GENERAL INTRODUCTION
A full-time Undergraduate Honours Degree usually takes place over a minimum of three academic years.   Students on sandwich degrees will undertake a placement year between the second and third academic years.

The academic year takes place over three terms; Autumn, Spring and Summer.   There are 24 teaching weeks, the last two weeks of which are for revision purposes.   The remaining weeks are for examinations and further revision.   Each year on a full-time programme, you take modules to the total value of 120 credits.   Individual modules are typically of 15 or 30 credits.   At each year you must take a minimum of two 30 credit modules.   Students on Part-Time Programmes usually take a reduced number of modules in each year and the time period of their programme would therefore be increased accordingly.

As well as progressing to an Honours Degree there are opportunities to take intermediate awards including a Certificate or Diploma in Higher Education, or a non-Honours Degree.   Full details of intermediate awards, together with the number of credits required are outlined in the ‘Handbook and Regulations for Undergraduate Awards’.

For a more detailed calendar, including fee payment dates, grant and loan payment dates etc, see ‘The University Handbook for Students’.

    • The University Handbook for Students 2008/2009
      Not currently available on University Internet - Available at induction and from the Student Advice Centre

Note: you should not arrange to take holidays during term time.

The deferred and referred examinations normally take place after the first two weeks of August and may run into the first week in September.   Therefore you should not book any holidays that would fall within those weeks unless you have received your examination results and know that you do not

have to sit any referred or deferred examinations.

In relation to law modules, you must also comply the Department of Law’s Protocols handbook.j

Finding your way around

You may however have to attend lectures and tutorials in various buildings on campus, with which you are as yet unfamiliar. A campus map is available in The University Handbook for Students 2008/2009.

The University Handbook for Students 2008/2009
Not currently available on email - Available at induction and from the Student Advice Centre

It is important to remember that after enrolment you must keep your identification card with you and if you do not do so you may be refused admittance to University buildings.

NB: when reading maps, timetables etc, it is useful to be able to interpret the room numbers.   For these purposes, the letter at the start indicates the building (eg BH = Bosworth House, ET = Elfed Thomas, P = Portland, H = Hawthorn, etc).   The number before the dot indicates the floor number, and the number after the dot indicates the room number.   (Thus ET1.4 and ET1.40 are two different rooms on the first floor of the Elfed Thomas building).

The BA (Hons) Business and Management Degree Programme

The Programme Leader for the Business and Management Degree programme is:

|Marcus Warren                 |BH5.1a                       |0116 2577438                 |mwlan@dmu.ac.uk                     |

Aims and outcomes of the programme

Aims.

The BA (Hons) Business and Management Programme provides students with inputs from many developments and disciplines within the business context.   These disciplines and philosophies have been combined together within the degrees to provide students with a broad and coherent programme that provides an advanced general education for business.   While providing students

with a background in all areas of business, the programme contains enough flexibility to allow students the opportunity to specialise in certain areas.   In the final year students are able to study in depth one particular discipline.

The programme not only leads to a degree qualification in its own right, but also lays the foundation for those wishing to obtain advanced professional qualifications.   Successful completion of certain diets of modules on the programme can lead to exemptions from modules on professional qualifications run by many of the major professional bodies such as the Institute of Marketing; Chartered Institute of Management Accounts; and the Association of Certified Chartered Accountants.   The programme is also recognised and supported by other professional bodies such as the Institute of Personnel and Development and the Chartered Institute of Management.

The development of critical, analytical and intellectual capabilities is an important objective of the programme.   Practical experience and the development of transferable skills are enhanced by the option of an industrial placement year after Year 2 for those on the Business and Management Programme.

Learning outcomes.

Each module in the programme has its own learning outcomes and students are directed to the Module Handbooks for further details. However, it is possible to state some generic course based outcomes.

Outcomes for BA (Hons) Business and Management Course.

The programme has been designed to achieve four key learning outcomes.   At the end of the programme students will be able to:

      • frame business problems and be able to offer alternative prescriptions.
      • critically evaluate ideas; concepts; general and specialist information and data.
      • enter a business environment and possess the ability

to function within it.
      • articulate ideas, views and prescriptions both in written and oral form.

Learning and teaching

The main teaching methods used are lectures and tutorials / seminars within the teaching sessions. The diverse range of modules on the programme provides opportunity for experiencing a range of teaching and learning approaches. This degree is unique within the field of business education because of its strong focus on experiential and problem-based learning, group work and student reflection.   Students will also make extensive use of IT based learning, through the University’s Blackboard virtual learning environment.   Modules will use Blackboard in different ways so do not expect each module shell to be identical

The following short descriptions will give you some idea of what to expect.

Lectures

Formal teaching periods that are used to introduce topics and assignments and provide keynote material. Whenever possible, specific lecture handouts will be made available.   Often this material will also be available on Blackboard. Lectures are used to give you information.   Learning from lectures is enhanced if you take time to review both your own notes and any handouts you have been given. It is recommended that you read any suggested materials prior to attending your lecture.

Tutorials / seminars

These are essentially a discussion group led by a member of staff and / or student and can sometimes involve presenting a paper to an audience of staff / students.   Tutorials are less formal than lectures.   You can enhance your learning by participating – asking questions or for clarification, offering your own ideas or examples.   You will usually be asked to prepare for the tutorial with some advance reading or by undertaking short tasks.   The tutor will assume that everyone

has done the preparation, so the time can be spent productively discussing the key issues.   You may be asked to make a presentation with a group of other students or individually in a tutorial

Studios / workshops – some Business modules

These will normally be used for you to make progress on assignments. You will be able to consult staff and be able to use some of the time to search out material in the Library and other sources. Your learning will be enhanced if you put time into preparing for the workshop, and reviewing what you have learned afterwards.   You will often be given a sheet of questions to answer, a problem to solve, or information to find out during the workshop time.

NB Attendance at all lectures, tutorials, seminars and workshops is compulsory and monitored by module teaching staff.

Group work

Most modules will involve an element of working in groups.   Sometimes this is completing a workshop exercise; sometimes it involves a longer assessed piece of work.   Group work is used in teaching for a number of reasons:

    • It reflects what is done at work every day – improving your group skills will be of real benefit to you at work
    • It gives you the opportunity to learn from each other
    • It gives you the opportunity to learn some of the more difficult ‘people skills’ by taking different roles within a group.

You are encouraged to use group work positively, and to reflect on how well (or badly) your group has worked together.   Sometimes group work can appear difficult, either because group members do not like to take on responsibilities (“I won’t be any good at that”), or because they don’t like the thought that others will benefit from their hard work (“I’ve done all the work, why should they share the credit?”).   Overcoming these kinds of problems is a key to the learning

process on the degree.   Through support, skills training and especially through your reflection on the successes and problems of specific pieces of group work you will understand what makes a group effective, and how your contribution can be part of the process.

Reflection

De Montfort University regards learning as something that continues throughout your life.   If you can learn how to learn, you can get far more out of your time here than just a degree.   In a constantly changing world, you need to know how to access new information and new skills, how to evaluate them and how to apply them to your situation.   So throughout the programme you will be encouraged to reflect on your own learning and progress.   Sometimes this will mean adding a reflective statement to an assignment, sometimes completing a series of questions.   However you should aim to reflect on all your learning experiences – including the unsuccessful ones – to discover how you learn, as well as what you have learned.   Much of this reflection can be used in the preparation of your personal development record on the Managed Learning Environment (MY.DMU.AC.UK (STUDENT PORTAL))

Blackboard

This is learning and teaching based on using Information and Communication Technology (ICT).   Many of the modules across the Faculty use the Blackboard system to enhance and support the student learning experience.   The Blackboard system allows access by students to learning material from any computer at any time.   It also offers the opportunity for on-line discussion, retrieval of information, learning, assessment and links to other electronic sources.   Some modules put their teaching material onto Blackboard.

Where you will be taught

You will be given a timetable at the beginning of each year which will have details of all the modules you

are studying, and where the teaching sessions take place. If your timetable is wrong, or you have any other timetable queries you should contact the Student Advice Centre (Bosworth BH 0.08) or the Law School Office (ET 0.58).

The Eric Wood Building is where the main administration services are housed. Services housed there include with university-wide student enquiries, lost property and payment of programme fees.

The Library and Bookshop are part of the Kimberlin Building – but note that the Law Library (a branch of the Kimberlin Library) is based in the Elfed Thomas Building.

Full details concerning the locations of these buildings, including a map, can be found in the University Student Handbook.

Who will teach and support you

The Programme Team.

You will obviously see your tutors in lectures/seminars/tutorials, but if you wish to speak to them at other times you may contact them in person, by telephone, e-mail, or in writing.   If you are having difficulty contacting your tutor in person please remember that they have many other commitments.   The ‘surgery’ sessions are time when tutors will generally ensure their availability – please check these times with individual tutors.   A list of surgery hours for tutors in the Business School can be obtained from the Student Advice Centre in Bosworth House and information on surgery hours for law tutors can be obtained from the Law School Office ET0.58.

Personal Tutors

You will be informed of the name of your Personal Tutor at Enrolment.   The name and contact details for your Personal Tutor may also be found in the Student Advice Centre of Bosworth House or the Law School Office ET0.58.

In addition, there are a number of support staff who may be able to help you:

|Name                     |Role                                           

      |Tel Ext           |Email                               |
|Nathan Rush             |Business Subject Librarian                           |8038             |nrush@dmu.ac.uk                     |
|Marie Letzgus           |Law Subject Librarian                                 |8039             |my.dmu.ac.uk (Student               |
|                         |                                                     |                 |Portal)tzgus@dmu.ac.uk               |
|Maggie Coultas           |Student Advice Centre, Bosworth House                 |8216             |mcoultas@dmu.ac.uk                   |
|Meeta Chauhan           |Student Advice Centre, Bosworth House                 |8216             |mchohan1@dmu.ac.uk                   |
|Ann Kenney               |Student Advice Centre, Bosworth House                 |7243             |AKenney00@dmu.ac.uk                 |
|Caroline Hill           |Student Advice Centre, Bosworth House                 |6260             |Chill@dmu.ac.uk                     |
|Helen Davis Hunt         |Student Advice Officer, Elfed Thomas (0.2)           |7752             |hhunt@dmu.ac.uk                     |
|Pascal Cardinale         |IT technical support services                         |7161             |pas@dmu.ac.uk                       |
|Glen Essex               |IT technical support services                         |7161             |gessex@dmu.ac.uk                     |
|Jo Derry                 |IT technical support services (Law)                   |8147             |jderry@dmu.ac.uk                     |
|Pankaj Karaji           |IT technical support services (Law)                   |8147             |pkaraji@dmu.ac.uk                   |
|Laura Hope               |Undergraduate Programmes Manager                     |6316             |lhope@dmu.ac.uk                     

|
|Atika Kohli             |Law Course Administrator                             |6177             |akohli@dmu.ac.uk                     |
|Tracey Lee-Adams         |Faculty Manager/Disability Co-ordinator               |6292             |tlee-adams@dmu.ac.uk                 |
|Rita Gough               |                                                     |                 |                                     |
|                         |Law School Manager                                   |8180             |rgough@dmu.ac.uk                     |

University Telephone No: 0116 255 1551
University Website: www.dmu.ac.uk

Understanding the modular teaching structure

Your programme consists of a number of specific and integrated modules.   Certain modules are core and therefore must be taken, others might be optional.   At year one, all modules are core.   Each module is a discrete ‘subject’ with its own timetabled content (or syllabus), its own tutors and its own assessment tasks.   Each module has been designed to enable you to learn, and often to demonstrate, specific knowledge and skills.   Each module will have specific teaching sessions.

Modules are at different levels, and you need a certain number of each to complete your award.   Each module has a certain number of ‘credits,’ these are added together to make the number of credits (at each level) you need for your final award (for example 360 for an Honours degree).   Your programme will include both 15 and 30 credit modules.   You will generally study modules adding up to 120 credits per year.

Some of the modules you will study are common to several programmes.

You can get more information about the University’s system from the Undergraduate Handbook and Regulations for Undergraduate Awards.   This handbook informs you how you may proceed from one year

to another and where necessary how many reassessments you might be allowed to take.

Each level of study includes a number of core modules.   At levels 2 and 3 students can make choices of modules from a number of electives that supplement the core modules to provide the requisite number of credits required at each level. All students will be given information, written and verbal, about the available choices in time for appropriate selections to be made.

PROGRAMME STRUCTURE

Level One Modules:

Core:
|Module Code     |Module Title                                                       |Credits     |
|ACFI1203         |Financial Decision Making                                           |15         |
|CORP1111         |Business Environment                                               |15         |
|CORP1520         |Business Communications and Creativity                             |30         |
|CORP1521         |Introduction To Entrepreneurship   and Enterprise                   |30         |
|HRMG1103         |Understanding Organisations                                         |15         |
|MARK1500         |Principles Of Marketing                                             |15         |

Level Two Modules:

Core:
|Module Code     |Module Title                                                       |Credits     |Pre-Requisite                     |
|CORP2141         |Operations Management                                               |15         |None                             |
|CORP2463         |Management and Strategy                                             |15         |None                             |

Choose 90 credits from:
|Module Code     |Module Title                                                       |Credits     |Pre-Requisite                     |
|ACFI2208         |Performance 

Measurement in Organisations                           |30         |                                 |
|CORP2131         |Business Economics                                                 |15         |None                             |
|CORP2181         |Business Research Issues and Analysis                               |15         |None                             |
|CORP2503         |Technology & Innovation in Enterprise                               |15         |None                             |
|CORP2515         |Principles of eBusiness                                             |15         |                                 |
|CORP2516         |Progressive Franchising                                             |15         |                                 |
|HRMG2101         |Human Resource Management                                           |30         |None                             |
|LAWG2002         |Business Law                                                       |15         |– Students are not eligible to   |
|                 |                                                                   |           |study this module if they have   |
|                 |                                                                   |           |previously studied LAWG1002 or   |
|                 |                                                                   |           |LAWG 3002                         |
|MARK2001         |Marketing Analysis                                                 |15         |                                 |
|MARK2303         |Buyer Behaviour                                                     |15         |                                 |
|MARK2306         |Marketing Communications (cannot be taken in addition to MARK2314) |15         |                                 

|
|MARK2310         |Non-Profit Marketing                                               |15         |                                 |
|MARK2313         |Brand Management                                                   |30         |MARK 1500                         |
|PAMG2406         |Government and Business                                             |30         |None                             |

|Optional Work Placement Year – Please see section on Work Placements                                                         |

Final Year:
Core
|Module Code     |Module Title                                                       |Credits     |Pre-Requisite                     |
|CORP3501         |Strategic Management                                               |30         |None                             |
|CORP3502         |Contemporary Business Issues                                       |30         |                                 |

Choose 60 credits from:

|Module Code     |Module Title                                                       |Credits     |Pre-Requisite                     |
|ACFI3211         |Forensic Accounting                                                 |15         |ACFI2208                         |
|ACFI3217         |International Accounting Developments                               |30         | ACFI2208                         |
|CORP3171         |Service Operations Management                                       |15         |CORP2141                         |
|CORP3364         |Crisis And Business Continuity Management                           |15         |None                             |
|CORP3400         |Strategy & Management Dissertation                                 |30         |CORP2181 & Average if 50% over   |
|                 |                               

                                    |           |year 2                           |
|CORP3500         |E-Business (cannot be taken with MARK3011 E Marketing)             |15         |CORP2181 or CORP2131             |
|CORP3506         |Creative Action in Organisations                                   |15         |None                             |
|CORP3507         |Financial Markets & Services                                       |15         |None                             |
|CORP3600         |Greening Business                                                   |15         |None                             |
|HRMG3003         |International and Comparative Human Resource Management             |15         |                                 |
|HRMG3007         |Women, Work and Gender                                             |15         |                                 |
|HRMG3101         |Rethinking Organisations                                           |30         |HRMG2101                         |
|LAWG3120         |Issues in Internet Sales Law                                       |30         |                                 |
|MARK3004         |Marketing Of Services                                               |15         |                                 |
|MARK3005         |Retail Marketing                                                   |15         |                                 |
|MARK3011         |E-Marketing (cannot be taken with E Business)                       |15         |MARK 2306                         |
|MARK3014         |Customer Management                                                 |15         |Any Level 2 MARK module           |
|PAMG3404         |Managing the Environment                                           |30         |None                             |

Module and Programme

Information

The following sections contain outline descriptions of the individual modules for each year of study.   For example, methods of assessment might change and individual option modules are available subject to demand and available resources.   These are accurate at the time of writing, but may be subject to change.

You will be given a module handbook for each module at the beginning of the module.   This section is intended to give you a general overview of what you will be studying.

Level 1 Module Descriptions

Module Title: Financial Decision Making

Module Code: ACFI1203

15 Credits – Level: 1

Module Leader: Kamil Omoteso - Email: komoteso@dmu.ac.uk - Telephone: 0116 2551551 Ext 7216 - Room: Bosworth House 8.08

Module Description:

This is designed to give a very generalised introduction to the wide area of Accounting in a deliberately “non-technical” manner. It is intended to concentrate on the use of financial data as opposed to the deep methodological basis of accounting practice. It will cover items and themes for both Financial and Management accounting with a specific reference to the needs of managers when making decisions.

Assessment Criteria:

Financial Accounting 1 Coursework - Phase Test - 15%
Financial Accounting 2 Coursework - Phase Test or Analysis - 15%
Management Accounting 1 Coursework - Problem Solving - 15%
Management Accounting 2 - 15%
Exam (Half FA, Half MA) - 2 hours duration - 40%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Business Environment

Module Code: CORP1111

15 Credits – Level: 1

Module Leader: Marcus Warren - Email: mwlan@dmu.ac.uk - Telephone: 

0116 2577438 - Room: Bosworth House 5.1a

Module Description:

The module essentially investigates a broad range of factors that impact upon a business both from within the business itself as well as from inevitable external pressures.

The content is highly topical throughout with the first major section dealing with current world events and how they influence business prospects.   The rationale for such an introduction is to demonstrate the contemporary nature of the subject matter as well as enabling the student to draw upon aspects of their general knowledge.

The module moves on to analyse in depth the influence of government macroeconomic policy on the business environment.   The present economic objectives of government are assessed and a range of policies are examined at the regional, national and local level.   The constraint of resource availability faced by a nation is also assessed.   Policy success and policy failures are investigated against the backdrop of the business cycle.

Via the use of a topical case-study a large emphasis is made on how a firm approaches their own particular market via market analysis.   The importance of changing conditions of demand, and supply constraints are looked into in detail.   Subsequent changes in cost and revenue conditions are analysed depending upon the degree of competition that the firm faces.   Government intervention in markets is highlighted as a key aspect of the mixed economy.

The success of business is dependent upon the success of the economy, which may ultimately be derived from the political processes, and stability of a nation.   As such the module also covers the impact of the overall political environment at the international, regional, national and local level.

Thus, the module is designed to give students a broad understanding and appreciation

of the business environment.   In addition to this, the module should furnish them with a knowledge of key concepts and principles that will be drawn upon in the future both at university and in the work place.   The highly topical nature of the content should enable the student to see the relevance of their studies and enthuse them to keep a current level of general knowledge.

The assessment criteria selected have been chosen to encourage participation, learning and retention of facts,   techniques and principles.(Via frequent Economics and Statistics based tutorial exercises) as well as developing   the skill of summarising key information and putting forward an evidenced argument in a clear, logical and sequential manner (essay writing).

Assessment Criteria:

Essay 1 - 1000 words - 20%
Essay 2 - 2000 words - 40%
End of year multiple choice paper - 60 question multiple choice paper of 60 minutes - 40%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Business Communications and Creativity

Module Code: CORP1520

30 Credits – Level: 1

Module Leader: Alison Bragg - Email: abragg@dmu.ac.uk - Telephone: 0116 207 8201 - Room: Bosworth House BH 2.14

Module Description:

The module aims to develop key skills in business communication, whilst developing the creative thinking of individuals in their approach to problem solving, product innovation and change management.

Communication theories are covered in depth whilst the introduction given to elements of business strategy, organisational behaviour, and marketing theories will be covered in more depth in later modules.

The module includes written communication (assessed

using reports, essays and portfolio building), oral communication practiced using general team work activities (assessed using a formal business presentation and a crisis meeting), basic data understanding and presentation and general research skills (assessed throughout all activities).

Team work and team building are experienced through a business simulation.   During which basic business planning, operational flow, organisational culture, and problem solving are examined utilising the experience of the ficticious business as a case.

The module explores how the student might fit into an organisation, culturally and individually, utilising self analysis tools, and employability workshops.   Individual assignments build on the skills developed by directing the student into reflective practice and initiating their Personal Development Planning.

Engaged students will be more confident about their approach to HE study, able to effectively communicate in a business environment and have a focused understanding of their position in the workforce

Assessment Criteria:

Report (Individual) 10%
Presentation - 20 mins (Group) - 25%
Crisis meeting with individual reflective peer review essay (Group) - 15 mins - 25%
Career Plan (Individual) - 40%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Introduction To Entrepreneurship   and Enterprise

Module Code: CORP1521

30 Credits – Level: 1

Module Leader: Edwina Goodwin - Email: egoodwin@dmu.ac.uk - Telephone: 0116 207 8227 - Room: Bosworth House 1.22

Module Description:

This module introduces the student to Entrepreneurship and Enterprise, both an understanding of the characteristics

of the former, and the basic elements of setting up the latter.

The module begins by having students explore their own life journey and progresses with an investigation into the real world of business looking at necessary theory and models to help the student understand the similarities and differences between Entrepreneurship and Enterprise.

This module explains the nature of entrepreneurship and the business start-up process with respect to new ventures. It will also explore the key qualities, skills and knowledge that are needed by entrepreneurs and it will look at the qualities that are needed by entrepreneurs to meet the challenges of developing new ventures.

Through this module students will discover the context in which entrepreneurship takes place.

The focus will be on the world of business both corporate and private environments, as well as social entrepreneurship.

The nature and practice of Entrepreneurship and Enterprise is considered and juxtaposed in order that students may develop an insight into the requirements, practices, attributes and attitudes required in business.

Essentially this module considers the nature of the personal life journey set against a background of businesses, both small, medium and large and is designed to instil an awareness of business and its important place in our economy, confidence, communication skills, creativity, and encourage students to maximise their strengths and manage their weaknesses.

It culminates in a fascinating challenge known as the Fox Cubs Lair! where students ‘pit their wits’ in front peers in tutorial when they deliver a hypothetical new business idea and ask for investment

Assessment Criteria:

INDIVIDUAL piece of work –An ESSAY of approx. 1500 words comparing and contrasting a range of given entrepreneurs and

their business ventures. - 20%
Individual piece of work - A report of approx 1500 words answering questions on a business case study - 20%
Business Team Presentation and Report - 50%
An individual reflective essay - 10%
Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Understanding Organisations

Module Code: HRMG1103

15 Credits – Level: 1

Module Leader: Dr Sandra Harley - Email: smhpub@dmu.ac.uk - Telephone: 0116 257 7260 - Room: Bosworth House 1.3

Module Description:

The module aims to introduce students to the concepts and theories relevant to an understanding of the behaviour of people in work organisations. It distinguishes between formal and informal organisation at work, comparing key principles of organisational design and their impact on organisational effectiveness and individual behaviour.   It outlines the principles of management which underlie the design of work and examines the influence of technology on job satisfaction and the motivation to work. It explores the types of conflict and sources of organisational misbehaviour which occur within the employment relationship and recognises the impact of cultural context on organisational principles and behaviour with particularl reference to Japan, China and India.

Assessment Criteria:

Phase Test 1 45 mins - 20%
Phase Test 2 45 mins - 20%
Group Presentation 15 mins - 20%
Individual written assignment based on group work 1500 words - 40%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Principles

Of Marketing

Module Code: MARK1500

15 Credits – Level: 1

Module Leader: Kit Jackson - Email: kjmar@dmu.ac.uk - Telephone: 0116 2551 551 ext 6720 - Room: Bosworth House 1.10

Module Description:

The module aims to equip students with a thorough grounding not only in the theories which underpin marketing principles, but also the practical application of these theories.

The student has the opportunity to explore and gain an understanding of marketing as an organisational discipline.   Although complete in itself as a way of comprehending the principles of the process, those students wishing to pursue further marketing studies should be equipped by this module to follow more advanced modules at levels 2 and 3.

Assessment Criteria:

Phase Test - 5%
Journal - 25%
Group report - @ 1500 words - 20%
Examination - Two hours - 50%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Level 2 Module Descriptions

Module Title: Performance Measurement in Organisations

Module Code: ACFI2208

30 Credits – Level: 2

Module Leader: Fred Mear - Email: fcmacc@dmu.ac.uk - Telephone: 0116 2551551 ext 6814 - Room: Bosworth House 8.04

Module Description:

This module examines the measurement of organisational performance in the commercial, public and not for profit sectors.

It examines financial and non-financial measures looking at social accounting and ethics as well as traditional accounting frameworks.
It develops the critical and analytical skills in recognising the inter-relationships between accounting and non-financial performance and operations of organisations.

It will look at commercial organisations charities and other

not-for-profit enterprises and will involve considerable in depth studies of specific organisations.

The module also examines the mechanisms for internal performance measurement and the achievement of managerial performance when making decisions.

Assessment Criteria:

Coursework - Phase Test - 1 hour - 25%
Coursework - Essay 2000 words - 25%
Coursework - Group Report 2000 words - 25%
Coursework Business Problem - 2000 words - 25%

A range of different types of assessment are used to build up the student subject and cognitive skills. The phase test will be used to assess the technical skills and understanding.

Individual skills to assess and report on social accounting skills are developed in the second assessment.

The final piece of group assessment brings together of all areas of the course whereby students need to develop group working skills to evaluate a “live” set of accounts.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Business Economics

Module Code: CORP2131

15 Credits – Level: 2

Module Leader: Andy Rees - Email: ahrcor@dmu.ac.uk - Telephone: 0116 2577212 - Room: Bosworth House 3.22

Module Description:

The module provides an economic framework for the analysis of decision making within the firm.   The economist’s view of the world – as encapsulated in economic ideas, concepts, theories and models – helps us to understand more fully those aspects of behaviour which are the very essence of business activity:   namely, production and consumption.   Economics provides a framework of analysis to be used in interpreting and explaining business related issues.

The module predominantly uses a microeconomic

approach to explain the workings of the firm and its environment.   Students will already have studied some basic economics within the first year Business Environment module.   This module will build upon and develop the economic concepts introduced in that module.

In focussing on production and consumption, the module will seek answers to such key questions as:

• How can we explain what underlies consumer behaviour?
• What factors affect consumer demand for goods and services?
• To what extent is a person’s demand influenced by changes in income or in the prices of competitive goods?
• How do firms organise themselves to meet consumer demands?
• What factors influence a firms goals and behaviour?
• What is the relationship between a firm’s output, its cost and profitability?
• How do firms decide on their pricing strategy?
• How might the structure of the market in which a firm operates affects its conduct and performance?
• How can a firm influence the degree of competition in the market place?

Assessment Criteria:

Examination - Unseen Examination - 2 Hours Duration - 50%
Assignment - 20%
Assignment - 30%

A 2 hour examination with one essay from a choice of 3 questions, and 50 multiple choice questions.

The assignment is of 2200 word in a report format.   The assignment has 2 components, the first component handed in before the Christmas break.   This element has a 20% weighting (see above).   The second part of the assignment, weighted at 30%, due in before Easter (see below).

The assignment element is broken into 2 components.   The feedback students receive on the first part of the assignment will assist their performance on the second.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Operations Management

Module Code: CORP2141

15 Credits – Level: 2

Module Leader: Frank Rowbotham - Email: fercor@dmu.ac.uk - Telephone: 0116 2577249 - Room: Bosworth House 1.06

Module Description:

The core activity of any organisation is the transformation of some input into an output of greater value and this core activity is called the operations function. This module introduces the main principles and techniques that can be applied to make the operations of all types of organisations, both manufacturing and service, perform efficiently and effectively. Unless this core operation is carried out effectively, there is little hope that the organisation as a whole will be effective. By developing an understanding of the approaches covered in the module students will gain a greater appreciation of the operations issues which influence overall organisational performance in many sectors. The module thus provides an important insight into business processes which in the real world provide the context for other important functions such as marketing, finance and human resources management.

The content of the module is a mix of principles and techniques and their practical applications rather than a mathematical treatment of the subject. We first establish what the module is about. We then move on to consider the role of operations within the wider context of organisations as a whole. Having set the strategic perspective, the module then explores key decision areas. These include:

• Job design - how the actual tasks involved in the operation should be carried out.
• Quality - this involves us in aspects such as defining what quality actually is and reviewing the key ideas in the development of quality management.
• Capacity

management – what capacity means, the factors that are relevant to its management and the approach operations should take towards meeting demand.
• Scheduling - once we have our capacity in place we need to decide how to allocate work to it. This is known as scheduling and we consider both everyday scheduling and a specialised variant of it, namely project planning.
• Productivity – this is key to the cost of operations. We explore the meaning of productivity, how to measure it and how to set it in the context of other important measures such as quality.
• Location and layout - where should we place the buildings themselves and within the buildings where should we locate the people, technology and work areas?
• Inventory management - the main themes of this section are the meaning of the term inventory, the objectives of managing inventory and targeting management effort for success.
• Lean operations – an important current concept for operations, we explore the beliefs, principles and techniques of this approach towards managing operations.

Assessment Criteria:

Other Course Work: Group Interim Assignment - Written report of 500 words - 15%
Group Assignment - Oral presentation and a written report of 1500 words - 35%
Examination - 2 Hours Duration - 50%

The assignment allows students to investigate operations management in real-world organisations, thereby reinforcing the applied nature of the subject. By researching the task in depth students are given the opportunity to show the knowledge and understanding gained in subject-specific areas. The Interim report focuses upon the theoretical underpinning of the assignment, giving students an early opportunity to gain feedback on their learning and assignment preparation.

The examination is a test of the student’s knowledge and critical

understanding of key aspects of the course. The paper consists of one compulsory multi-choice question and one essay question from a choice of three.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Business Research Issues and Analysis

Module Code: CORP2181

15 Credits – Level: 2

Module Leader: Chris Britton - Email: lcbcor@dmu.ac.uk - Telephone: 0116 2078201 - Room: Bosworth House 2.14

Module Description:

The Business Research Issues and Analysis module provides an overview of the research process in business. It equips students with the necessary tools and techniques to prepare a business research proposal, execute this proposal, and analyse and interpret the data. It prepares students to analyse business problems and opportunities in general via a rigorous research process. After completing this module, students should have developed a critical mind and the research skills necessary for evaluation, synthesis and analysis. The module encourages students to become better independent learners.

This module will include lectures, tutorials, and computer laboratory work. The lectures explain and illustrate concepts and theories in business research. The tutorials provide opportunities for small group discussions and project presentation. The computer laboratory allows students to practice the use of Microsoft Excel in resolving managerial issues.

Assessment Criteria:

Research proposal - 20%
Report - 60%
Multiple choice test - 1 Hour Duration - 20%

The research proposal is submitted before Christmas so that it can be a summative as well as a formative assessment. The report will be an individual piece of work which

enables students to put into practice the principles introduced in this module. The report is designed to encourage students to work and learn independently. The multiple choice paper tests the students’ level of understanding of the module syllabus in particular the statistical part of the module.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Management and Strategy

Module Code: CORP2463

15 Credits – Level: 2

Module Leader: Miles Weaver - Email: mweaver@dmu.ac.uk - Telephone: 0116 2577867 - Room: Bosworth House 5.4

Module Description:

This module will introduce students to key management and strategic concepts. In particular it will clarify the nature and emergence of management and examine the different ways in which that role has been described. The module will also introduce basic strategic frameworks, as well as examining some of the main theoretical perspectives and how these can complement each other despite being apparently contradictory about the nature of the management task.

This module introduces the theory and practical aspects of managing organisations and the people within these organisations and particularly the formulations and implications of strategic management decisions.
The overall rationale is to introduce students to the role of the manager in the 21st century and how the ideas behind “good management” have changed with continuing research and practice.

The module content and the teaching and learning strategies used will lead to the development of the following transferable skills:
*Information and Data gathering
*Knowledge Exchange,
*Understanding, use and the synthesis of current academic

research
*Critical analysis,
*Report and Essay writing skills
*Corporate Social Responsibility
*Contemporary Issues in Management & Strategy

The module content and the teaching and learning strategies used will focus on the following specific subject areas:
• Classical, Motivational and Contingency theories of Management
• Leadership theories
• The development of managers
• Groups and group behaviour
• Organisational structures and cultures
• Aspects of Strategic Management
• Management of Quality
• Management of Change
• Management of Human resources
• Management of Production

Assessment Criteria:

Individual Essay - 1500 words - 20%
Individual Report - 2000 words - 30%
Exam - 2 Hours Duration - 50%

A one hour lecture will be given each week. Lectures will introduce and explain the key aspects of each topic. A reading list will be provided to complement and extend the content of the lecture.

Aim of Tutorials
Tutorial sessions serve two purposes:
• To develop the topics covered during the lectures and
• To develop individual skills through case study analysis and the assessment processes.

Students will be required to attend a one hour tutorial every other week (8 in total, in two blocks of 4). Attendance is compulsory and is monitored, and will be taken into consideration as part of the overall grading of the module Students will not be allowed to swap tutorial groups without the appropriate permission and a valid reason. Tutorial sessions will be given to the analysis of case studies involving contemporary management and strategic issues.

In order to be successful in this module and, hopefully, enjoy the teaching and learning process the following will be required of students:

• Regular Attendance and Participation in Lectures and Tutorials
• To prepare case study

analysis BEFORE the tutorial
• To undertake the necessary required reading
• To research an organisation for part of an assignment
• To read the press and appropriate journals for current management issues

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Technology & Innovation in Enterprise

Module Code: CORP2503

15 Credits – Level: 2

Module Leader: John Powell - Email: jwpcor@dmu.ac.uk - Telephone: 0116 2506275 - Room: Bosworth House 3.8

Module Description:

This module introduces the concepts of technology and innovation within an enterprise context. The module combines opportunities to explore economic theories of innovation and contemporary issues of technology management with an applied approach that will equip students with an overview of key technology applications within business.

The particular focus of the module is upon the business application of information and communication technology. The module aims to develop both students’ conceptual understanding and knowledge of key themes (at both a firm and industry level) and students’ analytical and evaluative capabilities in this regard.

There is substantial web support for the module, available through the module leader’s website – www.economicstoolbox.com. The current teaching materials, assignments and case studies may be viewed here.

Computer lab workshops support the two key practical applications of the module, namely information architecture / user interface and database applications. Case study seminars are used to develop the application of concepts to particular firms, market or industries. The seminars will focus on developing and applying evaluation

and problem-solving skills and provide a foundation for the major assessment within the module.

Assessment Criteria:

Individual assignment – 2 pages - 5%
Group Project - Presentation - 15 minutes - 20%
Group Project - Written Report - 2500 words - 30%
Unseen exam - 2 hours - 45%

There are three assessment components: an introductory written assignment; a group project requiring both a group presentation and a group report; and a case study-based exam. The group and individual elements are equally weighted and the individual assessments occur at the beginning and end of the module.

The first assignment would be due in the first seven weeks of the module, and would be returned to students prior to the first component of the group project – the presentation – taking place. This would allow a measure of individual feedback, to allow students to assess their understanding and progress, so that the subsequent assessment task is approached with a more informed outlook.
Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Principles of eBusiness

Module Code: CORP2515

15 Credits – Level: 2

Module Leader: John Powell - Email: jwpcor@dmu.ac.uk - Telephone: 0116 250 6275 - Room: Bosworth House 3.8

Module Description:

This module introduces the fundamental concepts and frameworks of e-business. It allows students to examine the technological and enterprise impact of e-business upon organisations, through both the lectures and the tutorials/labs. The module offers an applied approach that combines case study analysis in tutorials with ‘hands on’ exploration of e-business issues in computer labs. The module aims to develop students’

analytical capabilities and their competence in information retrieval.

Assessment Criteria:

Phase test (45 minutes) - 15%
Group Project – Progress report – 500 words - 5%
Group Project - Written Report - 2000 words - 30%
Unseen exam - 2 hours - 50%

There are three assessed components and one non-assessed component.

The non-assessed component is an individual computer-based test, taken in the student’s own time. This acts as a diagnostic tool for the student, as it precedes the first assessed component, a 45 minute phase test consisting of short answer and multiple choice questions. This takes place in the first term and provides a summative outcome of student progress to date.

The group project will run from the first seminar, when groups are established, until submission of the 2000 word report. Groups must provide a brief progress report (worth 5% of overall grade). The progress report should outline the project management of the group’s activities and the likely key sources the report will draw on. The intent of the progress report is to make sure groups stay on track in developing the report and that the referenced sources are appropriate. The tutor feedback on the progress report will inform the group’s direction in completing the report in term 2.

The final assessment component is a two hour exam that will cover all the module syllabus. Students will answer two essay questions from a choice of up to eight questions.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *

  *   *
Module Title: Progressive Franchising

Module Code: CORP2516

15 Credits – Level: 2

Module Leader: Dr Robert Webber - Email: Bwebber@dmu.ac.uk - Telephone: 0116 2078227 - Room: Bosworth House BH1.22

Module Description:

Growth in the franchised sector of business has developed phenomenally over the past few years and offers individuals of all lifestyles the opportunity of owning and running their own business.   Moreover, the opportunities for post-graduate ownership of franchises have never been greater.
The purpose of this module is give students the skills set to be able to own a franchised business and maximise the potential thereof. The module will explore the issues related to the purchase of business-format franchising such as: understanding the legalities of the franchise agreement; promotion in franchised businesses; micro and macro environmental assessment in franchising; staff recruitment/management in franchisee businesses; systematisation and procedural adherence, risk/reward management, growth management, expansion and building ongoing security for the business; and funding expansion.
Ancillary to the main purpose, students will gain an insight into how franchises are developed from an franchisors point of view, including: why businesses franchise their operations; the pilot process; how the franchise package is developed; marketing the franchise; the financial logistics of franchising; developing the company image; and whether to/how to franchise internationally.
Most importantly, students will gain a thorough understanding of the value of ethical franchising by examining both the European Code of Ethics for Franchising and the BFA’s Code of Ethical Conduct.   Students will briefly consider how this applies internationally.
Essentially, this module offers an in-depth appreciation

of franchising and highlights the importance of dynamic management practices to give and maintain competitive advantage to the franchised enterprise. The module draws together the multi-disciplinary skills needed to be successful in this business sector.
The content of this module will be generated in cooperation with the British Franchise Association to ensure that it meets the strict code of ethical conduct promoted by the recognised trade body.

Assessment Criteria:

Phase Test - 30%
Case Study Analysis(Franchisor) - 30%
Case Study Analysis (Franchisee) - 30%
Individual Reflective Journal - 10%

Assessment on this module is predominently intended to demonstrate knowledge of all aspects of the subject
Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Human Resource Management

Module Code: HRMG2101

30 Credits – Level: 2

Module Leader: Linda Glover - Email: lghum@dmu.ac.uk - Telephone: 0116 207 8229 - Room: Bosworth House 2.17

Module Description:

This module aims to provide a framework for the analysis of issues in human resource management policy and practice.   It encourages students to engage with and develop an understanding of the role of HRM within organisations. Further the module introduces the key conceptual models used in the analysis of Human Resource management and provides an outline of the legal contexts in which management operate schemes designed to generate commitment, control and consent.   The module provides an overview of the manner in which managerial aims are pursued within various organisational settings and the role played by the HR function in achieving these goals.

Assessment Criteria:

Group

presentation and Report - 30%
Exam - 40%
Individual Essay - 30%

The minimum pass mark for the module will be an overall average of 40%.   Students who fail the module but obtain an overall average of not less than 30% may be eligible for general credits.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Business Law

Module Code: LAWG2002

15 Credits – Level: 2

Module Leader: Martin Taylor - Email: mart@dmu.ac.uk - Telephone: 0116 2577191 - Room: Crown Building 1.1a

Module Description:

This module is designed to supply the non-law student with a basic understanding of some of the major legal issues which will arise in business. The module content is structured so as to be as useful as possible for business people.   The module deals with contracts, when does one owe obligations to another, and what are those obligations? What remedies are there for breach of contract? Moreover, when can a business be sued by a customer or employee for negligence?

Assessment Criteria:

Unseen exam   1 hour - 50%
Multiple Choice Question Test - 25%
Essay - 1,250 words - 25%

Students must attempt all elements of the assessment.

Assessment criteria shall be such as may be agreed by the Subject Authority Board from time to time.

The coursework and examination will count towards the overall assessment in the ratio 50:50

Assessment by way of:-

a)   a one hour examination consisting of a choice of one out of three questions.   This examination represents 50% of the final module mark.

b)One piece of coursework of 1250 words (word limit) worth 25% each of the overall module mark.

C) One multiple Choice Question Test

of 50 mins worth 25% of the final module mark.

Extra reading time:-   None

Materials allowed into the examination:- None.

Examination paper rubric:-   Students must answer TWO questions from the choice of THREE questions.
Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Marketing Analysis

Module Code: MARK2001

15 Credits – Level: 2

Module Leader: Ashley Carreras - Email: acarreras@dmu.ac.uk - Telephone: 0116 2506439 - Room: Bede Island 2.11

Module Description:

This module introduces or reintroduces students to a variety of methods of statistical analysis and data presentation that have application to Marketing in particular and business in general.   Numeracy is just as important as literacy in today's fast moving and complex business environment.   In addition, a competency will be developed during tutorials in the widely used and up-t-date survey analysis and statistics computer package SPSS for Windows.   All this should enable students both to carry out data analysis for themselves, and to work with and understand the output of others.   Moreover, it is hoped that some will eventually see themselves as taking away an additional philosophy and an alternative language in which to communicate.   Of course, this level of understanding comes with patience and perseverance, and is built on a step by step basis.   Overall this module offers a very useful opportunity for students to bridge their studies with the world of commerce, as well as providing transferable skills to assist with other Part 2 modules, such as Market Rsearch and final year projects.

Assessment Criteria:

Report - 1500 words - 20%
Report - 2000 Words 

- 30%
Exam - 2 Hours Duration - 50%

The first coursework allows the students to assess their understanding of the basic elements of the course.

The second coursework give the students the opportunity to work on real data and assess the usefulness of a variety of quantitative techniques.

The students’ analytical skills are also tested through the examination, which uses a mixture of short and long answer questions to test the students’ grasp of the concepts used in the course.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Buyer Behaviour

Module Code: MARK2303

15 Credits – Level: 2

Module Leader: Jane Viccars - Email: jviccars@dmu.ac.uk - Telephone: 0116 2577202 - Room: Bosworth House 1.23

Module Description:

This module aims to provide an introduction to the various concepts and theories developed by the study of Buyer Behaviour and a consideration of how they may be used to achieve marketing objectives.

These aims are achieved by providing examples from a range of concepts and demonstrating their practical application.   This activity creates insight into a variety of buying processes and shows how marketing operations may affect buyers' decisions.

Assessment Criteria:

Report (individual) - 2000 words plus Point of Sale material - 20%
Presentation (group) - 15 minutes - 20%
Exam - 2 Hours Duration - 60%

i)   Seminar presentations   (Group)

This element allows the students to provide evidence of their ability to illustrate the impact of the various influences affecting the day-to-day behaviour of ordinary consumers.   The assignment requires the students to demonstrate the application of theoretical ideas

in a real world context.

ii) Product guide (Individual)

This element assesses the student’s ability to synthesise a range of source materials into a useful customer information document.

iii) Part seen examination   (Individual)

The student will have the opportunity to demonstrate their knowledge and ability to provide solutions to problems.   Both understanding of the concepts and their application can be tested by this method.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Marketing Communications (cannot be taken in addition to MARK2314)

Module Code: MARK2306

15 Credits – Level: 2

Module Leader: Julia Cook - Email: jkcook@dmu.ac.uk - Telephone: 0116 2078218 - Room: Bosworth House 1.26

Module Description:

The marketing communications module focuses on one particular area of the marketing mix, most frequently referred to as the promotional mix. Marketing communication is the means by which organisations communicate with their publics and target audiences at product and corporate level.

The module provides an overview of marketing communications and offers essential grounding for anyone wishing to enter into marketing communications/ brand management careers in both client and agency organisations. It also provides a useful basis for anyone wishing to pursue a career in other areas of marketing or business.

Two marketing communications models are introduced that create the basis of the module, those of the ‘marketing communications process’ and the ‘marketing communications planning framework’.   The marketing communications environmental context is then highlighted to include recognition of the variety 

of target audiences ( publics and stake holders), the regulatory system and role of agencies and the media.

The full range of promotional mix elements are identified with the major elements analysed in detail. Emphasis is also placed on the integration between those elements.

A balance of practical application and academic rigor is emphasised throughout.

Assessment Criteria:

Individual work 1500 words   - up to 3 sides plus a design element of a sales promotion - 30%
Individual report - 3000 Words - 20%
Exam - 2 Hours Duration - 50%

The coursework elements allow for the development of the students analytical, written & communication skills both on an individual and a group basis. The tutorial sessions prior to course work deadlines will provide a key input into the final reports both in the individual & group assessments and provide ongoing formative feedback.

The students’ understanding and practical application of the major course outcomes will be tested through the examination.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Non-Profit Marketing

Module Code: MARK2310

15 Credits – Level: 2

Module Leader: Kit Jackson - Email: kjmar@dmu.ac.uk - Telephone: 6720 - Room: Bosworth House 1.10

Module Description:

Some 50% of organised human activity is conducted on a non-profit basis. The greater part of local and national government is non-profit, as are almost all military activities. Religious and anti-religious organisations are non-profit at their heart.   Much healthcare is non-profit based, even those organisations such as BUPA which charge for their services are actually charities which re-invest their “profit”

in improving their services. Much of the Arts Sector is non-profit. The Royal Opera House and Covent Garden are based around non-profit foundations.   Turnover is measure in billions. For 2004 charities alone had a turnover of over 32 billion pounds and employment in the millions.   Everyday we are in contact either directly with or with the results of the efforts of non-profit activities.

Clearly it is important to manage such a powerful and important sector at least as well as we manage the commercial sector, perhaps even more so since the providers of resources both in terms of cash as well as material and volunteer resources   are concerned with the investment in positive human changes and affects.

This module examines the growth of marketing within non-profit organisations. In particular it examines the increasing customer and competitor orientation being developed within public services and it also examines the emergence of social marketing concepts. Through case study and class discussions the varying circumstances and organisations in which non-profit marketing is carried out are examined and debated.

Assessment Criteria:

Individual Report and Group Presentation
individual - 1000 Words - 50%
Exam - 2 Hours Duration - 50%

The coursework elements allow for the formative development of the students’ analytical skills by using a staged business report.   There is feedback at each stage and thus skills are both practised and improved through the module.

The examination element, by using essay style questions allows the student the freedom to develop and argue their ideas and understanding.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   

*   *
Module Title: Brand Management

Module Code: MARK2313

30 Credits – Level: 2

Module Leader: Lynn   Stainsby - Email: lstainsby@dmu.ac.uk - Telephone: 0116 2078218 - Room: Bosworth House 1.26

Module Description:

Brands are facing challenging times – and this module’s aim is to equip students with an understanding of the models and frameworks necessary for them to understand, develop and grow brands in a variety of organisational contexts.

Structured to combine new product development and innovation, and subsequent brand development, the module allows the student to develop creative thinking skills and related business acumen.

A combination of teaching and learning techniques will be utilised – including contemporary case studies, videos and role play.   The theory will be explained and applied by tutors who have relevant experience managing products and brands for well-known companies.

Would you like to be equipped with the necessary skills and knowledge to develop new products, set strategies for brands and manage them? If so, then this module is for you

Assessment Criteria:

1   Essay - 1500 words - 20%
Activity Journal - 20%
Concept Board - 20%
3 Hour Exam - 40%

All assessment is individual.   There is no group work.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Government and Business

Module Code: PAMG2406

30 Credits – Level: 2

Module Leader: Alistair Jones - Email: anjones@dmu.ac.uk - Telephone: 01162078787 - Room: Bosworth House 7.6

Module Description:

The relationship between government and business is important both for the development and delivery of public policies and for the

successful operation of businesses in Britain.   This module examines the nature of the relationship and the interactions between government and business in Britain set within a wider European and Global context. Topics to be considered include:   role of politics, markets and regulation, Globalisation, European business policy, business, the environment and sustainable development, Social responsibility and corporate governance, power of business, promotion of business competitiveness, e-business and e-government, rise of regulatory state, and the regulation of business activity. These and other topics will be developed through lectures, videos, case studies and interactive classes involving student presentations, groups and individual exercises. This module is designed for those students who are interested in how public policy is shaped by business needs and interests and those business students who want to understand the wider political and policy context within which business operates.

Assessment Criteria:

Literature Review - 1500 word review of designated literature - 15%
Case Study - 2000 word short case study individual exercise - 20%
Essay - 2500 words - 25%
Unseen Exam - 2 hours - 40%

The Literature review is designed to test the ability of students to read and analyse a specific piece of academic l literature, while the case study exercise will assess their ability to review, contextualise and evaluate a particular issue or development.   The essay will provide the opportunity for students to undertake research, reading and discussion of designated topic in greater depth.   The exam enables students to review and integrate the material covered during the module.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Level 3 Module Descriptions

Module Title: Forensic Accounting

Module Code: ACFI3211

15 Credits – Level: 3

Module Leader: Nagin Lad - Email: nlad@dmu.ac.uk - Telephone: 0116 2506042 - Room: Bosworth House 8.04

Module Description:

A module designed to examine the areas of accounting fraud, cyber crime and legal valuations within a context of litigation where the accountant acts as an expert witness or primary investigator liasing closely with lawyers and other legal advisors.

Four themes will underpin the module; Fraud; Cyber Crime; Valuation Issues; The Accountant as an “Expert Witness”. Students will study all themes but could concentrate on one for assessment purposes with the agreement of the module leader.

Assessment Criteria:

Coursework 1 - 30%
Coursework 2 - 35%
Coursework 3 - 35%

The students must achieve an overall pass at 40% but it is not necessary to pass each component.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: International Accounting Developments

Module Code: ACFI3217

30 Credits – Level: 3

Module Leader: Kishor Lodia - Email: klacc@dmu.ac.uk - Telephone: 0116 2577238 - Room: Bosworth House 8.05

Module Description:

This module will look at developments in international accounting.
It will look at and compare different approaches to developing accounting rules and regulations on the international stage.

It will also entail questioning the need for harmonisation and alternatives to harmonised standards.

We will look at current issues such as the EU move to international standards and the problems

that economies in transition face.

This module will also look at the international practices of specific countries.

We will consider the impact of specific accounting problems such as goodwill, foreign currency and inflation and compare international practices.

Another important aspect of the module is looking at international accounting from the viewpoint of management.

We will look at control of global operations and transfer pricing issues.

Assessment Criteria:

Phase Test (Individual) 1 - 10%
Phase Test (Individual) 2 - 10%
Phase Test (Individual) 3 - 10%
Report (Individual) - 25%
Report (Group) - 45%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Service Operations Management

Module Code: CORP3171

15 Credits – Level: 3

Module Leader: Frank Rowbotham - Email: fercor@dmu.ac.uk - Telephone: 0116 2577249 - Room: Bosworth House 1.06

Module Description:

This module studies the management of those processes that deliver service in all of its aspects – service outcomes, service experiences and in the case of public sector organisations, public value. The key focus of the module is on the operations decisions that managers face in marshalling their resources to deliver and improve service in this wide meaning.

This module differs from CORP 2141 Operations Management in that it deals exclusively with service. New topics, new frameworks and new techniques   are introduced whilst some aspects dealt with in CORP 2141 are now extended purely in the context of service organisations.

Assessment Criteria:

Individual Interim Assignment - Written report of 500 words - 15%
Individual Assignment - A written

report of 1,500 words describing and analysing a service operation - 35%
Unseen examination - 2 Hours Duration - 50%

The assignment allows students to investigate operations management in real-world service organisations, thereby reinforcing the applied nature of the subject. By researching the task in depth students are given the opportunity to show the knowledge and understanding gained in subject-specific areas. The presentation of the assignment allows student’s to demonstrate how they have transferred their generic key skills to this particular context. The Interim report focuses upon the theoretical underpinning of the assignment, giving students an early opportunity to gain feedback on their learning and assignment preparation.

The exam provides an opportunity to focus the attention of the student upon the course as a whole as well as testing the student’s critical understanding of it.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Crisis And Business Continuity Management

Module Code: CORP3364

15 Credits – Level: 3

Module Leader: Dr Brahim Herbane - Email: bhcor@dmu.ac.uk - Telephone: 0116 257 7263 - Room: Bede Island 2.17

Module Description:

The module challenges participants to take a counter-intuitive but important step in their business education – to consider how organisations are exposed to, and deal with, crises and business interruptions. The module synthesises two essential components, each of which have underlying theory and practice – crisis management and business continuity management.

Through the duration of the module, students will immerse themselves in crisis and business continuity management

theory and practice, having an opportunity to demonstrate their fomentation of knowledge and skills in critical, applied and real-time manners.

At the end of the module, students should be able to:

Identify, evidence and diagnose the impact and dynamics of business and organisational interruptions

Understand the dynamic process of crisis development and systematically analyse vulnerabilities

Identify, quantify and prioritise risks whilst recognising the limitations of risk management

Critically evaluate the content and context of business continuity plans

Demonstrate decision making skills in simulated crises situations.

Assessment Criteria:

Examination (summative assessment) - Unseen Examination - 2 Hours Duration - 60%
Individual Assignment (formative & summative assessment) - 1500 words - 20%
Group Role Play Assignment (formative & summative assessment) - 20%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Strategy & Management Dissertation

Module Code: CORP3400

30 Credits – Level: 3

Module Leader: Alan Murphy - Email: amcor@dmu.ac.uk - Telephone: 44 116 2577916 - Room: Bosworth House 1.01

Module Description:

Students are provided with an opportunity to pursue their own areas of specialist interest within the context of a Business programme of study.

By undertaking a sustained and substantial written work on a specific topic, students will develop and practice their ability to -
• Review academic literature
• Search for data and sift and evaluate material
• Refine their analytical and critical faculties
• Enhance their methodological skills
• Present convincing argument, well

developed and fully-referenced
• Produce well-presented documents to a deadline.

Assessment Criteria:

Literature Review undertaken before Christmas - 20%
Completing the Dissertation undertaken after Christmas - 80%

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: E-Business (cannot be taken with MARK3011 E Marketing)

Module Code: CORP3500

15 Credits – Level: 3

Module Leader: Dr Martin Beckinsale - Email: mbeckinsale@dmu.ac.uk - Telephone: 0116 2578227 - Room: Bosworth House 2.14

Module Description:

The EBusiness module provides an insight into the key managerial issues facing business organisations as they address the challenges of electronic business within the new connected economy.

EBusiness is designed to provide students with a broad understanding of e-business concepts, including the economics of the new economy, the implications for functions such as marketing, operations management, and HRM.   It will also encourage students to explore new business models that exploit Internet technologies, and examine some of the legal, ethical and regulatory issues.   Finally it speculates on the future prospects and directions for E-Business

For Full-Time students the course will run as a series of weekly hour lectures that will make use of the Internet to illustrate the lecture content. Student will also participate in tutorials every 2 weeks that will include case discussion sessions and presentations from student groups. Students will be expected to prepare for these sessions. Part-Time students will have a weekly hour lecture that will include case discussions, laboratory work on the Internet and group presentations.

Assessment

Criteria:

Individual assignment - 6 pages + references - 35%
Group Work - 20 minutes + support evidence - 15%
Exam - 2 hours - 50%

The module assessment is designed to encourage students to think deeply, critically, and from a number of different perspectives. The individual written assignment is formative, enables the student to examine a topical Ebusiness-related issue at an early part of the module. The group presentation encourages the development of team skills. The use of an unseen exam enables the student to demonstrate their own understanding of a range of module content under constrained conditions.   It is not sufficient to just rely on material given in lectures, and the student should develop their own ideas, opinions, and examples.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Strategic Management

Module Code: CORP3501

30 Credits – Level: 3

Module Leader: David Orton - Email: docor@dmu.ac.uk - Telephone: 0116 207 8242 - Room: Bosworth House 1.20

Module Description:

This module aims primarily to ensure that students understand the nature and meaning of corporate strategy and are able to assess the strategic position of corporations operating in complex global markets.

In the early stages, the module emphasises concepts and tools necessary for critical strategic analysis.   It then focuses on specific strategic issues and challenges that affect contemporary business operations, including for example, mergers and acquisitions, strategic alliances, knowledge management. A strong focus will be placed on the management of change, organisational learning and strategy implementation.

Overall,

this module focuses strongly on experiential and formative learning. Students are required to engage in a range of role play exercises or in a business simulation game to facilitate the development of practical strategic management skills.   Students are given the opportunity to reflect on their experience to foster their critical appreciation of the discipline and evaluate the evolution in their own understanding of the topic.   Their critical appreciation of the strategic management will be questioned throughout the lecturing programme but also within assessed components, including the examination.

Assessment Criteria:

Topical Case study report (in pairs) - 20%
Simulation ‘game’ (group based) - 15%
‘Game’ analysis & reflection report (individual) - 25%
Exam - 3 Hours - 40%

The module combines summative assessment (through examination and business simulation report) and combined formative and summative assessment (business simulation and case study report).

- The topical case study report will be submitted by end of week 8 of the academic year and is designed to assess students' conceptual understanding of the subject and their ability to apply these concepts to a specific case study.   It is a collaborative piece, as students will be given the opportunity to work in pairs (although they will still have the option to submit an individual piece). This is seen as a fundamental pre-requisite to the remainder of the assessment strategy, because the latter will then rely on the appropriate application of that knowledge.

- The business simulation is run with groups of students, acting as their corporation’s senior management, being assessed on the performance of managing the simulated company over a ten week / ten financial qtr periods. Students will need to address a corporate issue, make recommendations

and strategic choices.   Operational, functional and corporate level strategic choices will need to be reviewed throughout. They will need to demonstrate their skills in strategic performance, competitor analysis and team-working. Peer evaluation will also be used as a means of distinguishing individual contribution intra-teams where necessary.

- The business simulation report is designed to enable students to demonstrate their knowledge of the application of strategic tools and concepts to a simulated competitive environment in a professional format. It will combine adoption of strategic tools used to direct and inform strategic focus and action of their business, analysis of continual performance and subsequent strategy formation/formulation and overall reflection upon lessons learned. Groups’ strategic intent, underpinning rationale and performance review will also be summarised in tutorial presentations.

The module will have a 3-hour final examination paper, which will test students' factual knowledge, understanding and critical assessment of some of the strategic management literature.   The examination paper will cover the themes introduced and discussed in lectures.   It is a summative assessment.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Contemporary Business Issues

Module Code: CORP3502

30 Credits – Level: 3

Module Leader: Martyn Kendrick - Email: mkcor@dmu.ac.uk - Telephone: 0116 257 7914 - Room: Bosworth House 3.17

Module Description:

This module is designed to address a number of contemporary and challenging issues facing business today. In particular, it aims to provide students with a deeper

appreciation of the role of business in society, together with an insight into alternative economic and social structures. It specifically aims to challenge many implicit assumptions and accepted norms.

The analytical model employed views business as only one component within an interlocking system with government and society, in which all three components operate and interact with a complex and dynamic external environment, and in which national sovereignty is increasingly under attack.

Assessment Criteria:

Individual assignment A(Group) and B(Individual) - A=3000 Words and B=3000 Words - 40%
Tutorial presentation & debate - 15 minutes + support evidence - 15%
Exam - 3 Hours Duration - 45%

The module assessment is designed to encourage students to think deeply, critically, and from a number of different perspectives. The individual written assignment enables the student to examine a topical business-related issue in depth. By being in two parts, it is both formative and summative. The group presentations and debate encourages the development of team skills and enables the students to present and defend a particular viewpoint from an opposite and opposing one. The use of a partially seen exam also facilitates the learning process. Students will be advised in week 23 the general subject areas that will appear on the exam. They will not be given the exact examination questions. Students are then expected to develop greater understanding in their three chosen areas, by continued and extensive reading using a range of sources. It is not sufficient to just rely on material given in lectures, and the student should develop their own ideas, opinions, and examples. As a result the standard of essays should be high. Three essays will be written under examination conditions of three hours duration.

Please

note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Creative Action in Organisations

Module Code: CORP3506

15 Credits – Level: 3

Module Leader: Peter McHardy - Email: pmchardy@dmu.ac.uk - Telephone: 0116 2577696 - Room: Bosworth House 1.21

Module Description:

This module aims to introduce students to managing ‘outside the box’ and to understand external and internal business environments through creative perspectives.   For example, it uses experiential learning such as cross - cultural negotiations, to encourage students to apply contemporary concepts of managing relationships in global industry networks.

The module uses both strategic management and strategic marketing philosophies to illuminate entrepreneurial (growth in small firms) and intrapreneurial (renewal in large organisations) behaviour, and to explore the nature of creative organisational climates.

Assessment Criteria:

Group-based simulation - 40%
Individual portfolio of evidence based on learning outcomes - 60%

The assessment strategy will entail the creation of simulated networks of small, medium and large organisations (value chains), and demonstrations via creative scenarios of entrepreneurial and intrapreneurial behaviour –
• Group-based simulation – demonstration of creative management and marketing techniques and skills developed on the module
• Individual portfolio – reflective exercise to demonstrate holistic understanding of application of creativity to business situations

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *

  *   *   *   *   *   *   *
Module Title: Financial Markets & Services

Module Code: CORP3507

15 Credits – Level: 3

Module Leader: Phil Gregory - Email: pgcor@dmu.ac.uk - Telephone: 0116 257 7221 - Room: Bosworth House 2.18

Module Description:

1. Module Characteristics:

The module will provide students with the necessary economic framework with which to allow an appreciation of the increasingly de-regulated and globalised money and financial markets and the implications of this changing financial environment for the UK, EU and world economies.

The course will explore the functions and operations of the various finacial institutions and their role in financial markets. It will show how economic theory can be applied to help understand the inter-relationships between financial markets and the real economic environment within which Business operates and takes decisions. The module will consider the role of monetary policy and its impact on both domestic and international economic affairs.

2. Learning Outcomes:

Upon successful completion of this module students should:

i) Appreciate the relevance and importance of particular economic theory and how it can be applied to understand and find solutions to real world problems in the financial sector

ii) Have a clear understanding of the different financial instruments and institutions and how these impact upon efficiency in financial markets

iii) Be able to analyse the relationship between the financial and real sectors of the macroeconomy

iv) Appreciate the nature of the UK financial markets within the EU and globalised markets

3. Learning & Teaching Strategies:

The course will be delivered by a programme of weekly lectures and bi-weekly tutorials with the latter emphasising a pro-active learning approach with emphasis on

group discussion and student participation based upon directed and independent research and reading.

4. Required Prior Learning or academic interest:

An interest in and evidence of success in economics as well as an interest in financial markets are sufficient conditions

5. Indicative teaching programme:

1. Introduction to the Financial System
2. Financial markets & the Real economy
3. Deposit taking institutions and the money supply
4. The demand for money
5. The determination of interest rates
6. The role of Central Banks
7 Money and Capital Markets
8. Market Efficiency and the role of information
9. Foreign Exchange Markets and Euro
10. Market Regulation
11. Government Borrowing and the Financial Markets

Assessment Criteria:

Coursework - Individual written assignment of 1500 Words - 30%
Unseen Exam - 2 Hours Duration - 70%

Assessment is in the form of two components providing opportunities for students to demonstrate their skills in gathering and analysing information, using information in a coherent and concise manner as well as developing time management and research skills

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Greening Business

Module Code: CORP3600

15 Credits – Level: 3

Module Leader: Professor Ian Worthington - Email: iwcor@dmu.ac.uk - Telephone: 0116 207 8224 - Room: Bosworth House 1.18

Module Description:

Greening Business is concerned with the question of how and why firms might respond to pressures to improve their environmental performance. It examines the growth of the environmentalist movement, the major drivers for change in corporate ecological responsiveness, alternative

models of corporate greening, the ways in which firms can demonstrate their environmental credentials and notions of sustainable development and the sustainable business organisation.

The module adopts an inter-disciplinary approach to the subject matter and has close links with other modules, most notably Strategic Management and Contemporary Business Issues.

Assessment Criteria:

Individual outline project or essay proposal - 20%
Individual Essay or Project - 30%
Individual terminal exam - 50%

The module assessment is designed to develop the student's capacity to analyse, critically evaluate and synthesise information from a wide range of sources to complete a given task or tasks. The initial draft essay/project will provide an early opportunity for students to develop these skills, prior to applying them in the subsequent essay/project assignment. The terminal examination enables students to further demonstrate these skills and their knowledge and understanding of the module content within a time-constrained environment.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: International and Comparative Human Resource Management

Module Code: HRMG3003

15 Credits – Level: 3

Module Leader: Anita Trivedi - Email: atrivedi@dmu.ac.uk - Telephone: 0116 2577208 - Room: Bosworth House 2.29

Module Description:

The module introduces the principal issues underlying international and comparative human resource management (IHRM) in a global context. These issues have gained in prominence with increasing trade liberalisation, ‘globalisation’, spread of multinational corporations (MNCs), outsourcing to Asia, developmental focus

on Africa and economic integration within the European Union. As firms internationalise, appropriate strategies for managing human resources have become critical to competition between the MNCs.

Learning Objectives
At the end of the module students should be able to:
• Demonstrate an awareness of the nature of the employment relationship in different national contexts
• Demonstrate an ability to compare HR practices in differing national and regional contexts
• Demonstrate an ability to examine international perspectives on HRM in a critical manner
• Demonstrate an awareness of the processes involved in constructing international HRM strategies and policies in MNCs.

Assessment Criteria:

Textual Analysis: 2,500 words - 70%
Other coursework - Group presentation - 30%

The combination of group project and essay assesses subject-specific and key skills. The group project and presentation assess student’s ability to organize work among themselves as a team, share the results of their individual research efforts and through debate and discussion within the group, to produce a coherent report and deliver it effectively to an audience of peers. The essay provides students with the opportunity to demonstrate their ability to develop an extended analytical discussion of a specified issue or problem based on an understanding of a range of literature on the topic. Both assess students’ knowledge and understanding of the range of the syllabus as a whole

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Women, Work and Gender

Module Code: HRMG3007

15 Credits – Level: 3

Module Leader: Amanda Thompson - Email: athompson@dmu.ac.uk

- Telephone: 0116 2577234 - Room: Bede Island 2.30

Module Description:

This module examines the relationship between the concept of gender and the experience of waged work. It reviews the main theoretical approaches to understanding this relationship, such as Marxism, feminism and neo-classical economics and explores their application to a series of specific issues, including the role of domestic labour, skill, trade unions, management, self employment, sexual harassment, and media influences and impacts. The module should appeal to those interested in equal opportunities and diversity issues as issues of gendered disadvantage are considered in conjunction with analyses of class, age and ethnicity and the effects of such factors in terms of access to and experience of waged work.

Assessment Criteria:

Coursework - A 2,500-word essay - 25%
Other coursework - A written report of 1000 -1500 words - 25%
Unseen Exam - 2 Hours Duration - 50%

Coursework is designed to to enable students to locate critical theory in the contemporary world and to test the ability of students to research, retain and reproduce knowledge related to a range of areas relevant to this course. The first essay takes a more traditional approach, requiring students to choose an essay from a list of 3-4 titles. The second element of coursework asks students to select a contemporary issue of interest and apply relevant argument and theory stemming from key module themes and concepts. This assignment tests students’ ability to apply their learning in a novel and interesting manner. In the past students have focussed their work around the representation of women in the media, perhaps focussing on TV programmes such as Sex and the City or the portrayal of women in EastEnders or indeed women in Bollywood and /or Hollywood. Other students

have opted to explore women in sport or women in politics or have used media stories to generate commentaries on particular issues or cases from the workplace and beyond, chronicaling women’s experiences.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Rethinking Organisations

Module Code: HRMG3101

30 Credits – Level: 3

Module Leader: Mairi Watson - Email: mnwatson@dmu.ac.uk - Telephone: 6714 - Room: Bosworth House 2.21

Module Description:

This module provides the opportunity to explore the integrated relationship that exists between issues of Human Resource Management and Organizational Behaviour.
It considers the nature of professional HR role and the challenges faced within an organizational context characterised by continual change. It addresses the traditional areas of HR practice in addition to analysing more contemporary approaches. It investigates some of the issues faced by organizations, for example, those posed by globalization, changes in organizational structure, an increasing need for knowledge, and the challenges of effective leadership and motivation.

Assessment Criteria:

Textual Analysis - Two separate 2,500-3,000 word individual essays - 40%
Unseen Examination - 3 Hour Duration - 60%

The essay of three thousand words provides an opportunity to examine a specific issue in depth.

The unseen examination of three hours covers all aspects of the module.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Issues in Internet Sales

Law

Module Code: LAWG3120

30 Credits – Level: 3

Module Leader: Martin Taylor - Email: mart@dmu.ac.uk - Telephone: 0116 2577191 - Room: Crown Building 1.1a

Module Description:

This module is designed to supply thenon-law student with a basic understanding of the main issues surrounding the sale of goods on the internet.   The module content is structured so as to be as useful as possible for anyone wanting to set up a business selling on the internet, or a consumer wanting to know their rights. We will look at the key differences with selling on the internet, and the new laws which deal with this area, such as the Distance Selling Regulations. We examine contract formation on the internet, payment issues, damage of goods in transit, sellers’ obligations and the use of spam.

Assessment Criteria:

Unseen exam - Duration : 2 hours - 50%
Essay(word guideline 2,000 words) - 25%
Eassy (word guideline 3,000 words) - 25%

Students must attempt all elements of the assessment.

Assessment criteria shall be such as may be agreed by the Subject Authority Board from time to time.

The coursework and examination will count towards the overall assessment in the ratio 50:50

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Marketing Of Services

Module Code: MARK3004

15 Credits – Level: 3

Module Leader: Michelle Hodgson - Email: mhmar@dmu.ac.uk - Telephone: 0116 2577327 - Room: Bosworth House 1.24

Module Description:

The rapid growth of the service sector in the final half of the 20th century has led many nations to move from a manufacturing based economy to a service based economy.   A major impetus of this shift

has been the impact of the information age and the development of computer technology and advancements in telecommunications.   By the year 2005 over 90% of new jobs will be based in the service sector, a quarter of those are expected to be in just two main industries: the health industry and business services.   Other areas that are expected to have large gains in employment are the retail sector, government sector, financial services sector and computer and data processing services.   All these industries have one thing in common – they are service organisations.   For the 21st century it is vital that the next generation of managers have the skills and depth of understanding necessary to organise, develop and make successful strategic marketing decisions that are specific to service industries.   This module aims to provide students with a working knowledge of the marketing of services and an understanding of the special nature of services and the consequences to marketing mix decisions.   By the end of the course students should be equipped with the ability to design and develop strategic and tactical programmes necessary in the development of current and new service products.   This module will acclimatise students to the subject through formal lectures and applied case studies to develop their theoretical knowledge to practical scenarios.   As this module is a specialised marketing subject students will be expected to have a broad based knowledge of marketing and may have additionally specialised in other areas of marketing.

Assessment Criteria:

Coursework - report - 2000 Words - 20%
Coursework - phase test - 1 Hour - 20%
Exam - 2 Hours - 60%

The coursework elements allow for the formative development of the students’ analytical skills by using a staged business report.

The Phase test will provide 

a summative assessment for the benefit of both student and module leader.

The students’ research and analytical skills are also tested through the examination, which uses a real business as its case.   This format allows the students to demonstrate their abilities to investigate a situation and to offer solutions to real marketing problems.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Retail Marketing

Module Code: MARK3005

15 Credits – Level: 3

Module Leader: Phil Garton - Email: pagmar@dmu.ac.uk - Telephone: 0116 2078207 - Room: Bosworth House 1.13

Module Description:

Retailing is usually one of the largest sectors in the economy of any developed country.   It is of critical importance to manufacturers and consumers alike.   This module aims to demonstrate how the major marketing tools, which students should have already learnt, are currently used in the context of retail business.   It achieves this through a combination of discussion and specific illustrations of the tools in use.   The dynamism of the sector is legendary so the module uses up to date cases as a major vehicle for learning.

The module reflects major interests in positioning strategy, store choice and location, and the future development of retailing.   These themes are reflected throughout the programme as being of significant use in current retail markets.

Assessment Criteria:

Coursework - Two stage report - each stage @ 2000 words - 40%
Exam - 2 Hours Duration - 60%

The coursework elements allow for the formative development of the students’ analytical skills by using a staged business report.   There is feedback at each stage and thus skills

are both practiced and improved through the module.

The students’ research and analytical skills are also tested through the examination, which uses a real business as its case.   This format allows the students to demonstrate their abilities to investigate a situation and to offer solutions to real marketing problems.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: E-Marketing (cannot be taken with E Business)

Module Code: MARK3011

15 Credits – Level: 3

Module Leader: Suha Omar - Email: somar@dmu.ac.uk - Telephone: 0116 2078167 - Room: Bosworth House 1.236.5

Module Description:

The Internet has been touted as a business revolution, or, at the very least, a whole new e-marketplace. This module will put it in its place, along with digital TV and 3G phones, as a new channel, and a new media.

E-marketing should be grounded in the Marketing concept and has a clear impact upon a firm's Marketing Mix. It provides new and exciting ways to communicate with target audiences; although those audiences are currently quite limited to B2B and certain demographics. It opens up new markets by doing away with the need for intermediaries and expensive shop fronts. In particular, the Internet's international reach opens up foreign markets to SMEs. The Internet has also affected global pricing and opened up new pricing opportunities (for example auctions). There are relatively few pure e-products/services, but some do exist eg the ISPs, magazine sites, text messaging services.

E-marketing has become an essential part of almost every company's marketing strategy, and yet, if viewed as a market or even as a distribution channel, there are

very few e-commerce operations that turn in a profit. This module will familiarise students with the way the Internet, and other e-media, are used today - and with their potential. There will be an emphasis on good practice, illustrated through examples of both good and bad.

The course will be a blend of practical and academic, placing e-marketing within the traditional marketing framework and also looking at effective use of today's e-tools.

Assessment Criteria:

Coursework - Two stage report - 4000 words - 40%
Exam - 2 Hours Duration - 60%

Coursework, which may be group, individual or a combination of the two, forms an important part of the assessment. This reflects the student centred learning approach taken. The coursework elements allow for the formative development of the students’ analytical skills by using a staged business report.   There is feedback at each stage and thus skills are both practised and improved through the module. By the end of this course, students should feel confident to play a major part in the preparation of an organisation’s e-marketing plan, an activity that they would undoubtedly undertake as part of a team. Therefore the coursework assignment will be based around planning.
Knowledge, analysis and judgement are then tested through the examination, which uses a realistic business situation as a mini case (Section A). This format allows the students to demonstrate their abilities to understand a situation and to apply their knowledge to real marketing problems. Section B requires report style answers to two questions thus broadening the knowledge base upon which students can be tested in some depth.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *

  *   *   *   *   *   *   *   *   *
Module Title: Customer Management

Module Code: MARK3014

15 Credits – Level: 3

Module Leader: Michael Starkey - Email: mstarkey@dmu.ac.uk - Telephone: 0116 2506321 - Room: Bosworth House 1.25

Module Description:

Customer Management is about:

- Finding the right customers (those with an acceptable current and future net value)
- Getting to know them (as individuals or groups)
- Growing their value (if appropriate) and
- Retaining their business in the most efficient and effective way.

Revenue comes from customers.   Good customer management is essential and it is now being recognised that there is a very strong link between customer management   performance and overall business performance. Doing this means understanding which customers are profitable and which are not.

Customer management involves a comprehensive understanding of customer needs as either individual customers or segments of customers. Propositions need to be developed that will match the needs of these customers and will be attractive to new customers. Customer Management Activity (CMA) is about implementing the plans to deliver the proposition across the Customer Lifecycle from initial targeting, handling enquiries through to winning back lost customers. Customers may have a good or bad experience at each life cycle stage and make comparisons between their suppliers.

CEOs should demonstrate leadership in customer management and be responsible for looking after customers as this is too important to be delegated to the marketing department. Everyone in the organisation should be customer focused when interacting with both external and internal customers. Having the right people, processes, customer information and technology helps enable good customer management.   Leaving customer

management to functional departments results in silo customer management, implying inefficiencies and a dysfunctional (and unfulfilling) customer experience.

The best companies no longer take an adversarial approach to managing their customers, but appreciate that success comes through developing long term relationships with customers.   Highly satisfied customers tend to be more loyal and are much more profitable to the organisation. Yet very many organisations do not manage their relationship with customers effectively as the National Consumer Council explains, “By turning consumers against them, companies neglect their own self-interest, damaging their profits and in some cases leading to their demise. We call this remarkable phenomenon ‘the stupid company.’”

This module develops an understanding of how an organisation can avoid becoiming a ‘stupid company’ by developing and implementing effective Customer Management.

Some quotes

De Montfort University is one of the few Universities that teach Customer Management (sometimes known as Customer Relationship management, or CRM) as part of its undergraduate marketing programme. Customer management is now central to the way many industries - such as financial services, utilities, telecommunications, retailing, travel and many business to business sectors - do their marketing, and it is an important aspect of public sector communications with citizens. Most universities do not even have lecturers with real experience of researching or consulting in this area.
Professor Merlin Stone

According to Francis Buttle, “CRM may have become one of the Top 10 tools used by managers, according to a recent Bain and Co. global survey, but that cuts no ice with our higher education institutions. We are still producing streams of graduates and post-graduates who have

little or no knowledge or understanding of CRM. Not only do they not know why it is important, but also they don't even know what it is. Indeed, they might join the world of business without even hearing the expression, "customer relationship management."
Of course, there are a few noble and notable exceptions that only go to prove the rule”. DMU is one of them.   For the full article by Francis Buttle see

Assessment Criteria:

Coursework - Phase test - 20%
Coursework - Group Presentation and report - 2,500 word report - 20%
Exam - 2 Hours Duration - 60%

The coursework elements allow for the formative development of the students’ analytical skills by using a staged business report.   There is feedback at each stage and thus skills are both practiced and improved through the module.

The students’ research and analytical skills are also tested through the examination, which uses a real business as its case.   This format allows the students to demonstrate their abilities to investigate a situation and to offer solutions to real marketing problems.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *
Module Title: Managing the Environment

Module Code: PAMG3404

30 Credits – Level: 3

Module Leader: Tony Stott - Email: tnstott@dmu.ac.uk - Telephone: 0116 2078780 - Room: Bosworth House 7.9a

Module Description:

Concerns about the state of Planet Earth have grown over the last forty years.   Problems such as climate change and global warming, pollution, energy and car usage, sustainable lifestyles and sustainable development and the impact of government, business and individuals on the environment are now important political and business 

issues. The module explores how these environmental concerns are handled through political and public policy making processes.   It focuses on the distinctive characteristics of environmental problems, the use of scientific and political knowledge to identify and define environmental risks, the power of different interests to shape the environmental agenda and the use of policy instruments to manage the environment and deliver sustainable development.   These topics are explored through case studies relating to climate change, BSE, GM crops, Brent Spar, the precautionary approach and the ’polluter pays’ principle, emissions trading, globalisation and the EU, World Trade Organisation, renewable energy and wind farms, land use planning conflicts, sustainable transport, green business and ‘sustainable capitalism’. These and other topics will be developed through lectures, videos, case studies and interactive classes involving student presentations, groups and individual exercises.

Assessment Criteria:

Essay - 2000 Words - 20%
Seminar Presentation - 1000 Words - 10%
Case Study - 3000 Words - 30%
Exam - 2 Hours Duration - 40%

The essay gives students an opportunity to discuss theoretical approaches and concepts relating to the management of the environment, while the seminar presentations focus on different dimensions of an environmental issue, problem or development.   The case study requires students to undertake in depth research into a designated environmental principle, problem or policy development.   The exam requires students to review and integrate their knowledge and demonstrate an understanding of the material covered in the module.

Please note that assessment information is subject to change.

*   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   *   
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