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Fall Semester Spring Semester
Week 1 Term A Term B Term C Term D Week

15
Business
Communications

Organizational
Behavior

Global Economic
Environment

Strategic
Management

Managerial
Economics and
Public Policy

Marketing
Management

Human
Resource
Management

Strategic
Information
Systems

Financial
Accounting

Financial
Management

Managerial
Accounting

Supply Chain
Management

Module
on
“Foun-
dations
of
Busines
s”

Data, Models, and Decisions Elective

ELM
“MBA
Case
Competi
tion”

+ ELM “Washington Week” during January of 1st Yr (week prior to start of 
Spring Semester)
+ ELM “Business Ethics” during last week of 2nd Yr-Spring Semester
+ BMGT 698 (MBA Consulting Project, 3 credits) during 2nd Yr-Fall Semester

First Year Core MBA Program
30 Credits  of 54 Total (ELMs: “0” credits)



Functional Concentrations

■ Accounting

■ Finance
■ Human Resources 

■ Information Systems
■ International Business 

■ Logistics 
■ Management Sciences and Statistics

■ Marketing
■ Operations

■ Organizational Behavior 
■ Strategy



Cross Functional 
Concentrations

■ Consulting 
■ E-commerce
■ Entrepreneurship 
■ Financial engineering 
■ Global knowledge management 
■ Supply chain management
■ Telecommunications
■ Management of technology (1999/2000)
■ Information security (2000/2001)



E-Commerce Concentration

■ BMGT 798I: Electronic Commerce: Technology and 
Business Models 

■ BMGT 798X: Electronic Commerce: Advanced 
Topics 

■ BMGT 798T: Electronic Channels of Distribution
■ BMGT 798V : Telecommunications and Technology 

Policy

■ BMGT 726: Telecommunications and Computer 
Networks

■ BMGT 798 X: Real-Time Management of Supply 
Chains



798 I Electronic Commerce 
Technology & Business Models

Organizations are finding that the development of a coherent World Wide Web presence and 
strategy has become a competitive necessity. Yet, few electronic commerce (EC) business 
models exist on how to build a successful web operation. Much confusion also exists regarding 
the technological infrastructure needed to actually implement an EC strategy. This course 
provides both the strategic and technical essentials of what a manager needs to know in order to 
manage and lead an electronic commerce initiative. 

From a business perspective, the course examines the use of the web for the marketing and 
distribution of goods and services. We will focus on assessing the marketing and strategic impact 
of EC on areas such as:publishing, retailing, entertainment, and travel. We will also study the 
policy and societal impact of EC on work, intellectual property rights, and electronic 
communities.

Students will develop an understanding of the technology infrastructure that enables electronic 
commerce. We will cover technical issues such as the Internet, Intranets, Extranets, Portals and 
search engines, electronic payment systems and security, and EC servers. Throughout the 
semester, students will learn to use a combination of technical components and tools such as
Frontpage, Backoffice, Access, Oracle, and Internet Information Server (IIS) to build an actual 
commerce web site using features such as web access to databases and secure transactions. 



798 I Syllabus-1



798 I Syllabus-2



798 I Syllabus-3



798 I Syllabus-4



798 I Syllabus-5



798T Electronic Channels of 
Distribution

7KLV�FRXUVH�H[DPLQHV�FKDQJHV�LQ�GLVWULEXWLRQ�FKDQQHO�VWUXFWXUH�DQG�
PDUNHWLQJ�VWUDWHJ\�WKDW�DUH�GULYHQ�E\�LQIRUPDWLRQ�WHFKQRORJ\��
%XLOGLQJ�XS�RQ�WKH�IRXQGDWLRQDO�FRQFHSWV�RI�PDUNHWLQJ�FKDQQHO�
WKHRU\��WKH�FRXUVH�ZLOO�H[DPLQH��

• KRZ�HOHFWURQLF�FKDQQHOV�GLIIHU�IURP�WUDGLWLRQDO�FKDQQHOV��
� WKH�YDOXH�FKDLQ�LPSOLFDWLRQV�RI�HOHFWURQLF�FKDQQHOV�IRU�LQIRUPDWLRQ�����������

SURGXFWV�YHUVXV�SK\VLFDO�SURGXFWV��DQG�
� KRZ�HOHFWURQLF�FKDQQHOV�FDQ�DXJPHQW�RU�FDQQLEDOL]H�WUDGLWLRQDO�

FKDQQHOV��

7KH�FRXUVH�ZLOO�IRFXV�RQ�QHZ�PDUNHW�IRUPV�DQG�SURFHVVHV�WKDW�DUH
HPHUJLQJ��8QGHUVWDQGLQJ�WKHVH�FKDQJHV�LV�FUXFLDO�WR�VWUDWHJLF�
PDUNHWLQJ�DQG�VXSSO\�FKDLQ�PDQDJHPHQW�



798T Electronic Channels of 
Distribution

Part A: Traditional Channels Versus E-Channels

:HHN�� ,QWURGXFWLRQ�WR�WKH�&RXUVH 5HDGLQJV� 1DUXV 	�$QGHUVRQ��´$GDSWLYH�&KDQQHOVµ�+%5�������
&KDQQHO�)RUPV��)XQFWLRQV�
DQG�0DQDJHPHQW 
�0LQL�&DVH��&RPSDT�&RPSXWHUV


�0LQL�&DVH��&DWHUSLOODU�,QF�

:HHN�� 'LVWULEXWLRQ�&KDQQHO�0DQDJHPHQW 5HDGLQJV� )LWHV��´0DNH�<RXU�'HDOHUV�<RXU�3DUWQHUVµ�+%5�����


�+DUYDUG�%XVLQHVV�&DVH� /RWXV�&RUS

�0LQL�&DVH� $XF1HW

:HHN�� &RPSHWLQJ�LQ 0DUNHWVSDFH 5HDGLQJV� 0DORQH�HWDO��´7KH�/RJLF�RI�(OHFWURQLF�0DUNHWVµ�+%5����
5D\SRUW 	�6YLRNOD�µ�0DQDJLQJ�LQ�0DUNHWVSDFHµ�+%5�����


�+DUYDUG�%XVLQHVV�&DVH� 'HOO�2QOLQH

�0LQL�&DVH� (JJKHDG�6RIWZDUH�	�*DWHZD\�&RPSXWHUV

:HHN�� &KDQQHO�6WUXFWXUH 5HDGLQJV� 6WUDGHU 	�6KDZ��´(OHFWURQLF�0DUNHWV��,PSDFW�DQG�
,PSOLFDWLRQ��+DQGERRN�RI�(OHFWURQLF�&RPPHUFH ������

(QWU\�([LW�6WUDWHJLHV

�+DUYDUG�%XVLQHVV�&DVH� /HDGHUVKLS�2QOLQH

��0LQL�&DVH� %DUQHVDQGQREOH�FRP��)ROORZHU�6WUDWHJ\



798 T Electronic Channels of 
Distribution - 2

Part B: Characteristics & Uniqueness of E-Channels

:HHN�� (�&KDQQHOV�	�0DQDJLQJ� 5HDGLQJV� $QGHUV��´'LVFRPIRUW�=RQHµ��:DOO�6W�-UO ���������
&KDQQHO�&RQIOLFW 8VHHP��´&DQQLEDOL]H�<RXUVHOI�µ�)RUWXQH ��������


�0LQL�&DVH� &RPSDT�FRP

�0LQL�&DVH� 'DHZRR�0RWRU�&R�

:HHN�� 'LVLQWHUPHGLDWLRQ�	 5HDGLQJV� .DQQDQ��&KDQJ��	�:KLQVWRQ��´0DUNHWLQJ�RQ�WKH�
5HLQWHUPHGLDWLRQ ,�:D\µ��&$&0 ������


�0LQL�&DVH� (�&KDQQHO�,PSDFW�RQ�7UDYHO�6HUYLFHV

�0LQL�&DVH� 2IILFH�'HSRW

:HHN�� 3ULFLQJ�RQ�WKH�(�&KDQQHO 5HDGLQJV� .DQQDQ�	�-DLQ�´3ULFLQJ�RI�,QIRUPDWLRQ�3URGXFWVµ
'\QDPLF�3ULFLQJ�6WUDWHJLHV


�0LQL�&DVH� 3ULFHOLQH�FRP

�0LQL�&DVH� 1DWLRQDO�$FDGHPLF�3UHVV

:HHN�� ,PSOLFDWLRQV�RI�$XFWLRQV��%276� 5HDGLQJV��$QGHUV��´+RZ�(%D\ ZLOO�%DWWOH�6KDP�%LGVµ�
DQG�'HPDQG�&RQVROLGDWLRQ :DOO�6W�-U ������O


0LQL�&DVH� 2Q6DOH�FRP



798T Electronic Channels of 
Distribution - 3

:HHN�� (�6HUYLFHV 5HDGLQJV� ´)UHH�6RIWZDUH�IURP�$Q\ZDUHµ��%XV��:HHN����������
´:HEZDUH�IRU�5HQWµ��)RUWXQH���������
´+�3�3ODFHV�D�%HW�RQ�D�6OLSSHU\�,GHD�µ�:DOO�6WUHHW�-UO����������


�0LQL�&DVH� ,QWXLW�,QF�

 0LQL�&DVH� 1HW�%DQNLQJ����

:HHN��� 2QOLQH�&RQVXPHU�%HKDYLRU� 5HDGLQJV� 9DULRQ�DQG�6KDSLUR��´/RFN�,Q�6WUDWHJLHVµ�,QIRUPDWLRQ
DQG�,PSOLFDWLRQV 5XOHV ������
/R\DOW\�DQG�/RFN�,QV


�0LQL�&DVH��49&

:HHN��� (�&RPPXQLWLHV��0DUNHWLQJ 5HDGLQJV� &KDQJ��.DQQDQ�#�:KLQVWRQ��´9LUWXDO�&RPPXQLWLHV�DQG
DQG�3URGXFW�'HYHORSPHQW�� 7KHLU�,QWHUPHGLDU\�5ROH�LQ�(�%XVLQHVV�µ�,QIR��7HFK�)URQWLHUV


�6PLWK�6FKRRO�&DVH� 2SHQ�6RXUFH�6WUDWHJLHV

�0LQL�&DVH� 9HUWLFDO1HW�FRP

3DUW�&��0HDVXULQJ�WKH�,PSDFW�RI�(�&KDQQHO

:HHN��� 0DUNHW�5HVHDUFK�RQ�WKH�:HE *XHVW�6SHDNHU� 0U��0DXULFH�%RXVLHUUH��&XVWRPHU,QVLWHV

0HDVXUHPHQW�,VVXHV 2QOLQH�5HVHDUFK� ZZZ�NQRZWKLV�FRP

:HHN��� (�%XVLQHVV�52,�	 5HDGLQJV� ´:KDW�LV�LW�:RUWKµ�%XVLQHVV�����������
%XVLQHVV�3ODQV

*XHVW�6SHDNHU� 0U��0LFKDHO�3XVDWHUL��3UR[L&RP

:HHN�������3URMHFW�3UHVHQWDWLRQV��	�5HSRUW



798 X Real Time Management 
of Supply Chains

%XVLQHVV�3UDFWLFH�DQG�7HFKQRORJ\�&RQFHSWV
Week One
-Evolution of Integrated Logistics & Supply Chain Management Boyson & Corsi (Pages 1-53)
-Current Best Practices In Supply Chain Management
-Next Generation Best Practices: The Emerging Model of the
Real-Time Supply Chain

Week Two
-Supply Chain Design Efficiency & Optimization Modeling I2 Harvard Business School Case
-Advanced Planning/Dynamic Optimization Software I2 Product Materials

Week Three
-Supply Chain Optimization Ranadive, Vivek, “In A Heartbeat: How - -
Supply Chain Opportunity Assessment Winning Companies Sense And
-E- Process Optimization Respond To Change” 

TIBCO White Paper & Products
Week Four
-Systems Translation/ Integration ERP ARTICLES
-Event-Driven Enterprise
-Real time messaging
-Publish and subscribe technology



798 X Real Time Management 
of Supply Chains-2

Week 5
-ORACLE, BAAN, SAP Internet Applications
-Owens Corning case EDI/VAN-EDI/Internet/XML
-New ERP Survey results

Week 6
-From Closed To Open Transaction Standards Explore Web Sites
-Electronic Data Interchange Via Private Value Added Networks and
The Internet 
-The Rise of XML
-The Shift To Hosted Applications

Week 8
-Advanced Planning On Military JV2010; Intelligent Agents
-Middleware
-ERP
-Internet-Based Supply Chain Applications

Week 9 
Next generation supply chain infrastructures Boyson & Corsi pp149-192; appendix
-Military As Lab for Netcentric Supply Chains pp.201-219
- High bandwidth connectivity on demand
- Comprehensive situational awareness
- Intelligent Agent technology



798 X Real Time Management 
of Supply Chains-3

$SSO\LQJ�%XVLQHVV�3UDFWLFH�DQG�7HFKQRORJ\�&RQFHSWV

Week 10
-Systems analysis
-Baselining, benchmarking and gap analysis
-Supply Chain Strategy Formulation

Week 11
-Dimensions of streamlining
-Physical Asset Management
-Human Resource Asset Management
-Cost Management 
-Technology Management

Week 12
-Project Planning
-Technology Systems Selection, Testing and Validation

Week 13
- Submission of Individual Projects and hear student synopses of their Real Time Management Plans

Week 14
- To finish student synopses and to review the areas of coverage and lessons learned from past sessions



Electronic Commerce Extends 
Beyond Concentration

■ Core and Elective Courses
■ MBA Case Competition: Last Year: Barnes 

and Noble versus Amazon.com, This Year:
“Competing in the Digital Economy” Case.

■ Executive Education Courses
■ Virtual Business Information Center
■ Faculty Recruiting
■ Student Placement
■ Corporate Projects
■ Research Program



Electronic Commerce Extends 
Beyond Concentrations

■ BMGT 690- Strategic Management 
Term Paper: Competitive Battles in Digital Commerce

• E*Trade vs. eSchwab vs. Merrill Lynch

• eToys vs. Toys R Us vs…..

• eBay vs. Amazon.com vs….

• Reel.com vs. Amazon.com vs….

• Carpoint.msn.com vs. Autoweb.com vs. Autobytel.com vs. 
Cars.com vs. Ford.com

• Amazon.com vs. Barnesandnoble.com vs….

• Furniture.com vs. Living.com vs. Ethanallen.com

• CDNow vs. Amazon.com vs….

• WebMD vs. drkoop.com vs….

• Unext.com vs. Caliber Learning Network vs….



Executive Education
“Competing in the Digital Economy”

■ New Business Models for the Digital Economy

■ Creating Successful E-Commerce Strategies

■ Managing the Supply Chain with Information Technology

■ Understanding OnLine Consumer Behavior



Virtual Business Information Center-
Electronic Commerce Page

Electronic Commerce - General:

General 
Associations 

Government Links 

Reference Sources
Benchmarking

Benefits and Barriers

Education: 
Graduate Programs

Electronic Commerce Listservs

Research
Resources

Standards: 

Associations
Trends

Vendor Technology



E-Commerce Research Projects

■ Electronic coupons, Analysis of POS frequent shopper data, (Frito-Lay & 
Wegmans; Pepsi & Giant, IBM)

■ Features of E-Commerce adopters of technology and organizational 
diffusers of knowledge

■ Models of electronic “Communities of Knowledge”
■ Financial intermediaries
■ Customer satisfaction and loyalty on the Internet
■ Branding on the Internet
■ Customization and product bundling on the web
■ Dynamic online pricing models
■ Assessing e-business market friction: static -- transaction costs; dynamic --

menu costs and rate-of-change
■ Channel conflict issues: cross elasticities of substitution between physical & 

electronic channels and price discrimination



The Robert H Smith School
Net-Centricity Project

Understanding the impact of net-centricity on:
■ The business model
■ Inter-organizational and industry-wide 

networks, alliances, and supply chain 
relationships

■ Organizational structures and processes

■ Individual cognitive and psychological 
processes

■ Consumer expectations, experiences and 
behavior 

■ Technological infrastructure for implementation



R.H. Smith School NetCentricity
Laboratory

Remote Devices

Company B

Content 
Representation

Company A

Extended Supply Chain



■ Led by Robert H. Smith School: Decision Information and 
Technologies, Logistics, Finance, Marketing, and Management 
and Organization Departments

■ U Maryland Departments and Schools: Computer Sciences 
and EECE, Economics, Psychology Departments, Schools of 
Public Affairs and Library Information Services

■ U Maryland Research Centers: Supply Chain Management, 
Knowledge and Information Management, Institute for Systems 
Research, UM Institute for Applied Computing

■ Government Contracts: DARPA, NSF
■ Corporate Partners and Supporters: Sun, EDS, Oracle, 

TIBCO, NASDAQ, others
■ Private Donors: Leo Van Munching, others


