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(1 session: 4 hours)

Business strategy is a company’s overall plan
to achieve sustainable competitive advantage
in the marketplace, answering fundamental
business questions such as “what is our
business,” “who is our customer” and “what
value do we bring to our customers.” This
module focuses on critical business issues
such as strategy versus tactics, the different
levels and roles of strategy in a company, the
basic business strategies and sources of

petitive ad the link b 1
strategy, structure and environment, and
strategic devel and

(1 session: 4 hours)

This module can be subtitled “How to Get
What You Want and Move the Relationship
Forward.” Using discussions, exercises and
humor, each participant will have the
opportunity to evaluate and improve their
communication skills.

Although everyone has been negotiating to
obtain satisfaction of their wants since they
were infants, they usually have not
considered why they have or have not been
successful. During this module, each
participant will individually evaluate his or
her goals, strategies, and tactics.
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How do firms determine a project’s financial Although marketing has always played a key

viability? This module introduces students to trategic and tactical role, it has y
fi ial decisit king and provi the gone through a radical transformation in
tools to analyze investment opportunities. resp to the changi hnological and

global environment. This module will explain
the traditional marketing concepts of
marketing mix, brand management and
competitive analysis, as well as the latest
marketing trends, including loyalty
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Topics include time value of money, net
present value, internal rate of return,
risk-return analysis, and the capital asset
pricing model.
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(1 session: 4 hours)

Executives must not only understand how to
read and analyze financial statements, but
also how to turn financial information into
profitable and ethical business decisions.
This module covers the balance sheet and
income and cash flow statements.

The only constant is change, and
organizations must adapt to change or fail.
This module focuses on why some good

p lost their | ip positions,
why some promising companies miss
opportunities they identified, and why some
newcomers become surprising stars in the
marketplace. This module addresses the
multiple levels of change and applies
learning to a specific case of long-term
organizational transformation.

(2 sessions: 4 hours each)

Recently, authors and practitioners have
urged human resource departments to
abandon the personnel mentality and
embrace human resources as a strategic
function to help organizations develop and
sustain a strategic focus. In this module,
students consider performance

mar t: defining 1S,
coaching and delegation, performance
appraisal, progress review, and employee
development.

(1 session: 4 hours)

As organizations constantly transform to
maintain petiti in ady ic and
uncertain busi envi it, i
leadership often makes the distinguishing
difference between success and failure. This
module explores the human dimension of
work and considers both the theory and
practice of leading and managing people in
Y, il or, ions.
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