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MINI-MBA (BMP) PROGRAM OVERVIEW 

A growing number of high-performing employees are interested in the economic potential of their work. These 
professionals need an increased understanding of business beyond what they have learned on the job. To address 
that need, a mini-MBA in BMP program is designed to provide participants' ongoing responsibilities and introduce 
them to new management skills they need. It takes a proactive approach by allowing new or aspiring managers and 
other advancing professionals to gain a deeper understanding of business while continuing their careers. The mini-
MBA BMP program will be conducted by Krannert School of Management (Purdue University-USA) in Istanbul-
Turkey in collaboration with SAHARA Group. 

 
Krannert School of Management – Purdue University (USA) 
The Krannert School of Management (or simply Krannert) is Purdue University's school of management. The 
school was established in 1962. The business school offers instruction at the undergraduate, master's, and doctoral 
levels. Krannert has world class instructors, many of whom have been recognized for their teaching, research and 
consultancy excellence. Krannert's programs repeatedly secure top rankings across 
a variety of disciplines. The same faculties who have extensive applied experience 
working with top-executives and who have helped Krannert attain international 
recognition will teach in this mini-MBA in BMP program in Istanbul/Turkey. 

 

Mini-MBA BMP Program features:      
 Duration for 10 working days 

o Week 1: 3-7 February 2014 
o Week 2: 10-14 February 2014 

 Daily 4 sessions (2 morning, 2 afternoon sessions, each 90-minutes) 
 Coursework in various fields: 

o Strategic Management 
o Change Management 
o Financial Management 
o Marketing Management 
o Management Information Systems (MIS) 

 Program Fee: 6000 $ (Six Thousand USD ) + VAT, we have group 
discounts, please contact us for details. 

 Accommodation fee is excluded, but we can help to book at competitive rates. 
 Program delivered by internationally recognized faculty members who make Krannert one of the world's 

top-ranked business schools 
 Certificate of completion from Krannert School of Management (Purdue University-USA) 
 Registration requirements (pre-requisites) are a 4-year degree program from an established university and 

good command of English  
 To register, please send email to: mini-MBA@saharagroup.com.tr 
 For the details & updates, please visit the following website: www.saharatraining.com  
 Registration Deadline: 6 January 2014 (limited seats only) 

 
Purdue University in the 
World University 
Rankings: 
Purdue University 
routinely ranks highly in 
world university rankings, 
like the World Report 
Best Colleges and the QS 
World University 
Rankings for their 
distinguished academic 
programs. 
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Strategic Management focuses on understanding how organizations 
might achieve advantage relative to competitors. To succeed in 
that task, managers need to focus on the complementary tasks of 
value creation and value capture.  These dual tasks depend on the 
ability to evaluate both the internal resources and external 
environment and then synthesize them to create a defendable 
position in your market. 

Historically, strategic management was the primary responsibility 
of senior management.  However, strategic decisions have become 
delegated over time. Further, strategy implementation depends on 
all managers understanding the logic regarding the strategy chosen 
by the firm.  So, the manager needs to be able to assess the overall 
state of a firm, diagnose strategic problems that potentially affect a 
business in its entirety, and develop alternatives that allow a firm 
to progress while being aware of competitor actions. 

We approach strategic management by first considering the 
challenges related to all firms such as strategic positioning, 
internal systems, and dealing with competition.  We then 
incorporate additional strategic challenges related to firms that 
have or plan to have an international presence.  Such topics 
include the influence of culture and institutions, foreign market 
entry with an emphasis on alliances, coordinating across countries, 
and adjusting value creation strategies to different customer 
segments.  These topics will be addressed through mini-cases, 
lectures/discussions, and break-out groups to consider competing 
alternatives. 

 
 
Module Objectives 

 Explore how firms create value 
(e.g., low cost or differentiation; 
using resources; integrating 
activities correctly) relative to the 
competition. 

 Understand how other players in 
the industry impact the amount of 
value I capture from my activities. 

 Explore options to increase my 
international presence and factors 
that lead to success or failure in 
that approach. 

 Learn how to manage a multi-
country organization to leverage 
the skills of the firm. 

 Consider game-changing 
alternatives  to  improve  my  firm’s  
position. 

 

STRATEGIC MANAGEMENT  

Aldas Kriauciunas 
 Aldas Kriauciunas is the Executive Director of Krannert Executive Education Programs at Purdue 
University and came to Purdue in 2003 as an Assistant Professor of Strategic Management.  His teaching 
and research consider domestic and international strategy with a focus on how institutions influence firm 
behavior.  He obtained his Ph.D. in Corporate Strategy and International Business from the University of 
Michigan.  Prior to his doctoral studies, Dr. Kriauciunas worked as a quality improvement systems 
consultant, and as head of the Economic Restructuring Division in the USAID program in the U.S. 
Embassy in Lithuania.  Professor Kriauciunas is a member of the Strategic Management Society, 
Academy of Management, and Academy of International Business. He has served as a reviewer for the 
Strategic Management Journal and Organization Science and is a member of the editorial boards for 
Journal of Management, Baltic Journal of Management, and Ekonomika. 
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Organizational Change Management (OCM) concerns 
implementation. It is a Strategic Management and Organizational 
Behavior course designed for executives, line managers, HR 
managers, internal or external consultants, and project managers 
responsible for initiating and/or implementing strategic initiatives. 

The change initiatives that we will examine are cross-enterprise 
change at the organizational level – as opposed to change initiatives 
directed at the group or individual level within functional units. The 
course seeks to provide an understanding of the best practices of 
managing organizational change as well as an opportunity for 
participants to self-identify and enhance their personal skills with 
respect to their roles as both managers and targets of change. 

The most carefully crafted plans for change can, and often do, fall 
apart during implementation, affecting not only operations or 
product/service delivery, but also the people who work in the 
organization. As a result, the costs to the organization are twofold – 
not only are the benefits of the planned change not realized, but 
employees can become disillusioned and cynical regarding future 
change initiatives. Despite the long history of introducing 
organizational change initiatives in corporations, there is little 
indication that these initiatives are sustained over time. This course 
focuses on the process of implementing change as the key facet and 
fundamental challenge in managing organizational change.  

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Module Objectives 
 To understand how 

organizational change is 
successfully managed (the 
science). In this portion, our 
primary objective is to develop 
an appreciation for the best 
practices for implementing 
change.  

 To improve your own 
capabilities in managing personal 
change (the art). Self-awareness 
of our own capabilities and 
limitations in the face of change 
are an important pre-requisite to 
becoming a successful change 
agent and a constructive 
participant in the change process. 

FINANCE MANAGEMENTMODULE 

CHANGE MANAGEMENT 

Matthew Lynall 
 Professor Lynall is the director of experiential learning and management consulting at Krannert. He 
has also taught graduate level elective courses in competitive strategy and organizational change 
management. He has been continuously recognized as a distinguished teacher in the Master's program 
and was selected as a favorite professor in the Wall Street Journal top 25 executive MBA programs. 
He has taught strategy, organizational behavior, and entrepreneurship at the Richard Ivey Business 
School, University of Western Ontario, and has also led corporate executive programs in business 
transformation and change management in England, France, Germany, Canada, and the United States. 
Before returning to academia, he was a partner and senior vice president at a global management 
consulting firm. Other industry experience includes several years as managing director of a U.K. 
based engineered products company, and product development manager for a global 
telecommunications company. His research is focused at the intersection of strategic management and 
organizational behavior and includes changes in board composition during firm development; the 
working relationship between venture capitalists and the management of their portfolio companies; 
and, most recently,  approaches  to  solving  “wicked  problems”.  His  research  has  been  published  in  the  
Academy of Management Review and he has been a reviewer for the Academy of Management 
Journal and the Academy of Management Review. 
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Finance and effective financial management is crucial for a firm to 
operate.  Without money, a company will not be able to continue 
doing business. This module addresses the management of the 
financial affairs of the non-financial firm. The overriding theme is 
the development of strategies aimed at the maximization of the 
market value of the enterprise through effective financial 
management. Managerial decision rules designed to serve this 
objective will be examined. While the module relies on a 
theoretical framework for the establishment of such rules, based 
on the discipline imposed by the external capital market, the intent 
throughout will be to take that theoretical framework to the point 
of application to specific business decision problems. Thus, there 
will be heavy emphasis on the use of "case" situations as the 
vehicles for the class discussions. 

Topics   to   be   covered   include:   the   nature   of   the   firm’s   cash   flow 
cycle; cash forecasting and budgeting; working capital 
management; credit decisions; financial distress; long-term 
investment decision analysis; and the administration of a firm's 
capital expenditure program. Furthermore, longer-term investing 
and financing decisions will be discussed, including: capital 
structure design, measuring a firm's cost of capital, firm valuation, 
mergers and acquisitions, and private equity transactions. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Module Objectives 

 Understanding the time value of 
money. 

 Valuing stocks and bonds and 
their impact on the firm. 

 Creating financial forecasts for 
better decision making. 

 Defining free cash flow from 
financial statements to better know 
the  firm’s  options and needs. 

 Knowing the factors involved in 
capital investment decisions. 

 Understanding  the  ‘cost  of  capital’  
concept and the trade-offs firms 
face. 

 Designing the capital structure for 
effective  use  of  a  firm’s  finances. 

 Using the basics to understand the 
mechanics of IPOs, mergers, and 
restructuring transactions. 

FINANCE MANAGEMENT 

 

Charlene Sullivan 
 
Professor Sullivan joined the Krannert faculty in 1978 after receiving her PhD in Management from 
Purdue University. Her main teaching interests are corporate financial management, financial 
institutions and markets, and financial and managerial accounting. She was honored in 1993-94 and 
1987-88 with the Outstanding Undergraduate Teacher Award, and in fall 1993 she received the Most 
Effective  Master’s  Program  Teacher  Award,  all  from  within  the  Krannert  School.  She  is  a  two-time 
winner of the Salgo-Noren Awardand received a Teaching for Tomorrow Award from Purdue. She 
has taught in numerous programs offered through the Krannert Executive Education Programs and 
by the Center for Agri-Business. Her current research interests are personal bankruptcy, the 
evolution of cost management systems in manufacturing firms, and capital budgeting processes. 
Professor Sullivan serves on the board of directors of the Federal Reserve Bank of Chicago. She also 
serves on the boards of the Academy of Financial Services, the Midwest Finance Association, 
Lafayette Family Services, Inc., Home Hospital, Oak Ridge Mutual Fund, and the Lafayette 
Consumer Credit Counseling Services. Professor Sullivan has authored numerous publications 
dealing with credit quality, tax reform, deregulation, credit cards, and the structure of consumer 
credit markets. 
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This module focuses on problems of marketing management in the 
modern corporation. Primary emphasis will be placed on cases of 
success and failure in analyzing the market and formulating strategic 
marketing decisions, as well as their implementation thru the use of 
tactical marketing tools. Throughout the development of the course, 
the following topics are going to be covered: 

 Market Structure Analysis 
 Value Proposition / Unique Selling Proposition / Brand 

Promise 
 Branding (Brand Management) 
 Conceptualizing Value: Segmentation – Targeting – 

Positioning 
 Designing Value: Product Design / Product Portfolio 

Management / PLC Management 
 Capturing Value: Pricing Decisions 
 Communicating Value: Integrated Marketing Communications 
 Delivering Value: Distribution Channels Management 
 Break-even Analysis for Marketing 
 Current Topics on Marketing 

The first four points belong to the so-called Strategic Marketing, 
whereas content from bullet point five to eight are the Tactical 
Marketing decisions. The current course will put emphasis on the 
Strategic side of Marketing. 
 

MARKETING MANAGEMENT 

 
 
Module Objectives 

 Familiarize participants with 
common issues facing 
Marketing managers of a wide 
array of industries 

 Develop in students the 
necessary skills and 
capabilities to analyze a 
marketing problem through 
the  customer’s  point  of  you,  
firm’s  objectives,  strategies,  
strengths and weaknesses 

 Improve  the  participant’s  
decision making ability as 
regard to marketing problems 

 Bring  students’  attention  to  
the fundamental mathematical 
analysis used when solving 
marketing problems 

Nicolás Kfuri 
 
 
Dr. Kfuri is Argentinean and Italian. He holds a Ph. D. in Business Administration from Cordoba 
National University, Argentina, and an MBA from Purdue University-GISMA Business School 
(USA-Germany). He has lived in Argentina, Germany, and Mexico, where he has worked as 
consultant   and   executive   trainer   in   projects   with   the   private   (MNC’s,   medium   and   small-sized 
enterprises, and family-run businesses) as well as the public sector. He also teaches at executive, 
graduate (MBA), undergraduate and e-Learning programs of universities in Asia, Europe, Latin and 
North America. He has worked with executives from more than 400 companies, representing more 
than 75 countries, from 5 continents. Dr. Kfuri acts as Advisory Board Member of different 
organizations, including companies, business incubators, business schools, and non-for-profit 
institutions. He is also Academic member of Marketing Science Institute, Academy of Marketing 
Science, and Decision Sciences Institute, as well as Member of the Review Board of Journal of 
Business Management. Dr. Kfuri is a member of the Honor Society Beta Gamma Sigma, and has 
been awarded the Outstanding Young Award by Cordoba Stock Exchange, Argentina. He 
contributes permanently with articles and as guest speaker to the media. 
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MANAGEMENT INFORMATION SYSTEMS 

 
Module Objectives 

 Understand why some firms 
are better able to convert their 
IT investments into business 
value and identify steps for 
successfully generating value. 

 Understand how to design 
enterprise-wide business 
processes and learn to debate 
alternative business 
architectures and their 
implications. 

 Understand the different 
classes of information 
technology and how to lead 
organizational change with 
those technologies. 

 Present an overview some of 
the emerging technologies. 

Karthik Kannan 
 
 
 

Karthik Kannan  is  an  Associate  Professor  at  Purdue’s  Krannert  School of Management.  He has been 

proposing  “design  for  instincts”  as  a  new  way  to  organize  businesses.    More  generally,  he  is  interested  

in organizations generating value from technology.  His research work has been published in several 

leading conferences and journals in the information systems area, including Management Science, and 

Workshop on Information Systems Economics. His thoughts have also received attention from the 

popular press such as Forbes.  He earned his Ph.D., Information Systems, M.S., Electrical and 

Computer Engineering, and M.Phil., Public Policy and Management all from Carnegie Mellon 

University. 
 

Information Technology (IT) is reshaping every aspect of our 
business world.  In  a  digital  economy,  if  IT  isn’t  helping  you  with  the  
way you operate, you are wasting your money.  Managing IT is 
particularly important since in many firms, IT is the single largest 
capital investment—often exceeding 50% of capital expenditures. 
However, many IT-based business initiatives (e.g. ERPs, mobile 
applications) fail to realize their expected business value, typically 
because management underestimates the level of commitment 
required to deliver on the potential value of new systems. 
Consequently those firms that learn how to identify value-adding IT-
based innovations and then successfully implement these innovations 
can generate significant competitive benefits. We will explore how 
with the help of IT some firms outperform their competitors. Case 
studies focus on the management and use of IT to lower cost 
structures, redesign business processes, establish new levels of 
customer service, inform decision makers, create new products, and 
empower consumers and workers. 
This course neither assumes nor requires a technical background. In 
fact, a mix of technical and non-technical participants offers a 
valuable opportunity for students to learn from one another. In many 
firms, a lack of mutual understanding between business and IT 
executives   limits   the   firm’s   ability   to   apply   IT   strategically.   This  
course offers an opportunity for both parties in such debates to gain 
experience communicating with managers with very different 
knowledge and perspectives. We will explore these issues via 
lectures/discussions, case studies, caselets, debates, and group 
presentations. Assessment will be based on contributions to class 
learning, case analyses, and a project. 

 



 

 

 
 
 
 
 
 
  

SAHARA Group was founded with the aim of 
creating value added services by combining a wide-
range of professional skills and business experiences of 
team members and their network for the business 
society of the regions in which Sahara Group operates. 

TRAINING  We organize executive training for executive/corporate managers and 
various other top professionals. These trainings are held throughout the year at various 
locations. We engage instructors from universities together with experts from industry 
with real-world experience. 

 

TRADING  SAHARA Group facilitates the conduct of business and trade between companies 
in Turkey and other regions in which we operate. We have access to key decision makers, 
providing critical market information from market players and access to top decision-making 
authorities. 

 

BUSINESS DEVELOPMENT As   Sahara   Group,   we   are   able   to   make   ‘the   business  
development’  happen   in  a  sufficiently   large  region  for  a  wide  range  of  sectors  through  careful  
analyses and professional handling of business development needs.  

TOURISM  For our international guests (customers, clients, investors, solution partners), we 
can provide complete travel arrangements, such as hotel booking at corporate rates, airport pick-
up/drops, car-rentals with professional drivers, sightseeing (inside/outside Istanbul) tours, 
providing guides that are proficient in the native language of the customers.  

 

CONSULTANCY  We provide consultancy in various fields such as corporate management, 
municipality services, ISO standards management systems, IT & Telecommunications (ICT) and 
investment opportunities. 

Ömer  Avni  Mahallesi,  Hacı  İzzet Paşa Yokuşu, No: 9/4 
(Huzur Apt,), Setüstü - Kabataş, Beyoğlu, Istanbul, Turkey 
 
Tel:  +90 212 245 75 26 
Fax: +90 212 245 75 38 

Training:  mini-MBA@saharagroup.com.tr 
training@saharagroup.com.tr  

Tourism:  tour@saharagroup.com.tr  
General:  info@saharagroup.com.tr  
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