Part Two: Course Outline

Subject Area Overviews
Accounting Subject Area

Electives offered for 2012-13

The Accounting department's mission is to create, debate and disseminate knowledge about the measurement and communication of financial and non-financial information that will facilitate rational financial, economic and policy decisions.  Accounting is the language of business and an understanding of accounting and an ability to interpret and analyse financial statements is a basic skill that everyone in business should possess.  Electives in financial accounting will provide you with the ability to understand and analyse the financial performance of firms based on interpreting the data contained in their financial statements.

The six Accounting electives are described below.  The financial accounting electives are designed to help you become familiar with firms’ financial statements and financial reporting rules, so that you are able to understand business performance and financial structure, the implications of financial statement information for the firm’s current and future prospects and meaningfully use financial statements for valuation and analysis of securities.  Our Private Equity and Venture Capital elective addresses the two key arms of private equity: buyouts and venture capital.  The Strategic Performance Management elective focuses on approaches to measuring and managing organisational performance.

Financial Statement Analysis

· Focus on interpreting and analysing financial statements

· Learn to use information in notes to financial statements.

· Practical application of accounting knowledge gained in the core financial accounting course

· Core skills relevant to all careers in business

· Lectures, cases, practical application

Securities Analysis and Financial Modelling

· Focus on tools and techniques of securities analysis and financial modelling and the development of a framework for making investment decisions

· Framework for understanding the financial performance of firms to conduct corporate valuation

· Relevant for careers in investment banking, equity research, credit analysis, private equity, fund/asset management and strategic consulting.

· Lectures and case study discussions

Financial Analysis of Mergers, Acquisitions and Other Complex Corporate Restructurings

· Understand the links between underlying business events and the information in financial statements

· How these links affect what can be learned about the economic activities of the firm

· Particularly appropriate to careers in investment and merchant banking, venture capital, corporate finance, investment analysis and private equity

· Lectures and case studies, and analysis of major transactions
Advanced Financial Statement Analysis

· Focus on evaluating the quality of financial information and using this to reveal the economics of firms

· Core skills for equity and credit analysis, investments, investment banking and advisory work

· Suitable for careers involving evaluation or decisions based on financial data

· Lectures and case study discussions

Private Equity and Venture Capital

· Concepts, techniques, instruments and institutions involved in private equity investments

· Focus on understanding the private equity financing process, and build familiarity with the structure and key features of the global private equity industry

· Appropriate to those intending to pursue a career in private equity or who are interested to learn more about this particular asset class

· A particular emphasis is given to emerging markets
· Lectures, case studies and guest speakers

Advanced Managerial Accounting 
· Further detailed exploration of costing systems, including: cost allocations, activity-based-costing, customer profitability analysis, and the influence of excess capacity on cost determination

· Detailed focus on management control tools, including: budgeting, variance analysis, performance measurement (both financial measures and the balanced scorecard), and transfer pricing

· Appropriate for anybody who plans a career in general management or management consulting

· Primarily case-based (with a few lectures to review the basics)

Economics Subject Area

Electives offered for 2012-13

Economics offers a range of electives which are essentially aimed at improving decision making. The various electives differ in their focus – from individuals and the choices that they make, to firms and how they should best exploit strategic interactions, onto broader market and macroeconomic trends and how they shape the corporate environment, both in the short and long run. 

The eight Economics electives are described below.   The electives provide a set of tools with which to analyse a variety of business problems and better understand data and evidence. As recent events have shown all too clearly, the economy is a major determinant of corporate and financial success and understanding how these forces evolve going forward is a key business skill. This refers not just to the macroeconomic forces that are so painfully at work but equally to the microeconomic issues of how firms make their choices, and enhanced government intervention and regulation.
Behavioural Economics & Decision Making [joint offering with Marketing]

· Learn how to improve managerial decision making skills

· Understand the ways in which decisions systematically depart from rational behaviour and adapt your business strategy accordingly

· Recognise business settings where understanding behavioural elements can provide a significant advantage

· Develop a framework to systematically analyse decisions and identify where they can go wrong

· Lectures, in-class exercises, cases and a project

Emerging Markets
· Balanced evaluation of the opportunities and pitfalls for businesses in the main emerging markets of Russia, Central & Eastern Europe, Latin America, South & East Asia, Middle East, and Africa

· Framework provided within which to evaluate the risks and gains from doing business in wide variety of emerging markets

· Lectures, discussion, group presentations and visiting speakers

European Financial Markets
· European securities markets and banks in turmoil – how will they respond?

· Analytics and practice of financial integration and regulation

· Relevant for people with career interests in investment analysis, asset management, capital markets, hedge funds, corporate finance, and the finance/treasury function of corporates – in the City of London, elsewhere in Europe, or dealing with European markets from Asia or America.

· Lectures, discussion, group presentations and visiting speakers

Global Capital Markets and Currencies
· International financial environment facing firms in a globalised economy

· Provide tools for assessing the impact of economic policy shocks and financial disturbances on financial markets, exchange rates, and capital flows

· Relevant for people with career interests in investment analysis, asset management, capital markets, hedge funds, corporate finance, and the finance/treasury function of corporates

· Lectures, discussion, group presentations and visiting speakers

Incentives in Organizations: Motivating, Co-ordinating and Controlling Employee Behaviour (joint offering with Organizational Behavior)
· Provides students with the latest theoretical and empirical insights about the efficient provision of incentives in organisations. 

· Understand compensation, social-exchanges, coordination, intrinsic and extrinsic motivation, free-riding, principal-agent models and the implications of asymmetric information and the incompleteness of contracts.  

· An integrated and inter-disciplinary approach to the study of incentives. 

· A sound understanding of rigorous academic frameworks, as well as practical takeaways about how incentives and other structural elements of organizations affect employee behaviour. 

· For people who work in complex organizations and are interested in how to motivate employees and organize work.  Should be of interest to managers, consultants and investment bankers.

Sustainability 
· Provide a firm understanding of the nature of environmental and demographic change and the economic transformations it will produce

· Consider the macroeconomic, financial and corporate implications of demographic change, economic and social costs of environmental change

· Consider the strategic options available to firms in how to minimise the risks they are exposed to (both commercially and physically) from climate change and exploit the new opportunities presented

· Lectures, discussion, group presentations and visiting speakers

Thinking Strategically

· Learn how to apply the methods and results of modern game theory to business strategy

· Forecast and understand the actions of your rivals and formulate a good strategic response

· Understand the strategic interactions between firms (e.g. product development, strategic entry and mergers) and between buyers and sellers (e.g. asymmetric information and market design)

· Lectures, group presentations, in-class exercises and a computer simulation

World Economy: Problems and Prospects

· Consider how the recent economic and financial downturn and associated policy response has reshaped the world economy, financial markets and specific sectors going forward

· Combine theoretical framework, from the core course and those provided in this course, and contemporaneous analysis of topical macroeconomic issues to help shape this view and understand the consequences for markets and corporates

· Relevant to those seeking a career in the financial professions, international consulting or government/international financial institutions as well as those with a general interest in global issues

· Lectures, discussion and visiting speakers

Finance Subject Area 

Electives offered for 2012-13

Finance is at the core of any business, simply because any business needs funds to start or expand, and it is critical to understand the relation between risk and return. Hence, understanding finance is of critical importance for any business manager. 

To help you become proficient in finance, you can choose from 14 electives (note you must take Capital Markets and Financing as a pre-requisite for all finance electives). The electives listed below cover a broad spectrum of topics from corporate valuation to asset management, from international finance to fixed income, from behavioural finance to credit risk.

PRE-REQUISITE FOR ALL OTHER FINANCE ELECTIVES:

Capital Markets and Financing (CMF)

· Provides a comprehensive discussion of the most relevant issues in Corporate Finance and Financial Markets

· While not a core course, CMF covers key areas of finance with which all MBAs, EMBAs and Sloan Masters programme participants should be familiar. Hence, it is a pre-requisite for all finance electives.

· Lectures and case studies. 

· Pre-requisite: Corporate Finance and Valuation

ELECTIVES WITH EMPHASIS ON CORPORATE FINANCE:

Advanced Corporate Finance 

· To apply the tools developed in basic finance courses to Corporate Finance problems faced by businesses.

· Relevant for careers in consulting, financial institutions and investment banking, and in corporations in the finance, planning and treasury areas. 

· Case discussion, lecture-type sessions and presentations by practitioners.

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

Mergers, Management Buyouts & Other Corporate Reorganisations

· To examine various types of corporate reorganizations: mergers and acquisitions, leveraged buyouts, private equity, divestitures, private workouts and bankruptcy. Particular emphasis will be put on linking valuation with transactions, and with different institutional environments. 

· Relevant for careers such as investment banking, private equity consulting, security analysis, turn-around management, and investment management.

· Class discussion, lecture-type sessions and presentations by practitioners.

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

International Finance 

· To provide an integrated view of international financial markets and the management of multinational firms. The focus will be on applying instruments traded in the markets for currency, options, swaps, international bonds, and international equities to solve corporate finance problems of valuation of cross-border projects, the financing of these projects in international markets, and risk management.

· Relevant for careers in consulting; in financial institutions and investment banking. It will also appeal to those working, or planning to work, in corporations, especially in the finance, planning, and treasury areas.

· Lectures and case discussions. 

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

ELECTIVES WITH EMPHASIS ON FINANCIAL MARKETS:

Derivatives (Formerly Options and Futures)

· Provides the necessary skills to become a sophisticated, informed user of derivatives. 

· Focuses both on standard “plain vanilla” derivatives, such as options, swaps and futures, as well as on more advanced instruments, such as exotic options, and on recent innovations such as dividend and variance swaps.

· Covers real-world details of derivative products and models used to analyse them (as well as their limitations).

· Relevant for careers in sales and trading, quantitative analysis, risk management or structuring, and to those who expect to encounter derivative instruments in a corporate context.

· Based on lectures, discussions and homework.

· Pre-requisites: Corporate Finance and Valuation; Capital Markets and Financing.

Fixed Income Securities 

· To undertake a rigorous study of fixed income securities.  The course is quantitatively oriented and requires some background in calculus and statistics.  

· Relevant for careers exposed to fixed income markets. This includes, but is not limited to, fixed income traders and sales personnel, fixed income portfolio managers and corporate treasurers.

· Lectures and assignments.

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

Credit Risk 

· To understand credit risk, its modelling and applications. To provide a balance between developing, on one hand, a conceptual framework and, on the other, market understanding and insight.

· Relevant for careers in investment banking, investment management and other financial institutions. Equally important in periods of expansion as well as crisis.

· Discussions around empirical facts about credit, guest speakers on market developments, lectures on models and their applications, and cases.

· Pre-requisites: Corporate Finance and Valuation; Capital Markets and Financing; and either Derivatives (formerly Options and Futures) or Fixed Income. 

Real Estate Finance

· Provides the concepts and tools necessary for understanding real estate markets and for managing real estate assets, with a focus on value creation.

· Focus on commercial real estate, although residential property will also be discussed.

· Relevant for careers in consulting, financial institutions, asset management and real estate, and for those planning to work in corporations in which real estates assets play an important role. 

· Based on lectures, cases discussion, and presentations by practitioners.

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

Financial Engineering and Risk Management 

· To provide the necessary skills to value and hedge a wide variety of derivatives contracts; and to understand how to profitably design and structure such contracts.

· Relevant for careers in sales and trading, quantitative analysis, risk management or structuring, and to anyone who expects to encounter these instruments in a corporate context.
· Lectures, assignments, and a project.

· Pre-requisites: Corporate Finance and Valuation; Capital Markets and Financing; and either Fixed Income Securities or Derivatives (formerly Options and Futures).

ELECTIVES WITH EMPHASIS ON INVESTMENT:

Equity Investment Management 

· To learn the important theoretical concepts and empirical evidence in the field of investment management. To identify the practical implications of the theory and empirical evidence for investment professionals.

· Relevant for careers in asset management, investment banking, consulting, equity research, or other financial institutions.

· Lectures, case discussions and real life simulations.
· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

Behavioural Finance 

· To gain an understanding of investor and managerial behaviour and its impact on financial market outcomes.

· Relevant for careers in investment banks or other financial institutions and careers in other corporations and in consulting. 

· Lectures and class case discussions. Extensive use of recent academic research papers.

· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.

Hedge Funds 

· To understand all aspects of hedge funds, considered the epitome of active fund management.
· Relevant for careers in the field of investment management and asset management. It will also appeal to anyone who is likely to have contact with investors, fund managers, investment consultants or investment organizations.

· Lectures, case studies and assignments; and several presentations by practitioners from different parts of the industry.

· Pre-requisites: Corporate Finance and Valuation; Capital Markets and Financing; and Equity Investment Management. 

Topics in Asset Management

· To acquire a variety of perspectives on the practice of asset managerment. 
· Relevant for all those who require an applied insight into asset management. 
· Case studies, readings, guest speakers and dinners!
· Pre-requisites: Corporate Finance and Valuation; and Capital Markets and Financing.
· Co-requisite: Equity Investment Management
Value Investing – by application only (see full course outline)
· To conduct extensive real-world research and fundamental analysis to estimate the intrinsic value of prospective ideas as compared to market prices.

· Relevant for careers in fund management, investment and portfolio consultancy.
· Consideration of specific investments, both current and historic; assignments, student presentations.

· Pre-requisite: Capital Markets and Financing. CMF cannot be taken concurrently with this class.

· Co-requisites: Equity Investment Management and Behavioural Finance.

NB: For students holding a CFA charter, the pre- or co-requisite of Equity Investment Management can be waived via application through the Finance Subject Area Manager. Please write to Eleanor Eiserman (eeiserman@london.edu) and your Programme Manager, attaching evidence of your CFA charter and CV.

Management Science & Operations Subject Area

Electives offered for 2012-13

A recent McKinsey Quarterly article
 identified “Putting more Science into Management” as a key business technology trend that is transforming markets and industries.  Leading organizations today are leveraging information in new ways to operate more efficiently and to serve customers better.  Electives in Management Science & Operations will provide you with management tools to exploit growing amounts of data to make smarter decisions and develop the insights that create competitive advantage and better business models.  In many industries today, managers are using structured analysis and scientific approaches to drive business performance.

The MS&O electives are described below.  Their common thread is that information is a critical management resource, and models play a key role in organizing and structuring information, so that it can be used productively.  Learning to apply MS&O techniques will put you in a position to shape business outcomes rather than just react, and structure your management style around data-driven decision making.

Advanced Modelling for Business Applications

· Modelling applications useful for a consultant

· Generate insights via modelling in a wide range of realistic business situations

· Monte Carlo simulation, modelling risk, optimisation in simulation modelling, dynamic decision models

· Lectures, cases, and in-class, real-time development of models

Energy: Markets, Models & Strategies

· Focus on Understanding Gas, Power and Carbon Markets

· Use of Models for Price Behaviour and Risk Management

· Lectures, workshops, and several industry experts
Financial Modelling with Spreadsheets

· Spreadsheet models for financial decision making

· Combining finance, decision models, and spreadsheet technology

· Portfolio management and risk management

· Option pricing, including European, American, exotic, and real options

· Mix of lectures and computer workshops (Excel, @Risk, Solver) 

Managing Sport & Entertainment 

· Management of sport and experience-based industries including arts

· Strategic and operational thinking in particular entertainment industries

· Move and contribute within the expanding definitions of experience

· Readings, case studies, visiting speakers, lectures and possible field visits

Project Management

· Structured approach for managing and planning projects

· Relevant for IT, consulting, start-ups, event/logistical planners

· Lectures, cases, workshops, guest speaker

· Microsoft Project and add-ins (@Risk for Project) will be used

Service Management Field Trip in Greece

· Real life projects for Greek firms in the service sector: a consulting group project 

· Financial Services, Hotels, Retailing, Consulting Firms, Telecoms, etc. 

· 30 days before trip, project selection and team formation  

· Trip to Athens, Monday – Friday, working with companies

· 30 days after returning from Greece, report due

Supply Chain Management

· Rigorous introduction to the design and management of modern supply chains

· Exposure to best practices through cases and guest speakers 

· Critical review of most relevant theory through interactive lectures

· Managerial practice through intense simulation games

Time Series Analysis, Market Models & Forecasting

· Leading-edge time-series and forecasting methods

· Extending Regression to Forecasting

· GARCH volatility modelling, Cointegration, nonlinear regime switching, stochastic parameters and Quantile methods

· Lectures and computer workshops (Eviews, Ox Metrics)

Marketing Subject Area

Electives offered for 2012-13

"Because the purpose of business is to create and keep a customer, the business enterprise has two—and only two—basic functions: marketing and innovation. Marketing and innovation produce results; all the rest are costs. Marketing is the distinguishing, unique function of the business."—Peter Drucker (1909-2005) in The Practice of Management
Translation for those of you with more of a finance orientation: “Marketing is the sourcing and harvesting of cash flow.” 

Advanced Marketing Strategy

· the concept of the product life cycle and its interaction with marketing strategy, including models of diffusion of innovations 

· technology adoption life cycle for discontinuous innovations

· marketing strategies for pioneers, early- and late- followers, and defensive marketing strategies

· marketing strategies for hypercompetitive markets

· strategic issues in branding

· service quality, customer satisfaction, customer loyalty and retention

· strategic marketing planning

· marketing strategies for new on-line businesses: multi-sided platforms

Analysis for Marketing Planning and Decision Making

· How to perform a standard “usage and attitudes” or benefit segmentation study

· How to create a perceptual map for understanding customers’ perceptions of market offerings

· How to conduct a conjoint analysis study for understanding individual-level preferences

· How to design and analyse marketing experiments

· How to estimate market response models (using historical, experimental, and judgemental data sources), and use them to summarise market response, evaluate the impact of past marketing activities, and allocate marketing resources/budgets

· How to compute customer lifetime value (and therefore value customer bases) in contractual and non-contractual settings
Brand Management

The key aspects of brand management across different industries (consumer goods, services, and B2B): 

· defining brands and brand equity 

· brand positioning, repositioning, and revitalization

· brand building strategies

· returns to brand and brand evaluation 

· brand architecture and extensions

· internal branding

Going to Market: Managing the Channel and Sales force

· Aligning your channel strategy with customer needs and the product lifecycle

· Multi-channel strategies: benefits, cost and how to manage conflicts

· Managing indirect channels: distribution intensity and power vs. control

· Efficiency: organizing and sizing the sales force

· Effectiveness: manage skill vs. will, sales force compensation and quotas

· Success factors in (global) account management

· Vertical Integration and Franchising: make or buy in distribution channels?

Managing & Marketing Innovation

· Identifying, initiating, and responding to breakthroughs, disruptors, and radical innovations

· Understanding customer adoption and engineering strategic reversals

· Organizing for innovation

· Fighting standards battles, and leveraging the power of networks

· Internalizing external sources of innovation: alliances and acquisitions

· Entering new markets, and ensuring product take-off

· Leveraging innovation across borders

Behavioural Economics & Decision Making [joint offering with Economics]

· Identify key behavioural principles that play role in business and economic settings and develop a framework to improve decisions

· Illustrate how this behavioural approach can result in competitive advantage

· Apply the behavioural principles to design more effective promotion campaigns, consumer experiences, and employee incentive programs

· Identify the sources of overconfidence and develop debiasing methods

· Examine the role of uncertainty and time as two key factors that complicate decisions 

· Study decision making in strategic situations: insights from game theory to look at fairness and social preferences

· Develop a template for learning from past decisions

Pricing Strategy

· In-depth, cross-functional look at the role of price in the firm’s value proposition to existing and prospective customers

· Latest frameworks and tools from marketing, managerial economics, and competitive strategy needed to solve the most important (and common) pricing problems.

· Link corporate strategy to pricing via the business’ revenue model,

· Determine the proper role of costs in pricing,

· Assess the value of a product or service to different customer segments,

· Estimate demand and price sensitivity in the marketplace,

· Predict the effect of pricing on consumption and customer satisfaction,

· Identify and develop opportunities for price discrimination,

· Understand that pricing can (should) create value just as much as capture it, 

· Respond to price competition and commoditisation forces, and

· Integrate pricing into an overall marketing action plan

Entrepreneurship in Emerging Markets

· Managing in times of rapid demographic and socio-economic change

· Managing transitions from family-run businesses to global leaders

· Managing ethically in corrupt environments

· Dealing with multinationals

· Venture capital and private equity investment in emerging markets

· Building management teams in labour markets where the availability of suitable labour cannot be taken for granted

· What to do when the family calls and asks you to come home to save the family business.

Organisational Behaviour Subject Area

Electives offered for 2012-13

The electives in the Organisational Behaviour area are designed to help you function as an effective leader, manager and team member. The course material is derived from the most current thinking and writing on the topic and draws on basic research in psychology and sociology and applies it to the business context.  All courses have a significant experiential component which allows students to practice the skills and concepts introduced.   The skills and concepts introduced in these courses would be useful to people in a variety of professions and industries.  The focus will be on you as an individual and will help you develop your strengths in different domains such as leading teams, influencing others, negotiating and managing change.

Crafting the Future of Work

This elective explores how the work we do will change, and the way in which we need to prepare for these changes. The elective is designed to both create a deep understanding of the structural changes we are facing – with an opportunity to understand how the most valuable careers can be shaped. 

· The Dark Side of the Default Future 

· The Perfect Storm

· The Bright Side of the Crafted Future

· Learning to Thrive in the Future

· The Organisation and Leader of the Future

Managing Family Business:  From theory to practice. 
· What is a family firm?   

· Finance and strategy

· Leadership & culture

· Governance

· Succession and the next generation

· Family dynamics

· Ownership

· Cross-cultural issues

· CSR & philanthropy
Incentives in Organizations: Motivating, Co-ordinating and Controlling Employee Behaviour (joint offering with Economics)
· Provides students with the latest theoretical and empirical insights about the efficient provision of incentives in organisations. 

· Understand compensation, social-exchanges, coordination, intrinsic and extrinsic motivation, free-riding, principal-agent models and the implications of asymmetric information and the incompleteness of contracts.  

· An integrated and inter-disciplinary approach to the study of incentives. 

· A sound understanding of rigorous academic frameworks, as well as practical takeaways about how incentives and other structural elements of organizations affect employee behaviour. 

· For people who work in complex organizations and are interested in how to motivate employees and organize work.  Should be of interest to managers, consultants and investment bankers.

Leading Teams & Organisations

The purpose of this course is to help you understand the general principles and processes of effective leadership so that you can lead in a wide variety of situations. The course uses theoretical readings, case discussions, and experiential exercises.

· Understand more about the nature of leadership;

· Increase your awareness of how successful business executives lead and what     separates them from their less successful counterparts; 

· Improve your analytic abilities in understanding the behaviour of individuals and groups in organizations;

· Gain experience in leadership situations, including learning to manage conflict, time pressure, and diversity, and

· Develop confidence as a leader, knowing that leadership happens everywhere in organizations (not just at the top) and that your long-term effectiveness as a manager depends on your ability to lead others.

Managing Change

Whether you are leading change, implementing it, or find yourself on the receiving end; whether your company is large or small, local or trans-national; as an increasingly fundamental part of business, change management is a crucial skill for managers.

· Forces for change

· Leading change

· Promoting environments of innovation

· Implementing change

· Recipients of change

· Continuous change 

· Personal change

Negotiation & Bargaining

This course is designed to help you become a professional negotiator, professional in the sense that you should be able to conscientiously and effectively choose among a set of relevant strategies to best attain your goals. To do this, we need to teach you about negotiation and about how to negotiate.

· To gain a broad understanding of the central concepts in negotiation

· Learn strategies for analysing and preparing for negotiations

· Learn strategies for managing the negotiation process

· Practice negotiation skills

· Receive feedback on your negotiation problems

· Develop general frameworks for a rational approach to negotiation

· Develop strategies for complex settings and contexts in which you must negotiate with multiple opponents, issues and constraints

Paths to Power

This course is designed to help you learn concepts useful for understanding power and influence and also to help you develop your own “path to power” through reflective exercises.

· Understanding the Dynamics of Organisations – Getting Under the Surface

· The Power of Coalitions

· Building your Social Capital

· Developing your Influencing Skills

· The Philosophy of Power

· Developing your Personal Path to Power

Strategy and Entrepreneurship Subject Area

Entrepreneurship Electives Offered for 2012-13

The Entrepreneurship unit resides within the recently renamed Strategy & Entrepreneurship Area (formerly Strategic & International Management Area) and began in earnest in 1998 in response to significant demand that has more than doubled in size since then. In January 2007 Discovering Entrepreneurial Opportunities joined the School’s core curriculum; signalling the School’s commitment to entrepreneurship education for all its students. We are only the second top business school worldwide (and the first outside the US) to make entrepreneurship part of the core teaching.

The Entrepreneurship faculty group has developed an impressive roster of case studies on over 100 companies, many based on the experiences of students, alumni and faculty. The entrepreneurs who are the subjects of these studies often remain in close contact with the School and visit classes to bring students up-to-date on the latest events in their businesses. Some of our case studies include; Pret A Manger, Multimap, Innocent Drinks, Friends Reunited and Café Direct amongst many others.

Entrepreneurship in Emerging Markets

Given the home countries from which many of our students come and given the globally-focussed career aspirations of most of our graduates, it is clear that doing business in the BRIC countries and other parts of the developing world will comprise a part of the career paths for many of our current students. This course seeks to equip students having insights or interests in emerging markets – but whose previous business experience has been largely confined to Western economies or Western-based multi-national companies – to deal effectively with a host of issues with which they are likely to be confronted in pursuing entrepreneurial ventures in emerging markets. Whether raw start-ups or new ventures within existing firms, such ventures will provide the vast majority of the planet’s economic growth over our students’ lifetimes.

· Managing in times of rapid demographic and socio-economic change

· Managing transitions from family-run businesses to global leaders

· Managing ethically in corrupt environments

· Dealing with multinationals

· Venture capital and private equity investment in emerging markets

· Building management teams in labour markets where the availability of suitable labour cannot be taken for granted

· What to do when the family calls and asks you to come home to save the family business.

Financing the Entrepreneurial Business

This course is designed to introduce you to the issues and practices of financing entrepreneurial businesses (start-ups, emerging growth companies, management buy-outs and buy-ins, etc.) The course covers matters regarding raising finance, pricing & structuring financings, and exiting from the points of view of the entrepreneur and of the investor. The course has three principal objectives:

· to give you a feeling for the financing/deal-making process;

· to provide an understanding of different methods used in valuing privately-held companies;

· To sensitise you to various issues (including non-financial ones) that must be addressed by entrepreneurs and investors alike when funding a venture as well as when exiting it.

Managing the Growing Business

The businesses that we will examine in Managing the Growing Business are relatively small firms that are aiming to become big ones. The management challenges in these growing enterprises are different from those in the ‘professionally’ managed, large companies that we more usually examine at LBS. Not least, because the threat of failure is so much higher. Our mission in MGB is to ensure that LBS graduates know where the major pitfalls are, how to avoid them and what to do to make an entrepreneurial business succeed ‘after the start-up’.  This is a rare opportunity to put yourself in the shoes of real CEOs – not the transient boss of a large established business but the owner of a dynamic enterprise where every decision will have an impact.

New Technology Ventures

This course enables engineers and scientists, on the one hand, and would-be entrepreneurs or investors, on the other hand, to evaluate novel ideas and inventions and turn them into successful new technology ventures.  Participants will explore how to identify and analyse the feasibility of innovative technical or scientific ideas, turn them into products and services, and take them to market, in either insurgent start-ups or within incumbent established businesses.

New Venture Development

The aim of the course is to provide an overview of the process and challenges associated with starting an entirely new business and to equip students with the skills required to prepare a persuasive business plan, approach prospective investors, and get their business launched.

The New Revolution: Social Entrepreneurship in the 21st Century

The past decade has witnessed, in many parts of the world, the emergence and growth of a new phenomenon: social entrepreneurship.  We are also witnessing the emergence of a new kind of entrepreneur: the social entrepreneur.  In common with orthodox business entrepreneurs, social entrepreneurs are motivated by the desire to create, start and build something.  But what makes them different and distinctive is their commitment to a broader agenda; that of having a social impact, of making a social or public difference.  

Strategy and Entrepreneurship Subject Area

Strategy Electives offered for 2012-13

Our world-class Faculty include general management specialists, economists and sociologists with balanced excellence and strong capabilities in both theoretical and practical ends of the spectrum. They focus on how organizations can create and sustain superior competitive performance by using strategic tools and frameworks in conjunction with an understanding of the strategy making process and the working of general management.  With research conducted on issues of internal organization, behaviour in firms and their impact on firm strategy, their managerially-relevant findings are published in top-tier journals. 

Achieving Strategic Agility

Today, more than ever, a critical imperative for companies is strategic agility – the capacity to adapt quickly in the face of changing market conditions.  Many traditional views of strategy are static: they assume a foreseeable future, and they build on the premise that competitors and customers will act in predictable ways.  This course does not make such assumptions.  Instead, it builds on the expectation that the future is uncertain, fast-changing, and unknowable.  How do we craft strategy in these circumstances? How should we organise/structure ourselves to be more agile?  How can we engage and motivate employees across our organisation to help us identify and act on opportunities?  These are all important questions that will be addressed during the course.

Corporate Strategy

Most large companies, and many quite small ones, are not single businesses but ‘groups’, comprising a portfolio of more or less separate business units and one or more levels of ‘corporate’ management. This elective addresses the topic of strategic analysis at the corporate HQ level in such multi business companies, which is qualitatively very different from strategy at the individual business unit level (the focus of the strategy core course). 

Global Strategy and Management

In this course, you will learn to understand the changing global context in which today’s firms operate. The world is becoming smaller and firms increasingly need to manage across borders. We look at the implications of these changes and how they affect global strategy. The course covers the economic underpinnings of global strategy and we also discuss the organisational challenges that companies face when operating across borders. Finally, we will look at the managerial implications of global strategy.

Managing Corporate Turnarounds 

The objective of the course is to explore the management issues that arise when a firm needs to embark on radical change to ensure its survival.  The focus is on the development and above all implementation of strategies for companies in financial distress. Building on what you’ve learnt in other courses, we will consider how we can turn corporate distress into an opportunity, whether you are an executive sent to a “troubled corporate offspring”, an ambitious entrepreneur who wants to turn around a venture (bought with an LBO or through venture investment), or a turnaround specialist. The course is about figuring out what you need to do when you get to a firm that is in trouble. This is why our cases are structured mostly around the question, “what would you do, faced with this problem?”  This is also why we are bringing in some of the leading figures in the turnaround world, who will share their experiences, who will present “live” cases and engage in conversation with us.

Mergers, Acquisitions and Alliances

The primary aim of this course is to help managers strategize and execute Mergers, Acquisitions and Alliances. The course is particularly useful for those intending to become strategy consultants or investment bankers specializing in such transactions, as well as those who plan to work in Corporate Development functions within firms (which typically handle all M&A and partnership related activity). It builds on many concepts covered in the core Strategy course as well as to some within the Finance and Organisational Behaviour areas

Strategies for Growth 

“Where should tomorrow’s growth come from?” Surveys indicate that this is the question that keeps top executives awake at night. In this course, we will analyse how effective managers organise their companies to achieve continuous, organic growth. We will examine the firm’s formal strategic choices, its internal organisational environment, the process of growth, but also the role of historical accident and the background and personality of the managers involved. 

Strategic Innovation

Strategic innovation (or the strategy of “breaking the rules”) is the discovery of radical new business models in existing industries that grow the market by attracting new consumers.  Often, but not always, they are discovered and introduced into an industry by new entrants or entrepreneurs – putting established players under pressure. They are not only different but often conflict with the business models of the established competitors - as a result, they are especially difficult to respond to. For the most part of this course, we will look at the challenges of strategic innovation from the perspective of an established player. We will try to understand how such a company can discover a new business model and how it can successfully migrate from its current position to the new.  We will also explore why established companies find it so difficult to strategically innovate and what they can do to improve the odds of success.
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Achieving Strategic Agility 

Subject Area
Strategy and Entrepreneurship

Lecturer 
Julian Birkinshaw 

Course Code
E417 

Term
AUT12 / SPR13

Credit Value
1

Aims & Objectives

Today, more than ever, a critical imperative for companies is strategic agility – the capacity to adapt quickly in the face of changing market conditions.  

Many traditional views of strategy are static: they assume a foreseeable future, and they build on the premise that competitors and customers will act in predictable ways.  This course does not make such assumptions.  Instead, it builds on the expectation that the future is uncertain, fast-changing, and unknowable.  How do we craft strategy in these circumstances? How should we organise/structure ourselves to be more agile?  How can we engage and motivate employees across our organisation to help us identify and act on opportunities?  These are all important questions that will be addressed during the course.

The course is organised into two parts.  In the first part, we look at how strategy is crafted in a fast-changing business environment.  Rather than develop detailed strategic plans, companies operating in such environments typically take a more iterative approach to strategy, working with “simple rules” to guide behaviour, and thinking very carefully before placing big bets.

In the second part, we look at the underlying capabilities that companies need for strategic agility.  We look at three such capabilities – sensitivity to market changes, collective commitment, and resource fluidity- and we also look at the underlying culture that is needed to support these capabilities.

Topics Covered

· The strategic agility loop

· Developing situation awareness to anticipate emerging threats and opportunities

· Using simple rules to make choices in complex markets

· Decision making in uncertain environments

· Building a fluid and reconfigurable organisation

· The dark side of agility

Format & Teaching Methods

A case discussion, in which you will put yourself in the shoes of an executive, entrepreneur or investor who must act in the face of uncertainty.  These case studies are selected to trigger discussion about the central themes underlying the course, illustrate the challenges of action in an unpredictable market, and provide an opportunity to apply frameworks introduced.  Like a business meeting, everyone will be expected to enter the class prepared to discuss the assigned case.  One or more students may be asked to launch our discussion by addressing a specific question or issue.  I will periodically cold-call students to ensure a broad distribution of participation. 

Interactive lectures introducing conceptual materials and practical frameworks.  Throughout the sessions I will provide content based on this ongoing research programme which underlies this elective.  This content will include conceptual materials, case examples not covered in class, and practical tools and techniques.   These sections of the course are highly applied, and will be most useful for executives looking for practical tools they can use in their own companies.  
Guest speakers.  We will be joined by guests in several sessions who will discuss how the core insights from the course work in practice.  

Pre-Requisites & Input Required

Successful completion of strategy and finance core courses

· This course is reasonably demanding.  Students will need to read between one and two in-depth case studies each day in addition to a small number of articles.  Students will need to prepare for the case discussion, guided by the assignment questions.  The provisional list of case studies includes (note these are subject to change):

· Brahma versus Antarctica (Brazilian brewing)

· The global PC industry

· Eden McCallum (UK, management consulting)

· Korea Telecom

· Thomson Reuters

Assignments & Assessment

· Assessment will consist of class participation (20%, a group project (25%) and a final individual written assignment due approximately one month after the end of the course (55%). 
· No assignments are due prior to the start of the course.

Advanced Corporate Finance

Subject Area
Finance

Lecturer
Brandon Julio / Rui Silva
Course Code
E236 

Term
AUT12/SPR13/SUM13

Credit Value
1

Aims and Objectives  

This elective’s main aim is to enable you to apply the tools developed in basic Finance courses to real Corporate Finance situations. You are already familiar with the material from prerequisite Finance courses (capital structure, valuation, CAPM, option pricing, etc.). Therefore, we will mainly focus on practical applications, discussing the usefulness as well as the limits of these concepts and tools.   

Topics covered  

Specific topics and case studies covered might vary across streams but will generally include the following.        

We will deal with a number of practical Valuation issues: 

· When and how to use different company and project valuation tools (e.g. comparable companies, comparable transactions, multiples, DCF analysis, real options). 

· Valuation in different business situations (e.g. start-ups, a merger situation, a takeover battle, multi-stage investment, etc.) and industries (e.g. oil, telecom, entertainment, banking, etc.). 

· Methods for incorporating sovereign risks in the valuation of cross-border investments. 

We will also explore the practice of Financial Policy: 

· How to choose a company’s capital structure.  How to choose its debt structure (long vs. short-term, bank loans vs. bonds, convertible vs. straight, fixed vs. floating). 

· How to integrate a company’s financing and risk management policies. 

· How to decide a company’s dividend policy in practice? What about the different payout methods (e.g. regular vs. special dividend, cash vs. share repurchase, open market operations vs. self-tender offer, etc)? 

Remember that these are applied to real business cases, not new theories, and that therefore we will use whatever tools we find useful for the case at hand.  Part of the challenge will be to decide which tools are useful and which are not in a specific situation.    

Who should attend?  

The course is suited for those interested in Applied Corporate Finance, particularly those pursuing careers in consulting, in financial institutions and investment banking, and for those working, or planning to work, in corporations, especially in the finance, planning, and treasury areas.    

Format and Teaching Methods  

The course has two main approaches: First, the course is centered on class discussion of real business case studies covering different business situations, deals, industries, etc. Second, lecture-type sessions provide information, financial tools and frameworks useful to discuss case studies.    

Pre-requisites  

Successful completion of core Corporate Finance; and Capital Markets and Financing elective.  This is a challenging course that demands a fair amount of work on a regular basis, and the teaching style requires active participation in class discussions; thus, the second prerequisite is that you make the commitment to be well prepared for class and to participate vigorously. 

Assignments and Assessments 

· Class participation (10%) 

· Case write-ups (50%) 

· Final exam (40%) 

  

Advanced Financial Statement Analysis

Subject Area


Accounting

Lecturer


Eli Amir
Course Code


E422

Term



SUM13


Aims and objectives

This course is about “fundamental” financial analysis; that is, evaluating the quality of financial information and using the information to reveal the economics of firms. These are core skills for equity and credit analysis, in investments, and investment banking and advisory work. The techniques we develop are also applicable to the analysis of financial and strategic decisions within firms, and indeed wherever there is a need to understand the financial performance of firms. The course is advanced in the sense that we will be working at the frontier of current practice, however the style is strongly practical. 

Topics covered

· Residual income valuation techniques

· Analysis of employee post-retirement benefits

· Measuring quality of earnings and indicators of earnings management

· Credit analysis and credit scoring

· Industry-specific Non-GAAP earnings measures

· Fair Value Accounting for Financial Instruments

· Securitizations

· Derivatives, Hedging and Other financial instruments

· Financial analysis of commercial banks

Who should attend?

The course is designed for anyone planning a career in which they will have to evaluate or make decisions based on financial data. The course is particularly suitable for financial analysts, bankers, investment bankers, security analysts, institutional investors, and consultants.

Format and teaching method

The course will consist of lectures and case study discussions. Students should be prepared to discuss problems and cases in class.

Reading

There is no single text for the course. We will use chapters from the books listed below, that focus primarily on accounting and financial analysis, assessing the quality of accounting information, and analyzing operating profitability and growth. 

· Stephen Ryan, Financial Instruments and Institutions: Accounting and Disclosure Rules, Second Edition, 2007, John Wiley & Sons

· White, Sondhi and Fried. The Analysis and Use of Financial Statements, 3rd Edition, John Wiley.

· Stephen Penman, Financial Statement Analysis and Security Valuation, 2006, McGraw Hill.

· Palepu, Healy and Bernard, Business Analysis and Valuation, 2007 (Text only), Thomson. 

Pre-requisites

This is an advanced course in financial analysis. Although some of the topics are similar to those covered in most financial analysis courses, we intend to increase the level of complexity and detail in this course. Thus, the course is designed for those who feel more comfortable with financial accounting and that have successfully completed the core financial accounting course. We expect the course to be most suitable for full and part time Masters in Finance students. However, MBA and EMBA students with some prior accounting background are also welcome.

Assignments and Assessments
Assigned Case Write-ups (group assignments, 25% x 2)

50%

Assigned Case Write-up (individual assignment)


25%

Essay (individual assignments)




25%

Comment: Students must attend sessions and participate in class discussion.

Advanced Marketing Strategy

​​​​​​​​​​​​​​​​​​​​​​​​​

Subject Area

Marketing

Lecturer


Nirmalya Kumar 

Course Code

E217

Term



AUT12 / SPR13

Credit Value 

1 

​​​​​​​​​​​​​​​​​​​​​​​​​
Aims & Objectives

The goal of this course is to help students develop a comprehensive understanding of how marketing strategies can be developed and executed in dynamic competitive environments. The course focuses on the interaction between the process of formulating, implementing, and controlling marketing strategies and the various stages of the product life cycle. It is an integrative course that brings together the marketing activities of creating, capturing, and sustaining customer value over the different stages of the product life cycle. Students will be exposed to the most recent theories and methods, analytical techniques, and current best practices for developing marketing strategies.

Topics Covered

Topics covered will include: 

· the concept of the product life cycle and its interaction with marketing strategy, including models of diffusion of innovations 

· technology adoption life cycle for discontinuous innovations

· marketing strategies for pioneers, early- and late- followers, and defensive marketing strategies

· marketing strategies for hypercompetitive markets

· strategic issues in branding

· service quality, customer satisfaction, customer loyalty and retention

· strategic marketing planning

· marketing strategies for new on-line businesses: multi-sided platforms

Format & Teaching Methods

Lectures, case discussions and guest speakers

Pre-requisites

Successful completion of the marketing core course

Assignments & Assessment

Class participation, case write-ups or group project, a final examination. In any event, individual assessment will account for at least 50% of the grade.

Advanced Modelling for Business Applications (formerly Art and Science of Modelling for Consultants)
Subject Area
Management Science and Operations

Lecturer 
Nicos Savva

Course Code
E467

Term
AUT12

Credit Value
1

Aims and Objectives 
Modelling is the process of building simplified representations of reality to explore the potentially ill-structured problems that modern organizations frequently face. Models give insights into complex trade-offs, help identify relevant data for the problem at hand, allow the evaluation of possible alternatives, make sensible recommendations and serve as the basis for communicating findings and influencing decisions. The skills needed to be a successful modeller include the ability to recognize the key problem(s) in a situation, the capacity to develop a structure for analyzing the problem, an aptitude for carrying out cogent analysis, and the mental flexibility to present the analysis and insights to interested parties in a convincing, non-technical manner. The primary objective of this course is to develop your ability to generate insights via modelling in a wide range of realistic situations. The skills developed here are vital for anyone working with today’s organizations to navigate a course through uncertain and uncharted territory. 

Topics Covered 
The first part of the course will cover the basic tools of modelling. We will discuss how to frame ill-structured problems, present the main tools of model building, such as influence diagrams, spreadsheet engineering (Excel), sensitivity analysis, simulation and optimisation, and how to use models to generate insights. Emphasis will be placed on the communication of main findings, including coaching on the effective presentation of quantitative analysis. We will illustrate these techniques with a workshop drawn from the hospitality industry. 

The second part of the course applies the modelling techniques discussed in the first part of the course to project valuation and operational problems. We will start with single project valuation models from the Pharmaceutical and Venture Capital industries and estimate the value of options such as abandonment, expansion and postponement using Real Options valuation techniques. The focus is not only on estimating the value of these options but also on how and when to use these options. We will continue with the Venture Capital case to discuss how to aggregate individual project valuations, both in the risk and the return dimensions, in order to build portfolios of real projects. We will construct company-wide efficient frontiers, see the benefits of diversification and illustrate how correlations can prevent or amplify the effect of diversification. The course will finish with a primer on more general stochastic systems that are subject to congestion. We will examine the impact of Page 2 Advanced Modelling for Business Applications 

variability on system efficiency and see how one can optimise the performance of such stochastic systems using both analytical and simulation based methods. We will illustrate these ideas in the context of queuing systems and we will apply the tools and methodologies developed on a hospital reorganisation case study. 

Format and Teaching Methods 
The course is divided into five days, each consisting of two sessions. Each day can be viewed as a 6 hour long workshop with short lectures that deliver a modelling framework, followed by breakout exercises and in-class real-time development of models drawn from a real business case. While each day is conceptually independent of one another, we will use and build upon modelling frameworks and concepts developed in previous days. At the end of each day participants need to prepare a 10-minute presentation in groups on the models developed and the insights generated on that day. While all groups need to hand in a presentation, only two to three groups will get to give their presentation in class the following week. Where possible industry guests will also listen to the participants’ presentations and give feedback, as well as share their experiences of modelling work within their organisations. 

Participants are expected to play an active role in their learning by making appropriate contributions in class as well as answering and asking questions. Participants are also expected to work in groups for all modelling cases, exercises and presentations. Through discussions and through group work we aim to create a supportive environment that facilitates learning and utilizes the participants’ diverse experiences and modelling skills to advance the knowledge of everyone. 

Requirements & Pre-requisites 
Participants are required to bring a laptop with Excel 2010 (or Excel 2007) to each class. Excel add-ins such as @Risk can be downloaded from the portal before the course commences (but are not necessary). 

The spreadsheet modelling techniques developed in the core course Decision and Risk Analysis/Decision Models (or equivalent course in other schools) will be used throughout the course. Elementary knowledge of finance and quantitative methods, as provided in core courses, is assumed. 

Recommended Readings
	Title 
	Year 
	Authors 
	Publisher 

	Modeling for Insight 

Excel 2010 Tips & Tricks 

Competing on Analytics: The New Science of Winning 

Matching Supply & Demand 
	2008 

2010 

2007 

2009 
	Powell & Batt 

Walkenbach 

Davenport & Harris 

Cachon & Terwiesch 
	John Wiley & Sons 

Thomson Publishing 

Harvard Business School Press 

McGrow Hill 


Assignments and Assessments 
Three group presentations on the analysis of a case study (25%, group based) due on day 2, 3 and 4. Take home modelling project after the end of the course (75%, individual). 

Course Material 
A binder containing cases, journal articles and book chapters will be distributed in the first session. Additional material, including the lecture notes, will be distributed in class. 

A Note on the Instructor 

Nicos Savva is an Assistant Professor at the Management Science and Operations department of the London Business School. Nicos has a PhD in Management Science, an MPhil in Finance (Financial Engineering) and a BA in Physics, all from the University of Cambridge. In addition to Advanced Modelling, Nicos also teaches Decision and Risk Analysis for the London MBA and Executive MBA programmes and he is the recipient of the 2008-09 Outstanding Core Course Teaching Award. Besides LBS he has also taught at The Wharton School, University of Pennsylvania and at the Judge Business School, University of Cambridge. 

Nicos’ research interests include modelling and designing contracts for collaborative new product development and optimization of flexible systems under uncertainty with applications to healthcare. His research has been published in the Journal of Economic Dynamics & Control and in Nature Biotechnology. Nicos has acted as a consultant to high-tech start-up companies, retail firms, hospitals and hedge funds.

Analysis for Marketing Planning and Decision Making

Subject Area
Marketing

Lecturer 
Bruce Hardie

Course Code
E177

Term
AUT12 

Credit Value
1

Aims & Objectives

Marketing professionals and consultants are charged with a wide variety of responsibilities that require them to i) have a good understanding of the workings of the market (at both the micro-and macro-level), ii) evaluate the impact of (and therefore demonstrate the value of) past marketing activities, and iii) use these insights in the development of new marketing programmes.

To reach well-informed decisions, managers and researchers have developed and implemented a wide variety of analysis and planning tools. The objective of this course is to familiarize you with some of the main analytical methods that have now become fundamental to marketing decision making as well as to high-level marketing and strategy consulting engagements. The course guides you through the development and use of these tools without getting “bogged down” in the technical detail 

Central to this course is the view that the way to truly appreciate the strengths and weaknesses of the various tools — so that you can be an “intelligent consumer” of them — is to gain first-hand experience as an end-user modeller. As such, approximately 40% of the class time is spent in the computer lab, working on exercises (both assessed and unassessed), performing the analyses for yourself using Excel and SPSS.

Topics Covered

· How to perform a standard “usage and attitudes”/benefit segmentation study.
· How to create a perceptual map for understanding customers’ perceptions of market offerings.

· How to conduct a conjoint analysis study for understanding individual-level preferences.

· How to design and analyse marketing experiments.

· How to estimate market response models (using historical, experimental, and judgemental data sources) and use them to summarise market response, evaluate the impact of past marketing activities, and allocate marketing resources/budgets.

· How to compute customer lifetime value (and therefore value customer bases) in contractual and noncontractual settings.

Format & Teaching Methods

A combination of lectures and computer exercises conducted in the PC Lab. 

Pre-Requisites & Input Required

Core Marketing and MSO core courses, basic familiarity with Excel (as practised in other classes).

Assignments & Assessment

The course grade will be based on two individual assignments (60%) and one group project (40%). Students must pass the individual component of the assessment (i.e., average grade ≥ 50 for the two individual assignments) in order to pass the course.

A Note on the Instructor

Bruce is a Professor of Marketing at London Business School. His teaching and research interests lie in the areas of customer and marketing analytics. He has worked with market research companies such as ACNielsen BASES and SymphonyIRI (and their clients) on the development of marketing analytics solutions for new product sales forecasting and marketing mix analysis. Much of his current research focuses on the development of tools for customer analytics (e.g., for the calculation of customer lifetime value) that can be implemented in Excel, thus lowering the barriers to adoption by firms.

Behavioural Economics and Decision Making

Subject Area
Economics and Marketing

Lecturer 
Emre Ozdenoren and David Faro 

Course Code
E470 

Term
SPR13

Credit Value
1 

Aims & Objectives

Traditional frameworks on economics and decision making assume decision makers behave rationally, at least most of the time, and if they make mistakes these mistakes are unpredictable. Recent research on behavioural economics and decision making shows that most decision makers are not fully rational and, more importantly, their behaviour deviates from rationality in systematic and often predictable ways. Understanding how behaviour deviates from rationality is important in business and management decisions:  Systematic errors induced by biases in judgment lead managers to overpay for acquisitions, persist in investing in losing projects, hire the wrong people, and design products that result in customer dissatisfaction. Consumers make similar errors (overpaying for warranties, buying products they do not use, and not buying ones they may later wish they had). The fact that many decision errors are systematic is an opportunity for managers and consumers because, as our course will illustrate, it is possible to address these errors. 

This course will use examples and cases predominantly from marketing, economics, strategy, and HR. It will target students pursuing managerial roles in industry and consulting and those with entrepreneurial goals. Although there will be some examples from finance, the course will not focus on biases in financial markets. The emphasis on biases and how decisions depart from rationality distinguishes this course from other courses on decision making.

Format 

This class is intended to be intellectually stimulating and challenging. We value class participation and application of the ideas and theories we will be presenting. Classes mix lecturing and case discussion. There is no established textbook covering all the topics of this course so to learn on the newest findings, we will do some reading from primary sources before class. There will be a set of demonstrations and exercises, some online, completed before class. Classroom time will be devoted to a combination of lectures, discussions, and exercises illustrating the main concepts. An important feature of the course is that students will be asked to identify and generate original management, marketing and other business applications of the course concepts. 

Assessment

Assessment will be based on individual writing assignments, class participation and a group project. 

Pre-requisites 

Familiarity with basic decision making, economics and marketing as provided in core courses is required.

A note on the instructors

 

This course will be co-taught by two instructors. Emre Ozdenoren is an Associate Professor of Economics and holds a PhD degree in Managerial Economics and Strategy from Northwestern University. His research focuses on decision making under uncertainty and risk, behavioural economics. He also works on a variety of other topics such as feedback effects in financial markets, durable goods markets, auctions and mechanism design. He is one of the organizers of the Economics of Behaviour and Decision Making seminar series. 

 

David Faro is an Assistant Professor of Marketing, and holds a PhD degree in Marketing from University of Chicago. His work focuses on the role of emotions on decision making. The different academic backgrounds of the instructors reflect the interdisciplinary nature of the topic and should be beneficial for learning.

Behavioural Finance

Subject Area
Finance

Lecturer

Samuli Knüpfer

Course Code
E401

Term


SPR13

Credit Value 
1

Aims and Objectives
The field of finance has traditionally relied on notions of investor rationality and market efficiency. Behavioral finance argues that we also need to think about the psychology of decision-making and various inefficiencies to fully understand the features of real-world financial markets. In this course, we review these developments, many of which are very recent.

The aim of the course is to develop an understanding of investor and managerial psychology and its impact on the functioning of modern financial markets. The course helps you to identify most common obstacles to rational decision-making, to debias your own decisions, and to understand the risks and opportunities arising from biased decision-making. The course covers all the major finance topics from a behavioural perspective.

Topics Covered
The course is divided into three modules.

A: Behavioural Demand

The first module studies how households and institutions make investment decisions. We rely heavily on the psychology of decision-making—behavioural demand summarizes the collective actions of biased investors. We discuss how individual and institutional investors make decisions, what kinds of behavioural biases they suffer from, and how biases influence asset prices. We apply this knowledge to understand a number of puzzling facts about stock returns, such as momentum, long-term reversals, and post-earnings announcement drift. We also discuss bubbles in asset markets.

B: Arbitrage Response

The second module analyzes how arbitrageurs, such as hedge funds and activist investors, respond to behavioural demand. We will see that arbitrage is often limited due to short-selling constraints and risk considerations. In such a market, behavioural demand can have a long-lived impact on asset prices. We answer many practically relevant questions such as how arbitrageurs identify misvalued securities, how they design trades to try to take advantage of mispricing, and what can make arbitrage trades difficult to implement in practice.

C: Corporate Response

The third module turns our attention to the CEOs’ and CFOs’ response to behavioural demand. We show that managers influence investor perceptions about company value and respond to behavioural demand by issuing debt and equity, by changing dividend policies, and by making acquisitions. We also look at behavioural biases in managerial decision making. Issues we cover include how to make investment decisions in inefficient financial markets, how managers decide on security issuance, whether corporate managers suffer from behavioural biases, and how to improve decision making.

 
Who Should Attend?
Insights from the course have value for students pursuing or planning to pursue careers in investment banks or other financial institutions—whether in trading, research, capital markets, corporate finance, or asset management. We will also cover a great deal of material that is highly relevant for consultants and corporate managers who work closely with capital markets.
 
Format and Teaching Methods
The course is mainly taught through lectures and our in-class case discussions. We will also do in-class experiments and surveys, and you will be asked to design financial products and services. Much of the work in behavioural finance has been done very recently—the content of the course is therefore largely taken from research papers written in the last ten years. The material will be presented in a non-technical way and is understandable to participants with various backgrounds.
 
Reading Materials
The textbook for the course is “Inefficient Markets: An Introduction to Behavioural Finance” by Andrei Shleifer, Oxford University Press. Beyond this text, we will also read a number of recent academic articles, chosen to be practically relevant and not excessively technical.
 
Pre-requisites & Input Required
Successful completion of core Corporate Finance; and Capital Markets and Financing elective.
 
Assignments and Assessment
The grade for the course is based on case reports, other written assignments, class participation, and a final exam that tests your understanding of the material covered in the class.

 
Class Make-up
The class attracts a mix of MBA and MiF students, both full-time and evening, and students from other degree programs throughout the school. Anyone with an interest in this topic is encouraged to attend. 
Brand Management

​​​​​​​​​​​​​​​​​​​​​​​​​

Subject Area
Marketing

Lecturer

Simona Botti 

Course Code
E311

Term:


AUT12 / SUM13

Credit Value: 
1

​​​​​​​​​​​​​​​​​​​​​​​​​

Aims & Objectives

This course offers students the chance to combine theory and practice to understand the most important concepts in building strong brands, maximizing the value of existing brands, and manage a brand portfolio. From a theoretical perspective, the course aims to introduce students to the issues faced by brand stewards and to provide a set of tools to manage these issues, paying special attention to emerging topics in branding. From a managerial perspective, the course objective is to show how the principles learned in class apply to real-world problems by making extensive use of examples, cases, and guest speakers.
Brands articulate a company’s strategy, drive its execution, and are often the most valuable asset on (or off) the balance sheet. As such, this course is intended not only for those students interested in branding and marketing, but also for those students interested in consulting and general management.  

Topics Covered

The course looks at all dimensions of brand management: understanding brand identity and image and the resulting positioning and repositioning decisions; examining internal and external delivery of the brand promise; analysing the benefits of brands and how these benefits translate into brand equity; evaluating brand equity valuation from the point of view of the consumers and the market; managing brand portfolios through rationalization and architecture choices. In addition, two sessions are dedicated to special topics (e.g., global and luxury branding). The course deals with brand management issues in different industries: consumer goods, services, and B2B. 

Format & Teaching Methods

The course is based on a variety of teaching methods including lectures, case discussions, in-class group exercises, and guest speakers. Each session includes a lecture and either a case discussion or a guest speaker presentation. Guest speakers are proven, senior branding experts who are currently engaged in branding issues either as brand consultants or as brand managers. 

Pre-requisites

Successful completion of marketing core course.

Assignments & Assessment

Evaluation is based on different elements: individual assignments (e.g., case analysis and short research task) represent 50% of the final grade. The remaining 50% depends on class participation and a group assignment (a brand audit including primary and secondary research on a brand selected by the group). 

A note on the instructor

Simona Botti is Assistant Professor of Marketing at London Business School. Previously, Simona taught at SDA Bocconi, Bocconi University, and the Johnson School, Cornell University. She was a runner up for London Business School’s Best Teacher Award, EMBA 2010.  

Capital Markets and Financing

Subject Area
Finance

Lecturer 
Vito Gala / Francisco Gomes / Vikrant Vig

Course Code
E197
Term
AUT12/SPR13/SUM13

Credit Value
1 

Aims & Objectives

Capital Markets and Financing (CMF) complements the core Corporate Finance course, and forms the second part of a two-course sequence covering corporate finance. While not a core course as such, CMF covers key areas of finance with which all MBAs, EMBAs and Sloan Masters programme participants should be familiar. The course is thus a pre-requisite for all finance electives.

Topics Covered

The course provides a comprehensive discussion of the most relevant issues in Corporate Finance and Financial Markets 

CMF examines the financing activities of firms, how firms raise capital and the implications of various financial decisions. In particular, we will examine equity issues, dividend policy, corporate debt, and hybrid forms of financing such as convertible bonds. 

We will also look at techniques for pricing options, which then will be applied to warrants, convertible bonds, and real options. Finally, we discuss how options and other derivatives, such as forwards, can be used in the context of hedging financial risks.

Format & Teaching Methods

The course will consist of lectures plus some case studies. There is no strict course textbook, but the closest reference is Brealey, Myers and Allen "Corporate Finance" (Latest Edition), and we will be concentrating on the second half of the book.

Pre-Requisites & Input Required

Core Corporate Finance course

Assignments & Assessment

Assessment will always be based on a final (sit-down) exam, and can also include case write-ups (in groups). The exact weightings will vary by format i.e. modular versions will be more heavily weighted on the final exam. 

There are no pre-course readings or assignments.

Corporate Strategy (previously called Strategy 2)
Subject Area
Strategy & Entrepreneurship

Lecturer 
Donal Crilly & (TBC)

Course Code
E199 

Term
AUT12/ SUM13

Credit Value
1 

Aims & Objectives

Most large companies, and many quite small ones, are not single businesses but ‘groups’, comprising a portfolio of more or less separate business units and one or more levels of ‘corporate’ management. This elective addresses the topic of strategic analysis at the corporate HQ level in such multi business companies, which is qualitatively very different from strategy at the individual business unit level (the focus of Strategy I). 

The primary aim of this course is to help students assess corporate strategies and develop superior ones. The course is particularly useful for those intending to advise, work in and eventually lead Corporate Headquarters in multi-business groups. It builds on many concepts covered in the core Strategy I course and links to other courses in Finance and Organizational Behaviour.

Topics Covered

This elective focuses on three main issues of relevance to multi-business firms: 

· 1. Portfolio composition: what businesses should be brought together within the company? For each business, how much of the value chain should the company participate in?

· 2. Portfolio change: when and how should the company change its portfolio of businesses through inorganic/organic growth, outsourcing, diversification?

· 3. Organization: How should the company be organizationally structured, to leverage synergies across businesses? When and how should companies re-organize? 

Format & Teaching Methods

The course will be taught primarily through cases and participative ‘lectures’, with some external speakers. 

Course materials

1. There will be NO prescribed textbook. 

2. Readings and cases are provided in course-pack

3. Electronic copies of slides are posted on Portal AFTER each class. I have experimented with handing these out before class as well, but after class distribution works best for my teaching style. 

4. Detailed class notes for each session, summarising main points from discussion are posted on Portal AFTER each class

Pre-Requisites & Input Required

· Strategy core

Assignments & Assessment

This is primarily a case discussion based course -attendance is important not only for yourself, but in enriching the experience of your colleagues. This is reflected in the 20% weight given to class participation. This is also a “content rich” course, in the sense that the evaluation also depends on your demonstration of mastery over a set of concepts and ideas through your individual in class end-course exam (60%). Finally, I am also interested in your being able to apply these concepts in a collaborative way- hence the group project (20%). 

A Note on the Instructors

Dr. Donal Crilly is Assistant Professor of Strategy and Entrepreneurship at the London Business School. In his research he investigates top management decision-making, organization design, and firm-stakeholder relationships. He has published his research in leading academic journals and in the proceedings of the Academy of Management. In 2010 he was awarded the Academy of Management Newman Award for the best paper based on a recent dissertation. At London Business School he teaches on a wide range of programmes, including the MBA and PhD programmes, and delivers executive education to multinational firms, including IBM and Toshiba. Prior to entering academia, Donal was General Manager of KDDI Europe and worked in numerous European countries and Japan.

Crafting the Future of Work

Subject Area
Organisational behaviour

Lecturer 
Lynda Gratton

Course Code
E477   

Term
SPR13

Credit Value
1 

Aims & Objectives

As we look to the world of work we now inhabit, and the decades to come, what we are seeing is the potential reverse of this trend. From hierarchy and interchangeable, general skills, to the reinstatement of horizontal collaboration and more specialized mastery. 
In this elective we explore how work will change and the way in which we need to prepare for these changes. The elective is designed to both create a deep understanding of the structural changes we are facing – with an opportunity to understand how the most valuable careers can be shaped. 

Topics Covered

Part I: The Forces that will shape work

Session 1: An introduction to the Workbook and the flow of the programme.

Session 2:  The Forces that will shape work: globalization

Session 3: The Forces that will shape work: a low carbon future 

Session 4:  The Forces that will shape work: demography, longevity & societal values 

Part II: Creating a Future Proofed Work and Career Plan

Session 5:  The Dark and Bright Side of the Future 


Session 6:  The Shifts

Part III: Creating the Future Proofed Workplace 

Session 7:  The Impact of Open Innovation and Virtual Teaming
Session 8:  The impact on Global Projects

Session 9:  The Future of Talent in a Global World

Session 10: Overview/Review

Format & Teaching Methods

· Almost every session will feature one or more guest speakers. 

· Class notes have been prepared for all the sessions and students are expected to have read these. 

Pre-Requisites & Input Required

· OB and Strategy are core course prerequisites.

· 100% attendance is required for a participation grade.  Each session there will be a chapter and/or an article for preparation.  

· Students are required to select an area of the future to examine. This will form the basis of the written assessment. They are also required to work in small groups to prepare a written analysis of their own future career.

Assignments & Assessment

· The first assignment will be a 1,000 word (max.) report. Here you have a choice between an essay on the five forces, or an essay on a ‘future proofed’ report on one company.

The Five Forces report. Here you will pick an aspect or trend of one of the five forces. You can build on one of those already prepared, or describe a new aspect of one of the five forces.  

The Future Proofed report. Here you will pick one example of a practice that you believe to be future proofed. 

· The second assignment will be a 1,000 word (max) analysis of your own future working life. 

A Note on the Instructor

Lynda Gratton is Professor of Management Practice at London Business School. She was ranked in 2009 by the Times as one of the top 20 business thinkers in the world, described by the FT as the management gurus most likely to impact on the future and ranked second in the HR world by Human Resources magazine. Her courses at London Business School attract participants from all over the world whilst her programme on the transformation of organisations is considered the best in the world. She has written six books and many articles including articles for the FT, The Wall Street Journal, Harvard Business Review and the MIT Sloan Business Review. She has won numerous prices for her writing and research and her books have been translated into more than 20 languages. Lynda advises companies in Europe, the USA and the Asia and currently sits on the Human Capital advisory board of Singapore Government. Lynda is the founder of the Hot Spots Movement (www.hotspotsmovement.com <http://www.hotspotsmovement.com/> ) dedicated to bringing energy and innovation to companies. The group has more than 3,500 members and currently works with over 20 companies and governments around the world. This elective is based on the book about the future of work Lynda is currently preparing. You can see more on her weekly blog www.lyndagrattonfutureofwork.     

Credit Risk

Subject Area


Finance

Lecturer


Stephen Schaefer

Course Code


E450

Term



SUM13

Credit Value


1

Aims and Objectives

The evolution of the credit market in recent years has been dramatic. First, following the introduction of new derivative instruments such as the credit default swap, it experienced a period of phenomenal growth. Recently, the sub-prime crisis has led to a sharp contraction in the market as well as significant re-pricing of credit risk. 

The course aims to develop in-depth understanding of credit risk through a combination of theoretical frameworks, familiarity with the data, presentations from practitioners and discussion of contemporary issues. The objective is to provide a balance between a sound conceptual framework and market understanding and insight. Both are essential to the informed practitioner.

Topics Covered

The topics covered in the class will include:

· Historical default experience

· Structural models of credit risk (Merton, Leland, Collin-Dufresne et. al.)

· Applications of structural models of credit risk to default prediction and hedging; the KMV model

· Default-intensity models (Duffie-Singleton, Lando et. al.) 

· Credit default swaps (single-name corporate and sovereign)

· Counterparty risk and CVA

· Correlation modelling and applications

· CDO’s and other basket credit derivatives

· Institutional and regulatory developments

· Liquidity and the sub-prime crisis

Format and Teaching Methods

The classes will include discussion of contemporary issues about credit, guest speakers on market developments, lectures on models and their applications and some cases.

Recommended texts: 

Duffie, Darrell and Kenneth Singleton, Credit Risk, Princeton: Princeton University Press, 2003. [DS]

OR

Lando, David, Credit Risk Modelling: Theory and Applications, Princeton: Princeton University Press, 2004. [Lando]

Pre-requisites
(i) Core Corporate Finance; AND 

(ii) Capital Markets and Financing elective; AND
(iii) Options and Futures OR Fixed Income. 

Some knowledge of basic calculus is essential. 

Assignments and Assessment

There will be six assignments in total, including three cases, as well as a final exam. The assignments will account for 50% of the overall grade and the exam for 50%.  The assignments may require extensive numerical computations! 

Class Make-up

The class is likely to be made up of a mix of second-year MBA students and Masters in Finance students, both full-time as well as part-time, along with some participants from other degree programmes at the School.

A Note on the Instructor

Please visit www.london.edu/faculty/sschaefer to learn more about the instructor.

Derivatives (previously known as Options & Futures)
​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​
Subject Area

Finance

Lecturer

Igor Makarov 

Course Code

E203

Term


AUT12 / SPR13

Credit Value

1
​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​
Aims and Objectives

Derivative instruments such as futures, swaps and options are now an indispensable part of the toolkit of all financial practitioners, from investment managers to CFOs. The purpose of this course is to provide you with the necessary skills to enable you to be a sophisticated, informed user of derivatives. You will acquire a robust conceptual understanding of the fundamental issues that determine the use, valuation and behaviour of these instruments. This means a thorough grounding in both the real-world details of the products, and in the models used to analyse them (as well as their limitations). The course will focus both on standard “plain vanilla” derivatives, such as options and futures, as well as on more advanced instruments, such as structured products and exotic options, and on recent innovations such as dividend and variance swaps.

Topics covered

· Futures, forwards and swaps. Valuation and hedging of these instruments, and their use in risk management and speculation.

· Options: the canonical models, including Black-Scholes and binomial.  Their assumptions and robustness.  How to use option pricing models; how not to use them.

· The role of volatility in option pricing, violations of Black-Scholes model (“Smile” and “Skew”),  predictability of volatility, and how to deal with uncertain volatility.

· Exotic options: Monte-Carlo simulation techniques to value and use complex derivatives such as Barrier, Asian and Look-back options.

· Introduction to credit derivatives

Who should attend?

Students interested in learning about derivative products, and how to price and hedge them should attend this course. This course serves as the foundation for other quantitative electives like Credit Risk, Fixed Income and Financial Engineering. The course is not suitable students who are interested only in an overview of options and futures markets (and not in models used to price and hedge these products).

Format and Teaching Methods

The pedagogy is a combination of lectures and discussions. The course is intensive and requires weekly assignments. The overall orientation of the course is the practical application of the concepts underlying derivative products in addition to a rigorous (at times analytical) discussion of theory about derivatives.

Class notes presented in the class sessions will form the core material required for the course. Course packs would be available a week before the course starts (details to be announced on class mailing lists). 

Reading Materials

While the course will rely on notes distributed in the class, good textbook references are

· “Options, Futures, and Other Derivatives” by John Hull, 7th ed., Prentice Hall, 2008.
· “Derivative Markets” by Robert McDonald, 2nd ed., Addison Wesley, 2006.

The following light-read books are recommended before the course starts: 

· Gillian Tett, Fool's Gold: How Unrestrained Greed Corrupted a Dream, Shattered Global Markets and Unleashed a Catastrophe, Abacus, 2010

· Roger Lowenstein, When Genius Failed: The Rise and Fall of Long-Term Capital Management, Random House, 2000

· Philippe Jorion, Big Bets Gone Bad: The Largest Municipal Failure in U.S. History, Academic Press, 1995

Pre-requisites

Core Corporate Finance course; Capital Markets and Financing electives.

Because of the important role played by mathematical models in derivatives markets, the course is necessarily quantitative. Though advanced knowledge of calculus is not required, you should be comfortable with basic properties of functions and random variables: during the course we will encounter some continuous compounding and discounting, natural logs, partial derivatives etc. A number of the course assignments will require you to do somewhat extensive numerical analysis (for example, using Excel). You do not, however, need to know any programming languages. 

If you need a math refresher, you might want to consult one of the following texts, both of which include lots of worked problems and examples.

“Mathematics for Economists” by M.Pemberton and N.Rau, 2nd ed., Manchester University (2006); “Mathematics for Economics and Business” by Ian Jacques, 5th ed., FT Prentice Hall (2006).

Assignments and Assessments

Assessment will be by means of a combination of graded assignments (one per week except last week) worth 40% and a final exam worth 60%. The final exam may fall outside normal class time – please check the timetable for details.

Emerging Markets

Subject Area
Economics

Lecturer 
Linda Yueh

Course Code
E406 

Term
SPR13

Credit Value
1 

Aims & Objectives

The aim of the course is to give a balanced evaluation of the economic and business prospects of the main emerging markets of Asia, Russia, Central & Eastern Europe, Latin America, Middle East, and Africa. A detailed framework will be provided within which to evaluate the opportunities and pitfalls for businesses in a wide variety of emerging markets, particularly the large economies of China, India, Russia, Brazil, and others. By the end of the course, participants should:

· Understand the nature of emerging markets and their differences from OECD nations

· Be aware of the policy options available to different countries

· Recognise the importance of institutions and institutional reform

· Have assessed which emerging market countries are most advantageously placed

· Gained the tools to assess short-term volatility and long-run growth prospects

· Appreciate the role international business has in aiding development

Topics Covered

· What explains the different economic performance across emerging markets?

· What are drivers of risk in these emerging economies?

· The impact of the business environment on the potential development of markets

· The role of the state

· Privatisation, market liberalisation and financial reform

· Legal and regulatory regimes and corruption

· Trade policy and globalisation

· Foreign direct investment and financial markets

· Innovation and productivity

· Human capital and skills

· International organisations and global economic rules

· Currency and financial crises/macroeconomic stability

· Impact of the rise of emerging markets in the global economy

Format & Teaching Methods

Lectures, discussion, group presentations and guest speakers from a wide range of backgrounds, including advisors to governments and companies and banks active in emerging markets.

Pre-Requisites & Input Required

A prior course in macroeconomics, either at London Business School or elsewhere, is desirable but not essential. For those without such a background a modest amount of extra reading will be required each week. 

Assignments & Assessment

The assessment structure will be as follows:

50% Group project (20% of which for the presentation and 30% for the written report)

50% Take-home individual exam

Class Make-up

This course is suitable for all degree programme students. 

The class is also open to external participants such as from UCL who take up a small number (1-2) places in the course.

A Note on the Instructor

Linda Yueh is adjunct professor in the Economics Department at LBS, and a fellow in economics at St Edmund Hall in the University of Oxford. She is Director of the China Growth Centre (CGC) at Oxford, an associate of the Centre for Economic Performance (CEP) at the London School of Economics, and economics correspondent for Bloomberg TV. She had practiced international corporate law while resident in New York, Beijing and Hong Kong prior to entering academia.  Her research interests are in macroeconomics, economic growth and development, and law and economics.  She has published numerous articles on topics such as the impact of globalisation on economic growth, the effects of emerging markets on the global economy, and the prospects of the Chinese economy and its legal reforms, intellectual property rights, entrepreneurship, among others.  

She serves as (Founding) Editor of the Economic Growth and Development book series by Routledge.  Her books include: Enterprising China: Business, Economic and Legal Developments Since 1979, The Economy of China, The Future of Asia Trade and Growth (editor), The Law and Economics of Globalisation (editor), Globalisation and Economic Growth in China (co-edited with Yang Yao), and a textbook, Macroeconomics (co-authored with Graeme Chamberlin), which is the recommended textbook for government economists in the UK Government Economic Service (GES). She has taught or provided training to ministers and civil servants in the UK, China and India, including the Foreign and Commonwealth Office (FCO), the Top Management Programme of the UK civil service, Guangdong provincial officials, Indian civil service, among others. She served as one of three special advisors on China and the World Economy for the World Economic Forum (WEF) in Davos, Switzerland and sits on their Global Agenda Council for Energy Security that sets priorities for the Annual Meeting in Davos. She was an advisor to the UK Department for Innovation, Universities and Skills (DIUS), HM Treasury as well as UK Trade and Industry (UKTI). She gives regular briefings to governments, including the British Chancellor of the Exchequer, the Cabinet Office in the Prime Minister’s Office in Britain, China’s top policymaking body (NDRC or National Development and Reform Commission), the European Commission and the U.S. government, as well as to international bodies such as the Asian Development Bank, OECD, Caribbean Development Bank, UNDP and UNIDO. She has been invited to take part in several enquiries on China’s impact on the world economy for the UK Parliament, including the Treasury Select Committee and Foreign Affairs Committee of the House of Commons. Also, she has served as a consultant on emerging markets for the private sector and provided executive education training to numerous multinational corporations.  Finally, she is a frequent media commentator, including for the BBC, The Guardian and the Financial Times. 

Energy Markets

​​​​​​​​​​​​​​​​​​​​​​​​​

Subject Area
Management Science & Operations

Lecturer 

Derek W. Bunn

Course Code
E348

Term


SPR13/SUM13

Credit Value

1

​​​​​​​​​​​​​​​​​​​​​​​​​

Aims & Objectives

This course provides an introduction to an industrial sector of worldwide importance, and one in which there are now many business challenges through technology innovation, climate change, market restructuring, sustainability and liberalisation. It focuses upon the fundamental resources; electricity, gas and oil, as well as the regulated infrastructure businesses and the development of low-carbon innovations through climate finance.  

Topics Covered

· Global resources and geopolitics in oil and gas

· Climate finance and carbon economics.

· Power market fundamentals, regulation and market liberalisations

· Infrastructure investment in the energy sector

· Understanding value creation and the energy supply chains

· Carbon-trading, renewable finance and low carbon technologies

· Price formation and strategic behaviour in the energy commodity bundle.

Format & Teaching Methods

Lectures, plus practical workshops using simulation and risk analysis models, together with several outside experts from industry

Pre-requisites & Input Required

The course does not make specific requirements, but pre-reading will be distributed.
Assignments & Assessments

Individual Summary of a market simulation exercise (60%) which is due a week after the end of the course, but can be completed by the end of the course. Two group presentations (20% each) made during the course, assessed on their powerpoint slidepacks.

The Instructor
Derek Bunn has been associated with the energy sector for many years, through research, teaching, publishing and consulting. He has been chief editor of Energy Economics and has founded the Journal of Energy Markets. He has advised many international energy companies, including all of the main European power companies at various times, as well as official enquiries into energy markets by various government agencies worldwide.

Entrepreneurship in Emerging Markets

Subject Area
Marketing

Lecturer 
John Mullins, Rajesh Chandy

Course Code
E471 

Term
SPR13

Credit Value
1 

Aims & Objectives

Given the home countries from which many of our students come and given the globally-focussed career aspirations of most of our graduates, it is clear that doing business in the BRIC countries and other parts of the developing world will comprise a part of the career paths for many of our current students. This course seeks to equip students having insights or interests in emerging markets to deal effectively with a host of issues with which they are likely to be confronted in pursuing entrepreneurial ventures in emerging markets. Whether raw start-ups or new ventures within established firms, such ventures will provide the vast majority of the planet’s economic growth over our students’ lifetimes.

Topics Covered

This new course builds on the case-development and research efforts that its pair of instructors has undertaken over the past four years. Key topics include the following:

· What to do when the family calls and asks you to come home to save the family business.

· Understanding and exploiting “perfect storms”

· Crafting business models that can grow rapidly

· Innovation and imitation in emerging markets

· Dealing with multinationals

· Barriers to growth in emerging markets

· Managing ethically in corrupt environments

· Building capabilities in emerging markets

· Concept arbitrage in emerging markets

Format & Teaching Methods

A course-pack of required readings and cases will be provided. No outside research is required to analyse the cases, but a considerable amount of primary and secondary research will be required for the group project. The course will, like all entrepreneurship electives, be highly interactive and case- and project-based. There will be guest speakers, some of whom are the protagonists in the cases. A major course project, to be carried out in small teams, will ask students to apply what they learn. It is further described below.

Pre-Requisites & Input Required

There are no prerequisites for this course, other than completion of the London Business School core. Students are expected to be prepared for each session and the instructors expect that students will learn from each other as well as from the assigned materials and the faculty. 

Equity Investment Management
​​​​​​​​​​​​​​​​​​​​​​​​​
Subject Area
Finance

Lecturers

Samuli Knüpfer/Narayan Naik

Course Code
E212

Term


AUT12/ SPR13

Credit Value

1

​​​​​​​​​​​​​​​​​​​​​​​​​
Aims and Objectives

The aim of the course is to give you a thorough understanding of the field of equity investments. We will review all the important concepts, examine empirical evidence relating to them, and identify the practical implications for investment professionals. The course puts a special emphasis on topics where research provides an important message for professional management of the investment function. The course is of particular relevance to those working or seeking to open up career opportunities in asset management.  It also appeals to anyone who is likely to have contact with investors, fund managers, investment consultants, or investment organizations.

Topics Covered

The course starts with an overview of the money management industry. We then uncover patterns in stock returns and discuss how they can be understood in the context of asset pricing models. We look at portfolio optimization, trading costs and liquidity, performance and style, active and passive management, and risk measurement and management. We discuss long-short arbitrage, convergence bets, and short selling. We will also examine recent trends in the industry, such as hedge funds and short extension funds, and discuss implications of behavioral finance for investment management.

Who Should Attend?

Insights from the course have value for participants pursuing careers in asset management, equity research, investment banking, consulting, or other financial institutions—whether in trading, capital markets, or corporate finance. The course is also valuable to students planning to work in the finance and treasury areas of corporations.
Format and Teaching Methods

The course is taught through lectures and our in-class case discussions. The ideas discussed in the course are applied to several case studies. You will also run a virtual portfolio where you can test the ideas learned during the course.

Reading Materials

There is no single course textbook. We will reference Investments by Bodie, Kane, and Marcus. Materials come mostly from recent research papers.

Pre-requisites

Successful completion of core Corporate Finance; and Capital Markets and Financing elective.

Assignments and Assessments

This is an applied course. We will use several cases to highlight practical implementation of the concepts learned during the course. We will spend about 30-40% of our time on cases, and the remainder on lectures. Final assessment will be based on case write-ups; class presentations and participation; and a final exam.

Class Make-up

The class attracts a mix of MBA and MiF students, both full-time and evening, and students from other degree programmes throughout the school.
European Financial Markets


Subject Area
Economics

Lecturer:

Richard Portes

Course Code 
E146

Term


SPR13

Credit Value

1


Aims and objectives

The European Union has long been the world's leading case of economic integration. Since 1990 it has been progressing towards an integrated financial area, culminating in monetary union (EMU) and the Financial Services Action Plan. How does the European Central Bank differ from the Fed? Will the euro compete with the dollar as an international currency? Can European capital markets challenge the US for international portfolio managers and non-European issuers? Will Europe soon have serious venture capital and junk bond sectors? Will the European banking sector experience a deep wave of cross-border restructurings? Will European securities exchanges merge – or disappear? Will the new regulatory environment (MiFID, ESRB, EBA, ESMA, …) lead to unified European markets? How has the financial crisis affected European financial markets and institutions? 

· Economic and Monetary Union (EMU), European Central Bank

· European financial integration: what is it, why does it matter for business? 

· Effects of the financial crisis on European financial markets

· Government bond markets 

· Corporate bond markets, securitization and derivatives

· Equity markets

· The regulatory framework and financial market 

· The transformation of the banking sector

· The euro area, London and the US: the competitive landscape 

· The financial crisis in the euro zone: bank and sovereign debt

This course will be especially relevant for people with career interests in investment analysis, asset management, capital markets, hedge funds, corporate finance, and the finance/treasury function of corporates – in the City of London, elsewhere in Europe, or dealing with European markets from Asia or America. 

Pre-requisites: Successful completion or your programme’s core Corporate Finance and Macroeconomics courses.

Format and teaching methods

In addition to lectures, there will be presentations by guest ‘practitioners’. In Spring 2011, these included the Chief European Economist of Morgan Stanley, the former CEO of Unicredit, the Vice-Chair of the Committee of European Banking Supervisors, the Director of the UK Government Debt Office, the Chairman of the London Stock Exchange, the Chairman of Pamplona Capital Management, …
Assignments and assessment
Assessment will be based on three components: an individual written assignment (500 words), an individual report on the financial system of a particular EU country (chosen by the student) and how it has been affected by European financial integration, and class participation.

Evaluation and Planning of Business Opportunities in Bioprocessing and Life Sciences – UCL COURSE
Subject Area
Biochemical Engineering at UCL

Course Coordinator
Professor Eli Keshavarz-Moore

Course Code
BENG2007
Term
SPR13 
Credit Value
1

THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Aims & Objectives

This course focuses on the commercial and technical evaluation of life science opportunities to provide the focus for bioprocess enterprise training activities. It is designed to address the evaluation of ideas for new business opportunities in the Life Sciences, turning these ideas into a business plan and finally using this plan to raise funding for the further development of the idea.

The course is delivered by the Department of Biochemical Engineering at UCL - the only university department of its kind in the UK. Its graduate degree programmes and research study programmes draw on knowledge and methods derived from a range of disciplines, including biochemistry, microbiology, molecular biology, genetics,   as well as the core discipline of biochemical engineering in which the foundation subjects are applied and integrated. Through such courses multidisciplinary study groups receive expert tuition and guidance in the evaluation of the market need and commercial opportunities in, for example, a particular healthcare sector.

	· Introduction to the course

· Evaluating and Planning for New Ideas in the Life Sciences

	Prof Eli Keshavarz-Moore

UCL Biochemical Engineering
Dr Bill Hornby 

UCL Affiliate

	· Constructing a Business Plan for Bioprocessing and Life Sciences Projects

· Overview of the biopharmaceutical and Biotechnology Industries


	Prof Eli Keshavarz-Moore 

UCL Biochemical Engineering

	· Intellectual Property Rights and Their Application to the Life Sciences Industries

	Vicki Salmon 
IP Asset LLP


	· Regulatory Compliance and Product Registration


	Dr. Mark Richardson 
Richardson Associates Regulatory Affairs Ltd

	· Market Forces and Marketing Strategies in the Life Sciences Industries


	Paul Jones
Cisco


	· Planning and Operations for a Start-Up Company in the Life Sciences


	Dr V.Thomas

Tillingbourne Consulting Limited


	· Licensing and Alliances

	Dr Michelle Scott

Unicorn Biologics Limited

	· Financial Evaluation and Planning in a Start-Up Company in the Life Sciences


	Dr Bill Hornby
UCL Affiliate

	· Financial Solutions in Fund Raising : an Insight into a successful Biotechnology company


	Professor Paul Davis

Insense


The schedule listed above are to be used as a guide only and may be subject to change for the 2012/13 academic year.

Format & Teaching Methods 

The course is designed for anyone wishing to acquire a practical insight into the various steps involved in this process and consists of up to 10 separate sessions, each lasting over two hours and each dealing with a different aspect of the development of an idea in the life sciences sector into a commercial reality. Each session is led by a different speaker each of whom has several years first hand industrial or commercial experience of working in the life sciences industrial sector. Collectively, the speakers’ personal industrial experiences cover all of the key functions and skills needed to convert a good idea into a successful business plan.

Provisional Timetable: Fridays 14.00 to 17.00   (may be subject to change)

Pre-requisites 
Participants will usually have a first degree in a relevant discipline or have equivalent qualifications and/or professional experience.

As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk. 
Places are dependent on availability and Faculty approval. 
Assignments & Assessments

Coursework (one component, 30%) and written examination (70%). 
PLEASE NOTE THE EXAMINATION WILL TAKE PLACE IN MAY 2013
The exam timetable will be confirmed in March 2013. It is the responsibility of the student to be available for the exam as no alternative exam date will be provided.

The information for this elective is believed to be correct at the time of going to press, but there is no guarantee that it will not be amended before the commencement of the course.
Financial Analysis of Mergers, Acquisitions and Other Complex Corporate Restructurings

Subject Area
Accounting

Lecturer 
Eli Amir

Course Code
E107

Term
SUM13
Credit Value
1

Aims & Objectives

The aim of this course is to help you become a more informed user of financial information related to mergers, acquisitions, and other complex corporate financial structures. The financial reporting rules relating to these events vary both within and across countries – in some instances, the rules are completely unspecified, leaving companies with a large degree of flexibility, whilst in other cases they are extremely complex. This situation has resulted in diversity in practice and, perhaps, the creative interpretation by companies of GAAP (Generally Accepted Accounting Principles) to achieve desired financial reporting objectives.

The course will enhance your ability to relate economic events to the financial treatment of the topics covered. Corporate financial statements are a key source of information about the economic activities of a firm. Issuers (firm management) seek to communicate to users (analysts, investors, creditors, etc.) information about the firm’s performance and prospects, and users seek to understand the implications of financial statement information for the firm’s current and future prospects. The course focuses on understanding better the links between underlying business events and the information in financial statements, and how these links affect what can be learned about the economic activities and position of the firm.

The course is particularly suitable for those planning a career in investment and merchant banking, venture capital, corporate finance, investment analysis or private equity. The course is particularly relevant to those planning a career in which they will encounter mergers, acquisitions and other similar corporate transactions. 

Topics Covered

· Methods of accounting for mergers and acquisitions

· Issues related to goodwill, acquisition provisions and tax.

· Financial reporting for business combinations that are effected by contract, rather than by exchange of equity interests.

· Financial reporting implications of joint ventures.

· Leveraged buyouts and recapitalizations

· Spin-offs, carve-outs, tracking stock.

· Special purpose entities.

Format & Teaching Methods

The course is taught using a combination of lectures and case studies, and relies heavily on the analysis of a number of major transactions.

Pre-Requisites & Input Required

Participants must have completed a first course in accounting (Financial Accounting and Analysis / Financial Analysis / Understanding Financial Analysis).

The course includes a detailed analysis of 9 case studies based on major transactions. Students are expected to read and analyze these case studies prior to sessions. In addition, students are required to read background materials such as press releases, financial statements and accounting pronouncements. 

Assignments & Assessment

Group assignments (3 Case write-ups)
42%

Individual assignments (3 problem sets)
39% 

Participation and Attendance


19%
A Note on the Instructor

Professor Eli Amir, PhD (U.C. Berkeley) joined London Business School in August 2003. He has taught courses in a broad range of subjects in accounting, focusing on Financial Accounting, Corporate Financial Reporting, Financial Analysis of Mergers and Acquisitions and Advanced Financial Statement Analysis. During 1991-2000, Amir was an associate professor at Columbia University’s Graduate School of Business. During 2000-2003, Amir served as Chairman of the Israeli Accounting Standards Board. He has published many articles in leading academic journals.

Financial Engineering and Risk Management

Subject Area
Finance

Lecturer
Suleyman Basak

Course Code
E310

Term
SUM13

Credit Value
1

Aims and Objectives

The objective of this course is to provide the participants with the necessary skills to value and hedge a wide variety of derivatives contracts; and to enable the participants to profitably design and structure such contracts. The course presents a systematic, unified approach to the pricing of derivatives and adopts cutting-edge methods throughout. Continuous-time mathematics is developed and employed as the main tool of analysis. 

The course is necessarily quantitative and symbolically oriented, although practical applications are emphasized. Basic ideas from statistics and calculus will be assumed. Some basic knowledge of stochastic processes would be helpful, but not essential: we will develop what we need in class.

Topics Covered

In developing the theory, the course will cover stochastic calculus, the valuation of securities via martingale methods and valuation via partial differential equations, as well as the necessary numerical methods. Applications will include exchange options, quantos, exotics (binaries, barrier options, asian options, lookbacks), interest rate derivatives and credit risk derivatives. We will also discuss the measurement and management of market risk and credit risk, and employ Value-at-Risk.

Who should attend?

This course is suitable for anyone with a relatively strong quantitative background who is seeking an understanding of the structuring, pricing, hedging and use of complex financial instruments. It will primarily be of interest to those students who are engaged in or looking to start careers in sales and trading, quantitative analysis, risk management or structuring, but is also relevant to those who expect to encounter these instruments in a corporate context.
Format and Teaching methods

Lectures

Pre-requisites

Successful completion of core Corporate Finance; and Capital Markets and Financing elective; and either Fixed Income Securities or Derivatives.

Assignments and Assessments

There will be 3-4 homework assignments (20%), a project (30%) and a final exam (50%).

A Note on the Instructor

http://faculty.london.edu/sbasak
Financial Modelling with Spreadsheets

Subject Area
Management Science and Operations

Lecturer 
Victor DeMiguel

Course Code
E141 

Term
SPR13
Credit Value
1

Aims & Objectives

This course covers the frameworks and tools necessary to build advanced spreadsheet models for financial decision making. The course is suitable for students seeking a career in finance, and also for students with broader interests who wish to strengthen their spreadsheet modelling skills. Financial models covered include portfolio management and estimation, term structure estimation, capital budgeting, risk measurement, risk analysis in discounted cash flow models, and pricing of European, American, exotic, and real options. Basic financial concepts necessary to understand these models will be reviewed. Useful spreadsheet features such as data tables, scenario manager, database operations, pivot tables and charts, data analysis tool pack, and other statistical built-in functions will be reviewed. In addition, the use of macros to automate spreadsheet tasks will be illustrated. 

Format & Teaching Methods

This is a hands-on course in which approximately half of the time will be spent working through workshops in the computer lab. Each session will typically start at the lecture theatre with a short lecture reviewing the conceptual frameworks necessary to build the financial models of interest. The class will then move to the computer lab where the students will complete the workshops with the assistance of the lecturer. The software used in the course is Microsoft Excel, with the add-ins Solver for optimization and @Risk for simulation, which can be downloaded from the portal.

	Financial models covered
	Spreadsheet features covered

	· Mean-variance portfolio selection and estimation

· Bond portfolio management

· Term structure estimation

· Capital budgeting

· Risk measurement

· Discounted cash-flow risk analysis

· European, American, and exotic option valuation

· Real option valuation
	· Database operations

· Pivot tables and charts

· Matrix operations 

· Regression analysis

· Sensitivity analysis with data tables and tornado diagrams

· Recording and editing macros in Excel

· Using macros to automate the use of the @Risk and Solver add-ins


Pre-Requisites & Input Required

The prerequisites for this course are the core course in “Corporate Finance” and either the FTMBA core course “Data Models and Decisions” or the EMBA core course “Decision and Risk Analysis”, or similar courses in other institutions. Familiarity with the following add-ins for Excel is required: “Solver” and either “@Risk” or “Crystal Ball” for Monte-Carlo simulation. Students who do not meet these prerequisites are welcome to take the class provided they are prepared to do some additional reading to catch up.

Assignments & Assessment

Class participation will account for 20% of the course grade and the student reports for several workshop assignments will account for 80% of the grade.

A Note on the Instructor

Victor DeMiguel is the Class of 2008 Term Associate Professor of Management Science and Operations. In addition to Financial Modelling with Spreadsheets, Victor also teaches the core course Decision and Risk Analysis in the full-time and executive MBA programmes, and he is the recipient of the Junior Faculty Teaching Award for 2003/2004 and the Outstanding Core Course Teaching Award for 2008/2009.

Victor’s research  focuses on the design, analysis, and application of quantitative models for managerial decision making. He has several publications in the area of financial portfolio management, including the paper "Optimal Versus Naive Diversification: How Inefficient is the 1/N Portfolio Strategy", which received the Best Paper Award from the Institute for Quantitative Investment Research and was published in The Review of Financial Studies. 

A more detailed outline for Financial Modelling with Spreadsheets can be downloaded here:

http://faculty.london.edu/avmiguel/OutlineFMS.pdf 

More information about Victor DeMiguel can be found here:

http://faculty.london.edu/avmiguel/ 

Financial Statement Analysis

Subject Area

Accounting

Lecturer

Lakshmanan Shivakumar/Art Kraft
Course Code

E444

Term


AUT12/SPR13/SUM13
Credit Value

1  
Aims and Objectives

Financial reports are the primary means by which managers communicate company results to investors, creditors and analysts.  These parties use the reports to judge company performance, to assess creditworthiness, to predict future financial performance, and to analyse possible acquisitions and take-overs.  Users of financial statements must be able to meaningfully interpret financial reports, construct measures of financial performance and analyse the reporting choices made by companies.  Also, since company managers choose accounting techniques when making their reports, users must learn to undo the effects of these accounting choices.  The purpose of this course is to give the foundation for such analysis.  

Who should attend?

Reading and interpreting financial statements is a basic skill that impacts any business decision that relies on financial statements.  This course focuses on practical application of the accounting knowledge gained in the core financial accounting course.  The core accounting courses focuses on preparing financial statements, while this course focuses on reading and interpreting the financial statements.

Topics Covered
In this course, students will 
· Learn how firms’ operating activities are reflected in their financial reports

· Analyse the link between accounting choices and their reflection in the financial reports 

· Understand the rationale for various accounting methods

· Develop a critical view of managers’ accounting choices

· Identify and undo earnings management

· Learn to compute and interpret financial ratios

Format and Teaching Methods

The course consists of 10 sessions. 

Developing expertise in financial analysis requires a significant amount of practice.  We will therefore approach this task by learning the relevant theory and experimenting with its applications.  We will look at “textbook” cases as well as at financial statements of real companies.

Pre-Requisites & Input Required
Core course in Financial Accounting. 
Assignments and Assessment

Class participation 20% and final exam 80% - please check course room for exam details as it may fall outside normal classroom sessions.
Financing the Entrepreneurial Business

Subject Area
Strategy & Entrepreneurship
Lecturer 
Martyn Williams, John Mullins, Antony Ross, Ben Hallen
Course Code
E224 

Term
AUT12 / SPR13
Credit Value
1 

Aims & Objectives

This course is designed to introduce you to the issues and practices of financing entrepreneurial businesses (start-ups, emerging growth companies, management buy-outs and buy-ins, etc.) The course covers matters regarding raising finance, pricing & structuring financings, and exiting from the points of view of the entrepreneur and of the investor. The course has three principal objectives: 

· to give you a feeling for the financing/deal-making process;

· to provide an understanding of different methods used in valuing privately-held companies.
· to sensitise you to various issues (including non-financial ones) that must be addressed by entrepreneurs and investors alike when funding a venture as well as when exiting it.

The course is designed for individuals who want to start, buy or run their own businesses some day; those who want to work in the venture capital industry; those who expect to provide financial or consulting services to entrepreneurial companies; and those who want to learn about personal investing in privately-held companies. This is not a technical finance course; rather, the course follows a pragmatic approach designed (a) to put into perspective various methods that you will have learned in finance courses in order (b) to enable the assessment of the many issues that arise in entrepreneurial financings and exits.

Topics Covered
· Valuation techniques and when they are applicable

· Raising equity capital

· Pricing and structuring financings

· Multiple rounds of financing & preserving one’s equity

· Venture capital as a business

· Investor considerations and pitfalls

· Exiting – IPOs, trade sales and related transactions.

· Non financial factors affecting valuation

Format & Teaching Methods
The course is primarily case driven, including guest speakers live or on video.

Pre-Requisites & Input Required
Participants must have completed their core courses in accounting and finance. It is strongly recommended that students also complete the CMF course prior to taking FEB.
Assignments & Assessment
Assessment will be based 50% on two or three written individual case assignments, 25% on the final group project, which entails modelling, valuing and structuring an actual MBO and 25% on quality (not quantity) of classroom discussion. Failing the individual assignments in aggregate will also result in an automatic failure of the course.
Note re Block Week Streams: December, March (Dubai) and March/April:

There is always a first written assignment due at 12 noon on Thursday before the start of block week. There is a final project due at 12 noon on Monday after the end of block week, which is likely to take all weekend to complete, working in teams of about six. Students should plan their travel accordingly. 

A Note on the Instructors

This course uses cases written or supervised by the instructors, who have had a personal involvement as a principal, financier or management in most instances. Thus the questions they ask and the insights they bring into the case discussions go beyond those found in most other courses. The course has grown into one of the most popular electives – in many years number one in enrolment – at London Business School. It is also taught to CEO’s, entrepreneurs, venture capital and private equity executives and limited partners through the School’s executive education programme and, in other variants, to industry practitioners in Europe, Africa and Asia. The lecturers have won awards for teaching this course and still actively invest in and serve as directors of entrepreneurial companies and venture capital funds and act as advisors to private equity funds. 
Fixed Income Securities 

Subject Area
Finance

Lecturer
Suleyman Basak

Course Code
E261 

Term
SPR13
Credit Value
1

Aims and Objectives

The objective of this course is to undertake a rigorous study of fixed income securities.  The course is quantitatively oriented and requires some background in calculus and statistics.  

At the end of the term, my hope is that participants will be comfortable doing three things.  First, how to manage interest rate risk, second, how to value securities with cash flows that are sensitive to movements in interest rates.  Third, how to determine the optimal exercise policy for a variety of embedded options in fixed income securities (e.g., when should a bond be called.).

While the perspective of this course is from the viewpoint of a bond investor or a bond trader, individuals working in corporate finance need to understand similar material.  Evaluating an investment in a fixed income security is the mirror image of the problem faced by a corporation in deciding whether or not to issue a bond.

Topics Covered

The course will begin with pure discount, default-free, government bonds. As the term progresses, we will analyse coupon bonds, callable bonds, putable bonds, and floating rate notes. We will also talk about some closely related financial instruments.  These include forwards and futures on fixed income securities, bond options, options on bond futures, caps, floors, collars, swaps, swaptions, interest-rate exotics and defaultable bonds. Valuation of fixed income securities as well as interest risk management requires a deep understanding of these important financial claims.

In addition to analysing specific types of fixed income securities, we will study some tools that are useful in bond portfolio management.  These include construction of discount functions (or yield curves), horizon analysis, immunization, duration and convexity matching for hedging, optimisation techniques for constructing bond portfolios, and models for pricing a variety of fixed income securities.

Who should attend?

This course is aimed at anyone who in their current or future careers will be exposed to the fixed income markets. This includes, but is not limited to, fixed income traders and sales personnel, fixed income portfolio managers and corporate treasurers.

Format and Teaching methods

Lectures.  

Pre-requisites

Successful completion of core Corporate Finance; and Capital Markets and Financing electvies.

Assignments & Assessments

There will be regular, 4-5 homework assignments (35%) and a final exam (65%).

A Note on the Instructor

http://faculty.london.edu/sbasak
Global Capital Markets and Currencies


Subject Area

Economics

Lecturer  
Hélène Rey

Course Code 
E306 

Term


SUM13

Credit Value

1


Aims and objectives
This course deals with the international financial environment facing firms in a globalised economy. It will provide tools for assessing the impact of economic policy shocks and financial disturbances on financial markets, exchange rates, and capital flows. The course is suitable for anyone seeking the further understanding of the international macroeconomy, whose importance the current crisis has revealed. It will be especially relevant for careers in investment analysis, asset management, hedge funds, capital markets, corporate finance, and the finance/treasury function of corporates. There is little overlap with International Finance (E207) – GCMC gives the global macroeconomic context for international financing decisions.

Topics covered
· Exchange rates and the current account of the balance of payments

· Real exchange rates and purchasing power parity

· Nominal exchange rates, interest rates, and the carry trade

· Exchange-rate puzzles: USD, EUR, JPY, GBP, CNY

· Financial globalisation

· Key issues: sovereign wealth funds, commodity prices, Tobin tax

· Speculative attacks and exchange-rate crises

· The next crisis? – sovereign borrowing and debt

· International financial stability and financial regulation

· International currencies

Format and teaching methods

Teaching will be primarily in the form of lectures, with some distinguished visiting speakers (in 2010, the former CEO of Nomura Europe, Head of FX derivatives HSBC, Chief Global FX Strategist Goldman Sachs, Chief Global Economist HSBC, …).  For each topic there will be a specific application of the tools discussed – e.g., is the US current account deficit sustainable? What determines emerging market spreads? 

Pre-requisites

Your programme’s Macroeconomics core course or equivalent prior knowledge.  See D Miles and A Scott, Macroeconomics: Understanding the Wealth of Nations (2nd ed., Wiley, 2004).

Assignments and assessment

One 500-word individual assignment (30%), a group report (35%), and a ‘take-home’ exam (35% - multiple choice questions and short essays).

Global Strategy and Management

Subject Area
Strategy & Entrepreneurship

Lecturer 
Harry Korine
Course Code
E300

Term
SPR13
Credit Value
1

Aims & Objectives

In this course, you will learn to understand the changing global context in which today’s firms operate. The world is becoming smaller and firms increasingly need to manage across borders. We look at the implications of these changes and how they affect global strategy. The course covers the economic underpinnings of global strategy and we also discuss the organizational challenges that companies face when operating across borders. Finally, we will look at the managerial implications of global strategy. 


The objective is to provide you with the diagnostic skills to create and implement global strategy. Should you choose to go into an advisory career in consulting or investment banking, you will take away a refined ability to evaluate the quality of client firms’ global strategy. The course will provide you with frameworks and concepts to conduct such an analysis. Should you choose a career on the front line of strategy making in an established firm or start-up, you will take away a strong sense of how to use global strategy to your advantage. Whatever your career path, this course offers you insights into some of the timeliest and relevant issues facing most companies today. 

Topics Covered

· The institutional and financial contexts of global strategy. How does the constantly changing context that companies operate in affect their global strategy?

· Global competition and globalization. What does globalization mean for global strategy and how is the game of competitive global chess being played out? 

· International expansion in the 21st century. What are the opportunities for growth in China and India, and how will these new markets affect companies in other markets around the world? 

· Structures and systems of the multinational organization. How can companies organize most effectively and efficiently to operate across borders? 

· Innovation and knowledge transfer across geographies. How do you encourage innovation and manage transfer of knowledge when operating across different geographies? What are the implications for the individual manager when trying to manage these processes? And finally, how do you implement a global strategy? 

Format & Teaching Methods

· Case studies are used as illustrations of the frameworks and concepts. A new case is discussed every session. Company cases are selected carefully to represent a wide range of industries, markets, countries, and topics. 

· The group projects cover additional topics, as well as different companies and industries than what is covered in the normal class discussions. 

· In two or three of the sessions, guest speakers will help enrich the discussion by bringing additional insights to the case or concepts discussed. 

Pre-Requisites & Input Required

· Successful completion of the Strategy Core Course

· Students will be expected to read the required materials (one article and one case per session), be prepared for class, have a considered opinion on the issues in the case, and participate actively in class discussions. I believe you learn more by participating actively in class discussions and expect you to contribute positively.  

Assignments & Assessment

Assessment will consist of a group project (30%), an individual paper (50%) and class participation (20%). The group projects consist of an indepth, focused analysis of an industry or a company. The group projects are presented in 5 slides / 15min in class, with an additional 10min Q&A. Groups will receive feedback immediately after their presentations. The individual papers consist of an indepth analysis of a company having problems with global strategy. The analysis is presented in a five-page paper due one week after the end of the course. Class participation is evaluated based on the constructive participation during each session and also includes the completion of an online question in preparation for each class. 
Class Make-up

Full-time MBA, EMBA, Sloan, Exchange Students. The rich mix of the class encourages diverse and insightful class debates. 

Globalisation and Global Governance – UCL COURSE
Subject Area

Political Sciences, School of Public Policy at UCL 
Lecturer

TBC
Course Code

PUBLG036
Term


AUT12
Credit Value

1 
THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Aims & Objectives

The concept of globalisation is increasingly being used as a way of characterizing a series of structural changes in international politics. Yet, there is an ongoing debate regarding the meaning of globalisation, the extent to which it is new or not, and the ways in which it does or does not impact on international politics. 

The aim of this course is to introduce students to this debate, and to encourage them to think critically about the extent to which globalisation processes impact on the making of international public policy across a range of issue areas. Students will also be encouraged to compare and contrast the literature on globalisation with the literature on international relations. 

The course will address the question of governance through a critical examination of the roles of the territorial state, international organizations, non-state actors and global civil society in shaping international order. In addition, the course will cover a number of functional areas, including international political economy, political culture and political identities, international migration, international environment, and international security. 

Some of the issues that will be addressed in class will concern questions of global inequality, the impact of globalisation on national identities, the emergence of postnational and transnational identities, international migration and regional migration regimes, transnational security issues, and questions of democratic accountability in and beyond the nation-state. 

Format & Teaching Methods 

A combination of lectures, seminars and private study. Contact time will be a 1 to 1½ hour lecture with a 1½ hour seminar over 10 weeks. There is extensive reading – approximately 200 to 300 pages of reading per week!

Provisional Timetable: Tuesdays 14.00 to 17.00 (may be subject to change)
Pre-requisites

Some extra reading may be required to get up to speed.

As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk. 

Places are dependent on availability and Faculty approval. 
Assignments & Assessments

· 1 x 3,000 word essay

100%






The information for this elective is believed to be correct at the time of going to press, but there is no guarantee that it will not be amended before the commencement of the course.
Going to Market: Managing the Channel and Sales Force 

Subject Area
Marketing

Lecturer 
Anja Lambrecht 

Course Code
E460

Term
AUT12
Credit Value
1 

Aims & Objectives

· How can you select the ideal distribution channel?

· Is it smart to sell iPods in vending machines?

· What’s not so smart about the Smart car’s market entry strategy?

· Why did Gucci’s go-to-market strategy hurt its brand?

· How can you make a merger of sales forces a success?

This is a short selection of critical questions related to (not) successful decisions on a company’s go-to-market strategy. In today’s global and competitive environment, how to go to market is an essential choice for most managers: When product or service excellence is given, the choice of the optimal go-to-market approach critically determines a company’s success. This is true for B2C markets, B2B markets as well as services. A well designed and executed go-to-market strategy will be a major source of differentiation, a badly designed and managed go-to-market strategy will almost certainly lead to failure. 

Yet, go-to-market decisions are extremely complex and require an in-depth understanding of your customers’ needs. They a premium on getting it right the first time: They are likely to create conflicts of interest and are extremely hard to change. In this course you will learn the fundamentals on how to successfully design, manage and evaluate a company’s channel and sales force strategy and tactics. Go-to-market decisions can only be taken in light of the overall marketing strategy. We thus take an integrated view and discuss the interaction of channel and sales force decisions with other marketing variables such as branding, pricing, product characteristics or the product lifecycle. 

You will be faced with the challenge of desigining or evaluating a company’s go-to-market strategy and tactics, no matter whether you plan to work as a 

· marketer,

· strategist,

· consultant, 

· entrepreneur, or 

· financial analyst.

This course will provide you with the frameworks, concepts and business judgement necessary to successfully master those challenges. 
Topics Covered

· Aligning your channel strategy with customer needs and the product lifecycle

· Multi-channel strategies: Benefits, cost and how to manage conflicts

· Managing indirect channels: Distribution intensity and power vs. control

· Efficiency: Organizing and sizing the sales force

· Effectiveness: Manage skill vs. will, sales force compensation and quotas

· Success factors in (global) account management

· Vertical Integration and Franchising: Make or buy in distribution channels?

Format & Teaching Methods

The class is a mixture of lectures / class discussions, cases and guest speakers. Cases and examples for class discussions will come from a variety of industries, including consumer packaged goods, pharmaceuticals, manufacturing, hardware, software, IT services and financial services. Guest speakers have in the past come from companies such as Amgen, Innocent Drinks, IBM, Microsoft and PepsiCo.

Pre-Requisites & Input Required

Successful completion of the Marketing core course.

Assignments & Assessment

· Evaluation is based on individual assignments, class participation and a group project
· Students who attend less than 80% of the class or repeatedly show up late will fail class participation. Points will be deducted if a written assignment is handed in late. Assignments will not be accepted if they are handed in more than 24 hours late, and a student will fail that assignment. 

· Students who fail any one of the assessment components will fail the entire class.
A Note on the Instructor

Professor Anja Lambrecht is a former McKinsey consultant. At McKinsey she worked on engagements in the insurance, software, media and telecommunications industries with a focus on marketing and sales. Her experience at McKinsey allows her to point out the most critical issues in companies’ go-to-market decisions. Anja Lambrecht has worked in Germany, France and the US and taught this course at London Business School and at UCLA to MBAs and executives with great success. 

Hedge Funds

​​​​​​​​​​​​​​​​​​​​​​​​​

Subject Area
Finance

Lecturer
Narayan Naik

Course Code
E416

Term
SUM13

Credit Value
1

​​​​​​​​​​​​​​​​​​​​​​​​​
Aims and Objectives

The objective of this course is to understand all aspects of hedge funds, considered as the epitome of active fund management. The hedge fund industry has grown rapidly over the last decade and is getting recognized as an “alternative” to the traditional mutual fund investment. University endowments and high net worth individuals have long invested in hedge funds. More recently, European pension funds have also started making significant investments in hedge funds, in spite of the relative lack of transparency, disclosure, liquidity, regulation, capacity etc. The regulatory authorities in Europe are opening up to hedge funds, and are considering harmonization of regulation. Attempts are being made to bring hedge funds to retail investors. In the light of these developments, the course will examine the raison d'être behind these developments, the modus operandi of hedge funds, their legal, organizational and operational structures, their risk-return characteristics, their model of aligning the interests of investors and managers, and the likelihood of their success in the future. The course is of particular relevance to those working in the field of investment, or seeking to open up career opportunities in asset management.  It will also appeal to anyone who is likely to have contact with investors, fund managers, investment consultants or investment organizations.

Topics covered

The course will address key questions including how the investment models of hedge funds differ from those of mutual funds, how do we measure their alphas, what are the risks, is the hedge fund model sustainable? The course will start with the overview of the industry, how it has evolved over time and the recent trends. It will compare and contrast hedge funds with mutual funds, discuss data problems, index problems, and how it influences the inference process. The course will review cutting edge as well as published research in the area of hedge funds and provide a unified theoretical framework encompassing the different hedge fund strategies. It will examine the key risk exposures of hedge funds and investigate their implications to strategic asset allocation, portfolio construction and implementation, risk management and performance evaluation. It will also study the nature of contracts between the investors and managers, features such as high watermark and hurdle rates, the importance of co-investing by managers that are unique to the hedge fund industry. Finally, it will cover challenges faced by entrepreneurs while starting and running a hedge fund.

Who should attend?

The course will be of particular interest to those who would like to start their own hedge fund, join a hedge fund/proprietary trading desk or a fund of hedge funds or family office or an investment/private bank. It will also be of interest to those who would like to become a risk manager or a quantitative hedge fund analyst. Finally, it will be appealing to those who would like to manage your own money or some one else’s money or would like to become a consultant advising pension funds/endowments/family offices/High Net Worth individuals.  

Format and Teaching Methods

Theoretical material will be taught in the form of lectures, and its applications will be demonstrated through case studies and assignments. In addition, there will be presentations by hedge fund managers and other practitioners. 

Reading Materials

The course will use extracts from several books such as “How to Invest in Hedge Funds” by Matthew Ridley, “Absolute Returns” by Alexander Inneichen, “Hedge Funds” by Francois Serge L’Habitant. A large part of readings will consist of published research and working papers in the area of hedge funds. 

Pre-requisites

Successful completion of core Corporate Finance, Capital Markets and Finance elective, and Equity Investment Management. 

NB: For students holding a CFA charter, the pre- or co-requisite of Equity Investment Management can be waived via application through the Finance Subject Area Manager. Please write to Eleanor Eiserman (eeiserman@london.edu) and your Programme Manager, attaching evidence of your CFA charter and CV.

Assignments and Assessments

Assessment will be based on coursework which will involve assignments (simulation game and/or case-study type work), and class participation; and on a final examination. 

Incentives in Organizations: Motivating, Co-ordinating and Controlling Employee Behaviour
Subject Area
Economics and Organizational Behaviour

Lecturer 
Jean-Pierre Benoît and Madan Pillutla

Course Code
E478 

Term
AUT12 / SPR13
Credit Value
1

Aims & Objectives

· The course is aimed at providing students with the latest theoretical and empirical insights about the efficient provision of incentives in organisations. Using models developed in micro-economics and psychology, we will examine subjects such as compensation, social-exchanges, coordination, intrinsic and extrinsic motivation, free-riding, principal-agent models and the implications of asymmetric information and the incompleteness of contracts.  

· The course will provide an integrated and inter-disciplinary approach to the study of incentives. This approach, which will lead to a more complete understanding of human beings, should help people understand how incentive regimes affect employee productivity and organizational effectiveness.  By building on both psychology and economics, the course will take seriously the notion that individuals are purposeful and self-interested actors who respond rationally to incentives and, yet, are cognitively constrained and affected by emotions to sometimes deviate systematically from rationality.  

· The course is designed for people who work in complex organizations and are interested in how to motivate employees and organize work.  As such, it should be of interest to managers, consultants and investment bankers.

Topics Covered

A very tentative outline

· Session 1:  Designing a Contract

· Session 2:  Models of human behaviour

· Session 3:  Principal-Agent models

· Session 4:  Intrinsic and Extrinsic Motivation

· Session 5: Fairness and egalitarianism 

· Session 6: Group incentives and the problems of free-riding

· Session 7: The problem of incomplete contracts

· Session 8: Executive pay: controversies

· Session 9: Pay for performance 

· Session 10 Diversity in the workplace

Format & Teaching Methods

· Class discussion will be based on journal articles, cases, exercises, and discussion problems from students and the business press.
Pre-Requisites & Input Required

· Core microeconomics course
· Core OB course
Cases & readings will have to be done before coming to the class.  The course load is not onerous, but we do expect in depth analysis of the readings and cases.

Assignments & Assessment

· Class Participation

20%

· Mid term exam
 (take home)
30%

· Final exam
(in class)
50%

Innovating Business Models, Products & Services
Subject Area
Management Science & Operations

Lecturer 
Kamalini Ramdas
Course Code
E480 
Term
AUT12
Credit Value
1 
Aims & Objectives

Innovating Business Models, Products & Services is a fast-paced, hands-on, experiential and interdisciplinary class where students will identify and develop new business models, products and services, in a multi-tiered innovation tournament context. We will follow a step-by-step process to reach this end, based on two key principles that guide the substance of the opportunities generated and the process of developing them:

1) Substantively, we will focus on 2 types of opportunities: 
a. Those that disrupt an industry by reinventing the operating model of the industry. Typically, this entails revolutionizing the way in which the industry makes or sells a product, or delivers a service. It does not necessarily require developing new products or addressing any new markets, though the changes in the business landscape are often as revolutionary.
b. Those that involve a new product or service that meets a new market need, is a new solution to an existing market need, or is a new match of an existing need and solution. 
2) From a process point of view, we will use a multi-tiered innovation tournament – a systematic, risk limiting procedure to develop new business, product and service opportunities. Our method prescribes recipes to generate a large number of potentially disruptive operating models, products and services, a framework to evaluate them, leveraging the power of the crowd for fast feedback, and a risk limiting sequence of steps to bring these innovations to life, which include prototyping, economic feasibility analysis. 
Students can expect to learn and deploy the key principles of structured innovation at any organization, small or large, generating potential leads for both entrepreneurial ventures and corporate innovation. Rather than being confined to startups, R&D labs or product development divisions, business model innovation can be used by managers in any business function to create radical business opportunities. The business, product and service concepts developed in this class can be pursued further in other entrepreneurship electives. 

Format & Teaching Methods

The course is largely hands-on and experiential, and involves multiple in-class ideation and idea-pitching exercises.  Students will be required to read the assigned materials for each class and prepared the assigned questions. In addition, several exercises and assignments will focus on the real problems relating to advancing the new business opportunities we generate in the class. Some sessions will include cases and guest speakers. 

Topics Covered 

The course will draw on four key themes in an iterative and nonlinear way: 

Theme 1: Identifying opportunities for new business models, products and services: 

Based on a series of techniques, each student will identify multiple (i.e. > 10) opportunities for new business models, products and services. These techniques include:

· systematic approaches to business model innovation

· framework for innovation in service delivery

· creative problem solving

· lead users methodology

· fringe user research

· empathic design 

Theme 2: Refining Opportunities:

We use a variety of systematic methods to refine opportunities.  These methods enable us to identify many variants of each original opportunity, test concepts and obtain feedback from potential users, and define the different elements of a new business.  The methods include: 

· business model decomposition 
· functional decomposition
· concept classification trees and concept combination tables
· iterative prototyping
·  business model canvas 
The class as a whole will help identify the most critical unknowns in the proposed business models, products and services.

Theme 3: Selecting Opportunities:

The hundreds of opportunities generated by the class will be vetted down to a handful of innovative concepts through several rounds of refining and selection, using a variety of selection tools.  At each stage, only a subset of opportunities will move forward and students will regroup around the remaining opportunities.  Methods used include: 

· An online open-innovation based feedback system to provide feedback on the 10+ opportunities generated by each student, based on which each student picks an opportunity to present in class

· Several successive rounds of multi-voting in class to move from one opportunity per student to teams of two to teams of four, based on eliminating half the opportunities in each stage.

· Concept scoring and concept screening techniques

· Real-win-worth it approach for concept selection

Theme 4: Planning for success: Using the groups’ feedback, we develop a prioritized list of tasks to bring the model to life while limiting our (and our organization’s) risk exposure.

Assignments & Assessment

The course grade will be determined based on a combination of class participation (25%), individual work (25%) and group work (50%), using both peer evaluation and instructor evaluation.  Students will need to make multiple graded presentations of their developing business opportunities in class applying methods we will cover that improve communication.  Externals including innovation consultants, design leaders at large organizations and entrepreneurs will be invited to the final presentation.

Pre-Requisites & Input Required

This course is highly interdisciplinary and builds on concepts covered in all the core courses, in particular Entrepreneurship, Strategy, Marketing and Operations.  Students will need to apply what they learned in the core to develop their business, product and service concepts.  

This course complements other entrepreneurship and innovation course offerings by combining design thinking principles with an innovation tournament approach to identify and develop new business opportunities.  

Courses that focus on financing and growing the entrepreneurial business are a natural follow on to this course. 

International Finance

Subject Area
Finance

Lecturer 
Christian Heyerdahl-Larsen

Course Code
E207 

Term
AUT12 / SPR13/ SUM13
Credit Value
1 

Aims & Objectives

The aim of this elective is to provide and integrated view of international financial markets and the management of multinational firms. Our focus will be on the markets for spot exchange, currency forwards, options, swaps, international bonds, and international equities. For each of these markets, we will study the valuation of instruments traded in these markets and the application of these instruments to the following corporate decisions: (i) managing exposure to exchange rate and country risk, (ii) financing in international capital markets, and (iii) cross-border valuation in the presence of multiple currencies, international tax regulations, and sovereign risk. 

The course will not cover topics in international macroeconomics, international trade and international business.

Topics Covered

The course material can be divided into five parts.

A: Currency markets and the behaviour of the exchange rate

The focus of this part is on understanding the working of spot and forward currency markets, and the implications of the empirical behaviour of exchange rates for corporate decisions. In this section of the course, we will see that the exchange rate is not closely related to any of the fundamental macroeconomic variables in the economy, such as interest rates, inflation, money supply etc., and hence, it is difficult to forecast the future value of the exchange rate. This part motivates the rest of the course.

B: Markets for exchange-rate derivatives and the hedging decision 

This section of the course examines how the hedging exposure to exchange rates, using derivatives such as currency options and futures, can increase the value of a firm. 

C: International bond and equity markets and the financing decision

In this section of the course, we study how to use international bond and swap markets to make cross-border financing decisions. Finally, we consider a firm’s decision to issue stock in its domestic market or to list on a foreign stock exchange. 
D: Cross-border valuation and the investment decision

This section of the course extends the single-country CAPM to an international setting in order to understand the cost of capital for cross-border investments, including investments in emerging countries. We also develop a systematic method for valuing projects exposed to currency and sovereign risk. 

E: International taxes and the structuring of financing and investment decisions

This course concludes by analysing how one can structure investment and financing decisions in order to take advantage of differences in taxes across countries.

Who should attend?

The course is ideally suited for those pursuing careers in consulting; in financial institutions and investment banking, whether in trading, research, capital markets, corporate finance, asset management, or emerging markets; and those working, or planning to work, in corporations, especially in finance, planning, and treasury areas.
Format and Teaching Methods

For each topic, we will start with a brief review of the theory already developed in the earlier courses, extend this analysis to an international setting, and apply the theory to various examples and cases. 
Reading Materials

· Slides prepared by the instructor 
· These slides will be supplemented by other readings designed to emphasize certain issues and present different points of view. These are distributed in the course package.
Pre-requisites

Successful completion of core Corporate Finance; and Capital Markets and Financing elective. Also, because this course demands a fair amount of work on a regular basis, you need to make a commitment to be well prepared for class and to participate vigorously.

Assignments and Assessments

· Assignments (40%)

· Final Exam (60%)

Class Make-up

The class consists mostly of MBA and MiF students, with some EMBA students.
Introduction to Property Investment – UCL COURSE
(formerly European Property Studies)

Subject Area

The Bartlett, Faculty of the Built Environment at UCL 

Course Coordinator
Dr Claudio de Magalhães

Course Code

BENVGEP4
Term


SPR13
Credit Value

1  

THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Aims & Objectives
The aim of the course is to introduce students to property investment markets and the importance of national and local contexts in determining the dynamics of those markets. This introductory course will look at basic concepts in property investment and their manifestation in different countries. 

At the end of the course, students should be able to

a)
demonstrate awareness of the contextual factors, such as legislation, tax structures,  planning systems, legal processes and professional property practice in different countries, variations in which will influence property development and investment activity. 

b)
demonstrate sophistication in gathering, analysing and interpreting market statistics; thus for example preparing good advice for an investor.

c)
show an appreciation of and express an informed opinion, about how markets are going to change in the future and what impact this will have on property investment and development patterns.

Topics Covered 
The programme is as follows (subject to confirmation):

	Date
	2pm to 3pm
	3pm to 4pm

	Week 1 
	Lecture: Overview of property markets
	Workshop 

	Week 2 
	Lecture: Property as investment 
	Workshop

	Week 3 
	Lecture: Investment and risk
	Workshop

	Week 4 
	Lecture: Comparing markets
	Workshop

	Week 5 
	Guest speaker: 
	Workshop

	Week 6 
	Reading Week 

	Week 7 
	Guest speaker: 
	Workshop

	Week 8
	Guest speaker: 
	Workshop

	Week 9 
	Student presentations in small groups(whole afternoon)

	Week 10 
	Student presentations to class (whole afternoon)

	Week 11 
	Student presentations to class (whole afternoon)



The programme listed above is to be used as a guide only and may be subject to change for the 2012/13 academic year.

Format & Teaching Methods 

Lectures, seminars and tutorials

The course is taught in ten weekly sessions. Each normally contains a lecture by the course leader or by a guest speaker from professional practice, followed by a workshop session on the main tasks of the course: the preparation by the students of market study reports.

Timetable

 BENVGEP4 Term 2 - Friday 14.00-16.00

Pre-requisites

As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk

Places are dependent on availability and Faculty approval. 
Assessment

Coursework:  100%             

Description of assessment(s):

The main piece of coursework requires students, working individually, to select a property market sector in a city/country of their choice, examine the prospects for property investment in that market and produce recommendations on whether or not and on which conditions to invest in it.

The task will require research into the contextual factors influencing the market and into the specifics of that market, and a clear discussion of potential opportunities and risks leading to a recommendation about whether or how to invest.

Criteria for assessment(s):

The coursework is evaluated on the basis of a 3,000 word report and a 10-15 minutes presentation of the work to the class.

The report carries 80% of the course mark.

The presentation carries 20% of the course mark.

Assessment Timetable

	Task
	Date give out
	Date hand in
	Feedback

	Presentation 
	Week 1 
	Week 9 Small group presentation

Weeks 10 and 11 Class presentation
	Live

	Report
	Week 1
	Week 1 Term 3 
	Week 4 Term 3


Indicative Reading 

Ball, M (annual) European housing review, London, RICS 

Ball, M J, C Lizieri and B D MacGregor (1998) The economics of commercial property markets London, Routledge.

Berry, J N and W S McGreal, Eds. (1994) European Cities, planning systems and property markets, Andover, Spon.

D’Arcy, E (1997) “National economic trends, market size and city growth effects on European office rents” Journal of Property Research, Volume 14, No.4, 297-308 
Hoesli M, B Macgregor, 2000 Property Investment: Principles and Practice of Portfolio Management, London, Pearson Educational
Lizieri C, 2009, Towers of Capital: Office Markets and International Financial Services, Oxford, Blackwell
Sayce S, J Smith, R Cooper and P Venmore-Rowland, 2006, Real Estate Appraisal: From Value to Worth, Oxford, Blackwell
Seabrooke, W, P Kent and H How, Eds. (2004) International Real Estate: an institutional approach, Oxford, Blackwell.

Property market reports from companies such as CBRE, JLL, DTZ, Savills, PRAmerica, on different countries and cities, available on the web, and which give a good idea of how property investment markets are assessed.

Supplementary reading addressing specific lecture topics will be provided in each lecture
The information for this elective is believed to be correct at the time of going to press, but there is no guarantee that it will not be amended before the commencement of the course.
Leading Teams and Organisations

Subject Area
Organisational Behaviour

Lecturer 
Margaret Ormiston

Course Code
E408 

Term
AUT12 / SPR13
Credit Value
1 

Aims and Objectives

The purpose of this course is to help you understand the general principles and processes of effective leadership so that you can lead in a wide variety of situations.  This course covers a broad variety of leadership situations and particular attention will be paid to the "leadership" that arises from understanding group processes and the ways in which team members influence one another. Thus, the group itself, if properly managed, can enhance morale, good decision making and even innovation.  If you take full advantage of this course, you will be prepared to lead teams effectively.  Since everyone in any organisation has leadership opportunities every day, this course is relevant for any student pursuing a managerial career.

This course proceeds from the premise that leadership skills supplement the technical and diagnostic skills learned in other London Business School courses.  While all managerial assignments require technical skills, it is the ability to lead--to motivate and enhance the individuals' contributions-- that will differentiate you from others.   

By the time this course is complete, you should:

· Understand more about the nature of leadership;

· Increase your awareness of how successful business executives lead and what separates them from their less successful counterparts; 

· Improve your analytic abilities in understanding the behaviour of individuals and groups in organizations;

· Gain experience in leadership situations, including learning to manage conflict, time pressure, and diversity, and

· Develop confidence as a leader, knowing that leadership happens everywhere in organizations (not just at the top) and that your long-term effectiveness as a manager depends on your ability to lead others.

 Topics Covered

Topics covered include leading versus managing, situational leadership, perspective taking, motivating employees, culture as a leadership tool, team design, managing team processes, managing conflict and diversity, enhancing innovation and high performance.

 Format & Teaching Methods

The course uses theoretical readings, case discussions, and experiential exercises.  Students will read about theoretical frameworks from research on work groups; analyse and discuss cases of real-world management of work groups; and directly experience working in and leading groups through class exercises. Every student will lead a team at least once during the course and receive feedback from team-mates about his/her performance.

Pre-Requisites

Successful completion of the Organisational Behaviour core course.

Assignments & Assessment

Grades will be computed by weighing your scores on each component of the course as follows:

           30%                 Participation

           25%                 Leadership Analysis Report

           10%                 Peer Evaluation of Your Leadership 

35%                 Final Case Analysis (group)

Students will be evaluated on class participation in discussions and exercises, preparation of readings, self-assessments of in-class experiences, application of course concepts to real-world cases, and synthesis assignments done as a group.  The student can expect to turn in focused written assignments both individually and as a group, and prepare and to participate in class presentations. 

Managing and Marketing Innovations

Subject Area
Marketing

Lecturer 
Rajesh Chandy

Course Code
E465 

Term
SPR13
Credit Value
1

Aims & Objectives

“A Business Has Only Two Basic Functions: Marketing and Innovation. Marketing and Innovation Produce Results. All the Rest are Costs.” 


- Peter Drucker


This course addresses the management and marketing of innovations. The goals of the course are to provide:

Concepts: Insights and tools derived from original research on managing and marketing innovation

Cognition: Ability to recognize and frame common innovation challenges and opportunities

Context: Fluency in making strategic decisions on innovation

Design themes underlying the course are:

· Cutting-edge research, not musty old textbooks

· Decision focused, not theory focused

· Process-oriented, not functionally constrained 

· Strategic emphasis, not nuts-and-bolts tactics 

· Adaptive and dynamic, not rigid and static 

Topics Covered

Below is a partial list:

· Identifying, initiating, and responding to breakthroughs, disruptors, and radical innovations

· Understanding customer adoption and engineering strategic reversals

· Organizing for innovation

· Fighting standards battles, and leveraging the power of networks

· Internalizing external sources of innovation

· Entering new markets, and ensuring product take-off

· Leveraging innovation across borders

Format & Teaching Methods

Mix of case studies, in-class discussions of current research and practice, a course project on a real company seeking to manage and market radical innovation, and guest lectures from top practitioners. 
Pre-Requisites

Successful competion of  marketing core course.
Assignments & Assessment

Evaluation is based on two individual case reports (150 points), one group project (150 points), and class participation throughout the course (50 points). 

When taught in a block week, the group project is due 15 days after the end of the block week. 

A Note on the Instructor

Rajesh K. Chandy holds the Tony and Maureen Wheeler Chair in Entrepreneurship and is a Professor of Marketing at London Business School. He serves as Academic Director of London Business School’s Institute for Innovation and Entrepreneurship. 

Chandy’s areas of expertise include innovation, technology management, emerging markets, and marketing strategy. His research and publications have received several awards, including the Journal of Marketing Harold Maynard Award for contributions to marketing theory and thought, the AMA Early Career Award for Contributions to Marketing Strategy, the AMA TechSIG Award for the best article on Technology and Innovation (twice), the MSI Alden Clayton Award for the best dissertation proposal, and the Mary Kay Award for the best marketing dissertation. His papers have also been named as finalists for the Journal of Marketing Research William O’Dell Award for the most significant long-term contribution to marketing, the INFORMS Society for Marketing Science Practice Prize, and the Journal of Marketing Research Paul Green award for contributions to the practice of marketing research.

During 2006-2008, Chandy served as a member of the US Secretary of Commerce Advisory Committee on Measuring Innovation in the 21st Century Economy. He serves on the brain trust of the Global Innovation Forum, and has served on the AMA Academic Council and the AMA Knowledge Development Coalition.

Chandy is as an Area Editor for the Entrepreneurship and Innovation area at Management Science, and is a current or former member of the editorial boards of the Journal of Marketing Research, Journal of Marketing, IEEE Transactions on Engineering Management, International Journal of Research in Marketing, and Marketing Letters.

Fortune magazine described Chandy’s findings on innovation as "an unorthodox and bracing set of management principles."  He has received a number of teaching awards, including the Outstanding Professor of the Year Award, the Award for Excellence in Teaching, and the Outstanding Faculty Dedication Award. He has provided advisory and executive education services to Toshiba, St. Jude Medical, 3M, Commonwealth Microfinance Limited, American Medical Systems, Hutchinson Technology, Microsoft, Rexam, Wrigley, GfK, Futuredontics, Vodafone, Telenor, and the US and UK governments, among others.
Managing Change

Subject Area
Organisational Behaviour

Lecturer 
Richard Jolly / Drew Carton
Course Code
E260

Term
AUT12 / SPR13
Credit Value
1

Aims & Objectives

Coming up with the right strategy is only a small part of organisational success. The hardest challenge is in putting ideas into action – getting people throughout the organisation, as well as key stakeholders outside the organisation, not just to implement the strategy, but to own it.

 

Whether you are leading change, implementing it, or find yourself on the receiving end; whether your company is large or small, local or transnational; as an increasingly fundamental part of business, change management is a crucial skill for managers. This course will build your understanding of, and practical capability to implement, the many facets of this slippery subject, equipping you to plan for and cope with change and its implications.

Topics Covered

The course covers the following major themes:

· Introduction to managing change – why is change so difficult? 7 truths about managing change.

· Leading change: how do you lead change when you are running an organisation?

· How do you transform a struggling organisation?

· Taking charge: what are the critical steps when you first take over an organisation?

· How should your approach adapt for organisations where things are going well vs. not well?

· Implementing change: what are the fundamentals of making change happen in organisations?

· External agents of change: how can they most effectively take up the role of facilitating organisations change? How can organisations most effectively use consultants?

· Being on the receiving end of change: how can people’s attitudes be changed and resistance handled effectively? How can you thrive when change is done unto you? What is it like to be in the middle of a change effort? 

· Building your change resilience: how can you develop your ability to manage the inevitable challenges that change produces in our work and personal lives? How can we improve our ability to manage stress and take control of the choices that we make in our lives?

· Communicating the change story: how to most effectively make the case for change in a way that creates the most buy-in? What are employees looking for from management in change situations?

· Change from the bottom of the organisation: how can you empower and engage employees at all levels in an organisation? How do you manage the tension between the need for control and the need for empowerment?

· Changing organisational processes: what is the role of technology in changing organisations? How do you bring about change when the internal systems and processes are complex and calcified? 

Format & Teaching Methods

This course uses class discussion of cases and readings as its key learning method, as well as change models, videos and guest speakers. The quality of the discussions on this course is usually of a very high standard. Students will typically have one case study and one reading to prepare for each lecture.

Pre-Requisites & Input Required

Successful completion of the Organisational Behaviour core course.

Assignments & Assessment

The assessment for the course is as follows:
 
Final individual take-home paper focusing on practical implementation      
70%  

Class participation                                                                                          
30%

There is no textbook for the course – all the readings will be provided in the course binder. 

A Note on the Instructor

Richard Jolly is Adjunct Associate Professor of Organisational Behaviour at London Business School. He teaches the ‘Leadership Skills’ and ‘Developing Effective Managers and Organisations’ core modules and the ‘Managing Change’ and ‘Paths to Power’ electives, as well as the ‘Executive Leadership’ module on the EMBA Global with Columbia Business School. In addition to the MBA teaching, for which he was voted Best Programme Teacher by students in 2003, runner-up in 2007 and won two runner-up awards in 2010, 

Richard also instructs a large number of Executive Education courses for London Business School in the UK and across Europe, the Middle East and Asia, including the ‘Senior Executive Programme’, ‘Accelerated Development Programme’ and ‘The Essentials of Leadership’, as well as working on a diverse portfolio of company-specific programmes, including Barclays, IBM, Lloyds of London, Lufthansa, Nestle, Orascom, Procter & Gamble, PwC, Rabobank, Rio Tinto, Roche, SABIC, Sony Ericsson and the World Economic Forum. 

Richard is a member of the Executive Committee of the European Case Clearing House.

Outside of academia, Richard is a Director of the organisational consulting firm, Stokes & Jolly Limited, where he works with clients representing a wide range of sectors, including investment banking, private equity, fund management, law and accountancy firms, management consultancy, advertising, media, music, architecture, consumer goods, telecommunications, information technology and data management companies. 

Richard’s primary consultancy interests focus on designing and delivering executive development workshops, coaching senior managers and facilitating senior management teams, with an emphasis on leadership and change management agendas. He received his MBA with Distinction from London Business School.

Managing Corporate Turnarounds

Subject Area
Strategic & International Management

Lecturer

Michael G. Jacobides, Rupert Merson 
Course

E250

Term


AUT12 / SPR13 / SUM13
Credit Value

1

Aims & Objectives

The objective of the course is to explore the management issues that arise when a firm needs to embark on radical change to ensure its survival.  The focus is on the development and, above all, implementation of strategies for companies in financial distress. Building on what you’ve learnt in other courses, we will consider how we can turn corporate distress into an opportunity, whether you are an executive sent to a “troubled corporate offspring”, an ambitious entrepreneur who wants to turn around a venture (bought with an LBO or through venture investment), or a turnaround specialist. The course is about figuring out what you need to do when you get to a firm that is in trouble. This is why our cases are structured mostly around the question, “what would you do, faced with this problem?”  This is also why we are bringing in some of the leading figures in the turnaround world, who will share their experiences, present “live” cases and engage in conversation with us.

This course deals with the management issues that arise when a firm needs to embark on radical change to ensure its survival. It’s about strategy and leadership in real time (and some good, old-fashioned financial control too). We’ll try to help you understand how turnarounds work; what are the different types of turnarounds; what to do to lead a successful turnaround; who the main types of players are in the turnaround ecosystem and how they can add value; what are the main concerns when you are trying to turn an organization (or an organizational unit around); and what are the priorities and specific actions you need to take.

To do so, we have a number of cases, ranging widely in terms of scale, scope, stage, ownership structure and sectors – from hardware manufacturing to infrastructure,  package delivery, computing technology, automotive, health care and advertising. A number of these cases will be co-taught or co-presented by the instructor and senior industry figures, and we will have additional industry presenters helping us get a grounded feel of the challenges involved. We will be asking you to take the position of a decision-maker who needs to figure out what has to be done, and take a stance. We’ll try to emulate the challenges that you might be facing in such a turnaround, and equip you in handling such challenging situations. The lessons from this elective will be of use not only if you get directly involved in a turnaround, but also if you are asked to drastically improve the performance of an organizational unit, or if you interface with those involved in turnarounds, from distressed debt investors to equity owners. Given the recession and the increasing flurry of turnaround activity, there could hardly be a timelier subject. 
Topics Covered

Specific topics to be covered include:

· Understanding why and how firms or business units can get into trouble

· Understanding how the turnaround ecosystem works: who does what 

· How to analyse distressed companies quickly and identify if they may have a future

· Crisis stabilisation, from financial and operational perspectives
· Crisis and the role of financial stakeholders 

· Determining appropriate recovery strategies for different situations

· Turnaround within corporate entities vs turnaround of small business ventures

· Turnaround in non-traditional environments (e.g. public sector)

· Financial restructuring and financial stakeholder management

· Managing organisational change and large-scale turnarounds

· The role of leadership in turnarounds and transformation

· Jobs and careers in turnarounds

Format & Teaching Methods

This will be a highly interactive course, based on case-studies, which will be often co-taught with the case protagonists. We will also be bringing outside experts to give us a grounded feel for the current trends in the market, in addition to provide you with the latest research. We will draw on a series of cases, and students will be expected to do the readings in the binder and have done selected chapter reading from the assigned book, “Corporate Turnaround –Managing Companies in Distress” by Slatter & Lovett (Penguin Books, 1999).

Pre-requisites

Successful completion of strategy core course.
MiF students can waive the pre-requisite Strategy for MiFs on application to the Programme Office.
Assignments & Assessment

Individual Case write up





   -
25%

Class participation






   -
25%

Project (3000 – 5000 words done individually, in pairs or in threes)
   -
50%

Managing Family Business:  From theory to practice 

Subject Area                   Organisational Behaviour

Course Code                   E472 

Term                                SPR13
Credit Value                    1 

Aims & Objectives

This highly practical block week elective aims to give students a complete guide to family firms. They are full of complexities and subtleties and thus they are much misunderstood.  In this intensive course we will analyse the factors that make them unique, the special challenges they face, and the strategies that can be deployed to help them. The course is designed for family business owners, managers, advisors or anyone who has an interest in this fascinating sector. 

Family firms make up around 70% of businesses worldwide and account for a substantial proportion of GDP. Many of the world’s leading corporations originated as family firms, and retain cultural distinctiveness as a result.  In some parts of the world, such as South Asia and the Far East, family firms occupy the commanding heights of the economy. Yet they are neglected in the management literature, and often treated as if they were a relic of the past. However, as the financial crisis is illustrated, with their long time scales, adaptive cultures, and vision-led leadership many are much better fitted to prosper in turbulent times than many PLCs.  

Yet, we also know that family firms are vulnerable to challenges and conflicts they seem unique to them. The firms that can face up to and master these challenges emerge all the stronger, if they survive. So the question is what do family firms have to do to capture their unique benefits and master their special challenges.   

This will be an highly applied seminar, but founded on a solid knowledge base, making extensive use of mini cases and guest speakers– we shall have dialogues with some of the most interesting family business owners, executives and advisors in the UK. It is offered as a block week with early morning and afternoon sessions. 

Topics Covered

For each of the four days below there will be a guest speaker session involving one or more advisors, family business owners, leaders and experts.  The fifth day is devoted to a site visit of a highly successful London-based family firm.  

 

Monday

1. What is a family firm?   We shall consider what are the key features of family firms, and what are the range of issues that give them advantages in market economies and what are the special risks they face.  

2. Finance and strategy. Family firms often pursue business strategies, operating plans and financial regimes that differ from other firms. We will aim to understand what are their pros and cons in the current economic climate, and in times of growth.

Tuesday

3. Family dynamics. The psychology of families is probably the area that presents greatest difficulties to many firms – how to handle potential areas of conflict and resolve them. We shall examine the theory and practice of family dynamics and how interventions can help families at critical stages of their growth and development. 

4. Succession and the next generation. This is the area that often seems to present greatest difficulty for family firms. We shall examine several strands to this question: how to exit the senior generation, how to choose and appoint successors, and how to maintain the committed involvement of the next generation as owners and potential executives. 

Wednesday

5. Leadership & culture.  Their culture is a source of competitive advantage for many family firms.  We shall seek understand the deep roots of this advantage and how culture can be managed.  The role of family and non-family leadership is critical.  Cross-cultural issues will be discussed. 

6. Governance.  Governance in family firms is complicated by a growing need for family governance as the firm becomes larger and multigenerational.   Many develop formal constitutions and other mechanisms to control decision-making.  We shall look at examples and how options change over time for the firm. 

Thursday

7. Ownership.  This is an area that can become increasingly challenging as firms grow.  Various solutions can be found, including shareholder agreements, trusts and other devices.  But the chief problems come typically from the different perceptions of entitlement and obligation that family members have.  We will explore how “responsible ownership” can become a viable goal.

8. Cross-cultural issues.   We shall explore how family firms adapt differently to their national contexts, comparing example from the Far East, South Asia, the Middle East, Europe, the Americas and Africa.   Key elements include legal and regulatory regimes, demographics, and cultural norms and practices.

Friday

9. Visit to family firm themed around CSR & entrepreneurship.  Family businesses often have a high profile in the public domain, with strong ethical propositions involving their owners, leaders and staff.  We shall visit a firm that shows how these do not have to be incompatible with entrepreneurial spirit, and we shall talk to leaders and their staff about how this is achieved. 

10. Course review and open forum. 

Format & Teaching Methods

· Every class will involve a mix of framing issues through key concepts, ideas and case examples. There will be an open class discussion, sometimes around a case or students’ own experiences of family firms.  When guest speakers are present the format will be an interview and Q&A, not set-piece presentations.  Students will be assessed partly on their contributions to these discussions.  

· Students will be expected to prepare for classes by having undertaken reading from the course texts and other material supplied with the course pack.

Pre-Requisites & Input Required

· OB and Strategy are core course prerequisites.

· 100% attendance is required for participation grade.   

Assignments & Assessment

· Assessment will be of a 2,500 word (max.) case report on a family firm, to be submitted two weeks after the course.   This could be on a firm known to a student or one from secondary sources and archival material.   This report, which will provide a practical diagnosis and recommendations of the business, will form 80% of the final grade

· Participation will account for 20% of the grade – unauthorised absence from any session will result in loss of this grade.  
Managing Sport and Entertainment

Subject Area
MSO

Lecturer 
Chris Voss 

Course Code
E252
Term
SPR13
Credit Value
1 

Aims & Objectives

This elective focusses on the business of sport and entertainment. The aim to is to develop understanding and skills in the strategic, operational and marketing management of these two related sectors. It is designed to foster strategic and operational thinking in a rapidly professionalizing area and one key to future economic growth. 

Topics Covered

The course focuses on the business of sport and entertainment, and will address the following. The entertainment companies and sports addressed will be partly dependent on speaker availability

· Entertainment
· Leveraging a creative business – Cirque du Soleil
· Creating global entertainment – Cameron Macintosh Ltd 
· Turning round an entertainment business – The Millennium dome
· Exploiting IP - Marvel enterprises
· Role of Agents - Radiohead

· Fashion based businesses - Marquee
· Sport
· Clubs

· Creating a successful club – Real Madrid
· Managing the business – Manchester United
·  Sports
· Management and governance of a sport – 20:20 cricket, Rugby, NFL, etc.
· Motivation and sponsorship - F1

· Agents, media rights and sponsorship

· International sport - Olympics

Format & Teaching Methods

· The main teaching methods will be case discussion and visiting speakers. The guest speakers will be from a variety of backgrounds including theatrical production, sports club management and sports consulting.

Pre-Requisites & Input Required

· Prequisites are core courses in operations management, strategy and marketing.

· No knowledge/experience/IT skills other than those acquired through core classes is required. 

· Pre-preparation of some cases and of the background to one sport or entertainment product will be required, there may be some evening lectures to accommodate visiting speakers. 

Assignments & Assessment

Assessment will be a combination of class contribution, one case analysis and a choice of exam or project at the end of the course. 

Class Make-up

Participants will be from all LBS degree programmes.

A Note on the Instructors

Chris Voss has been teaching and researching in the area of high experience organizations, and has taught this course for a number of years.  

Managing the Growing Business

Subject Area
Strategy & Entrepreneurship
Lecturer 
Rupert Merson, Keith Willey

Course Code
E202 

Term
AUT12 / SPR13 / SUM13 

Credit Value
1 

Aims & Objectives
The businesses that we will examine in Managing the Growing Business are relatively small firms that are aiming to become big ones. The management challenges in these growing enterprises are different from those in the ‘professionally’ managed, large companies that we more usually examine at LBS. Not least, because the threat of failure is so much higher. Our mission in MGB is to ensure that LBS graduates know where the major pitfalls are, how to avoid them and what to do to make an entrepreneurial business succeed ‘after the start-up’.  This is a rare opportunity to put yourself in the shoes of real CEOs – not the transient boss of a large established business but the owner of a dynamic enterprise where every decision will have an impact.

Managing the Growing Business is an integrative course that concentrates on the general management challenges facing founders or managers in entrepreneurial businesses. The course is designed to give you a road map of the likely issues that you will face in a high growth enterprise. The main objectives are to: 

· Give you an insight into what running an early stage growing business actually entails.

· Provide an overview of the major strategic and operational issues that typically confront young growing businesses.

· Provide a framework for anticipating the likely growth issues in the business.

· Interact with founders and growing businesses through LBS cases, guests and a

· project on a live growth business.

To truly understand what entrepreneurship really means you must get as close as possible to real entrepreneurs and their businesses. During MGB you will examine many entrepreneurial businesses so that you will be able to recognise the patterns in their business models and management processes, and learn how to manage the risks and convert opportunities. Entrepreneurs are hands-on, the frameworks and tools they use are simple and practical; we aim to show you how to apply them. 

The course begins with some of the core concepts involved, such as growth models and cash management, and builds through more complex businesses and situations. At the same time you will be conducting a project with a real entrepreneurial business and considering how what you have learned in MGB can be applied to that business. This culminates in a report and presentation on the project. In the past we have had some notable successes in not only providing new insights to these businesses but helping them resolve burning issues – and occasionally providing the management team with a new recruit!

Topics Covered
Topics covered include:

· Barriers to growth and strategies to overcome them

· Finance for entrepreneurs – including cash management, funding growth

· Stakeholder perspectives in a growing business

· Non-organic growth – e.g. roll-ups, buy/sell businesses

· Organising for growth
· Growth models, adaptation and evolution and managing transitions

Format & Teaching Methods
Each session will includes cases and short lectures and occasional guest speakers. The project element will be based around a real entrepreneurial company.

Pre-Requisites & Input Required
Participants must have completed their core courses in accounting, finance, marketing and strategy.

Assignments & Assessment
There is one major piece of group work involving identifying and analysing one growing business of your choice (including a class presentation of your findings) and an individual case write up.

· Individual case paper - 40%

· Group project report and presentation - 40%

· Class participation - 20%

Mergers, Acquisitions and Alliances

Subject Area
Strategy & Entrepreneurship

Lecturers 
Marcus Alexander/Xavier Castaner
Course Code
E395 

Term
12

Credit Value
1 

Aims & Objectives

The primary aim of this course is to help prepare managers plan and execute Mergers, Acquisitions and Alliances. The course is particularly useful for those intending to become strategy consultants or investment bankers as well as those who plan to work in, and eventually lead, corporate development functions within firms. However, it is also highly relevant to those in more General Management roles who wish to assess, propose or implement transactions of this sort. It builds on many concepts covered in the core Strategy course and links to other courses such as Corporate Strategy and various courses in Finance and Organizational Behaviour. 

Topics Covered

The course provides a “Strategic and Managerial” perspective on every step in the M&A/Alliance formation and implementation process, and is complementary to an Accounting/Finance perspective on how to value and financially structure such transactions. While there is some limited coverage of valuation techniques, specific issues of accounting treatment and detailed evaluation models will NOT be a significant part of the course.

Key areas of coverage include:

· Strategic Logic for Acquisitions and Alliances

· Ally or acquire?

· Understanding and evaluating ‘synergies’ 
· Negotiating and structuring deals
· Cultures and human issues: consequences for due diligence and integration

· Organizational implementation of M&A and Alliances

· Private Equity versus Corporate players

Format & Teaching Methods

· The format of the course combines lectures, group work, videos and presentations in addition to cases and class discussions
· Although there will be a few ‘traditional/long’ cases, there will be greater emphasis on mini-cases and live discussion of specific deals to provide a much broader range of examples from different countries, different industries and different deal structures and sizes.

· Guest speakers with significant experience in the field will provide regular inputs, and a final panel session
Pre-Requisites & Input Required

· Strategy core

· Since M&A and Alliance deals are often conducted in the context of a particular corporate strategy, it is useful ( but not essential) to have some familiarity with the ideas covered in Corporate Strategy (formerly known as Strategy II). 

Assignments & Assessment

This is primarily a discussion based course -attendance is important not only for yourself, but in enriching the experience of your colleagues, and 20% weight given to class participation. This is also a “content rich” course, in the sense that the evaluation also depends on your demonstration of mastery over a set of concepts and ideas through an early take-home paper and an individual in class end-course exam (jointly worth 50%). Finally, I am also interested in your being able to apply these concepts to think about complex situations in a collaborative way- hence the group project (30%).

A Note on the Instructor


Marcus Alexander has been an Adjunct Professor in the Strategy and Entrepreneurship Area at the London Business School for 11 years. In that time he has won two teaching awards. He is also a Visiting Professor at a number of institutions in several other countries, and is a Non-Executive Board member of organizations in the UK, Denmark and Saudi Arabia, as well as being on the advisory board of a Russian-funded Private Equity group. He has produced many publications, including 3 Harvard Business Review articles, and is co-author of “Corporate-Level Strategy: Creating Value in the Multi-business Company”. His consulting clients include some of the world’s largest global players, but also a number of start-ups, small enterprises and family-owned groups. Marcus previously set up and sold his own company after working at the Boston Consulting Group in the UK, Boston, Australia and Spain. 
Mergers, MBOS and other Corporate Reorganisations

Subject Area
Finance

Lecturer
Julian Franks / Paolo Volpin/Robert Stefanowski
Course Code
E123

Term
AUT12 / SPR13 / SUM13
Credit Value
1

Aims and Objectives

This elective will examine various types of corporate reorganizations: mergers and acquisitions, leveraged buyouts, private equity transactions, and divestitures, as well as reorganizations in financial distress situations through private workouts and bankruptcy. Particular emphasis will be put on linking valuation with transactions, and with different institutional environments. 

Topics covered

· M&A valuation techniques

· Friendly mergers, mergers of equals, hostile takeovers
· Shareholder activists as stakeholders
· LBO valuation techniques

· Private equity transactions

· LBO and private equity deal structuring and execution

· Valuing distressed companies

· Reorganisation of companies in financial and business distress

· Private workouts and bankruptcy

Who should attend?

The course is intended for individuals with a strong interest in studying the financial, strategic, and business issues surrounding corporate restructuring. It will be useful for programme participants who are working, or planning to work, in areas such as investment banking, private equity consulting, security analysis, turn-around management, and investment management.

Format and Teaching Methods

A review of articles, case studies and lectures from practitioners who will focus on deals and transactions.

The course has three main strands: The course is centred on class discussion of real business case studies covering different transactions in different countries. Lecture-type sessions provide information, financial tools and frameworks useful to discuss case studies. Finally, presentations by practitioners will focus on industry practices and current developments, as well as on specific transactions.

Reading Materials

A mixture of lecture notes, practitioner documents and academic articles.

Pre-requisites

Successful completion of core Corporate Finance; and Capital Markets and Financing elective.

Assignments and Assessments

The assessment structure for this course will be as follows:

10% class participation

30% assignments

60% final exam
Negotiation & Bargaining

Subject Area             

Organisational Behaviour

Lecturer  
Gillian Ku / Madan Pillutla / Niro Sivanathan / 
Ena Inesi / Selin Kesebir

Course Code            

E326

Term                          

AUT12 / SPR13 / SUM13
Credit Value             

1

Course Overview
In order to be a successful manager, you must regularly reach agreements with others. When interests and values are aligned such agreements are easy to reach. But as we have all experienced, conflicts arise all too often, making agreements seem difficult if not impossible. One key reason for this difficulty is that although people often face conflict, most know very little about the strategy and psychology behind effectively resolving it and coming to an agreement.

Negotiation is the art and science of securing agreements between two or more interdependent parties. The primary goal of this course is to help you become a professional negotiator, enabling you to recognize, understand, analyze, and use essential concepts in negotiations to effectively reach agreements.

As a result of this course, you will:

· Gain experience and familiarity with the negotiation process through class exercises 

· Learn to analyze a negotiation situation and develop an appropriate strategic plan to navigate the negotiation effectively 

· Learn to create value and execute deals that others might overlook 

· Learn to both avoid as well as capitalize upon common mistakes made by negotiators 

· Develop confidence in the negotiation process as an effective means for resolving conflict in organizations 

· Understand more about the nature of negotiations and gain a broad intellectual understanding of the central concepts in negotiation  

Course Format
The course will be largely experiential, allowing you to explore your own talents, skills, and shortcomings as a negotiator. There will be a negotiation exercise in almost every class.

These exercises will provide you with an opportunity to attempt strategies and tactics in a low-risk environment, and to learn about yourself and how you respond in specific negotiation situations. If you discover a tendency that you think needs correction, this is the place to try something new. The course is sequenced so that cumulative knowledge can be applied and practiced.

Classes will also include lectures and discussions. Although the class officially meets at scheduled course times, students will be expected to meet with other students outside of class to prepare for certain negotiation exercises. Students should also be prepared to stay a few minutes after class to arrange meetings with other members of the class. 

Attendance Policy
All negotiation classes at LBS have an attendance policy that is strictly enforced. You may miss one negotiation exercise without penalty if you provide me with advance notice. Failure to contact me in advance will result in no participation points for that exercise. Further, failure to participate in more than one exercise (regardless of notice) will also result in loss of participation points for the relevant exercise(s). If you miss more than three classes overall (regardless of notice) and/or if you miss both of the first two classes, you will automatically fail this course. 
Pre-requisites
OB Core
New Technology Ventures: Ideas into Income

Subject Area
Entrepreneurship

Lecturers 
Michael A M Davies, Keith Willey

Course Code
E384 

Term
SPR13
Credit Value
1

Aims & Objectives
This course enables would-be entrepreneurs or investors interested in new technology ventures to evaluate opportunities, and to maximize their chances of success in pursuing them and turning ideas into income. Participants come from both the business and academic or research communities, and work together in mixed project teams on real-world opportunities, either start ups or ventures by established firms.

It is now widely recognized that technological innovation and its effective commercialization is of enormous importance; this is the engine that drives economic growth. New technology ventures are, however, subject to a very high incidence of ‘false positive’ or ‘Type I’ errors; investments of money, time and emotion that should have been avoided, given information available at the outset. 

In particular, this course debunks Ralph Waldo Emerson’s myth that “If a man can make a better mousetrap than his neighbor, though he builds his house in the wood, the world will make a beaten path to his door”. It provides you with a systematic and disciplined approach to evaluate these opportunities, including effective heuristics, or a set of simple rules, that recognize the unique nature of ventures that seek to commercialize new technologies, involving as they do technological innovation, customers unfamiliar with novel products and the inherent risks.

As a key element of the course, you will work together with a small and diverse team on a real world new technology venture that you choose for yourselves.  As an integral part of this, every member of the class must do a two-minute elevator pitch for their chosen technology; this pitch takes place in a joint session with the Technology and Entrepreneurship Clubs.

The course will provide answers to the critical questions facing would-be entrepreneurs or investors in ventures involving new technology:
•
why are new technology ventures so important?

•
where do new technology ventures come from?

•
how do you characterize technologies and innovation?

•
how are technological innovations incubated and turned into commercial products?

•
what is involved in being an entrepreneur for new technology ventures?

•
how do you assess the demand opportunity for products or services that involve new technologies and are novel?

•
what is unique about marketing and sales in new technology ventures?

•
how to identify your target niche, and how to choose partnership options to pursue?

•
how to ensure value capture to make the venture worthwhile, such as through hard or soft intellectually property rights?

•
how do you make smart decisions with ambiguous and often conflicting information, insufficient resources and limited time?

Topics Covered
· Entrepreneurship and Technological Innovation

· Demand Opportunity – Assessing Latent Demand for Novel Products

· Business Ecosystems, Co-opetition and Partnering

· Marketing in Technology Start-Ups

· Capturing Value from Knowledge – Protecting Intellectual Property Rights

· Gathering Resources and Building Capabilities

· Creating and Assessing Strategic Options  
Format & Teaching Methods
This course will be case study-based with a few lectures, and several guest speakers. The core element of the course is a group project, working on real-world opportunities based on a novel idea or invention developed by the participants in the course.

Pre-Requisites & Input Required
Successful completion of core courses.

Assignments & Assessment
As part of the course, students will have an opportunity to work either on their own new technology venture ideas or with an active team of technology entrepreneurs whose innovations are in the process of being commercialised. Working in small groups, students will develop and present the results of a feasibility study on a specific technology-based opportunity that will determine whether the opportunity is or is not commercially feasible. 

· Class Participation (20%)

· Individual Papers on Technology Evaluation and Demand Opportunity (15% each)

· Group Project and Presentation (50%)

Class Make-up
The class is composed of roughly even numbers of London Business School students and post‑doctoral researchers drawn from engineering and science departments at University College London. An important part of the NTV experience comes from working in mixed teams of business people and technologists, experiencing at first hand the trade-offs that have to be made in a tech venture.
References:

Please find below some suggested reference books, should you be curious and wish to address topics in more depth.  Many (but not all) of the books are in the LBS library.   

Allen, K Launching New Ventures, Bringing New Technology to Market

Dorf, R. and Byers, T. Technology Ventures: From Idea to Enterprise
Moore, G. Crossing the Chasm, Inside the Tornado
Mullins J. The New Business Road Test 

Komisar, R. The Monk and the Riddle

Kawasaki, G. The Art of the Start
Arthur, B., The Nature of Technology: What It Is and How It Evolves

You may also find the essays on Paul Graham’s website interesting, and a couple of them are required reading. Browse to http://www.paulgraham.com/articles.html . 
New Venture Development

Subject Area
Strategy & Entrepreneurship
Lecturer 
Rupert Merson, Andy Phillipps

Course Code
E189

Term
AUT12 / SPR13 / SUM13
Credit Value
1 

Aims & Objectives
The aim of the course is:

· To provide an overview of the process and challenges associated with starting an

entirely new business

· To equip students with the skills required to prepare a persuasive business plan,

approach prospective investors, and get their business launched.

Having completed the course, students should have a clear understanding of:

· How to assess an entrepreneurial opportunity

· What resources one needs to start a new business

· The costs, challenges and rewards of being an entrepreneur

· The mechanics of producing a sound business plan

· The process of raising venture capital and other types of finance

· The problems and potential pitfalls encountered in building a new business

A number of graduates who have taken the New Venture Development course have gone on to set up their own business while others have pursued careers in venture capital. The course provides an ideal springboard for students wishing to give an entrepreneurial bias to their careers.

Topics Covered
The course encompasses virtually every business school discipline, as each session requires students to address issues in all areas involved in setting up and running a business. Session topics typically answer the following questions:

· How does one assess a new business opportunity?

· How does one write and evaluate a persuasive business plan?

· What forms of finance are available and how does one raise capital?

· What are the major pitfalls in getting started?

· Once a business is up and running, how does one manage and sustain its growth?

· Failure – what are the symptoms and how should it be managed?

· When and how do entrepreneurs and their investors realise their returns?  
Format & Teaching Methods
The sessions involve case discussions, visiting speakers, and short lectures. There is extensive use of outside speakers who can provide expert professional guidance or first-hand practical experience of actually setting up and running a new business; such experience typically relates directly to the case study under discussion.

Assignments & Assessment
You will be asked to produce one short paper and, working in groups of 4-6, to prepare a full business plan for a viable new venture. You will have an opportunity to present this business plan to a panel of venture capitalists and other investors at the end of the term. The teams with the best business plans may be selected to represent London Business School at the European Business Plan of the Year Competition held in June or at other such competitions.

Class Make-up
If there are spaces left students from UCL will take part in this elective – normally a maximum of 5 and normally only in the summer term.

Paths to Power

Subject Area
Organisational Behaviour

Lecturer 
Richard Jolly
/ Gabe Adams

Course Code
E446

Term
AUT12 / SPR13 / SUM13
Credit Value
1

Aims & Objectives

Individuals rarely have power as individuals; rather they use power on behalf of others. As power runs through an organisation, it is collected by those who win at politics, which is about getting others to confer to you their own power willingly. 

 

Organisational power is not uniformly distributed; there are few who have power over the many. Who gets this power is important because managers want to determine what they themselves do (autonomy), what others do (control) and to capture a share of the benefits generated by the organisation (governance). Consequently, managers must use power and act politically to get things done. It would not be an exaggeration to say that management is mainly about using and accumulating power. 

 

As the course will show, building trusting relationships, stable coalitions and formalizing power relations within the routines of the organisation are far more important ways to accumulate power than planning a coup d’état or the manipulation and destruction of one’s ‘enemies’. 

 

This course is designed to help you learn concepts useful for understanding power and influence and also to help you develop your own “path to power” through reflective exercises.  

 

The overall objective of this course is to help you see the world differently – to change what you notice and think about and how you apprehend the world around you.  It will also equip you to recognize and know how to cope with the difficult situations and individuals you may encounter. The specific objectives are: (a) to develop and enhance your conceptual, analytical understanding of power; (b) to enhance your clinical, observational, and diagnostic skills; and (c) to help you decide what your “path to power” will or will not be – to help you think about and come to terms with any ambivalence you might feel about power and influence.  

Topics Covered

The course covers the following major themes:

· Understanding the Dynamics of Organisations – Getting Under the Surface 

· Where Does Power Come From?

· The Philosophy of Power 

· Building your Social Capital 

· Developing your Influencing Skills 

· The Dark Side of Power

· Understanding How Complex Organisations Function – The Sociology of Power

· Coping with Ambiguity and Uncertainty

· Developing your Personal Path to Power 

Format & Teaching Methods

The course uses a diverse mixture of guest speakers, case studies, videos, group simulations, self-reflective and self-assessment exercises and readings. The style of the class will be highly interactive.  

Pre-Requisites & Input Required

Successful completion of the Organisational Behaviour core course.

Assignments & Assessment

The assessment for the course is as follows:

 

40% - Individual assignment to be handed in during the first lecture

10% - In-class group presentation

30% - In-class examination in session 10

20% - Class participation

The core text for the elective is ‘Power’ by Jeffrey Pfeffer. You need to read the whole book and complete the main written component of the course assessment (40% of your total grade) before the start of the course. This is a great book and past students have really enjoyed it. It provides an important introduction to the theory underpinning the course.

A Note on the Instructor

Richard Jolly is Adjunct Associate Professor of Organisational Behaviour at London Business School. He teaches the ‘Leadership Skills’ and ‘Developing Effective Managers and Organisations’ core modules and the ‘Managing Change’ and ‘Paths to Power’ electives, as well as the ‘Executive Leadership’ module on the EMBA Global with Columbia Business School. In addition to the MBA teaching, for which he was voted Best Programme Teacher by students in 2003, runner-up in 2007 and won two runner-up awards in 2010, 

Richard also instructs a large number of Executive Education courses for London Business School in the UK and across Europe, the Middle East and Asia, including the ‘Senior Executive Programme’, ‘Accelerated Development Programme’ and ‘The Essentials of Leadership’, as well as working on a diverse portfolio of company-specific programmes, including Barclays, IBM, Lloyds of London, Lufthansa, Nestle, Orascom, Procter & Gamble, PwC, Rabobank, Rio Tinto, Roche, SABIC, Sony Ericsson and the World Economic Forum. 

Richard is a member of the Executive Committee of the European Case Clearing House.

Outside of academia, Richard is a Director of the organisational consulting firm, Stokes & Jolly Limited, where he works with clients representing a wide range of sectors, including investment banking, private equity, fund management, law and accountancy firms, management consultancy, advertising, media, music, architecture, consumer goods, telecommunications, information technology and data management companies. 

Richard’s primary consultancy interests focus on designing and delivering executive development workshops, coaching senior managers and facilitating senior management teams, with an emphasis on leadership and change management agendas. He received his MBA with Distinction from London Business School.

Planning Practices in Europe – UCL COURSE
Subject Area

The Bartlett, Faculty of the Built Environment at UCL

Lecturer

Michael Edwards
Course Code

BENVGEPA
Term


AUT12
Credit Value
1  

THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Aims & Objectives

The course examines, by example, the range of practices found across the nation states, regions and cities of Europe. Practices in regional and urban planning vary greatly across Europe, reflecting differences in political and social histories, economic conditions, traditions of law and governance, land tenure, resource endowments and so on. The module aims to develop understanding of these variations and their significance, drawing upon a growing literature in English and in the other languages of which students have a command. It analyses the relationship between planning systems, institutions of land ownership, law, taxation and market conditions, seeking to develop frameworks for understanding the evolving dynamics of cities and the genesis and the outcomes of urban developments. The student group typically includes members from at least 6 countries which is a valuable resource.

Students should obtain:

1.  a strong grasp of the main variations across Europe in the way cities and regions have 
developed and the role played by forms of planning.

2.  skills in researching the historical development and current practices in European planning 
using library and on-line resources;

3. further experience in presenting their work in a seminar context and in written and graphic 
form.

Topics Covered 
Topics covered include:  

1) No session in induction week

2) Introduction: Aims, scope and working method of the course.

3) The relation of land-use planning and land policies. Public and private rights under different legal systems. Lecture and discussion with material on chosen cities.

4) City presentation: Student-led seminar on selected European cities focusing on the historical and geographical dimensions of their urban form, and the roles of government policies and planning. 

5) Planning and the economy: regional dimension, scales of intervention.

6) Student Seminar Presentations: Comparative symposium on selected cities and their planning.

7) No class. Field study for UCL EPDP students.

8) Functions and agencies in development: a European perspective.  

9) Financing development: a brief overview

10) Student Seminar Presentations: Selected local development or infrastructure projects within European cities

11) Public-private relationships in development

12) Student Seminar Presentations: Selected local development or infrastructure projects within European cities

The topics listed above are to be used as a guide only and may be subject to change for the 2012/13 academic year.

Format & Teaching Methods 

This module invites and requires students to research, analyse and present the practices adopted in a number of European countries in planning and development at wide spatial scales – focusing mainly on regions and metropolitan or other large areas.  Issues of self-containment, commuter and migrations flows, housing and economics are prominent. The student work is supported by 10 x 2-hour sessions, a mixture of lectures, seminars and student presentations. 
Timetable
BENVGEPA Term 1 - Thursday 9.00am -11.00am

Indicative Reading (with some UCL library shelf marks)

Adams D, C Watkins and M White (eds.), 2005, Planning, Public Policy and Property Markets, Oxford: Blackwell TOWN PLANNING G 25 ADA
Adams, D (1994) Urban planning and the development process London, UCL Press, 
TP A30 ADA

Alden, Jeremy and Philip Boland, Eds. (1996) Regional Development Strategies: a European Perspective London, Jessica Kingsley TOWN PLANNING B 120 ALD
Altrock, U, S Güntner, S Huning and D Peters (2006) Spatial Planning and Urban development in the new EU member States: From Adjustment to Reinvention hardback 0 7546 4684 X, TOWN PLANNING B 120 ALT
Berry, J N and W S McGreal, Eds. (1994) European Cities, planning systems and property markets Andover, Spon, TP B120 BER

CEC (2000) A Compendium of European Planning Systems Luxembourg, TP B 120 EUR; 1 x 3hr loan at ISSUE DESK TOWN PLANNING EUR, Main report + national reports.

Coakley J, 1994, ‘The integration of Property and Financial Markets’, Environment and Planning A, Volume 26, 697-713.

Committee on spatial development (1999) European Spatial Development Perspective Brussels, CEC, TP B 120 EUR

Couch, C, C Fraser and S Percy (2003) Urban Regeneration in Europe Oxford, Blackwell, paperback, TOWN PLANNING B 120 COU
de Jong, M, K Lalenis and V Mamadouh (2003) The theory and practice of institutional transplantation: experiences with the transfer of policy institutions Dordrecht, Kluwer, TOWN PLANNING T 20 THE
DIFA Deutsche Immobilienfonds (2005) Future of the city: Europe's Urban Quarters Berlin,Verlgshaus Braun, TP B 120 DIF
Edwards, M (1995) 'Agents and functions in urban development' (with Spanish parallel text) Cartas Urbanas 4: 26-39, ES PERS; English text reprinted in Edwards, M (2005) Collected papers 1989-99 http://www.bartlett.ucl.ac.ukplanning/information/texts/edwards8999.pdf
Edwards, M. (2004). Wealth creation and poverty creation: global-local interactions in the economy of London The contested metropolis: six cities at the beginning of the 21st century Raffaele Paloscia (ed for INURA) Basel, Birkhäuser  TP A30 PAL
Guy S and J Henneberry, 2002, (eds.) Development and Developers: Perspectives on Property, Oxford: Blackwell

Healey, P, A Khakee, A Motte and B Needham, Eds. (1997) Making Strategic Spatial Plans: innovation in Europe Basingstoke, Taylor and Francis, TP B120 HEA,

MacLaran, A, Ed. (2003) Making Space: property development and urban planning London, Arnold, TP G25 MAC

Moulaert, F, P Delladetsimas, E Swyngedouw (2002)Globalisation and integrated area development in European cities Oxford, Oxford University Press TOWN PLANNING B 120 MOU
Moulaert, F, A Rodriguez, et al. (2003) The Globaliized City: economic restructuring and social polarization in European Cities Oxford, Oxford University Press TOWN PLANNING B 120 MOU
Newman, Peter and Andy Thornley (1996) Urban Planning in Europe: international competition, national systems and planning projects London, Routledge

Rydin Y, 2003, Urban and Environmental Planning in the UK, Macmillan, London [Very good summary of UK planning system and relationship with market and society as a whole].

Salet, W, A Thornley and A Kreukels (2003) Metropolitan governance and spatial planning: comparative case studies of European city-regions London, Routledge Spon, TP T30 SAL

Shaw, D, V Nadin and T Westlake (1995) 'The compendium of European spatial planning systems' European Planning Studies 3(3): 390-395, ES PERS,

Tewdwr-Jones, M and R H Williams, Eds. (2001) The European Dimension of British Planning London, Spon, TOWN PLANNING A 30 TEW

+ specific suggestions for nations, regions, cities.

The module is also supported by an online bibliography we have built, to be found at

http://spider.bartlett.ucl.ac.uk/RIS/RISWEB.ISA
Pre-requisites

As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk. 
Places are dependent on availability and Faculty approval. 
Assignments & Assessments
100% coursework: essay and presentation

The information for this elective is believed to be correct at the time of going to press, but there is no guarantee that it will not be amended before the commencement of the course.
Pricing Strategy

Subject Area
Marketing 

Lecturer 
Marco Bertini

Course Code
E433

Term
SPR13 / SUM13
Credit Value
1 
Aims and Objectives 

Pricing is an area of business that managers seldom talk about with great enthusiasm. In fact, although pricing decisions can make or break a company’s bottom line, many organisations attempt to improve their performance without the aid of a carefully designed pricing strategy. As a result, most pricing decisions tend to rely on simple heuristics and processes that shun customers and, consequently, have little to do with the long-term maximisation of firm profit. 

This course provides an in-depth, cross-functional look at the role of price in the firm’s value proposition to existing and prospective customers. It introduces useful frameworks and new approaches for solving the most important (and common) pricing problems. Taking a pragmatic view, we will study the main factors to be considered when determining price and examine how pricing alternatives are developed.

Topics covered 

 By the end of the course, you will have learnt how to:

· Understand the association between marketing strategy, firm objectives, and price setting—and how this link is made through the business’ profit model,

· Determine the proper role of costs in pricing decisions,
· Appreciate the psychological impact of pricing on customer judgments and behaviour,

· Calculate (and sell) the value of a product or service to different customer segments,

· Estimate demand and price sensitivity in the marketplace,

· Identify and develop opportunities for price discrimination,

· Respond to price competition and commoditisation,
· Design pricing rules that add value for existing customers over time rather than destroy it,

· Implement real improvements in pricing in an organisation.

While the emphasis is obviously on one element of the marketing mix, it is important to keep in mind two considerations. First, pricing decisions are never independent of product, promotion, and distribution decisions. A key challenge in the course, therefore, will be to embed pricing questions in the context of a company’s overall market strategy and evaluate its effectiveness in achieving broader managerial goals. Second, pricing is NOT safe in the hands of marketers. Marketers must have a say in pricing decisions, but their input should be complemented with that of finance, accounting, and sales personnel. For this reason, I see this course much more as a general management course than a pure marketing course. 

Format & Teaching Methods

The class sessions involve a combination of lectures (roughly 40%), case study discussions (30%), exercises (10%), and guest speaker presentations (20%). The goal of the case discussions and exercises is to examine important pricing concepts in different managerial settings and to give you hands-on practice in making pricing decisions based on both qualitative and quantitative data. The lectures and guest speakers are intended to complement this work by presenting relevant frameworks, analytical techniques, practical insights, and additional examples. 
Pre-requisites

The only pre-requisite (or co-requisite depending on scheduling) for Pricing Strategy is the core course in Marketing in your respective programme. 

Assignments & Assessment

Your final grade will be based on both individual (60%) and group (40%) work. Assignments, due dates, and the breakdown of your grade are indicated in the table below.

	Assignment
	Type
	% of grade

	Class attendance and contribution
	Individual
	35%

	Pricing dilemma
	Individual
	25%

	Pricing audit
	Group
	40%


As I am sure you know by now, class contribution is much more than attendance. Contribution implies moving the debate forward and improving the learning experience of both your colleagues and me. Generally speaking, if you read the materials, fill out the brief online polls, come to class on time, actively take part in pertinent discussions and the pricing simulation, listen to others with respect, and communicate your arguments convincingly you won’t have any problems.

The pricing dilemma is the second individual component of your assessment. You are asked to analyse a pricing paradox of personal interest to you. As consumers, we often come across pricing practices that surprise us or make us think. This is your chance to pick one such instance, follow up on your curiosity, and investigate why firms (or whole sectors for that matter) price the way they do. 

Finally, the pricing audit is a group project. It provides an opportunity for you to evaluate the pricing performance of a firm or business unit in a setting of your own choosing. Groups are composed of 4 to 5 students. You will need to select a target company and examine its overall pricing policy or, alternatively, one significant pricing decision made in the recent past or under current consideration. Students need not obtain inside access to the company, although this is highly encouraged and very much appreciated. Pricing matters are often very sensitive, so managerial insight can really enrich the analysis.

A Note on the Instructor

Marco Bertini is an assistant professor of marketing. He is an expert on the topic of consumer decision-making, with particular emphasis on the behavioural aspects of pricing and the interface between consumer behaviour and marketing strategy. 

Marco holds a BA in Political Science and a BA in Economics and Commerce, both from the University of Melbourne. He also holds an MBA from IESE Business School and a doctorate in Business Administration from Harvard Business School. 

Marco’s research focuses on pricing strategy, primarily on the effects of price and price promotion on consumer perceptions of value. Marco’s work has appeared in leading academic journals such as the Journal of Consumer Research, Marketing Science, and the Harvard Business Review. 

As an external teacher and consultant, Marco has recently worked with companies such as Astrazeneca, Boston Consulting Group, Chevron-Texaco, De Beers, Ericsson, ExxonMobil, GlaxoSmithKline, H&M, IBM, Merck, Miller Brewing Co. and Procter & Gamble on developing sound pricing policy. 

Private Equity & Venture Capital

Subject Area
Accounting

Lecturers
Eli Talmor and Florin Vasvari

Course Code
E126

Term
AUT12
Credit Value
1

Contributor: Dwight Poler, Head of Bain Capital Europe

Objectives

This course covers the concepts, instruments and institutions involved in private equity investments. A particular emphasis will be given to emerging markets.
Topics Covered

· Nature and structure of the private equity industry 

· Valuation of a private equity firm

· First time fund raising.

· Assessment of a track record: measurement of private equity returns

· Deal selection and diligence.

· Leverage buyouts transactions
· Capital allocation: An LP perspective 

· Early stage venturing

· Unlocking value in private equity: value enhancement and the exit decision.

· Secondary buyout transactions

· Private equity in emerging markets.

Format & Teaching Methods

Sessions will combine case studies, lectures and guest speakers. 

Pre-Requisites & Input Required

Participants must have completed the introductory courses in Accounting and Finance (a second Finance course is recommended but not essential).

Main Reading

International Private Equity (Eli Talmor and Florin Vasvari), published by John Wiley & Sons, 2011.

Assignments & Assessment

· Class participation 





(10%) 

· Written reports of case analyses


    
(65%)

· Final case assignment 




(25%)

PURPOSEFUL COMMUNICATIONS 

Subject Area
Marketing

Lecture 
Richard Hytner

Course Code
E 482

Term
SPR13

Credit Value
1 

Aims & Objectives 

‘The 21st century will belong to the storyteller’.

So predicted Rolf Jensen of the Copenhagen Institute for Future Studies in his book, The Dream Society.

Yet, individually and corporately, we continue to ignore the opportunities presented to us by our ability to tell stories, to communicate clearly and powerfully.

In the context of the technologies now at our disposal and the participation and involvement that we crave as social animals, we need to focus with more rigour, discipline and creativity on how we communicate as we contribute to these stories.

This course is rooted in the Age of Participation, where Return on Involvement, not Return on Investment, is the key metric and where we can be rewarded or punished at the click of a mouse.

It will immerse participants in the art of storytelling, inspired by brands the world over and other great storytellers.

It will be rooted in purposeful communications.

It will dispel myths that exist, often simply in our own minds, about our own communications’ limitations and it will inspire us to unleash our individual, team and organisation’s creativity.

Using a framework that will lend discipline and creativity to our communications, we will examine the objective behind communication; identify issues that stand in the way; explore insights that reveal human observations and truths; articulate the challenge of what to do as a result of our insights; and practice developing more potent organising ideas, both for inside the business and for external audiences.

The programme will culminate in how best to enhance our ability to communicate our own personal, purposeful narrative.

TOPICS: 

 Anchoring business challenges in the context of the Participation Economy 

 Developing an organisation or brand Purpose

 Unleashing individual and team creativity 

 Applying the OIIC/OI Communications Framework

 Articulating the transformational role of communications in business

 Finding new ways to unearth fresh, surprising insights to power your brand Purpose

 Developing ideas capable of transforming a business, brand or corporate reputation

 Delivering a purposeful idea from inside the organisation

 Protecting and enhancing the organisation’s Purpose

 Brand storytelling

 Personal storytelling

PRE-REQUISITES

Successful completion of the marketing core course and a hunger to enhance one’s personal and organisational communications are pre-requisites for this course.

ASSESSMENT 

Class participation (20%) ; a group pitch (40%); and an individual paper (40%) 
A NOTE ON THE INSTRUCTOR

Richard is an Adjunct Associate Professor of London Business School’s Marketing Faculty.

He is a Cambridge University law graduate, and is Worldwide Deputy Chairman of Saatchi & Saatchi, where he is responsible for Saatchi & Saatchi’s global strategy and programme of continuous transformation.  He joined Saatchi & Saatchi in 2003 as Chairman & CEO for Europe, Middle East and Africa, having graduated as a Sloan Fellow from London Business School.  Prior to that, Richard had been UK CEO & Chairman of Publicis and Chairman of WPP’s The Henley Centre.  

His work within and beyond Saatchi has recently involved working with Toyota, Procter & Gamble, Diageo, General Mills, Prudential, Zurich Financial Services, Santander Corporate & Commercial Bank, the NHS, and PwC, with whom he has been collaborating for over 4 years.

To help prevent the BSkyB takeover of Manchester United 12 years ago, Richard co-founded Shareholders United, known now as the Manchester United Supporters’ Trust. Thanks to its fan-focused communications, the Green and Gold movement now has over 170,000 members and is currently provoking widespread fan participation in seeking a change of ownership at the club.

Richard is chairman of Planting Promise, a sustainable educational enterprise in Sierra Leone; a trustee of the Business Bridge Initiative that provides business education to aspiring entrepreneurs around the world otherwise unable to afford it; and a trustee of the British Heart Foundation for whom he chairs their Broken Hearts Appeal.  

Project Management

Subject Area
Management Science & Operations

Lecturer 
Bert De Reyck

Course Code
E139

Term
AUT12 / SPR13
Credit Value
1

Aims & Objectives

With the globalisation of our enterprises and the penetration of technology into virtually every business activity, projects are becoming more and more challenging and demanding. Increasingly complex products, processes and services, vastly shortened time-to-market windows, and the need for cross-functional expertise make project management an essential component of business success.  

Project management provides organisations with a powerful tool that improves its ability to plan activities, controls the ways in which it utilises resources, and minimises risks. Professionals launching and managing these projects must understand the concepts, methods, techniques and tools that support modern project management, which will be introduced in this course. Also, the participants will get hands-on experience with state-of-the-art software tools for project and project portfolio management.
By the end of this course you will be equipped with specific skills in the areas of project definition and scoping, project planning, project risk analysis and management, resource allocation and budgeting, project monitoring, project portfolio management and real options thinking in projects. The focus will be on issues related to planning and risk management in large-scale projects, with cases from construction, infrastructure, pharmaceutical, and aerospace industries.
Topics Covered

The topics covered include:

· Project Planning

· Project Risk Management

· Project Resource Allocation and Budgeting

· Project Monitoring

· Programme Management

· Project Portfolio Management

· Critical Chain project Management

Format & Teaching Methods

The course consists of a mixture of case-based lectures and computer workshops. In the workshops, we will use Microsoft Project, the most commonly used tool for project management, and the add-on @Risk for project risk analysis. The workshops will give you the opportunity to apply the frameworks and tools discussed in class.

Pre-Requisites

Some of the concepts introduced in this course build on the frameworks introduced during the core courses “Decision & Risk Analysis” or “Decision Models”. The course will also follow a similar format. 

Preparation Required

The preparation for the lectures will consist of the cases that will be discussed in class. For each workshop, a report of approximately three pages will have to be submitted the day after. All assignments are due during the block week itself; this means that the week will be very intensive, but the course will be completely finished after the last session, with no assignments due later.

Assignments & Assessment
The assessment is based on the workshop reports.
	Block-week format
	Weight

	Workshop 1 Report
	33.33%

	Workshop 2 Report
	33.33%

	Workshop 3 Report
	33.33%


Class Make-up
The participants typically consist of:

· Full-time MBA participants
· Executive MBA and Global EMBA participants
· Sloan MSc participants

· Exchange students
Total class size is typically around 80 participants. 
Classroom Environment

There is no explicit assessment of class contributions. However, the participants are expected to play an active role in their own learning. As a result, individual contributions to the classroom environment will form an important part of your experience. In recognition of this, you are encouraged to play an active role in class, by making appropriate contributions, answering questions and asking questions yourself. This will facilitate an environment whereby participants can share relevant thoughts, insights and experiences which advance discussions and the general learning in class.

Lecturer

Bert De Reyck is a globally renowned expert on project management and project portfolio management. His award-winning research has been published in numerous scientific and professional journals, and he is also a regular speaker at international conferences in the areas of project management and decision analysis. 

Applications of his research can be found in R&D-intensive industries such as pharmaceuticals, energy, aerospace and high-tech companies. His most recent research projects include a framework to support the European Commission’s Single European Sky initiative, valuation models for supporting licensing negotiations of R&D projects, an analysis of the impact of project portfolio management methods on IT project performance, and project management methods for Boeing's 787 and Lockheed Martin's F-35 Joint Strike Fighter programmes. Bert is also active as a consultant, providing advice to various organisations, including Pfizer, Merck, Shire, Sanofi-Aventis, Unilever, Diageo, Dunlop Aerospace, Eaton Aerospace, the New York Transit Authority and the European Commission.

He has been at London Business School since 1999, where he has taught the courses “Decision & Risk Analysis”, “Decision Models”, and “Project Management”, as well as executive education courses in Decision Making and Project Management. He was the recipient of a teaching award at London Business School in 2001, 2003, 2006, 2007 and 2008. He has also developed and taught executive education courses on decision making and project management for various organisations, and has written several award-winning cases on project management and project portfolio management.

Bert also holds a position at University College London, where he is the chair of the Department of Management Science & Innovation. Before joining London Business School, Bert held positions at the Kellogg School of Management at Northwestern University and the Rotterdam School of Management.

Real Estate Finance

Subject Area
Finance
Lecturers 
Joao F Cocco
Course Code
E473
Term
SPR13 / SUM13
Credit Value
1

Aims & Objectives

The objective of this course is to provide the students with the concepts and tools necessary for understanding real estate markets and for managing real estate assets, with a focus on value creation. Most of the course will focus on commercial real estate, although we will discuss residential property as well. The course will be based on lectures, cases discussion, and presentations by practitioners.

Course Content

PART I 

INTRODUCTION 

Overview of real estate markets: asset class, players, and property types

PART II 

VALUATION AND INVESTMENT ANALYSIS 

The mathematics of real estate valuation: present value and discounting

Modelling property cash flows and lease analysis

Cost of capital for property valuation

Real estate as part of a portfolio: return-risk analysis

Real options in real estate

Real Estate Investment Trusts

PART III 

FINANCING 

Debt versus equity financing
Private financing: unlisted funds and private equity
Primary mortgage markets

Mortgage types and mortgage mechanics

Secondary mortgage markets

Debt securitization and mortgage backed securities

Defaults, foreclosures, and workouts

PART III 

TOPICS IN REAL ESTATE 

Managing the risk in real estate assets

The economics of real estate markets: supply and demand

Institutional, legal, and political issues

Taxation

Recent trends and challenges
Textbooks
Commercial Real Estate Analysis and Investments, David M. Geltner and Norman G. Miller

Real Estate Finance and Investments, William B. Brueggeman and Jeffrey D. Fisher

Additional Readings
There will be a number of cases and additional readings to complement the textbooks.

Pre-requisites

Successful completion of core Corporate Finance and Capital Markets and Finance elective. 

Contact details

Joao F Cocco

Associate Professor of Finance

London Business School

Room P210

E-mail: jcocco@london.edu
Securities Analysis & Financial Modelling

Subject Area
Accounting

Lecturer 

Scott Richardson and Lakshmanan Shivakumar

Course Code
E206

Term


SPR13
Credit Value

1

Aims and Objectives

This course focuses on the tools and techniques of securities analysis and the development of a framework for making investment decisions. The course covers fundamental analysis (“bottoms up”, firm-level, business and financial analysis) and development of financial models for determining the intrinsic value of a firm’s stock. The firms’ financial statements provide the major source of information for the analyses.  The course develops the analytical framework necessary to understand business performance and financial structure, and shows how to produce a full financial model of the firm.  We then see how this framework can be used by investors and outside analysts to appraise and value companies and, in doing so will cover alternative methods of appraisal and valuation.

The framework of ideas that we develop in this course is valuable for anyone wanting to understand the financial performance of firms or conduct corporate valuation.  The course is particularly appropriate if you are planning a career in investment banking, consulting, equity research, credit analysis or fund management.

Topics Covered
· Use of financial statement analysis to measure economic profitability and financial condition of a firm, and to identify the sources of its competitive advantage.

· Evaluation of accounting quality in the context of financial analysis and valuation. 

· Development of proforma financial statements

· Use of financial models to forecast dividends, cash flows and earnings

· Analysis of credit risks and computation of cost of capital

· Construction of models for corporate valuation, such as Residual-income, DCF, etc.
· Valuation of different types of firms

· Use of financial analysis and modelling techniques in financial, strategic and restructuring decisions.
Format and Teaching Methods

The course will consist of lectures and case study discussions.

Pre-Requisites & Input Required
Participants must have successfully completed first courses in Financial Accounting and Finance.  This course involves a medium to heavy workload.

Assignments and Assessment
Individual report

50%

Group report


50%

Service Management Field Project in Greece

Subject Area           Management Science & Operations

Lecturer                   Nikos Tsikriktsis

Course Code           E447

Term                        SPR13
Credit Value             1 

Aims & Objectives

This block-week course will have a hands-on emphasis, since students will work in teams on real life projects for Greek firms in the service sector. This is not a course on operations management. It is more of a consulting assignment, in which, depending on the problem at hand, various sets of skills are required. The main pedagogical objective of the course is to focus on experiential learning and implementation and also to provide exposure to a different culture. In summary, the objective is:

· to do a group project inside a company 

· in an international context/culture

· in which work is for the company on their own terms

· to provide a result which is implemented for their problem. 

Topics Covered

Strategy implementation, customer service strategy, service analysis, customer profitability analysis, business development (entering new markets), etc.

Industries Covered

The projects will be sponsored by companies in the following industries: 

· Banking

· Consulting

· Telecoms

· Hotels

· Major retailers (e.g., department stores)

· Airlines

· Utilities

· Shipping

Format & Teaching Methods

Teaching methods: group project, lecture, learning-by-doing.

Students will be asked to indicate their choices for projects 45 days before the trip to Greece. Once teams are formed and projects are selected, the instructor will communicate with each team to provide additional information. There will be a mini-assignment to be completed by the team before going to Greece. It will cover mainly market overview and industry analysis and will require desk research and collaboration with the company sponsor. Its main objective is to get the student team to build some cohesiveness before going to Greece and also to establish contact with the company sponsor. 

While in Greece, (Sunday to Friday) the students will work closely with their company sponsor. On the last day (Friday) the group will agree with the company sponsor the nature of the final report (to be completed 30 days after the trip).  

            

Pre-Requisites & Input Required

Successful completion of core courses in OB, Strategy, Finance, Marketing, Operations Management, Statistics and Accounting. 

Assignments & Assessment

Group project report                                       50%         Due late May 

Individual report                                              50%         Due early May 

Costs & Commitment

The school pays for the hotel and the flight (London to Athens equivalent for those flying from other cities/countries). Students pay for their meals, transfers to /from the airport, etc.  Because of this and to ensure there is time to make the necessary arrangements, the Add & Drop date for this elective will be approx 17th January 2012 i.e. 6 weeks earlier than for the rest of the Easter block weeks.  No adds or drops will be permitted after this time.

Finally, students who register for the course but do not attend the trip to Greece will automatically fail the course.

Strategic Innovation

Subject Area
Strategy & Entrepreneurship
Lecturer 
Sendil Ethiraj 

Course Code
E327 

Term
AUT12 / SPR13
Credit Value
1 

Aims & Objectives

Strategic innovation (or the strategy of “breaking the rules”) is the discovery of radical new business models in existing industries that grow the market by attracting new consumers.  Often, but not always, they are discovered and introduced into an industry by new entrants or entrepreneurs – putting established players under pressure. They are not only different but often conflict with the business models of the established competitors - as a result, they are especially difficult to respond to.  

For the most part of this course, we will look at the challenges of strategic innovation from the perspective of an established player. We will try to understand how such a company can discover a new business model and how it can successfully migrate from its current position to the new.  We will also explore why established companies find it so difficult to strategically innovate and what they can do to improve the odds of success. We will explore the circumstances under which it makes sense for established companies to strategically innovate and we will study how companies could respond to the introduction of one in their industries. 

Finally, for the last session we will change the perspective from being an established player to being a market entrant. Using our insights gained thus far, we will try to sketch a systematic entrance strategy using a radically new business model.
Topics Covered

· How to enhance corporate creativity

· How to enhance an organisation’s innovation potential

· How to migrate from one strategy to another

· How to win employees’ emotional commitment to a new strategy

· How to play two games at the same time

· How to respond to strategic innovation

· How to attack with strategic innovation

Format & Teaching Methods

· Lectures

· In-class exercises

· In-class experiments

· Videos

· Visits by corporate guests

Pre-Requisites & Input Required

Successful completion of strategy core course. Also, reading the assigned literature before class will enhance the understanding of the course matter substantially, as we will take knowledge of these articles for granted and will not discuss them in length in class. A list of the required and voluntary readings will be available on Portal about a month before the course starts. The readings draw on a variety of essays published in top-tier practitioner outlets such as Harvard Business Review, Sloan Management Review, and others. There will be no single textbook for this course.
Assignments & Assessment

· 25% class participation

· 25% (take-home group project)

· 50% individual final exam (open book)

Class Make-up

· Top-tier guest speakers from business practise (industry, consulting) will be giving speeches throughout the course. We expect at least three corporate guests

Notes on the Instructor

Professor Sendil Ethiraj obtained his PhD from the Wharton School, University of Pennsylvania and served on the faculty of the Ross School, University of Michigan for over ten years before joining London Business School. His research focuses on the tradeoffs of R&D investments and human capital choices in a range of industries including computer hardware and software, software services, pharmaceutical drugs, professional sports, insurance, and financial services. His teaching interests span the strategy core and technology and innovation management.

Strategies for Growth

Subject Area
Strategy & Entrepreneurship
Lecturer 
Freek Vermeulen

Course Code
E438 

Term
AUT12/SPR13
Credit Value
1 

Aims & Objectives

“Where should tomorrow’s growth come from?” Surveys indicate that this is the question that keeps top executives awake at night. In this course, we will analyse how effective managers organise their companies to achieve continuous, organic growth. We will examine the firm’s formal strategic choices, its internal organisational environment, the process of growth, but also the role of historical accident and the background and personality of the managers involved. 

Thus, this course is about how to create the growing firm. It explicitly deals with the pivotal issue of balancing the demands for long term growth and short term profitability. Successful case examples reveal that often, especially in fast-changing environments, growth strategies are not ‘designed’ by managers but they emerge from within the organisation. However, this is not – or better, does not need to be – a random process: You will see how the most successful business leaders control this emerging process; they shape and manage their organisations with an eye on the future, in such a way that profitable growth will occur. 

Topics Covered

In this elective you will learn how you, as a manager, can shape your organisation to deliberately manage and control the growth process of your firm. We will examine organisational environments that fostered new sources of revenue, ideas, people, and businesses to emerge and prosper, but we will also assess cases in which growth grew out of control – sometimes with far-reaching consequences for the organisations and people involved.

Concretely, you will learn:

· How to discover and enable new sources of revenue

· How to create and exploit competitive advantage

· How successful managers create “variation” within their organisational environments

· How successful managers organise “selection” among those options to take place

· The role of M&A in fostering organic growth

· How fast your company can grow

· How new ventures can drive firm revitalisation

· How to organise a firm as an expanding network

· How to design a company’s internal organisation to drive firm growth and evolution

· How effective leaders steer (rather than design) a firm’s development path

Format & Teaching Methods

The course will use a variety of teaching methods, including London Business School cases, lecture and discussion, video materials and exercises. There is a clear overall structure (and “road-map” to the course), where each individual session fits into a generalised model.

Pre-Requisites & Input Required

Successful completion of the core strategy core course.

Assignments & Assessment

· Class participation 20%

· Group assignment 10%

· Written (take-home) exam 70%

Note on the Instructor

For more information on the instructor, please visit: 
www.freekvermeulen.com 
twitter: freek_vermeulen 

http://blogs.forbes.com/freekvermeulen/ 

Strategy for MiFs

Subject Area
Strategy & Entrepreneurship

Lecturer 
Prof. Ioannis (Yiannis) Ioannou

Course Code
E378

Term
SPR13
Credit Value
1 

Aims & Objectives

This course covers a number of foundational strategy concepts that are relevant for professionals in any industry today, including finance. It is a course about the “big picture”, focusing on general principles of strategy that transcend industry boundaries. We will focus on questions like: where do you want to go with your organization in the long-term? What are you trying to achieve? Why? How? We will be exploring various modern concepts and tools in strategy that can help you understand the environment within which a firm finds itself, the resources it needs to obtain or maintain, and the organizational structure it needs to build to sustain its competitive edge. Therefore, we will focus on how you develop and implement a consistent and coherent strategy in today’s dynamic, competitive and rapidly shifting business world, in order to achieve a sustainable competitive advantage. 

To achieve this objective, we build this course on three pillars: strategic positioning, resources and capabilities, and organizational growth and change in the long-term. We start from the analysis of the external competitive environment, looking at industry structure, and assess how a firm can select the best position within this environment. We then move to an analysis of firm resources and capabilities, and focus on the firm’s resource accumulation system; we examine the challenge of coordinating the pieces of the puzzle that underpin corporate success over time. We then turn to examine long-term organisational change: How do you grow a company? What happens when a company’s environment dramatically shifts? And what do you do if you are in an environment that just keeps on changing? Finally, through an in-class strategy simulation, we look at strategy implementation, and at the way in which the organisational context enables or prevents us from putting this strategy into action.

Topics Covered

Strategic analysis assumes that most resource and product markets are fundamentally imperfect and are not in equilibrium. In fact, they seem to be in a state of permanent disequilibrium. Opportunities constantly emerge when industry conditions change, or when these conditions are being changed by innovating firms. Firms achieve competitive advantage by understanding these conditions and opportunities, by designing strategies and organizations that match their capabilities to available opportunities and by executing well. The course covers a number of analytical tools and frameworks that facilitate the implementation of this process.

At the end of this course, you will be able to:

· Evaluate a business model from a strategic viewpoint

· Assess a company’s resources and organizational capabilities for their ability to generate and maintain a competitive advantage in the long-run

· Understand industry evolution and its impact on competitive advantage

· Assess the organizational design of a company, and how it supports (or detracts from) its strategic objectives

Format & Teaching Methods

This course relies heavily on the case discussion approach. We will spend a substantial part of each class discussing the assigned case. This is a very interactive process that seeks to get multiple viewpoints and perspectives on the table and to debate the pros and cons of various alternatives and ideas. All viewpoints and comments are welcome but should be defended though rigorous reasoning. I will spend a fair amount of each class presenting conceptual frameworks that are useful in analysing general strategy issues found in the cases and real business settings. It is also worth noting that we will not spend a lot of time analyzing financial statements and working with spreadsheets. Instead, our focus will be on rigorous logical reasoning, frameworks and formal models.

Reading Materials

A course pack with cases and some articles. Recommended (Contemporary Strategic Analysis, 7th edition, by R. Grant) and optional textbook (All the Right Moves, by C. Markides). Electronic copies of slides are posted on portal after each class.

Pre-Requisites & Input Required

None (for workload requirements, see below)

Assignments & Assessment

· Group project




20%

· Final exam (one week, take home)

50%

· Class participation



20%


· Individual Assignments (three one-pagers)
10%

A Note on the Instructor

Professor Ioannou’s research focuses on Sustainability and Corporate Social Responsibility. His work explores how environmental, social and corporate governance strategies are adopted, embedded and implemented by leading organizations around the world.
Moreover, through several collaborations, Professor Ioannou has investigated the institutional conditions that enable (or hinder) the adoption of socially responsible strategies by corporations. In this respect, with Professor G. Serafeim, they have explored the role of capital markets and information intermediaries in the Sustainability domain and the impact of Sustainability reporting laws on managerial practices and civil society.
In recent work, Professor Ioannou with Professors R. Eccles and G. Serafeim, have argued for the distinctiveness of Sustainable organizations and have documented how such organizations, in the long run, outperform less sustainable counterparts.
His work has received considerable attention in the international media and the world of practitioners, and has been showcased through a variety of outlets including Reuters Insider by Thomson Reuters, the Financial Times, The Guardian, as well as The European Business Review, and the Business Strategy Review.
His paper with Professor Serafeim on the Impact of CSR on Investment Recommendations was published in the Best Paper Proceedings for the Academy of Management (AOM) in 2010. Previously, in 2009, his dissertation work on the impact of spinoffs on parent companies in the US automobile industry was again published in the Best Paper Proceedings of the AOM.
Professor Ioannou graduated magna cum laude from Yale University, majoring in Economics and Mathematics and holds a Ph.D. in Business Economics from Harvard University.

He has taught in several degree programs at the London Business School, including the MBA Strategy course, as well as several other classes in senior Executive MBA and PhD-level programs.

Apart from his academic work, Professor Ioannou has had experience in economic and litigation consulting, working for the Analysis Group in Boston.

Supply Chain Management

Subject Area
Management Science and Operations

Lecturer 
Jérémie Gallien

Course Code
E335 

Term
SUM13
Credit Value
1

Aims & Objectives

The modern economy is characterized by reduced legal and technological obstacles to global trading. As a result, the success of modern enterprises is not just driven by their products, people and internal processes, but also increasingly by the performance of their supply chain as a whole. In this context, the goal of this course is twofold: (i) expose students to the best practices and most relevant theory for designing and managing supply chains; and (ii) provide a laboratory that is as realistic as possible and safe for students to practise managing supply-chains and obtain insightful feedback on their decisions.

This course is relevant to any student interested to work in organizations that make, distribute or sell physical products, as well as firms that evaluate, invest in, or offer services to those organizations. It will cover both the qualitative frameworks used by general managers and the detailed mathematical models used by their reports and consultants.
Topics Covered

Physical infrastructure (logistics and warehousing); Nervous system (flow and inventory control); Relationships and incentives (sourcing, contracts); Resilience (robustness to disruptions); and Sustainability (environmental and social impact).  
Format & Teaching Methods

This course will involve a combination of interactive lectures and case studies led by the instructor, as well as some guest lectures by selected speakers. Given the course’s second goal, it will also rely heavily on simulation games reproducing typical supply chain managerial environments.

Pre-Requisites & Input Required

This course requires students to be well familiar with the concepts covered in the core courses Operations Management, Decision and Risk Analysis/Decision Models, and Statistics.

In part because it involves several quantitative case analyses and simulation games, this course requires a heavy workload from students. 

Assignments & Assessment

Student assessment for this course will be based on individual assignments, group case reports, performance in simulation games and oral participation.

A Note on the Instructor

Jérémie Gallien is an Associate Professor in the Management Science and Operations Area at the London Business School. His research focuses on pushing the frontier of supply chain management practice, working in collaboration with partners that include Dell, Zara, Amazon, Décathlon, the World Bank and the Government of Zambia. In particular, his research group has designed supply chain control systems that are now deployed and used on a large scale by several global corporations. Before joining LBS, Gallien has taught popular Operations and Supply Chain Management courses in the Executive, MBA and Ph.D programs of the MIT Sloan School of Management for 9 years. He holds a Ph.D in Operations Research from MIT and an Eng.D in Industrial Engineering and Applied Mathematics from the Ecole des Mines de Paris.

Sustainability - Imps of Env. & Demo. Chan

Subject Area
Economics

Lecturers 
Jean Pierre Benoit, Andrew Scott

Course Code
E463

Term
SUM13
Credit Value
1 

Aims & Objectives

Globalisation and technology have transformed the economy and society over the past decades. Environmental issues and demographic change are widely expected to exert a similar impact going forward. Corporate success will require a firm understanding of these developments and the opportunities as well as pitfalls they will present. Although these effects are long run their impact is such that firms need to respond today to these anticipated future developments. Sustainability is now a key priority for the corporate sector as well as government.

The aim of this course is to:

i) Provide a firm understanding of the nature of environmental and demographic change and the economic transformations it will produce

ii) Analyse the economic and social costs of environmental change

iii) Supply an understanding of the policy options available both nationally and internationally and how the path of regulation will develop

iv) Develop a toolkit with which to consider the strategic options available to firms in how to minimise the risks they are exposed to (both commercially and physically) from climate change and exploit the new opportunities presented

v) Arrive at an understanding of how climate change will differ in its impact across sectors

vi) Consider the macroeconomic, financial and corporate implications of demographic change

Who should do this course?

The impacts of environmental change are global and affect every industry. The growth of carbon trading shows that it will have implications for Wall Street as well as Main Street. Sustainability is also rapidly becoming a major issue for policymakers. The course therefore is of interest to the broadest range of students.

Topics Covered

The course will be taught by Jean Pierre Benoit (JPB) - 3 lectures; Dominic Houlder (DH) - 2 lectures and Andrew Scott (AJS) - 3 lectures. The final 2 lectures will be class presentations.

1. Climate Change – The Science and Facts and Evaluating the Costs (AJS)

2. Commodity Markets and Natural Resources (AJS)

3. The Policy Perspective (JPB)

4. Solutions: The Coase Theorem (JPB)

5. The Precautionary Principle (JPB) 

6. Strategy I – Sustainability (DH)

7. Demographic Change (AJS)

8. Strategy II – Demographic Change (DH)

9. Student Group Presentations I

10. Student Group Presentations II

Format & Teaching Methods

Lectures, discussion, group presentations and visiting speakers from companies and banks active in emerging markets.

Pre-Requisites & Input Required

Core microeconomic course. 

Assignments & Assessment

Group Project – 40%

Class Participation – 10%

Individual Assignment – 50%

Class Make-up

Available to all students.

Telecommunications Business Environment (TBE) – UCL COURSE
Subject Area

Electronic and Electrical Engineering at UCL 

Lecturer


Prof Andy Valdar
Course Code

ELECGT10
Term



SPR13
Credit Value

1  

THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Aims & Objectives

This module deals with strategic management issues related to running a telecommunications operating company [Telco], enabling delegates to appreciate the business perspective of telecommunications both in the UK and globally. Emphasis is on providing an understanding of the interactive nature of the forces impacting on the performance of Telcos.

Topics Covered 
Topics addressed are grouped as follows:

· The structure of the telecommunications industry; 

· Commercial dimensions of networks: financial impact; Network economics, commercial pressures. 

· Corporate finance: company accounts including P&L Balance sheet, depreciation, cash flow, stock market etc 

· Market forces: marketing principles, market sectors, market and products/services forecasting 

· Competition: competitor analysis and models, telecommunications competition; competitive responses 

· Product and services management: product lifecycles, translation from requirements to product definition and launch 

· Customer satisfaction: QoS, service surround, customer service, service centres 

· Pricing and product profitability: cost-based pricing, interconnect pricing, regulatory implications 

· Management accounting: accounting; budgetary control; financial control 

· Operating cost drivers: analysis of R&D costs; dynamic and interactive nature of costs; Telco cost model; whole life costs; productivity; process analysis, QoS and failure costs 

· Capital cost drivers: network capital requirements; impact of network planning; effect of depreciation; capital budgeting; funding; effect of procurement; control of capital projects 

· Regulation: acts and licences; organisation, role and powers of regulators; price regulation; influence of European Union and WTO regulation 

· Investment Appraisal: justification of capital projects and methods of investment; sensitivity and risk analysis; cost/benefit; financial authorisation 

· Global awareness: the global market; the Triad; characteristics of multinational customers; the European Union; global competitive analysis 

· Information industry: value chain, competition, impact on Telcos.

The topics listed above are to be used as a guide only and may be subject to change for the 2012/13 academic year.

Format & Teaching Methods 

The course is taught in a block week format over 5 days. The course is lead by Prof Andy Valdar, Visiting Professor of Telecommunications Strategy, UCL, formerly General Manager of Technology Strategy at BT. Much of the material in the course is delivered by guest speakers who are active in the Legal, Marketing and Business areas covered by the course.
Provisional Timetable:
Block week – Monday 4th to Friday 8th February 2013.   

More details about the course are on the website:
http://www.ee.ucl.ac.uk/students/postgraduate/masters/igdp/modules/TBE
Indicative Reading 

· "Principles of Marketing" by Philip Kotler & Gary Armstrong, Paperback, Publisher: Pearson Prentice Hall (2004), ISBN 0 13 121276 1

· "World Telecommunications Economics" by Jeffery J Wheatley, IEE Telecommunications Series No 41, 1999; ISBN 0 85296 936 8

· "Strategy In Practice" by Cliff Bowman, Publisher: FT Prentice Hall (1998), ISBN: 013356486X

· "The Essence Of Business Economics" by Nellis and Parker, Publisher: Prentice Hall (1997), ISBN: 0135731305

· "Telecommunications Regulation" John Buckley, IEE Telecommunications Series No. 50, 2003, ISBN 0 85296 444 7

· "Understanding telecommunications Networks" Andy Valdar, IET Telecommunications Series 52, Institution of Engineering & Technology, 2006 ISBN: (10 digit) 0 86341 362 5 (13 digit) 978-086341-362-9

· "Leading Change" John P Kotter, Harvard Business School Press, 1996 ISBN 0-87584-747-1

Pre-requisites

As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk. 

Places are dependent on availability and Faculty approval. 
Assignments & Assessments

· Final Assignment

100%


The information for this elective is believed to be correct at the time of going to press, but no guarantee can be given that it will not be amended before the commencement of the course.
The New Revolution: Social Entrepreneurship in the 21st Century

Subject Area
Entrepreneurship

Lecturer 
Michael Hay

Course Code
E459 

Term
SUM13
Credit Value
1 

Course Overview
In downtown Johannesburg, an area abandoned by major corporations a decade ago, an extraordinary institution is being built: CIDA. CIDA is a unique, fully accredited university providing virtually free undergraduate business education to historically disadvantaged students.  Its supporters encompass major corporations, such as Investec and Anglo American, and iconic individual entrepreneurs such as Richard Branson, Bill Gates, Jeff Skoll, Oprah Winfrey and Michael Dell.  

Today the CIDA story could be told many times over, perhaps most famously by Mohammed Yunus, the Nobel Prize winning founder of the Gameen Bank which pioneered the development of micro-credit.  In the UK the Eden Project, the Fair Trade Movement, the Big Issue or Jamie Oliver’s Fifteen are all examples of social enterprise in action. With 55,000 social enterprises in Britain alone it’s small wonder that Gordon Brown sees social enterprise as ‘forging a new frontier of enterprise – a quiet revolution’. 

What is behind this phenomenon?  In part the growth of social entrepreneurship reflects an increasing recognition of the limits of capitalism.  There’s only so much that business – small and large – can do to create jobs, wealth and the prosperity needed to meet the needs of the population and the global challenges we face.  It reflects too a growing realisation that there is a limit to what governments can do in terms of providing services such as health, education and housing.  

Just as entrepreneurship is rooted in a sense of opportunity so too social entrepreneurship is rooted in a sense that the limits of capitalism, combined with the limits of government, is creating both a new set of needs as well as new, innovative opportunities for meeting those needs.  Needs that are best met by social entrepreneurs committed to starting and building organisations that have a demonstrable commitment to creating social as distinct from purely economic value; organisations that make a difference to the communities and societies from which they spring.  Over the next decade this is a revolution that will transform many of the institutions of our society and re-define our understanding of entrepreneurship.  The leaders of this revolution, such as Taddy Blecher, will in turn fundamentally change our understanding of what it means to be an entrepreneur.
Topics Covered
The aim of the course is to: provide a comprehensive overview of the emerging field of social entrepreneurship; understand what makes it distinctive; and identify the opportunities it affords to those who wish to become engaged, either full or part-time.  The course will focus on the major challenges, both strategic and operational, faced by social entrepreneurs, with each session addressing a specific challenge or question as follows:

· What is the purpose of social enterprise?  All entrepreneurs are committed to creating value, for social entrepreneurs value creation encompasses not simply economic value but also social or public value, their overarching purpose being to make a significant social contribution.

· What do social enterprises do?  Here we look at the areas in which social enterprises are most prevalent – health, education, finance, trade/agriculture, poverty alleviation and inner-city regeneration – and the extent to which these sectors are characterised by ‘market failures’ reflecting the limits of both capitalism and government.

· Who are the social entrepreneurs and what leadership challenges do they face?  Social enterprises are typically founded by individuals with a clear social, economic or political agenda, thus raising issues to do with the transferability of the founder’s agenda, maintaining continuity of values as the organisation grows and creating an organisational structure that can operate independently of an inspirational founder.

· How does a social enterprise establish a sustainable business and financial model?  Whether it operates on the basis of no cost recovery, some cost recovery, full cost recovery or the generation of financial surpluses any social enterprise faces a core challenge in terms of its financial/business model and the sustainability of its model.

· How big do social enterprises need to be?  If a social enterprise is to have a significant social impact this raises the critical issue of scale and, intrinsic to this, that of replication: ie the capacity of a social enterprise to re-create itself in different contexts or parts of the world and build a nationally – or globally – integrated institution.

· How do we measure the performance and impact of social enterprises?  Many social enterprises aim to generate a double bottom line, that is a measurable social return plus a financial return, but this is part of a much broader question of how we should measure the social, economic or political impact of any social enterprise.

· What is the role of business, financial institutions and government?  As the social enterprise revolution gathers momentum so the interest of business in supporting such activities and of financial institutions in providing capital is bourgeoning, thereby creating new opportunities for engagement by those pursuing more traditional careers.

Format & Teaching Methods
The course will be taught through a combination of cases, some of which are being developed specifically for this course, lectures and guest speakers; the latter will either be the principal protagonists asscociated with a case or other experts in the field.  We shall also be inviting key individuals working in major corporations involved in forming partnerships with social enterprises, thereby wideninng our frame of reference considerably. A large number of cases used on the course have been written during the last 18 months and examined important contemporary initiatives in social entrepreneurship. These include Café Direct, Riders for Health, Teach First and Cool2care.

Pre-Requisites & Input Required
Depending on which degree programme you are taking either the relevant core course, Discovering Entrepreneurial Opportunities or Entrepreneurial Managment, together with the elective, Understanding Entrepreneurial Management,  represent a good grounding; so too do all other core courses since by its very nature this is an inter-disciplinary elective.  It can be taken in conjuction with other entrepreneurship electives and would represent a good complement to New Venture Development and Financing the Entrepreneurial Business. The course design assumes active engagement of all particpants in every aspect of the course.

Assignments & Assessment
The course assessment will comprise three elements:

· Individual case write-up – 25%

· Group project, to be done in pairs, which will focus on undertaking a comprehensive assessment – strategic, financial, operational – of an existing social enterprise, the aim being to give all students first-hand exposure to the reality of social entrepreneurship and the particular challenges faced by social entrepreneurs.  The project component will account for 50% of the course grade

· Class participation – 25%; together with active, informed participation in each class, particpants will be called upon from time-to-time to make a short presentation about a case; advance notice will be given of this.

A Note on the Instructor
Michael Hay joined the Faculty in 1987 and has held a number of senior positions at the School, most recently that of Deputy Dean and Secretary (2002-2006).  Immediately prior to this he was director of the Foundation for Entrepreneurial Management and was instrumental in building the School’s activities in entrepreneurship including developing a number of the courses now offered by the area. He is Chairman of the CIDA Foundation UK and is a director of the venture capital backed company Imparta Ltd and of Capricorn Venture Partners, an early stage VC firm based in Belgium.

Thinking Strategically

Subject Area
Economics

Lecturers 
Jean-Pierre Benoît and David P. Myatt

Course Code
E320 

Term
AUT12
Credit Value
1

Aims & Objectives

This course applies the methods and results of modern game theory to business strategy. The insights gained in this course will help you to forecast and understand the actions of your rivals and to formulate a good strategic response. The focus is on strategic interactions between firms (e.g. product development, strategic entry and mergers) and between buyers and sellers (e.g. asymmetric information and market design).

This course is a natural continuation of Managerial Economics. The course can also be profitably taken by students who have taken Economics of Competitive Strategy. The methods developed in this course are useful in reaching a deeper understanding of the forces that shape markets and are particularly indicated for students who intend to specialise in strategy or finance.

Topics Covered

The course develops the basic tools of game theory with applications to industrial organisation and competitive strategy. Topics will be drawn from the following:

· Methods of game theory

· Dynamic competition

· First mover vs second mover advavantages

· Incentive design

· R&D competition

· Entry and entry deterrence

· Coordination problems

· Strategic Investment

· Adverse selection and signalling

· The uses of excess capacity

· Innovation and imitation

· Commitment vs flexibility

The methods developed in the course are applied in-depth to current cases in business and/or public policy. 

Format & Teaching Methods

The course combines lectures, in-class exercises and cases

Pre-Requisites & Input Required

· Your programme’s equivalent Macroeconomics core course
· There will be brief ungraded assignments, to be done individually or in groups. Although these assignments are ungraded, it is important for the understanding of the material that these assignments be done. 

Assignments & Assessment

There will be an in-class final examination

Reading material in the course reading packet will consist of lecture notes prepared by the instructor, cases, and selected readings from books.
Time Series Analysis and Forecasting

​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​

Subject Area 
Management Science & Operations 

Lecturer

Derek Bunn
Course Code
E334

Term


SPR13
Credit Value 
1

​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​​
Aims and Objectives

This is a practical course developed to extend statistical capabilities and critical understanding in the analysis of time series data. The main emphasis will be upon analysing financial and commodity data, mostly high frequency.  Although various advanced regression-based methods are reviewed, the course will not be mathematically demanding and students who were comfortable with the pre-programme, or first term, statistics course will be able to move on to this material without difficulty. The course material will be developed intuitively, rather than theoretically, through the exploration of many examples and practical workshops.

Topics Covered

· Issues in using Multiple Regression for Forecasting

· Time series characteristics: nonstationarity, mean reversion and cycles, 

· Co-integration of multiple time series

· Volatility  (GARCH models) and Quantile regression methods

· Time-varying parameter models for gradual changes

· Regime –switching methods for discontinuous changes

· Robust Forecasting in practice: adaptive methods and seasonality

Format, Teaching and Materials

Each session typically consists of a lecture followed by a practical computer workshop. The workshops will mainly use EViews. All required course materials, lecture notes, supplementary readings and software tutorial guides will be distributed as the course progresses. 

Prerequisites

An introductory course in statistics, and an inclination towards model-based analyses. 

Assignments and Assessment

Assessment will be based on two practical assignments, one individual (75%) and one group (25%). The group assignment will be a class presentation, assessed by the powerpoint slide pack as delivered in the last session. The individual assignment will be a take-home data analysis, assigned after class 7 and due a week after the end of the course.
The Instructor

Derek Bunn has taught and published research on time series and forecasting methods for many years, being well known internationally especially for his work in the energy commodities sector.  He has been chief editor of the Journal of Forecasting since 1984, advised many companies, as well as providing expert witness evidence is several litigation cases involving the use of business forecasts.

Topics in Asset Management

Subject Area
Finance

Lecturer 
Robert Jenkins

Course Code
E415 

Term
AUT12/SPR13

Credit Value
1

Aims & Objectives

Assets under management globally exceed $50 trillion. Where does the money come from? Where does it go? Who are the key actors on the money management stage? What factors influence their investment decisions?  What issues  confront the industry in which they work?  After this course, you will know more about asset management in practice. You will be better prepared for a career in investment or one in which investors are your clients. 

This elective is designed for individuals who are interested in investment. It is especially appropriate if you plan to work on the buy- or sell-side, in management, trading, marketing or consulting; in private equity, real estate or hedge funds; or in organisations where your role will require an applied insight into asset management. You’ll acquire practical exposure to the implications of research in finance and investment, and will network with guests from leading investment organisations.

Topics in Asset Management has a conceptual and managerial flavour. “TAM” is more case oriented than lecture based. It is not quantitative. The level of assignments is not particularly onerous BUT the pace and continuous week-long participation required is demanding. The sessions run from morning to evening. Dinner events are mandatory. Do not take this course unless you can devote full time to it during the week it is offered. 

Topics Covered

We take a tour of the world of investment management. Together we will look at the investment challenge through the eyes of the investment professional, the corporate pension plan sponsor, the endowment trustee, the sovereign wealth fund, the pensions consultant, and the executive management of money management businesses. 

Format & Teaching Methods

Sessions typically comprise two or three elements, covering a case, readings, and guest speakers. A few cases are conventional written documents; others are live situations. Speakers will give practical insights into the theme of the day. Past guests have included Founding Partners, CEOs and Chief Investment Officers of asset management firms; porfolio managers, pensions consultants, and endowment trustees. Regulators, journalists, analysts and lobbyists concerned with the sector have also contributed their perspectives on the industry.

During the week each student will normally be invited to attend a dinner hosted by a leading asset management firm. Past host firms have included: Aberdeen Asset Management, Aviva Global Investors, Barclays Wealth Management, Fidelity, FTSE, F&C Asset Management, Henderson, Investec, The Investment Management Association, UK, Jupiter, Lazards, Newton, Payden&Lygell, Schroders, and Threadneedle.

On the final day of the course we stage a mock beauty parade in which real firms make a pitch for managing the LBS endowment. You, the students are cast in the role of trustees. You will use the knowledge you have gained during the week to select the most appropriate manager. Past “contestants” have included: Barclays Wealth, BlackRock, GAM,  Newton, and Orbis.  

Pre-Requisites & Input Required

Either Equity Investment Management (E212) or Behavioural Finance (E401) are co-requisites for Topics in Asset Management (one of them must be taken either before or alongside Topics in Asset Management). 
NB: For students holding a CFA charter, the pre- or co-requisite of Equity Investment Management can be waived via application through the Finance Subject Area Manager. Please write to Eleanor Eiserman (eeiserman@london.edu) and your Programme Manager, attaching evidence of your CFA charter and CV.

TAM is open to LBS and Exchange Programme participants who have completed core courses in finance. This is an experiential course and does not “teach” investment. You should therefore have prior knowledge through professional study or experience, participation in Investment Management Club activities, or LBS coursework.

There is a high level of student involvement in this elective, and missing a session is disruptive. Since this is not a lecture course, it simply is not possible to ‘get by’ if you arrive unprepared. You should expect to attend every session, and to arrive prepared. The major assignment provides an opportunity for you to spend some time at the workplace of an investment professional, learning about his or her job. You should reserve quality time for this activity. As noted above, scheduled evening activities are mandatory.

Assignments & Assessment

There is no final exam. The course grade is based on the following:

· 50%: Interview an investment professional at his or her workplace, describe the job and its context, and report how the interviewee responds to its challenges (1500 words)

· 30%: Brief case write-ups

· 20%: Class participation.

Class Make-up

All sessions will have some guests from the asset management industry. Some of them welcome the opportunity to ‘dress down’ for students, but others will expect to see you looking smart. We will tell you, beforehand, the classes for which business attire is required.

The Instructor

Robert Jenkins is a practitioner. He has spent 16 years running trading rooms followed by 19 years  managing money management businesses. In addition to his teaching at LBS, Robert is a member of the Financial Policy Committee of the Bank of England, a Senior Advisor to CVC Capital, the global private equity group and an independent non-executive director of the Aberdeen All Asia Investment Trust. 

Until his appointment to the Bank of England, “Bob” was CEO and managing partner of Combinatorics Capital, a NY-based global macro investment partnership. Prior to this, he served for 12 years as CEO and then Chairman of F&C Asset Management, plc. He has Chaired the Investment Management Association here in the UK and Co-Chaired, together with the Chancellor of the Exchequer, a High Level Group to promote the country’s investment management industry. He is a frequent guest speaker at industry events and contributor to the financial press. Bob studied in the US, France and Italy, and holds a Masters in International Economics and European Studies from the Johns Hopkins University. He is an Adjunct Professor at London Business School and is joined by other experienced faculty who have helped shape the TAM course.

Trade and FDI Policy with reference to Eastern Europe – UCL COURSE
Subject Area
School of Slavonic & East European Studies (SSEES) at UCL 
Lecturer


TBC 
Course Code

SEESGS23
Term



AUT12
Credit Value

1  

THIS ELECTIVE IS OFFERED AS PART OF THE EXCHANGE AGREEMENT WITH UCL. FOR MORE DETAILS, REFER TO p22 OF THE ELECTIVE HANDBOOK.

Please note: This course is in the process of being restructured (formerly known as Globalisation of Transition Economies). The content will broadly remain the same and for those interested in applying, a new outline will be provided before the course.

Aims & Objectives

The course will analyse the integration of central and south eastern Europe and the CIS into the global economy. The course will adopt an approach based on political economy which will combine international trade theory with empirical evidence. It will analyse the changing nature of international economic relations during and after the transition period. It will also explore the issues related to the full integration of the former communist economies into the world economy. The first part of the course will cover international trade, the second part will consist of topics related to international production fragmentation and foreign direct investment.
Aims:

· To understand the key characteristics of the process of opening up transition economies

· To analyse the changing nature of international economic relations during the transition period
· To analyse the main developments of trade integration and FDI after opening up

Objectives: By the end of the course, students will have developed:

· A clearer understanding of the impact international trade and FDI policies

· A knowledge of the impact and key determinants of economic integration

· Skills of presenting and discussing critically the academic literature
· Skills to present in a well organized and engaging way through use of essay, and oral presentations.
Format & Teaching Methods 

A combination of lectures/seminars, private study, readings, preparing presentations and revision. 

Contact time will be a 10 x 1 hour lectures, plus 10 x 1 hour seminars. 

Timetables
Provisional: Tuesdays, from 11am to 1pm.

First session will likely be 2nd October and will run through to 11th December, with no session on 6th November due to the reading week.
Pre-requisites

Applicants must have some knowledge of Economics. 
As electives at UCL are somewhat different to those taught at London Business School, you will need to apply for this course rather than just sign up. Applications should take the form of a CV and letter of motivation and be addressed to Laura Connor at laura.connor@ucl.ac.uk. 

Places are dependent on availability and Faculty approval. 
Assignments & Assessments

Assessment will be based on a two-hour written examination (which will be taken in the summer term), a 2500 word group essay, group presentations and participation in class discussions. The essay will count 30%, the group presentations and participation in discussions 20% and the examination will carry 50% of the marks for the course.


Suggested Reading:

There is no single core text for this course. For each section of the course there will be extensive reading lists provided. 

Richard Baldwin, Charles Wyplosz (2009) Economics of European Integration, Second Edition
Barba Navaretti, G. and A. Venables, (2006), Multinational firms in the world economy, Princeton University Press

Castellani, D. and A. Zanfei, (2006). Multinational Firms, Innovation and Productivity. Edward Elgar.

Robert C. Feenstra, (2004), Advanced International Trade (Princeton University Press)


Daniel Gros and Alfred Steinherr, (2004), Economic Transition in Central and Eastern Europe, Cambridge University Press, Cambridge


Kornai (1992), The socialist system, The political economy of communism, Clarendon Press, Oxford
Paul R. Krugman and Maurice Obstfeld, (2009), International Economics. Theory and Policy, 8th Edition, Boston 


Snowdon, Brian (2007) Globalisation, Development and Transition: Conversations with

Eminent Economists. Edward Elgar.

PLEASE NOTE THE EXAMINATION WILL TAKE PLACE IN MAY/JUNE 2013. 
The exam timetable will be confirmed in March 2013. It is the responsibility of the student to be available for the exam as no alternative exam date will be provided.

The information for this elective is believed to be correct at the time of going to press, but there is no guarantee that it will not be amended before the commencement of the course.
Understanding International Macroeconomics
Subject Area
Economics

Lecturer

Paolo Surico

Course Code
E368


Term


AUT12
Credit Value

1

Aims and Objectives

As the recent recession all too painfully reveals, macroeconomics is a fundamental source of change in the business environment, markets, and society. Understanding these changes is critical in formulating the appropriate personal, financial and corporate strategies to follow. The purpose of this course is to familiarise you with the workings of the global economy,  the main factors that determine the financial health of corporations and nations and the policy drivers that influence interest rates, inflation and exchange rates. We will consider a range of questions such as what makes countries rich; how does technology affect the economy; what is the role of trade in influencing national wealth and corporate performance; what are the determinants of exchange rates and inflation; why do business cycles occur; and what are the principles and motivation underlying monetary and fiscal policy. 

Topics covered

· Macroeconomic data and definitions

· Long run growth and capital accumulation

· Technological progress and the IT revolution

· Labour markets

· Trade and trade policy

· Fiscal policy

· Money and inflation

· Exchange rates

· Business cycles

· Monetary policy

Format and teaching methods

The course consists of ten lectures. Classroom participation is essential. You are encouraged to contribute with insights from your own experiences. Classroom participation will enhance your ability to think critically and to organize your thoughts in a clear and insightful manner. Throughout, theoretical concepts are backed and illustrated by real-world examples from a macroeconomic perspective and from a corporate perspective. You are encouraged to think of questions during the week and to raise them in class (basically on any topic related to current macroeconomic events or financial markets).

Reading Materials

In addition to the course folder the textbook, “Macroeconomics: Understanding the Wealth of Nations”, David Miles and Andrew Scott, will also be used.

Pre-requisites

None – this course offers a sophisticated and broad ranging introduction to the macroeconomic analysis of countries and markets.

Assignments and assessment

The course grade is determined by 1 take home assignment (50%) and in-class multiple choice exam (50%). The assignments are individual assignments and will involve both conceptual and empirical exercises. 

Class Make-Up

This course is available to MiFs only. It is aimed at those with no previous economic knowledge or for whom that knowledge is not well embedded. The course is not overly technical and focuses on intuition and practical understanding. As a consequence it covers both basic theories and more recent research and the insights necessary to understand the current world economic situation.

A Note on the Instructor 

Paolo Surico is Associate Professor of Economics at London Business School.  His research is on macroeconomics, monetary policy and applied econometrics, great moderation, international co-movements (nominal and real), macro-finance model of the term structure of interest rates, forecasting; consumption and access to mortgage finance, money neutrality.  Last year, Paolo received the MBA first year teaching award. 
Value Investing

Subject Area
Finance

Lecturer
Professor Eddie Ramsden

Course Code
E479 

Term
AUT12/SUM13
Credit Value
1

Goals and General Approach

“If I were teaching a course on investing, there would simply be one valuation study after another.” 
Warren Buffett
This class aims to develop students’ abilities to value companies and to find and appraise equity investment ideas.   The primary teaching method will be the consideration of specific investments, both current and historic.  

The general approach will be to conduct extensive real-world research and fundamental analysis to estimate the intrinsic value of prospective ideas as compared to market prices.  In doing so, we will often take the perspective of an investment fund manager who has to make real-time buy, sell and portfolio sizing decisions based upon these analyses and changes in both fundamentals and market prices.  

Topics Covered 

Topics will include: 

- how to value a company

- how to find investment ideas

- investing in special situations (spin-offs, demutualisations etc)

- portfolio construction

- how to learn an industry

- how to conduct primary research on a company

Assignments & Assessment

For the first half of the term, students will be required to prepare a short write-up of an investment idea each week.  Some of these ideas will be generated by the students themselves and others will be assigned.  Towards the end of each session students will present their investment ideas to the class for critique.

For the second half of the term, students will select one investment idea and do guided intensive research on it, culminating in a final presentation in the last class.  Assessment will be based on students’ investment write-ups and presentations.  

Workload
The class will require a lot of work outside of class sessions, including extensive company research.  It will all be useful and productive work, though: this is not a “heavy workload for its own sake” type of class.

Prerequisites

Equity Investment Management (E212) and Behavioural Finance (E401) are co-requisites for Value Investing (they must be taken either before or alongside Value Investing); NB: For students holding a CFA charter, the pre- or co-requisite of Equity Investment Management can be waived via application through the Finance Subject Area Manager. Please write to Eleanor Eiserman (eeiserman@london.edu) and your Programme Manager, attaching evidence of your CFA charter and CV.

Students must also have also completed the Capital Markets & Financing elective. CMF cannot be taken concurrently with this class.

A note on the Professor

Eddie Ramsden manages Caburn Capital, a value investing partnership with a particular focus on special situations.  He taught the Applied Value Investing class at Columbia University Graduate School of Business from 2004 through 2008.

If you have any questions or would like to discuss any of this with Eddie Ramsden please give him a call on 01273 471113 or 212 319 7611, or email him at ramsden@caburncapital.com. 

APPLICATION PROCESS
Students must apply for Value Investing directly to the Finance department by Monday 18 June 17.00. Applications should be in e-mail format to Janet Chater (jchater@london.edu) and copying your Programme Manager and must include text explaining:

· why you want to take the course
· what you can offer the course
· a detailed CV attachment
You must still preference the co-requisites Equity Investment Management (E212) and Behavioural Finance (E401) in normal sign up on Portal, however, you will not be able to preference Value Investing.

For students holding a CFA charter, the pre- or co-requisite of Equity Investment Management can be waived via application through the Finance Subject Area Manager. Please write to Eleanor Eiserman (eeiserman@london.edu) and your Programme Manager, attaching evidence of your CFA charter and CV.

World Economy:  Problems and Prospects

Subject Area

Economics

Lecturer  
Linda Yueh; Lucrezia Reichlin; Andrew Scott & 

Paolo Surico

Course Code 
E237 

Term


AUT12 / SPR 13 / SUM13

Credit Value

1

Aims and Objectives

The worst global recession since the Great Depression has reshaped the global economy and the international business environment. The rise of emerging markets has been accelerated, fundamental reforms to the financial system have been proposed and the crisis has left a lasting legacy in terms of interest rates and fiscal policy and placed severe strains on institutional arrangements. It certainly looks like “its different this time”. In this course we consider the consequences of the downturn, alternative scenarios going forward, the policy options available to governments and how these developments will reshape the corporate and market environment. We will look across both countries, regions and issues to help you form a framework with which to frame your own decisions in the coming years ahead. The course will combine theoretical framework, from the core course plus additional material and contemporaneous analysis of topical macroeconomic and political economy issues to help shape this view. The course should be of interest to those seeking a career in the financial professions, international consulting or government/international financial institutions as well as those with a general interest in global issues.

Topics Covered
The precise topics to be dealt with will depend in part upon events–the course is intended to be topical and changes with developments.  Topics covered in recent years include:

· World Economy, the Credit Crunch and Future Developments

· USA – Banking Crisis and Recession Dynamics
· Euroland – Structural reform and prospects for the Euro

· The Japanese economy –  prospects and lessons to be learnt

· The Chinese Growth Miracle – will it survive the credit crunch

· India Shining?

· Globalisation, the WTO and the Rise of Protectionism

· Financial Market Stability and Bubbles

· Oil Prices and Prospects for the Middle East

· Africa – The economic Challenges

Format and Teaching Methods

The format of each session will be a mixture of a lecture, class discussion and a presentation by an outside expert (normally the last hour of the session, including Q&A). Each course is split equally between two professors. 

Pre-Requisites

A prior course in macroeconomics, either at London Business School or elsewhere, is desirable but not essential. For those without such a background a modest amount of extra reading will be required each week. 

Assignments and Assessments

Assessment will be based on a take home examination during the middle of term (mainly based around short essays) and an individual project, each component consisting of 50%.
When the course runs in its block week format (Spring Term) assignments are due two and four weeks after the end of the block week.

Class Make-Up

This course is suitable for all degree programme students. 

A Note on the Instructors

Paolo Surico is Associate Professor of Economics at London Business School.  His research is on macroeconomics, monetary policy and applied econometrics, great moderation, international co-movements (nominal and real), macro-finance model of the term structure of interest rates, forecasting; consumption and access to mortgage finance, money neutrality.  Last year, Paolo received the MBA first year teaching award.

Lucrezia Reichlin is Professor of Economics at London Business School. She has been Director General of Research at the European Central Bank from March 2005 to September 2008. She was previously a Professor at the Universite’ Libre de Bruxelles in Brussels, Belgium. She has also been a visiting professor at the Columbia Business Schools and taught at the economic departments of New York University, Columbia University and many central banks. Before joining the ECB, she has been a consultant of the Board of Governors of the Federal Reserve, the Swiss National Bank, and the Bank of Italy. She is a Fellow of the CEPR for which she was director of the program in international economics from 1999 to 2004. and of the European Economic Association. 

Her research focussed on time series analysis, forecasting, business cycle and monetary policy. With several co-authors she has developed methods that are widely used in central banks to analyse a large amount of information in real time to obtain early estimates of real economic activity and inflation. She has written several papers on business cycles in Euro Area countries and the relation between those and the US cycle. On all these topics she has published widely in international journals such as the Review of Economic Studies, the American Economic Review, the Journal of Monetary Economics, the Journal of Econometrics, the Journal of the American Statistical Association and others.

Andrew Scott is Professor (and Joint Subject Area Chair) of Economics at London Business School and Deputy Dean (programmes). He is a Fellow of the Centre for Economic Policy Research and All Souls, Oxford. Before arriving at London Business School in 1996 he held lecturing positions at Harvard University, London School of Economics and Oxford University.

His research focuses on monetary and fiscal policy and global capital markets. He has published widely in leading international academic journals and has just published the second edition of his textbook Macroeconomics: Understanding the Wealth of Nations (jointly written with David Miles), which has been translated into four languages. He was previously the Managing Editor of the Royal Economic Society’s Economic Journal.

He has been involved in macroeconomic policy across a range of institutions. He is currently Economic Advisor to the Prime Minister of Mauritius and a member of the advisory panel to the UK’s Office for Budget Responsibility. Both through executive education and as a consultant he has assisted a wide range of firms across a range of industries (financial services, investment banking, manufacturing) and offered guidance to both CEOs and ministers. 

Linda Yueh is a visiting assistant professor in the Economics Department at LBS, and a fellow in economics at St Edmund Hall in the University of Oxford.  She is Director of the China Growth Centre (CGC) at Oxford University. She had previously taught in the Economics Department at the London School of Economics and Political Science (LSE), and is an associate of the Centre for Economic Performance at LSE.  She practiced international corporate law while resident in New York, Beijing and Hong Kong prior to entering academia.  Her research interests are in macroeconomics, economic growth and development, economic transition, and law and economics.  She has published widely on topics such as the effect of globalisation on economic growth, the prospects of the Chinese economy and its legal reforms, global intellectual property rights, and the impact of emerging markets on the global economy.  

She serves as (Founding) Editor of the Economic Development and Growth book series by World Scientific Publishing.  She has recently published The Future of Asian Trade and Growth (editor), The Law and Economics of Globalisation: New Challenges for a World in Flux 9editor), Globalisation and Economic Growth in China (co-edited with Yang Yao), and a textbook, Macroeconomics (co-authored with Graeme Chamberlin), which is the recommended textbook for government economists in the UK (Government Economic Service or GES). She serves as an advisor to numerous bodies such as the World Economic Forum in Davos and sits on their Global Agenda Council for Energy Security, Asian Development Bank, UK Department for Innovation, Universities and Skills (DIUS), UK Trade and Industry (UKTI), among others. She has served as a consultant on emerging markets for the private sector, as a speaker for corporate events internatonally, and provided executive education training to numerous multinational corporations.  Finally, she is a frequent media commentator, including for the BBC, CNBC, CNN, ITN, Sky News and the Financial Times and The Guardian.
� Manyika, J., R. Roberts, and K. Sprague, “The Eight business technology trends to watch”, McKinsey Quarterly, December 2007
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