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With offshoring becoming as ubiquitous as the Post-it note, 
the Carlson School of Management’s India Seminar is

providing students with an opportunity to stay ahead of the curve. 
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“In the future, it may be best for your
marketing department to be in the
United States, your IT to be in India, and
accounting in the Czech Republic,”
observes MBA student Mitch Helle-
Morrissey, who was one of 25 students to
participate. “The seminar helped me
envision what’s necessary for creating a
global business that uses resources from
anywhere in the world.”

The India Seminar begins on campus
in the fall, using traditional classroom
methods to expose students to the
challenges of managing across boundaries
and distance. During its final two weeks,
the program moves to New Dehli and
Bangalore, two of India’s hubs for global
business for an up-close education on
what offshore outsourcing looks like,
what it does for a company, and what it
means for the local community. Students
will return this January for the seminar’s
second trip.

“Ten years ago Bangalore was a
retirement community,” says seminar
participant and MBA student Sridevi
Srivatsan, a native of India who lives in
Edina, Minnesota. “Now, the demograph-
ics are completely different. There are
acres and acres of new office buildings,
malls, restaurants, and upscale housing.”

Mani Subramani, an associate profes-
sor of information technology at the
Carlson School, developed the seminar.

He realized how critical it was for his
students to understand the issues related
to outsourcing and be prepared to 
deal with it in our increasingly global
economy.

“I was teaching a master’s course on
managing and IT (information technol-
ogy), and over the last couple years, I
kept getting the idea that students didn’t
appreciate the complexities of the
changing economy—specifically IT,”
Subramani says.

Much of the work being done through
offshore outsourcing is in IT, and that 
is what most of the general public is
familiar with. The media has extensively
covered the fact that oftentimes a com-
pany’s 24-hour help lines or 411 operators
are actually working in a country on the
other side of the world. But there is a
wide range of activities that can benefit
from this practice, says Subramani, and
that is what he wants his students to
realize.

The focus of the seminar’s field
component is visiting with senior
managers at about a dozen outsourcing
firms of various sizes. The outsourcers
range from call center providers to
research and design facilities. “Through
the on-site visits, I learned what happens
behind the scenes day-to-day,” says
Srivatsan. “I have a better understanding
of how the internal policies and practices
of outsourcing providers affect the U.S.
companies that hire them.”

A senior database administrator for
data storage provider Seagate, Srivatsan

Perteet McSween spent two weeks in Bangalore
through the Carlson School of Management’s
India Seminar. (The photo above was taken
outside the Maharaja’s palace in Mysore, a town
about 200 miles from Bangalore.)
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is seeing immediate benefits to her
employer and her career. “I already work
with one offshore team,” she says. “And 
I want to expand my involvement to
multiple offshore teams.”

Clearly, seminar participants come
away with a wealth of insights. For some,

Welcome Anne 
D’Angelo King

Michael Houston, interim dean and
International Programs associate dean,
has named Anne D’Angelo King as the

new director of
International
Programs. King 
will oversee all
graduate-level global
study, faculty
research and
teaching exchange
programs, Global
Executive MBA
programs, and
several undergradu-
ate study-abroad
programs. 

“With her extensive experience in
program development, management,
and evaluation coupled with her deep
exposure to cultures in multiple parts of
the world, Anne brings an outstanding
blend of skills to our office that will
expand the direction of the Interna-
tional Programs office to increase our
short-term study-abroad offerings 
and to further the integration of our
Global Executive MBA programs,” 
said Houston.

King previously served as a 
program director at the University of
Minnesota’s College of Continuing
Education. King’s experience includes
work with government agencies dealing
with international relations in Washing-
ton D.C., at the U.S. Embassy in the
Republic of Georgia, and as an English
instructor in Tokyo, Japan. King earned
a bachelor’s degree in English literature
with a minor in philosophy from St.
Michael’s College in Vermont. She
earned a master’s degree at the Univer-
sity of Minnesota in educational policy
and administration with a specialty 
in comparative and international
development education. She is
currently pursuing her doctorate in 
the same field. 

International Programs also
welcomes Joe Mosher, the new coordi-
nator of student exchange programs,
and Rita Murray, the new associate of
global enrichment electives programs. 

Anne D’Angelo
King, director of
International
Programs

INDIA, continued

Global giving 

As CEO of Mate Precision Tooling, Dean Sundquist, ’83 MBA, has experienced the
global economy first-hand. The Anoka-based Mate boasts sales offices in 
Germany, Sweden, Malaysia, and the United Kingdom, as well as a small

manufacturing division in Germany. “We
started the offices to serve our dealers in
international markets,” says Sundquist. 

Sundquist’s interest in internationalism
led him to host China Executive MBA
students from the Carlson School on a 
tour of Mate. Top-level executives led the
students on a detailed tour of the high-tech
plant, where lasers help create tooling for
punch-presses. “They were a very impressive
group,” Sundquist says, citing their sharp
questions and impressive credentials. 

The Dean and Amy Sundquist Global
Scholarship will recruit top candidates to
the Carlson School’s MBA program by
ensuring them the resources to participate
in an international program. Sundquist’s
generosity ensures that future MBA
candidates will develop the skills to
negotiate the global economy. 

there’s also a new academic bottom line:
Learning to manage across cultures and
time zones isn’t optional anymore. 

“International management courses
are no longer auxiliary,” says Helle-
Morrissey. “They’re now a core element
of staying competitive in a global world.”

New global course offering
Students majoring in accounting can have difficulty finding a good study-abroad

program, as their coursework focuses on U.S. laws and regulations. Now, the Carlson
School will offer students an invigorating opportunity to take the functional core
accounting course (ACCT 3001) in Argentina. 

Senior Lecturer Charlie Caliendo will lead 11 Carlson Undergraduate Program
students to Buenos Aires, the capital of Argentina, where they will examine the
international perspective of managerial accounting. The course begins with a Fall Term
B course at the Carlson School to develop an understanding of terms, concepts and
skills for managerial accounting and to prepare for Argentina. In January, the students
will travel to Argentina, where they will visit a variety of companies and talk to
business professionals about local accounting practices. The course will introduce
students to the design and use of costing systems to support key operating and
strategic decisions of business firms, as well as a special emphasis on the role of
management accounting in decision-making in business.across the United States and
Latin America. 
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Carlson School
Executive MBA
programs get top
rankings 
A recent survey of 10 Chinese
media organizations ranked
the Carlson School’s China
Executive MBA program as
the best joint executive MBA
Program in China. 

According to the survey,
which queried 4,000 Chinese
media members, the Carlson
School program earned top
honors thanks to its use of a
global team of faculty, global
management instruction, and
strong alumni networking
opportunities. 

In addition, the Frankfurter
Allgemeine Zeitung (FAZ)
ranked the Carlson Vienna
Executive MBA program
number one in terms of
student satisfaction in Austria,
Germany, and Switzerland.

Warsaw Executive
MBA celebrates 10
years of success

This fall marks the 10th
anniversary of the Warsaw
Executive MBA program, a
joint partnership program
between the Carlson School
and the Warsaw School of
Economics. To date, the
program has graduated 345
Warsaw Executive MBA
candidates and was ranked
number one among executive
MBA programs in Poland by
BusinessWeek Polska in 2002. 

MBA alum receives
Fulbright
Scholarship

“My value to employers has
increased as I have proven my
ability to perform in diverse
and challenging environ-
ments,” says Robert Strand,
’03 MBA. As a Fulbright
scholar in Trondheim, Norway,
Strand is working to bench-
mark various positive environ-
mental and social practices
employed by the Norwegian
business community as a
component of his global
business ethics research
project. Later, he will present
his findings and recommenda-
tions to a larger business
community dedicated to
fostering leaders committed to
international cooperation and
responsible business practices. 

Strand credits his rich
experiences abroad with
yielding him profound
opportunities since gradua-
tion, and he calls scholarship
awards “critical” to this
success. Strand learned to
navigate cultures and varying
business environments as a
participant in the Interna-
tional Program’s ethics semi-
nar in London and Brussels;
the business and environment
seminar in Costa Rica; and 
a semester exchange to 
HEC-France. 

And these days, his
employer values his interna-
tional initiatives to the extent
that senior management
granted him over a year of
academic leave to pursue his

Fulbright research. He says, “I
continue to remain engaged
with Guidant even while
abroad, and we’re presently

working on the implementa-
tion of a best practice found
through my participation in
study-abroad programs.”

Carlson School student selected for MBA
Enterprise Corp

Michael Murrell, ’02 MBA, is a current participant in the
MBA Enterprise Corp., a division of the Citizens Development
Corp. Volunteers normally work in Eastern European countries
or former Soviet republics, where they assist the developing
countries by working with small- and medium-sized enterprises.
Each year, second-year MBAs and recent graduates from the top
52 U.S. business schools are selected for this opportunity, which
includes months of training and a year of work. 

Murrell, whose interest in the MBA Enterprise Corp. was
sparked by his participation in the Vienna seminar, works in
Bucharest, Romania with an organization on enterprise develop-
ment strengthening (EDS), which is managed by a consortium 
of different finance and consulting organizations. Following a
two-month language course, Murrell will work there for a year 
to develop and strengthen the Romanian tourism industry in a
specific region of the country. He will also develop market
research to be used by the Romanian government in develop-
ment of a long-term national tourism strategy. “This experience
provides an exposure to business in developing economies that
goes beyond what is captured in short-term programs,” says
Murrell. 

Interested candidates should contact International Programs
before March 2006.

Upcoming scholarship opportunities and deadlines
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SCHOLARSHIP

DeRoy global enrichment 
elective

Townley memorial  

CRITERIA

For graduate students 

For graduate students 

AWARD / APPLIED TO

$1,000 / Ethics seminar and Vienna seminar 

$2,500 / Carlson School semester exchange program 

APPL. DEADLINE

Dec. 1, 2005 

Feb. 28, 2006 

Michael Murrell, ’02 MBA
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1. Recognize mutual dependencies
The economies of the United States

and China are interdependent. “China
has been a source of inexpensive labor 
for a growing number of multinational
companies, who use the savings on 
new product development and brand
building,” Zhao said.

“We’re dependent on China for
washing machines, refrigerators, and
socks,” Shaver said. “Many of our
branded products are made in China.
Lower prices have allowed us to have and
consume goods that we couldn’t afford
without the Chinese economy. The trade
deficit numbers say we’re buying more
goods from them than they’re buying
from us, but they’re still buying many
goods.”

“Interestingly, in 2004, nearly 60
percent of China’s $561 billion exports
were from foreign-invested companies,”
said Zhao. “Part of the trade surplus
becomes the $200 billion U.S. Treasury
bonds financed by China, which keeps
the interest rate low in the U.S.”

The Chinese are demanding more oil,
which has led to an increase in the price,
because supply has remained relatively
constant, Shaver said. You can’t blame
the Chinese. “Our consumption of goods
made in China also drives up the price 
of oil: it creates demand,” he said. “It’s
true that we’re paying more at the pump
to fuel China, but we’re buying the
goods, too.”

In addition to consumers, local
businesses benefit from a relationship
with China. 3M’s largest revenue growth

is coming from emerging markets, with
China being the largest, Shaver said. In
2003, increased demand for steel in
China led to a revival of Minnesota’s iron
range, where iron mining was disappear-
ing. Evtac mining company became
United Taconite, under new ownership
by Ohio-based Cleveland Cliffs Corp.
and Chinese steel maker, Laiwu.

2. Learn from the Japanese
In the mid-1980s America and other

industrialized nations were worried that
Japan would gobble up real estate and
wealth through foreign investments and
acquisitions. That didn’t happen, but
today many people are looking at China
with similar concerns.

In a 1997 study conducted by Shaver,
he found that 25 percent of foreign
investments in the United States failed
within five years. Japan’s failed attempts
to take over MGM Studios and
Rockefeller Center are two examples.

“Because they buy these companies,
they aren’t going to necessarily be
successful,” said Shaver, who questions

some recent Chinese acquisitions. “We’re
in an extremely competitive marketplace
today. Companies pay huge premiums to
enter foreign markets, and they can’t
recover these if they fail.”

According to Shaver, Americans
should not fear a foreign takeover. 
“The level of foreign ownership in the
United States is half of what it is in most
industrialized countries in the world,”
said Shaver. The U.S. is the biggest
foreign investor in Greece, Guatemala,
Ukraine, Vietnam, and other countries.
The United Kingdom is the largest
investor in the U.S.

According to Zhao, Chinese compa-
nies are also learning from the lessons of
their Japanese counterparts. “Chinese
companies are hiring experienced
Western investment banks to do exten-
sive analysis prior to an acquisition.”

For example, when China MinMetals
sought to acquire Noranda Inc., one of
Canada’s oldest mining companies,
Citigroup was the exclusive financial
advisor behind the negotiations. Noranda
agreed to one-to-one negotiations with
MinMetals, but a combination of price
and concern on the part of Canada’s local
government broke down the negotia-
tions. Similarly, McKinsey and Goldman
Sachs are among the strong advocates in
Lenovo’s acquisition of IBM’s personal
computing division late last year.

In addition, unlike Japan, China is
open to foreign direct investment and, as
a result, American companies have
invested heavily in the country. Cumula-
tive U.S. investment in China is valued at
$48 billion, versus China’s $490 million
direct investment in the U.S., Zhao said.

3. Understand differences that benefit
both
Economic reforms and an opening up

of China to the global business world
have encouraged Chinese citizens to save
at very high rates, which is very different
from the low personal savings rates of
Americans. Under the reforms, some
businesses have been able to accumulate
capital and are looking for opportunities
to spend it through mergers and acquisi-

Five foreign investment tips for China
and the United States

China has grown at 9.5 percent a year for the past two decades
and recently captured the world’s attention with its newfound

wealth and high-profile foreign acquisitions. What should the
Chinese and Americans think about each other and how should they
pursue foreign investments in both countries? Professor Myles
Shaver and Assistant Professor Minyuan Zhao conduct research in
strategic management and organization at the Carlson School of
Management and offer five important answers.

Professor Myles Shaver and Assistant Professor
Minyuan Zhao
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tions, said Zhao. The Chinese seek
companies that can give them natural
resources they need to grow and the
brand advantages they need to remain
competitive in a global marketplace.

“Most of China’s acquisitions have
been in energy, electricity, and telecom-
munications, which are still monopolized
by the Chinese government,” Zhao said.
“Rather than buying steel, oil, or other
commodities from overseas suppliers, the
Chinese have a strong preference for
ownership. Sometimes they do it because
they distrust the marketplace. Other
times, they want to look good and enjoy
the headlines that come with high-profile
acquisitions.”

Zhao says this preference for control
is costly and not always in the best inter-
ests of China. “National pride plays a
huge role in some of China’s strategies.”
The money to pay for these acquisitions
is coming from the savings of millions 
of Chinese, either directly through the
Chinese stock exchange or indirectly
through the state owned banks. The
American investors get the premium.

The Chinese also have been pursuing
private mergers and acquisitions that
focus on developing their multinational
expertise. Late last year, Lenovo, the
number one Chinese computer maker,
acquired IBM’s personal computer
business. “They did this because IBM has
the experience in serving large corporate
clients and because the IBM brand
allows them to gain access to a more
sophisticated market segment,” 
Zhao said.

“For IBM, this is a chance for the Big
Blue to exit a low margin business and
focus on its more profitable server,
software, and service sectors. There is
also the possibility that, in the long run,
the deal may even help IBM to win
server contracts from Thinkpad users 
in China.”

In 2004, the Chinese conglomerate
TCL merged its television business 
with the TV business of France-based
Thomson, parent of the RCA brand. “I’m
not sure if this was in the best interest of
China,” Zhao said. “A 24-inch screen
RCA TV is selling for $150 at Circuit
City. How much can you gain from this?
What’s the research and development
capacity of Thomson? The Chinese have
been manufacturing TVs at a very low
cost; now are they going to ask the

French employees to work longer hours
and produce more TVs at lower costs?”

Zhao said many Chinese firms are
tired of working at one-percent profit
margins with serious pollution. Small,
private businesses are increasingly the
backbone of the Chinese economy.
“With links to Wal-Mart and other global
players, these small businesses produce
textiles, furniture, and many other prod-
ucts that people consume at low prices.

“But they do it with U.S. salaries of
about $800 per year, while the multina-
tionals keep huge profit margins,” Zhao
added. “For Chinese firms, the reason for
acquisition should be to upgrade their
R&D, manufacturing, and marketing, so
that the economy can enter a higher
level.”

4. Think globally, act locally
As China pursues more foreign

mergers and acquisitions to remain
competitive, what should the United
States do? Zhao thinks multinationals
based in developed countries should
embrace the changes and pursue strate-
gies that allow them to work with the
Chinese rather than against them.

“Take R&D for example. There’s so
much news about R&D outsourcing,
intellectual property rights violations,
and lobbying the Chinese government
for reforms,” Zhao said. “Waiting for
China to get rid of piracy is not going to
work for most firms. A more effective
way is to create new strategies for the
new environment. For example, firms 
can hire local talent to work on those
projects that can be integrated with their
internal resources to serve the global
market.”

General Electric, for example, uses a
global approach to speed up new product
development, said Zhao. “In a GE 
CT scanner, you may find software
programmed in India, diagnostic

technologies developed in Hungary,
imaging components from Israel, and flat
panels from China, all nicely integrated.
This is a much more efficient approach
to preventing counterfeiters, because no
one is able to put the whole puzzle
together better than GE.”

Zhao points to two reasons to do
research and development in a foreign
country: one is that the R&D center can
understand and respond to the local
market faster if it has business operations
there. The other is to take advantage of
local capabilities. “If the Russians have
engineering competence and the Indians
have computer software capabilities,
companies can produce better products
at lower costs.”

There are business advantages to
doing research and development in
foreign countries, said Shaver. A number
of foreign firms doing R&D in the
United States don’t make headlines. 
“For example, my research showed that
in the period of 1980-1991 there were 31
Japanese companies either conducting or
sponsoring pharmaceutical research in
the United States.”

5. Take advantage of complementary
areas of knowledge
“We’re in a global world and that’s the

way it is,” Zhao said. She is frustrated by
news reports that concentrate on the
narrowing gap between countries and
refuse to see a bigger picture. “We know
China and India will soon surpass the
U.S. in the number of engineering grads,
but American businesses can grow faster
and stronger with these forces. Do not be
alarmed; take advantage of this pool of
talent. The United States is still the
technology leader. ”

Zhao said Chinese companies have
much to learn from the way American
firms are organized and managed. “The
Chinese have areas of technical and man-
ufacturing excellence, but they can’t yet
put them together to reach the efficiency
needed to compete.” To remain globally
competitive, companies need not only
proprietary knowledge and resources,
which may be vulnerable to imitation,
but also an understanding of how to
efficiently transfer, integrate, and further
develop knowledge on a global basis. “In
the 20th century, knowledge was power,”
she said. “In the 21st century, the power
is in managing the knowledge.”

“In the 20th century,
knowledge was power. 
In the 21st century, the
power is in managing 
the knowledge.”
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the U.K. consumer in Germany and
France, but the reality is that each
country’s consumers like different
things,” she says. “It’s really about
growing with the consumer and finding
products that will fit their lifestyle.”

And flavor is only one of the many
ways a product needs to change from
country to country. “We have to
customize our foods not only by variety,
but by format. We even think critically
about the way a product looks.”

Fowler believes that Schwan’s success
in Europe has been driven by the
company’s willingness to adapt. “Our
dedication to innovation has set us apart
from our competitors,” she says. “Our
retail customers recognize that we
continually provide products that are 
on trend with their needs.”

Stacey Fowler, ’04 MBA, now
European director of innovation for the
Schwan Food Company, frozen desserts
and entrees have made great headway in
Europe, including Germany, where baked
goods can be considered a form of art.
“Believe it or not, the Germans are under
the same time constraints that we feel in
the U.S.,” she says. “German people are
starting to enjoy the convenience that
frozen foods have to offer.”

Nevertheless, satisfying the exacting
German palate with a frozen dessert is no
easy task. “Germans take their dessert
very, very seriously,” says Fowler. “These
types of preferences are a big challenge
for Schwan’s. And that’s why I’m here—
to help the process with our European
staff.”

For many American consumers, the
Schwan Food Company is known as the
neighborhood purveyor of Bomb Pops
and frozen fudge on a stick, delivered to
America’s front doors in the company’s
signature yellow trucks. What many
don’t know is that Schwan’s is one of 
the world’s largest manufacturers of
consumer food products. The company
sells well-known brands like Red Baron,
Mrs. Smith’s, Tony’s, and Freschetta. 

In the United States, Schwan’s varies
its products little from state to state.
Consumers in Ohio expect the same
thing from their frozen pizza as
consumers in Colorado. But the same
can’t be said for Europe, where a short
drive can transport you to a completely
different culture. 

The key to responding to this
challenge, says Fowler, is in knowing your
audience. Schwan’s conducts extensive
research to understand the needs and
desires of its customers. “You can try
selling a product that you’re making for

The ability to meet the needs of its
customers has helped Schwan’s corner
the market on frozen pizzas in the U.K.
and become one of the strongest frozen-
food competitors on the European
continent.

Fowler came to Schwan’s after
graduating from North Dakota State
University with a bachelor’s degree in
food science. As she ascended in the
company, she led several manufacturing
facilities and oversaw a handful of new
products entering the market. In 1998
she transitioned to a marketing role in
the company’s consumer brands division.
Her career at Schwan’s has been dotted
by international experience; she was
frequently sent to Europe to manage
relationships with the company’s
equipment suppliers.

When she entered the Carlson
School’s Executive MBA program in
2002, Fowler was a senior new product
manager for several of the company’s
brands, and was instrumental in
launching Freschetta, one of Schwan’s
best-known frozen-pizza brands. Her
experiences in the Executive MBA
program helped her learn many of the
skills that would make her adept at
managing cross-cultural group dynamics
in Europe.

“In America, we’re taught to think
that there’s one right answer to a
problem. In Europe, a meeting tends to
center on debating an issue and develop-
ing a list of pros and cons for each
solution,” she says.

Fowler oversees a team of nearly 
50 people and manages new product
development and quality at Schwan’s four
European manufacturing plants—two 
in the U.K., one in France, and one in
Germany. Leading research and develop-
ment operations in Europe has been
Fowler’s opportunity to synthesize her
talents as a food scientist and a marketer
into a very satisfying role.

“I never imagined that I’d be here
doing this job,” she says. “I’m extremely
excited about the work I do and the
wonderful, diverse people with whom I
work.”

Schwan Foods goes global

In this era of global brands, how did a Minnesota food company
become a dominant force in European freezer cases? What self-

respecting European would opt for a packaged, frozen dessert in a
continent awash in legendary bakeries? Well, times are changing and
so are the dining habits of our neighbors across the Atlantic.

“You can try selling a product 
that you’re making for the U.K.
consumer in Germany and France,
but the reality is that each country’s
consumers like different things.”

—STACEY FOWLER, ’04 MBA
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Carlson School
faculty teach Global
Executive MBA
programs in summer
and fall
The China Executive MBA
program: 
John Anderson, operations and

management science
Chun Chang, finance 
John Fossum, human resources

and industrial relations
William Li, operations and

management science
Pervin Shroff, finance
Weidong Xia, information and

decision science

The Vienna Executive MBA
program:
Karen Donohue, operations

and management science
Chris Nachtsheim, operations

and management science

The Warsaw Executive MBA
program: 
Rich Arvey, human resources

and industrial relations
Norm Bowie, strategic manage-

ment and organization
Norm Chervany, information

and decision sciences
John Fossum, human resources

and industrial relations
William Li, operations and

management science 
Judy Rayburn, accounting
Aks Zaheer, strategic manage-

ment and organization
Sri Zaheer, strategic manage-

ment and organization

Global Enrichment
Electives participants
New Accounting 3001 students
Faculty: Charlie Caliendo

Undergraduate
Julie Abrahamzon
Bethany Baumer
Tracy Canton
Dominic Decoux
Christian Heinrich
Brandon Kiel

Todd Gustin
Mike Hoit
Amy Ilstrup
Josh King
Mahdad Majd
Sara Mancell
Joyce Meyer
Christina Morgan
Probir Mukerjee
Amanda Opsteen
Arvind Pachhapur
Ebbie Parson
Mike Salters
Jeffrey Yost 

Full-Time MBA
Eleanor Tesoro

Fall 2005 students at
partner universities
abroad 
MBA candidates

Italy – l’Universita Commer
ciale Luigi; Bocconi, Milan
Ann Emrick

Undergraduate

Austria – Wirtschaftsuniversität
Wien (WU),Vienna
Joseph Willenbring

China – Hong Kong University of
Science and Technology (HKUST),
Hong Kong 
David Chang
Trung Nguyen
Genva Tang

England – Manchester Business
School, Manchester 
Jonathan Nash
Grant Robinson
Dan Stern

France – L’Universitè Jean Moulin
Lyon 3, Lyon
Olivia Berget
Stephanie Graupmann

Italy – Università Commerciale
Luigi Bocconi, Milan
Krystell Cachon Escobar
Peter Lackner
Leah Lehmkuhl

Netherlands – Universiteit
Maastricht, Maastricht
Max de Groen

Christina Luah
Hailey McCarthy
Matthew Meyer
Jesse Parr
Rosalie Pike

Costa Rica seminar students
Faculty: Alfred Marcus

Part-Time MBA
Janice Anderson 
Rebecca Armitage
Nadine Babu
Brian Bade
Benjamín Balto-Bongard
Armaity Bilimoria
Ann Cadwallader
William Cowden
Sarah Curtis
Juan Figueroa
Chad Guillory
Daniel Gunderson
Elizabeth Hojan-Figge
David Johnston
Brian Kenady
Jeanne Kenady
Sarah Luttman
Heather Meix
Michael Moe
Casey Nelson
Jami Oxton 
Lowell Sandell
Matt Stockhaus
Joseph Tabolich 
Lauren Zeller

Human Resources-Industrial
Relations
James Malley
Suzanne Ostvig
Tyree Zapata

Full-Time MBA
Stephanie Malon
Takeyoshi Nishimura
Sarah Shanley

India seminar students
Faculty: Mani Subramani

Part-Time MBA
Brian Arneson
Niels Boetje
David Borrillo 
Robbie Burkhart
Christopher Fitzpatrick
Kristine Gerard
Christopher Gosselin
Gina Gossman
Mohit Goyal
Rohit Goyal

GLOBAL
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New Zealand – University of
Otago, Dunedin
Krista Schleicher

Singapore – Singapore
Management University (SMU),
Singapore
Ngoc Nguyen

Fall 2005 exchange
students studying at
the Carlson School 
Austria
Susanne Biermeir

Denmark
Erik Askvik, Marcus
Christensen, Lars Dahl,
Michael Dalsgaard, Peter
Simonsen, Mads Stolsgard

England
Stephanie Burnett, Laura
Pocknell

France
Alec Dilan, Cristele Dumas,
Charlotte Favre, Gregory
Gottlieb, Laure Issaurat, Jean
Baptiste Louis, Virginie Marsais

Italy
Valentina De Santis, Giovanni
Guglielmi, Paola Malucci,
Sergio Notariello, Federico
Pasquero, Davide Trinello

Japan
Yuji Takahashi

Netherlands
GuoQiang Li, Miriam Wilbrink

Norway
Tom Jandal, Anders Minaberg,
Sigmund Valaker

Singapore
Li Zhen (Joanna) Khoo, Yun
Xin (Sheena) Lye

Spain
Nadia Adria Dabbert, Jose
Xam-mar Capdevila

Sweden
Andres Palm, Emma Pettersson

Switzerland
Daniel Andres, Stephanie
Meyer, Christian Ruflin
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MONDAY

NOVEMBER 14

TUESDAY

NOVEMBER 15

WEDNESDAY

NOVEMBER 16

THURSDAY

NOVEMBER 17

Stories from India > 12:00pm - 1:00pm, Room 2-233
Carleen Kerttula will share her stories and observations of India’s country, culture, people, and
business climate with a slide show of pictures from her participation in the India Seminar, a 
Global Enrichment Elective. This is a brown bag event, so please feel free to bring your lunch and
international interest along! Refreshments will be provided.

Annual Autumn Reception-Kick Off > 4:00pm - 6:00pm, Carlson Atrium
The International Programs office will be hosting their annual autumn reception to kick off the
celebration of International Education Week. Invitation only, please!

Study Abroad Student Panel for Undergraduates > 12:00pm - 1:00pm, Room 2-224
Can’t decide between a semester abroad or a short-term study abroad experience? Come and 
learn about all of Carlson’s exciting undergraduate level study abroad opportunities. Snacks 
will be served.

International Internships & Work Opportunities > 12:00pm - 1:00pm, Room L-122
Have you ever thought about working abroad? Come and learn about the exciting opportunity 
to work in another country. The Learning Abroad Center will present on work, intern, and 
volunteer opportunities abroad. Snacks will be served.

Study Abroad Student Panel for Graduates > 5:00pm – 6:00pm, Room 1-136
Students tell all... Come and learn about all of Carlson’s exciting graduate level study abroad 
opportunities. Snacks will be served.

Festival of Cultures by GLOBE Student Association > 12:00pm – 1:00pm, Carlson Atrium
Come and join us in sampling delicious dishes from far corners of the globe. We will have 
vegetarian food as well.

International Movie Night: “Monsoon Wedding” > 6:00pm – 8:00pm, Room 2-207
Sit back, relax, armed with a bowl of popcorn, and enjoy a funny and insightful film from abroad. 
“The film celebrates a contemporary India never before seen on film.” Rated 4.63/5 stars and with
popcorn and beverages provided, this is a must see movie. Hope to see you there!


