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Module D

Project Management,

Prof. Shawn O’Donnell
Management
This course is an intensive review of project management frameworks, tools, and techniques. We
will cover the fundamentals of project selection,
definition, initiation, planning, execution and closeout. In addition to mastering key project-specific
management approaches, students will learn how
to apply skills and experience from general management in the special context of projects.
While the course provides comprehensive preparation for those pursuing project management certification, the content of the course is designed to
appeal more broadly to all managers interested in
developing their abilities for project environments.

Management Consulting:
REALIZE Strategy,

Prof. Hitendra Patel
Management
The relentless forces of changing customer
needs, globalization, cost containment, deregulation, and technological change, combined with
the drive for sustainable profitable growth require
companies to continually rethink their business
strategies. More than 70% of these new strategies are poorly implemented and have not been
realized. This course is about the techniques
and methodologies used to improve the success
rate in realizing the goals of a company’s newly
formulated strategy. It is neither about strategy
formulation, nor about strategy execution but
the link (perhaps the missing link) between the
two. This course is about developing the optimal
design for executing and realizing that strategy
using the REALIZETM Strategy Execution Methodology. The course will combine learning in the
classroom, case studies, readings and implementation simulations. It will be taught by a team
of experienced Management Consultants and will
also draw upon external experts.

Strategic Marketing,

Prof. Ronaldo Tuninga
Marketing
Managers are more and more involved in
strategic management activities. This is true for
those working for international companies and
domestic companies alike. The importance of
strategic marketing in formulating and developing alternative strategies is not always well
understood. Value creation and innovation are
key components of strategic marketing. Emerging Markets such as China, India, and the GCC
countries have dramatically changed the focus
of marketing activities in domestic and global
markets. Innovation and value creation are key
concepts for managers to apply in developing
today’s markets. Value creation and innovation are an essential part of a successful brand
strategy. Successful blue ocean strategies will be
examined. Understanding of blue ocean strategies will be applied to specific cases. Essential
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strategic marketing questions (for example, how
can companies create uncontested markets
and make the competition irrelevant?) will be
discussed. In this course students will learn to
understand and develop value curves for existing
and new product/markets. Students will gain an
understanding of developments in market environments like the European Union and Emerging
Markets, and how innovation and value creation
in global markets affect and can help formulate
new marketing strategies.

Mergers & Acquisitions,

Prof. Chris Kummer
Finance
This course focuses on the design, analysis, and
implementation of financial strategies aimed at
repositioning and revitalizing companies faced
with major competitive or environmental challenges, problems, and opportunities. The course
helps students learn how to create corporate
value by implementing dramatic changes in business. Discussions will focus on debt restructuring, leveraged buyouts and recapitalizations,
corporate downsizing programs, mergers and
acquisitions, corporate spin-offs, divestitures,
and tracking stock. The goal is to learn to identify
the processes to follow, the methodologies
used, and the benefits and risks associated with
business combinations. We aim to integrate
knowledge from strategy, accounting, finance
and management in the area of M&A. Emphasis
will be given to the contemporary expectations
and requirements of good governance, based on
the roles corporations play in the society.

Company Financial Analysis,

Prof. Bill Ryan
Finance
This course focuses on organizational performance. It is specifically tailored to analyze company performance in terms of using ratio analysis
in order to evaluate how the firm has performed.
The focus we will adopt will be that of both an
internal manager as well as an outside investor
and we will examine company accounts for evidence of good performance. The course adopts
a combination of value adding commentary as
well as the use of ratios in the analysis and we
will use real company accounts, issues of the day
from the financial times along with case studies
as a foundation for the course.
Module E

Branding,

Prof. Marco Protano
Marketing
Brand Management provides the framework to
build a brand-equity driven sustainable business
both strategically and tactically. Brand equity is
one of the most valued assets a firm can leverage
with a proven link to higher stock market valuations and returns. We will start, as all marketers
should, with the customer. We will explore what
is takes to build a long-term customer experi-

ence and mutually rewarding relationship. We
will assess the global competitive marketplace,
discover what it will take to win the competitive
war and the net value that may be gained.

Doing Business in China,

Prof. Zhou
Management
This course aims to acquaint HULT students with
in-depth and comprehensive knowledge about
the China’s business “ecology”. The eight sessions conducted by four distinguished professors from Fudan University will cover meaningful and essential aspects of China’s business
environment, including economic reform, social
progress, political and cultural background,
agricultural issues, financial market, corporate
financial decision.

Entrepreneurial Finance,

Prof. William Hancock
Finance
The course covers effective financial and business techniques necessary for a successful business startup. The course provides the essential
tools and know-how you need to build a sturdy
foundation for a profitable business. A practical
road map is developed to guide the student from
crafting a meaningful business plan to raising
their business to the next level. The course offers
potent methods for keeping firm financial control
of their enterprise and insightful tips for avoiding
the multitude of financial barriers that may block
their entrepreneurial dream.

International Negotiations,

Prof. Patrick Courtin
Management
We are all instinctive negotiators. We negotiate
at work and at play. But are we as effective as
we could be? Structured around individual and
group exercises, this course aims to enhance
the student’s ability to prepare for, and conduct
negotiations in an international business context.
It culminates in an investment simulation, based
on a choice of whether to create alliance in China
or India, which elucidates the dynamics of hitech international negotiations. Throughout the
course, students are expected to prepare a game
plan, negotiate with classmates, submit a journal
of the negotiating experience, and self-critique
their own negotiating skills.

Introduction to Digital Marketing,

Prof. Ronan Greunbaum
Marketing
If the 20th century saw the emergence of digital
technologies and the beginning of their application, then the 21st century will be where the real
revolution occurs. The history of technological
innovation tells us that there is always a lag
between invention and full implementation of a
technology as we struggle to understand the full
potential of a technology and catch up with the
social implications it brings.
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This interactive program will look at the journey
we have taken thus far, give practical insight into
how this effects marketing now and then looks at
the journey ahead. By the end of the course you
will understand the digital marketing techniques
currently being employed by leading businesses
and understand how this is only the beginning of
a journey that is going to fundamentally revolutionize how we do business, enjoy entertainment
and interact with each other.

Leadership in the Global Village,

Prof. Yael Zif
Management
“The world is a global village” encapsulates
the interconnectivity of nations and states. To
be effective in this global village, international
managers must be aware of the personal and
cultural factors that often influence decisions
and actions. This course aims at heightening
this awareness. It applies theory, practice, and
experiential learning to enhance self-awareness,
adaptation, and tolerance. It explores the functions, expectations, and qualifications of effective
leadership in the global village. By the end of this
course, the student should (1) be able to deal
with interpersonal and cross-cultural conflict and
cope with change, (2) be more sensitive to the
personal, cultural, and national factors that frequently influence business decisions, (3) be more
effective as a global business leader.

New Product Development,

Prof. Jihiel Zif
Marketing
This course is conducted as an intensive workshop, which covers the process of idea generation, screening, concept development, testing,
and commercialization of new products. Course
components include case studies, lectures, class
discussions, and presentations. The major component of this course is a competitive computer
game. It simulates the planning and introduction
of a new, frequently-purchased consumer good
or service in the market. The different components of the course are integrated and provide a
systematic framework for new product development and marketing.

Financial Statement Analysis (NEW),

Prof. Chris Kummer
Finance
This course aims to provide students with the
conceptual background and technical skills to
be able to analyze financial reports prepared in
accordance with generally accepted accounting principles, scrutinize disclosures made
by management and by other intermediaries,
become conscious of the underlying information
environment in which capital markets operate,
and make informed decisions regarding the
valuation of equity securities. It draws on several
disciplines— particularly business strategy,
economics, accounting and financial reporting,
and corporate finance—and integrates relevant
aspects from these disciplines into a systematic
framework that can be applied in equity analysis
and valuation.

Solutions Marketing (NEW),

Prof. Steven Hurley
Marketing
The concept of solutions marketing is a relatively
new one, with very little written about it in academia. In several leading industries however,
it is becoming the dominant business model.
Technology-based companies, professional
services firms, and financial services companies
are leading the way in moving to a solutions
model. This course will provide the latest thinking
and techniques that are being applied inside
some of the world’s biggest and most influential
companies. Many of the insights provided to the
students are drawn from the research and consulting experiences of ITSMA, the world’s leading
services/solutions marketing and sales association focused primarily on the technology sector.
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Real World Decisions,

Prof. Patrick Courtin
Management
Global managers are faced with a never-ending
stream of decisions and choices, from the
simple definition of a new product feature to the
very complex restructuring of an international
operation. Unfortunately, most of the structured
decision-making models we have been exposed
to are dominated by financial tools and techniques. While financial considerations are always
important, this dominance of financial thinking
short-changes the multi-faceted, practical realities of real-world decisions where one needs to
consider many other value-elements in an increasingly uncertain world and take into account
many interrelated issues that must be addressed
for successful implementation. This workshop
focuses on a series of practical situations where
the students will face decisions ranging from job
selection, prima donna’s blackmail, designing
a sales incentive program, choosing the proper
timing for a disruptive product launch, restructuring an operation, dealing with a crisis, and others.
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