SIMMONS SCHOOL OF MANAGEMENT

SPRING AND SUMMER 2004 ELECTIVE COURSE DESCRIPTIONS

The formal course descriptions for electives are in the SOM Catalog.  Faculty have provided the following additional information for Spring/Summer 2003, in an effort to help students choose their electives. 

GSM 502 Independent Study

Individual Faculty advisors

Prerequisites: Faculty Advisor approval 

Term: Spring and Summer

Independent studies are research projects done under the direction of a faculty member in an area of interest to the student.  Students must identify a faculty advisor prior to registration. After this meeting, the student should submit a plan outlining the hypothesis and areas of research to be explored and which faculty member will be her advisor on an independent study form available in the MBA office. No registrations will be processed until this form is submitted. A comprehensive 30-page research paper is required as the deliverable.  2 credits.

GSM 510 Entrepreneurship

Prof. Jill Kickul

Prerequisites or Co-requisites: Financial Accounting, Marketing 

Term: Summer

Starting your own business or managing your own project in a large company requires similar skills: evaluating realistically the opportunity, convincing investors of the feasibility of the concept, assembling a well-rounded team, implementing the strategies while being flexible and modifying the original plan to rapidly adapt to new trends.  This course will guide the students in the preparation of a complete business plan. Using readings and business cases, students will also learn to make recommendations appropriate to the various phases of the management of start-up businesses. Analysis of business successes and failures will help identify the challenges of starting a totally new activity.  The assignments will give you the choice to develop your own business plan on the opportunity of your choice or to submit reports on recent business cases in activities such as travel, fashion, childcare, franchises, opening a store, or buying an existing business. Active participation in class discussions will be encouraged.   2 credits.
GSM 512  Business and Market Failures

Prof. Sylvia Maxfield

Prerequisites: Business, Government and the Global Economy, Economics

Term: Summer

Today's business world is full of examples where the unbridled operation of capitalism seems somewhat flawed. Observers  commonly examine these failures from an ethical perspective. But this course uses economic analysis to help us identify market failures and to evaluate their causes and consequences so that

we can understand their likely evolution. We take the perspective of business people and ask about the business risks and opportunities market failures present. The course bridges the fields of economics and strategy and teaches you a whole new way to think about market failures. Class sessions cover different economic sectors including software, travel, health care, finance, and 'public' utilities. Students research and  write a short case study designed to dovetail with their career aspirations. Several recent School of Management graduates have been able to use these case studies to help land their dream job! 2 credits.

GSM 520  Strategic Performance Measures

Prof. Susan Hass

Prerequisites: Financial Accounting, Managerial Accounting 

Term: Summer


This case-based course focuses on the measures an organization develops to achieve its stated strategic, financial and operational goals in a business climate that emphasizes achieving ever increasing levels of 
corporate performance.   A significant portion of the course will be devoted to both the elements and the applications of the Balanced Scorecard as an integrative tool to evaluate organizational performance in a variety of settings including completion of a Balanced Scorecard simulation.  Besides the Balanced Scorecard, we will briefly examine other ways to measure organizational success through budgeting, responsibility centers, risk assessment and other performance measures.   Because the antecedents of many 
of these concepts lie with some fundamental management accounting concepts and their link to strategy, marketing, operations, organization behavior and finance, this course will focus on the whole 
organization. 2 credits
GSM 524 Financial Statement Analysis

Prof. Stephen Senge

Prerequisites: Financial Accounting and Finance

Term: Summer

This case-based course emphasizes the concepts and techniques important for a manager charged with analyzing other firms’ financial statements.  This examination extends introductory financial reporting topics, and through the case method, emphasizes important concepts in accounting for assets, liabilities, equities, revenues, and expenses.  The course also includes some technical sessions emphasizing accounting topics not included in the introductory financial reporting course.  These technical sessions include accounting for leases, intercompany investments, and hybrid securities. 2 credits.

GSM 526  Marketing Research Methods

Prof. David Novak

Prerequisites: Quantitative Analysis, Marketing

Term:  Summer

Marketing Research involves the designing of the experiment, the collection of data, the analysis of data, and the reporting of the data as marketing information that may be useful in reaching a marketing decision.  Students will work in teams on projects and assignments that will aid in better understanding the steps involved in the research process-from the initial proposal stage to the final presentation to management. 

2 credits.

GSM 527 International Marketing

Prof. Maurice Gervais (Spring)

Prerequisites or co-requisites: Marketing

Today, all firms have to compete on a global scale and must adapt to an ever-changing environment.  The marketing manager must learn new skills to detect emerging worldwide customers’ needs, to adapt the products to local requirements, to enter or exit foreign markets, to implement a worldwide organization that motivates local managers with different cultures while insuring the proper flow of information.  Furthermore, the sales and marketing manager is accountable for worldwide revenues and profits.  This course will address these challenges with contemporary readings and business cases that will take place in the major regions of the world and will cover different business sectors such as retail, services and high tech industries. Active participation in class discussions will be encouraged.  2 credits

Prof. Fiona Wilson (Summer)

Prerequisites or co-requisites: Marketing

Increasingly businesses compete at the global or international level.  Firms engaged in multinational and cross-border operations face additional challenges and greater levels of complexity than national players. Marketing professionals and managers within these companies are largely responsible for meeting many of these challenges including the areas of cross-cultural consumer behavior, distribution, branding, advertising, pricing, product development/adaptation, and marketing program management. 

Building on the core curriculum marketing classes, these topics will be addressed through case discussion, lectures, and contemporary readings and examples. The course will cover cases in key regions of the world, and across multiple sectors, including consumer goods, high technology and services. Material will be supplemented by guest lectures from current practitioners in the field.  Grade will be determined on the basis of class participation and written assignments. 2 credits.
GSM 529 Sales Management
Prof. Maurice Gervais

Prerequisites: Marketing, Marketing Strategy, Financial Accounting

Term: Spring 

 

In all corporations that provide services and products to other corporations, the sales force is the division that negotiates the contracts and actually manages the relationship with customers. 

The marketing department prepares the market plans, but the responsibility to implement them and to bring the revenue rests with the sales force. This explains why the sales management enjoys such power and recognition. 

The skills of a sales person are different from those of a marketing person who spends more time on concepts. The sales person must also excel in face-to-face interaction and in practical tactics to convince and satisfy one customer at a time. The salesperson often deals directly with the customer upper management. Success in selling to major accounts requires high level, sophisticated team selling that is able to identify customer needs and to invent specific solutions with higher capabilities than the competition. 

During difficult times such as today, corporations are likely to cut the marketing staff but at the same time to expand their sales force, providing job opportunities.

During this course, you will learn the skills of sales and sales management, practice actual sales presentations, and use CRM technology to analyze long-term customers profitability. 2 credits,

GSM 535 Advanced Corporate Finance 

Prof. Patricia Clarke

Prerequisites: Finance

Term: Spring

Advanced Corporate Finance will focus on concepts and analytical tools that are used to solve problems and make decisions in corporate finance. In particular, we will focus on three essential strategic decisions that every business faces--the investment decision, the financing decision, and the dividend decision. We will use cases as a problem-solving context in such topic areas as capital structure and dividend policy. 2 credits.

GSM 536 Investments and Portfolio Analysis

Prof. Indra Collins Guertler

Prerequisites: Financial Accounting and Finance

Term: Summer 

Investments is an applied practitioner's class that will give you the skills to determine future goals for the risk and expected return of financial assets, choose appropriately to achieve these goals and then monitor the actual performance of your assets relative to your expectations/benchmark and the overall market's returns.  By the end of the class you will be able to select investments, create portfolios and evaluate their performance for either your professional or personal goals.  Topics covered include the risk-return tradeoff, U.S. stock market alternatives, stock valuation, stock price behavior, stock options, mutual funds, bonds, and futures contracts. Simulation trading will be used.  The class will be a mixture of lecture, class discussions, in class problem review with semester end student presentations on portfolio performance.  The class will be heavily influenced by current business and world events.  Each member of the class, including the professor, will be actively seeking new investments and monitoring current investments.  All students will be expected to have done the assigned work before class so that they can add to the class learning/discussion or ask questions on assigned material.  2 credits.
GSM 553 Leadership and Gender In Complex Organizations

Prof. Stacy Blake-Beard 

Prerequisites: Leading Individuals and Groups 

Term: Spring 

This course provides students with the opportunity to explore, compare and challenge traditional and contemporary perspectives and models of leadership.  You will learn about issues of leadership, how leadership is culturally constructed, and what it means to lead effectively.  You will also examine how gender affects the way women enact leadership as well as how others’ react to women leaders.  You will analyze yourself as a leader and have multiple opportunities to explore your style, voice, strengths, and opportunities for growth, creativity, vision, and goals. You will be expected to take leadership within the class; your role will be to help create a collaborative, innovative learning environment that will support you and your classmates in your journeys of reflection, learning and growth.  This course is an experiential one, requiring openness to learning in new ways and through many different modes.  In the class, you will be asked to reflect on your values, motives, past (both positive and negative) experiences of leading and being led.  An underlying question in the course is: what principles and values are guiding my leadership behavior?  This course is only the first step in answering this question.  The course is designed to capture a snapshot of your present thoughts, feelings and reflections on the topic of leadership in a format that you can use after leaving the School of Management.  The information gleaned in this class will be helpful in enabling you to continually refine and reflect on your own stance towards and practice of leadership.

2 credits. 

GSM 555 Consulting

Prof. Mary Grace Duffy

Prerequisites: None

Term: Summer

This will be a skills based elective working on areas such as: negotiating the scope of the project; assessing client wants and needs; giving feedback effectively; understanding underlying and present problems; data collection- how to assess what you need and then how to get it. This is not an elective geared for students who want to open their own consulting practice. 2 credits.

GSM 556 Employment Law and Labor Relations

Prof. Corey Surett

Prerequisites: None

Term: Summer

This course is designed to provide knowledge and everyday application of employment, anti-discrimination, and labor relation laws.  The respective rights and remedies available to employees and their managers will be explained and interpreted.  Case studies, guest lecturers, and classroom discussion will explore the realities and myths of what constitute workers’ rights in the workplace.  Special emphasis will be placed upon understanding the differences between statutory entitlements and protection afforded by collective bargaining agreements.  The process by which workers can be organized will be studied, and once organized, the definition of what are considered unfair labor practices will be discussed at length.  At the conclusion of the course the students will have been exposed to all aspects of employment law, labor, and the concept of wrongful termination.  2 credits.
GSM 557 Business Ethics
Prof. Diana Stork

Term: Summer

Prerequisites:  None
This course exposes students to a range of ethical issues and problems faced by organizations and by individuals in organizations.  Contemporary cases and examples (that reflect various functional areas and problems) are discussed throughout the course. Students develop skills to recognize, analyze, and resolve ethical dilemmas as they apply to employees, work groups, leaders and managers, and organizations as a whole.  2 credits.
GSM 559 Public Speaking 
Prof. Dale DeLetis 

Term: Spring and Summer

Prerequisites:  None
This elective will help students improve their speaking and presentation skills. Students will learn strategies for using the voice and the body for more effective communication. After intensive class practice, students will apply these skills to several kinds of contemporary communications: the scripted report or speech, the extemporaneous question and answer session, and a presentation with visuals. Students will practice at least five speeches and will critique their fellow classmates. Techniques are applicable for a wide range of speaking activities--from making comments in class to interviewing to giving a formal presentation. 

2 credits.  

GSM 561 Leading and Managing an Effective Nonprofit Organization

Prof. Patricia Deyton

Term: Summer

Prerequisites:  None
This course will examine the major areas of responsibility for those who lead and manage nonprofit 

organizations.  It is designed for students who have limited experience within the nonprofit sector. The course will approach leadership and management issues from historical, legal, societal and business/entrepreneurial perspectives of the skills required to lead a mission-bases, nonprofit organization. There is a strong emphasis on the ethical underpinnings of nonprofit organizations, the examination of multiple leadership styles and impact, and the differences between nonprofit and for profit organizations and how these differences drive decision-making.  The initial classes will examine a particular subject area through cases studies, assigned readings and lectures.  Students will be required to prepare a study project of one nonprofit organization examined through the lens of one of the major topics covered in the syllabus. Students will submit a report and make a class presentation on the chosen organization and topic. 2 credits. 

GSM 562 Surveys for Action
Prof. Diana Stork

Term: Spring

Prerequisites:  QA and Leading Individuals and Groups
This skills based course introduces students to the power and potential of surveys in organizations. Students will gain experience with a process that can enhance organizational effectiveness and be both intellectually exciting and fun. Throughout the course, the emphasis on doing surveys that can make a difference-surveys that are well designed and analyzed appropriately, and that give useful results for decision making 

This is a hands on course that gives students the opportunity to practice the steps in conducting effective workplace surveys. Students will design survey instruments-they will write questions and then layout response formats. They will gather data, and analyze it using SPSS (Statistical Package for the Social Sciences). They will interpret their results and make recommendations based on their findings. 

This course builds on students previous work in organizational behavior and QA. They will use their knowledge and understanding of organizational behavior to plan the survey process, focus the survey purpose and content, and make recommendations for action. 2 credits.
GSM 530 Topics in Marketing 
Prof. Fiona Wilson

Term: Summer

Prerequisites:  Marketing
This course will focus on some of the most topical and important contemporary issues in marketing. It will build on Marketing Management (and other Marketing electives), and will include topics such Guerilla

Marketing - Achieving Breakthrough in a Cluttered Environment, Viral Marketing - Darling of The Dotcom Era, But is it Relevant Today?, Globalism and its Backlash - The Impact on Global Brands, Empowered or Invaded? – The Internet, Data and Privacy, Marketing to Women - The New Consumer Power Base, Cause-Related Marketing - A New Strategic Imperative? There will also be some flexibility to include topics of special interest to students who sign up for this elective. Using a mix of readings, cases, frequent guest speakers and popular contemporary marketing books, this seminar-style course will be designed to allow students to explore in depth a number of the most important issues facing marketing practitioners. Heavy emphasis will be placed on class participation, interaction, and debate. Students will be required to present summaries and lead discussions of readings and books, and to bring examples of current marketing into the classroom. The written deliverable for the course will be a paper on a topic of your choice, allowing students to do additional reading, research, and informational interviews around a topic of particular interest to them.

GSM 509 Identifying and Exploiting New Business Opportunities (under construction)
Prof. Jill Kickul

Term: Spring

Prerequisites:  Financial Accounting and Marketing 
(Marketing taken as a co-requisite is ok)

This course will provide an overview of the opportunity recognition/evaluation process by examining how people, the industry, and the social environment interact as an individual identifies or creates and shapes entrepreneurial and organizational opportunities.  Entrepreneurial strategies for information gathering and analysis are introduced as well as strategies for developing the entrepreneur's network of intellectual and financial support.  

The learning objectives will be focused on investigating the critical factors involved in the conception, initiation, and development of new business ventures and opportunities, including:

· Identification of characteristics of prospective entrepreneurs and intrapreneurs.

· Opportunity identification and recognition process.

· Analysis of the different sources of entrepreneurial opportunities (personal, economic, industry).

· Market and industry analysis for products/services (new or improvement of existing).

· Overall feasibility and planning process within new or existing organizations.
· Initial support and financing essential to the implementation of the identified opportunity.

Within the framework of the course, students will be given multiple opportunities to examine these factors and topics.  Students complete two case analyses focusing on the application of the opportunity recognition/evaluation framework and discuss its usefulness and limitations. In addition, students complete a comprehensive industry analysis of an industry and identify three potential business opportunities.  While doing the industry analysis, students also complete a journal that helps them designed to uncover the sources of public and private information available to potential entrepreneurs/intrapreneurs. Furthermore, students must interview an industry expert as well as an entrepreneur working in the industry in order to develop potential network contacts, interpersonal skills, as well as a comprehensive schema about entrepreneurship/intrapreneurship and about the industry. 2 credits.

GSM 441 Leadership, Governance and Accountability
Prof. Steve Senge (Spring) (1 credit required course for students that had 1 credit of Marketing Strategy and 3 credits of Finance)
Prof. Steve Senge and Paul Myers (Summer) (2 cr)

Prerequisites:  All required courses. Must be taken as a co-requisite with Strategy

Note: This is a required course for the full time program that entered in September 2003. It is an optional elective for any graduating student.

This course examines the essential concepts of and current challenges in organizational governance as well as the legal and ethical responsibilities of both managers and directors.  Using the case format, the course employs concepts and techniques from the core MBA curriculum to analyze business and stakeholder issues and recommend action steps. 
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