Master in Business Administration Program
	Module
	Managerial Economics

	Code
	BMME5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite 
	None

	Evaluation
	50% Coursework (25% Individual Assignment, 25% Group Assignment)

50% Final Exam

	Objectives
	At the end of the course, students should be able to apply economics theory together with decisions science methodology to business and administrative decision-making.

	Synopsis
	The course discusses economic concepts and decision science methodology, which are necessary to help make effective decision in business and administration organisations. The course focuses on the application of microeconomic analyses to business and administrative problems. Topics include demand analysis, production and costs, and price-output determination under various market structures and pricing techniques.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	INTRODUCTION

Nature and Scope of Managerial Economics

      Managerial decision-making process

      Objective of the firm

Economic Optimization
      Marginal analysis in decision-making 
      Differential calculus

      Application of differential calculus to optimization problems

DEMAND AND FORECASTING

Demand Analysis

      Demand schedule and demand curve

      Demand function

      Price elasticity of demand

      Income elasticity of demand

      Cross elasticity of demand

      Other demand elasticity measures

Estimation of Demand

      Statistical estimation of a demand function

      Multiple linear regression model

      Problems in applying the linear regression model

      Nonlinear regression model

Business and Economics Forecasting

         Significance of forecasting

         Selection of a forecasting techniques

         Time-series analysis

         Econometric models
	40

	UNIT 2
	PRODUCTION AND COST

Production Economics

         Production functions

         Production functions with one variable input

         Determine the optimal use of one variable input

         Production functions with two variable inputs

         Determining the optimal combination of inputs

         Determining the cost-minimization production process

         Return to scale

Cost Analysis

         Short-run cost functions

         Long-run cost functions

         Economies and diseconomies of scale

         Cobb-Douglas production function

Estimation of Production and Cost Functions

         Statistical estimation of productions functions

         Statistical estimation of cost function
	40

	UNIT 3
	PRICING AND OUTPUT DECISIONS

Pure and Monopolistic Competitions

         A continuum of market structures
         Price-output determination under pure competition
         Price-output determination under monopolistic competition
Monopoly

· Sources of market power 
· Price-output determination for a monopolist 

· Regulated monopolist 
· Price discrimination
Oligopoly

· Interdependencies of oligopolistic industries 
· Ignoring interdependencies 
· Cartels and other forms of collusion 
· Profit maximization and division of output 

· Price leadership 
· Kinked demand curve model

Pricing Techniques and Analysis

· Value-based Pricing 
· Differential Pricing 
· Price Determination 
· Pricing of Multiple Products 
· Pricing of Joint Products 
· Transfer Pricing 
	40

	
	TOTAL
	120

	Reference
	Compulsory
	McGuigan, J.R., R.C. Moyer and F.H Harris (2002) Managerial Economics: Applications, Strategy and Tactics. 9th Edition, South-Western.


	Module
	Organizational and Business Management

	Code
	BMOM5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requiste
	None

	Evaluation
	50% Continuous Assessment
50% Final Exam

	Objectives
	At the end of the course, the students will be able to understand the concepts of decision making, planning, organizing, leading and control in an organization. The students will also be able to apply key management concepts in analyzing organizational situations, and develop effective strategies to solve these problems.

	Synopsis
	This course is an introduction to an overview of key concepts in management and organization theory. Its goal is to enable participants to understand the manager’s role, constraints, levers and opportunities within complex organizations. It stresses the use of behavioral science based on research and the formulation of systematic diagnoses, which in turn will lead to specific courses of action.

The purpose of the course is to introduce the students to the different aspects of organizational business management.  As a clear understanding of management approaches is critical to effectively manage an organization, this course takes the perspective of a manager who needs to plan, organize, lead and control.


	Module Structure
	Title / Topics
	Total Learning Hours

	UNIT 1
	MANAGEMENT TASK AND PLANNING

Management Task and Process

· The Management Task and Process

· Theories in Management

· Social Responsibility
· Ethics in Management
Planning and Decision Making

· Planning  Characteritics and Process

· Strategic Planning

· Plans and Planning Tools

· Management by Objectives

· Managerial Decision Making

· Decision Making Process and Conditions
	40

	UNIT 2
	ORGANISING AND MANAGING PEOPLE

Organising

· Organising definition and Process

· Organisation Theory

· Organisation Structure

· Span of Management and Scalar Relationships

· Responsibility, Authority and Delegation 

· Managing Human Resources 

· Organisational Change and Stress

Leading
· Power
· Communication

· Leadership

· Motivation

· Group Dynamics and Culture

· Understanding People Atitudes, Perceptions and Learning
	40

	UNIT 3
	CONTROLLING AND CONTEMPORARY ISSUES

Controlling

· Organisational Control

· Production Management and Control

· Information Technology in Management

Issues in Management

· Quality and Innovation

· International Management

· Knowledge Management
	40

	
	TOTAL
	120


	Module
	Accounting for Business Decision Making

	Code
	BMAC5203

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	None

	Evaluation
	50% Coursework (25% Individual Assignment, 25% Group Assignment)
50% Final Exam

	Objectives
	The objective of this course is to assist students in understanding the importance and use of Accounting Information in business decisions. At the end of the course, students should be able to apply the Accounting concepts and techniques that are fundamental to effective and efficient business decisions.

The course has three main objectives:

1. To introduce the basic framework of Management Accounting Information Systems in relation to business decisions; 
2. To understand costing and pricing principles and their relationship to profit planning and business problem solving.

	Synopsis
	The course is designed for business students without previous in-depth exposure to managerial accounting. Internal or managerial accounting system provides a unique information environment to assist managers in handling the tasks of planning, control and decision-making.

Today’s Management Accountants focus on the advisory and consulting services related to strategic planning, organisational control and broad business decisions. Their roles are not only tailored to costing, product pricing, asset and liability management, and investment analysis and performance evaluation but also extended to financial and business reengineering.

The type and nature of information supplied by the internal system of Accounting is rather flexible and customized to the needs of managers. It is also a dynamic function that evolves consistently as organisational changes occur. Parallel to the current trend in business, issues of global significance are heavily discussed and explored in this course.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	INTRODUCTION

Managerial Decisions
· The Management Process
· Nature of Decisions

· Information Needs of Managers

· Sources of Managers’ Information

· Organisational Infrastructure and Management Accounting

Management Accounting Information System (MAIS)
· Objectives of MAIS

· Operational Model of MAIS

· Management Accounting and Decision Making

Managerial Accounting
· Historical Perspective

· Technological Impact

· Ethical Issues

· Current Development
	40

	UNIT 2
	COST ACCOUNTING AND PRODUCT COSTING

Basic Concepts

· The Internal Value Chain Activities

· Product and Service Costs

· Period Costs

Manufacturing Costs
· Prime and Conversions Costs

· Costs Flow

· Cost of Goods Manufactured

· Costs of Goods Sold

· Application in the Service Sector

Understanding Cost Behaviour
· The importance of Cost Behaviour in Business Decisions

· Activity Cost Behaviour Model

· Separating Mixed Costs

· Managerial Judgement

Activity-Based Costing (ABC)

· Unit Product Cost

· Functional-Based Costing

· Product Cost Distortion

· Two-Stage Cost Assignment

· Customer and Supplier Costing

Job Order Costing (JOC)

· Nature of Job Order Costing

· Job Cost Sheet

· Flow of Manufacturing Costs

· Overhead Accounting

· Unit Product Cost

Process Costing

· Nature of Process Costing

· Sequential and Parallel Processing

· Flow of Manufacturing Costs

· Physical versus Equivalent units

· Production Costs Reports

· Cost Reconciliation

Cost Allocation: Support-Department
· Objectives of Allocation

· Single and Multiple Rates

· Direct and Sequential Methods

· Reciprocal Method
	40

	UNIT 3
	PLANNING AND CONTROL DECISIONS

Budgeting

· Purpose of Budgeting

· Master Budgeting and Components

· Financial Budgets

· Flexible Budgets

· Budgets and Managerial Responsibilities

Standard Costing and Variance Analysis
· Types of Standards

· Price and Efficiency Variances

· Variance Investigation

· Fixed Overhead Variances

Planning The Bottom Line
· Gross vs Contribution Margin

· Analysis of Cost, Volume and Profits

· Graphical Presentation

· Product-Mix Decisions

Cost-Volume-Profit Analysis
· Assumptions and Derivation

· Changes in CVP Variables

· Multiple-Product and Extension

· Conventional and ABC Analysis

Tactical Decisions

· Tactical Decision Models

· Relevant Costs and Applications

· Activity Resource Usage Model

· Pricing Decisions

Managerial Performance and Evaluation: 
Responsibility Accounting

· Responsibility Accounting Models

· Elements of Responsibility Accounting System

· Performance Measurement and Reporting

· Establishing Measures
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Hansen, D.R and M.M Mowen (2003) Management Accounting,  6th Ed. South Western  College Publishing.

	
	Additional
	Brandon, Ch.H. and R.E Drtina (1997) Management Accounting Strategy and Control, Mc Graw-Hill Companies, Inc.
Weygant, J.J D.E. Kieso, and P.D Kimmel (1999), Managerial Accounting: Tools for Business Decision-Making, John Wiley and Sons, Inc.

Zimmerman, J.L (2000) .Accounting for Decision Making and Control, 3rd, Ed., McGraw Hill Companies, Inc.


	Module
	Marketing Management

	Code
	BMMK5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	None

	Evaluation
	50% Coursework (25% Individual Assignment, 25% Group Assignment)

50% Final Exam

	Objectives
	At the end of the course, students should be able to: appreciate the importance of marketing in ensuring continued success of business organisations; understand the marketing process and its underlying concepts; develop and implement marketing plans and programs.

	Synopsis
	The course will cover the major aspects of marketing decision-making: role of marketing in business organisations; analysing marketing opportunities; developing marketing strategies; and implementing and controlling marketing effort. The course is interactive in nature: involving discussions, case analysis and assignments.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	UNDERSTANDING MARKETING AND MARKETS 

Understanding Marketing 

    Defining marketing

    Evolution of the marketing concept

    Customer value and retention

Analysing Market  
         Analysing marketing opportunities
        Understanding markets and buyer behaviour
        Understanding competition
	40

	UNIT 2
	DEVELOPING MARKETING STRATEGIES 

Segmenting Markets

     Segmentation and market orientation

     Identifying market segments

     Forming segments

     Selecting segmentation strategy
Positioning

· Positioning process 
· Developing positioning strategy 
· Evaluating positioning effectiveness 

Developing and Managing Products

· Developing new offerings
-          New product development process

-          Consumer adoption process
        Managing product offerings
-          Product mix decisions

-          Product line decisions

-          Brand decisions

Pricing Strategies and Programs

        Price setting process

        Price adaptation

        Initiating and responding to price changes
	40

	UNIT 3
	MANAGING AND DELIVERING MARKETING PROGRAMS
Designing and Managing Channels

        Channel design decisions

        Channel management decisions

        Channel dynamics

Designing and Managing Communication Effort

        Communication process

        Communication mix decisions
-          Advertising

-          Sales promotion

-          Public relations

-          Direct marketing

-          Personal selling

Implementation and Control

        Marketing organisation

        Marketing implementation

        Evaluation and control
	40

	
	TOTAL
	120

	Reference 
	Compulsory
	Kotler, P. (2003) Marketing Management.. 11th Edition, Prentice Hall.

	
	Additional
	Boone, L. E and Kurtz, D.L. (2004) Contemporary Marketing. 11th  ed., Thomson  Learning.


BMMF5103 Managerial Finance
INTRODUCTION

Finance is an exciting yet interesting, challenging and ever-changing discipline. With the emergence of liberations and globalisation, new technology and innovations have brought a profound impact on the financial practices and markets. Managers are concerned with acquiring, financing and managing the business assets under these changes. Thus knowledge on managerial finance is essential for managers to perform their financial duties.

COURSE OBJECTIVES

By the end of this course, you should be able to:-
· understand the key concepts in financial management;

· evaluate the financial performance and position of a company;

· evaluate the value of stocks, bonds and company; and 
· Analyse and determine the viability of a project.

COURSE SYNOPSIS

This course has been divided into three units. Each unit represents a major area in finance and it contains 4-5 chapters. 

Unit 1 introduces you to the key concepts in financial management which includes company financial statements and analysis, risk and return, and time value of money.

Chapter 1:
Introduces the various types of organisations, goals of the corporation and agency relationship.

Chapter 2:
Introduces and explains the purpose of balance sheet, profit and loss statement and cash flow statement.

Chapter 3:
Uses ratio analysis to evaluate the liquidity position, leverage, profitability and asset management ability of the company.

Chapter 4:
Introduces the parameters used in investment decision and discusses benefits of diversification.

Chapter 5:
Introduces the importance of time line, future and present values for both even and uneven cash flows.

Unit 2 involves securities and corporate valuation. This includes portfolio theory and asset pricing model, bonds and stocks valuation as well as corporate valuation and value based management.

Chapter 6:
Shows how portfolio return and risk are computed for the assets. The various factors affecting the portfolio risk are also explained. The popular asset pricing is presented and used to illustrate how the required rate of  return of an asset is determined.

Chapter 7:
Discusses the key features of bonds and their valuation. This includes bonds with semi-annual coupon and the impact on bond prices when there is a change in market interest rate.

Chapter 8:
Discusses the legal rights and privileges of shareholders and stocks valuation.

Chapter 9:
Discusses the corporate valuation model, value-based management and corporate governance as well as shareholder wealth.

Unit 3 demonstrates the techniques of evaluating capital investment, estimating future cash flows, cost of capital and making capital structure decisions.

Chapter 10:
Demonstrates the techniques used in determining the cost of debt, preferred shares and common stocks. Weighted average cost of capital is then computed.

Chapter 11:
Discusses the importance of capital budgeting, project classification, capital decision rules and the various methods for evaluating projects viability.

Chapter 12:
Focuses on estimating relevant cash flows and discusses the effect of tax and inflation on cash flows.

Chapter 13:
Discusses target capital structure, business and financial risks optimal capital structure and capital structure theory.

REFERENCES

Main Reference

Eugene F. Brigham & Michael C. Ehrhardt (2002), Financial Management: Theory and Practice Tenth Edition, South- Western. 
Additional References

Lasher, W.R. (2000), Practical  Financial  Management,  Second Edition, South-Western Thomson Learning. 

Ross, Westerfield &  Jaffe (2002), Corporate  Finance, Sixth Edition, McGraw Hill.

Peirson, G, Rob Brown, Easton, S, Howard, P, (2003), Business  Finance, Eight  Edition, McGraw Hill.

COURSE EVALUATION

Course evaluation consists of two components, continuous evaluation and final evaluation (examination).

(a)
Coursework

: 
50%
(b)
Final Examination
:
50%

BMLW5103 BUSINESS LAW
 

INTRODUCTION

Business Law is one branch of laws which is very important in the legal system of this country. It does not confine only as an academic subject but it has a strong influence on the life of everyone in the business world. Emphasis is given to the discussion on the general principles of Contract Law in Malaysia since the principles are applicable to all types of contract; and the discussions also include the Law of Contract of Agency, Partnership, Sales of Goods and Hire Purchase.

COURSE OBJECTIVES
By the end of this course, the student should be able to understand:

         the important elements in the formation of contracts.

         the principle of laws in the formation of different types of contracts.

         the rights and obligations of the contracting parties.

         the circumstances under which the contracting parties shall terminate the contracts and the remedies available for such termination.

COURSE SYNOPSIS

This course is divided into three units.

Unit 1: Provides the students the understanding to the Law of Contracts that becomes the basis to other different types of contracts.

Chapter 1 :
Discusses the principles of law on proposal and acceptance, as the first important elements towards the formation of a contract.

Chapter 2 :
Discusses the element of consideration, without which a contract is void.

Chapter 3 :
Discusses the principles of law relating to the intention to create legal relations and terms of contract.

Chapter 4 :
Discusses the capacity of parties to enter into a contract.

Chapter 5:
Discusses the importance of entering into a contract with free consent and the vitiating factors which affect the validity of a contract.

Chapter 6 :
Discusses the kinds of unlawful and void contracts.

Chapter 7 :
Discusses the circumstances under which the contracting parties shall terminate the contract and the remedies available upon such termination.

Unit 2:  Provides the students the understanding to the Law of Agency and Partnership.

Chapter 8 :
Discusses the various ways of creating an agency contract.

Chapter 9 :
Discusses the duties of agent and principal and the authority given to the agent, without which there will be a breach of warranty of authority.

Chapter 10 :
Discusses the effects of contracts made by agents on behalf of the principal.

Chapter 11 :
Discusses the ways of terminating an agency contract.

Chapter 12 :
Discusses the meaning and nature of partnership, the formation and duration of partnership and types of partner.

Chapter 13 :
Discusses the relations of partners to outsiders in terms of their power to bind the firm, their authority and liabilities.

Chapter 14 :
Discusses the relations of partners to one another in terms of their rights and duties and the partnership property.

Chapter 15 :
Discusses the circumstances under which a partnership contract can be dissolved.

Unit 3:   Provides the students the understanding to the Law of Sale of Goods and  
  Hire Purchase.

Chapter 16 :
Discusses the nature and formation of Contract of Sale of Goods.

Chapter 17 :
Discusses the implied terms in the Contract of Sale of Goods which are very important as implied by the statutes in the Sale of Goods Contract.

Chapter 18 :
Discusses the transfer of property in goods, particularly the importance of the rules relating to passing of title.

Chapter 19 :
Discusses the rules relating to the Performance of Contract of Sales of Goods i.e., place and time of delivery and ways of delivery.

Chapter 20 :
Discusses the available remedies for breach of Contract of Sale of Goods

Chapter 21 :
Discusses the formation and contents of Hire Purchase Agreements

Chapter 22 :
Discusses the protection given under the law of Contract of Hire-Purchase to the Hirers and Guarantors

Chapter 23 :
Discusses the statutory rights and obligations of the Hirer.
REFERENCES

Main Reference:

Wu Min Aun & Beatrix Vohrah, Commercial Law in Malaysia, Longman, 1986.

Additional References

A.G. Guest, Anson’s Law of Contract, Oxford University Press, 26th ed., 1988.

Shaik Mohd. Noor Alam S.M. Hussain, Undang-undang Komersil Malaysia, Dewan Bahasa & Pustaka, 1995.

Salleh Buang & Nordin Torji, Undang-undang Kontrak di Malaysia, Central Law Book Corporation Sdn. Bhd., 1995.

Lee Mei Pheng, General Principles of Malaysian Law, 3rd ed., Penerbit Fajar Bakti Sdn. Bhd., 1997.

Lee Wai Wah, Malaysian Business Law, Central Law Training (Asia) Sdn. Bhd., 1999.

Harlina Mohamed On, Ruzian Markom & Rozanah Ab. Rahman, Prinsip Undang-undang Perniagaan di Malaysia, Kumpulan Usahawan Muslim Sdn. Bhd., 1999.

COURSE EVALUATION
(a) Coursework

:
50%
(b) Final Examination
:
50%

	Module
	Organizational Behavior

	Course Code
	BMOB5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 credits

	Prerequisite
	----

	Evaluation
	50% Coursework

50% Final Exam

	Course Objectives
	The course aims to (a) familiarize students with the basic concepts and principles of organizational behavior; (b) increase students’ understanding of the influence of human behavior on organizational functioning; ( c ) provide students with the opportunity to integrate and apply what has been learned; and (d) develop students’ managerial skills in the areas of communication, decision making, conflict resolution, negotiations, and teamwork  

	Course Synopsis
	This course provides students with an understanding of the theory and practice of organizational behavior at three levels of analysis (individual, group and organizational) and the relevance of this field to managerial success.  Topics to be covered include individual differences, motivation, team dynamics, communication, organizational power and politics, workplace conflict, leadership, and organizational change. 

	Module Structure
	Topics                                                                                                                  Learning Hours

	Seminar 1

(1 Oct. 2005)
	INDIVIDUAL BEHAVIOR AND PROCESSES                     24

  Introduction to the field Org. Behavior  (Ch. 1)

  Individual behavior, values, and personality (Ch. 2)

  Perception and learning  (Ch. 3)

	Seminar 2

(22 Oct. 2005)
	  Workplace emotions and attitudes  (Ch. 4)                                          24

  Motivation in the workplace  (Ch. 5)

  Applied performance practices  (Ch. 6)

	Seminar 3

(12 Nov. 2005)
	TEAM PROCESSES                                                                                                24

  Decision making and creativity  (Ch. 8)

  Foundations of team dynamics  (Ch. 9)

  Developing high-performance teams  (Ch. 10)

	Seminar 4

(26 Nov. 2005)
	  Communicating in teams and organizations (Ch. 11)               24

  Power and influences in the workplace  (Ch. 12)

	Seminar 5

(3 Dec. 2005)
	TEAM AND ORGANIZATIONAL PROCESSES                         24

  Conflict and negotiation in the workplace (Ch. 13)

  Leadership in organizational settings  (Ch. 14)

  Organizational change  (Ch. 17)

	
	TOTAL                                                                                     120

	Textbook
	McShane, S.L. & Von Glinow, M.A. (2003).  Organizational Behavior (3rd ed.). New York: McGraw-Hill.  


	Module
	Business Research Methods

	Code
	BMBR5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	Accounting for Decision Making; Managerial Finance; Organisational Business Management; Marketing Management

	Evaluation
	50% Coursework (25% Individual Assignment, 25% Group Assignment)

50% Final Exam

	Objectives
	At the end of the course, students should be able to understand better on how to do research in the field of business studies. Students will also be able to understand better their understanding of the key elements and components in business research, processes of scientific research, research tools and techniques, and prepare research proposals and write research reports in the field of business studies

	Synopsis
	This course focuses on the research elements, components, and processes in scientific research, its purpose and importance. Various types of research, characteristics of scientific research, methods of reasoning, and hypothetico-deductive method are discussed. Formulating research problem, research objectives, theoretical framework, hypothesis, research design, data collection methods, scale and measurements, reliability and validity, data analysis methods, report writing and presentation are discussed


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	BUSINESS RESEARCH AND PROCESSES

Introduction to Business Research

         Types of  Business Research

         Importance of Business Research

         Ethics in Research

Scientific Research

· Scientific Research Characteristics

· Meaning of Theory, concepts and propositions 
· Scientific Method 
· Developing and Verifying Theories

Research Process

· Stages in Research Process 
· Hypothetico-Deductive Method

Research Problem and Proposal

· Nature of Business Problem 
· Process of Defining Research Problem 
· Research Proposal, Budget and Activity Plan
	40

	UNIT 2
	DATA COLLECTION & MEASUREMENTS

Secondary Data Collection Methods

· Purpose of Secondary Sources

· Advantages and Disadvantages 
· Sources of Secondary Data 
· Problems in Secondary Data

Primary Data Collection Methods

· Surveys 
· Method of Communication: Telephone, Mail, Self-Administered, Interview 
· Personal Interview 
· Observation Method

Measurements

· Measurement and scales 
· Reliability

· Validity 
· Attitude Measurement and Rating Scales
	40

	UNIT 3
	ISSUES IN DATA ANALYSIS & REPORT 

Questionnaire Design

· Questionnaire Design 
· Questionnaire Sequence 
· Pre-testing and Questionnaire Revision

Sampling

· Sampling Design 

· Type of Sampling 
· Determination of Sample Size

Data  Analysis

· Editing and Coding Process 
· Pre-testing Edit 
· SPSSx Programme

Business Statistics

· Descriptive Statistics 
· Bivariate Analysis: t-test, ANOVA, Regression 
· Multivariate Statistics: Factor, Discriminant, MANOVA, and Cluster 
· Non-Parametic Statistics: Mann-Whitney, Friedman, Kruskal-Wallis, and Wilcoxon-Match Pair

Report Writing and Presentation

· Report Writing Styles 
· Report Presentation
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Zikmund, William G., (2003), Business Research Methods, Southwestern Publishing –Thomson Learning

	
	Additional
	Cooper, D.R., and C.M. Emory, (1995), Business Research Methods, Englewood Inc.Richard D Irwin, 5th Edition

Kerlinger, Fred N., (1979), Behavioural Research: A Conceptual Approach, New York: Holt, Rinehart and Winston


	Name
	Information Technology for Managers

	Code
	BMIT5103

	Status
	Core

	Level
	Masters

	Credit Hours
	3 credits

	Pre-requisite
	None

	Evaluation
	50% Coursework (25% Individual Assignment, 25% group Assignment)

50% Final Exam

	Objectives
	This subject will provide students with an understanding of managerial functions, Information Technology Infrastructure and how Management Information System can help managers in executing their tasks. Besides that, students will be exposed to the usage of Information System in a digital firm. 

	Synopsis
	This course will discuss on organization and management, elements and infrastructure of Information Technology, Information System, types of computer based Information System and Organizational Information System used in organizational management. The concepts of knowledge management for building an effective Information System for digital firm also will be highlighted. 

	Subject Outline
	Title
	Learning Hours

	UNIT 1
	COMPUTER AS AN ORGANIZATIONAL INFORMATION SYSTEM AND SYSTEM THEORY 

· Introduction To Computer Based Information System 
· Introduction 
· Information Management 
· Information System Users 
· Manager And System 
· Data and Information 
· Using  IT For Competitive Advantage 
· Introduction 
· Firm and Their Environment 
· Advantages of  Competition 
· Information Source 
· Information System Manager 
· Strategic Planning 
· Strategic Planning for Information Source

· General Model for Firm 
· Introduction 

· Model 
· General System Model 
· Managing Hardware and Software Assets 
· Hardware and  Information Technology Infrastructure 
· Storage, Input and Output Technology 
· Types of Software 
· Tools for Software Development 
· Managing Hardware and Software Assets 
· Managing Data Resources 
· Organizing Data in a Traditional File Environment 
· The Database Approach to Data Management 
· Creating Database Environment 
· Telecommunications And Networks 
· The Telecommunication Revolution 
· Components and Functions of a Telecommunications System 
· Communications Networks 
· E-Commerce and Electronic Business Technologies 
· The Internet INfrastructure
	40

	UNIT 2
	COMPUTER BASED INFORMATION SYSTEM 

Accounting Information System (AIS)

         Introduction

         Definition  and AIS Model 

         Processing Tasks

         AIS Features

Management Information System (MIS)

         Introduction

         Definition and MIS Model 

         Organizational Information Subsystem Concept 

         Report Writing Software

         Mathematical Modeling

Decision Support System (DSS)

         Introduction

         DSS Concept

         DSS Objective

         DSS Model

         GDSS

         Concept and Contribution of  GDSS

Office Automation System (OAS)

         Introduction

         The Features of Office Automation (OA)

         OA Applications

        Word Processor

        Electronic Mail

        Teleconferences

        Facsimile Sending (FAX)

        "Desktop Publishing"

Expert System (ES)

         Introduction

         ES Model

         User Interface

         Knowledge Base

         "Inference Engine"

         Development Engine

         Introduction

         Definition and  EIS Model 

Executive Information System (EIS)

         Introduction

         Definition and EIS Model

         Marketing Information System (MKIS)

        Information

        Marketing Principles

        MKIS Model
	40

	UNIT 3
	KNOWLEDGE MANAGEMENT AND BUILDING INFORMATION SYSTEMS IN DIGITAL FIRM

· Managing Knowledge for The Digital firm 
· Knowledge Management in the         Organization  
         Information and Knowledge Work       Systems

         Artificial Intelligence

· Redesigning The Organization With Information Systems 
· Systems as Planned Organizational Change 
· Business Process Reengineering and Total Quality Management (TQM) 
· Understanding The Business Value of Systems and Managing Change

         Understanding the Business Value of Information Systems. 

         The Importance of Change Management in Information System Success and Failure

         Managing Implementation

· Information Systems Security And Control 
· System Vulnerability and Abuse 

· Creating a Control Environment 
· Ensuring System Quality
	40

	
	TOTAL
	120


	Module
	Strategic Management

	Code
	BMST5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	----

	Evaluation
	40% Project
10% Class participation
50% Final Exam

	Objectives
	The focus of the course is the strategic management process.  An understanding of the strategic management process will help in understanding competitive forces and in developing competitive advantages. 
The main objectives of the course are:-
a)      To expose the students to the concept of strategic comptetiveness 
 b)      To provide students with a framework to analyse an organization’s external environment 
 c)      To provide students with a framework to analyse an organization’s internal environment 
 d)      To equip students with tools and concepts to help develop appropriate strategies 
 e)      To expose students to issues relevant to the process of strategy implementation 

	Synopsis
	The course will start off by discussing the concept of strategic comptetiveness. It then will provide students with a framework to analyse an organization’s external and internal environment. Students will then be exposed to tools and concepts to help develop appropriate strategies and expose students to issues relevant to the process of strategy implementation.  A significant aspect of the course is case studies analysis where students, working in groups, will present their analysis of real problems faced by real companies in the area of strategic management. 

	Module Structure
	Title / Topics
	Total Learning Hours 

	UNIT 1
	· Process of Strategic Management
· Strategic Competitivensss
· Understanding the External Environment
· Understanding the Internal Environment
	40

	UNIT 2
	· Business Level Strategy 

· Competitive Dynamics 

· Corporate Level Strategy 
· Acquisition and Restructuring Strategies International and Cooperative Strategies 
	40

	UNIT 3
	· Corporate Governance 
· Organizational Structure and Controls 

· Strategic Leadership 

· Corporate Entrepreneurship and Innovation 
	40

	
	TOTAL
	120 

	Reference
	Compulsory
	Michael Hitt, R. Duane Ireland and Robert Hoskissonl, Strategic Management: Competitiveness and Globalization, 6th Edition, SouthWestern – Thomson Learning.

	 
	Additional
	


	Module
	Consumer Behaviour

	Code
	BMCB5103

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits 

	Pre-requisite
	Marketing Management

	Evaluation
	50% Coursework
50% Final Exam

	Objectives
	Upon the completion of this module, students would be able to:

1. Elaborate concepts and theories relevant in consumer behaviour.

2. Apply theories and concepts to the personal characteristics of individual consumer.

3. Interrelate internal and external factors to attitudes and personal characteristics of individuals.

4. Explain how personal characteristics and other influential factors can have an impact on buying process and decisions.

	Synopsis
	The consumer behaviour module provides a comprehensive understanding on the characteristics of an individual consumer, internal factors such as attitude, motivation, personality, perception and external factors such as family, reference groups, social and culture.

This module also aims to discuss how individual characteristics and external factors can influence the attitude and change in attitude of a particular individual, process of identifying problems, decision making process and also consumer purchasing decisions.

Issues of current and future consumer behaviour will also be discussed.

	Module Structure
	Title / Topics
	Total Learning Hours 

	UNIT 1
	Consumer as an individual

Introduction

· Scope of consumer behaviour
· Consumer research
· Segmentation
Motivation
· Relevant motivation theories
· Characteristics of dynamic motivation
· Types and needs system
Personality
· Characteristics of personality
· Personality theories
· Consumer personality
· Brand personality
· Self image
Perception
· Characteristics of perception
· Dynamic perception
· Consumer imagination
· Interpretation
Learning
· Learning behaviour theories
· Cognitive learning theory
· Measuring consumer learning
· Brand equity
Attitude
· What is attitude?
· Attitude structure models
· Formation of attitude
	40

	UNIT 2
	Consumer and Socio-Cultural Influences

Consumer and communication
· Components of communication
· Communication process
· Formation of communication pacification
Reference groups
· Understanding the power of groups
· Selective reference group
· Celebrity or other reference group
Family
· Family member socialization
· Other functions of family
· Decision making process
· Family life cycle
Social class
· Nature of social class?
· Measuring social class
· Lifestyle profiles of social class
· Social class mobility

· Social class and consumer behaviour

Cultural influences on consumer behaviour
· Understanding culture
· Learning culture
· Measuring culture
· Culture and consumer behaviour
Influence of sub-culture on consumer behaviour
· Nature of sub-culture
· Ethnic, religious and geographic sub-cultures
· Sub-culture and consumer behaviour
Cross-cultural Consumer Behaviour
· Cross-cultural consumer analysis
· Cross-cultural psychographic segmentation
· Alternative multinational strategies
	40

	UNIT 3
	Consumer Decision Making Process
Individual Decision Making

Group Influence & Opinion Leadership
· Consumer Influence
· Opinion Leadership
· Diffusion of innovation
Household Decision Making
· Family life cycle
· Family decision making

· Children as decision makers
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Shiffman, L.G., & Kanuk, L.L., (2004), Consumer Behavior, 8th Ed., Prentice Hall, New Jersy.

	 
	Additional
	Micheal. R. Soloman., (2002), Consumer Behraviour, International Edition, Fifth Edition, Prentice Hall International, Inc
Hawkins, D.I., Best, R.J., & Coney, K.A. (2001), consumer Behavior:  Building Marketing Strategy, 8th Ed., Irwin McGraw Hill, New York


Specialisation Marketing:-

	Module
	Marketing Research

	Code
	BMMR5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	BMMK 5103 Marketing Management

	Evaluation
	50% Coursework (25% Individual Assignment, 25% group Assignment)

50% Final Exam

	Objectives
	Upon completion of this module, students would be able to:

1. understand basic concepts, tools and techniques used in marketing research; and 
2. use the knowledge of marketing research in the formulation of marketing strategies and programs.

	Synopsis
	The course focuses on marketing research processes. Various types of research designs, data collection methods and statistical analysis will be discussed. Research designs such as exploratory research, experiments and test marketing will be discussed. Various forms of data will be discussed: secondary, standardised research services and primary data will be elucidated. The course emphasizes on wide range statistical tools that are available to a marketer. The course ends with deliberation on report writing and presentation.

	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	INTRODUCTION AND MARKETING RESEARCH DESIGN
Concepts, functions and scope of marketing research

· What marketing research is 
· Ethics in marketing research 
· The Marketing Research Process 
· Formulating Market Research Proposal 
· Research design 
· Exploratory, descriptive and causal research 
· Experiments 

· Test Marketing
	40

	UNIT 2
	DATA COLLECTION
Data Collection Method

· Qualitative versus quantitative research 
· Secondary data 
· Standardised information sources 
· Collection of primary data 
· Alternative data collection modes 
· Choice of particular method 
· Qualitative data collection method 
· Observation 
· Focus groups 
· Other qualitative research techniques 
· Survey Collection methods
Data Collection and Sampling Procedures 
· Measurement in marketing research 
· Designing data collection forms 
· Sample size, sample unit, and sampling frame 
· Data collection
	40

	UNIT 3
	DATA ANALYSIS AND REPORTING RESEARCH FINDINGS

Data Analysis

· Basic data analysis: descriptive statistics

         Preparing, processing and summarizing data

         Measures of central tendency

         Measures of variability

· Hypotheses testing

         Testing for differences among groups

         t-test and z-test

         analysis of variance

· Testing for associations among variables

         Cross-tabulation & Chi-Square analysis

         Correlation coefficient
· Predictive analysis

         Regression analysis

         Multiple Discriminant analysis

         Multiple analysis of variance
· Interdependence techniques

         Factor analysis

         Cluster analysis

         Multidimensional scaling

Reporting research findings

· Organising the written report 
· Presenting the report
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Burns, A.C. and Bush, R.F. (2003)  Marketing Research. 4th Edition, Prentice Hall Inc.

	
	Additional
	McDaniel, Jr, C. and R. Gates (1999).  Contemporary Marketing Research, 4th Edn. Cincinnati, Ohio, USA: South-Western College Publishing (International Thomson Publishing).

Jarboe, G.R. (1999).  The Marketing Research Project Manual, 4th Edn. South-Western College Publishing (International Thomson Publishing).


BMSV5103 Service Marketing
 

INTRODUCTION

Services marketing have become an important field in marketing due to the recognition of explicit differences between specific categories of services brought about by the diversity within the service sector and the broader differences between goods and services marketing.  The study of services marketing presumes that a generalized conceptual model would not suffice to cover marketing-relevant issues even within the sector what else to include the full spectrum of goods and services marketing.  To avoid misleading generalizations about services, you shall be exposed to different concepts, frameworks and analytical procedures that can best be used to examine and resolve the varied challenges faced by managers in different situations.   
COURSE OBJECTIVES

After taking this course, you should be able to:  
1. Appreciate the significance of the service sector in the economies of different countries. 

2. Understand the characteristics that make services different from goods and the challenges they posed to service marketers.  
3. Understand the forces and changes within the service sector that affect the nature of service competition.  
4. Explain service classification and the fundamental differences between the service types.  
5. Explain the underlying processes by which services are created and delivered. 

6. Understand the influence of service processes on marketing approaches.  
7.  Understand the role of customer contact on customer satisfaction and the importance of managing customer contacts. 

8. Explain customer behaviour in service settings by looking at how service characteristics affect customer decision making. 

9. Identify relevant segmentation variables for service organizations.  
10. Determine the importance of relationship marketing and its associated strategies.  
11. Understand the importance of complaint handling and managing service recovery. 
12. Explain the key concepts underlying competitive positioning strategy and apply the concepts to specific services marketing context.  
13. Strategically create the service product and add value in accordance with customer needs and requirements.  
14. Formulate pricing strategies. 
15. Develop, design and implement a customer education programme and a service promotion programme.  
16. Develop, design and implement a delivery system that complements and synergises with the service product.  
17. Understand the meaning of productivity and quality in a service context and their link to marketing strategy formulation.  
18. Enhance service value to customers by improving quality and productivity.  
19. Manage the balance between demand and capacity of a service.  
20. Manage customer waiting lines and reservations.
21. Understand the importance of managing people in service organizations.  
COURSE SYNOPSIS
This course has been divided into three units. Each unit represents a major area in services marketing comprising four to six chapters. 

Unit 1 introduces you to the key concepts in services marketing which includes a discussion on the distinctive aspects of service management, customer involvement in service processes, managing service encounters, customer behaviour in service settings, relationship marketing and complaint handling and service recovery.    
Chapter 1:
Explains the distinctive aspects of service management by highlighting the key differences in services marketing when compared to physical goods marketing.   
Chapter 2:
Discusses on service diversity and the importance of understanding the service process.  This chapter explains how customer involvement affects service processes.

Chapter 3:
Once you have understood the extent of customer involvement in service processes, you should then learn how to manage the service encounters for customer satisfaction.  This chapter highlights the role of the customers in the service operation, designing and managing the service as a system and managing service encounters.

Chapter 4:
Provides an understanding on the nature of service consumption, customer needs and expectation, the service purchase process, the service offering and customer behaviour at different points in the service experience.   
Chapter 5:
Discusses on the importance of targeting the right customers, market segmentation, creating and maintaining valued relationships and the quest for customer retention and loyalty.  
Chapter 6:
Explains the importance of complaint handling and the impact of service-recovery efforts on customer loyalty and customer satisfaction.  This chapter also provides a discussion on customer-complaining behaviour.   
Unit 2 delves in detail on services marketing mix by focusing on value creation for competitive advantage.  This unit provides a clear explanation on how customer value can be created through service positioning, service offer, pricing and customer education and service promotion.  
Chapter 7:
Discusses on the importance of service positioning in the quest for competitive advantage, how to create a competitive position, and the steps in developing a positioning strategy.  

Chapter 8:
Explains the process in creating a service product, the importance of understanding the service offering, service blueprinting, service branding and new service development.   
Chapter 9:
Provides an understanding on the customer’s perspective on price, setting pricing objectives, formulating pricing strategies, setting the price and implementing the pricing strategy.   
Chapter 10:
Discusses on the role of marketing communication, the similarities and contrast in service marketing communication strategy versus that of goods marketing communication strategy and the marketing-communication mix for services.

Unit 3 delves in detail on the planning and management of service delivery.  The sub-topics of this unit include that of service delivery systems creation, value enhancement by improving quality and productivity, balancing demand and capacity, managing customer waiting line and reservations and managing people in service organizations.    
Chapter 11:
Explains the process in service delivery systems creation by looking into such matters as alternative scenarios for service delivery, exploring options for service delivery, place and time decisions, the physical evidence of the servicescape and the role of intermediaries.   
Chapter 12:
Discusses the various approaches to value enhancement by improving quality and productivity.  This chapter explains how productivity and quality strategies can be defined, integrated and measured, how service quality shortfalls can be identified and corrected and how customer-driven approaches can be deployed to improve productivity.   
Chapter 13:
Due to the inseparability of production and consumption of services, it is important that the ups and downs in service demand be managed.  This chapter highlights the importance of measuring and managing capacity, understanding the patterns and determinants of service demand and strategies for managing demand.    
Chapter 14:
Provides an appreciation and understanding on the importance of managing customer waiting lines and reservations.  This chapter explains the steps in minimizing the perceived duration of waiting,  how waiting times can be calculated, managing reservations and how you can focus on yield rather than capacity utilization. 

REFERENCES

Main Reference

Lovelock, Christopher, Jochen Wirtz and Hean Tat Keh.  2002.  Services Marketing in Asia.  Singapore:  Prentice Hall.  
Additional References

McColl, Jr., Kennedy. 2003.  Services Marketing:  A Managerial Approach.  Wiley.  
Hoffman, K.D.  and J.E.G Bateson.  2002.  Essentials of Services Marketing.  Second Edition.  Harcourt.

Kerin, R.A. & R.A. Petersen. 2001.  Strategic Marketing Problems:  Cases and Comments.  Ninth Edition.  Prentice Hall.  
Lovelock, Christoper.  2001.  Services Marketing.  People, Technology, Strategy.  Fourth Edition.  Prentice Hall International, Inc.  
COURSE EVALUATION

You shall be assessed in accordance with the following:

	
	Percent

	Presentation and participation
	10

	Case analysis
	10

	Group project
	30

	Final examination
	50

	     Total
	100


Case Analysis

1. This case analysis is to be conducted on an individual basis.  You are allowed to confer and discuss with your friends on the analysis but you are expected to submit your own written report.  Any identical wording, tables, graphs or sentence formulation across the different individual written reports shall be heavily penalized.  Each person is expected to write his or her own report and not plagiarized from a friend or other authors or sources.  In the case that two or more students’ reports are found to be relatively identical to one another, all involved shall be penalized equally.  
2. Read Case 5 on Giordano in Lovelock, Wirtz and Keh (2002, pp. 584-601).  
3. Analyze the case thoroughly based on the questions posed at the end of the case.  
4. Write a case analysis report of 2,000 to 2,500 words (excluding cover page, tables, exhibits, reference lists and appendices)  based on the analysis performed in (3).    
Group Project

1. This project is meant to be conducted in a group of three to four members.  You can select your own group. 

2. Once your group has been formed, please identify a service product or business that you are familiar with.  Familiarity with the product or business is important to ensure the richness and depth of your analysis. Before deciding to proceed with the service product or business, please ascertain that (a) you are able to secure detailed information on the service product or business and (b) you are allowed access to observe how the service is delivered to customers.   
3. Collect as much information as possible on the following:  
a)      Background of the proprietor(s) of the business 

b)      History of the business including its financial position

c)      Target market and profile

d)      The service features and offering

e)      The service processes

f)        The people element behind the service

g)      The physical evidence of the service

h)      Pricing of the service

i)        The place element behind the service

j)        The promotional element supporting the service

k)      Closest competitors 

l)        Strengths and weaknesses of the closest competitors

m)   Additional support materials such as photographs, maps, process flowcharts, etc.  
4. Write up the above information into a 4,500 to 5,000-words case study.  This constitutes Part A to the group project.  
5. Once you have completed Part A of the group project, proceed with Part B which is the case analysis.  Your analysis should be organized as follows:  
a)                  A short introduction to the case (100 to 150 words).

b)                  Key issue of the case (You are required to focus on value creation and/or enhancement of the service to better meet the needs of the customers).  
c)                  Alternative solutions.

d)                  Evaluation of the alternative solutions.

e)                  Recommended solution and justification.

f)                    Implementation plan that includes a contingency plan. 

There is no limitation on the number of words for Part B.  
6.   In the preparation of the group project report, you are expected to be ethical at all times particularly in borrowing other people’s ideas, thoughts and models. Avoid plagiarism in your work.  Once you borrow, adapt or modify an idea based on other people’s work, please ensure that the original authors or researchers are being cited in the body of the text and referenced at the end of your report. 

	Module
	Marketing Strategy

	Code
	BMMS5103

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits 

	Pre-requisite
	BMMK5103 Marketing Management

	Evaluation
	50% Course work

50% Final exam

	Objectives
	By the end of the course students are expected to understand investment and financing techniques of business organizations that are consistent with the tenets of Islam.

	Synopsis
	The course discusses investment and financing principles in Islamic business organizations.  Major topics discussed are: general limitations imposed upon Muslims, riba-free transactions and zakat; investment and financing tools such as shirka, mudharabah, capital budgeting etc., and Islamic Financial System.

	Module Structure
	Title/Topics
	Total Learning Hrs

	UNIT 1


	Basics of marketing strategy development
Introduction
· Market orientaiton

· Marketing strategy process

Situational Analysis
· Understanding customers

· Understanding competitors

· Understanding the market

Segmenting Market
· Market orintation & market orientation

· Identifying market segments

· Forming segments

· Selecting the segmentation strategy
	40

	UNIT 2


	Designing market driven strategies and programs

Market Targeting
· Market targeting strategy

· Targeting in different market environments

Strategic Positioning
· Positioning process

· Developing positioning strategy

· Determining positioning effectiveness

Markeitng Mix Strategies
· Strategic brand management
· Pricing strategy
· Relationship strategies

· Prmotional strategies


	40

	UNIT 3
	Implementing & controlling market driven strategies

Marketing Plan
· Role of marketing plan

· Contents of the markeitng plan

· Inmplementing the plan

Strategic Evaluation & Control
· Strategic marketing audit

· Selecting performance criteria

· Performance assessment

· Corrective actions
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Cravens, D.W. (2000), Strategic Marketing, 6th ed., McGraw Hill.

	
	Additional
	Bank Islam Malaysia Berhad, Islamic Banking Preactice:  From the Practitioner’s Perspective, Bank Islam Malaysia Berhad, (1994).
Saleh, N.A., Unlawful Gain and Legitimate Profit in Islamic Law:  Riba, gharar and Islamic Banking, Cambridge, 1986

Siddiqi, M.N., Partnership and profit sharing in the Islamic Law, Leicester, The Islamic Foundation, 1985


Finance:-
	Module
	Corporate Finance

	Code
	BMCF5103

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	BMMF5103 Managerial Finance

	Evaluation
	50% Course work
50% Final Exam

	Objectives
	Upon completion of this module, students would understand the relevant financial tools used in making investment and corporate financing decisions, apart from the other tools discussed under Financial Management.

	Synopsis
	This subject emphasizes on theoretical and practical aspects of corporate finance in the formation of corporate financial policies.  This subject is also an extension to Financial Management.  Special topics including capital structure policy and optimum dividend, agency theory, models of capital asset pricing, the extension of capital budgeting, corporate financing, interactions of financial decisions and investments will also be elaborated.

	Module Structure
	Title/Topics
	Total Learning Hrs

	UNIT 1


	Agency theory and extension of capital budgeting

Agency Theory
· Shareholders’ goals

· Managerial goals

· Divergence of goals

· Adjustments steps

Advanced Capital Budgeting Techniques
· Sensitivity analysis
· Scenario analysis

· Certainty-Equivalent

· Risk-adjusted discount rate

· Decision tree
	40



	UNIT 2

	Efficient markets, CAPM and APT
Efficient Markets
· Description

· Types of Market Efficiency

Capital Asset Pricing Model (CAPM)
· Markowitz’s Portfolio

· Capital market line

· Security market line

· Beta

Arbitrage Pricing Therory (APT)
· Single factor model

· Multiple factor model

· Difference between CAPM and APT
	40


	UNIT 3
	capital structure, dividend and mergers and acquistions
Capital Structure
· Financial Leverage

· MM proposition I

· MM proposition II

· Limitations of using debt

Extension of Dividend Policies
· Types of Dividend Policies

· Relevance of Dividend Policies

Interactions between Financial Decisions and Investment
· Adjusted present value (APV)
· Leasing

Mergers and Acquisitions
· Forms of acquistioins

· Synergy Effect

· Tactics to prevent acquisitions
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Ross, S.A., Westerfiled, R.W., Jordan, B.D (2001)., “Corporate Finance”, Mc Graw Hill.

	
	Additional
	Brealey, R. and S. Myers, (2003).  “Principles of Corporate Finance” McGraw-Hill, 7th Edition.

Copeland, T.E. and Weston, J.F. (2003), Financial Theory and Corporate Policy, 3re Edition, Addison

Smith, Jr. W.C (1990).  “The Modern Theory of Corporate Finance”, McGraw-Hill, International Edition


	Module
	Investment Analysis

	Code
	BMIA5103

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite
	BMMF5103 Financial Management

	Evaluation
	60% course work; 20% mid-term; 20% final exam

	Objectives
	This course aims to provide students with investment concepts, investment theories, techniques, analysis and valuations useful for successful investing. At the end of the course, students would be able to choose appropriate investment instruments available and manage for best return for possible.

	Synopsis
	This course discusses investment concepts, development of investment theory and pricing models, and analysis and valuations of securities.

	Module Structure
	Title/Topics
	Total Learning Hrs

	UNIT 1

UNIT 2

UNIT 3
	INVESTMENT CONCEPTS / DEVELOPMENT IN INVESTMENT THEORY

1. Investment Background

· Investment setting 
· Asset allocation decision

2. Risk and Return

· Measurement of return 
· Types and measurement of risk 
· Risk Return Relationship
3. Pricing Models

· Capital Asset Pricing Model (CAPM) 

· Arbitrage Pricing Theory (APT) 

· Multifactor Models 

· Efficient Market Hypothesis
VALUATION AND ANALYSIS OF  COMMON STOCKS

4. IPO market
5. Economic and Industry Analysis 

6. Company Analysis &  Stock Valuation Models 
7. Technical Analysis 

8. Equity Management Strategies
VALUATION AND ANALYSIS OF BONDS AND TRUST FUNDS

9.     Valuations of Bonds and Convertibles

· Pricing
· Yields
· Duration
· Management Strategies
10. Trust Funds

        Types of trust funds

        Performance measurement
	40

40

40


BMBM5103 :  Bank Management
INTRODUCTION
Banking is one of the important sectors in the economy.  Its function is to mobilise funds from providers to users. There are various types of financial institutions in the banking industry with commercial banks at the forefront as the main players. In Malaysia, as at end of 2003, commercial banks hold 40.3% share of the banking system’s total assets. The success of a particular commercial bank depends very much on how managers apply their managerial skills especially in asset-liability management. Deregulation, financial liberalization, financial innovation, globalization, and the rapid innovation in information communication and technology have significantly changed the financial and banking landscape.  Therefore, it becomes imperative for managers to be equipped with the latest management techniques and knowledge in bank management.
COURSE OBJECTIVES
 By the end of this course, you should be able to:
· understand the contribution of the banking sector in mobilising and creating wealth in the economy. 

· have a comprehensive view of the Malaysian banking system and the regulatory environment it operates in. 

· recognise the various functions in bank management. 

· identify factors that influence the stability and profitability of a bank. 

· differentiate the operations and the underlying  principles between Islamic and conventional banks.
COURSE SYNOPSIS

This course is divided into three units.  Each unit represents major area in bank management and is sub-divided into five chapters.
Unit 1 gives an overview of the Malaysian banking environment by focusing on the structure of the banking industry, functions and roles of banking institutions and describing the regulatory climate in which banks operate.
Chapter 1:
Provides a general description of the Malaysian banking structure, the relevant banking institutions, as well as the roles, functions and services provided by them.
Chapter 2:
Describes the underlying regulations, supervisory authority and banking   policies.
Chapter 3:
Discusses the changing nature of banking and the forces that are shaping the banking industry.
Chapter 4:
Presents and describes the components, structure and purpose of bank financial statements. 
Chapter 5:
Demonstrates the indicators used in measuring and evaluating bank performance.
Unit 2 introduces the importance of asset-liability management particularly in managing risk. This includes interest-rate hedging strategies and tools in used by banks today for dealing with bank exposure to such risk. The unit also explores liquidity and reserve management strategies and policies.
Chapter 1:
Describes the determinants and measurement of interest rates with emphasis on the goal of hedging in banking.
Chapter 2:
Introduces the concept and management techniques of GAP and duration in measuring a bank’s exposure to losses due to interest rate movements.
Chapter 3:
Discusses other bank management tools used to manage interest rate risk at banks, including financial futures contracts, option contracts, interest rate swaps, caps, floors and collars.
Chapter 4:
Examines the issues of liquidity planning, strategies for dealing with bank liquidity problems and measurement for estimating bank’s liquidity requirements.
Chapter 5:
Discusses reserve requirements imposed by the central bank. This includes calculation of a bank’s legal reserve requirement, factors that influence the size of a bank’s legal reserves and the sources of reserves.
Unit 3 discusses the different ways of managing a bank’s sources and uses of funds, the importance of a sound bank lending policies and the management of consumer and business loans.  
Chapter 1:
Describes the types of deposits offered by banks, returns offered on different types of deposits, composition of bank deposits, non-deposit investment products in banking, types of Islamic deposits and elements that differentiate between Islamic and conventional deposits.
Chapter 2:
Introduces the concept of pricing deposits at cost plus profit, the use of marginal cost to set interest rates on deposits, market-penetration deposit pricing and pricing deposits on total customer relationship, and the use of deposit pricing to achieve bank goals.
Chapter 3:
Discusses types of loans made by banks, regulations of lending, types of loan agreement, the handling of problem loans, and the differences between Islamic financing and conventional loans.
Chapter 4:
Examines the types of loans granted to individuals and families, characteristics of consumer loans, evaluation of consumer loans and signals for problem loans.
Chapter 5:
Discusses the types of loans granted to business entities, characteristics of business loans, evaluation of business loans and signals for problem loans.
REFERENCES

Koch, W. Timothy and S. Scott MacDonald (2003), Bank Management, 5th Edition, Thomson South-Western.
Rose, Peter S. (2002), Commercial Bank Management, 4th Edition, McGraw-Hill International Edition.
Bank Negara Malaysia (1999), The Central Bank and the Financial System in Malaysia, BNM Kuala Lumpur.
Bank Negara Malaysia, Annual Report, various issues.
Banking and Financial Institutions Act, 1989.
Islamic Banking Act 1983.
COURSE EVALUATION
Course evaluation consists of two components, continuous evaluation and final evaluation (examination).
a) Coursework


 :
50%
b) Final examination

:
50%
	Course Title
	Islamic Financial Services Management

	Course Code
	BMIF5102

	Status
	Elective

	Level
	Graduate

	Contact Hours
	3 Credits

	Pre-requisite
	BMMF5103 Managerial Finance

	Evaluation
	50% Coursework

50% Final Exam

	Objectives
	By the end of the course students are expected to understand investment and financing techniques of business organizations that are consistent with the tenets of Islam.

	Synopsis
	The course discusses investment and financing principles in Islamic business organization.  Major topics discussed are:  general limitations imposed upon Muslims, riba-free transactions and zakat; investment and financing tools such as shirka, mudharabah, capital budgeting, etc.; and Islamic Financial System.

	Module Structure
	Title/Topics
	Learning Hours

	UNIT 1
	Basics of Islamic Financial Management

Introduction

· Basic principles of trade from Islamic perspective

· Goals of a firm: Conventioal vis-a-vis Islamic

Riba
· Definition: riba vis-a-vis Profit

· Forms of riba

· Injunctions against riba

· Rationale for prohibition of riba

· Cursory examinations of contemporaary investment & financing tools for eldements of riba

Zakat
· Definition: zakat vis-a-vis tax

· Forms of zakat

· Zakat on trade items

· Zakatable items

· Basis of calculation
	40

	UNIT 2
	Major investment & financing tools

Shirkah (Profit & Loss Sharing)
· Definition

· Form os shirkah

· Shirka mal

· forms of capital

· limits of partnership

· rights and liabilities

Mudharabah/Qirad (Profit sharing)
· Definition

· Form os mudharabah

· Elements of mudharabah

· forms of capital

· limits of partnership

· rights and liabilities

Mudharabah/Bai Muajjal
· Definition

· Deferred payment as a source of riba

· Use of BBA as a finaning technique
	40

	UNIT 3
	Special topics
Other investment/financing tools
· Ijara (leasing)

· Qard hasan (benevolent loan)

· Ar-rahn (pawnbroking)

Islamic Financing System
· Elements of a Finanical System

· Conventional Financial System vis-a-vis Islamic Financial System
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Customized Text.

	
	Additional
	Bank Islam Malaysia Berhad, Islamic Banking Preactice:  From the Practitioner’s Perspective, Bank Islam Malaysia Berhad, (1994).
Saleh, N.A., Unlawful Gain and Legitimate Profit in Islamic Law:  Riba, gharar and Islamic Banking, Cambridge, 1996

Siddiqi, M.N., Partnership and Profit sharing in Islamic Law, Leicester, The Islamic Foundation, 1985


Human Resource Management:-
	Module
	Human Resource Management

	Code
	BMHR5103

	Status
	Core

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite 
	BMOB 5203 Organisational and Business Management

	Evaluation
	50% Coursework (25% Individual Assignment, 25% group Assignment)

50% Final Exam

	Objectives
	By the end of this course, students should be able to:

1.       understand what is meant by human resource management and thc challenges facing the human resource manager,

2.       explain why job analysis, job design and human resource planning are   basic human resource management tool in determining the numbers and kinds of employees the organisation will need at future dates in order to realise its goals;

3.       respond to how training and development programmes , career  development programmes and performance appraisal improve employees’ performance in an organisation;

4.       understand key issues such as remunerations, incentive and benefits  that will determine the success of human resource management; and appreciate the approaches taken by the organisation to ensure employee    safety and health.

	Synopsis
	This course emphasises a pragmatic approach to the study of human     resource management.  Common themes include HRM’s potential link  to contribute to organisational success and employee well-being and  the relationships that exist between employers and employees.  This    course aims to introduce students to human resource activities such as  HR planning, meeting the organisation’s people requirements through  job planning and job design, employee recruitment, selection and termination. This course also deals with the development of human resource through human resource development, career development and performance appraisal.  It also focuses on employee rewards such as incentives and benefits; and concludes with labour and industrial relations.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1


	HUMAN RESOURCE MANAGEMENT: A PERSPECTIVE

Introduction to Human Resource Management 

· Definition of Human Resource Management 
· The Strategic Role of Human Resource Management

· Background of Human Resource in Malaysia 
· Functions of Human Resource Management 
· Challenges in Human Resource Management 
· Issues in Human Resource Management 
· Managing Global Human Resource (Maintaining International Employees) 
· Legal Considerations in HRM

Fulfilling the Needs for Human Resource

· Job Analysis and Job Design 

         The Nature of Job analysis 

         Job description and job specifications

         Uses of job analysis

         Job design

· Planning and Recruiting 

         Human Resource Planning 

         Recruitment

· Selection

         The importance of careful selection

         Selection process

         Validity and reliability of information 

         Types of selection  techniques

· Interviewing

         Basic features of  interviews

         Designing and conducting an effective interview
	40

	UNIT 2


	HUMAN RESOURCE DEVELOPMENT
Traning and Development
· The need for human resource development 
· Training needs analysis

· Designing training program 
· Implementation of training program 
· Evaluation of training program
Career Development
· The basics of career development 
· The employers’ role in career development 
· Levels of career development 
· Issues and challenges in career development

Performance Appraisal

· The role of appraisals in managing performance 
· The appraisal process 
· Legal and ethical issues in performance appraisal 
· Effective performance appraisal 
· Performance appraisal methods 
· Dealing with appraisal problems
	40

	UNIT 3


	REWARDING HUMAN RESOURCE

Managing Remuneration

· Strategic remuneration planning

· Components of Mix Wage 
· Job Evaluation 

· Remuneration structure 
· Relating Pay  to Performance 

Incentives and Benefits

· Incentives

     Importance and the need for incentive planning

      Types of Incentives

· Benefits

     Characteristics of effective benefits

      Types of benefits

    Trends in building benefit programs
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Bohlander, G., Snell, S. & Sherman, A. (2001). Managing Human Resources. 12th Edition. South-Western College Publishing:Cincinnati, Ohio. 

	
	Additional
	Ivancevich, John M. (2001). Human Resource Management. 8th Edition. McGraw-Hill: USA. 

Alex K. B. Yong. (1996). Malaysian Human Resource Management, Institut Pengurusan Malaysia. 

Byars, L.L. & Rue, L.W. (2004). Human Resource Management. 7th Edition. McGraw-Hill: USA.

Dessler, G. (2003). Human Resource Management. 9th Edition. Prentice Hall: Upper Saddle River, New Jersey. 

Decenzo, D.A. & Robbins, S.P. (1999). Human Resource Management. 6th Edition. John Wiley & Sons: New Jersey.

Maimunah Aminuddin. (1996). Malaysian Employment Law And Industrial Relations. 2nd Edition. McGraw-Hill: Malaysia. 

Maimunah Aminuddin. (2001). Human Resource Management. 3nd Edition. Penerbit Fajar Bakti: Shah Alam.

Maimunah Aminuddin. (2002). A Guide To Human Resource Management: Attracting And Keeping Good People. 3nd Edition. Penerbit Fajar Bakti: Shah Alam .


	Module
	Industrial Relations

	Code
	BMIR 5103

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite 
	BMOB 5203 Organisational and Business Management

	Evaluation
	50% Coursework (25% Individual Assignment, 25% group Assignment)

50% Final Exam

	Objectives
	By the end of this course, students would be able to :

1. understand a broad range of employment and industrial relations matters based on relevant written laws.

2. understand and identify employment and workplace relations laws, employee misconduct, industrial jurisdictions, role and functions of  trade, unions, laws with regards to employee safety and health at the workplace. 

3. explain legal problems with regards to relationship between employee and employer.

	Synopsis
	This course discusses issues pertaining to work and industrial law. Topics covered include employment contract, employer and employee obligations, terms and regulations of work as well as management prerogatives. Principles of wrongful behavior and domestic investigations are emphasized. Students are also highlighted to matters with regards to industrial relations, workers’ union, collective bargaining and collective agreements. In this module, students will also be exposed to different types of industrial disputes and resolutions. Employees Provident Funds, Social Security Employee and functions of Industrial and Labor Court, to settle discrepancies between employer and employee will also be discussed.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1
	INTRODUCTION TO INDUSTRIAL AND EMPLOYEE LAW IN MALAYSIA

         Work contract

         Definition of employer and employee

· Difference between work contract and contract for work 
· Existence of work contracts 
· The employment relationships

         Legal system related to work and industry

         Historical legislative and judicial components of  Malaysian Industrial Relations.

EMPLOYMENT REMUNERATIONS

· Terms and conditions of work 
· Financial compensation

§  Salary and allowance

§  Bonus and ex-gratia payments

§  Compensation benefits

· Non-financial compensation

§  Hours of work

§  Off-days

§  Public Holidays

§  Holiday benefits

§  Other benefits
	40 

	UNIT 2
	MANAGERIAL PREROGATIVES
· Work and probation period 
· Placement and training 
· Promotion and transfer 
· Principle of employee reduction 
· Retirement and resignation 
· Termination and retrenchment 
· Replacement and remedies 
· Employee misconduct

§  Definition of misconduct

§  Categories and actions of misconduct

§  Principles of fairness with regards to misconduct

§  Domestic investigations and remedies

§  Disciplinary action
	40

	UNIT 3
	INDUSTRIAL RELATIONS LAWS

· Context of  industrial relations 
· Trade Union

  Definition of Movement trade union

  Registration

  Composition and membership

  Power and responsibility

  Representation and acknowledgement

· Collective  bargaining and dispute settlement

  Definition

  The right of collective bargaining

  Joint agreement

  Scope of collective bargaining

   Settlement of negotiation disputes

· Industrial Dispute

  Definition and types of disputes 

  Role of Industrial court

  Law of unfair dismissal

  The Labour Court 

· Resolution

  Research and investigations on local and foreign court cases on industrial relations

  International Labour Standards

  International Labour Organization (ILO)

EMPLOYEE SOCIAL SECURITY LAWS
· Employee Provident Fund Act  1991

· Employees Social Security Act 1969

· Workmen’s Compensation Act 1952
· Occupational Safety and Health Act 1994
	40

	
	TOTAL
	120

	Reference
	Compulsory
	V. Anantaraman, (1997).  Malaysian Industrial Relations. Law and Practice. UPM Press, Serdang.

	
	Additional
	V. Anantaraman, (1997).  Malaysian Industrial Relations. Law and Practice. UPM Press, Serdang.

Dunston Ayadurai, (1998).  Industrial Relations in Malaysia. Law and Practice. Butterworth, KL

Goh Chen Chuan, (2000).  Guide to the Employment Act & the labour Laws in Malaysia.  Leeds Publications, KL.

	
	
	Acts:

Employment Act 1955

Industrial Relations Act 1967

Trade Unions Act 1959

Employee Provident Fund Act 1991

Employees Social Security Act 1969


	Module
	Human Resource Development

	Code
	BMHR5203

	Status
	Specialisation

	Level
	Master

	Credit Hours
	3 Credits

	Pre-requisite 
	Organizational Management; Human resource Management

	Evaluation
	50% Coursework
50% Final Exam

	Objectives
	By the end of this course, students should be able to:

1.       Appreciate the importance of training and development towards improving individual and organization performance.
2.       Understand the methods involved in planning and designing a training and developmnet programme.
3.       Evaluate epmloyee training and evelopment programmes in organisations.

	Synopsis
	Developing effective training programmes in a significant concern for today’s managers.  This course is designed to enable students to understand the theorieds and conceptual underpinnings of training and development.  This module emphasized on structural considerations and processes vital for managers in planning training and development programmes at the micro level.  Emphasis is also given to main metolds used to train, develop and evaluate employees in a orgainsation.


	Module Structure
	Title / Topics
	Learning Hours

	UNIT 1


	Introduction to training and development
· Difference between employee training and employee.
· The Strategic Role of employee training and development.
· Designing the training department.
· Functions of training department.
· Strategic process of training development.
· Factors influencing training and development programs.
Needs, goals and training implications
· Identifying training needs
· Problems in identifying training needs

· Setting trainin goals

· Employees against training

· Effects of training towards employee motivation

· Conducting training needs analysis (TNA)
	40

	UNIT 2


	MetHod of training and development
· Basic methodology approach

· Types of training methods

· Learning from experience method:  a survey

· Training aids

· Visual aids

· Techniques of using training aids

· The use of new technologies (e.g. web-based training)
	40

	UNIT 3
	EVALUATE TRAINING PROGRAM EFFECTIVENESS AND EPMPLOYEE career development
· Importance of training evaluation
· Levels of evaluation

· Evaluation techniques

· Importance of career development

· Employee career development: short-term approach

· Employee career development: long-term approach

· Comparison between development programs in the west and east

· Role of employees in career development
	40

	
	TOTAL
	120

	Reference
	Compulsory
	Noe, Raymond, (2001) Employee Training and Development. 2nd Ed. Mc Graw-Hilll

	
	Additional
	Edward E. Scannedll, John W. Newstrom, (1994) The complete Games Trainers Play.  Mc Graw Hill
Robert L. Craig, (1996) The ASTD Training and Development Handbook 4th Ed. Mc Graw Hill

Robert W. Pike, Philip Jones, (1994) Creative Training Techniques Handbook. Lakewood Publications
Rossett, A and Sheldon, K, (2001) Delivering Training and Performance to a Digital World.  Jossey Bass / Pfeiffer


BMPP5103 Project Planning and Evaluation

1. All postgraduate students registered in the Master’s degree under structure III (coursework) must submit a project paper at the end of final semester.

2. All project papers are divided into two components:

i) Part I
-
Project Paper I

ii) Part II
-
Project Paper II

3. Project Paper I must be registered one semester before the final semester. That is, if your final semester is in Semester 6, then, you must register the Project Paper I in Semester 5.

4. Project Paper I briefly described your project proposal, comprising the following aspects:

i)                    What do you want to do?

ii)                  Why do you want to do?

iii)                How do you plan to do?

iv)                What past studies you have referred to?

This part will cover at least 30-50 pages. Please refer to ‘Guide in writing a Master’s Project Paper in students hand book (given to you during Registration Day) Every student must comply with the guidelines provided, else you will be asked to rewrite or resubmit your project paper report by CGS.

5. The first step you need to do in preparing the project paper is to meet with one lecturer/ facilitator and discuss your plan to do a project paper. You need to communicate to him/ her your area of interest and ask his/ her views on that. It might be better that you look up for some materials in the digital library especially in the journal (like EBSCO or Emerald) before you meet him/ her so that you have some ideas on what you want to do. This is an initial meeting and may not be finalized unless you and your facilitator has agreed on the topic and willing to sign up as your supervisor. The list of potential supervisors are enclosed.

6. If the potential lecturer has agreed to do so, get him/ her to sign up the supervisory Form and send it to CGS office as soon as possible. If your first attempt in meeting the potential supervisor does not work, then, you have a choice to meet other lecturers/ facilitators or continue looking for more information in the digital library on what you want to do. Perhaps you need more information to satisfy his/ her doubts about your project paper proposal.

7. This process will continue and you must finalize this before the end of NOVEMBER 2005 or 4TH Seminar of the semester. Else it will be too late for you and at the end of the semester, you are required to submit a project proposal and it be graded like any other course. Failing which you will be given an ‘F’ grade.

8. Please make sure that you meet at least 5 times in each semester to discuss with your facilitator or supervisor on the project. You need to make your own arrangements on the meeting times and venue. This can be done through my LMS in the OUM site. You are also required to submit the attendance form together with the project proposal paper (Project Paper I report) to your chosen supervisor and a copy to CGS office before the examination day of each semester. Students who do not comply with the attendance requirements will risk being given a low grade by the supervisor or CGS. 

9. In the event you have difficulty in finding a suitable supervisor, CGS will find one for you. Once this has been done, you cannot change without prior approval from CGS. 

10. In the course of preparing the project, if you decide to change your supervisor, then, you must seek permission from your supervisor and authorization from CGS. Any changes without such permission will not be entertained. You must submit a request to change of supervisor form and submit to CGS as soon as possible.

11. The Project Proposal I must be written in English language. It is the student’s responsibility to make sure that the report has been edited by a professional editor in English language before submitting to your supervisor. CGS and the supervisor reserves his/ her right to refuse the Project Paper I report if it is found that the editorial quality of the written report is not satisfactory. In such event, the student must resubmit the revised report within 14 days to the supervisor or CGS.

12. Any other enquiries or problems that the you encounter in preparing the project proposal should be forwarded to your respective programme coordinators:

