AEB 6385 - Section 9018, Fall 2007
Management Strategies for Agribusiness Firms

Course Concept:
AEB 6385 is an integrated capstone course for the FRED Track 2 MAB program. It is designed to
help students synthesize across their formal and informal learning of the general principles of
marketing, finance, accounting and human resource management. Stated simply, this course will help
you transition from being a student to being a working professional, from a focus on class content to a
focus on problem solving in the working world. As you make that transition, you will need a basic set
of skills, including the ability:
...to assess situations (What’s the problem?)
...to analyze problem settings (What are possible solutions to the problem?)
...to choose wisely (What is the preferred solution to the problem?)
...to defend your choices (Why is a solution THE solution?)

= ...to persuade successfully (How do you convince others to agree with you?)
The course presents both the theory and the practical application of strategic management concepts as
a template to learn and to guide your development of this basic skill set.

Facilitator/Instructor
James Sterns

Associate Professor Office Hours:
Dept. of Food & Resource Economics Mondays & Wednesdays, 3:00 — 4:30 pm
Room 1183 McCarty Hall Other times by appointment

Office Phone: (352) 392-1826 Ext. 222
Fax: (352) 846-0988
E-mail: jasterns@ufl.edu

Secretarial and Administrative Support
Nancy Baker, Rm. 1197 McCarty Hall, A-wing, ph. (352) 392-1826 ext 210

Classroom & Times
M-W-F, Period 7, 1:55 - 2:45 pm, Rm. MAEB 0234

Required Readings
e Assigned readings as found in course packet and distributed in class.
e Four case studies
e A “popular-press” book on management/entrepreneurship (to be determined early in the
semester by class consensus).

Course Objectives

The course objectives of AEB 6385 are:

e Be able to define and distinguish between basic concepts like “strategy”, “strategic planning,”
“strategic thinking” and “strategic management” and incorporate this understanding in their
management approaches and skill sets;

e To practice the art of informed decision making through case analysis;

e To gain first-hand perspectives by listening to and talking with practitioners of informed
decision making and strategic management;

e To demonstrate competency in the art of informed decision making and strategic management.




Class Contribution Policy
The course format is the antithesis of a series of lectures void of class participation. Everyone is
expected to contribute to class discussions, and this participation is vital to both the academic
performance of each student and the overall learning environment in the classroom. All questions
are welcomed!

Course Assignments

Assigned Reading: Much of the core course content will be provided through handouts and other
assigned readings provided in the course packet. As the semester progresses, writing assignments
and in-class exercises will be used in association with these readings.

Case Studies: During the semester, there will be four case studies. You will be responsible for
preparing written assignments as directed prior to the discussion of these cases. Written
assignments should be submitted at the beginning of class, and should be typewritten and free of
spelling and grammatical errors. Information on what is expected for the case study reports will be
given out during the semester, but in general, students should demonstrate the application and
synthesis of concepts from all previous courses in their analysis and conclusions concerning each
case.

Management Book Presentation: Students are required to prepare lesson plans to teach portions of
a “popular” strategic management book, as selected by class consensus. At assigned intervals,
students should come to class prepared to present a 15-20 minute discussion of the main issues of an
assigned reading within the book (including what you felt was strong and weak about the assigned
chapter(s)). The entire class will participate in an on-going discussion of the book as the course
progresses. A written exam will be given at the conclusion of these presentations.

Guest Speakers: My goal is to have between 1 and 3 industry professionals give guest lectures to the
class. As their schedules permit, and as appropriate, assignments will be given in advance of their
visits. These assignments may involve analyses of their companies, markets and sectors (e.g.,
SWOT analysis, competitor analysis, value-chain analysis, industry profiles, etc.)

Evaluation and Grading Scale

Evaluation Grading Scale

Class Activities 30% 4.0 % grade => 92.0%
In-class exercises 35 % grade => 87.0%
Written assignments 3.0 % grade => 81.0%
Case Studies (10% each)  40% 2.5 % grade => 76.0%
Book club reviews/exam _30% 2.0 % grade => 70.0%
Total 100% 15 % grade => 65.0%
1.0 % grade => 60.0%

Note: Class participation, attendance, and level of commitment to group activities will factor into
your final grade. Strong performance in these areas can increase your final grade by up to 7
percentage points, while poor performance can decrease your final grade by up to 7 percentage
points.



Academic Honesty and Honor Code

In 1995 the UF student body enacted a new honor code and voluntarily committed itself to the highest
standards of honesty and integrity. When students enroll at the university, they commit themselves to
the standard drafted and enacted by students.

In adopting this honor code, the students of the University of Florida recognize that academic honesty
and integrity are fundamental values of the university community. Students who enroll at the
university commit to holding themselves and their peers to the high standard of honor required by the
honor code. Any individual who becomes aware of a violation of the honor code is bound by honor to
take corrective action. The quality of a University of Florida education is dependent upon community
acceptance and enforcement of the honor code.

The Honor Code: We, the members of the University of Florida community, pledge to hold
ourselves and our peers to the highest standards of honesty and integrity.

On all work submitted for credit by students at the university, the following pledge is either required or
implied: “On my honor, | have neither given nor received unauthorized aid in doing this
assignment . ”

The university requires all members of its community to be honest in all endeavors. A fundamental
principle is that the whole process of learning and pursuit of knowledge is diminished by cheating,
plagiarism and other acts of academic dishonesty. In addition, every dishonest act in the academic
environment affects other students adversely, from the skewing of the grading curve to giving unfair
advantage for honors or for professional or graduate school admission. Therefore, the university will
take severe action against dishonest students. Similarly, measures will be taken against faculty, staff
and administrators who practice dishonest or demeaning behavior.

Students should report any condition that facilitates dishonesty to the instructor, department chair,
college dean or Student Honor Court.

(Source: 2007-2008 Undergraduate Catalog)

It is assumed all work will be completed independently unless the assignment is defined as a group
project, in writing by the instructor.

This policy will be vigorously upheld at all times in this course.

Software Use

All faculty, staff and students of the university are required and expected to obey the laws and legal
agreements governing software use. Failure to do so can lead to monetary damages and/or criminal

penalties for the individual violator. Because such violations are also against university policies and
rules, disciplinary action will be taken as appropriate.



Campus Helping Resources

Students experiencing crises or personal problems that interfere with their general well-being are
encouraged to utilize the university’s counseling resources. Both the Counseling Center and Student
Mental Health Services provide confidential counseling services at no cost for currently enrolled
students. Resources are available on campus for students having personal problems or lacking clear
career or academic goals, which interfere with their academic performance. The Counseling Center is
located at 301 Peabody Hall (next to Criser Hall). Student Mental Health Services is located on the
second floor of the Student Health Care Center in the Infirmary.

e University Counseling Center, 301 Peabody Hall, 392-1575, www.counsel.ufl.edu

e Career Resource Center, CR-100 JWRU, 392-1602, www.crc.ufl.edu/

e Student Mental Health Services, Rm. 245 Student Health Care Center, 392-1171,
www.shcc.ufl.edu/smhs/

Alcohol and Substance Abuse Program (ASAP)

Center for Sexual Assault / Abuse Recovery & Education (CARE)
Eating Disorders Program

Employee Assistance Program

Suicide Prevention Program

Students with Disabilities

The Disability Resource Center coordinates the needed accommodations of students with disabilities.
This includes registering disabilities, recommending academic accommodations within the classroom,
accessing special adaptive computer equipment, providing interpretation services and mediating
faculty-student disability related issues.

Room 0001, Reid Hall, 392-8565, www.dso.ufl.edu/drc/



http://www.counsel.ufl.edu/
http://www.crc.ufl.edu/
http://www.shcc.ufl.edu/smhs/
http://www.dso.ufl.edu/drc/

Reading List for AEB 6385, Fall 2007

See course packet, which can be bought at Target Copy, 1412 W. University Ave, 376-3826.

What is Strategy?
1. “Theory and Research in Strategic Management: Swings of a Pendulum” by Hoskisson , et al.,
Journal of Management, 1999, 25:3:417-456
2. “Towards an Organic Perspective on Strategy” by M. Farjoun, Strategic Management Journal,
2002, 23:561-594.
3. “Mid-Missouri Energy” by F. Reinhardt, et al., 2006, Harvard Business School Publishing,
Document Number 9-706-016.

Strategic Planning

4. “The Fall and Rise of Strategic Planning” by H. Mintzberg, 1994, Harvard Business Review,
Jan-Feb. issue, pp. 107-114.

5. “The Real Value of Strategic Planning” by S. Kaplan and E. Beinhocker, MIT Sloan
Management Review, Winter 2003, pp. 71-76.

6. “Multiple Scenario Development: Its Conceptual and Behavioral Foundation” by P.
Schoemaker, 1993, Strategic Management Journal, 14:193-213.

7. “Strategic Planning at United Parcel Service” by D. Garvin and L. Levesque, Harvard Business
School Publishing, 2006, Document Number 9-306-002.

Strategic Management and Entrepreneurs

8. “The Questions Every Entrepreneur Must Answer” by A. Bhide. 1996, Harvard Business
Review, Nov.-Dec. issue.

9. “Writing a Business Plan: The Basics” Chapter 5, excerpted from Entrepreneur’s Toolkit: Tools
and Techniques to Launch and Grow Your Business, 2006, Harvard Business School
Publishing Corporation.

10. “Note on Building the Self-Sustaining Firm”, by A. Bhide, 1996. Harvard Business School
Publishing, Document Number 9-395-200.

11. “Eager Sellers and Stony Buyers” by J. Gourville, June 2006. Harvard Business Review.

12. “Nest Fresh Eggs (A)” by T. Amabile and V. Winston, October 2006, Harvard Business School
Publishing, 2006, Document Number 9-806-056.

Strategy Implementation

13. “Blue Ocean Strategy” by W. Chan Kim and R. Mauborgne, October 2004, Harvard Business
Review.

14. “Blue Ocean Strategy: From Theory to Practice by W. Chan Kim and R. Mauborgne,
California Management Review, Spring 2005, 47:3:105-121.

15. “Note on Implementing Strategy” by Kenneth R. Andrews, Harvard Business School
Publishing, 1988, Document Number 9-383-015.

16. “What Makes an Effective Executive” by P. Drucker, 2004, Harvard Business Review, June
issue.

17. “It’s Not What You Think” by H. Mintzberg and F. Westley, 2001, Spring 2001, MIT Sloan
Management Review, pp. 89-93.

18. “In-N-Out Burger”, Youngme Moon, Harvard Business School Publishing, 2006, Document
Number 9-503-096.



