· When either quoting directly or taking ideas from something you have read you must accurately reference using the Harvard Referencing System both in the main body as well as full details of all references used provided in the reference list. Guidance with regard to this system is also available on Moodle on Strategic Management site. You should note that quotations count against the word limit for MBA and that you are required to use quotation marks when quoting directly , so that when your script is being assessed by the plagiarism software, Turnitin, it is clear you have acknowledged that the text is a quotation. 
· No permission required for quoting a fellow student’s forum post(s) in your assignment. However permission would be required if you intend to quote it elsewhere, eg. outside the MBA website, in your blog or in any external source eg a report or journal paper. In such cases you would seek permission or quote it anonymously and would omit any text that might identify the poster such as name, employer name or other obvious identifiers. It is perhaps more appropriate that you maintain the confidentiality of any contributions that others make in your MBA ‘learning environment’ so that you can openly benefit from each other’s insight.
· Assignments should be word-processed using Times New Roman or Arial 12 point type with 1.5 spacing
· Student number should be inserted as a header or footer together with the date of submission. Also ensure that the module code is included in either the header or footer of work submitted and that the document is saved in Word
· Avoid use of the first person such as ‘I’ and ‘we and ensure the assignment is professionally presented with no spelling or careless grammatical errors
· The assignment should be submitted via Turnitin on the day of submission using the Turnitin submission link in the Strategic Management module area. Your tutor will collect your assignment from this system. Once graded and feedback comments written, your assignment will be returned via the Turnitin system for you to collect and read.
Additional guidance with regard to assignment writing skills is available in the Strategic Management module area on Moodle.
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