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     The course offerings for the Spring 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 ôtool kits.õ  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.  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 hands-on opportunities to 

put knowledge into practice 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. 

Spring  2008 
InterTerm Intensives 
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 General Information    
     The InterTerm Intensives are offered both in the Fall and  

Spring semesters. 

     In the Spring, InterTerm Intensives occur between Module 3 

and spring 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 

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 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 

NEW Format! 
¶ Students will receive a copy of the InterTerm Brochure on 

Tuesday, January 15, 2008, in their mailboxes. 

¶ On Friday, January 18, 2008, the registration period for the 

Spring InterTerm Intensive session will begin. 

¶ To submit your class registration requests, simply 

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

out the form. 

¶ The registration request period will begin Friday, 

January 18, 2008, and end at 5 p.m. Friday, 

February 8, 2008. 

Application Requirements for 

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

Spring 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 

     This course covers the emerging areas of corporate citizen-

ship and sustainability. More attention is now being devoted to 

corporations as citizens and what their responsibilities are to  

stakeholders. Sustainability intends to meet the needs of the 

present without compromising the ability of future generations to 

meet their own needs. Many of the largest corporations now 

report annually on their citizenship and sustainability activities. 

The class will identify important aspects of these issues and will 

feature corporate speakers who are experts in these areas.  At 

the end of this course, students can expect to: 

¶ Better understand and contribute to citizenship and sus-

tainability issues that their corporation may face 

¶ Critique and evaluate corporate reports and activities in 

these areas 

¶ Gain a greater appreciation for the òbottom of the pyra-

midó challenges that are facing businesses throughout the 

world.  

 

All concentrations will be well served by this course. 

Competitive Intelligence & Business  
Information Resources  

(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 busi-

ness information gathering tools.  Students enrolled in this 

course will learn to identify competitive intelligence needs, effi-

ciently collect data using a variety of sources, and analyze and 

communicate this information in an effective manner.  The class 

will be conducted in a workshop-style format and students will 

be required to complete a series of exercises.  Students taking 

this course can expect to: 

¶ Gain the ability to efficiently locate reliable business infor-

mation 

¶ Gain experience with key traditional and non-traditional 

business information resources 

 

     This class will provide first-year MBA students with a vari-

ety of techniques that will be valuable to them during their   

summer internship experience. 

Corporate Citizenship and Sustainability 
(1 Credit Hour) 

Course Offerings 
1 Credit Hour Each 
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     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 transforma-

tions, 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, data-

base 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) 

Course Offerings  
1 Credit Hour Each 
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Branding a Company for Employment:   
The Case of Nestlé Waters (Deep Dive) 

     In the global economy of the 21st century, companies will 

need to continue to provide differentiation for their products and 

services, seek additional ways to reduce costs to keep their offerings 

competitive in the marketplace, and expand the number of markets 

in which their products and services are sold.  Most importantly, 

they will need to attract and retain the right people.  As Jim 

Collins suggests, getting the right people òon the busó is a major 

task of modern business leaders. 

     The ability to attract and develop talent in an organization 

can provide a major strategic advantage to a company within its 

competitive space and may be key to the survival of the firm.  For 

example, firms like Google, Starbucks, ESPN and Southwest Airlines 

enjoy the benefits of a brand identity that extends to the jobs and 

careers that they offer.  However, there are many firms that do not 

enjoy this advantage. Thus there is great value to understanding the 

process through which a firm can establish a unique and attractive 

identity or brand for its employment opportunities, thereby attract-

ing the best possible people. 

     In this course participants will be asked to develop a strategy 

for creating an employment brand for Nestlé Waters.  Questions to 

be addressed include the examination of best practices in the 

branding of careers and jobs by companies, the relationships be-

tween product brands and employment brands, the structuring of 

employment brands within a company with regionalized products, 

and the appropriate messaging and distribution channels for com-

municating employment brand identities.  Participants will rely on 

information provided by the company as well as their own original 

market research. 

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

non-disclosure agreement.   

Students taking this course can expect to gain: 

¶ Practice in the process of developing and implementing a 

company wide strategy 

¶ An understanding of the complexities of using a brand to 

attract, develop and retain the types of employees that fit the 

companyõs culture and business objectives 

¶ Experience in addressing a live problem of high interest and 

importance to corporate leaders 

¶ First hand feedback on their proposed strategies from corpo-

rate executives who work on similar issues on a regular basis 

 

This course will be beneficial to students interested in marketing, 

consulting, human resources or business leadership. 

Deep Dive Offerings 
2 Credit Hours Each 
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Operations & Logistics:   
The Case of OfficeMax Inc.  

(Deep Dive) 

     OfficeMax Inc. (OMX), a $9 billion office products company 

distributing in both the retail and business-to-business markets, 

offers students an inside look at the logistics and supply chain 

dynamics that play a critical role in maintaining the companyõs 

profitability and customer satisfaction.  

     The students who select this course will be serving as consult-

ants to provide strategic solutions that will improve availability, 

working capital, cost productivity and avoid lost sales.  This course 

will provide valuable experience to any student who is interested in 

learning about issues facing general managers, operations managers, 

marketers and merchandisers.  Students will be divided into two 

groups to complete two projects, analyzing and recommending the 

best course of action for each project. 

     OfficeMax Inc. utilizes a financial performance measure known 

as Economic Value Added (EVA) to evaluate company and depart-

ment performance as well as individual projects and initiatives.  In 

both groups, teams will develop an EVA-based framework to evalu-

ate recommendations, as well as use a set of the companyõs internal 

data to show both the financial and operational impact of supply 

chain initiatives.  Additionally, projects will analyze effect on service 

level to customers and productivity within operations.   Projects 

may involve different facets of supply chain management such as 

inventory management, resource utilization and process efficiency.   

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

non-disclosure agreement.  

Students taking this course can expect to gain: 

¶ A greater understanding of the strategic role of operations 

and logistics management as related to supply chain, mer-

chandising, sales, costs and profits 

¶ Insight into the logistical challenges inherent in profitably 

delivering product to customers 

¶ Experience in working with cross-functional management 

within a $9 billion company 

¶ Guidance and first-hand feedback on their proposed strategies 

from corporate executives, including the CEO  

 

All concentrations will be well served by this course. 

Deep Dive Offerings 
2 Credit Hours Each 

Six Sigma  (2 Credit Hours) 

     This course has been designed as a workshop and con-

tains a large participation component from the students who 

are enrolled.  It should not be thought of as a passive exer-

cise, as students will learn the mechanics of Six Sigma 

through an interactive online training instrument (30 hours of 

work).  Students will then 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 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 widely used in the financial 

services, manufacturing and health care sectors 

¶ Practice executing implementation techniques with a 

practitioner 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. 

Course Offerings 
2 Credit Hours Each 
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Credible Pro Forma Financials  
(2 Credit Hours) 

Customer Analytics   
(2 Credit Hours) 

     In a customer-centric and technology-enabled business 

environment, managers need to understand the critical role of 

customer-level data in executing successful customer relationship 

management strategies.  This course will expose students to the 

efforts involved in planning for, designing and executing Cus-

tomer Relationship Management (CRM) strategies that require 

analysis of customer-level data.  The prerequisite course, Cus-

tomer Relationship Management, focuses on the strategic and 

operational fundamentals of CRM.  The Customer Analytics Inter-

Term session is designed as a follow-up course that will provide 

students with intensive exposure to analytical methods and data 

management issues that will help them to succeed in executing 

information-based marketing strategies. Students will have the 

opportunity to dialogue with thought leaders from relevant 

industries and prepare a case that requires integration of con-

cepts related to CRM and customer analytics.  Students taking 

this course can expect to gain: 

¶ Knowledge regarding the role of customer analytics in 

customer relationship management strategy 

¶ Insight regarding how customer analytics have been applied 

in a variety of industry, firm and customer settings 

¶ Awareness of the breadth of analytical tools available to 

support marketing managers, as well as an understanding 

of the advantages and limitations of such tools 

 

NOTE:  This course is suitable for MBA students of any discipli-

nary concentration who successfully completed MARK 70350, 

offered in Spring 2008, Module 3.  Students who are scheduled 

to take MARK 70350 in Module 4, Spring 2008, are NOT ELIGI-
BLE to take this course.  Only students who successfully com-

pleted MARK 70350 in Module 3, Spring 2008, are eligible to 

take this course. 

Course Offerings 
2 Credit Hours Each 
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How any prudent manager should prepare them to avoid the  
òNoó answer and loss of personal credibility. 
     The act of obtaining funding or approval for proceeding on 

any significant business decision requires the preparation of pro 

forma financials. The players in the òyesó or ònoó decision 

presentation are the responsible managers and the decision 

makers.  

Continued on next page 
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Revenue Management & Marketing Analytics: 
The Case of the Walgreen Company (Deep Dive) 

     Having the right products at the right stores at the right price is 

a mission that the Walgreen Company (WAG) has prided itself on for 

over a century.  From a single store on the Southside of Chicago, 

Walgreens has grown to be a Fortune 50 company with over 6,000 

stores and $50 billion in annual revenues. This course will focus on the 

topic of revenue management, while providing an inside perspective of 

the Walgreen marketing department.  

     Students will be asked to evaluate the benefits of regional versus 

nationwide pricing structures, as well as to make recommendations for 

how Walgreens can best balance current versus future profit objectives 

while maintaining market share growth. Students will be provided with 

an industry overview and competitive data that will help them in their 

process of evaluating the marketplace dynamics and developing a 

recommendation.  The objective of this course is to give students the 

opportunity to participate in a live case that is currently being debated 

within the highest ranks of the company. Students will also have the 

opportunity to gain an exposure to how corporate marketing initiatives 

and goals can sometimes differ from incentives at the store level and 

how these objectives can sometimes be in conflict.  

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

non-disclosure agreement.  

Students taking this course can expect to: 

¶ Gain appreciation and understanding of the importance of reve-

nue management and how it works together within the market-

ing mix of a large corporation 

¶ Develop presentation and consulting skills in preparing a recom-

mendation that may be presented to the CEO and senior man-

agement of the Walgreen Company 

¶ Gain insight into the pros and cons of market share growth 

versus profitability and the need for short-term financial stability 

Students will meet John VanRenterghem, Notre Dame MBA õ87, and 

Manager of Central Pricing for the Walgreen Company.  With over 

twenty years experience in retail management, John has developed a 

focused expertise in the area of revenue management. Early in his 

career with Walgreens, John founded the pricing department he cur-

rently manages with an estimated annual benefit exceeding $100M.   

All concentrations will be well served by this course. 

Deep Dive Offerings 
2 Credit Hours Each 

Starbucks, continued  
 

Each student enrolled in the course will be required to sign a  

non-disclosure agreement. 

Students taking this course can expect to:  

¶ Gain an understanding of channel and brand management, and 

the go-to-market strategies within B2B channels in which Star-

bucks operates 

¶ Have the opportunity to experience real-world challenges facing 

the business unit and interact with Starbucks leaders 

Students interested in marketing or brand management will be well 

served by this course. 



Deep Dive Offerings  
2 Credit Hours Each 
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Developing a Strategic Growth Strategy:    
The Boeing Company (Deep Dive)   

     The Boeing Company (BA) is one of the premier providers of 

value added services in the defense aerospace market.  These ser-

vices range from training support and supply chain management to 

total systems support responsibility.  As defense spending and the 

geopolitical climate change, significant opportunities are opening in 

adjacent services markets.  

     This course will provide an introduction to strategic market 

analysis and growth strategy development.  Students in the course 

will be divided into teams that will develop, evaluate and recom-

mend strategic growth opportunities for Boeingõs defense aerospace 

services business.  Each team will present recommendations on 

market attractiveness, competitive position, participation strategy 

and initial revenue models. 

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

non-disclosure agreement. 

Students taking this course can expect to: 

¶ Work a live business case that integrates business strategy, 

marketing and finance 

¶ Gain an initial understanding of strategic growth analysis 

¶ Receive feedback on their proposed growth strategies from 

Boeing executives with significant experience in this market 

All concentrations will be well served by this course. 

Building a Brand in Alternative Channels:  
Starbucks  Coffee Company (Deep Dive) 

     Starbucks Coffee Company (SBUX) is the worldõs leading retailer, 

roaster and brand of specialty coffee, with millions of customer visits 

per week at retail stores in North America, Europe, the Middle East, 

Latin America and the Pacific Rim.  As a highly valued global brand, 

the retail business unit is the most recognized division within the 

company.  However, the Starbucks Foodservice (B2B) is also an integral 

part of the company and is an industry leader of wholesale premium 

coffee, where Starbucks products are experienced by consumers outside 

of the Starbucks retail store environment.  The Starbucks Foodservice 

business unit manages a portfolio of three coffee brands; Starbucks, 

Seattleõs Best Coffee (SBC) and Torrefazione Italia (TI), which are offered 

to foodservice operators within the United States.  

     Starbucks Foodservice is in the process of building and executing 

a strategic plan for the Torrefazione Italia brand, among the companyõs 

Starbucks and SBC coffee brands. As part of this course, students will 

be presented with industry and brand information specific to the B2B 

foodservice channels, and the companyõs position within those chan-

nels. Students will be divided into teams and spend two days analyzing 

current challenges within the business, evaluating potential business 

strategies and developing a business plan for the Torrefazione Italia 

brand. To achieve this goal, each team will present strategic recommen-

dations with emphasis on the product, market share, pricing and 

financial returns in relation to specific foodservice channels which 

include: Business & Industry, College & University, Healthcare, Lodging, 

Office Coffee and Restaurants.  

Continued on next page 
 

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 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. 

Course Offerings 
2 Credit Hours Each 

Credible Pro Forma Financials, continued  
 

Unfortunately, many managers get a òthumbs downó and lose 

personal credibility due to the false security they have in their 

pro forma financials. This course has you role play as both the 

confident managers and the critical decision makers debating pro 

forma financials that predict the results of a òyesó answer.  

     The course is built around a business case where a CEO 

and his management team are asking for funds to build their 

business. Your team will role-play both sides in real life settings. 

You will build the data models, make the presentations and be 

challenged by other teams to get to òyes.ó  You will learn how 

to avoid the typical mistakes in preparing pro forma financials 

that lead to a ònoó answer and embarrassment.  Students taking 

this course can expect to gain: 

¶ Knowledge of how to conduct analysis and prepare pro 

forma financial statements that will be credible to decision 

makers 

¶ An understanding of the approach required to support and 

defend the underlying assumptions of pro forma financial 

statements 

¶ Insight into the thought process used by decision makers 

in critically evaluating pro forma financial statements 

This course will be beneficial to all MBA students.   
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Brussels  
Munich  
Prague  

     This two-credit hour program coincides with the Spring InterTerm 

and break week.  The program consists of three components:  seminars 

and lectures, field trips (heritage and cultural site visits, and company 

visits), and dialogues and exchanges.  The program runs over a ten-day 

period in Brussels/Munich/Prague.  Groups arrive on Monday and the 

program ends on a Thursday. 

 

Objectives: 

¶ Offer a concise overview of the EU business environment 

¶ Explore the economic, legal and political governing institutions 

¶ Study the EU single market functions 

¶ Learn more about opportunities and challenges that the EU poses 

for business 

¶ Examine the EU external trade policy 

¶ Discuss the future of the Transatlantic trade policy 

 

Program Costs 

     A one-time, non-refundable student fee of (US) $1,000.00 is 

payable upon application.  Fee includes tuition, weekday double-

occupancy accommodations, materials and some meals.  The fee does 

not cover airfare, visa fees, accident and medical insurance, and 

personal expenses.  Students are expected to organize their own flight 

arrangements.  
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      This two-credit hour program is offered to MBAõs during the 8th and 

9th week of the Spring semester, and coincides with Spring Break week, 

running over a ten-day period.  Groups will arrive on Monday and the 

program ends on a Thursday.   

     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 intercon-

nected global economy, happenings in one part of the world inevitably 

affect other parts.  With China returning to the global economy in al-

most 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 develop-

ments 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 

¶ Society & Culture 

¶ Guided Tours and Visits 

 

Program Costs 

     A one-time, non-refundable fee of (US) $1,000.00 is payable upon 

application.  The fee includes tuition, double-occupancy accommodations, 

basic ground transportation, materials and meals.  The program is con-

ducted in both Beijing and Shanghai, China.  The fee does not cover 

airfare, visa fees, accident and medical insurance, and personal expenses.  

Students will be expected to organize their own flight arrangements.  

Direct flights are available from Chicago. 

Beijing & Shanghai, 
China 
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