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Accounting
Accounting Standards & Analysis
Advanced Accounting
Family Tax/Estate Planning
Financial Statement Analysis
Intermediate Accounting
Introduction to Assurance Services
Issues in Accounting & Control for Nonprofits 
Management Auditing & Control
Managerial Accounting
Strategic Control Systems

Finance
Advanced Topics in Corporate Finance   
Asset Pricing
Financial Markets & Institutions 
Financial Risk Management 
Financial Strategies 
Financial Management of the Small Firm
Global Finance 
Harvest, Finance & Negotiations 
Investment Theory & Practice 
Portfolio Management & Security Analysis 
Real Estate Finance
Real Estate Investment Decisions 
Seminar in Real Estate Analysis 
Seminar in Real Estate Finance 

MSIS: Legal Environment of Business 
Cyberlaw
Energy Law
Intellectual Property
Law of Commercial Real Estate
 Finance & Development

Security Regulations
Social & Ethical Responsibilities of Business

Management
Advanced Venture Development Praticum
Art & Science of Negotiation
Business in Emerging Markets
Creating & Managing Human Capital    
Economy of Competitive Strategy    
Enterprise of Technology
Entrepreneurial Management    
Entrepreneurial Growth    
Gathering Resources & Launch
Global Business Management
Managing & Marketing in the Global Arena  
Managing People & Organizations
Managing Projects
New Venture Creation
Operations Practicum 
Operations & Marketing Strategy 
Opportunity Creation for Entrepreneurs
Opportunity Identification & Analysis 
Perspectives on Public Policy
Strategic Management 
Supply Chain Management 
Supply Chain & Operation Strategy
Service Management
Strategic Quality Management

Marketing 
Business Spanish
Brand Management
Community Development Practicum
Consumer Behavior

Corporate Governance
Customer Insights
Customer Relationship Management
Customer Strategy: A Partnership between Ford,
 Dell, Motorola, Frito-Lay, and UT
Data Mining in a Marketing Environment
Global Business Management
Industrial Brand Management
Marketing Analysis
Marketing Communications 
Marketing High-Tech Products
Marketing & Customer Insight Practicum
New Product Design & Development
Service Management 
Strategic Marketing

MSIS 
Data Mining
Decision Support Modeling
Digital Economy & Commerce
E-Business Change
Information & Knowledge Management
Managing Complexity
Managing Digital Commerce
Managing Information
Managing Systems
Strategic Analysis for High-Tech Companies
Supply Chain Management 
Tech. & Bus. Infrastructures for Competing
 in a Networked Economy 
Valuation of Real Options

“I’ve complemented my marketing concentration with classes in other strong 

disciplines like management and finance. McCombs has given me a broad, overall 

business understanding.” Juan Carlos Loredo, MBA 03E L E C T I V E S

McCombs offers a wide array of electives for MBA students. This variety provides a flexible curriculum 

that allows students to tailor their education. Below is a representative list of electives:
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Plus is a two-week session in the middle of each semester. Each of the four sessions focuses 
on a different theme. Regular MBA classes do not meet during this two-week period so 
students can focus completely on their professional development. 

Through Plus, McCombs offers a series of innovative seminars and hands-on 

learning experiences to help students cultivate the human arts of business—

the qualities of communication, self-awareness, integrity and teamwork that 

characterize great business leaders and their enterprises. Plus complements 

traditional academic studies and acts as a bridge between the classroom and

the real world of business.

the  P L U S  P R O G R A M
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SALES
& PERSUASION
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& NETWORKING 

Semester Three
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ETHICAL
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INTERNATIONAL
BUSINESS
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“Two members of Arc of the Capital Area 

attended our presentation during the Plus 

Program competition. Afterward, the Arc 

Staff members eagerly invited us to present 

our project to their executive management 

and some of their board members in 

their five-year strategy meeting.”

Barclay Nelson, MBA 04 

(Left to right): Students practice collaborative leadership through dance; Plus Global Study Tour participants visit the great wall of China; 
MBAs work the room at a “Pitch Party,” competing for best elevator pitch; student prepares for the sales showcase.
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When four MBA students took their first kickbox-

ing class last semester, they could honestly say they 

were sweating for the cause. The students were working 

with Power Kickbox, an Austin-based small business, to 

help the owner set up her financial systems and position 

her company in the market. They’d learned that to really 

help a business, you need to understand the business from 

the inside out. In this case, it started with a punch.

 This type of direct business experience is a key element 

of Plus, a new program at McCombs that is changing the 

face of graduate business education. Business schools typi-

cally take students out of the working world and put them 

in the classroom to hone their analytical and problem-solv-

ing skills. Plus takes them out of the classroom and puts 

them back in the world. 

 “Every business school has this challenge,” says Dr. 

Steven Tomlinson, who directs Plus. “The traditional 

academic curriculum gives students excellent tools; but 

effective leadership requires skills, habits and attitudes that 

are fundamentally ‘extra-academic.’ How can we help our 

MBAs become more powerful communicators and more 

effective collaborators? How can we help them sharpen 

their ethical reasoning skills and gain global perspective?”

 Those extra-academic skills may be the very reason new 

graduates find a job, especially in a tight economy. A Wall 

Street Journal/Harris Interactive survey found that the 

most important attributes recruiters seek in business school 

graduates are “communication and interpersonal skills” 

and “the ability to work well within a team.” 

 With Plus, professional development does not stand 

outside the business school curriculum. It is central to it. 

In addition to completing projects with companies and 

organizations, students participate in intensive seminars 

like “The Art of Sales and Persuasion,” and “Big Picture 

Business” and sets of learning activities with a common 

theme, called academies. Academy topics change as student 

interests evolve and have included new technology, film 

and TV production, managing a professional sports team, 

doing business in Mexico, and operating a restaurant. 

 Plus projects give student teams a chance to explore 

career possibilities, perform community service, or con-

nect with people who are important to their future plans. 

Students might create a brand strategy for the Ford Escape 

hybrid SUV, analyze product innovation in the malt bever-

age industry, survey the tech 

community in Austin, or 

strategize how the Hispanic 

Scholarship Fund can gen-

erate non-restricted operat-

ing cash. The possibilities 

are endless. And students 

themselves lead the projects, 

defining a topic they’re pas-

sionate about, recruiting 

team members, and engag-

ing the people, companies, 

or institutions who will partner with the team. 

 In the final semester, the Plus Program organizes trips 

to South America, Germany and Central Europe, China, 

and Southeast Asia where students spend two weeks visit-

ing companies, meeting with government officials, doing 

market research, and representing American businesses 

interested in connecting with foreign markets.

 Practical, experiential, and interactive, Plus helps Mc-

Combs students gain a broad perspective of business and 

become adept at the “soft” skills our recruiters say are so 

important to achieving success on the job. 

By Vivé Griffith, edited and reprinted with 
permission. Texas—The McCombs School of Business 
Magazine, Spring/Summer 2003.
Photos by Marsha Miller.

“I have been fortunate enough to 

be exposed to industries and ideas 

that I never would have had an 

opportunity to see. The program 

has allowed me to take great 

strides in bettering myself, both 

personally and professionally.” 

Ryan Nelson, MBA 04

A group prepares its presentation for 
the Showcase Challenge during the 
fall 2002 Plus program.
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The McCombs global network includes active graduate alum-

ni in 74 countries, ties to the world’s top business schools 

outside of the U.S., and strategic strengths in Latin America. 

Globalization infuses the curriculum—cutting across all ma-

jor disciplines to prepare McCombs MBAs for the diminishing 

frontiers of the 21st Century economy.

Plus Global Study Tours and Practicums

All McCombs MBA students will have the opportunity to 

participate in the Plus Global Study Tour and Practicum in 

their second year. You’ll gain in-depth knowledge on how to 

conduct business in a region that interests you. A semester-

long program that combines a two-week study tour to a re-

gion of interest, in-class lectures and workshops, and a global 

business-related practicum, Plus Global equips students with 

practical global management skills. 

Latin America

UT Austin, home of the country’s top-ranked Long Institute 

for Latin American Studies, is a leader both in educating 

Latin American students and in teaching North Americans 

about the region. Latin American students comprise between 

10 and 15 percent of each incoming MBA class. Because the 

school has exchange and double-degree programs with all 

of Latin America’s top-ranked business schools, any student 

with an interest in the area has plenty of opportunities for 

cross-cultural experiences.

CIBER-McCombs

UT’s Center for International Business Education and Re-

search (CIBER) offers students the resources of a central, na-

M c C O M B S  M B A  2 0 0 3 - 2 0 0 424 |  

G L O B A L  O P P O R T U N I T I E S

Globalization is a great buzzword, but we have the connections to back 

it up. With 25 percent of the graduate student body coming from for-

eign countries, the school has a distinctly international flavor. In addition 

to gaining insight into global business practices and building personal 

relationships with international peers, McCombs students have an array 

of opportunities to explore world business themselves through interna-

tional exchange and double-degree programs, the Spanish Language 

Track, and the Plus Global Study Tours and Practicums.

“McCombs’ strong relationship with Brazil’s 

Fundação Getulio Vargas attracts a group of 

high quality Brazilian students to the MBA 

program. Interacting in study groups allowed 

me to understand the Brazilian cultural, 

economic, and tax environment, preparing 

me for my position as General Director of my 

company’s Brazilian affiliate.” Ann Williams, 

MBA 00, Tiaxa Do Brasil 
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“I chose McCombs because of its strong connection 

to Latin America—through its classes, the MBA  

Spanish track, and a large representation of the 

region within the student body—in addition to its 

overall quality, reputation, and approach to busi-

ness education. I found exactly what I was seeking: 

an opportunity to study the business fundamentals 

while learning how to apply them in emerging econ-

omies in general and in Latin America specifically.” 

Lane Pollack, MBA 01, Senior Project Officer for the 

Americas, Aid to Artisans

Double Degrees & Exchanges

Australian Graduate School of 
Management 
Sydney, Australia

China Europe International Business 
School
Shanghai, China

Chinese University of Hong Kong
Hong Kong

Copenhagen Business School
Copenhagen, Denmark

Escuela de Administración de Negocios 
para Graduados (ESAN)
Lima, Peru

Escuela Superior de Administración y 
Dirección de Empresas (ESADE) 
Barcelona, Spain

Fundação Getúlio Vargas 
São Paulo, Brazil

HEC School of Management 
Paris, France

Helsinki School of Economics 
Helsinki, Finland

Instituto de Altos Estudios 
Empresariales (IAE) 
Buenos Aires, Argentina

Instituto Tecnológico y de Estudios 
Superiores de Monterrey (ITESM) 
Monterrey, Mexico

Manchester Business School
Manchester, England

McGill University 
Montreal, Canada

Melbourne Business School
Melbourne, Australia

National University of Singapore 
Singapore

Pontifi cia Universidad Católica 
Santiago, Chile

Rotterdam School of Management 
Rotterdam, Netherlands

Universität St. Gallen 
St. Gallen, Switzerland

Warwick Business School 
Coventry, England

WHU Koblenz-Otto Besheim Graduate 
School of Management 
Koblenz, Germany

tionally-funded research center for promoting international 

business activities. In addition to overseeing the school’s 

study abroad activities, CIBER promotes faculty research, 

sponsors conferences, and fulfi lls a mission to enhance U.S. 

global competitiveness by globalizing business education.

Spanish Language Track

The Spanish Language Track is designed to provide students 

with the opportunity to gain Spanish language profi ciency as 

part of their MBA. Students choose from an array of courses, 

options, and activities that assist in achieving individual 

goals for Spanish profi ciency. Through a sequence of courses 

and activities students learn to communicate comfortably in 

normal business and academic situations, and at the same 

time, gain an understanding of economic structures and busi-

ness practices of Spanish-speaking countries.

I N T E R N A T I O N A L  S T U D E N T  R E P R E S E N T A T I O N  T O P  1 0  C O U N T R I E S

 CHINA INDIA COLOMBIA JAPAN PERU

 KOREA ARGENTINA BRAZIL MEXICO VENEZUELA

Global Study Tour, Santiago, Chile.
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