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     The course offerings for the Fall 2008 

Interterm Intensive session fulfill several 

objectives. These classes provide learning 

opportunities that are not easily available in 

the standard course format.  Some workshop-

style classes focus on specific capabilities that 

students can add to their business òtool kits.ó  

Others, such as the corporate cases (deep 

dives), give students hands-on opportunities to 

apply, test and extend what they have learned 

in previous courses. All of the courses develop 

skills and perspectives that will be beneficial in 

summer internships and full-time jobs.  All 

courses require a high degree of student 

participation and involvement.  

     The classes offered primarily to first-year 

MBA students are designed to add additional 

skills to the business repertoire and increase 

readiness for the upcoming summer 

internship. 

     The courses offered primarily to second-

year and one-year MBA students provide 

opportunities to extend and apply skills and 

knowledge learned in the core and elective 

classes. They provide direct practical 

experience using simulations, projects or live 

problems.  The classes add to the studentõs 

experience base, helping prepare them for a 

strong start as they begin their full-time jobs 

following graduation. 

     All Interterm Intensive courses will be 

graded on a  òsatisfactoryó / òunsatisfactoryó 

scale. 
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 General Information    
     The Interterm Intensives are offered both in the fall and  

spring semesters. 

     In the fall, Interterm Intensives occur between Module 1 and 

fall break.  All MBA students are required to take 2 credit hours 

during InterTerm.  (An additional one credit hour can be taken 

based on space availability and with approval from the Student 

Services Office.)  

     Alternatively, students may meet this requirement by taking 

the two credit hour study abroad option offered in the same time 

frame. 

     The intensive week includes the full Monday through Thursday 

period.  Students are required to attend all class sessions.                                 

     Classes will vary in how many hours or days they meet 

during that week.  For example, some classes may involve a blend-

ing of online coursework and classroom sessions.  Others may 

require small group meetings or one-on-one sessions in lieu of 

class time.   

General Information  
& Registration  

Registering for Interterm  

Intensives Courses  

 
¶ Students will receive a copy of the Interterm brochure on 

Tuesday, August 26, 2008, in their mailboxes. 

¶ The registration request period for the Fall 2008 

session will begin Friday, August 29, 2008, and 

end at 5 p.m. Friday, September 19, 2008. 

¶ To submit your class registration requests, simply 

go to:  http://mba.nd.edu/intertermReg and fill 

out the form. 

Application Requirements for 

the Study Abroad Program : 
¶ Minimum cumulative GPA of 3.0 before the start of the Fall  

2008 semester 

¶ Two-year students must be in their second year 

¶ One-year students can apply for Fall 2008 

To Apply : 
¶ Applications will be accepted through the MBA Student 

Services Office 

¶ Phone:  574-631-3280 

Required Course: 
Business Research, Decision Making, 
and Communication Fundamentals 

(2 Credit Hours) 
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First Year Students 

     Critical skills in todayõs business world involve being able to 

identify and find the information needed to make sound business 

decisions, organizing and òframingó the business solution in a 

way that is easy to understand, and having the ability to com-

municate effectively these solutions.  The thorough development 

of these skills is often the key to advancing into leadership roles 

within a business. 

     The required introductory Interterm Intensive course that 

has been developed for First-Year MBA students provides a great 

foundation and experience in each of these crucial skill sets.  In 

this course, students will participate in a Case Competition in 

which student teams compete against each other in the solving 

of a case involving a Corporate Social Responsibility issue of the 

type faced by todayõs Fortune 500 companies.  The case will 

require students to analyze the issue with respect to both its 

business and social implications and will draw on material taught 

in the first module.  Along the way, students will receive train-

ing and experience using the resources of the Mahaffey Business 

Information Center to search for information.  They will be 

exposed to a framework for organizing information for presenta-

tion that is utilized by leading consulting firms and corporations.  

They also will receive advice from an expert in making business 

presentations.  Each student team will develop and deliver a 

final presentation before a panel of judges that offers their 

solution to the business problem.  Teams will be ranked on their 

performances relative to their peers.   

     Students taking this course will gain: 

¶ An understanding of important communications methodolo-

gies and frameworks 

¶ Exposure to key business research tools and information 

sources 

¶ Advice and experience (practice) in the area of presentation 

skills 

¶ A greater understanding of the type of Corporate Social 

Responsibility challenges that are faced by world-class 

companies 

 

All concentrations will be well served by this course.  
 

http://mba.nd.edu/intertermReg


     The intermediate version is appropriate for students who only 

have a basic knowledge of Excel.  It covers data entry, frequently 

used functions, logic statements, data transformations, graphing and 

charting, and a number of standard business applications.  This 

version is intended for students without substantial experience using 

Excel prior to entering the MBA program.   

     The advanced version is appropriate for students who have a 

stronger knowledge of Excel.  It covers macros, database functions, 

pivot tables, importing data from Web sites and project evaluations.  

This version is intended for students with substantial prior training 

and/or experience using Excel who wish to both refresh and deepen 

their knowledge. 

     Both versions of the course will be conducted in a hands-on 

setting and will take place in a computer lab.  Students will be 

challenged to use their critical thinking and Excel skills to find 

effective solutions to realistic business problems.   

     Students taking either version of this class can expect to gain: 

¶ Knowledge of how to best organize data for effective analysis 

and decision making 

¶ An excellent grasp of the capabilities afforded by using Excel 

to support business decision making 

¶ The ability to better understand data and to make data more 

interpretable and visible to others 

 

All concentrations will be well served by this course. 

Excel - Two Sections of This Course:   
Intermediate & Advanced  (1 Credit Hour Each) 
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     This course is designed to provide students with an ability to 

identify and obtain competitive business intelligence data.  This class 

will be conducted in the Business Information Center and students 

will learn how to use a variety of important business information 

gathering tools.  The students who select this course will learn to 

identify competitive intelligence needs, efficiently collect data using a 

variety of sources, and analyze and communicate this information in 

an effective manner.   

     Students taking this course can expect to gain: 

¶ An ability to efficiently locate reliable business information 

¶ Experience with key traditional business information resources 

¶ Experience with important non-traditional business information 

resources 

     This class will provide first year MBA students with a variety 

of techniques that will be very valuable to them during their sum-

mer internship experience. 

Competitive Intelligence & Business  
Information Resources  (1 Credit Hour) 

Second -Year and  
One-Year  Students 
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Creating an Experiential Marketing 
Campaign:  The Case of  

Ogilvy & Mather 
(Deep Dive) 

Deep Dive Offerings 

2 Credit Hours 
Each 

     The world of marketing is a constantly evolving space.  

In conjunction with Ogilvy & Mather, a world-class marketing 

agency, we are pleased to offer this òliveó case course.  Over 

the course of the last two decades, many new marketing 

approaches have appeared as efforts to reach targeted con-

sumers have become more sophisticated and less reliant on 

traditional advertising methods. In the last few years, the 

rapidly evolving concept of Experiential Marketing has ap-

peared. From ambassadorship to word of mouth, from buzz 

marketing to full-fledged engrossing brand experiences, todayõs 

marketers have created fully integrated, 360-degree marketing 

campaigns.  Students in this course will function as firm 

personnel and will develop a non-traditional marketing cam-

paign for a client, the International Rett Syndrome Founda-

tion, which will assist this non-profit organization to broaden 

awareness for this syndrome and expand the support base to 

fight the disease and assist families who suffer from it. 

     Students taking this course will expect to: 

¶ Increase exposure to experiential marketing techniques 

¶ Gain exposure to the processes used in a world-class 

agency 

¶ Obtain experience in developing a significant marketing 

campaign 

¶ Assist a not-for-profit group with its marketing efforts 

¶ Gain exposure to and feed back from business and 

industry leaders 

 

Students interested in marketing, brand management, or 

advertising would be well served by this course. 
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     This Deep Dive course is designed to expose students to 

the methodology and practice of innovation to solve business 

problems and create a foundation for managing through 

change.  Students in this course will learn how to get past 

the barriers of existing models and beliefs that they hold to 

be true and which prevent breakthrough thinking.  They will 

be asked to put together a model on a live business problem, 

that identifies and creates processes to transform functions, 

products, or businesses during change.  The class will be 

conducted in a workshop style and students will be required 

to complete a series of exercises.  (All students enrolled in 

this course will be required to sign a non-disclosure agree-

ment.)   

     Students taking this course will: 

¶ Enhance their awareness for and ability to build end-to-

end òmapsó  

¶ Gain experience in managing internal and external rela-

tionships that lead to a shared vision  

¶ Develop an appreciation for innovation beyond the 

product ( i.e., business results and processes)  

     Students will meet Carolina Mata, Notre Dame MBA õ05 

and Marketing Director for Sears Sales and Marketing at 

Whirlpool Corporation (Whirlpool Certified Innovation Consult-

ant) as well as Christopher Ball, General Manager - Best Buy, 

Whirlpool Corporation.   

 

All concentrations will be well served by this course. 

 

Deep Dive Offerings 

2 Credit Hours 
Each 

Transformational Change: 
Using Innovation to Lead Change at 

Whirlpool Corporation 
(Deep Dive) 

Six Sigma  (2 Credit Hours) 

     This course has been designed as a workshop and contains a 

large participation component from the students.  It should not be 

thought of as a passive exercise, as students will learn the mechan-

ics of Six Sigma through an interactive online training instrument 

(30 hours of work).  Students then will become effective in using 

the Six Sigma tools that they have learned through a series of real- 

world simulations and exercises that will be facilitated by a deploy-

ment expert during the classroom portion of the course.  This 

blended course consists of an online self-study component that is 

designed to lead to mastery of the basic knowledge and techniques 

of Six Sigma, and an in-class component that is designed to provide 

experience applying the skills that have been learned.   

     Students taking this course can expect to: 

¶ Build technical skills in process design and improvement with 

an approach that is used widely in the financial services, 

manufacturing and health-care sectors 

¶ Practice executing implementation techniques with a practitio-

ner who has significant deployment experience and develop 

skills that will be extremely useful as they begin their full 

time job 

 

This course will be beneficial to students who are interested in 

finance or management development programs. 

Supply Chain Management - A Strategic  
Perspective  (2 Credit Hours) 

     Over the past 40 years, supply chain management has 

emerged as a critical business discipline, gradually achieving 

parity with the traditional mainstays of accounting, finance, 

management and marketing. The contemporary view incorporates 

critical elements of the traditional corporate silos of procure-

ment, manufacturing, finished goods distribution and marketing 

into an integrated set of business processes focused on delivering 

value to customers.  It spans not only functions but also geogra-

phy, and is critical to the success of any global enterprise.  

Because of this evolution, leading-edge firms regard supply chain 

management as a competitive weapon, not a disparate collection 

of separate functions.   

     Students taking this course can expect to gain:   

¶ An understanding of the strategic role of supply chain 

management and its relationship to corporate goals and 

objectives, including how it contributes to certain critical 

financial measures 

¶ Knowledge of the fundamental components of supply chain 

management, including customer relationship management, 

customer service management, demand management, order 

fulfillment management, manufacturing flow management, 

supplier relationship management, returns management and 

product development management 

 

This course will be beneficial to all MBA students. 
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Second -Year and  
One-Year Students 

Entrepreneurial Real Estate 
  (2 Credit Hours) 

     The entrepreneurial real estate course will provide stu-

dents with insights into the workings of real-life real estate 

transactions and include the experience of completing a prop-

erty acquisition within the full range of processes typically 

involved in such an investment.. 

     This course is custom-made to provide students with first-

hand knowledge and practice in researching, identifying and 

valuing real estate investments.  Students will work in teams as 

buyers and use historic and live data to identify and analyze 

existing investment opportunities in the greater Chicago mar-

ketplace.  With guidance from the instructor, teams will de-

velop and present their own case studies with respect to a 

specific investment or portfolio, including pricing, financial 

structuring and rationale for the proposed acquisition(s).  Stu-

dents will gain valuable experience in the process of research 

analysis, and valuation.  Every participant will learn how to 

evaluate existing and future opportunities in the real estate 

market relative to selecting and acquiring investment property.   

     Students taking this course can expect to gain:   

¶ Exposure to the property types as well as the essential 

methodologies, tools and skills used for creating and/or 

seizing real estate investments 

¶ Learn about the vital roles played by a variety of real 

estate specialists 

¶ Experience an actual real estate investment transaction 

process via hands-on learning in a team environment 

 

All concentrations would be well served by this course. 
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     In the last several years, competition in the office supply industry has 

become increasingly fierce.  Product assortment, pricing strategies and 

selling formats of the major competitors are very similar, making differen-

tiation between them difficult to discern.  Compounding these develop-

ments, secondary players are entering the office supply space, adding to 

the competitive pressure.  

     One successful strategy OfficeMax has employed to combat this lack 

of differentiation is to offer unique, proprietary brands and products that 

customers can only get from OfficeMax.  OfficeMax successfully launched 

such a brand, TUL, in 2006 and enjoyed the result of significant sales and 

profit increase in the writing instrument category with minimal cannibali-

zation of established, branded products.  Because of this success, OfficeMax 

is developing a number of additional new brands to build this proprietary 

brand portfolio. 

     In this course, students will work on the development of a strategic 

plan for the launch of a new brand and product initiative for OfficeMax.  

It is structured as an actual brand launch based on our current market 

position, category dynamics and industry trends.  (Each student enrolled 

in this course will be required to sign a non-disclosure agreement.)  

Students taking this course will work together to develop a pro-forma for 

the new brand and then will be split into teams focusing on one of two 

areas: developing a comprehensive launch plan that will maximize ROI, 

build awareness, drive trial and increase loyalty, or developing a method-

ology to determine the amount of space and placement that should be 

allocated to the new brand and recommend a pricing strategy that fits 

into and enhances the overall product mix and brand hierarchy. Each 

team will present its recommendations for its area of focus for the launch.   

     Students taking this course can expect to:   

¶ Analyze financial and industry data to pull out the key information 

needed to make an informed recommendation 

¶ Establish a unique brand positioning and develop a brand profile 

around which strategic plans can be built 

¶ Build and evaluate a marketing launch plan.  Examine tradeoffs in 

cost and effectiveness of marketing levers, with each lever playing a 

different role in driving awareness or trial or brand loyalty 

¶ Experience the benefits and limitations for analyzing ROI for market-

ing programs 

¶ Have the opportunity to work on an actual corporate opportunity 

and receive feedback from OfficeMax senior executives 

 

Students interested in marketing or consulting would be well  

served by this course. 

Deep Dive Offerings 

2 Credit Hours 
Each 

Launching a National Brand:   
Developing a Strategic Plan for the  
Introduction of a New Proprietary 

Brand at OfficeMax 
(Deep Dive) 
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Strategic Mergers & Acquisitions:   
The Case of the  

General Electric Company 
(Deep Dive) 

     A significant portion of General Electric Companyõs growth strategy revolves 

around the successful execution of strategic acquisitions.  The company has a long 

history of completing acquisitions that have significantly enhanced the overall 

performance, growth and value of the enterprise.   GE Business Development 

teams have developed òbest in practiceó skills in the mergers and acquisitions 

process that include:  strategy development and target identification through 

valuation, deal structuring, and execution and integration. General Electric is a 

$172 billion business with 327,000 employees and a global footprint.    

     This course will focus on mergers and acquisition in the aviation industry 

where GE is a significant player.  The industry in total is experiencing significant 

growth.  Emerging markets such as Asia and the Middle East are one of the big 

drivers of this growth, but major changes in technology also will impact which 

players will succeed and which ones will falter.  A winning M&A strategy will be a 

key driver to long-term growth and profitability.  

     In 2007, GE Aviation announced the acquisition of the aerospace division of 

Smiths Group PLC, a UK company.  Smiths is a major supplier of digital systems 

(primarily avionics), electrical power systems (generation and distribution) as well 

as mechanical systems (landing gear, actuation and aero-structures) for airframe 

manufacturers.  In addition, Smiths also has a division that makes components for 

aircraft engine manufacturers that fits in more closely with GE Aviationõs historic 

focus as a manufacturer of aircraft engines. Smiths digital, electrical and mechani-

cal businesses have been renamed as GE Aviation Systems, while the components 

business has been renamed Unison Engine Components.   The acquisition of 

Smiths has expanded GE Aviationõs capabilities òbeyond the engineó and is ex-

tremely strategic since it fits nicely into some key trends that GE Aviation be-

lieves will shape the aerospace industry over the coming years. 

     This course is designed to give students an introduction to the M&A process 

at General Electric and is structured as a real-life situation, based on GE Avia-

tionõs current market and industry dynamics.  (All students enrolled in this course 

will be required to sign a non-disclosure agreement.)   

     In this course students will be presented industry information and a list of 

possible acquisition candidates for evaluation.  Students will be divided into teams 

and will evaluate the marketplace and prioritize the acquisition pipeline based on 

strategic fit, valuation, revenue and cost synergies as well as highlight GE man-

agement key risks and due diligence focus areas.  All analyses would need to be 

backed by detailed assumptions.   

     Students taking this course will gain experience in:   

¶ Performing industry analysis 

¶ Target identification 

¶ Valuation 

¶ Financial modeling 

¶ Deal structuring  

   

This course will be beneficial to students interested in finance,  

consulting or business leadership. 

Deep Dive Offerings 

2 Credit Hours 
Each 
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Intellectual Property Valuation &  
Trading:  The Case of Ocean Tomo  

(2 Credit Hours) 

     In partnership with Ocean Tomo, a Chicago-based Intel-

lectual Property consulting firm, we are pleased to offer this 

course because the study of intellectual property is a critical 

element in the potential of a firm.   

     Within the last quarter century, intellectual capital has 

emerged as the leading asset class.  The term òintellectual 

capitaló generally refers to traditional intellectual property 

(ôIPõ) assets;, such as patents, trademarks and copyrights.  

Recent and anticipated changes in accounting rules and secu-

rities reporting will further the recognition of intangible as-

sets.   

     This course is designed to provide students with hands-

on experience and insight into the newest market for IP 

transactions, the public auction.  It is designed to provide 

students with a foundation for the valuation of IP and an 

overview of the strategy and process necessary to screen IP 

assets for sale and identify/persuade potential buyers.   

     Students taking this course can expect to: 

¶ Understand the general development of IP markets and 

expectations for a future traded exchange of IP rights 

¶ Have a working understanding of the three most com-

mon methods for valuing IP 

¶ Work in small groups to develop a list of potential 

buyers and develop a sales strategy to present the 

opportunity to them 

¶ Receive an invitation to attend an Ocean Tomo Intellec-

tual Property Auction to see how your analysis compares 

to market realities 
 

All concentrations will be well served by this course. 



      This two-credit hour program is offered to MBAs 

during the 8th and 9th week of the fall semester, and 

coincides with Fall Break week, running over a 10-day 

period.  Groups will arrive on Monday and the program 

ends on a Wednesday.   

     As we enter the 21st century, the rise of China will 

be the most important single event that will shape and 

change the world forever for future generations.  This 

change is unprecedented, both in terms of speed and in 

magnitude; the impact of these changes are already 

radiating far and wide, radically changing the political, 

economic and social order.  We can only expect the 

intensity of such an impact to expand as China gains 

greater prominence on the world stage.  In todayõs 

highly interconnected global economy, happenings in one 

part of the world inevitably affect other parts.  With 

China returning to the global economy in almost every 

industry, one of the most important topics on the agenda 

of board meetings has been the formulation of at least a 

response to the rise of China, if not a China strategy.  

     The program has four components:  seminars and 

lectures, field trips (heritage and cultural visits), dialogues 

and exchanges, and learning practical Mandarin phrases. 

Objectives 

¶ To learn about the latest political, economic and 

social developments in China from experts and for-

eign experts operating in China   

¶ To have a contextual experience of living and study-

ing in China 

Lectures & Seminar Modules: 

¶ The Global Economy & The Rise of China 

¶ China Economy & Business 

¶ Society & Culture 

¶ Guided Tours and Visits 

Program Costs* 

     *Additional costs beyond tuition apply. 

Beijing & Shanghai, 
China 
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