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This is an MBA level course designed to prepare students to be senior managers for the increasingly competitive
business world. International Strategy seeks to analyze the strategies, policies and decision- making of international
firms in the context of the changing international business environment. This course introduces the key concepts,
tools, and principles of strategy formulation and competitive analysis. It is concerned with managerial decisions and
actions that affect the performance and survival of business enterprises. The course is focused on the information,
analyses, organizational processes, and skills and business judgment managers must use to devise strategies, position
their businesses, define firm boundaries and maximize long-term profits in the face of uncertainty and competition.
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® Strategic Management: Concepts & Cases (14th Edition, Fred David);
® Strategic Management, (6th Edition,H. Igor Ansoff), 2013
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RS (Direction of Dell), _F#Fzt 4 H 4, 1999.

SELT (Positioning). Jack Trout. H [E i B it 2001.

FEAL (The New Positioning). Jack Trout. H [ B B H it 2009.

The Management of Strategy: Concepts and Cases (11th Edition, R. Duane Ireland

Robert E. Hoskisson, Michael A. Hitt), 2013.
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