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	Unique
	Course
	Course Title
	Instructor
	Room
	Day
	Time

	04720
	IB 391
	Dir Std Global Management – UT/E EUR
	Cox
	GSB 3.130
	W
	3:30-6:30 PM

	04735
	IB 391
	Dir Std Global Management – UT/ S Amer
	Kelm
	UTC 1.104
	W
	3:30-6:30PM

	04750
	IB 395
	Global Strategy and Marketing
	Gillespie
	CBA 4.304
	MW
	3:30-5:00 PM

	04755
	IB 395
	Intl Business Fellows Seminar
	Dodd
	UTC 1.116
	TH
	5:00-8:00 PM

	04995
	MKT 382
	Brand Management
	Broniarczyk
	GSB 3.138
	TTH
	2:00-3:30 PM

	05000
	MKT 382
	Business Ethics and Social Response
	Irwin
	UTC 1.116
	MW
	9:30-11:00 AM

	05005
	MKT 382
	Consumer Behavior
	TBA
	GSB 3.106
	TTH
	2:00-3:30 PM

	05010
	MKT 382
	Corporate Governance
	Cunningham
	GSB 3.106
	TH
	3:30-6:30 PM

	05015
	MKT 382
	Innovations in Business Marketing
	Williams
	UTC 1.104
	MW
	2:00-3:30 PM

	05020
	MKT 382
	Integrated Marketing Communications
	Hoyer
	GSB 3.138
	MW
	2:00-3:30 PM

	05025
	MKT 382
	Invisible Global Marketing
	Mahajan
	GSB 3.106
	TTH
	12:30-2:00 PM

	05030
	MKT 382
	Marketing Information and Analysis
	Ter Hofstede
	UTC 1.116
	MW
	12:30-2:00 PM

	05035
	MKT 382
	Marketing  & Customer Insights Pract
	Jain
	GSB 3.138
	M
	3:30-6:30 PM

	05040
	MKT 382
	Marketing Analysis in Information Age
	Mahajan
	GSB 3.106
	TTH
	11:00-12:30 PM

	05045
	MKT 382.4
	4-Strategic Marketing
	Mackie
	GSB 3.130
	MW
	8:00-9:30 AM

	05050
	MKT 382.4
	4-Strategic Marketing
	Mackie
	GSB 3.130
	MW
	9:30-11:00 AM

	05055
	MKT 382.17
	17-Data Mining for Marketing
	Saar-Tsechansky
	UTC 1.146
	TTH
	2:00-3:30 PM

	05080
	MKT 397
	Marketing Strategy
	Srinivasan
	CBA 7.204
	M
	2:00-5:00 PM


Course Descriptions
IB 391

Direct Study Global Management/Eastern Europe

Instructor: Cox
Unique No.: 04720
Class Times: W 3:30-6:30  GSB 3.130

Instructor: Cox
Unique No.: 04990
Class Times: W 3:30-6:30   UTC 1.102

This graduate-level course is designed to provide students with an opportunity to understand and experience first-hand the challenges faced when doing business across borders. These challenges include normal business challenges as well as cross-cultural communications with team members and differing business practices and expectations. 

The countries selected for the course this year are the United Arad Emirates (UAE) and Turkey, and will provide the students with excellent exposure to different economic and cultural environments.  The UAE is a fascinating illustration of the contribution of petrodollars to the development of the Middle East.  Turkey is the only NATO member where Moslems are in a majority and it illustrates the striking contrasts between East and West and between ancient and modern cultures.

This is not an area studies course and will therefore not aim to provide a detailed introduction to the rich cultural, social, political and economic environment in South America. However, the course will address the cultural, social, political, legal and economic issues that managers operating within global business environments will typically encounter. 

While the course focuses on two countries, UAE and Turkey, many themes in the course will be equally applicable to other industries and global environments. 
IB 391 
Direct Study Global Management/South America

Instructor: Kelm
Unique No.: 04735
Class Times: W 3:30-6:30  UTC 1.104
This graduate-level course is designed to provide students with an opportunity to understand and experience first-hand the challenges faced when doing business across borders. These challenges include normal business challenges as well as cross-cultural communications with team members and differing business practices and expectations. In past trips, a number of students noticed differences in economic development between the countries visited. This year we will explore these concepts in more detail. 

The countries selected for the course this year are Chile and Brazil, and will provide the students with excellent exposure to different economic and cultural environments. Chile enjoys the most solid economy in the region together with a strong focus in international business. With the new Chile-USA Free Trade Agreement, business opportunities are growing faster than ever. Brazil, on the other hand, has forever been looked at for it's potential, given that it represents 50% of Latin America's population, size, and economy. The comparison between Chile and Brazil is substantial, and will provide fertile ground for studying economic development. 

This is not an area studies course and will therefore not aim to provide a detailed introduction to the rich cultural, social, political and economic environment in South America. However, the course will address the cultural, 
social, political, legal and economic issues that managers operating within global business environments will typically encounter. 

While the course focuses on two countries, Brazil and Chile, many themes in the course will be equally applicable to other industries and global environments. 

IB 395 
Global Strategy and Marketing

Instructor: Gillespie
Unique No.: 04750
Class Times: MW 3:30-5:00  CBA 4.304
This course is designed to present an overview of strategy and international marketing in an increasingly global marketplace. It provides frameworks for 

· understanding the globalization potential of different industries 

· assessing the desirability of specific foreign markets 

· determining the best mode of entry for a market 

· globalizing the marketing mix 

· evaluating competitive options for both global firms  and local firms defending against global firms 

· organizing transnational firms to better implement global strategies 

The course also provides frameworks for analyzing culture and cultural differences as well as assessing national political behaviors that may affect global marketers.  

IB 395 
International Business Fellows Seminar

Instructor: Dodd
Unique No.: 04755
Class Times: TH 5:00-8:00  UTC 1.116
The McCombs School of Business at the University of Texas at Austin will offer a multi-disciplinary graduate-level seminar in the spring 2009 semester to study events and forces affecting and re-shaping the world.  Students from all graduate programs at the University of Texas at Austin are invited.


The overall purpose of the seminar is to help prepare students to be leaders in their respective professions over the course of their careers.  To do that, the seminar will bring together students and faculty from across disciplinary lines to explore the reasons for and the implications of the changing global landscape.  The seminar will include lectures, readings and discussions on: (i) international economics, finance, and business; (ii) international political and military affairs; (iii) cultural, historical, and religious factors bringing together and dividing peoples, countries and civilizations around the world; and (iv) demographic developments, environmental challenges, and other risks and challenges putting pressure on world systems and structures at this point of the 21st century.  In analyzing these issues, the seminar will consider such possibilities as the following:


1.
Are we entering into an era in which regional trading blocks will replace global trade; or will recent episodes of financial crisis, terrorism, and war serve as catalysts for a renewed commitment to global cooperation?


2.
How will energy needs and economic exigencies affect political and military arrangements?  For example, (i) will the Trans-Atlantic Alliance between the United States and the European Union continue or will it be replaced by fragmented alliances among various European countries, Russia and/or the Middle East; (ii) will China, South Korea and Japan shed their historic antipathy and join together to form an Asian Alliance; (iii) will Russia’s influence in Venezuela spill over into other parts of South America; (iv) Will the hegemony of the U.S. end as its recent excesses drain it of strength and new centers of power emerge, or will the U.S. overcome its current crises and remain the global power?


2.
What are the implications of demographic trends and a warming world?


3.
What are the implications of continued globalization?  For example, will globalization bring an end to the American middle class; will economic development end China’s one-party rule; will globalization upend India’s caste system?


4 
What cultural, historical and religious factors need to be taken into account as we prepare for a future in which peoples from different cultures and religious traditions commune and compete with one another on more and more levels of life?  Will such intercourse lead to a “clash of civilizations” or will people find ways to retain their values and still interact with others with respect and dignity?


5.
What will the world look like in 2050?


Michael Howard, in his book The Lessons of History, wrote that the real lessons of history are not so much about “pride and folly,” as about 

“people, often of masterful intelligence, trained usually in law or economics or perhaps political science, who have led their governments into disastrous miscalculations because they have no awareness whatever of the historical background, the cultural universe of the foreign societies with which they have to deal.  It is an awareness for which no amount of strategic or economic analysis, no techniques of crisis management or conflict resolution...can provide a substitute.”  

The seminar will bring such historical and cultural factors into our exploration of these issues, in addition to the disciplines of business, economics, law, and political science.  Students will meet in weekly seminars with speakers from both within and outside the University to pursue this study.  In addition, students will work with each other across disciplinary lines to develop class projects on topics of their choosing.


Resources will include portions of textbooks, periodicals, and other publications and pieces on area studies, business, economics, ethics, finance, history, international affairs, philosophy, politics, and religion.  More information may be obtained from the Center for International Business Education and Research (CIBER at 471-8031).  Area studies students also may obtain further information from the director of their program.

MKT 382 
Brand Management

Instructor: Broniarczyk

Unique No.: 04995
Class Times: TTH 2:00-3:30  GSB 3.138
Branding is a fundamental element of competitive strategy.  This course will address the strategic importance of branding, provide theories and strategies for building, leveraging, and defending strong brands, and discuss current opportunities and challenges facing brand managers.  Particular emphasis is placed on understanding psychological principles at the consumer level that will improve managerial decision-making with respect to brands.  

The course will utilize a reading packet, cases, and guest speakers.   The principles learned in the course will be applied in a brand audit group project.

MKT 382 
Business Ethics and Social Response

Instructor: Irwin
Unique No.: 05000
Class Times: MW 9:30-11:00  UTC 1.116
This course will cover a variety of topics relevant to business ethics and corporate social responsibility.  Although for administrative reasons the course is listed under marketing, it is not a marketing course and should be of interest to everyone.
 
I will lecture a little bit on the topics of “why and how do people get led astray?” and “what makes it easier to do the right thing?” I will also have guess lecturers both from other departments and from the corporate world.  

 

There are three goals of the class:

 

1. To provide a safe and positive outlet for us to think about some tough issues, 

2. To learn how to talk about these issues with our colleagues, and 

3. To become familiar with some of the basic research on these issues in order to apply this research in our business lives. 

 
There will likely be one group project, one midterm, and a final project of some type.  The project will be individual and will likely be a journal of your thoughts/reactions during the class.  

The reading list will include excerpts from books, an academic journal article or two; and some articles from the popular press.  We also might watch excerpts from films.

MKT 382 
Consumer Behavior
Instructor: TBA
Unique No.: 05005
Class Times: TTH 2:00-3:30  GSB 3.106
This course centers on the role of the consumer in the marketing process.  Studying consumer behavior enhances understanding of what marketing strategies are likely to be effective, how humans operate in the marketplace, and what sorts of social and cognitive mechanisms you, as a consumer, bring to your purchasing decisions.  This course emphasizes consumer research; students will learn about classic research findings and will perform research of their own using the top consumer behavior research techniques. 

MKT 382 
Corporate Governance

Instructor: Cunningham
Unique No.: 05010
Class Times: TH 3:30-6:30  GSB 3.106
Senior executives - CEO's and their business unit, functional and regional direct reports - must consistently balance their time between achieving quarterly performance targets and building strong companies that can sustain above market financial performance in the future.  As the business environment grows more complex, senior executives have to simultaneously manage business and political relationships, initiate and integrate acquisitions, create/change corporate culture, continually align the organization structure to the business strategy, deal with issues of corporate governance and succession planning, and learn to navigate through potential PR disasters.  In addition, regardless of the size of a company, the senior management team must continually grapple with the question of how to allocate resources to competing programs and disciplines in support of the corporate strategy.

This course will examine the roles and responsibilities of corporate leadership in a wide variety of settings - large and small companies, startups and established century old companies, global and single country/region companies - as all companies face slightly different versions of the issues discussed above.

The normal format of the class will be to invite one or more guest speakers to address the students for the first half of the class period.  The guests will be encouraged to provide ample opportunity for questions during their presentations.  The second half of the class will focus on in-class discussion of assigned reading material.  The individuals that will be invited to class will include senior executives from major corporations and entrepreneurs, elected officials, corporate lawyers and venture capitalists.

Students' performance will be evaluated based on a combination of in-class participation and a term paper.
MKT 382 
Innovations in Business Marketing

Instructor: Williams
Unique No.: 05015
Class Times: MW 2:00-3:30  UTC 1.104
Many of an enterprise’s strategically important decisions involve marketing issues:  understanding how to properly segment the market and target the right customer(s), differentiating the product/service offerings, formulating pricing and distribution channels, 

forming the alliances and network relationships necessary for dynamic, global marketplaces.  This course focuses on these issues for companies selling technology-based products and integrates the impact of strategic marketing decisions on the financial performance of the enterprise.  We will also touch on management ethics and leadership issues.  Specific objectives:

· Understand entrepreneurial marketing, i.e. the difference between breakthrough technology (brave new world) vs. incremental improvement (better, faster, cheaper) and the impact on marketing decisions.

· Provide decision making frameworks for managing the marketing process, e.g.

· Strategic Focus

· Technology diffusion models,

· Economic value pricing,

· Lifetime value of a customer.

· Integrate marketing frameworks with financial results and business models.

· Focus on the balance of growth, risk and profitability when evaluating strategic marketing alternatives.

· Relate the creation of customer value to shareholder value.

· Look at the importance of intangible assets (intellectual property) to sustainable competitive advantage.

· Examine the interplay of internal efficiency (supply chain management) and external relationships (customer, distributor, partner relationship management).

· Highlight ethical considerations in management decision making.

MKT 382 
Integrated Marketing Communications

Instructor: Hoyer
Unique No.: 05020
Class Times: MW 2:00-3:30  GSB 3.138
The objective of MKT 382 (Marketing Communications) is to provide an overview of the components and considerations involved in marketing communications strategy decisions.  In order to accomplish this goal, one must first understand the consumer (or the recipient of the communication efforts).  Thus, the first part of the course will consider the basic principles underlying consumer information processing and how marketing communication efforts can influence this process.  The second part of the course will focus on the individual elements of the marketing communications mix (advertising, direct marketing (including the internet), sales promotion, and public relations) and how these elements are combined into an integrated promotional campaign.

MKT 382 
Invisible Global Marketing

Instructor: Mahajan
Unique No.: 05025
Class Times: TTH 12:30-2:00  GSB 3.106
This course will focus on the unique characteristics of the developing markets and the relevant market strategies.

Developing markets, which are home to 86 percent of the world’s population, not only represent the future of global commerce but present rich opportunities today.  These opportunities can be seen in growing markets for luxury goods among a newly minted luxury class, entry-level automobiles and appliances for a burgeoning middle class and low-cost products for poor and rural customers.  Today about half of the estimated 1.7 billion members of the “consumer class” live in the developing world and this percentage is increasing year by year.

But companies won’t realize these opportunities through the market strategies that work in the markets of the developed world.  In developing markets, there are no smooth superhighways, no distribution networks, and, in many cases, no electricity.  These markets are younger, behind in technology (but rapidly catching up) and inexperienced as consumers.  These characteristics, which can present obstacles, also create opportunities for companies with the right strategies.  

Specifically the course objectives are:

· Provide students with an understanding of the unique market realities of the developing counties.
· Discuss creative and profitable market strategies that are being implemented by companies to leverage in 86% opportunity.

The course will be of particular value to students planning careers in management consulting, NGOs, foundations, and multinational companies.

MKT 382 
Marketing Information and Analysis
Instructor: Ter Hofstede
Unique No.: 05030
Class Times: MW 12:30-2:00  UTC 1.116
The effectiveness of marketing decisions highly depends on the quality of data, analysis and information upon which these decisions are based. This course will address this issue by focusing on how marketing decisions are supported by research techniques. Different research designs, methods of data collection, marketing models and analyses are discussed and applied in individual and team projects. The course helps marketers to get a deeper understanding of marketing research analysis and how to use and interpret the information it provides. The scope will range from qualitative to experimental and quantitative analyses that are frequently used to support marketing decisions. Projects focus on online group discussions to collect qualitative information, survey data, measurement instruments, and experimental designs in the context of advertising, conjoint analysis for new product development, resource allocation in the context of customer satisfaction, market segmentation, and brand positioning. The course will  help marketers to gain a deeper understanding of marketing research techniques and how to interpret and use the information it provides.

MKT 382 
Marketing & Customer Insights Practicum

Instructor: Jain
Unique No.: 05035
Class Times: M 3:30-6:30  GSB 3.138
Marketing and Customer Insight Practicum is a projects-based course. Students are assigned to teams and work on projects sponsored by businesses. The projects can be focused on a wide-range of marketing topics. Each semester the projects available will be advertised via e-mail to all MBA students in the week before the semester begins. Students who wish to participate in a practicum must apply for one or more of the projects offered for the relevant semester.  Applications require submission of a resume and a statement about reasons for interest in and suitability for the project.  Students may apply for more than one project, but may only participate in one for each semester, although it is possible to participate in different projects in different semesters.  Student selections are made during the first week of the semester and "accepted" students are permitted to enroll in the Practicum course.  Every attempt will be made to accommodate all students who wish to participate in a practicum. 
Although there may be substantial variation in the nature of projects from semester to semester, most practicum projects require an initial research phase - often requiring a report of research findings, followed by an implementation phase in which specific business problems and solutions are addressed. All projects will require a final group report and/or the presentation of results to the corporate sponsor. Evaluations are based on the quality of the teamwork and assessment of individual contributions to the project. 

Recent projects have included new product introductions, post-merger marketing systems integration, brand positioning studies, product feasibility studies, competitive positioning, and benchmarking studies.  Project sponsors have ranged from small technology start-ups, to major corporations such as 3M, Frito Lay, Dell, Accenture, Verizon, and Nortel Networks. Practicum assignments will be announced via email in January.
MKT 382 
Marketing Analysis in Information Age

Instructor: Mahajan
Unique No.: 05040
Class Times: TTH 11:00-12:30  GSB 3.106
This course deals with concepts, methods, and applications of decision modeling to address such marketing issues as segmentation, targeting and positioning, new product design and development, advertising, and sales force and promotion planning.  The course is designed for MBA students who have some background in or understanding of marketing principles and exposure to spreadsheet programs such as EXCEL.

Unlike conventional capstone marketing courses that focus on conceptual material, this course will attempt to provide skills to translate conceptual understanding into specific operational plans -- a skill in increasing demand in organizations today.  Using market simulations and related exercises tied to PC-based computer software, students will develop marketing plans in various decision contexts.

Specifically, the course objectives are to:

· Provide students with an understanding of the role that analytical techniques and computer models can play in enhancing marketing decision making in modern enterprises.

· Improve students’ skill in viewing marketing processes and relationships systematically and analytically.

· Expose students to numerous examples demonstrating the value of the analytical approach to marketing decision-making.

· Provide students with the software tools that will enable them to apply the models and methods taught in the course to real marketing problems.

The course will be of particular value to students planning careers in marketing and management consulting.

MKT 382.4 
Strategic Marketing

Instructor: Mackie
Unique No.: 05045
Class Times: MW 8:00-9:30  GSB 3.130



Unique No.: 05050
Class Times: MW 9:30-11:00  GSB 3.130
Strategic Marketing is designed for students who have had the marketing core and who wish to increase their skill levels in developing, executing, and analyzing marketing strategy in a competitive environment.  It will be helpful to students interested in all business disciplines (marketing, finance, consulting, general management, entrepreneurship) because of its emphasis on applying concepts in real-world situations.  

The course uses (a) discussions of cases/readings, (b) lectures, (c) exercises, and (d) an extensive computer simulation (MarkStrat). Students work on the simulation in teams, managing many of the same strategic marketing issues that companies face in real world business environments. Students use analytical and problem solving skills to lead their firms through eight years of business decisions in the face of vigorous competition from other teams (firms).  In doing so, they apply the concepts and frameworks learned in the class. In order to identify and evaluate opportunities, they perform detailed analyses of consumer needs/perceptions as well as competitors’ actions, strengths, and weaknesses.  They develop SWOT analyses and make strategic decisions regarding the company's mission and overall strategy, target markets, differentiation/positioning, R&D investments and product design, as well as decisions on pricing, distribution, and promotion.  Success is directly related to understanding one’s business environment and optimal allocation of scarce resources.

MKT 382.17 
Data Mining for Marketing
Instructor: Saar-Tsechansky
Unique No.: 05055
Class Times: TTH 2:00-3:30  GSB UTC 1.146
”For every leader in the company, not just for me, there are decisions that can be made by analysis. These are the best kinds of decisions. They’re fact-based decisions.” Amazon’s CEO, Jeff Bezos.

In virtually every industry, the competitive strategies organizations are employing today rely extensively on data analysis to predict the consequences of alternative courses of action, and to guide executive decision making, more generally.  Companies today are competing on analytical capabilities and require analysts and decision makers who both understand the value of analytics, can identify opportunities and know how best to apply data analytics to enhance business performance.  The spreading  of analytical competition spans  industries—from consumer finance to retailing to travel and entertainment to consumer good, and even professional sports teams. 

This course provides a comprehensive introduction to data mining problems and tools to enhance managerial decision making at all levels of the organization and across business units. We discuss scenarios from a variety of business disciplines, including the use of data mining to support customer relationship management (CRM) decisions, risk management, decisions in the entertainment industry, and financial trading.

 The three main goals of the course are to enable students to:

1. Approach business problems data-analytically by identifying opportunities to derive business value from data mining. 

2. Interact competently on the topic of data-driven business intelligence (know the basics of data mining techniques and how they can be applied to extract relevant business intelligence.)

3. Acquire some hands-on experience so as to follow up on ideas or opportunities that present themselves.

The course does not require coding, however, it requires strong analytical abilities and is likely to be of particular interest to students who enjoy data-driven analysis. 

Feel free to email the professor with any questions at:  maytal@mail.utexas.edu.

MKT 397
Marketing Strategy

Instructor: Srinivasan
Unique No.: 05080
Class Times: M 2:00-5:00  CBA 7.204
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