Strategic Management Project:  
Final Written Report

Ver. 1.3
As summarized in the handout distributed at the beginning of the Strategic Management Project, you are performing the tasks of junior analysts in a large consulting firm. You are preparing a study that will be marketed to other firms that sell to, buy from, or compete with the company you are analyzing.  
Therefore the final written report of your team has to serve two kinds of people. The first is senior consultants in your consulting firm.  They will read the report before they advise the companies that buy it.  It will provide the basic elements of the recommendations they will make to the clients about how the clients should learn from and deal with the company you are analyzing.  It must also provide data that consultants will use to support the recommendations.  

The second kind of reader is the executives in the client companies.  Few of them will read the report from cover to cover.  But they will read the Strategic Introduction and they will page through the other chapters for more information.  

In the Marketing assignment your group listed companies are the likely clients for your report.  (If you are unsure about these potential clients, please call the instructor.)  Before completing the oral or written reports, think about what the executives of client companies need to understand about the company you are studying.  Your report should include basic information about your company.  Don’t assume executives of client companies know the basics – you’d be surprised what they don’t know.  But try to focus your report and especially the Strategic Introduction on things they may not know and should know.  To serve your report’s two audiences, structure it as follows:  

The Strategic Introduction:  This is by far the most important part. The busy senior consultants and executives will be sure to read this.  You cannot assume they will read the rest of the report.  Therefore, the Strategic Introduction should not only summarize what is most important for client companies to know.  It should also provide data and anecdotes that will make your argument interesting, credible, and easy to understand.  
As discussed early in the course, the introduction must tell the most important points a company competing with, selling to, or buying from the firm must know.  It must also tell what lessons other businesspeople can learn from the firm and from its efforts to compete. 
To do this, the introduction must answer these basic questions about the company:  What does it do for its customers?  Has it created (or does it seem to be on the way to creating) sustained competitive advantage in its industry?  If so, how?  How can other businesspeople learn from the way it created competitive advantage?  If not, what are the prospects that it will be a profitable and successful firm in the future? What actions do you think the senior executives of your firm have to take to continue its success (if it is successful) or to make it successful (if it is not successful now)?

The introduction should be from 3 to 5 double-spaced pages in length.  (You don’t get extra credit for writing a longer introduction.  But you do have to provide clear answers to the above questions and basic data to support your arguments.)    
The remainder of the chapters consists of information you gathered in the modules.  However, it is important to review and edit each module.  You know much more about your company now than you did in the first weeks of the course, and you also have feedback from the instructor.  Put this to good use.  Some groups have been sloppy in writing up the modules.  The preparation of the final report is an opportunity to convert them into really solid analysis.
It is not necessary to rewrite the modules into essay format.  You may provide the information you gathered in question and answer format.  If you do this, include the questions you are answering along with the answers, so the readers can easily understand what you are saying.  If you choose not to use Q & A format for the modules, please include many subheadings in each module so it is easy for a reader skimming for an understanding of particular issues to find what he or she needs.  
Report the sources of all important factual information and opinions of people outside your group.  The Organization and Management Department requires the Modern Language Association (MLA) system.  The 5th edition of the MLA Handbook for Writers of Research Papers is available in the Spartan Bookstore.  A useful short guide to the system, including information on citing web pages as well as books, magazines, and newspapers is at http://owl.english.perdue.edu/handouts/research/r_mla.html. (If you have trouble reaching this page, try going to http://owl.english.perdue.edu and clicking the “research and documenting sources” link.)  The instructor will be happy to discuss the use of this system if you do not understand it.  
The Rest of Your Report.  Your final report should consist of the Strategic Introduction, six chapters, and (unless you choose to provide complete information on sources in footnotes on each page), a Works Cited list.  They will be as follows:  

Chapter One:  History.  This will be based on Module B, but you know more about the firm’s history than you did when you prepared Module B.  Review to be sure that all the important events you now know about are included. 
Chapter Two:  External Analysis. Based on Module A. 

Chapter Three:  Internal Analysis.  Based on Module B. 

Chapter Four:  Issues in Business-Level Strategy.  Based on Module C. 

Chapter Five:  The Value Chain, and Technology and Global Dimensions of Strategy.  Based on Module D. 

(Note:  You may split this chapter into two or three if you think it will help readers to understand your company. You may also leave out some of the questions if you believe they are irrelevant to your company.)
Chapter Six:  Corporate-Level Strategy.  Based on Module E.

Works Cited – Complete information on works used, following rules of MLA style.   
If you have questions, your consulting firm’s “corporate headquarters” can be reached at 408 924-3573; email wood_rc@cob.sjsu.edu.  The boss’ cell phone number is 408 309-4081.  
