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INDIANA UNIVERSITY OF PENNSYLVANIA
DEPARTMENT OF MANAGEMENT
MGMT 403/503 SMALL BUSINESS PLANNING

PREREQUISITES: ACCT 300, BTED/IFMG/COSC 101, MGMT 325
(Undergraduate). Permission (Graduate)

CATALOG DESCRIPTION:

Integrates the content of much of the business core and relates it to the
business planning for small businesses and entrepreneurial efforts. The
student will be introduced to the concepts which will support the
development of an effective business & marketing plan.

COURSE DESCRIPTION:

In MGMTS503, in addition, students are expected to integrate and apply
concepts from prior course work in the analysis and production of a
business & marketing plan for an actual local small business.

COURSE OBJECTIVES
Main objective of the course is to utilize the theoretical knowledge and
skills of students to provide assistance to local businesses and other
organizations, thereby providing students with not only valuable hands-
on experience but also the ability to enhance their understanding of the
theory. A project is at the center of the MGMT403/503 course.
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The students are required to:
(1) Work closely with the instructor,
(2) Interact with the client at the work premises, and

(3) Undertake whatever research is necessary to complete
the project (e.g., library research, primary research, etc.).

The final output of the team will include a written report and formal
presentation to the client.



Specific Objectives

The objectives of this course are as follows:

5 in an actual

a major source of economic growth, wealth, and
jObS in this country.
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; for the region.

GRADING PROCEDURES

judg s of timeliness (e.g., due by week 7) and
quality (the report should be complete and very high quality). Failure to meet this
deadline and quality requirement will hurt your final grade.

(DUE FRIDAY EACHWEEK) ... ....... 5%
of each log.
(FINAL, COMPLETE) . ........... 45%
.............. 10%
i (WGROUP & CLIENT).......... 5%

Professionalism includes being on time for meetings with group, faculty, and
clients; producing high quality, timely work; demonstrating a high level of
personal responsibility; etc.

15%




During the semester, students will be required to meet with the class during the
regularly scheduled class perlod ThIS will ent i some of

*TOPIC #
1

2

ACTIVITIES

, general management; the

geme
qf”s’(rategy
S Define “management”
Define “general management”
Define “strategy”
Mission; Objectives; Business Level Strategy (B-L-S);
Level Strategy (C-L-S)
. Relate/develop/express Mission

Statement, Objectives, Business Level Strategy and
Corporate Level Strategy for your client
Strengths, Weaknesses, Opportunities, and Threats
(SWOT); Key Success Factors (KSFs); 5 Forces of
Industry Competition (Industry Structure); Strategic

Prebare Stl;ateglc Map and Perform 5 Forces
Analysis of your client

| (SBA) &
iness Planning (Guest Speaker)



WEEK #

1&2

5-6

8-10

11
13
14

15

ACTIVITIES

Introduction

Client Meetings

Problem Definition
Development of Objectives
Initiation of Research

Client Meetings
Continue Research

Develop methodology and research project

Finalize Research
Prepare Report Outline
Begin First Draft

Revised Formal Report Due




The report is written for the client. The report will be a professionally prepared
manuscript of the highest quality. It is a detailed, descriptive and analytical report
that includes the following major components:

o Title Page

e Executive Summary

o Table of Contents

¢ Introduction

o Body of Report (5 or more chapters)
e A variety of forms

o Bibliography/References

e Appendices

¢ Other sections as appropriate/required (see syllabus for details of the report)

REQUEST FOR COUNSELING

LETTER OF ENGAGEMENT

CONFIDENTIALITY STATEMENT

CLIENT ACKNOWLEDGMENT FORM

SUMMARY OF HOURS REPORT

WEEKLY LOGS (for each team member)

INTERIM REPORT - OBJECTIVES AND METHODS
FINAL REPORT (SEE NEXT PAGE FOR DETAILS)

FORMAL PRESENTATION TO CLIENT

EVALUATION OF GROUP MEMBERS

THIS REPORT SERVES THREE CRITICAL PURPOSES:
5



(1) PROVIDE HISTORICAL BACKGROUND/OVERVIEW OF COMPANY
(2) SPECIFY "WHAT IS TO BE DONE"
(3) DETAIL "HOW IT IS TO BE DONE"

CHAPTERS 1 & 2 INCLUDE THE FOLLOWING:




. COPIES TO CLIENT, AND SBI DIRECTOR (2) - TOTAL OF 3 COPIES

. PROFESSIONAL (THE

................................

TITLE PAGE 1

CLIENT ACKNOWLEDGMENT FORM 1
TABLE OF CONTENTS 1-3
EXECUTIVE SUMMARY 2-4
CHAPTER 1 - HISTORY & OVERVIEW 4-8*
CHAPTER 2 - OBJECTIVES & METHODOLOGY 5-9%
CHAPTER 3 - STRATEGIC OVERVIEW 10
CHAPTER 4 - ANALYSIS CONDUCTED 25-75%
CHAPTER 5 - RECOMMENDATIONS 3-6%
52 - 117+
BIBLIOGRAPHY/REFERENCES 1
LETTER OF ENGAGEMENT 1-2
REQUEST FOR COUNSELING (FORM 1062) 1
SUMMARY OF HOURS 2
CONFIDENTIALITY STATEMENT 1

APPENDICES (SECONDARY INFORMATION) VARIOUS




)

general management, strategy and strategic management.

e MISSION STATEMENT (Prepare one if the organization does not already have
one)

o OBJECTIVES OF ORGANIZATIONS (Either explicit of implicit objectives)

e STRATEGY OF ORGANIZATION (Express in terms of Business Level (BLS) and
Corporate Level (CLS) as appropriate for your client)

e CONDUCT SWOT ANALYSIS OF ORGANIZATION

o IDENTIFY KEY SUCCESS FACTORS FOR THE INDUSTRY IN WHICH YOUR
CLIENT IS PRIMARILY INVOLVED.

e IDENTIFY YOUR CLIENT'S PRINCIPAL COMPETITORS

e DEVELOP STRATEGIC GROUP MAP
CONDUCT COMPETITIVE ANALYSIS BASED ON PREVIOUS 3 POINTS AND 5
FORCES OF INDUSTRY COMPETITION (INDUSTRY STRUCTURE)

e SUMMARIZE THE STRATEGIC POSITION OF YOUR CLIENT AND MAKE
RECOMMENDATIONS REGARDING THEIR STRATEGIC OPTIONS
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