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Master in Management—short Course Description 
 

CORE COURSES 
FINANCIAL ACCOUNTING AND ANALYSIS 

Accounting is a key source of information for any (or most, at least) financial decisions. 

This course focuses on Financial Accounting as a mechanism to reduce information asymmetry 
between the reporting entity and its capital providers. Therefore, we will study: the 
fundamentals of accounting, the structure of financial reports and their meaning, the most 
popular financial statement analysis techniques, specific accounting policies related to the 
recognition, classification, measurement and disclosure of some items of assets, liabilities, 
equity, revenue and expenses (in accordance with the IFRS). Additionally, we will debate the 
most influential empirical research papers on accruals. 
 
MARKETING 

Introduction to Marketing. Conceptual evolutions of marketing theories: beginnings and recent 
developments. Consumer behavior and consumption studies. The marketing-mix management. 
Services and relationship marketing. Current marketing perspectives: digital marketing and 
neuromarketing.  
 
OPERATIONS AND SUPPLY CHAIN MANAGEMENT 

Operations Management (OM) is a Business discipline responsible for the productive systems of 
an organization – either from the primary, secondary or tertiary sector – that transform and 
combine inputs such as feedstock, equipment, personnel, money and installations in products 
and/or services.  OM is nowadays an interesting combination of long-standing practices from 
the past with the pursuit of new and creative ways to manage the production systems of an 
organization; so that the strategic goals of cost, quality and flexibility are continually achieved 
and overcome. This discipline aims at presenting an OM overview to its participants, describing 
the main operational and control decisions that are currently in the productive systems. Support 
tools to these decisions are also presented, trying to establish connecting links with aspects 
related to the organizations’ strategy and competitiveness. 
 
QUANTITATIVE METHODS FOR DECISION MAKING 

This course provides students with concepts and tools to use quantitative data as a support for 
decision-making processes. Concepts of correlation and causation as well as different sources of 
data are discussed, including secondary data, experiments and surveys. In terms of statistical 
analysis, the course covers descriptive analysis of large datasets, fundamentals of statistical 
inference and linear regression models. Finally, it also approaches factor-analysis models and 
their use to evaluate survey data. Applications in diverse areas, including marketing, human 
resources and finance are discussed. 
 
STRATEGIC HR MANAGEMENT 

This course will explore Strategic Human Resource Management (SHRM) both from the 
specialist perspective of Human Resources executives as well as from the perspective of all other 
business executives.    The course begins with consideration of the increased importance of 
“talent” in modern business strategy, and the relevance of change management and 
engagement in the cascade and execution of new strategies by employees throughout the 
organization.  These “business partnering” imperatives for HR are new territory for HR leaders 
and executives, thus the first section of the course also focuses on talent-specific strategies and 
effectiveness of HR departments – often known today as “the talent team”.   The remainder of 
the course uses a “life-long relationship” model to consider key interactions between employees 
and employers as facilitated by HR , beginning with recruiting; continuing through ranks and 
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roles to gain compensation and benefits, experiences, learning and development; and ultimately 
reaching leadership roles, before becoming alumni.     Because SHRM requires teaming across 
the organization - beyond HR - the roles of HR sub-units, business unit executives and other 
functional executives will be referenced in class discussions of cases that illustrate important 
strategic and operational aspects of people management.    An inter-disciplinary approach 
encourages students to consider perspectives and materials from academia, HR publications, 
and the business consulting marketplace.   Global views that developed in the US and Western 
Europe will be weighed alongside new views coming from emerging markets, including 
Brazil.   The course is designed for both Brazilian and international students, and for students 
interested in organizations and roles of various types.   The spread of HR best practices in recent 
years means that most executives are now somewhat familiar with the key activities of most HR 
sub-units, and this enables the course to be conducted as a teamed review of the strategic and 
operational objectives of people management.   Because the global HR agenda generally is fully 
present in the Brazilian marketplace, the course explores considerations of global strategic 
people management in Brazil, with additional consideration of other Latin American countries 
as well as other emerging markets.    Throughout the course, students are encouraged to 
emphasize the topics and issues of greatest relevance and interest to their academic and 
professional objectives. 
 
ADVANCED STRATEGIC MANAGEMENT 

This strategy course introduces the fundamental concepts, analytical tools, and strategic options 
at the basis of strategic analysis and action. It will help students to understand why some 
organizations are more successful or perform better than others. We will use a combination of 
lectures, (mini-) case studies, experiment and experiential in-class exercises, simulation game, 
and a team project to explore and apply theoretical frameworks and methodologies in different 
industry and company situations. For instance, we will explore methods for assessing the 
strength of competition and the relative bargaining power, for anticipating competitors’ actions, 
for analyzing cost and value structures and their relevance to competition, and for assessing 
potential changes in the scope of the firm (e.g., diversification and vertical integration).  

Basic mastery of these tools has relevance to everyone seeking a career in business as a 
manager, an entrepreneur, or a consultant. 

 
ELECTIVE COURSES 
BANKING AND FINANCIAL INTERMEDIATION  

In this course students learn why financial intermediaries exist and what they do. We lay the 
groundwork with theoretical explanations for the existence of financial intermediaries that are 
based on frictions in financial markets, such as transaction costs and informational asymmetries. 
You will get a detailed understanding of financial intermediaries’ main activities, covering key 
topics from commercial, retail and investment banking. We further deal with specialized topics 
that have recently gained in importance, for example, credit derivatives and credit 
securitization, and relationship lending. Moreover, we discuss state-of-the-art approaches for 
the measurement and management of major risks in banking, such as credit, market, liquidity 
and operational risks, before we consider objectives and requirements of banking regulation. 
Finally, we discuss the future of financial intermediation from a systemic point of view, taking 
into account various aspects of the global financial crisis of 2007-2009. 

The objective of this course is to provide a comprehensive understanding of the existence of 
financial intermediaries and their activities. The specific objectives of this subject are the 
existence of banks, main risks in banking, spot lending, further issues in lending, special topics 
in credit, off-balance sheet banking, securitization and the financial crisis, funding with deposits 
and capital, bank regulation and financial innovation. 
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CORPORATE SOCIAL RESPONSIBILITY 

The objective of this course is to equip students with an understanding of key issues and debates 
in the field of business ethics and corporate social responsibility (CSR). This module will 
introduce the evolution of CSR, a range of ethical challenges faced by contemporary business 
and internal and external systems of checks and balances that control operations at a company, 
the relationships between a company’s board, its shareholders and other stakeholders, and 
critically reflect upon ethical choices and dilemmas in Latin America and globally.  
 
CROSS CULTURAL MANAGEMENT  

Understanding cultural differences, and effectively managing these differences are critical to 
working, communicating and leading people in multi-cultural and international business 
environments. Thus, this course aims to provide a conceptual and theoretical framework for 
developing an understanding of the ways in which cultures differ, how these cultural differences 
impact individuals and teams in organizations. Topics include the nature and dimensions of 
culture, challenges in managing cultural differences, the dynamics of multi-cultural teams, 
leadership across cultures, cross-cultural perspectives to motivation and decision-making, and 
global approaches to managing conflict and conducting business negotiations. 
 

DIGITAL TRANSFORMATION 

This course will cover the following: 

1. Introduction to the course; 

2. Digital transformation: definition and basic concepts; 

3. Strategic alignment of digital transformation; 

4. Impacts of digital transformation into business industries; 

5. Adoption and resistance to digital transformation; 

6. The dark side of digital transformation; 

7. Business analytics and intelligence applied to digital transformation; 

8. Digital transformation of cities: smart cities; 

9. Digital transformation of government and society: e-government & e-participation; 

10. Presentation of seminars on emergent technologies for digital transformation (e.g. 
Blockchain; Big Data; Internet of Things (IoT); Machine Learning; Cloud Computing; 
Mobile Apps; Artificial Intelligence; Deep Web (TOR); Mobile 5G; Drones; Robotics; RFID 
and Smart Tags; etc.). 

 

MARKETING ANALYTICS 

Nowadays companies have enormous amounts of information about the market, consumers, 
and competition.  Knowing how to use this information to make sound strategic and tactical 
marketing decisions gives a competitive advantage to marketing professionals and to companies 
who employ these professionals.   

The course Marketing Analytics will present practical computer-based analytical methods to 
marketing decision making.  These methods will enable students to better understand, process, 
and interpret marketing information, so as to enable them to gain more efficiency and success 
in making marketing decision and guiding organizations to achieving a better return on 
marketing investments.  More specifically, the course will provide students with the analytical 
methods and marketing models to (a) assess the economic value of consumers; (b) perform 
market segmentation and targeting; (c) position brands and products; (d) determine product 
characteristics; (e) make pricing decisions, (f) optimize the allocation of promotional resources; 
and (g) implement search engine marketing on the Internet. 
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ECONOMICS OF BUSINESS AND MARKETS 

As part of the global initiatives of the Institute for Strategy and Competitiveness (ISC), linked to 
the Harvard Business School, coordinated by Professor Michael Porter, and offered by 
FGV/EBAPE, this program seeks to disseminate a comprehensive understanding of 
competitiveness on three levels: that of companies, that of local and traded clusters and that of 
the sub-national (state, micro-regional) level.   

The diffusion of the concepts, tools and results of studies and research carried out by the leading 
scholars and practitioners around the world are brought together here in the form of a course 
at postgraduate level, whose purpose is to discuss the concepts of competitiveness and their 
application to present-day business development programs. 

In addition to the participation of FGV faculty, the classes will be complemented by case studies 
and experiences related to competitive issues at the global and local levels with the participation 
of invited speakers from the public, private and third sector. 

To complement the conceptual and theoretical knowledge, field visits in loco to chosen Brazilian 
clusters, with presentations offered by spokespersons of the companies and entities being 
analyzed.  

As designed, the program is targeted for students that are interested in competitiveness and 
local development both from business and public administration.    
 
MICROFINANCE 

The main goal of this course is to give students an introduction into microfinance and make them 
familiar with the different approaches to microfinance and recent research and empirical results 
in this area. The course is particularly interesting for students who would like to undertake 
research in microfinance, want to work in a development bank or a provider of microfinance 
services, want to learn about how to alleviate poverty using microfinance, and want to get to 
know the economic reality of poor people with a particular application to the situation in Brazil. 
 

NEGOTIATIONS 

This course aims to provide a comprehensive and critical view of the processes of negotiation 
and conflict management in organizational contexts. To this end, the main theories and 
fundamental concepts of the field of negotiation will be presented and discussed. At the same 
time, the course seeks to equip participants with the necessary skills to improve their ability to 
persuade, communicate and negotiate effectively. Specifically, the course seeks to: 

• Expose and discuss the main theoretical contributions of the field of negotiation; 

• Understand the nature of negotiation, highlighting the influence of perception, 
cognition, communication, power, culture and ethics; 

• Contribute to the sharing of experiences among participants as professionals exposed 
to negotiation situations. 

 
POLITICAL ECONOMY IN LATIN AMERICA 

Comparative political economy is the study of the relations between economy and politics, and 
how these relations vary geographically and temporally. In this seminar we will examine the way 
in which the political context --- domestic and international --- affects the formulation of 
economic policies and their outcomes, and also the means by which economic conditions 
influence the stability and quality of democratic regimes, with a particular focus on Latin 
American countries. 

We will begin by discussing political ideology and representation, with an emphasis on different 
views on income inequality and the role of the state in promoting redistribution policies. Next, 
we will examine economic voting and political business cycles --- how the economy affects voter 
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behavior, and how this effect in turn creates incentives for governments to manipulate 
economic outcomes for political ends. In the third block we will study phenomena that are 
central to Latin American politics, such as the technocracy-populism debate, as well as 
clientelism and corruption. We will finish by discussing the role of globalization and market 
discipline in shaping policymaking in the region. 

 
PUBLIC MANAGEMENT 

Conceptualizing public administration as the government in action, this course seeks to deepen 
students understanding of the role of government’s administrative agents in a democracy. In 
democratic societies, bureaucrats possess discretion on a variety of issues that permeate 
governance and political life. The conflicts and tensions inherent in this delegated discretion are 
the “big questions” of public administration – the relationship of bureaucracy with politics & 
democracy. We will begin by discussing “big questions” of public administration, the resilience 
of bureaucratic model and major public management reforms as an attempt to provide 
contemporary answers to these hard equations. Next, we will analyze how bureaucracy 
incorporates contemporary challenges, such as diversity and representation. In the last block of 
our discussions, we will focus contemporary management structures, as networks, public-
private partnerships, and independent bureaucratic institutions.  

The study of public administration – as a field of inquiry - draws upon many sources. As a 
consequence, comprehensive coverage is impossible in a single course. Please note that 
suggested readings will privilege major perspectives in organizational theory and their 
application and transformation over time, with a particular focus on public organizations and 
forms of partnerships.  
 
RESEARCH METHODOLOGY 

The course aims at discussing the difference between scientific object and common sense, as 
well as how scientific methodology can be used to solve business problems. Thus, it will focus 
on how to formulate a research question and chose the adequate methodological research 
methods.  
 
TRANSPARENCY AND GOOD GOVERNANCE 

Touted as the “oxygen of democracy and markets”, transparency eliminates information 
asymmetries and, in so doing, improves the quality of key organizational processes, including 
communication, capacity-building, coordination, accountability, regulation – in short, 
performance.  

This course looks at transparency policies from three perspectives. First, we examine how 
individuals and businesses, among other actors, can leverage information held and created by 
governments and organizations at the international, national, state, and local levels. Second, we 
look at how organizations – whether they be businesses or nongovernmental organizations – 
can deploy transparency policies to improve performance – their efficiency, effectiveness, and 
accountability. We draw from theory and examples of better transparency practices by 
businesses and governments.  

The third perspective we adopt is one of cautious skepticism. Not all of transparency’s 
externalities are positive; unanticipated consequences arise from aggressive monitoring, 
including social media-driven forms of “surveillance capitalism”, and even from “open work 
spaces”. These forms of transparency increasingly compromise the privacy of our personal and 
communal spaces. Transparency can also lead to increased questioning and demands for 
disclosure, burdening organizations with excessive demands, generating adversarialism, and 
even fostering ‘arms races’, in which actors act on transparent evidence to outbid each other. 

In short, the course arms future managers with the tools to intelligently promote and utilize 
transparency policies, policies which can define the success or failure of organizations.   


