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Biography:  

João Cotter Salvado holds a Ph.D. in Strategy and Entrepreneurship from London Business 
School, and he is currently an Assistant Professor at Católica Lisbon School of Business and 
Economics. He has an Undergraduate and Master’s Degree in Economics from Nova SBE and a 
Master’s Degree in Nongovernmental Organizations (NGO) Management and Development from 
London School of Economics and Political Science (LSE). Before starting his Ph.D., João was the 
Research Director at IES - Social Business School. Over the past ten years, he has been 
developing and teaching courses in strategic innovation, entrepreneurial experimentation, and 
impact innovation and entrepreneurship. He has founded several ventures, including two 
international NGOs currently working in Mozambique and São Tomé e Príncipe. He regularly 
mentors and advises entrepreneurs and top managers. 
 
____________________________________________________________________________ 

Course overview and objectives: 
 
This course introduces you to the fundamentals of business strategy and analysis. It will cover the 
core tenants of strategic management, including strategic positioning, operating model, competitive 
advantage, and industry analysis. The course gives an overview of the field and provides you with 
the tools and insights to rigorously analyze a company’s strategy and develop one yourself. This 
will be achieved by a mixture of theory, cases, and tools, which will enable a practical exploration 
of the different dimensions of business strategy and analysis. 
 
_____________________________________________________________________________ 

Course content: 
 
Day One: What is strategy? 
In this session, we will discuss the concept of strategy and understand why it is crucial for 
successful performance. We will recognize the critical elements of an effective strategy and how to 
detect a bad strategy. We will discuss the basic framework of business strategy analysis we will 
use during the course, and we will understand the challenges of the strategy-making process. We 
aim to answer the following questions: 

• What strategy is and what it is not? Why do you need a strategy?  

• How can you design and analyze a company’s strategy? 

• What are the challenges behind the strategy-making process? 
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Day Two: How do you create value? 
In this session, we will examine the foundations of corporate success. We will discuss the 
importance of defining a clear customer scope and understanding customers’ needs. We will 
discuss the methodologies to determine the value dimensions of a good business strategy and 
compare different value propositions. We will examine the challenges behind the process of 
strategic innovation. We aim to answer the following questions: 

• Who are your customers, and what are the problems you want to solve?  

• What are the dimensions of value the customer cares about?  

• How can you design, test, and analyze an innovative value proposition? 
 
Day Three: How do you deliver value? 
In this session, we will discuss how to go from a value proposition to a combination of practices 
and choices to make an effective operating model. We will learn how to describe the different 
functional areas of the value chain and document each area’s signature practices. We will learn 
how to evaluate critical choices against a strategic position. We aim to answer the following 
questions: 

• What practices do you need to implement to deliver your value proposition?  

• What are the critical functional choices you have to make?  

• How can you make sure your operating model delivers the intended value? 
 
Day Four: How do you capture value? 
In this session, we will look inside the concepts of uniqueness and competitive advantage and how 
they complement our position and operating model. We will discuss the different types of 
competitive advantage. We will examine the various sources behind it. We aim to answer the 
following questions: 

• How can you create and manage sources of uniqueness?  

• How can you protect profitability and prevent replication by other firms?  

• How to build something exceptional from our solution? 
 
Day Five:  What is the role of the external environment? 
In this session, we will focus on the industry where a firm is embedded. We will discuss the types 
of forces in an industry and how they can influence our business strategy. We will examine how 
industry analysis can improve the strategy-making process. We aim to answer the following 
questions: 

• How do your internal choices fit the external environment? 

• How to take advantage of opportunities and cancel out threats of your industry? 

• How can you benefit from the context where you are embedded? 
 
_____________________________________________________________________________ 

Required background: 
 
No required background. 
 
_____________________________________________________________________________ 

Grading: 
 
The evaluation will be a result of class participation (30%), engagement in individual and/or group 
tasks (30%), and the final exam (40%). The class participation is determined by the Professor’s 
assessment of your constructive contribution to the class, particularly in terms of enhancing the 
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learning experience of others. The engagement in class tasks is determined by your dedication, 
creativity, and correct application of knowledge. The final exam will take place on the last day of 
the course. 
 
_____________________________________________________________________________ 

Optional Bibliography: 
 
You are not required to read all the following articles and books. They are recommended for people 
looking for more background reading on each of the course’s topics. Some additional materials 
such as cases and tools will be provided as classes progress. 
 
Day One: 

• Markides, C. (1999). Six Principles of Breakthrough Strategy. Business Strategy Review. 

• Markides, C. (2000). All the Right Moves: A Guide to Crafting Breakthrough Strategy. 
Harvard Business School Press. 

• Porter, M. (1996). What is Strategy? Harvard Business Review. 

• Rumelt, R. (2017). Good Strategy, Bad Strategy. Profile Books. 
 

Day Two: 

• Christensen, C. (2016). Innovator’s Dilemma: When New Technologies Cause Great Firms 
to Fail. Harvard Business Review Press. 

• Markides, C. (1997). Strategic Innovation. Sloan Management Review. 

• Markides, C. (2006). Disruptive Innovation: In Need of Better Theory. Journal of Product 
Innovation Management. 

• Kim, W. and R. Mauborgne (1996). Value Innovation: The Strategic Logic of High Growth. 
Harvard Business Review. 
 

Day Three: 

• Casadesus-Masanell, R. and J. E. Ricart (2010). From Strategy to Business Models and 
On to Tactics. Long Range Planning. 

• Casadesus-Masanell, R. and J. E. Ricart (2011). How to Design a Winning Business 
Model. Harvard Business Review. 

• Gratton, L. and S. Ghoshal (2005). Beyond Best Practice. Sloan Management Review. 

• Porter, M. (1985). Competitive Advantage: Creating and Sustaining Superior Performance. 
Free Press. 
 

Day Four: 

• Barney, J. (1995). Looking Inside for Competitive Advantage. Academy of Management 
Executive. 

• Eisenhardt, K. and J. Martin (2000). Dynamic Capabilities: What are they? Strategic 
Management Journal.  

• Porter, M. E. (1980). Competitive Strategy: Techniques for Analyzing Industries and 
Competitors. Free Press. 

• Prahalad, C. K. and G. Hamel (1990). The Core Competence of the Corporation. Harvard 
Business Review. 
 

Day Five: 

• McGahan, A. and M. Porter (1997). How Much Does industry matter, really? Strategic 
Management Journal. 
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• Porter, M. (1996). How Competitive Forces Shape Strategy. Harvard Business Review. 

• Porter, M. (2008). The Five Competitive Forces that Shape Strategy. Harvard Business 
Review. 

• Sull, D. (1999). Why Good Companies Go Bad. Harvard Business Review.  
 
General: 

• Besanko, D., D. Dranove, M. Shanley and S. Schaefer (2013). Economics of Strategy. 
John Wiley & Sons Inc. 

• Boudreau, K. (2021). Designing Your Company: Creating, Delivering, and Capturing 
Value. Harvard Business School Strategy Unit Working Paper. 

• Grant, R. (2012). Contemporary Strategy Analysis. Wiley-Blackwell Publishing. 
 
_____________________________________________________________________________ 

Extra Costs (case studies, platforms,...): 
 
N/A 
 
_____________________________________________________________________________ 

Miscellaneous information: 

 
N/A 
_____________________________________________________________________________ 

Code of conduct and ethics: 
 

Católica Lisbon School of Business and Economics is a community of individuals with diverse 
backgrounds and interests who share certain fundamental goals. A crucial element to achieve 
these goals is creating and maintaining an atmosphere contributing to learning and personal growth 
for everyone in the community. The success of CATÓLICA-LISBON in attaining its goals and 
maintaining its reputation of academic excellence depends on the willingness of its members, both 
collectively and individually, to meet their responsibilities. 

Along with all the other community members, students are expected to follow professional 
standards and CATÓLICA-LISBON standards of Academic Integrity. Some details should be 
mentioned here: Please arrive on time for class with uninterrupted attendance for the class’s 
duration.  Signing an attendance sheet for anyone else in the class constitutes fraud and a violation 
of the CLSBE code of conduct. Use of computers and other electronic devices during the class is 
not allowed unless expressly requested by the course instructor. Students who persistently act in 
a disruptive and disrespectful manner during the class session may be invited to leave. 

Students are expected to behave at all times according to the fundamental principles of academic 
integrity, including honesty, trust, fairness, respect, and responsibility. In particular, 

a) In individual graded assignments of any type, students may not collaborate with others 
or use any materials without explicit permission from the instructor of the course; 

b) In group assignments and reports, all students listed as authors should have performed 
a substantial amount of work for that assignment; 

c) It is dishonest to fabricate or falsify data in experiments, surveys, papers, reports or other 
circumstances; fabricate source material in a bibliography or “works cited” list; or provide 
false information in other documents in connection with academic efforts; 
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d) Plagiarizing, i.e., “to steal and pass off the ideas or words of another as one’s own and or 
to use another’s production without crediting the source” (Merrian-Webster Dictionary), is 
an Academic Integrity breach. It can be avoided by using proper methods of documentation 
and acknowledgment. Visit this guide for additional resources on how to avoid plagiarism 
in your written submissions  http://en.writecheck.com/plagiarism-guide 

e) In exams, students must not receive or provide any unauthorized assistance. During an 
examination, students may use only material and items authorized by the faculty. Use of 
smartwatches or other communication devices is not permitted during the exam.  

Academic integrity breaches will be dealt with in accordance with the school’s code of Academic 
Integrity: https://www.clsbe.lisboa.ucp.pt/system/files/assets/files/academicintegritycode.pdf  

_____________________________________________________________________________ 
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