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The course offerings for the Fall 2007 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 

ñtool kitsò.  Others, such as the corporate cases, 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 and all 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 

experience. 

 

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 óhands-onô opportunities to put knowledge into 

practice using simulations, projects or live problems.  The 

classes add to the studentôs experience base, preparing them 

to get off to a strong start as they begin their full-time jobs 

following graduation. 

 

All Interterm Intensive courses will be graded on a 

ñsatisfactoryò / ñunsatisfactoryò scale. 

 

Registering for InterTerm Intensive Classes 

  General Information 

Application Requirements for the Study Abroad Program 

¶ Minimum CUM GPA of 3.0 before the start of the Spring 2007 Semester 

¶ Two-year students must be in their second year  

¶ One-year students can apply for Fall 2007 

  Contact Information 

 

InterTerm Intensives 
 

276 Mendoza College of Business 

MBA Student Services 

Notre Dame, IN  46556 

__________ 

 

Phone: 574-631-3280 

E-mail: apaulus@nd.edu 

http://mba.nd.edu/interterm 

 

The Study Abroad Program 
 

General Information: 

Sam Gaglio, Associate Dean 

Mendoza College of Business 

Phone: 574-631-6602 

Email: sgaglio@nd.edu 

__________ 

 

How to Apply: 

Applications will be accepted 

through the MBA Student  

Services Office 

Phone: 574-631-3280 

The process for registering for the InterTerm Intensive classes will be very 
straightforward and will occur as follows: 

 

¶ Students will receive a copy of the InterTerm Intensive brochure on Tues-

day, August 28th, 2007 

¶ On Friday, August 31st, 2007 the Student Services group will send an e-

mail out to all students announcing that the registration period for the 

InterTerm Intensive classes has begun 

¶ Students will be able to register for classes beginning when they receive 

the announcement e-mail from Student Services on August 31st, 2007, 

until 5:00 PM on Friday, September 14th, 2007 

 

To submit your class registration requests simply send an e-mail reply to 

the e-mail announcement that you receive (Friday, August 31st) with your 

class preference selections.  

The InterTerm Intensives are offered both in the fall and spring semes-

ters. 
 

In the fall,  InterTerm Intensives occurs between Module 3 and fall 

break.  One-year and 1st Year students are required to take 1 credit hour 

during InterTerm.  

All 2nd year students are required to take 2 credit hours during Inter-

Term. 
 

Each student may take an additional 1 credit hour based on space 

availability and with approval from the Student Services office. 
 

Alternatively, students may meet this requirement by taking one of the 

two credit hour study abroad options offered in that 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 blending of online coursework 

and classroom sessions.  Others may require small group meetings or 

one-on-one sessions in lieu of class time.   
 

*A select few classes will also meet on Friday, October 19th 

 InterTerm Intensives 

1st Year Student Class (Required) 

Competitive Intelligence & Business Information Resources  

2 sections of this course available 

(1 credit hour) 
This course is designed to provide students with an ability to identify and 

obtain competitive business intelligence data.  The 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.  The class will be conducted in a work-

shop style format and students will be required to complete a series of exer-

cises.  

 

Students taking this course can expect to: 

¶ Gain an ability to efficiently locate reliable business information 

¶ Gain experience with key traditional and non-traditional business infor-

mation resources 
 

This class will provide first year MBA students with a variety of techniques 

that will be very valuable to them during their summer internship experience. 

Excel 2007 - Intermediate or Advanced   (1 credit hour) 
 

The intermediate version is appropriate for students who feel that they 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 stan-

dard business applications.  This version is intended for students without substan-
tial 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 

Websites, and project evaluations.  This version is intended for students with sub-
stantial  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 should expect to gain: 

¶ A knowledge of how to best organize data for effective analysis and 

decision making 

¶ An excellent grasp of the capabilities afforded by using Excel to sup-

port business decision making 
 

All concentrations will be well served by this course. 

Introduction to Communications (1 credit hour) 
 

Few skills will affect your career as completely as communication will, and 

none will have as many applications each day in the marketplace.  This four-

day course will provide a very brief overview of the roles and functions of 

communication in a managerôs life, and then introduce you to principles of 

effective business presentations. 

While communication, broadly defined, comprises many more skills and 

talents than public speaking, none will define you as a manager more quickly 

than you ability to research, organize and present information to an audience 

with clearly delineated objectives.   
 

Our objectives during this course: 

¶ Diagnosis of your current speaking abilities 

¶ A clear sense of the standards expected in the North American market-

place 

¶ A basic toolkit for improving your ability to speak in public 
 

Youôll meet Gene Zelazny, managing director for management communica-

tion at McKinsey & Company and learn how he prepares McKinsey consult-

ants for important client presentations.  Youôll then have an opportunity to 

select a publicly traded firm you hope to interview with, then research, organ-

ize, rehearse, and deliver a 6 - 8 minute business briefing.  Youôll receive peer 

review from classmates and a personal assessment from a Notre Dame faculty 

member on the structure, organization, and content of your talk, as well as a 

critique of your nonverbal behaviors and visual support for the assignment. 

Competitive IBM - Accelerating Growth and Market share 

within Small & Medium Businesses (Live Case) 

(2 credit hours) 
 

This course runs Monday through Friday.  
 

Several years ago we saw a change coming; value was shifting in the IT indus-

try, driven by a new computing paradigm, new client needs, and the rising tide 

of globalization.  IBM as a global technology leader remixed their businesses 

to move to the emerging higher-value spaces.  This has changed IBMôs busi-

ness mix toward higher-value segments of the industry.   
 

IBM, a worldwide technology leader, has built a solid reputation with large 

enterprises, but in order to continue to grow in these higher-value segments, 

they need to grow their services business in the small and medium-size busi-

nesses space.   
 

This course is designed to give students an introduction into one of IBMôs key 

challenges.  It is structured as a real-life situation based on IBMôs current 

market position as well as industry dynamics.  Students taking this class will 

be divided into teams and will spend three days ñworking the problemò to 

evaluate the potential growth opportunities and formulate their recom-

mendations.  Each team will present a concise set of recommendations that 

include the strategy for growth, key success factors, operational plans, invest-

ment, revenue and profit models, execution timelines, and expected competi-

tive responses. 
 

Each student enrolled in this course will be required to sign a non-

disclosure agreement. 
 

Students taking this course can expect to: 

¶ Learn how to analyze an extensive amount of financial and industry 

data to pull out the key information needed to make an informed 

recommendation 

¶  Learn more about IBMôs method to enable adaptive change within 
the organization 

¶ Have the opportunity to work a ñlive corporate issueò and receive 

feedback from IBM senior executives 
 

This course would be useful to all MBA students regardless of concentration, 

and would be especially important for those interested in marketing, strategy 

or consulting. 

2nd Year & One-Year Student Classes (Electives) 

1st Year, One-Year, & 2nd Year Student Classes (Electives) 

Entering European Markets: Exploring Key Success Factors 

(1 credit hour) 
 

With a marketplace covering 25 countries and 450 million consumers, Europe is 

home to both mature industries and emerging technologies.  As a strategic geo-
graphic location for international business, Europe still matters!  This course is 

designed to help students take an analytical and example-based approach to under-

standing the regulatory and business dynamics of European markets.  A key focus 
is on developing successful market entry strategies which take full consideration of 

the regulatory and business environments operating across Europe.  Sources of 

advice, information, and local knowledge will be explored, as well as the potential 
for lobbying and accessing key decision makers.   
 

Students taking this course can expect to: 

¶ Understand how the European Union impacts the business environment.  It 

will identify key legislation and look at how the legislative decision-making 

process works, including opportunities to lobby and influence outcomes 

¶ Identify the main growth sectors and explore strategies for entering European 

markets 

¶ Work in small groups to develop a market entry strategy for a company in a 

selected sector 
 

All concentrations will be well served by this course. 



 InterTerm Intensives 

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 subsumes critical 

elements of the traditional corporate silos of procurement, manufacturing, finished 
goods distribution, and marketing into a tightly integrated set of business processes 

focused on delivering value to customers.  It spans functions and geography, 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.  This course has been redesigned and requires a 

high degree of student participation and involvement. 
 

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 

¶ Gain an understanding of the fundamental components of supply chain manage-

ment, including customer relationship management, customer service manage-
ment, demand management, order fulfillment management, manufacturing flow 

management, supplier relationship management, returns management, and prod-

uct development management. 
 

This course would be beneficial to all MBA students. 

Six-Sigma (2 credit hours) 
 

This course has been designed as a workshop and contains a large óparticipationô 
component on the part of the students who are enrolled.  It should not be thought of as 

a passive exercise, as students will learn the mechanics of Six Sigma through an inter-

active online training instrument students 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 deployment expert during the classroom portion 

of the course.  This óblendedô 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 widely used in the financial services, manufacturing, and health care sectors. 

¶ Practice executing implementation techniques with a practitioner who has sig-

nificant deployment experience and develop a skills set that will be extremely 

useful as they begin their full time job. 
 

This course would be beneficial to students who are interested in finance or manage-

ment development programs. 

  The Study Abroad Program 

As we enter the 21st century, the rise of China will be the most impor-

tant single event that will shape and change the world forever for fu-

ture 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 todayôs highly inter-

connected global economy, happenings in one part of the world inevi-

tably 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 re-

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

The program has four components: seminars and lectures, field trips 

(heritage and cultural site visits and company visits), dialogues and 

exchanges, and learning practical Mandarin phrases.   
 

This two-credit hour program is offered to MBAôs 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 Thursday.   
 

Objectives 
¶ To learn about the latest political, economic, and social devel-

opments in China from experts and foreign experts operating 

in China 

¶ To have a contextual experience of living and studying in 

China 

 

Lectures & Seminar Modules: 
¶ The Global Economy & the Rise of China 

¶ China Economy & Business 

¶ Business and Economy 

¶ Society & Culture 

¶ Guided Tours and Visits 

 

Program Costs 
 

A one-time, non-refundable student fee of $1000 is payable upon ap-

plication.  The fee includes tuition, double-occupancy accommoda-

tions, basic ground transportation, materials, and meals.  The program 

is conducted at both the GEM campus in Dushu Lake High Education 

Park in Suzhou, China, and a hotel in Shanghai, China. 

 

The fee does not cover airfare, Visa fees, accident and medical insur-

ance, and personal expenses.  Students will be expected to organize 

their own flight arrangements.  Direct flights are available from Chi-

cago. 

Beijing & Shanghai, China (InterTerm Intensives Offering) 

Mergers & Acquisitions: General Electric (Live Case) 

(2 credit hours)  
A big part of General Electricôs (GE) company growth strategy revolves 

around the successful execution of strategic acquisitions.  The company 

has a history of completing acquisitions that have significantly enhanced 

the overall performance and value of the enterprise.   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 in Asia and the Middle East are one big driver 

but major changes in technology will also impact which players will suc-

ceed and which ones will falter.  A winning M&A strategy will be a key 

driver to long-term growth and profitability in this sector. 
 

Each student enrolled in this course will be required to sign a non-

disclosure agreement. 
 

 Course Overview: 

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

ess at GE / GE Aviation.  It is structured as a real-life situation based on 

GE Aviationôs current market and industry dynamics.   As part of the 

course, students will be presented industry information and a list of possi-

ble acquisition candidates for evaluation.  
 

Students will be divided into two teams.  One team will focus on GE 

Aviation Systems ï Electrical & Digital, and the other will focus on GE 

Aviation Systems ï Mechanical.   A list of viable acquisition candidates 

for each of these business units will be provided along with a third list of 

possible targets that have both Mechanical and E&D elements to them.  
 

This course would be beneficial to students with an interest in finance. 

2nd Year & One-Year Student Classes (Electives) - contôd. 

Employment Law: The Legal Framework of Human  

Resource Management (2 credit hours)  
 

The law and litigation affect every aspect of business and, most significantly, 

the employment relationship and human resource management.  This course 

explores the intricacies of federal anti-discrimination law and litigation, beyond 

the basics covered in general management courses.  Only by understanding anti-

discrimination law and how a discrimination case proceeds through the court 

system will a manager be able to prevent illegal discrimination and better pro-

tect against meritless lawsuits.   
 

The course begins with an overview of the federal anti-discrimination statutes, 

namely Title VII, the ADA, and the ADEA, and then covers the various types of 

claims, including disparate treatment, disparate impact, sexual harassment, and 

retaliation claims.  Students will also explore the litigation process through a 

case study approach, reviewing recent court decisions involving real world 

examples. Through classroom discussions of those cases, students learn the 

types of evidence sufficient to support a discrimination case, as well as proce-

dures an employer may implement to prevent frivolous lawsuits.  Additionally, 

in break-out workshops, teams will review various discrimination scenarios they 

are likely to face in the real world and will determine the most appropriate 

course of action, presenting their ñsolutionò to the class for critique.   
 

Students taking this course can expect to: 
 

¶ Learn the intricacies of employment law litigation and how corporate poli-

cies and practices impact the litigation process. 

¶ Develop problem-solving skills by learning to develop solutions to issues 

likely to confront them in managing and supervising employees, which 

will prevent illegal discrimination and protect their employers from frivo-

lous litigation. 
 

This course would be beneficial to all MBA students, regardless of concentration.  

Career Workshops for the Class of 2009:  
 

On Tuesday, October 19th, workshops on resumes and employment 

correspondence will be offered by Professor James O'Rourke and the 

Fanning Center for Business Communication.  These classes are 

strongly recommended for members of the Class of 2009 and are also 

available to any MBA student who wishes to attend. They will also be 

videotaped and/or web-streamed for those who are unable to attend. 

Information about specific times and sign-ups will be sent by Career 

Development in the early fall. 

Western & Southern: Charting a Product Strategy in a 

Changing  Industry (Live Case) 

(2 credit hours) 
 

Western & Southern Financial Group (W&S) has quietly but rapidly 

grown into a FORTUNE 500 company that competes head-to-head with 

many of the biggest and most successful financial services companies in 

the world.  As one of the 10 highest rated life insurance groups in the 

world, W&S is consistently recognized for financial strength and sound 

management. 
 

Critical to the continued growth of W&S is the expansion of fee-income 

businesses.  Touchstone Investments, an $8 billion mutual fund complex, 

is one of the fee-income growth engines for W&S.  Touchstoneôs assets 

have quadrupled over the past four years as a result of acquisitions and 

organic growth. 
 

Touchstone is a sub-advised mutual fund complex which focuses on its 

core competencies in product development, marketing, and distribution 

and outsources asset management.  This unique business model creates 

significant competitive advantages in product quality and investment 

performance but those advantages come at a cost: the extra layer in the 

value chain creates additional product expense.  This additional expense is 

especially impactful in the market for fixed income mutual funds since 

prices of fixed income funds have declined 55% from 1990 to 2006.   
 

Touchstone currently manages approx. $600 million in fixed income 

assets.  Evaluating our fixed income product strategy is a critical priority 

for many reasons. 
 

Each student enrolled in this course will be required to sign a non-

disclosure agreement. 
 

Student teams will recommend solutions for how Touchstone should 

manage its existing $600 million in fixed income mutual fund assets. 
 

Students will be challenged to strike a balance between the competing 

forces of lower prices (needed to drive sales and asset growth) and profit-

ability. 
 

This course would be beneficial to students who are interested in corporate 

finance, investments, marketing, or consulting. 

Whirlpool Innovation: Changing In-Home Service (Live Case) 

(2 credit hours) 
 

This course is designed to expose students to the methodology and practice of 

innovation to solve business problems and create new, profitable business mod-

els.  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 migration path of scalable ideas 

that lead to a sustainable vision based on a profitable business model that drives 

consumer relevance.  The class will be conducted in a workshop style and stu-

dents will be required to complete a series of exercises. 
 

Each student enrolled in this course will be required to sign a non-disclosure 

agreement. 
 

This course will: 

¶ Enhance awareness for and ability to build end-to-end consumer solutions 

that create shareholder value 
 

¶ Provide experience in managing business-to-business relationships, protect-

ing IP and proprietary capabilities, and shared visions for equitable partner-

ships 
 

¶ Develop an appreciation for innovation beyond the product, i.e. marketing, 

process, etc. 
 

Youôll meet Carolina Mata, MBA ô05 and Marketing Director for Sears Sales 

and Marketing at Whirlpool Corporation and a Whirlpool Certified Innovation 

Consultant, and Christopher Ball, Category Marketing Director ï Dishwashers, 

Sears Sales and Marketing, Whirlpool Corporation. 
 

This course would be beneficial to students who are interested in marketing. 

 Career Workshops 

Merchandising Analytics: OfficeMax (Live Case) 

(2 credit hours) 
 

OfficeMax, an $8Billion company that is executing a turnaround plan, offers 

students an inside look at the merchandising & supply chain dynamics that play 

a critical role in turning around the OfficeMax performance by ensuring that 

products are in the right place at the right time, while maintaining working capi-

tal productivity and low costs.  This course will focus on improving working 

capital and availability of product at the stores via better communication and 

analytics between supply chain, merchandising, marketing, and store operations. 

In this course students will be asked to develop a proposal of how to strategi-

cally use the companyôs internal data so that overall store and category working 

capital and availability improves.   
 

Each student enrolled in this course will be required to sign a non-

disclosure agreement. 

  

In analyzing this problem students will need to consider marketing issues such 

as having enough product to fill the shelves and examine demand rates, and 

provide recommendations on how to reliably predict how much product should 

be placed in the store given the volume of sales at each store.  Students will 

have to find a balanced solution of stocking more inventories with space con-

straints while considering cost to ship and hold the inventory at the stores. 

  

The students who select this course will be serving as consultants to provide 

strategic solutions that will improve working capital, product availability, and 

increase sales.  This project will provide valuable experience to any student who 

is interested in learning about issues facing general managers, operators, mar-

keters, and merchandisers. 
 

Students who select this course can expect to: 
 

¶ Gain a greater understanding of the complexities of merchandising as 

related to supply chain, operations, sales, costs, and profits. 

¶ Gain experience in working the ñLiveò merchandising issues associated 

within an $8 Billion Company. 

¶ Receive ñfirst handò feedback on their proposed strategies from corporate 

executives who work on these issues on a full time basis. 
 

All concentrations will be well served by this course. 


