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International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

ACT4110101 

Course title 

Managerial Accounting 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Wed.4〜5 

Course Description This course introduces students to the evolving role of managerial 

accounting in modern business environments. The course highlights the 

informational need of managers in planning, controlling and decision 

making, and shows how to take advantage of accounting information. The 

course will enable students to express real world business problems in a 

systematic way and solve them by applying managerial accounting concepts 

and techniques. 

This course also exposes students to various management consulting 

practices. As a potential consumer or a supplier of a consulting product, 

this experience will provide students with indispensable knowledge and 

perspective on the world of management consulting. 

Delivery Methods The course will use problem solving and case discussion in workshop style 

as a main pedagogical method. It relies heavily on students’ pre-study 

of teaching materials. Students are expected to perform all reading 

assignments and exercises prior to attending a class. In each class, a 

short lecture, student presentations and discussion, and problem solving 

activities will follow. Also a quiz will be given frequently to motivate 

students’ preparation. 

Assessment The final grade will be based on the following factors: 

Class Participation   4% 

Group Presentation   12% 

Quizzes  12% 

Final Exam    48% 

Case Reports  24% 

Total    100% 

Prerequisites Financial Accounting (ACT1010) 

Textbook(s) Required: 

a)Title: Managerial Accounting : Creating Value in a Dynamic Business 

Environments, b)Edition: 11, c)Author: Hilton, R. and Platt, D, 

d)Publisher: McGraw-Hill , e)Year: 2017, f)ISBN: 978-9813151659 

Reference Books / Journal Articles: 

a)Title: Cost Accounting: A Managerial Emphasis, b)Edition: 14, c)Author: 



Datar, S., Foster, G, Rajan, M, Ittner, C and Horngren, T , d)Publisher: 

Prentice-Hall, e)Year: 2012, f)ISBN: 978-0273753872 

a)Title: Cost & Effect, b)Edition: 1, c)Author: Kaplan, R. and Cooper, R, 

d)Publisher: Harvard Business School Press, e)Year: 1997, f)ISBN: 978-

0875847887 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Chapter 1. Changing 

Role of Managerial 

Acct (skip pp61-

63)** 

Chapter 5. Appendix 

1-6, 18, 24 

5-25 

2 Chapter 2. Basic 

Cost Management 

Concepts 

Chapter 6. Cost 

Behavior (read 

pp268-275) 

2-1, 2, 18, 19, 26, 28, 31, 

42, 45, 6-4 

3 Chapter 3. Product 

Costing in a Batch 

Production 

3-2, 5, 6, 10, 16, 19, 30, 

32, 44, 50 

4 Chapter 3. 

(Continued) 

3-53 (1-3), 60 

5 Chapter 5. Activity 

Based Costing (ABC) 

5-6, 7, 10, 11, 14, 26, 27, 

46, 50 

6 Chapter 5. 

(Continued) 

Group assignment 1 

Due 

7 Chapter 5. Activity 

Based Management 

(from p220) 

Chapter 15. Target 

Costing, pp691-696 

5-35, 63, 66 

8 Chapter 7. Cost-

Volume-Profit 

Analysis 

(Appendix included) 

7-2, 5, 6, 9, 13, 16, 18, 

25, 28, 33, 35, 45, 49 

9 Chapter 9. Profit 

Planning (Budgeting) 

9-1, 14, 16, 22, 25, 27, 

30, 35 

10 Chapter 12. 

Responsibility 

Accounting 

(skip pp552-561) 

12-1, 2, 3, 10, 11, 14, 

27, 28, 30, 33 

11 Chapter 10. Standard 

Costing (skip 

Appendix) 

10-2, 6, 9, 15, 22, 25, 32, 

34, 36, 44, 49 



Case: TBA 

12 Chapter 10. 

(Continued) 

13 Chapter 11. Flexible 

Budgeting and 

Overhead (skip 

Appendix) 

11-2, 3, 7, 9, 11, 12, 16, 

22, 28, 38 

14 Chapter 13. 

Investment Center 

Case: TBA 

13-5, 7, 8, 14, 19, 20,  29 

15 Chapter 13. Transfer 

Pricing 

13-34, 49 

16 Chapter 14. Decision 

Making (skip 

Appendix, self 

study) 

Case: TBA 

14-7, 8, 10, 14, 31, 33, 

36, 41, 49, 52 

Others 1. Note that course outline is tentative. It's subject to a change.

Especially, the case assignment will be adjusted later based on the 

number students. 

2. No audit is allowed. Also please note that, once the registration

period is over, no withdrawal will be granted. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

ACT4120101 

Course title 

International Taxation 

Name of Instructor GSIM Faculty,, Fujimoto, Noriko Credits 

1 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Tue.4〜5 

Prof. Fujimoto 

(4/9, 16, 23, 6/4) 

Course Description Course Description and Learning Objectives: 

The main purpose of this course is to obtain basic understanding of 

Japanese domestic tax laws and international taxation. This course also 

attempts to summarize the laws related to investment transactions from 

overseas to Japan. By taking this course, students will not only have 

broad information of business practices and taxation in Japan but also be 

aware of on-going international taxation issues. 

Delivery Methods This course mainly consist of lectures in addition to case study 

presented by quest speaker, team presentation followed by discussion, and 

take-home-examination. Course material consist of books, information 

released by Ministry of Finance, National Tax Agency and JETRO. 

Assessment 1. Class attendance  25% 

2. Team Presentation  25% 

3. Class Participation  25% 

4. Take-home-examination  25% *April 23rd  Examination release 

May 10th   Answer sheet submission 

Prerequisites NA 

Textbook(s) Required: 

a)Title: Taxation in Japan 2018, b)Edition: , c)Author: KPMG Tax 

Corporation, d)Publisher: , e)Year: , f)ISBN: 

Reference Books / Journal Articles: 

a)Title: JETRO : Investing in Japan, b)Edition: , c)Author: , 

d)Publisher: , e)Year: , f)ISBN: 

a)Title: Ministry of Finance, Japan : Learning More About Taxes, 

b)Edition: , c)Author: , d)Publisher: , e)Year: , f)ISBN: 

a)Title: Ministry of Finance, Japan : Japanese Tax System, b)Edition: , 

c)Author: , d)Publisher: , e)Year: , f)ISBN: 

a)Title: National Tax Agency : International Taxation, b)Edition: , 

c)Author: , d)Publisher: , e)Year: , f)ISBN: 

Note on Textbooks 

and Reference Books 



Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction Tax and business 

environment in Japan 

- Form of entry 

- Major Taxes 

- Labor environment 

- Organization of Tax 

Administration 

My stories 

- Tax examination 

- Karoshi 

2 Taxation in Japan #1 

On-site Drill 

- Corporate tax 

- Individual tax 

- Nondeductible portion of 

directors’ remuneration 

My story 

- Ore Ore Sagi 

3 Taxation in Japan #2 

Discussion 

- Consumption tax 

- Inheritance and gift tax 

- Role of tax : Direct tax 

vs. Indirect tax 

My stories 

- Heirs 

4 International 

taxation #1 

On-site Drill 

- Foreign Dividend 

Exclusion 

- Transfer Pricing 

- Anti-Tax Haven Rules 

- Foreign tax credits 

- Thin-Capitalization 

- Earning Stripping Rules 

- Calculation of Arm’s-

length price 

- Foreign tax credits 

5 International 

taxation  # 2 

- Case study 

“ Note on International 

Tax Regimes” 

Team Presentation 

6 International 

taxation  # 3 

- Case study 

“ Note on International 

Tax Regimes” 

Team Presentation 

7 International 

taxation   # 4 

- Tax convention 

- BEPS project 

- Apple, Amazon and 

Starbucks 

My stories 

- Panama papers 

- CST on international 

digital service 



8 Guest speaker - Mr. Kazunari Koide 

A partner of KPMG, Japan 

Others Take-home-examination: 

Calculation of foreign tax credit and Arms’-length price 

Comparison of major changes in CFC taxation in Japan 

Class sice limitation: Limited to 20 students. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

FIN4080101 

Course title 

Portfolio Management 

Name of Instructor Hiraki, Takato Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.4〜5 

Course Description Course Description and Learning Objectives: 

This course provides 2nd-year MBA students with specialization 

opportunities in portfolio management focusing on the issues related to 

institutional asset management and their performance implications for 

investors. Topics include asset allocation, portfolio diversification and 

optimization, factor models, mutual funds, hedge funds, endowment funds 

together with their performance evaluation, and model development. (Fixed 

income topics included in FIN 4030 in the fall term is not offered in 

this course.) 

All in all, students systematically learn today’s state of the art 

professional money management technology and strategies for both 

institutions and investors. The enrolled students are expected not only 

to enhance their knowledge and skill bases but also to effectively 

communicate with global investment communities and markets. This 

objective is achieved through mastering basic theories and its 

applications to real-world data, projects, and cases. 

Career relevance: 

The course is particularly relevant for those wishing to pursue their 

careers in financial services industries, especially, in institutional 

money management. The course is still helpful for those wishing to do 

their careers in general management in today’s highly sophisticated and 

globally integrated financial market and ecosystems. 

Course Positioning: 

This course is founded on Corporate Finance (FIN 1010) and Investments 

(FIN 4020) and co-exists with Debt Financing and Bond Markers (FIN 4030), 

Derivatives Markets (FIN 4250) as well as Risk Management (FIN 4200). 

Delivery Methods Course materials consist of book chapters, main cases, projects and 

various journal articles for class discussion. (These pedagogical 

materials are selected based on the best knowledge acquired through 

instructor’s long-time involved in real-world asset management as a 

consultant.) The final examination takes a take-home case write-up form. 

Power points slides and other class materials will be uploaded to network 

course folders in advance. All students should be fully prepared for each 

class meeting and are expected to be actively involved in class 

discussion. Preparation requirements are provided mostly as questions for 



cases and projects. 

Assessment 1. Preparation for each class (individual/group)                       

20% 

2. Case presentations (group)           20% 

3. Projects                                                  30% 

4. Final examination (a selected case, take-home type, individual)      

30% 

 

Students are asked to form a study group consisting of two to three. Each 

group is expected to meet the instructor each week on a rotation basis. 

Each case will be assigned to one of the groups along the schedule to 

present. 

Prerequisites Basic Statistics, Corporate Finance and Investments (preferred) 

Textbook(s) Required: 

a)Title: Investments, b)Edition: Asia Globa, c)Author: Bodie, Z., A. Kane 

and A.J. Marcus (BKM), d)Publisher: McGraw Hill Education., e)Year: 2013, 

f)ISBN: 978-0071262286 

 

Reference Books / Journal Articles: 

a)Title: Efficiently Inefficient, b)Edition: , c)Author: Peddersen, L.H. 

(Pedersen), d)Publisher: Princeton University Press．, e)Year: 2015, 

f)ISBN: 978-0-691-6619-3 

a)Title: Asset Management: A Systematic Approach to Factor Investing, 

b)Edition: , c)Author: Ang, A. (ANG), d)Publisher: Oxford University 

Press, e)Year: 2014, f)ISBN: 978-0-19-995932- 

 

Note on Textbooks 

and Reference Books 

Cases/Journal Articles: 

A list of cases/articles will be separately uploaded onto the network 

computer. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction •Introduction and overview 

•Returns and risk 

BKM Part 1: Introduction 

(chapter 5: asset 

management companies and 

industries) 

HBS Note: Note on the Asset 

Management Industry 

2 Review of MPT (1) Modern Portfolio Theory (1) 

•Parameter setting for the 

mean-variance framework 

•Investment opportunity 

sets and risk aversion 

BKM chapters 5 & 6 

3 Review of MPT (1) Modern Portfolio Theory (2) 

•Capital allocation to cash 

and risky assets 

•Equity-cash position 

BKM chapters 6, 22, and 23 



Optional: 

Chance, D., “Equity Swaps 

and Equity Investing” 

4 Beta and Index Model Beta, Index Models and 

Hedging 

BKM chapters 8, 9 & 23 

Project #1 on Portfolio 

Selection 

Darden Case: Portfolio 

Selection and the Capital 

Asset Pricing Model 

(spreadsheet UVA-F-1604X) 

5 Passive Investment 

(1) 

Efficient Market Hypothesis 

and Passive Strategies 

(Index Funds) 

•Featured video, John

Bogle, founder of the 

Vanguard Group 

BKM chapters 4, 11 and 12 

6 Passive Investment 

(2) 

Mutual Funds vs. ETFs for 

Index Funds 

HBS Case: Exchange-Traded 

Funds at Vanguard (A) 

7 Institutional 

Arrangements 

Active Investment 

Management 

•Long-only, long-short,

margin and leverage 

•Alternative Investments

BKM chapters 3, 9, 26 and 

27 

Pedersen chapters 1 (or 

entire Part I) and 8 

Optional: 

•Jacobs and Levy (2006,

2007 JPM) “Enhanced Active 

Equity Strategies,” 

“Enhanced Active Equity 

Portfolios are Trim 

Equitized Long-Short 

Portfolios” 

•Uno, J., et al. (2009)

“Empirical Analysis of 

Japanese Stock Lending 

Market” 

8 Short Selling HBS Case: Quardriserv and 

the Short Selling Markets 

<Mid-term review and course 

evaluation> 

9 Mutual Funds (1) Styles and Performance: 



•Manager styles and asset

allocations, visit: 

Mutual-Funds-Advisor.com » 

Mutual Fund Instruments - 

Guides » Morningstar Mutual 

Fund Style Box & Stock 

Mutual Fund Types 

•Performance evaluation

Morningstar mutual fund 

performance ratings, visit: 

https://www.morningstar.com

/company/morningstar-

ratings-faq 

BKM: chapter 13 & 24 

Optional: 

•Jones and Wermers (2011,

FAJ), “Active Management 

in Mostly Efficient 

Markets” 

•Wermers, R., (2000 JF)

“Mutual Fund Performance: 

An Empirical Decomposition 

into Stock-Picking Talent, 

Styles, Transaction Costs, 

and Expenses” 

10 Mutual Funds (2) BKM chapters 13 & 24 

Sharpe, W., (1992, JPM), 

“Asset Allocation: 

Management Style and 

Performance Measurement” 

Project #3 on Mutual fund 

performance evaluation 

HBS Case: Multifactor 

models 

11 Guest Speaker TBA (selected out of the 

IUJ-GSIM alumni group) 

12 Endowment Fund Asset 

Allocation 

BKM: chapter 24 

HBS Case: The Vanderbilt 

University Endowment (2006) 

13 Factors Factor Theory: 

•CAPM vs. Multiple-factor

models 

•Fama and French (1993)

model 

•Momentum and profitability

factors 

BKM chapters 10 & 13 

Optional: 

Hiraki, Watanabe and 



Watanabe (2018), “Forward 

Looking Value Factors” 

https://papers.ssrn.com/sol

3/papers.cfm?abstract_id=19

89986 

Project #3 Momentum crash 

•Sources: ANG: chapters 6 &

7 

•US Data:

http://mba.tuck.dartmouth.e

du/pages/faculty/ken.french

/data_libtary.html 

14 Smart Beta and Funds Morningstar (2016, 2017), 

“A Global Guide to 

Strategic-Beta Exchange-

Traded Products” 

https://www.morningstar.com

/content/dam/marketing/shar

ed/research/foundational/82

4512.pdf 

15 130/30 Funds Smart-Beta ETF products: 

HBS Case: Martingale Asset 

Management LP in 2008, 

130/30 Funds, and a Low-

Volatility Strategy 

Optional: 

•Hasanhodzic, Lo, and

Patel, (2009) “Credit 

Suisse 130/30 Index” 

•Lo, A. and P. Patel (2008,

JPM), “130/30: The New 

Long-Only” 

16 Synthesis A Wrap-up Review 

<Course evaluation> 

Others Final Exam will be announced at an appropriate time with some guidance 

for Case Write-up. 

*Study and Case Questions and PPT slides are separately provided and

saved in the network course folders. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

FIN4200101 

Course title 

Risk Management 

Name of Instructor GSIM Faculty,, Chuang, Hongwei Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Tue.2〜3 

Prof. Chuang 

Course Description Course rationale: 

Risk management is often described as being an independent activity of 

the firm, different from generating revenue. Most micro/macro models 

start from a framework of certainty and add an error term, a risk term to 

represent uncertainty. When describing predicted actions that arise from 

these models, the error or uncertainty term disappears because the 

modelers assume that it’s best to take expectations as their best guess 

as to future outcomes. However, they are usually biased as the evidence 

of the 2008 crisis that has already shown the failure of those models and 

highlighted again the importance of risk management. In fact, risk 

management is a part of an optimization program, the tradeoffs between 

risk and return. The boards of banks or corporations are responsible for 

understanding and challenging the optimization problem where there are 

always tradeoffs between risk and return. This course is mainly designed 

to understand such an optimization problem which involves deciding on the 

level of capital employed not only for working capital, or physical 

investment capital, or human capital but also the amount of risk capital 

in deciding on the profitability of various business lines and how they 

coordinate with each other. 

Learning objectives: 

After the global financial crisis of 2007–2009, the world has changed and 

realized that there is a large a separation between the technocrats who 

build risk-management models and systems and those who should be using 

them. The model builders seem to be too far from economics, understanding 

what risk management can and cannot do and how to structure the risk 

management problem. Managing risk is at the core of managing any 

financial organization. Risk measurement and quantitative tools are 

critical aids for supporting risk management, but quantitative tools 

alone are no substitute for judgment, wisdom, and knowledge. Managers 

within a financial organization must be, before anything else, risk 

managers in the true sense of managing the risks that the firm faces. All 

risk management systems require a careful combination of academic 

modeling and research with practical applications. While academic 

research has made a major contribution to risk management techniques, the 

practice must be aware of the underlying assumptions of these models and 

in what situations they apply or don’t apply and adjust them 

accordingly. Practical applications include understanding data issues in 



providing inputs to these risk models and in calibrating them consistent 

with underlying economics. The main learning objective of this course is 

to bridge that gap and bring academic research together with applications 

and implementation. 

 

Course structure: 

This course sets three primary topics and sub-topics covered 

(I) Foundations of risk management 

1. Introduction 

2. Lessons learned 

3. Concepts and process 

4. What is enterprise risk management (ERM)? 

(II) The enterprise risk management framework 

5. Corporate government 

6. Line management 

7. Portfolio management 

8. Risk transfer 

 

 

9. Risk analytics 

10. Data and technology 

11. Stakeholder management 

(III) Risk management applications 

12. Credit risk management 

 

13. Market risk management 

 

14. Operational risk management 

 Financial 

15. Business applications: 

16. Financial institutions 

 

17. Non-Financial corporations 

Case studies: Microsoft (7), Ford (8), and Airbus and Boeing (9) 

 

Delivery Methods Slides and course materials will be distributed via my website (see 

http://chuanghongwei.com/teaching/). Every student/group should submit a 

summary report for each case study. After the final lecture, a take-home 

exam will be conducted and finished within ONE week. The understanding 

level of students will be upon their own take-home exam, summary reports, 

and discussions (in five groups) for case studies. Attendance also takes 

credits for all the scheduled sessions in this course. 

Assessment Grades are based on total points earned on: 

I Attendance individual 1%*16=16% 

II Discussion for case studies group 2%*9=18% 

III Take-home exam individual  30% 

IV Summary reports for case study Individual/group 4%*9=36% 

The summary report for case study should be only an A4 one-page two-sided 

paper and follow the template in the Others (if any). 



Prerequisites This course is related to corporate finance (FIN 1010), portfolio 

management (FIN 4080), derivative securities (FIN 4390), and debt 

financing and bond markets (FIN 4410) as well as financial statement and 

business analysis (ACT 4100). Knowledge taught by these courses would 

help students to understand the contexts of risk management but not 

required. 

Textbook(s) Required: 

a)Title: Enterprise Risk Management: From Incentives to Controls, 

b)Edition: 2, c)Author: James Lam, d)Publisher: John Wiley & Sons, 

e)Year: 2014, f)ISBN: 

Reference Books / Journal Articles: 

a)Title: Risk Management and Financial Institutions, b)Edition: 4, 

c)Author: Hull, J. C., d)Publisher: Wiley Finance, e)Year: 2015, f)ISBN: 

a)Title: Options, Futures, and Other Derivatives, b)Edition: 9, c)Author: 

Hull, J. C., d)Publisher: Princeton Hall, e)Year: 2014, f)ISBN: 

a)Title: Financial Risk Management: A Practitioner’s Guide to Managing 

Market and Credit Risk, b)Edition: 2, c)Author: Steve Allen, d)Publisher: 

John Wiley & Sons, e)Year: 2013, f)ISBN: 

a)Title: The Essentials of Risk Management, b)Edition: 2, c)Author: 4) 

Michel Crouhy, Dan Galai, and Robert Mark, d)Publisher: McGraw Hill, 

e)Year: 2014, f)ISBN: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 * The benefit of

risk management 

* Integration adds

value 

* Cautionary tales

ERM CH1 

2 Lesson #1: Know your 

business 

Lesson #2: Establish 

checks and balances 

Lesson #3: Set 

limits and 

boundaries 

Lesson #4: Keep your 

eye on the case 

Lesson #5: Use the 

right Yardstick 

Lesson #6: Pay for 

the performance you 

want 

Lesson #7: Balance 

the Yin and Yang 

ERM CH2 

3 * Risk concepts

* Risk processes

ERM CH3 



* Risk awareness

* Risk measurement

4 * ERM definitions

* The benefits of

ERM 

* The chief risk

officer 

* Components of ERM

ERM CH4 

5 * Codes of conduct

* Best practices

* Linking corporate

governance and ERM 

ERM CH5 

6 * The relationship

between line and 

risk functions 

* Key challenges

* Best practices

ERM CH6 

7 * Active portfolio

management (APM) 

* Benefits of APM

* Practical

application of APM 

ERM CH7 

8 * Alternative risk

transfer (ART) 

* A look to the

future 

☆ Case study 1 & 

Case study 2 

ERM CH8 

9 * Risk control

analytics 

* Risk optimization

analytics 

* Market risk

analytics 

* Credit risk

analytics 

* Credit portfolio

models 

* Operational risk

analytics 

* GRC systems

ERM CH9 

10 * Early systems

* Data management

* Interface building

* Middleware

* Distributed

architectures 

* Key factors for a

successful 

ERM CH10 



implementation 

11 * Employees

* Customers

* Regulators

* Rating agencies

* Shareholder

service providers 

* Business partners

ERM CH11 

12 * Key credit risk

concepts 

* The credit risk

management process 

* Basel requirements

* Best practice in

credit risk 

management 

☆ Case study 3 

ERM CH12 

13 * Types of market

risk 

* Market risk

measurement 

* Market risk

management 

* Best practices in

market risk 

management 

☆ Case study 4 

ERM CH13 

14 * Operation risk –

definitions and 

scope 

* The operational

risk management 

process 

* Best practices in

operational risk 

management 

* Emerging IT risks

☆ Case study 5 

ERM CH14 

15 * Business

applications Stage 

I, II, and III 

* The further

evolution of risk 

management 

☆ Case study 6 

ERM CH15, ERM16 

16 * Risk measurement

requirements 

* Best practices in

corporate risk 

ERM CH18 



management 

☆ Case study 7, 8 

and 9 

☆ Take-home exam 

Others [Case 9] Airbus and Boeing 

Date: 2019/06/11 

Name: Hongwei Chuang  ID: VS8910546 

1) Questions / Issues:

2) Importance:

3) Data (if any):

4) Methodology:

5) Results (if any):

6) Limitations:



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

ITC1040101 

Course title 

Digital Business Transformation 

Name of Instructor Aung, Zaw Zaw Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Wed.2〜3 

Course Description 

Delivery Methods 

Assessment 

Prerequisites 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline 

Others 



1 

INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019 

Term: Spring 

Course 

Course code 

ITC1040 

Course title 

Digital Business Transformation 

Name of Instructor Zaw Zaw Aung Credits: 2 

Instructor’s contact 

Information 

Office# 

 

Office Hours 

13:00- 15:00 

E-mail: 

 

Class Schedule 

Day / Time 

Wednesday / 10:30-12:00, 13:00-14:30 

Course 

Learning 

Objectives 

Course Learning Objectives are: 

(1) Understand the fundamental concepts of Digital Business Transformation 

(2) Manage technological change and innovation effectively 

Course 

Description 

The rapid development and adoption of Internet and digital technologies dramatically 

changed business processes, leading to a disruptive digital transformation of the whole 

industry value chain. The so-called Industry 4.0 refers to a complex evolution of the 

entire industrial sector that includes technological advances in production equipment 

(i.e. Additive Manufacturing), smart finished products (IoT), data tools and analytics, 

involving activities and stakeholders at all levels. It encompasses all phases from the 

idea and the order to development and production, delivery of a product to the end 

customer, even recycling and related services. Companies need to completely redesign 

their business processes and models in order to achieve the important benefits disclosed 

by these new settings.  

This course focuses on how to employ a dual perspective to manage technological 

change and innovation effectively. One perspective is based on individual, group and 

organizational theory, research and practice. It provides essential guides to manage 

successfully the introduction of new technologies. Realizing the full potential of new 

technologies requires effectively managing change to assure the commitment of all 

stakeholders. The second perspective is based on innovation theory, research and 

practice that provide key insights to manage effectively the process of innovation and 

its impact on an enterprise. The course explicitly considers a firm’s need to manage the 

impact of such transformation on the employees and to inspire them so that they can 

communicate and innovate effectively. 



2 

Teaching 

Methodology 

The classes include lecture, case discussions, and lab sessions at E-Lab. 

Prerequisite None 

Assessment  

Methods in  

Alignment with 

Intended  

Learning 

Objectives 

Learning Objectives 

Assessment methods (1) (2) 

Class Participation 40% 20% 

Homework and Assignments 20% 20% 

Group Case Analysis 10% 40% 

Individual Report (iii) 30% 20% 

Peer Evaluation (ii) (ii) 

Weight on Final Grade (i) 60% 40% 

Notes 

i. The last row lists the weights of each learning objective on the final grade.

ii. Peer Evaluation scored will be weighted on Group Assignment and Group

Case Analysis.

iii. 4-page individual report dues at the end of the course.

Textbook(s) Required Textbook:  

No required textbook 

Reference Books: 

1. Industrial Organization: Markets and Strategies by Belleflamme, Paul and

Peitz, Martin. Cambridge University Press; 2nd edition (July 30, 2015)

2. Management of Technology: Managing Effectively in Technology-Intensive

Organizations by Thamhain, Hans J. Wiley; 2nd edition (May 25, 2005)

3. Technology Management: Activities and Tools by by Dilek Cetindamar,

Robert Phaal and David Probert. Palgrave; 2nd ed. 2016 edition (January 20,

2016) 

4. The Digital Transformation Playbook: Rethink Your Business for the Digital

Age by David Rogers. (Columbia Business School Publishing) Columbia

University Press (April 5, 2016)

5. The Digital Matrix: New Rules for Business Transformation Through

Technology by Venkat Venkatraman. Lifetree Media Ltd (February 7, 2017)

6. Industry X.0: Realizing Digital Value in Industrial Sectors by Eric Schaeffer.

Kogan Page Ltd (May 28, 2017)

References: 

- World Economic Forum White Paper - Digital Transformation of 
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Industries Demystifying Digital and Securing $100 Trillion for Society 

and Industry by 2025 

- World Economic Forum White Paper - Digital Transformation of 

Industries: Digital Consumption (January 2016) 

- World Economic Forum White Paper - Digital Transformation of 

Industries: Digital Enterprise (January 2016) 

- World Economic Forum White Paper - Digital Transformation of 

Industries: Societal Implications (January 2016) 

Case Materials: 

More case materials are to be decided prior to the class 

Class Outline Session Theme/Case 

1 & 2 Week 1.  

- Introduction & Course Logistics  

- Transformative Power of Technology 

- Enterprise Transformation Roadmap 

Reading(s):  

- Ina M. Sebastian, Martin Mocker, Jeanne W. Ross, Kate G. 

Moloney, Cynthia Beath, and Nils O. Fonstad: How Big Old 

Companies Navigate Digital Transformation, MIS Quarterly 

Executive 16(3), September 2017. 

- The Digital Transformation Playbook: Rethink Your Business 

for the Digital Age by David Rogers. (Columbia Business 

School Publishing) Columbia University Press (April 5, 2016) 

3 & 4 Week 2.  

- Linking Digital Transformation Strategy to Operational Excellence. 

Reading(s):  

- Jacques Bughin, Laura LaBerge, and Anette Mellbye: The 

case for digital reinvention, McKinsey Quarterly, February 

2017. 

- Anandhi Bharadwaj, Omar A. El S, Paul A. Pavlou, and N. 

Venkatraman: Digital Business Strategy: Towards a next 

Generation of Insights, MIS Quarterly 37(2), June 2013. 

Cases: 

- Digitalization of an Industrial Giant: GE Takes on Industrial 

Analytics 
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5 & 6 Week 3.  

- Customer centricity: Understanding and unlocking the digital customer 

value proposition. 

- Re-evaluating of business operating models and the search for 

commercializing. 

Reading(s):  

- Tim Brown: Design Thinking. HBR, June 2008.  

- Marshall W. Van Alstyne, Geoffrey G. Parker, and Sangeet Paul 

Choudary: Pipelines, Platforms, and the New Rules of Strategy, 

HBR, April 2016 

- Kurt Matzler, Viktoria Veider, Wolfgang Kathan: Adapting to the 

Sharing Economy, MIT Sloan, 56(2), 2015. 

Cases: 

- Building the Digital Manufacturing Enterprise of the Future 

at Siemens by Willy Shih 

7 & 8 Week 4.  

Disruptive innovation - Transforming Operations through Robotics, 

Process Automation and other disruptive technologies. 

Readings:  

- Clayton M. Christensen, Mark W. Johnson, and Darrell K. Rigby: 

Foundations for Growth: How To Identify and Build Disruptive 

New Businesses, MIT Sloan Management Review, 43(3), 2002. 

- Freek Vermeulen: What So Many Strategists Get Wrong About 

Digital Disruption, HBR, January 2017. 

Cases: TBA 

9 & 10 Week 5.  

Developing the Digital Transformation Strategy - Meeting the challenges 

of Digital Transformation and managing the change. 

Readings:  

- Jonathan A. Knee: All Platforms Are Not Equal. MIT Sloan, 

September 2017. 

- Thomas Hess, Christian Matt, Alexander Benlian, Florian 

Wiesböck: Options for Formulating a Digital Transformation 

Strategy, MIS Quarterly, June 2016. 

- Clayton M. Christensen, Thomas Bartman, Derek van Bever: The 

Hard Truth About Business Model Innovation. MIT Sloan, Fall 

2016. 

- George Day: Is It Real? Can We Win? Is It Worth Doing?: 
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Managing Risk and Reward in an Innovation Portfolio. HBR, 

December 2007. 

Cases: TBA 

12 Week 6.  

Latest Tools and Methodologies to enhance a smooth Digital 

Transformation journey. 

Readings:  

- Stephanie Jernigan, Sam Ransbotham, and David Kiron: Data 

Sharing and Analytics Drive Success With IoT. MIT Sloan, 2016. 

- Suketu Gandhi, Eric Gervet: Now That Your Products Can Talk, 

What Will They Tell You? MIT Sloan, Spring 2016. 

- Juliet B. Schor, Connor Fitzmaurice, Lindsey B. Carfagna, Will 

Attwood-Charles, and Emilie Dubois Poteat: Paradoxes of 

openness and distinction in the sharing economy. Poetics 54, 

2016. 

Cases: TBA 

13 & 14 Week 7.  

Developing, deploying and sustaining a global lean transformation 

program. 

Readings: TBA 

Cases: TBA 

15 & 16 Week 8.  

The Human Factor in Digitization and resolving it with Technology 

Reading(s):  

- Thomas H. Davenport: Analytics 3.0. HBR, December 2013. 

- The Economist: Getting to know you, Sept. 13th, 2014. 

- Timothy Morey, Theodore “Theo” Forbath, and Allison Schoop: 

Customer Data/ Designing for Transparency and Trust. HBR, May 

2015. 

- V. Guha, Dan Brickley, and Steve Macbeth: Schema.org evolution 

of structured data on the web, Communications of the ACM 59(2), 

2016. 

- Leandro DalleMule and Thomas H. Davenport: What’s your data 

strategy. HBR, May-June 2017. 

- Thierry Mennesson: The Coming Consumer Data Wars. MIT 

Sloan, August 2017. 

Cases: TBA 
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Remark: Last two weeks will have presentation of group case analysis 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

ITC4100101 

Course title 

Mobile App for Business 

Name of Instructor Aung, Zaw Zaw Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.2〜3 

Course Description Course Description 

Mobile devices and app had become a substantial part of our lives. The 

combination of data connectivity, portability and smart interface create 

a unique value to everyone. Business sees its huge potential and 

exploring ways to make best use of it. Apple devices have gained a solid 

foothold in the business community. This course is to introduce the app 

ecosystem, some practical app development for iOS devices and formulating 

mobile business strategy for businesses of all sizes. Throughout this 

course, you will learn several aspects - starting from developing and 

licensing your own iPhone apps to marketing and accelerating your App 

Business. Through case discussion, you will learn diverse use of app for 

various business purposes in different industries - way beyond marketing 

and advertisement. 

In addition to business potential of iPhone apps, increasing number of 

governments and organization are developing apps for portable devices to 

mobilize their employees and to improve 

the accessibility of CRM and PR services. Examples include reporting, 

document management, package tracking, project management and many more. 

Learning Objectives: 

At the end of this course, the student should be able to: 

- develop native app for iOS devices using SWIFT and Objective-C 

programming languages 

- understand the iOS native app development environment and SDK 

- gain the fundamental know-how for licensing and selling the apps 

through app store 

- understand app ecosystem and app business 

- understand the strategies in promoting and creating unique business 

value - which could turn into the company's core competency 

Career Relevance: 

Smartphones become indispensable in Today's Business. They have changed 

the way of doing business, reaching to the customers (agencies to 

public), searching information and interaction with friend and family. 

This course equips you the tools, technique and hand-on experience for 

business app development and broader view on business use of app. 

For App entrepreneur and software developers, it is a good start to 

explore the smartphone app opportunities. 



For Marketing and HR managers and, for Government staff, they can 

initiate and oversee the need of smartphone apps as a means for 

communication, information sharing and public relation for their own 

organization. 

Course Context or Rationalization: 

e-Business management program is designed to add value through Internet, 

Mobile Communications and Ubiquitous Connectivity on top of the 

management skill. The practical courses offered at E-Lab will fill up the 

essential IT skill for management. Specifically, this course will support 

and accelerate the studies of e-Marketing, CRM, Mobile Strategies and 

Social Media Marketing. 

Delivery Methods Delivery Methods: 

The classes include lecture and lab sessions at E-Lab. Students are 

encouraged to discuss and share their experience and opinions through the 

case discussions. IUJ is an official member of Apple iOS Developer 

University Program since 2011 April. All enrolled students will receive 

invitation for membership of Apple developer program (free of charge) and 

can benefit an array of Apple developer privileges. 

Small teams will be formed based on students' background and are tasked 

to complete a team projects - which require you explore several new 

business ideas and develop an iOS native app. Teams need to demonstrate 

their functional prototype app and present business potential for their 

developed apps. Students are expected to receive hands on and practical 

experience in this course using Apple lab inside E-Lab. 

Assessment Assessment: 

Final Project……………………………………………………………………... 

40% 

Homework and Assignment….…………………………………………… 30% 

Class Participation (commenting, initiating intellectual 

discussions, helping other students with lab work etc.) …… 30% 

Prerequisites Prerequisite: 

The course expects the participants to have good motivation and 

entrepreneurial spirit. Exposure to any object-oriented programming 

environment (e.g. C++, Java, C#, SWIFT, Obj-C) for native iPhone Apps 

development can be helpful, but not the requirement. 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Cases: 

Cases used in previous year. To be announced in the class. 

- More Citizen Connect by Mitchell Weiss 



- Branch Metrics: "Failing" into the Idea By Fern Mandelbaum, Susan 

Pohlmeyer 

- Uber: Leading the Sharing Economy by Sayan Chatterjee and Kayleigh 

Fitch 

- EverTrue: Mobile Technology Development (A) & (B) by William R. Kerr 

- The Weather Company: Creating Consumer Apps that Leverage its Big Data 

by Ruth Gilleran; Patricia J. Guinan; Salvatore Parise 

Class Outline Week1-Week2: Web Apps for Mobile 

Introduction to Mobile app business and app development environment 

Understanding app market place 

User Experience and Human Interface Design 

App Business (case studies) - how successful companies build build 

business model around app and deliver values through apps. 

Week 3- Week 8: iOS native Apps development 

Invitation will be sent to the students. Each student is to set up their 

own official (student member) account in iOS developer Network. This will 

allow students to access developer resources (training videos, downloads) 

and grant full right to register your Apple devices to use as test 

devices (so that you can install and test your newly developed apps 

legally on Apple devices) 

" Introduction to the Apple iOS Developer Portal and Mac OS X platform 

" Setting up development environment for iOS app 

" Understanding of app registration at Apple App Stores 

" Apple Store developer agreement, in-App purchase, etc., 

" Understanding of App Market and creating a hit App 

Lab Sessions: 

" Introduction to the iPhone SDK 

o iPhone Simulator

o iOS SDK: Xcode

o Interface Builder: Cocoa

" SWIFT: the programming language used to develop all Apps on iOS 

platform (new) 

" Objective-C: the programming language used to develop all Apps on iOS 

platform (old) 

" Developing and testing your own iOS Apps across devices 

Final Project 

The class will be divided into several teams (a team of 2-3 students) and 

each group will decide what kind of business/enterprise app is to be 

developed. 

Others The class size is limited to 15 or so students. Class size may be 

expanded if enough 

students taking the course have their own MacBook. Some content may be 

changed slightly from what is stated here, depending on the progress we 

are making with arrangements of new iPhone Lab inside E-Lab, emerging new 

technologies and platform. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

JDP4040101 

Course title 

Development of Japanese Industries and Innovation 

Name of Instructor GSIM Faculty,, Kikkawa, Takeo, Itami, 

Hiroyuki 

Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Mon.2〜3 

Prof. Itami and Prof. Kikkawa 

Course Description 

Delivery Methods 

Assessment 

Prerequisites 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline 

Others 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019

Term: Spring 

Course 

Course code 

JDP4040 

Course title 

Development of Japanese Industries and Innovation 

Name of Instructor H. Itami and T. Kikkawa Credits: 2 

Instructor’s contact 

Information 

Office# 

Pres. Office 

Office Hours 

After class or by appointment 

E-mail: 

Class Schedule 

Day / Time 

(Tentative) 

Monday/10:30-12:00, 13:00-14:30, C103 

Role and 

Purposes 

The purpose of this course is two-fold. One is to give the students a broad 

understanding on how Japanese industries developed. Another is for the students 

to learn logical frameworks to understand those Japanese development and learn 

their theoretical essence. 

Course 

Learning 

Objectives 

As explained in the above purpose. 

Course 

Description 

 In the industrial development part of the course (the first 8 sessions), we focus on three 

industries, electronics automobile and chemical, to learn why of their development. We will 

close the industry part by class discussions on what the student can learn for their home 

country’s industrial development from the Japanese experiences. 

 We then move to the innovation part of the course (the next 6 sessions) and review 

various innovations in Japanese industries to again learn why they were possible. We 

summarize the entire course by discussing the theoretical framework of Market and 

Organization so that we can understand both industrial development and innovation in a 

simple framework. 

 The last two sessions will be devoted to discussions on what you can learn and perhaps 

should not learn from the Japanese experiences. Sessions 1 through 8 will be taught by H. 

Itami and Sessions 9 through 13 by T. Kikkawa. The final three sessions are our joint 

sessions. 

Teaching  
Methodology 

The classes include interactive lectures, discussions based on students memo on 

reading assignment, and presentations by student groups. 

Prerequisite 

Assessment  
Methods in  
Alignment with 

Class participation and discussion, 

including memo submission 

40% 
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Intended 
Learning 
Objectives 

Student presentation in class 20% 

Term paper 40% 

Notes: Students will be asked to submit discussion memo (one page) for several 

sessions to be used in class. The deadline for e-mail or online submission is the 

midnight on Saturday before the designated Monday class.  The sessions for memo 

submission are indicated in the class outline below. 

Textbook(s) 

Class Outline 
(Tentative) 

Session Theme/Key question Topics/Readings 

1 Orientation and Introductory lecture 

Key question: Why could only Japan 

produce home VTR in the 1960’s and 

70’s? 

Understanding development of 

industries 

From imitation to innovation 

Reading: Japanese VTR industry 

2 Contribution of Japanese corporate 

system to the development of 

industries 

Success of industrial democracy 

Jinpon shugi system for technology 

accumulation 

Reading: The “Human-Capitalism” 

of the Japanese Firm as an 

Integrated System 

3 Development of Japanese Automobile 

Industry 

Key question: How could Japan 

became world number 1 in 

automobile? 

History of development after the war 

Learning from both international 

competitors and domestic 

consumers 

Reading: Japanese automobile 

industry 

4 Industrial infrastructure and industrial 

policy supporting Automobile growth 

Key question: Who and what helped 

Japanese automobile industry? 

Understanding the framework of 

industrial infrastructure 

Dynamic accumulation of 

capabilities in a nation 

Discussion based on students 

memo 

5 Development of Japanese 

Semiconductor industry 

Key question: Why could three 

take-overs happen? 

Internal demand for products and 

internal supply of human talents 

Importance of capital investment 

Reading: Japanese semiconductor 

industry 

6 Rise of Asian competitors 

Key question: Why could Korea catch 

up with Japan? 

Technology embodiment into 

production machines 

Modularization of technology 

Discussion based on students 

memo 

7 Development of Japanese Chemical 

industry 

Key question: Why were they so late 

in their international development? 

Comparison with ship building 

industry 

European superiority yet in chemical 

industry 

Reading: Japanese chemical 
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industry 

8 Nature of Technology and industry 

structure 

Speed of necessary technology 

accumulation 

Fragmented industry structure due 

to technology import 

Discussion based on students 

memo 

9 Innovations behind rapid 

industrialization 

Key question: Why could Japan 

achieve rapid industrialization?  

Focused Innovators: Iwasaki Yataro, 

Nakamigawa Hikojiro, and Shibusawa 

Eiich  

The role of Zaibatsu and 

“Gapponshugi” for Japan's 

industrialization 

Reading: Three types of managers 

in the Japanese industrialization 

10 Innovators in your country who are 

similar to Iwasaki, Nakamigawa and 

Shibusawa 

Conditions for industrialization of 

late-comer countries 

Discussion based on students 

memo 

11 Innovators’ role for the economic 

growth 

Key question: Why could Japan 

achieve rapid economic growth?  

Focused Innovators: Ibuka Masaru, 

Morita Akio, Honda Soichiro, and 

Fujisawa Takeo 

Functions of entrepreneurs in the 

economic growth 

Reading: Four innovators of Sony 

and Honda  

12 Innovators in your country who are 

similar to Ibuka, Morita, Honda and 

Fujisawa 

Conditions for sustainable economic 

growth 

Discussion based on students 

memo  

13 Two types of new Innovations 

damaged the Japanese economy 

Key question: Why did Japan stop 

economic growth? 

Reading: Impacts of two types of 

new innovations 

14 Orgaon Accumulates and Market 

Utilizes 

Total framework to understand the 

development of industries and 

innovation behind  

Two mechanism of resource 

allocation, market and organization, 

interact for industrial development 

and innovation behind. 

Theoretical wrap-up of the course 

Reading: Organization Accumulates 

and Market Utilizes 

15 Lessons for your country (1) 

Key question: What can you learn 

from the Japanese experiences for 

the development of industries and 

innovation in your country? 

Class discussion with group 

presentations 

16 Lessons for your country (2) 

Key question: What can you learn 

from the Japanese experiences for 

the development of industries and 

Class discussion with group 

presentations 
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innovation in your country? 

Others (if any) 1). Reading materials and other class materials will be updated at the course folder. 

Students should visit this folder frequently for newly posted online materials. 

2). Course policies:  

(a) As outlined in the IUJ Honor Code, students are reminded not to engage in acts of 

plagiarism or other forms academic dishonesty. See: 

http://en.wikipedia.org/wiki/Plagiarism   

for more information. 

(b) No tolerance to any academic misconduct in addition to plagiarism. 

http://en.wikipedia.org/wiki/Plagiarism


International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

JDP4050101 

Course title 

Japanese Employment Practices and Human Capital 

Accumulation 

Name of Instructor Yokose, Tsutomu Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Wed.2〜3 

Course Description Through the rapid change of the business environment triggered by the 

areas of technology, demographics, society and economy, every industry in 

the world wide must have the grand design to survive the hardship by 

using human capital capability. Japan industry had survived its tough 

stages after World War 2 and experienced several recessions, but by using 

its fundamental advantage in human capital power, they have recovered as 

one of key player in word business. Japan industry has the special 

paradigm in some of its fundamental assumptions and approaches for the 

human capital, especially in the people management practices. Those were 

settled by the accumulated knowledge and experience from Meiji era and 

there are many effective lessons and learns toward next decades. 

In this course, by focusing on the several practices and cases in Japan, 

students will learn the industry knowledge in human capital areas which 

enhanced Japan development stage, especially in order to apply the 

practices to the developing regions and revitalizing countries. 

Knowledge and experience accumulated by the numerous changes in industry 

should be the clues to generate industry-wide and country-wide policies, 

in addition to the corporate strategies. 

From that aspect, in this course, by exploring the past practices and 

current trend of new provision, the characteristic and the advantages of 

Japan industrial practice in human capital areas will be identified. 

Upon completion of this course, student should be able to: 

1. Understand the objectives and advantages of Japan Human Capital

practices 

2. Diagnose the business environment and apply the best human capital

practices to pursuit business goals 

3. Apply Japan Human Capital practices to the development stages of the

industry and economics. 

Delivery Methods Interactive lecture, case study , field study and discussion 

Assessment • 10% Attendance

• 20% Class participation

• 20%  Group Presentation : Week 3 – Analysis of Honda Philosophy 

• 20% Field trip report (individual)

• 30% Final report (individual)

Prerequisites None 



Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Human Resources Development in Japan, b)Edition: , c)Author: 

Takenori Inoki, Tony Gonzalez, d)Publisher: Japan Publishing industry 

Foundattion for Culture, e)Year: 2017, f)ISBN: 978-4-916055-78 

Note on Textbooks 

and Reference Books 

Case Materials: 

Human Resources Practices and the Labor Market in Japan 

IVEY 9B13C023 

Japan: Employing the Unemployed 

IBSCDC 204-097-1 

Human Resources Management System Reforms at Matsushita 

ICMR 403-010-1 

HR restructuring at Nissan 

ICMR 411-028-1 

(Original Case) MEGURO Dubai (A) 

T.Yokose 

Class Outline Session Theme / Case Readings / Study Questions 

1 Japan industry 

development process 

and Human Capital 

practices from Meiji 

era 

2 Case: Human 

Resources Practices 

and the Labor Market 

in Japan 

1) What is the most

significant characteristic 

of Japan Labor market 

2) Whether Japan Human

Capital system has 

advantage or not to survive 

the upcoming changes in 

industries 

3 HR policies and 

practices in Japan 

industry 

4 Case: Japan: 

Employing the 

Unemployed 

1) What is full employment

level? Do you think it is 

practically possible to 

achieve full employment? 

2) What are the different

types of unemployment? What 

are the factors that cause 

un employment in Japan? 



Please explain. 

3) Explain briefly various

measures that the Japanese 

government had adopted to 

create new jobs. 

5 The role of company 

philosophy, mission 

and value for 

attracting human 

capital 

6 Actual case : Honda 

Philosophy 

Group presentation : The 

analysis of Honda 

Philosophy by group 

7 Honda Sayama factory 

visit 1-2 

Half day field study : 

mandatory 

8 Findings and Review 

– Factory visit

coming back to IUJ at the 

factory visit day, session 

at IUJ 

9 Review of Factory 

visit : How Japan 

industry develop 

human capital 

capability 

How apply their philosophy 

into the actual production 

line. 

The areas kept, the areas 

changed from their origin 

10 Application of 

Company Philosophy 

Actual cases in another 

companies : comparison with 

multi national companies 

11 Human Capital style: 

daily people 

management 

BY analyzing the human 

capital characteristic in 

Japan industry, how daily 

people management should 

be. 

12 Case : (Original 

case) MEGURO Dubai 

(Depending upon 

Honda R&D case : 

modified for 

discussion) 

1) What is the most

critical issue in the case 

(A) in order to achieve the 

MEGURO R&D Dubai 

objectives ? 

2) What kind of actions the

Dubai Management team 

should take after case (B), 

through analysis of the 

actions in the case (B) and 

its result?  Specific 

actions should be listed. 

13 Adaptation of Japan 

system to changes in 

business environment 

How Japan employment 

practices has been changed 

14 Case: Human 

Resources Management 

System Reforms at 

1) What kind of

circumstances forced 

Matsushita to change the 



Matsushita employment policies? 

2) What is the important

features and benefit of the 

new personal management 

system? 

3) Analyze whether the new

policy would achieve its 

objectives in the long run 

15 Case: HR 

restructuring at 

Nissan 

1) What lessons you have

learned from the various HR 

practices adopted at 

Nissan. 

2) Describe HR practices

for any other organization 

that you are familiar with, 

as same as Nissan did 

3) Explore HR strategies

that Nissan can adopt to 

overcome the criticism it 

is facing 

16 Wrap up 

Others Session 7 (half day factory visit) and 8 (at IUJ debriefing) are 

mandatory (session 7 and 8 will be conducted at whole day, Wednesday, 

April 24th) 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MGT4460101 

Course title 

Innovation and New Business Creation 

Name of Instructor Wakayama, Toshihiro Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

After class or by 

appointment 

E-mail 

Class Schedule Day / 

Period 

Mon.4〜5 

Course Description Introduction: Creating, Exploiting and Managing Discontinuities 

This course is about innovation, not invention. Innovation, by 

definition, refers to the whole process of going from idea to market 

acceptance, through design, development, production, market development 

and sales. Thus, while invention can be accomplished by an individual 

effort, innovation is almost always a collective organizational effort, 

requiring serious managerial attention. Despite the full-fledged 

managerial attention by competent managers and executives, innovation 

often fails. Innovation poses formidable challenges even to many well-run 

companies because it tends to induce discontinuities of various kinds. 

Such discontinuities are seen not just in technology advances, but also 

in market changes, organizational changes, industry dynamics, and the 

very process of formulating innovation strategies . While many companies 

simply try to accommodate discontinuities (and often fail to do so), some 

great companies can exploit and even create discontinuities to leapfrog 

competition. This course examines innovation and related issues of new 

business creation, mainly in the context of established firms. 

Learning Objectives 

The learning objectives of the course are two-fold: 

> Learn a set of concepts and frameworks for understanding and analyzing 

key managerial challenges companies are facing in managing innovation and 

new business creation (see “Topics” below); 

> Develop capabilities for strategic thinking, particularly through 

repeated exercises on systematic strategy analysis of case materials. 

Topics 

1. Redefining the Basis of Competition through Disruptive Innovation

2. Extending the Scope of Innovation beyond Products

3. Aligning your Business with Shifting Industry Structure

4. Exploiting De-commoditization for New Business Creation

5. Embracing the Conflicting Themes of Exploration and Exploitation

6. Reinventing the Process of New Business Creation

7. Revitalizing the Organization for Innovation-driven Growth

8. Leveraging Emerging Economies for New Business Creation

Delivery Methods 



Case-based, interactive learning 

Assessment Grading 

> Final exam: 40% 

> Class Participation: 30% 

> Peer Evaluation: 30% 

Prerequisites 

> A graduate course in Strategic Management: e.g., MGT1050 Strategic 

Management at IUJ. 

> What is Strategy? M. Porter, Harvard Business Review, November-December 

1996. 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Required Materials 

================== 

Articles: 

> Disruptive Technologies: Catching the Wave, Bower and Christensen, 

Harvard Business Review, 1995 

> Finding the Right Job for your Product, Sloan Management Review, 

Christensen, Anthony, Berstell and Nitterhouse, Sloan Management Review, 

2007 

> Skate to Where the Money will be, Christensen, Raynor and Verlinden, 

Harvard Business Review, 2001 

> The Ambidextrous Organization, O’Reilly III and Tushman, Harvard 

Business Review, 2004 

> How GE is Disrupting itself, Immelt, Govindarajan and Trimble, Harvard 

Business Review, 2009 

Cases: 

> Pandesic 

* Pandesic – The Challenge of a New Business Venture (A), 399129-PDF-ENG,

Harvard Business School, 2005 (Revised). 

* Pandesic – The Challenge of a New Business Venture (B), 399130-PDF-ENG,

Harvard Business School, 2005 (Revised). 

> Apple Computer 2002, 702469-PDF-ENG, Harvard Business School, 2005 

(Revised). 

> Apple Inc. in 2015, 715456-PDF-ENG, Harvard Business School, 2015. 

> Stone Finch, Inc.: Young Division, Old Division, 3214-PDF-ENG, Harvard 

Business School, 2010(Revised) 

> Emerging Business Opportunities at IBM (A), 304075-PDF-ENG, Harvard 

Business School, 2005(Revised) 

> GE’s Imagination Breakthroughs: The Evo Project, 907048-PDF-ENG, 

Harvard Business School, 2008(Revised) 

Class Outline Weekly Schedule 



Week 1: Redefining the Basis of Competition through Disruptive Innovation 

> Course Overview 

> Readings 

Week 2: Extending the Scope of Innovation beyond Products (Why "superior" 

products alone are not enough to win) 

> Readings: Finding the Right Job for your Product, Sloan Management 

Review 

> Case 

– The Challenge of a New Business Venture (A)

– The Challenge of a New Business Venture (B)

Week 3: Aligning your Business with Shifting Industry Structure 

> Readings: None 

> Case 

-702-469, Harvard Business School, 2005 

(Revised). 

Week 4: Exploiting De-commoditization for New Business Creation 

> Readings 

> Case 

Week 5: Embracing the Conflicting Themes of Exploration and Exploitation 

> Readings 

> Case 

Week 6: Reinventing the Process of New Business Creation 

> Readings: None 

> Case 

Week 7: Revitalizing the Organization for Innovation-driven Growth 

> Readings: None 

> Case 

Week 8: Leveraging Emerging Economies for New Business Creation 

> Readings: How GE is Disrupting itself, HBR 

> Case: None 

> Possibly Guest Speaker 

> Wrap-up 



Others 

Class size limitation: 40 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MGT4540101 

Course title 

Competing in Emerging Markets 

Name of Instructor Zhang Zhang, Yingying Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

After class or by 

appointment. 

E-mail 

 

Class Schedule Day / 

Period 

Fri.2〜3 

Course Description This course of Competing in Emerging Markets focuses on the challenges 

and opportunities associated with business and management in emerging 

markets. By examining the various social economic and institutional 

factors particular to emerging markets, the course addresses specific 

organizational strategies that firms need to pursue to overcome these 

obstacles and exploit opportunities in emerging markets. Multinationals 

from emerging markets are also discussed in this subject. The course 

combines lectures, class participation, cases, and a number of visiting 

speakers will help to tie the course theory to business practice. 

Delivery Methods Both lecture, group discussion and practical sessions are used for the 

teaching of this course. 

Assessment The assessment will be based on: 

1. Class participation (70%)

2. Group report (30%)

In addition, occasional and unannounced quizzes may take place. 

Class Participation Grading Criteria: 

Each student will be graded in terms of participation in each session. 

The grade is 1-4 scale. 4 is excellent, 3 is good, 2 is poor while 1 is 

very poor. 

1: Participation of a student has negatively impacted the class; 

A student arrives 15 minutes late to the class without any justified 

reason; 

A student leaves the class before the time without any justified reason. 

2: A student is present but hasn't participated; 

Participation of a student is insignificant; 

A student is second-time justified absent. 

3. Participation of a student has positively impacted the class.

4: Participation of a student has significantly and positively impacted 

the class. 

Notes: 

- Participation includes (not an exhaustive list) participating in 

discussions, 

asking questions, adding comments, or providing feedback. 

- Frequency of participation is not counted in a class with more than 15 

students. 



- If a student is first-time (per day, not per session) justified absent, 

the grade 

will use the average of her/his overall participation. 

- If a student is absent without any justification, the grade will be 0. 

Prerequisites No specific prerequisite. Preferably the basic knowledge on International 

Management. 

Textbook(s) Required: 

a)Title: Doing Business in Emerging Markets, b)Edition: 2, c)Author: S. 

Tamer Cavusgil, Pervez N. Ghauri, and Ayse A. Akcal, d)Publisher: Sage 

Publications. (DBEM), e)Year: 2013, f)ISBN: 

Reference Books / Journal Articles: 

a)Title: Understanding Multinationals from Emerging Markets, b)Edition: , 

c)Author: Alvaro Cuervo-Cazurra, and Ravi Ramamurti (Eds.), d)Publisher: 

Cambridge University Press, e)Year: 2014, f)ISBN: 

a)Title: Emerging Markets Rule: Growth Strategies of the New Global 

Giants, b)Edition: , c)Author: Mauro Guillen, and Esteban Garcia Canal, 

d)Publisher: The McGraw-Hill Companies, e)Year: 2013, f)ISBN: 

a)Title: Winning in emerging markets: a road map for strategy and 

execution., b)Edition: , c)Author: Tarun Khanna, Krishna G. Palepu and 

Richard J. Bullock, d)Publisher: Harvard Business Press., e)Year: 2010, 

f)ISBN: 

a)Title: The Competitive Advantage of Emerging market Multinationals., 

b)Edition: , c)Author: Peter J. Williamson, Ravi Ramamurti, Alfonso 

Fleury and Maria T, d)Publisher: Cambridge University Press, e)Year: 

2013, f)ISBN: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction: 

Overview of Emerging 

Markets 

Case: Acer, Inc: 

Taiwan’s Rampaging 

Dragon 

DBEM Chapter 1 

2 Introduction: 

Overview of Emerging 

Markets 

Case: Acer, Inc: 

Taiwan’s Rampaging 

Dragon 

DBEM Chapter 1 

3 Macro Environment in 

Emerging Markets 

Case: Global Wine 

DBEM Chapter 2-3 



War 

4 Macro Environment in 

Emerging Markets 

Case: Global Wine 

War 

DBEM Chapter 2-3 

5 Opportunities and 

Trends in Emerging 

Markets 

Discussion: Sinkovis 

et al. (2014), 

Rising Power of 

Emerging Markets 

DBEM Chapter 4 

6 Opportunities and 

Trends in Emerging 

Markets 

Discussion: Sinkovis 

et al. (2014), 

Rising Power of 

Emerging Markets 

DBEM Chapter 4 

7 Companies from 

Emerging Markets 

Case: Mahindra & 

Mahindra in South 

Africa 

DBEM Chapter 5 

8 Companies from 

Emerging Markets 

Case: Mahindra & 

Mahindra in South 

Africa 

DBEM Chapter 5 

9 Analysis of Selected 

Emerging Markets 

Group Discussion 

DBEM Chapter 6 

10 Analysis of Selected 

Emerging Markets 

Group Discussion 

DBEM Chapter 6 

11 Strategies of 

Emerging Markets 

Case: Bottled Water 

Industry in 

Uzbekistan 

DBEM Chapter 7-8 

12 Strategies of DBEM Chapter 7-8 



Emerging Markets 

Case: Bottled Water 

Industry in 

Uzbekistan 

13 Negotiation and 

Relationships in 

Emerging Markets 

Role Play & Group 

Discussion 

DBEM Chapter 8-9 

14 Negotiation and 

Relationships in 

Emerging Markets 

Role Play & Group 

Discussion 

DBEM Chapter 8-9 

15 Assessing Risks and 

Opportunities in 

Emerging Markets 

Guest Speaker 

DBEM Chapter 10 

16 Assessing Risks and 

Opportunities in 

Emerging Markets 

Guest Speaker 

DBEM Chapter 10 

Others Working groups will be formed in the first week of the class. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MGT4550101 

Course title 

Leadership 

Name of Instructor Yokose, Tsutomu Credits 

1 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Tue.4〜5 

(4/2, 9, 16, 23) 

Course Description In every industry and organization, business persons are expected to 

acquire and develop a capability to lead their people, teams, and 

organization. Due to the rapid change at the age of globalization, 

business leaders are now facing with the critical and tough situation and 

they are required to respond to the change by making the best decision 

consistent to the vision and mission shared among the organizational 

members. Business leaders must understand how their leadership is 

effectively functioned in their decision making, especially in the 

critical situation. Furthermore, in order to achieve organizational 

goals, they must understand the difference between the management systems 

and their leadership power by empowering their people and applying 

organizational resources. 

Upon completion of this course, student should be able to: 

develop leadership capabilities in order to become a competent business 

leader 

required to succeed in their 

future career and work environment as a business leader. 

goals in organization environments. 

This course provide students opportunities to embody their knowledge, 

concept, theories and learning in the other programs as leaders in the 

dynamic business environment.  At the new start of business career after 

their graduation, the discussion and practices in this program will help 

student to have confidence in the daily tasks. 

Delivery Methods Interactive lecture, role playing, case study and discussion 

Assessment Overall grading assessment 

-3M Optical System 

s 

Prerequisites None 

Textbook(s) Required: 

Reference Books / Journal Articles: 



Note on Textbooks 

and Reference Books 

Case Materials: 

• Mount Everest – 1996 (HBS 9-303-061)

• 3M Optical Systems (HBS 9-395-017)

• Michael Fernandes at Nicholas Piramal  (9-408-001)

Reference books/Journal Articles: 

John P. Kotter on What Leaders Really Do (John P. Kotter) 

ISBN-13: 978-0875848976 

Class Outline Session Theme / Case Readings / Study Questions 

1 Leadership 

Competency 

How a leader should 

explore their 

capability 

2 Case  Video : Iron 

Ladies Liberia 

1) How effectively Johnson

Sirleaf showed her 

leadership in each 

situation 

2) What kind of leadership

competencies are required 

to solve tough situation 

shown in the video 

3 Leadership and 

Systems 

4 Case: Mount Everest 

– 1996 (HBS 9-303-

061) 

1) Why did this tragedy

occur? What is the root 

cause of this disaster? 

2) What is your evaluation

of Scott Fischer and Rob 

Hall as leaders? Did they 

make some poor decisions? 

If so, why? 

3) What are the lessons

from this case for general 

managers in business 

enterprises? 

5 Empowerment and 

Leadership 

6 Case : 3M Optical 

Systems 

1) As Andy Wong, how would

you handle the 

authorization for 

expenditure (AFE) for the 

re-launch of the privacy 

screen? 

2) As Paul Guehler, would

you approve the AFF if Wong 

set it up to you? 



3) How effective had Wong

been as a front-line 

manager in 3M context? How 

effective had Guehler been 

as a 3M division president? 

4) What is it about 3M that

makes it perhaps the most 

consistently 

entrepreneurial large 

company in the world? 

7 Conflict resolution 

by leadership 

8 Case : Michael 

Fernandes at 

Nicholas Piramal 

1) What issues are at stake

within the business 

development function? 

2) What should Fernandes

do? And how should he do 

it? 

Others maximum class size : 30 students 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MGT4570101 

Course title 

Human Resource and Global Talent Management 

Name of Instructor Sugiyama, Koichi Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.4〜5 

Course Description Learning Objectives: 

This course deals with various fundamental concepts of human resource 

management (HRM) and global talent management (GTM), especially in 

globally deployed organizations. It provides a practical understanding of 

significant issues and knowledge for working with typical challenges. 

HRM is becoming essential to a corporation's competitiveness in the 

context of globalization of businesses. The primary purpose of this 

course is to assist students in acquiring knowledge and developing skills 

necessary to manage human resources in today's organizations effectively. 

Students will be introduced to conceptual frameworks and diagnostic tools 

that can be used to understand and analyze the various inter-related 

activities and functions that are the foundation of an effective HRM 

system. Beyond assigned readings for the course, team-based learning and 

studies of HRM practices highlighting situations in which managers are 

dealing with HRM problems will be extensively used to achieve these 

objectives. 

Participants to this course will learn how they should handle and 

organize people-related problems in the organizations whose success 

heavily rely on the effectiveness of their international business. 

Career Relevance: 

This course is suitable for the students who seek deeper understandings 

on people and organization management under the global context. The 

knowledge and skills expected to be acquired in this course are highly 

relevant for those who plan to pursue general management and human 

resource careers. 

Course Context or Rationalization: 

This course emphasizes the importance of understanding HRM as a 

structured system. It is critical that participants master the skills to 

apply HRM/GTM concepts and core tools with thoughtful balance and 

coordination to the specific challenges—including cultural diversity 

issues—that globally-minded organizations are likely to face in their 

course of growth. It is very common that the real-life HRM/GTM challenges 

are very complex. Therefore, one should not feel content by just picking 

up any one piece of HRM tools or concepts to fully address the issues at 

hand. 



Participants are also required to think of HRM from the organizational 

management point of view. Especially, students must always consider the 

issues of HRM/GTM from the strategic viewpoints, because the human 

resource matters always play the critical roles, along with other key 

parameters, under the context of general management. HRM/GTM should 

always contribute to the organization’s strategic goals. Therefore, 

students should be familiar with basic knowledge of all other management 

courses and should be capable of employing relevant concepts from other 

management disciplines. At the same time, students must come to 

understand the definitive difference of the nature of the human resource 

issues in comparison with those of other strategic resources in 

management. 

Delivery Methods eaching methods used in this course will include lectures, case analysis, 

class discussions, and small group discussions. Learning in this course 

requires individual participation and active involvement in all class and 

group activities. Sharing perceptions and ideas with other members are 

particularly encouraged for effective learning in an assigned small 

group. The group discussions play the pivotal role in this course in the 

sense that they facilitate the learning process through the in-depth 

dialogue with the group members. Developing the competency with this type 

of communication and collective decision-making method is essential for 

the participants to be effective managers in today’s organizations of 

any type. The rationale is that there is a clear trend that many of the 

organizations employ more and more cross-functional teams, task forces, 

or networked group-based activities to make themselves more agile and 

flexible to survive and succeed. Through the combination of textbook 

readings, discussions on practical cases, and the sharing of experiences 

which come from diverse cultural backgrounds, it is expected that 

students acquire practical skills to go back and forth between theories 

and practices. 

Assessment In the Week 1, the students will form case discussion groups, and the 

same group is expected to undergo the presentation assignment and peer 

evaluation. 

-Class Participation (active involvement in discussions, frequency plus 

quality/impact):  15% 

-Peer Evaluation (discussion group member survey conducted at the end of 

the course):   15% 

-Short case report assignment (1 page, A4 size paper, individual, 3 

times):  15% 

-Group Presentation for Short Case in Textbook (one group has 3 times of 

presentations):  15% 

-Free Topic Group Presentation in Session 15&16 (details are informed in 

class):  10% 

-Final Exam (mostly review of learning points): 

30% 

Prerequisites 1. Attend all classes and small group discussions and activities. This

attendance requirement is very critical. The structure of this course is 

designed to makes individual students, as well as his/her group members, 

to accumulate critical knowledge in each session. Missing one session 



will have serious, non-recoverable negative affects to his/her individual 

performance and to the group activities that heavily relies on the 

significant contributions from all members. If you cannot attend a 

session of this term, you are required to get an instructor’s permission 

in advance AND are required to inform all of your group members about the 

absence in advance. Failure of attendance requirement may lower a final 

grade as your ultimate performance. 

2. Complete all assigned readings, all assignments, and questionnaires as

your preparation for each session over this course. 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: International Human Resource Management – Policies and Practices 

for Multinational Enterprises, b)Edition: 4, c)Author: DENNIS BRISCOE, 

RANDALL SCHULER and IBRAIZ TARIQUE, d)Publisher: Routledge, e)Year: 2012, 

f)ISBN: 978-0-415-88475- 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction to the 

Course: Why Study 

HRM? 

Read: Chapter1: The 

Internationalization of 

Human Resource Management 

Prepare: Chapter 1 Case1.1: 

Capitalizing on Complexity: 

Insight from the 2010 IBM 

Global Chief Executive 

Officer Study (US) 

2 Japanese Management 

System and HRM 

Read: Chapter 2: Strategic 

International Human 

Resource Management 

Prepare: Chapter2 Case2.2: 

The Effective Global Firm 

of the Future (Global) 

3 Organizational 

Structure 

Read: Chapter3: Design and 

Structure of the 

Multinational Enterprise 

Short Case Report 

Assignment 1: Chapter3 

Case3.1: Capgemini: A 

Transnational Organization 

(France) 

4 M&A, JV, and JV Read: Chapter4: 

International Mergers and 

Acquisitions, Joint 

Ventures, and alliances 

Prepare: Chapter4 Case4.2: 

BCE's Acquisition of 

Teleglobe International 



(Canada) 

5 Talent Management 1: 

Staffing Policy and 

Expatriation Part 1 

Read: Chapter8: 

International Workforce 

Planning and Strategy 

Prepare: Chapter8 Case8.1: 

Internationalization of 

Local Manufacturer 

6 Talent management 1: 

Staffing Policy and 

Expatriation Part 2 

Read: Chapter9: 

International Recruitment, 

Selection, and Repatriation 

Prepare: Chapter9 Case9.2: 

Firms Woo Executive from 

"Third" Countries (Global) 

7 Talent Management 2: 

Career path and HR 

Development Part 1 

Read: Chapter10: 

International Training and 

Management Development 

Prepare: Chapter10 

Case10.1: Training Managers 

in Malawi (Africa) 

8 Talent Management 2: 

Career path and HR 

Development Part 2 

Read: Chapter10: 

International Training and 

Management Development 

Exercise: Experimental 

trait check 

9 Talent Management 3: 

Rewarding System for 

Employees and 

Motivation in 

International Fields 

Part 1 

Read: Chapter11: 

International Compensation, 

benefits, and taxes 

Assignment: Chapter11 Case 

11.2 Japan's canon Uses 

Incentive Compensation 

(Japan) 

10 Talent Management 3: 

Rewarding System for 

Employees and 

Motivation in 

International Fields 

Part 2 

Chapter11: International 

Compensation, benefits, and 

taxes 

11 Talent Management 4: 

Grade Structure, 

Evaluation and 

Performance 

Management in 

International Fields 

Part 1 

Read: Chapter12: 

International Employee 

Performance Management 

Assignment: Chapter12 

Case12.1: Cross-Cultural 

Performance Evaluation in 

Thailand: The Case of 

Richard Evans, Expatriate 

Managing Director 

(Switzerland/Thailand/UK) 

12 Talent Management4: 

Grade Structure, 

Read: Chapter12: 

International Employee 



Evaluation and 

Performance 

Management in 

International Fields 

Part 2 

Performance Management 

13 Culture and HRM Read: Chapter5: 

International Human 

Resource Management and 

Culture 

14 CSR: Work Condition, 

Diversity, 

Inclusion, and 

Comparative IHRM 

Read: 

-Chapter6: International 

Employment law, Labor 

Standards, and Ethics 

-Chapter13: Well-Being of 

the International 

Workforce, and 

International HRIS   

-Chapter14: Comparative 

IHRM: Operation in Other 

regions and Countries 

Assignment: Capter14 Case 

14.2: The Impact of HR on 

Innovation: a Six-Country 

Comparison (Global) 

15 Free Topic 

Presentation by 

Group 

Each group is responsible 

for deciding and defining 

their presentation topic: 

Preparation 

16 Free Topic 

Presentation by 

Group: 

Each group is responsible 

for deciding and defining 

their presentation topic: 

Presentation 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MGT4620101 

Course title 

Chinese Management 

Name of Instructor Zhang Zhang, Yingying Credits 

1 

Instructor's contact 

information 

Office# Office Hours 

After class or by 

appointment. 

E-mail 

 

Class Schedule Day / 

Period 

Thu.2〜3 

(4/4, 11, 18, 25) 

Course Description With the rising economic power of China, and its business expansion 

around the globe, the course dedicates to better understand the 

underlying business and management logic of Chinese enterprises, and 

doing business in China. Based on a series of key issues on Chinese 

Management, this course explores the fundamental issues on the search of 

sustainable economic development model, innovation, leadership and people 

management. 

Delivery Methods Both lecture and group discussion. 

Assessment Participation: 50% 

Essay: 50% 

An essay is required to be handed in by each student after the course 

finishes. More specification of the essay will be given in the class. 

Class Participation Grading Criteria: 

Each student will be graded in terms of participation in each session. 

The grade is 1-4 scale. 4 is excellent, 3 is good, 2 is poor while 1 is 

very poor. 

1: Participation of a student has negatively impacted the class; 

A student arrives 15 minutes late to the class without any justified 

reason; 

A student leaves the class before the time without any justified reason. 

2: A student is present but hasn't participated; 

Participation of a student is insignificant; 

A student is second-time justified absent. 

3. Participation of a student has positively impacted the class.

4: Participation of a student has significantly and positively impacted 

the class. 

Prerequisites No specific prerequisite. 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: The Second Chinese Revolution, b)Edition: , c)Author: Eugenio 

Bregolat, d)Publisher: Palgrave Macmillan. (SCR), e)Year: 2015, f)ISBN: 



a)Title: The Source of Innovation in China: Highly Innovative Systems, 

b)Edition: , c)Author: Yingying Zhang and Yu Zhou, d)Publisher: Palgrave 

Macmillan. (SIC), e)Year: 2015, f)ISBN: 

a)Title: Leadership of Chinese Private Enterprises: Insights and 

Interviews, b)Edition: , c)Author: Anne S. Tsui, Yingying Zhang, Xiao-

Ping Chen, d)Publisher: Palgrave Macmillan. (LCPE), e)Year: 2017, f)ISBN: 

a)Title: Traditional Chinese Thinking on HRM Practices, b)Edition: , 

c)Author: Yuan, Li., d)Publisher: Palgrave Macmillan. (TCTHP), e)Year: 

2013, f)ISBN: 

a)Title: Managing Expatriates in China: A Language and Identity 

Perspective, b)Edition: , c)Author: Ling Eleanor Zhang, Anne-Wil Harzing, 

Shea Xuejiao Fan, d)Publisher: Palgrave Macmillian (MEC), e)Year: 2018, 

f)ISBN: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Why Chinese 

Management? 

SCR 

2 Why Chinese 

Management? 

SCR 

3 China Innovates SIC (Chapter 1) 

4 China Innovates SIC (Chapter 1) 

5 Chinese Business 

Leader and 

Management 

Philosophy 

LCPE 

6 Chinese Business 

Leader and 

Management 

Philosophy 

LCPE 

7 Managing People 

related to Chinese 

context 

TCTHP & MEC 

8 Managing People 

related to Chinese 

context 

TCTHP & MEC 

Others It will be difficult to follow if one session is missing. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MKG4260101 

Course title 

Consumer Behavior and Digital Marketing 

Name of Instructor Comai, Alessandro Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

Wen-Fri 10.00-18.00 

E-mail 

 

Class Schedule Day / 

Period 

Wed.4〜5 

Course Description COURSE STRUCTURE: 

The course is organized in two parts. First part is devoted to introduce 

students to customer behavior principles and how manage it in the off-

line world. The second part will focus on the challengers and 

opportunities of marketing in the digital age. Both parts are 

interconnected and will be customer centric. 

Delivery Methods TEACHING METHOD: 

The course is based on a practical approach. It uses interactive session 

supported by students discussions, mini case studies and hand-on 

exercises. Most of the classes are divided into two sessions: 

1. Lecturing class in which theory, frameworks, and cases are presented

to acknowledge the student to the subject and content of the unit. 

2. Practicing and working with exercises. This session allows students

applying concepts and practicing with consumer behavior principles and 

digital marketing techniques by understanding the several mechanisms that 

can be used in marketing. This session involves group work. 

Each student is highly encouraged to take an active participation by 

discussing and adding his/her own contribution to each class. 

Assessment Group Project (70% of total grade): Project selection is due Week 2. 

Small groups (3 or 5 peoples) are asked to analyze and define the 

Marketing Strategy of a case company. Poster will be the final work 

followed by a report (3000-4.500 Words). Group will be evaluated on the 

output (Poster 30% and report 40%). However, individuals might vary based 

on their contribution (Peer evaluation) 

Personal attendance and participation (30% of total grade): 

Attendance (15%) and Group work (15%). Student’s contributions are 

evaluated by: questions, comments, different viewpoints, presentations, 

etc. 

Submission dates 

Topic selection – week 1 

Final submission of the report and presentation (Group) - week 8. 



Prerequisites Marketing Management 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Consumer Behavior 

Introduction 

This session introduces 

students to the 

fundamentals of Consumer 

Behavior and Digital 

Marketing. 

1. What is Customer

Behavior and why it is 

important? 

2. What are the difference

and similarities between 

the analogic (off-line) and 

digital (online) behavior? 

3. How we can build value

add from understanding 

targeted consumers? 

2 Segmentation, 

Targeting, and 

Positioning 

Selecting the right 

customer target increase 

the success of any 

business. This workshop 

will introduce students to 

the segmentation and 

targeting of the target 

population for the specific 

business model. 

1. Who are the potential

customers/clients of my 

products and how I select 

them? 

2. What are the different

strategies for targeting 

them? 

3. How I can position my

products? 

For this session a few 

short case studies will be 

used 

Schiffman, L. and Kanuk 

(2014) Consumer Behavior, 

Global Edition, 11th. 

edition - Chapter 2 



3 Consumer Motivation, 

Personality and 

Perception 

This session focuses on the 

dynamics of motives, needs 

and goals and how they 

shape consumer behavior and 

the elements of perception 

and their role in consumer 

behavior. 

1. What Motivation theories

applies to consumer 

behavior? 

2. How can i identify and

measure motives? 

3. How innovativeness and

other personality traits 

influence consumer 

behavior? 

Schiffman, L. and Kanuk 

(2014) Consumer Behavior, 

Global Edition, 11th. 

edition - Chapter 2 and 3 

4 Consumer Learning 

Attitude Formation 

and Change 

This session introduces 

students to the elements of 

learning in the context of 

consumer behavior and what 

attitudes are, how they are 

formed, and their role in 

consumer behavior. 

1. What is the tri-

component attitude model 

and its applications? 

2. What is the role of

cognitive elaboration in 

altering customer’s 

attitudes? 

Schiffman, L. and Kanuk 

(2014) Consumer Behavior, 

Global Edition, 11th. 

edition - Chapter 4 and 5 

5 Values and 

Attributes 

This session discusses 

consumer values, desires 

and attributes which are 

central to consumer 

behavior and branding 

strategies. 

1. What role paly consumer

values, desires and 

attributes in Marketing? 



2. What are the

implications for marketing, 

branding and advertising? 

3. How can we use them

effectively? 

6 Persuading Consumers 

and communication 

This session focuses on the 

elements and persuasive 

capabilities of 

communication, as well as 

the barriers to effective 

communication. 

1. Which are the elements

and persuasive capabilities 

of communication, as well 

as the barriers to 

effective communication? 

2. How can I design

persuasive messages 

effectively? 

3. How can I measure the

effectiveness of 

advertising messages? 

7 Consumer Behavior 

Domains and across 

culture 

This session explores the 

differences and 

similarities between 

industries like food and 

beverages, luxury articles, 

technology based product or 

industrial products. 

1. How consumer behave in

different type of 

product’s categories? 

2. What are the differences

in the decision making 

process in different 

industries? 

3. Why the social

environmental is so 

important for Marketing and 

what are the success 

factors? 

Readings: De Mooiji, M. 

(2011). Consumer Behavior 

and Culture: consequences 

for global marketing and 

advertising. 2nd edition. 

Sage. Chapter 7 and  

Chapter 8 



8 Consumer Decision-

Making and Diffusion 

of Innovations 

This session is focused to 

understand the consumer’s 

decision-making process. 

1. What is the consumer’s

decision-making process? 

2. What is the dynamics of

buying gifts? 

3. How can I innovative

offerings gain acceptance 

within market segments and 

how individual consumers 

adopt or reject new 

products and services? 

Schiffman, L. and Kanuk 

(2014) Consumer Behavior, 

Global Edition, 11th. 

edition - Chapter 14 

9 Digital Marketing 

Introduction 

This session introduces 

students to digital 

Marketing and the 

Technology-Driven Consumer 

Behavior. 

- What is digital marketing 

and how it works? 

- Why it is so important 

knowing how to apply 

digital marketing? 

- What are the difference 

between the traditional 

(offline) and the digital 

(online)  marketing 

practice? 

10 Digital Marketing 

Introduction 

This part of the seminar 

focuses on the different 

intermediaries land actors 

like portals, suppliers or 

channels. 

- Who are the 

intermediaries that play a 

key role and I need to 

taker care? 

- How I use them and apply 

to the business model? 

- What potential actions 

and strategies need to 

applied? 

Students will work in group 



and building a map of 

intermediaries based on the 

case. 

11 Digital Stakeholders This part of the seminar 

focuses on the different 

intermediaries land actors 

like portals, suppliers or 

channels. 

- Who are the 

intermediaries that play a 

key role and I need to 

taker care? 

- How I use them and apply 

to the business model? 

- What potential actions 

and strategies need to 

applied? 

Students will work in group 

and building a map of 

intermediaries based on the 

case. 

12 Consumer analysis: 

choice and influence 

This seminar applies 

customer centric approach 

to understand customers 

needs and wants. 

Discussion of a case study 

“Best Buy” 

13 Customer journey This seminar describes 

customer journeys and apply 

it in different industries. 

- How customers get known, 

interested and purchase 

goods and services? 

- Which are the key phases 

in the particular business 

model and what specific 

action need to be done to 

achieve objectives? 

- How can I bridge between 

online and offline worlds? 

14 Digital 

Advertisement 

This seminar focuses on the 

digital advertisement and 

the several mediums 

available to produce and 

effective campaign. 

- What are the medium 

available for digital 

marketing? 

- How should I combine them 



to achieve my goals? 

- Which one is the most 

effective and at what time? 

This seminar will show a 

case of the Pharma Industry 

where a Multichannel 

strategy was applied to 

study targeted customers 

15 Omni channels 

Technology driven 

Marketing 

This workshop puts into 

practice digital 

advertisement and promotion 

by using a multi channel 

strategy. 

- How to plan a 

multichannel strategy? 

- How I should implement it 

and can I sustaining it 

during the time? 

- What are the tools 

available  that helps 

marketers to perform 

digital strategies and 

track on-line customers? 

16 Presentation This session is devoted to 

the Group presentation 

17 Presentation This session will conclude 

the course as well as the 

Group presentations and 

works. 

Others Customer Behavior: 

Schiffman, L. and Kanuk (2014) Consumer Behavior, Global Edition, 11th. 

Solomon, M. R. (2017). Consumer Behavior: Buying, Having, and Being, 

Global Edition, 12th Edition. Pearson. 

De Mooiji, M. (2011). Consumer Behavior and Culture: consequences for 

global marketing and advertising. 2nd edition. Sage. 

Digital Marketing 

Kaufmann I. and C. Horton (2015). Digital Marketing Handbook. Routledge. 

Nesamoney, D. (2015). Personalized Digital Advertising: How Data and 

Technology Are Transforming How We Market. Pearson. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MKG4290101 

Course title 

Global Strategic Marketing 

Name of Instructor Comai, Alessandro Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

Wen-Fri 10.00-18.00 

E-mail 

 

Class Schedule Day / 

Period 

Mon.4〜5 

Course Description RATIONALE: 

Any marketing management activity includes the tactical and the strategic 

actions and decisions to ensure firm’s goals. Although both of them are 

interchangeable to ensure company medium and long term goals, marketers 

as well as executives need to incorporate the strategic perspective into 

any decision making process. Additionally, for multinational companies a 

global perspective is needed 

According to Walker and Mullins (2011) “it is not just marketing 

managers who make marketing decisions”. Every employee in the company 

can have a certain contribution to delivering better value to customers. 

In order to acquire a marketing oriented company, firms must ensure that 

every department is customer-minded by considering the market the source 

of innovative product. 

This course uses real marketing situations to empower future or current 

decision makers and entrepreneurs with marketing strategic techniques. 

Delivery Methods COURSE STRUCTURE and TEACHING METHOD: 

The eight-week course is based on four main topics needed for acquiring a 

customer-minded perspective. Most of the sessions are organized in two 

parts. Firstly, students are going do be introduced to the strategic 

marketing concepts. Secondly, students are discussing case studies or 

working in short group assignments 

Assessment Group Project (50% of total grade): Project selection is due Week 2. 

Small groups (3 or 5 peoples) are asked to analyze and define the 

Marketing Strategy of a case company. Poster will be the final work 

followed by a report (3000-4.500 Words). Group will be evaluated on the 

output (Poster 40% and report 60% of the Group Project grade). However, 

individuals might vary based on their contribution (Peer evaluation) 

Personal attendance and participation (50% of total grade): 

Attendance (25%) and Group work (25%). Student’s contributions are 

evaluated by: questions, comments, different viewpoints, presentations, 

etc. 

Submission dates 



Topic selection – week 1 

Final submission of the report and presentation (Group) - week 8. 

Prerequisites Marketing Management 

Textbook(s) Required: 

a)Title: Marketing Strategy: A Decision Focused Approach, b)Edition: 7, 

c)Author: - Walker, O.C. and J.W. Mullins, d)Publisher: McGraw-Hill., 

e)Year: 2011, f)ISBN: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Strategic Marketing 

Introduction 

This session introduces 

students to the 

fundamentals of Marketing 

Strategy. 

1. What are the main

components in Marketing 

Strategy? 

2. Why it is important

having a Marketing oriented 

organization? 

2 Case Discussion Students will discuss the 

case study provided by 

instructor. 

3 The role of 

Marketing in 

Corporate strategy 

This session introduces 

students to understand the 

role of strategic marketing 

at Corporate level. 

1. What is the role of

Marketing in corporate 

development strategy and 

strategic decision process? 

2. What are the underlying

dimensions of alternative 

business strategies? 

4 Case Discussion Students will discuss the 

case study provided by 

instructor. 

5 Environmental and 

Competitive analysis 

This session introduces 

students to the strategic 

analysis of the external 

environment of the firm. 

1. How to spot and analyze

the potential impact of 

critical changes for the 

strategic environment? 

2. What are the techniques



needed to analyze 

opportunities and threats 

and how these of strategic 

tools need to be integrated 

together into the Marketing 

strategic framework? 

6 Workshop Students will do an 

exercise provided by 

instructor and expose 

results in class. 

7 Market evolution and 

strategic change 

This session introduces 

students to the dynamism of 

industries as well as the 

market evolution. 

1. What are the

characteristics and 

implication of the product 

life cycle stages? 

2. How competitive

evolution and effects of 

present and future 

competitors can be 

analyzed? 

8 Workshop Students will do an 

exercise provided by 

instructor and expose 

results in class. 

9 Strategic Market 

Segmentation and 

decisions 

This session introduces 

students to the strategic 

market Segmentation, 

Targeting and Positioning 

(STP) 

1. How can be measured the

attractiveness of domestic 

and international markets? 

2. How market segments can

be identified, selected and 

targeted and what is the 

process for doing it? 

10 Workshop Students will do an 

exercise provided by 

instructor and expose 

results in class. 

11 Marketing Strategies 

for New, Growth, 

mature and declining 

Markets 

This session introduces 

students to the marketing 

strategies formulation. 

1. What are the common

strategies that should be 

followed in each stage of 



the market life cycle? 

2. How to select and

implement the different 

marketing strategies 

successfully? 

12 Case Discussion Students will discuss the 

case study provided by 

instructor. 

13 International 

Marketing strategies 

This session introduces 

students to the 

International Marketing 

Strategy 

1. What the difference in

building Marketing 

strategies between domestic 

and overseas market 

2. Which are the factors

that need to take into 

consideration (success and 

failures) 

14 Case Discussion Students will discuss the 

case study provided by 

instructor. 

15 Presentation This session is devoted to 

the Group Poster 

presentations 

16 Presentation This session will conclude 

the course as well as the 

Group presentations and 

works. 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

MKG4300101 

Course title 

Strategic Brand Management 

Name of Instructor Sano, Ayako Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

 

Class Schedule Day / 

Period 

Sat.3〜4 

4/6, 13, 20, 5/4, 11, 18, 25, 6/1 

Saturdays 

12:40 - 14:10, 14:20 - 15:50 

Course Description “Brand” is one of the most valuable intangible assets a company could 

have. In mergers or acquisitions, a big price premium is paid for the 

brand value, often multiples of a firm’s earning. Take Apple for 

example. Its brand value ($170B) was 21% of its market value ($806B) in 

2017. 

Why is a “brand” so valuable? Yes, put it simply, it is because 

consumers trust the brand and buy their products or services. However, 

brand building does not happen over night. It usually takes a significant 

marketing effort of many years to create that strong trust. Once a strong 

brand (trust relationship with customers) has been established, it cannot 

be easily replicated by others, giving the company/organization a great 

competitive advantage in the market. 

So how can we build a strong brand? This course will help you understand 

brand management basics and make better decisions on marketing and brand 

communication strategies. This class will be delivered mainly through 

case study discussions and we will focus on best-in-class branding 

strategies and practices across a number of industries. Theories, models, 

and frameworks useful in developing effective brand strategies will be 

introduced. You will also put this knowledge into practice through team 

projects and presentation. 

This course will augment students’ understanding of other marketing 

courses from practical point of view. It will clearly benefit those 

working in marketing functions or marketing driven organization. Given 

the central role of a 'brand' to an organization's success, the course is 

likely to be beneficial to students in a broader array of functions, from 

finance to sales and operations. 

Delivery Methods Case Discussion (50%) 

Lecture (30%) 

Presentation (20%) 

Assessment Class preparation (Case write-up, Mini assignments) (40%) 

Class Participation (40%) 

Final Presentation  (20%) 

Prerequisites 



Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Strategic Brand Management 4th edition (global edition)  , 

b)Edition: 4th, c)Author: Kevin Lane Keller, d)Publisher: Pearson, 

e)Year: 2012, f)ISBN: 

a)Title: The Marketing Plans, b)Edition: , c)Author: Malcolm H.B. 

McDonald & Peter Morris, d)Publisher: Butterworth-Heinemann Ltd, e)Year: 

1987, f)ISBN: 

Note on Textbooks 

and Reference Books 

Case materials as below. 

“Renova Toilet Paper” 

“Inside Intel Inside” 

“The Evolution of the Circus Industry(A)" 

"Even a Clown Can Do It (B)” 

“Dove: Evolution of a Brand” + ADVERTISING SUPPLEMENT, (VIDEO) DVD for 

Dove case 

“elBulli: The Taste of Innovation” 

Class Outline 4/6 

①Course Introduction

②Brand Management Overview

4/13 

③Group Brainstorming + Lecture

④Case discussion: “The Evolution of the Circus Industry(A)/Even a Clown

Can Do It (B)” 

4/20 

⑤Group Brainstorming + Lecture

⑥Case discussion: “Inside Intel Inside”

4/27 

⑦Group Brainstorming + Lecture

⑧Case discussion: “Renova Toilet Paper”

5/4 

⑨ Brainstorming + Lecture (Branding in the digital age)

⑩Case discussion: “Dove: Evolution of a Brand”

5/11 

⑪Guest Speaker (TBD: Brand manager)

⑫Group Brainstorming + Lecture

5/18 

⑬Group Brainstorming + Lecture

⑭Case discussion: “elBulli: The Taste of Innovation”

5/25 



⑮Group Presentation

⑯Group Presentation ＋ Wrap-Up Lecture

Others Class size: Up to 15 students 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

OPR4150101 

Course title 

Supply Chain Management 

Name of Instructor Li, Wenkai Credits 

2 

Instructor's contact 

information 

Office# 

213 

Office Hours 

After class or by 

appointment 

E-mail 

lwk@iuj.ac.jp 

Class Schedule Day / 

Period 

Fri.2〜3 

Course Description This course contributes to the achievement of one course objective. For 

the purpose of accomplishment of the course objective, this course will 

teach students to master fundamental techniques that are useful in making 

business decisions related to supply chain management. The course will 

familiarize students with the basic knowledge of supply chain management, 

especially strategic aspects of supply chain management. 

Upon completion of this course, all students will be able to: 

(1) Demonstrate understanding of supply chain management knowledge. 

Supply chain management is one of the contemporary themes and one of the 

key Issues for Managers Today. The main purpose of the course is to 

provide basic knowledge of business logistics and supply chain 

management. The function of supply chain management is to design and 

manage the processes, assets, and flows of material and information 

required to satisfy customers’ demands. Efficient Supply Chain 

Management allows companies to develop, implement, and sustain supplier 

management and collaborative strategies. 

The course aims to provide students with the following knowledge: (i) 

Acquired knowledge of supply chain management topics and their successful 

implementation in a business setting; (ii) Practical ability to apply 

supply chain management theory to actual situations; and (iii) 

Recognition of the importance of supply chain management research and 

modeling for successful business operations. 

This course is helpful for students seeking careers such as consultants, 

supply chain managers, operational managers, general managers, financial 

analysts, and policy makers in manufacturing and service industries. 

Delivery Methods The classes include lectures and case discussions, by the professor, and 

the case presentations by the student groups. In-class games and field 

trips may also be conducted. 

Assessment Assessment methods of Learning Objective 1 

Class participation 20% 



In-class group discussions 20% 

Peer review 20% 

Home works 10% 

Final report 30% 

Weight on Final Grade 100% 

Prerequisites Some knowledge of Operations Management will be helpful. 

Textbook(s) Required: 

a)Title: Supply Chain Management: Strategy, Planning, and Operation, 

b)Edition: 7th Int., c)Author: Sunil Chopra, d)Publisher: Pearson, 

e)Year: 2019, f)ISBN: 9781292257891 

Reference Books / Journal Articles: 

a)Title: Designing and Managing the Supply Chain: concepts, strategies, 

and case studies, b)Edition: 3, c)Author: Simchi-Levi, David, Philip 

Kaminsky, and Edith Simchi-Levi., d)Publisher: McGraw-Hill/Irwin, e)Year: 

2008, f)ISBN: 9780071107501 

Note on Textbooks 

and Reference Books 

Case Materials: 

Crocs: Revolutionizing an Industry’s Supply Chain Model for Competitive 

Advantage, Case No: GS-57, Harvard Business School Publishing 

Recommended Journal Articles and periodicals, etc. : 

1) Feitzinger, E., and H. Lee (1997), “Mass Customization at Hewlett-

Packard The Power of Postponement,” Harvard Business Review, Vol.75, 

116-121. 

2) Fisher, M.L. (1997), “What is the Right Supply Chain for Your

Product?” Harvard Business Review, Vol. 75 (2), 105-117. 

3) Hau L Lee; V Padmanabhan; Seungjin Whang. The bullwhip effect in

supply chains.  Sloan Management Review; Spring 1997,  93-102 

4) Lee, Hau (2002), “Aligning Supply Chain Strategies with Product

Uncertainties,” California Management Review, Vol. 44 (3), 105-119 

5) Lee, Hau (2004), “THE TRIPLE-A Supply Chain,” Harvard Business

Review, Vol. 82 (10), p102-112. 

6)Innovating innovation: The case of Seven-Eleven Japan, Hirofumi Matsuo, 

Susumu Ogawa, International Commerce Review, 2007, Vol. 7, Issue 2, pp 

104-114 

Class Outline Session Theme / Case Readings / Study Questions 

1 Understanding the 

Supply Chain, I. 

Chap. 1 

2 Understanding the 

Supply Chain, II 

Chap. 1 

3 Supply Chain 

Performance: 

Achieving Strategic 

Fit and Scope, I 

Chap. 2 

4 Supply Chain 

Performance: 

Chap. 2 



Achieving Strategic 

Fit and Scope, II 

5 Supply Chain Drivers 

and Metrics, I 

Chap. 3 

6 Supply Chain Drivers 

and Metrics, II 

Chap. 3 

7 Case 7-11 Japan, I Textbook P72-79 

8 Case 7-11 Japan, II Textbook P72-79 

9 Designing 

Distribution 

Networks and 

Applications to e-

Biz 

Chap 4 

10 Network design in 

the supply chain 

Chap. 5 

11 Case: Mattel. Case No. GS-63, Harvard 

Business School Publishing 

12 Designing Global 

Supply Chain 

Networks 

Chap. 6 

13 Beer game, I Chap. 10 

14 Beer game, II Chap. 10 

15 Beer game, III (Wrap 

up) 

Coordination in a 

Supply Chain: Beer 

Game & Bullwhip 

Effect 

Chap. 10 

16 Sourcing Decisions 

in a Supply Chain 

Chap 15 

Others 1). Lecture notes, schedule changes, homework questions, and other 

materials for this course will be updated at the course folder. Students 

should visit this folder frequently for newly posted online materials. 

2). Details of factory tours, presentations, assignments, and quizzes 

will be announced in class. 

3). Course policies: 

(a) All assignments, exams, and presentations should be completed to 

receive a passing grade for this course. 

(b) No late assignment submissions will be accepted. 

(c) As outlined in the IUJ Honor Code, students are reminded not to 

engage in acts of plagiarism or other forms academic dishonesty. See: 

http://en.wikipedia.org/wiki/Plagiarism 

for more information. 

(d) No tolerance to any academic misconduct in addition to plagiarism. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

OPR4170101 

Course title 

Managing Product Development 

Name of Instructor Li, Wenkai Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

After class or by 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Tue.6〜7 

Course Description Role and Purposes: 

This course contributes to the achievement of one course objective. To 

achieve the course objective, this course will teach students to master 

fundamental techniques that are useful in making business decisions 

related to product development. 

Course Learning Objectives: 

Upon completion of this course, all students will be able to:(1) 

Demonstrate understanding of product development knowledge 

Course Description: 

The success of most firms depends on their ability to identify the needs 

of customers and to quickly create products that meet these needs and can 

be produced at low cost. This course studies the six phases of product 

development process and the set of tools and methods for product design 

and development, which involve marketing, design, and manufacturing 

functions. 

Product development projects involve the completion of hundreds or even 

thousands of tasks. Successful product development requires effective 

project management. Project Management in Products Development will also 

be discussed in the course. 

The course aims to provide students with the following knowledge: (i) 

Process of product development; (ii) Practical ability to apply product 

development theory to actual situations; and (iii) Practical ability to 

manage projects for product development. 

This course is helpful for students seeking careers such as consultants, 

entrepreneurs, operational managers, general managers, financial 

analysts, and policy makers. 

Delivery Methods The classes include lectures, case discussions, and final project 

presentations by  student groups. 

Assessment Class participation 20% 

In-class group discussions 20% 



Peer review 30% 

Final project presentation and report 30% 

Prerequisites General knowledge of Operations Management. 

Textbook(s) Required: 

a)Title: Product Design and Development, b)Edition: 6, c)Author: Karl T. 

Ulrich and Steven D. Eppinger, d)Publisher: McGraw-Hill Education, 

e)Year: 2016, f)ISBN: 978-0078029066 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Motivation Case: 

Product Development 

at Dell Computer 

Corporation. I. 

This case shows the 

importance of a 

structured product 

development process, 

and how to handle 

uncertainties in 

product development 

Product Development at Dell 

Computer Corp, Stefan 

Thomke, Vish V. Krishnan,  

Ashok Nimgade, Harvard 

Business School Publishing, 

Product #: 699010-PDF-ENG 

2 Motivation Case: 

Product Development 

at Dell Computer 

Corporation. II 

3 Introduction Chp 1 

4 Development 

processes and 

organizations, I 

Chp 2 

5 Development 

processes and 

organizations, II 

Chp 2 

6 Opportunity 

Identification, I 

(Phase 0) 

Chp 3 

7 Opportunity 

Identification, II 

Chp 3 

8 Product Planning 

(Phase 0) 

Chp 4 

9 Product 

Architecture, I 

(Core content of 

Phase 2) 

Chp 10 

10 Product 

Architecture, II 

Chp 10 



(Core content of 

Phase 2) 

11 Design for 

manufacturing, I 

(Core content of 

Phase 3) 

Chp 13 

12 Prototyping 

(Core content of 

Phase 4) 

Chp 14 

13 Case: Boeing 767: 

From Concept to 

Production (A). 

This case shows how 

the Boeing Company 

has turned project 

management into a 

powerful competitive 

weapon. I 

Boeing 767: From Concept to 

Production (A), David A. 

Garvin,  Lee C. Field,  

Janet Simpson, Harvard 

Business School Publishing, 

Product #: 688040-PDF-ENG 

14 Case: Boeing 767: 

From Concept to 

Production (A). II 

15 Managing projects, I Chp 19 

16 Managing projects, 

II 

Chp 19 

17 Week 11 

Final Project 

Presentation, I 

18 Week 11 

Final Project 

Presentation, II 

Others 1). Lecture notes, schedule changes, homework questions, and other 

materials for this course will be updated at the course folder. Students 

should visit this folder frequently for newly posted online materials. 

2). Details of factory tours, presentations, assignments, and quizzes 

will be announced in class. 

3). Course policies: 

(a) All assignments, exams, and presentations should be completed to 

receive a passing grade for this course. 

(b) No late assignment submissions will be accepted. 

(c) As outlined in the IUJ Honor Code, students are reminded not to 

engage in acts of plagiarism or other forms academic dishonesty. See: 

http://en.wikipedia.org/wiki/Plagiarism 

for more information. 

(d) No tolerance to any academic misconduct in addition to plagiarism. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

QIS4140101 

Course title 

IT Strategy and Policy Planning 

Name of Instructor Rajasekera, Jay R. Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Fri.6〜7 

Course Description Though many people have general idea of IT, getting into specifics raises 

interesting questions; Is IT an asset similar to a financial asset, a 

factory, warehouse, distribution center or human resource? Can IT be used 

strategically just like any other asset to create new services or 

businesses, add value, or to benefit the stake holders or citizens, or to 

improve the bottom line – ROI, ROE, or the profit margins? Is there 

something called IT Policy? If so, how would one formulate such policy 

suitable for his or her own company, organization, or country? The 

objective of this course is to get to the core of these questions and 

learn how to formulate strategies and policies to answer such questions, 

in a way suitable for a given organization, enterprise, or a government. 

Despite the economic turmoils, social, and war chaos of the time, the 

world takes no rest, especially when it comes to IT, which is finding new 

applications in an astonishing rate. The Social Media, Cloud Computing, 

Widgets, and iPhone, mobile Apps, and more recently Fintech and Bit-

coins, have added new dimensions to the way enterprises, governments, and 

individuals operate in an increasingly connected world. World’s biggest 

businesses are all in IT business! A recent headline “The tech sector is 

leaving the rest of the US economy in its dust” explains it all! 

But, IT just did not grow by itself; it grew because of strategies and 

policies set out by various organizations, governments, companies, and 

such! How one formulates the new strategies and set up policies to stay 

competitive by utilizing established as well as new theories are in the 

main domain of this course. The implementation aspects of such strategies 

and policies are studied under recently developed Strategy Map and 

Balance Score Card frameworks. The course includes two field trip – one, 

a Niigata factory making micro electronic parts, including ones used in 

iPhone, and the other, to Toyota in Nagoya, to see for yourselves how the 

world’s biggest automaker uses IT for its strategic. 

The course comprises of 5 key components: 

1) IT Assets, IT Business & Service Models, Digital Transformation Models

2) Network Economy, Strategic Framework, and Valuation Methods

3) How to think in-terms of “Strategy Map” approach, which is rapidly

spreading in private and public organizations 

4) How to develop the Value Proposition Path for Strategy Maps



5) The basis of IT Governance and creating IT Policies

Delivery Methods The classes include lecture and case discussions, by the professor, and 

the case presentations by the student groups. Normally, the professor 

invites outside experts to enhance the course and t give students a 

chance to ask questions. Last few years, these two industry experts had 

given presentations: 

• Mr. Ken Ito, Former Chairman & CEO, Fuji Xerox Palo Alto Laboratory

Inc., Calif., USA (Discusses the background and the environment which 

created Silicon Valley and its relevance for Government’s initiatives to 

create IT Parks) 

Assessment Class Participation --> 10% 

Group Presentation  --> 30% 

Individual Reports  --> 20% 

Peer Review   --> 10% 

Final Report  --> 30% (group work or individual; to be decided) 

Prerequisites Students must have general knowledge of computers and Internet models 

(such as what is a database, what is a computer network, what is 

Internet, and familiarity with at least one digital business; what Amazon 

does, for example). 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Strategy Maps, b)Edition: , c)Author: Kaplan & Norton, 

d)Publisher: HBS Press, e)Year: 2004, f)ISBN: 978-1591391340 

a)Title: The Digital Transformation Playbook: Rethink Your Business for 

the Digital Age, b)Edition: , c)Author: David Rogers, d)Publisher: 

Columbia University Press, e)Year: 2016, f)ISBN: 

a)Title: INFORMATION ECONOMY REPORT 2017, b)Edition: , c)Author: UNCTAD, 

d)Publisher: UNITED NATIONS PUBLICATION, e)Year: 2017, f)ISBN: 

Note on Textbooks 

and Reference Books 

Case material will be used by students for making presentations. 

Class Outline • IT progression, components of IT, and general background of world IT

situation. 

• The business models:

• PSA (Port of Singapore Authority)

• Case Presentation (Group)

• IT, Strategy and Valuation Methods, including the use of “Real

Options” 

• IT Governance and Setting IT Policies

• Case Presentations (Each student group will be discussing and

presenting a project and its valuations aspects, including 

sustainability, strategic framework and implementation policies) 



Others Class Size: Max 42 

Professor Profile: Professor Jay Rajasekera started his career at AT&T 

Bell Laboratories in New Jersey,USA, upon his graduate studies. While at 

Bell Laboratories he designed the computer algorithm for the construction 

of world’s first undersea fiber optic cable TAT-8 between US and Europe, 

which won a special contribution award from Bell Laboratories. Good 

percentage of the world’s Internet traffic today is carried over the 

optical cables built using his patented algorithm. 

He resigned Bell Laboratories and joined IUJ in 1995. Since then, holding 

positions of Professor, Associate Dean (1996-1997), Dean (2000-2004), 

Director of Matsushita Library and Information Center, Director of E-

Business Program, and Vice President. 

He took early retirement from IUJ at end of 2017. At present he is 

helping building a unique Digital Business program at Tokyo International 

University and working on several IT startups. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Spring Term 

Course Schedule code 

SEM6030104 

Course title 

Advanced Seminar Ⅲ 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Intensive 

Course Description This course is the last leg of year-long thesis seminars. It is designed 

to help students to conduct their research and write up their draft. 

There will be a series of individual consultations based on each person's 

topic and progress. 

After taking this course, students can conduct their research properly 

and produce a thesis or a research report as a final output. 

Delivery Methods Individual consultations and one point lesson 

Assessment Research process  40% 

Draft quality    60% 

Total    100% 

Prerequisites There is no prerequisite. 

Textbook(s) Required: 

a)Title:  , b)Edition:  , c)Author:  , d)Publisher: Sage Publications 

Ltd, e)Year:  , f)ISBN: 

Reference Books / Journal Articles: 

a)Title: Research Method in Accounting, b)Edition: 2, c)Author: Smith, 

d)Publisher: Sage Publications Ltd, e)Year: 2011, f)ISBN: 978-1849207973 

Note on Textbooks 

and Reference Books 

Reading material and reference will be provided later according to 

individual need. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Review of the 

project progress 

Individual 

consultation 

2 Individual 

consultation 

3 Individual 

consultation 

4 Individual 

consultation 

5 Individual 

consultation 

6 Individual 



consultation 

7 Individual 

consultation 

8 Individual 

consultation 

Others 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2018/2019 

Term: Summer (Spring Special) (1 year MBA program) 

Course 

Course code 

MGT1200 

Course title 

Leadership Boot Camp -  1 year MBA program 

Name of Instructor Tsutomu Yokose Credits: 1 

Instructor’s contact 

Information 

Office# Office Hours 

Upon request 

E-mail: 

Class Schedule 

Day / Time 

July 23 - 13:00-14:30, 14:40-16:10 

July 24 - 13:00-14:30, 14:40-16:10 

July 25 - 10:30-12:00, 13:00-14:30, 14:40-16:10 

July 26 - 10:30-12:00, 13:00-14:30, 14:40-16:10 

Role and 

Purposes 

One of the single-most important capabilities of a Leader is the ability to make 

informed strategic decisions without having access to perfect and complete 

information.  This course is meant to serve as a “Capstone” course within the 1-Year 

MBA curriculum, bringing together all of the hard and soft skills students have learned 

to become effective global leaders, and put these into practice through real-time 

interactions with the senior leadership team of a chosen company.  This course will 

focus on enabling participants to develop to practical skills and capabilities to analyze 

imperfect and incomplete information within a constantly changing and real business 

environment. 

Course 

Learning Goals 

and Objectives 

Upon completion of this course, student should be able to: 

(1) Demonstrate ability to make a strategic decision under pressure 

(LG 6-3) 

(2) Ability to take a strategic initiative and lead the team to an organizational goal. 

(LG3-3) 

(3) Understand the strength and development areas of own leadership 

competencies and how those competency will be measured, and how develop 

own competency in the real business occasion to be a competent business 

leader.  

Course 

Description 

Through this course, students will experience “Assessment Center” program which is 

a standard leadership development program in global companies. By experiencing the 

real-world practice, students can see how their capability as a leader will be measured 
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and how the development plan for leadership capability will be set up with ownership, 

which is aligned with a corporate strategy. This experience will give students an 

opportunity to see how they will be developed in a business organization after 

graduation.  

Teaching  

Methodology 
Interactive lecture, case study, group discussion and assessment center exercise 

Prerequisite None 

Assessment  

Methods in  

Alignment with 

Intended  

Learning 

Objectives 

Overall  grading assessment 

Learning Objectives 

Assessment methods (1) (2) (3) 

Contribution to Class discussion 20% 20% 20% 

Contribution to Group activities 20% 20% 20% 

Case Report (Day 4)  20%  20% 

Final Report  40% 40% 60% 

Weight on Final Grade 30% 30% 40% 

Notes: 

The last row lists the weights of each learning objective on the final grade. 

Textbook(s) Required Textbook: 

None 

Case Materials: 

• Class participants are expected to prepare all reading assignments for each

class, including the case study materials, as indicated in the course schedule. 

Cases; 

 Nordstrom: Dissension in the Ranks? (A) (HBS 9-191-002)

 Jan Carlzon: CEO at SAS (A) (HBS  9-392-149 )

Recommended books 

 The Mind Of The Strategist: The Art of Japanese Business, Kenichi Omae 

Recommended Journal Articles and periodicals, etc. : 

None 

Class Outline Session Theme/Case Readings/Study 

questions 

2 or 3 sessions (1.5 hours each) will be combined into one module and conducted 

at one day during afternoon as noted at IUJ 2018/19 MBA 1 year Summer Class 

Times. 
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1 Leadership role 

What are the leadership roles? 

“Leadership activities” 

2 Case  DVD: Shackleton 1. What are the key factors of

Shaclton’s behavior in

surviving such crisis?

2. How his behavior influenced

people?

3. Compare Shaclton’s

leadership and your

leadership

3 Leadership and decision making 

How leadership make decision as 

executive? 

4 Nordstrom: Dissension in the 

Ranks? (A) 

Role Playing as Management 

Team : decision for the Nordstrom 

case 

1. What is the cause of the

problems described in the

case? How serious are

these problems?

2. Are Nordstrom employee

pressured inappropriately

by the sales-per-hour

system?  By

management?

3. If you were a member of

senior management in

Nordstrom, how would you

manage this problem, how

should you change

management systems at

Nordstrom?

5 The assessment of your leadership 

competencies  Part 1 

In-Box simulation 

6 Group Discussion 1 “assessment 

center simulation as a real-world 

business occasion”: 
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7 Group Discussion 2 

8 The assessment of your leadership 

competencies  Part 2 

Feedback and self-review of your 

leadership competency through 

assessment simulation 

Compare your leadership 

capability, characteristic and its 

strength to the real cases.  

case 

9 Leadership and strategy 

10 Jan Carlzon: CEO at SAS (A) 1) How do you evaluate “First

Wave”?  Did the SAS

culture have been changed

or not?  If not, for what

reason?  If changed, what

made SAS culture drove?

2) At the end of case (A), in the

start of The Second Wave, if

you were Jan, what kind of

actions shall you take?

Others (if any) 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2018/2019  

Term: Summer 

Course 

Course code 

MGT1220 

Course title 

Strategy Simulation 

Name of Instructor Mark Roeske Credits: 1 

Instructor’s contact 

Information 

Office# - n/a Office Hours, arranged by 

email or in person during 

class 

E-mail: 

 

Class Schedule 

Day / Time 

Pre-session: June 27 (Thu.) / 13:00-14:30/ 14:40-16:10, June 28 (Fri.) 

10:30-12:00, 13:00-14:30 

Regular session: July 1-4 / 10:30-12:00, 13:00-14:30, 

Final presentation: July 5 / 10:30-12:00 

The group work will likely consume time into the evenings from July 1-4 

COURSE DESCRIPION 

Strategy Simulation is an intensive interactive course where you compete in an online simulation to 

achieve the best profitability and market cap growth.  Students will be divided into teams of three or four 

based on class size.  Each team will be assigned a fictional automotive company.  Playing the role of 

board members, your job is to make strategic decisions for your company across a wide range of 

areas….marketing, ops, product development, finance, etc.   

Learning objectives: This course is to give you some insight into what it is like using the skills studied in 

prior classes but now in a ‘live’ situation.  The following understanding would hopefully be achieved: 

1. How different disciplines are integrated into managerial, tactical and strategic decisions

2. Difficulty of making decisions with varying levels of information

3. Importance of trade-offs between competing needs – finance, vs. time, vs. operational issues, vs.

product development and product lifecycles

4. Key roles that personal and leadership skills play in running a company – teamwork

Course Context:  You will be utilizing StratSim as the backbone of the course but also utilizing tools, 

learnings and theory from other courses prior.  Strategy frameworks AAA, 5-forces, CAGE, etc; SWOT 

analysis, financial modeling, organizational behavior, negotiation and teamwork, operations research, 
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Research and Development needs, and marketing platforms. 

How will we operate during the class and team sessions?: 

1. You will spend most of your time with your team and be prepared to go into after hours of the

normal course schedule each day

2. During the course of each day you and your team will encounter decision moments – totaling 10 –

see daily calendar

3. Each decision moment corresponds to a full year’s worth of strategy

4. For each moment, your team I asked to analyze and decide on many attributes of running a real

business – just like execs/managers/board members would normally do

5. Your decisions will be made by entering data into the online program which you are to download

6. Based on the combined decisions of all competing firms, the simulation program calculates the

results, e.g. market share, sales, profits etc

7. Once these results are tabulated – you will then use them to prepare your next set of decisions

8. Each day likely has 3 decisions with exception of presentation and presentation preparation times

9. Teams will be asked to make two presentations Wednesday and Friday to present your strategies,

your results, and future strategy.  These are to mimic shareholder meetings – other teams being

your shareholders.

10. On Thursday the winning team will be announced.  It will be based on growth in both profitability

and market cap. Whether you win or not has no bearing on the grade you receive.

11. As a caution, or helpful aide….you will be given time to prepare and familiarize yourself with

StratSim where it’s functions and simulations will be demonstrated.  You will go through practice

sessions as a warm up.  There will be no other instructor led sessions after this ‘demo’ period is

finished.

Assessment:  This is a pass/fail course.  Students are assessed based on peer-evaluations from team 

members as well as attendance at the introductory sessions and the team meetings.  Introductory sessions 

are mandatory, as is participation with teams during the week.  Students are not allowed to take part in team 

discussions from home or via internet since teamwork and group dynamics are a crucial element of the learning 

process. 

Prerequisite:  Theoretical knowledge of Marketing, Finance, Accounting, Strategy, Org Behavior and 

Ops Mgmt, or equivalent 

Textbook(s) Required: 

1. StratSim simulation program

2. StratSim Manual

Both to be downloaded from the homepage of the Interpretive.com, 

(www.interpretive.com).  You will receive an email/s from Interpretive with further info 

on how to pay and download the materials. 

Class Outline 

(June27/28 

10:30-2:30 each 

day for prep 

sessions) 

Date Time Objective/activity 

Mon, July 1 9:45am Kickoff of class – meet in classroom as a group 

10am Decision #1 

1pm Decision #2 

3pm Decision #3 

http://www.interpretive.com/
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Tues, July 2 10am Decision #4 

1:30pm Decision #5 

Wed, July 3 10:30am-12noon Presentations/Q&A 

Wed 1:30pm Decision #6 

3pm Decision #7 

Thurs, July 2 10 am Decision #8 

1:30pm Decision #9 

3:30pm Decision #10 

Fri, July 3 10:30am-12pm Presentations, Q&A, wrap-up 

Preparatory Sessions: 

Part 1:  Thursday June 27:  10:30am – 2:30pm 

Intro to the program, overview of companies, industry and basic functions 

Part 2:  Friday June 28:  10:30 am – 2:30 pm 

Continued discussion and examples of the different functions in the program 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2018/2019 

Term: Summer 2019 

Course 

Course code 

MGT1250 

Course title 

International Career Development (ICD) 

Name of Instructor Yoshitaka Yamazaki/Mohamed Ahmed Credits: 1 

Instructor’s contact 

Information 

Office# 

TBA 

Office Hours 

TBA 

E-mail: 

Class Schedule 

Day / Time 

8 Sessions 

June 24 - 8:50-10:20, 10:30-12:00 

June 27 - 8:50-10:20, 10:30-12:00 

July 17 - 10:30-12:00, 13:00-14:30 

July 19 - 10:30-12:00, 13:00-14:30 

Role and 

Purposes 

This course aims to help you develop your career in organizations in general as well as in 

a global context 

Course 

Learning 

Objectives 

Upon completion of this course, student will be able to 

(1) Understand what is career development in terms of a general context as well as 

an international one 

(2) Learn how to effectively develop your own career by focusing yourself 

(3) Be prepared for a journey of your own immediate as well as long term career 

(4) Know about others’ career development in this course 

Course 

Description 

This course lies in the sense that its main focus is on you who participate in the course. 

Throughout this incentive course, you are strongly encouraged to think about and 

understand yourself in order to create your own career vision with a mission statement. 

Furthermore, this course requires you to set up your career goals that you want to achieve 

in the future. Those goals should be importantly congruent with your career vision. In the 

process of making your career vision and goals, you are required to evaluate yourself with 

regard to where you are and where you want to go; and who you are and what you want to 

become. In this respect, the course provides you useful assessment tools and techniques 

that are important to know yourself. After completing the course, you are expected to 

embark on your journey towards an established destination with your strong confidence. 

Teaching  

Methodology 

Short lectures, case studies, short videos, feedback sessions, and active workshops. 

Prerequisite NA 
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Assessment  

Methods in  

Alignment with 

Intended  

Learning 

Objectives 

In determining grades, specify assignments will be weighted as follows: 

• My career development plan (50 %)

• Participation (50 %)

Note: this course does not apply the assessment matrix due to its course traits. 

Learning Objectives 

Assessment methods (1) (2) (3) (4) (5) 

Textbook(s) Required: This course uses ICD course packet that includes articles and 

assessments. In addition, the course plans to use the following three cases. 

a. Developing Your Career: And Theirs in Manager’s Toolkit: The 13 Skills Managers

Need to succeed, (2006), ISBN-10:1-4221-0518-9, Harvard Business School Press 

b. Olly Racela in Bangkok, (2004), No. 9B04C010, Richard Ivey School

c. Martha Goldberg: Leadership Decisions at Mid-Career, (2005), No.9-406-017,

Harvard Business School 

(If the above reading materials are changed, you will be properly notified the change 

in advance.) 

Class Outline Session Theme/Case Readings/Study questions 

1 Introduction/ICD framework Developing Your Career: And Theirs’ in 

Manager’s Toolkit: The 13 Skills Managers 

Need to succeed 

2 Catch-a-dream exercise In-class handouts 

3 Significant purposes Case: Olly Racela in Bangkok (904C10) 

4 Career goal statements 

5 Values & vivid pictures Career Anchor by Shein 

6 Mid-career choice Case: Martha Goldberg (406017) 

7 Being positive & pursuing 

your career development 

Videos 

8 Sharing your career 

development plan 

Individual presentations 

Others (if any) Y. Yamazaki is responsible for the teaching of sessions 1-4. M. Ahmed is responsible 

for the tat of sessions 5-8. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

ACT1010301 

Course title 

Financial Accounting 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Wed.2〜3 

Course Description This course introduces concepts and mechanics of financial accounting. It 

covers preparation, interpretation, and analysis of corporate financial 

reports. It will help you to understand how well a company creates value 

and assess managers' contribution to the creation of value. By the end of 

the course, you will be able to feel comfortable with dealing with 

corporate financial reports. 

This course is not intended to train you as a professional accountant or 

help you to pass a professional examination. Instead, it tries to lay a 

foundation for educating a business leader like a corporate executive, an 

entrepreneur, and a public officer. 

Given the quantity of core content, the course schedule will be very 

tight. It is important to focus on understanding the underlying structure 

of accounting rules and practice. Memorizing formulae and details might 

improve your test score but that won’t help you to go to a higher level 

of learning. 

The course is based on U.S. GAAP (generally accepted accounting 

principles). It will discuss about merits and limitations of GAAP, or an 

alternative to them. IFRS (international financial reporting system) will 

be also partially addressed in a few topics where there is rather clear 

contrast. Again, what’s important is not a particular rule, but a 

structure and a reasoning behind it. 

Delivery Methods Students from Asian culture might expect a fairly formal relationship 

with professors. They may tend not to ask questions or speak unless 

called on. In our class, I prefer informal atmosphere. Please feel free 

to speak up. Ask questions at any time. Don’t worry about your accent or 

what others think. 

When you were undergraduates, your professors probably covered the 

material in class then sent you home to try some homework. That’s not 

the way this class works. You have to be more active and lead your study 

for yourself. For each class session, you are expected to read the 

material and be prepared to discuss the required topic or assignment. We 

meet in the class to check your understanding and talk about the topic 



interactively. A quiz will be given frequently to evaluate your pre-

study. 

Assessment Grades are based on total points earned on quizzes, an examination, group 

assignments, and participation: 

Participation  5% 

Quizzes   23% 

Final   42% 

Group work 30% 

Prerequisites There is no prerequisite. 

Textbook(s) Required: 

a)Title: Introduction to Financial Accounting, b)Edition: 11, c)Author: 

Horngren, Sundem, Elliott, Philbrick , d)Publisher: Pearson Education, 

e)Year: 2014, f)ISBN: 9781292040578 

Reference Books / Journal Articles: 

a)Title: Introduction to Financial Accounting, b)Edition: 10, c)Author: 

Horngren, Sundem, Elliott, Philbrick , d)Publisher: Pearson Education, 

e)Year: 2012, f)ISBN: 9780273770176 

a)Title: Financial Intelligence : a Manager's Guide to Knowing What the 

Numbers Really Mean, b)Edition: 1, c)Author: Berman and Knight, 

d)Publisher: Harvard Business Review Press, e)Year: 2013, f)ISBN: 

9781422144114 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Chap.1. Accounting: 

the Language of 

Business 

1-15, 16, 19 

2 Chap.1. Accounting: 

the Language of 

Business 

(Continued...) 

1-24, 40, 44 

3 Chap.2. Measuring 

Income to Assess 

Performance 

2-3, 5, 8, 13, 36, 38 

4 Chap.2. Measuring 

Income to Assess 

Performance 

(Continued…) 

2-40, 48, 52, 53 

5 Chap.3. Recording 

and Transactions 

3-6, 8, 10, 18, 25, 37, 41, 

44, 46 

6 Chap.4. Accrual 

Accounting and 

Financial Statements 

4-12, 22, 35, 37 

7 Catch up 4-51 



Comprehensive 

Example 

Chap.5. Statement of 

Cash Flows 

5-4, 7, 9, 17, 

8 Chap.5. Statement of 

Cash Flows 

(Continued…) 

5-27, 42, 55, 62, 65 

9 Mid-term Quiz (30 

minutes, multiple 

choices) 

Case: TBA 

Chap.6. Accounting 

for Sales 

Focus: Revenue 

recognition, Bad 

debts allowance 

6-1, 13, 22, 30, 39 

10 Chap.6. Accounting 

for Sales 

(Continued…) 

Chap.7. Inventories 

Focus: FIFO vs. WA, 

impact on COGS, 

profits 

6-46, 55, 69 

7-4, 13, 15, 34, 37 

11 Chap.7. Inventories 

(Continued…) 

7-48, 53, 56, 58 

12 Chap.8. Long-lived 

Assets and 

Depreciation 

Focus: Impact of 

depreciation on 

profit & cash flow 

8-6, 8, 10, 33, 45, 52, 57 

13 Catch up 

Chap.9. Liabilities 

and Interest 

9-5, 8, 27, 36, 49 

14 Chap.9. Liabilities 

and Interest 

(Continued…) 

9-38, 39 

15 Chap.10. 

Stockholders’ 

Equity 

Focus: Preferred 

stock, treasury 

stock, stock split 

10- 1, 4, 5, 11, 18, 26, 

35, 41, 58, 59, 60, 72 

16 Chap 12. Financial 

Statement Analysis 

(self-study) 

Group Presentations 

Others There will be a morning and an evening session. Each session has 40 

person cap. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

ACT1010302 

Course title 

Financial Accounting 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Wed.6〜7 

Course Description This course introduces concepts and mechanics of financial accounting. It 

covers preparation, interpretation, and analysis of corporate financial 

reports. It will help you to understand how well a  company creates value 

and assess managers' contribution to the creation of value. By the end of 

the course, you will be able to feel comfortable with dealing with 

corporate financial reports. 

This course is not intended to train you as a professional accountant or 

help you to pass a professional examination. Instead, it tries to lay a 

foundation for educating a business leader like a corporate executive, an 

entrepreneur, and a public officer. 

Given the quantity of core content, the course schedule will be very 

tight. It is important to focus on understanding the underlying structure 

of accounting rules and practice. Memorizing formulae and details might 

improve your test score but that won’t help you to go to a higher level 

of learning. 

The course is based on U.S. GAAP (generally accepted accounting 

principles). It will discuss about merits and limitations of GAAP, or an 

alternative to them. IFRS (international financial reporting system) will 

be also partially addressed in a few topics where there is rather clear 

contrast. Again, what’s important is not a particular rule, but a 

structure and a reasoning behind it. 

Delivery Methods Students from Asian culture might expect a fairly formal relationship 

with professors. They may tend not to ask questions or speak unless 

called on. In our class, I prefer informal atmosphere. Please feel free 

to speak up. Ask questions at any time. Don’t worry about your accent or 

what others think. 

When you were undergraduates, your professors probably covered the 

material in class then sent you home to try some homework. That’s not 

the way this class works. You have to be more active and lead your study 

for yourself. For each class session, you are expected to read the 

material and be prepared to discuss the required topic or assignment. We 

meet in the class to check your understanding and talk about the topic 



interactively. A quiz will be given frequently to evaluate your pre-

study. 

Assessment Grades are based on total points earned on quizzes, an examination, group 

assignments, and participation: 

Participation  5% 

Quizzes   23% 

Final   42% 

Group work 30% 

Prerequisites There is no prerequisite. 

Textbook(s) Required: 

a)Title: Introduction to Financial Accounting, b)Edition: 11, c)Author: 

Horngren, Sundem, Elliott, Philbrick , d)Publisher: Pearson Education, 

e)Year: 2014, f)ISBN: 9781292040578 

Reference Books / Journal Articles: 

a)Title: Introduction to Financial Accounting, b)Edition: 10, c)Author: 

Horngren, Sundem, Elliott, Philbrick , d)Publisher: Pearson Education, 

e)Year: 2012, f)ISBN: 9780273770176 

a)Title: Financial Intelligence : a Manager's Guide to Knowing What the 

Numbers Really Mean, b)Edition: 1, c)Author: Berman and Knight, 

d)Publisher: Harvard Business Review Press, e)Year: 2013, f)ISBN: 

9781422144114 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 1-15, 16, 19 

2 1-24, 40, 44 

3 2-3, 5, 8, 13, 36, 38 

4 2-40, 48, 52, 53 

5 3-6, 8, 10, 18, 25, 37, 41, 

44, 46 

6 4-12, 22, 35, 37 

7 4-51 

5-4, 7, 9, 17, 

8 5-27, 42, 55, 62, 65 

9 6-1, 13, 22, 30, 39 

10 6-46, 55, 69 

7-4, 13, 15, 34, 37 

11 7-48, 53, 56, 58 

12 8-6, 8, 10, 33, 45, 52, 57 

13 9-5, 8, 27, 36, 49 

14 9-38, 39 

15 10- 1, 4, 5, 11, 18, 26, 

35, 41, 58, 59, 60, 72 

16 



Others There will be a morning and an evening session. Each session has 40 

person cap. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

ACT4090301 

Course title 

Practice in Financial Accounting 

Name of Instructor Lee, Hyunkoo Credits 

1 

Instructor's contact 

information 

Office# Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

Tue.4〜5 

Course Description In continuation of Financial Accounting (ACT1010), this course further 

introduces essential topics of financial reporting which can be usually 

found in real financial statements. Examples include comprehensive 

income, fair value accounting, income tax, consolidation, lease, and 

pension liabilities. 

This course is also a stepping stone to advanced elective courses like 

Financial Statement Analysis (ACT4100). It will facilitate effective 

financial analysis in those courses. 

Delivery Methods The course will use a lecture and case discussion in workshop style as a 

main pedagogical method. It relies heavily on students’ pre-study of 

reading materials. Students are expected to perform all reading 

assignments and exercises prior to attending a class. There will be an 

occasional pop quiz to evaluate students’ preparation. 

Assessment Grades are based on total points earned on the final test, group 

assignments and participation. 

Class Participation  10% 

Quizzes    12% 

Final Exam    48% 

Group Reports    30% 

Total    100% 

Prerequisites This course starts from where we left ACT1010 (Financial Accounting). 

Anyone who hasn't taken ACT1010 or an equivalent course elsewhere should 

take ACT1010 first instead of this course. If there is an ambiguous 

circumstance, please contact me for advice. 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Financial Reporting and Analysis, b)Edition: 7, c)Author: 

Revsine, Collins, and 3 others, d)Publisher: McGraw-Hill Education, 

e)Year: 2017, f)ISBN: 978-1259722653 

a)Title: Introduction to Financial Accounting, b)Edition: 11, c)Author: 



Horngren, Sundem, and 2 others, d)Publisher: Pearson, e)Year: 2014, 

f)ISBN: 978-1292040578 

Note on Textbooks 

and Reference Books 

The details of group assignments will be announced later. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Review of three 

statements 

Income statement 

components 

Comprehensive income 

RCJM p69-83 

2 Inter-corporate 

investment 

RCJM p949-961 

HSEP chap 11 

3 Consolidated 

statements and 

goodwill 

RCJM p961-981 

4 Income tax RCJM p745-764 

5 Fair value 

accounting and 

International 

Financial Reporting 

Standard (IFRS) 

RCJM p1-42 

6 Bond payable HSEP chap 9 

7 Lease RCJM p693-734 

8 Pension RCJM p821-866 

Others This course will not allow an auditing. All participants have to register 

in the course. Also a withdrawal during the course will not be granted. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

FIN4020301 

Course title 

Investments 

Name of Instructor Chuang, Hongwei Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

by appointment 

E-mail 

 

Class Schedule Day / 

Period 

Mon.6〜7 

Course Description Through this course, you will be equipped with the following skills: (1) 

Analytical ability: modeling skills that are important in making 

investment decisions, (2) Quantitative skills: obtain basic skills 

necessary to implement theories in real financial markets, and (3) 

Empirical knowledge of the equity markets and the primary mechanism of 

financial markets overviewing major players, assets, and conventions. 

Also, if you plan to take some other finance courses at IUJ such as 

Portfolio Management, Corporate Finance, and Risk Management, this course 

will be an essential foundation. 

In our daily life, we are always seeking to have a better decision that 

many finance theories and principles can help us. Even if you are NOT 

interested in working in the financial industry, in studying the finance 

knowledge and be familiar with global financial markets can be not only a 

sophisticated investor but also learn how to manage the wealth. All 

students will find it beneficial in some senses to study investments in 

this course. On the other hand, this course is a prerequisite for many 

topics in the examinations of getting the designations such as portfolio 

(fund) manager, security analyst, and financial engineer in asset 

management companies, securities firm, investment bank, and investment 

advisory company. This course will also be of great help for students in 

pursuing a future career in financial markets. 

Delivery Methods Slides and course materials will be distributed via the website: 

http://chuanghongwei.com/teaching/. Students will learn how to use the 

statistical software, R, to implement the knowledge learned from this 

course. The understanding level of students will be examined based on 

their evaluation of the midterm project and the computer-based final 

exam. Attendance also takes credits for all the scheduled sessions in 

this course. 

Assessment Grades are based on total points earned on: 

20% of class participation/discussion (by an individual) + 

30% of a midterm project (by groups) + 

50% of a computer-based final exam (by an individual). 

Prerequisites 

Textbook(s) Required: 

a)Title: Investments, b)Edition: 10, c)Author: Bodie, Kane and Marcus, 



d)Publisher: McGraw Hill, e)Year: 2014, f)ISBN: 978-0077861674-0077861674 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

• Fama, Eugene F., (1995) Random walks in stock market prices. Financial

Analysts Journal, 75-80. 

• Fama, Eugene F., (1998) Market efficiency, long-term returns, and

behavioral finance. Journal of Financial Economics, 283-306. 

• Jegadeesh, N., and Titman, S., (1993) Returns to buying winners and

selling losers: Implications for stock market efficiency. The Journal of 

Finance, 65-91 

Class Outline Session Theme / Case Readings / Study Questions 

1 (9/30) Introduction Read BKM Ch1-4 

2 (9/30) Introduction 

of R 

3 (10/7) Stock returns Read BKM Ch5, Fama (1995) 

4 (10/7) Basic R 

programing 

5 (10/14) 

Diversification 

Read BKM Ch6 

6 (10/14) Advanced R 

programing 

7 (10/21) Portfolio 

theory 

Read BKM Ch7 

8 (10/21) R programing 

for portfolio 

analysis 

Midterm project 

announcement 

9 (10/28) Capital 

asset pricing model 

(CAPM) and arbitrage 

pricing theory (APT) 

Read BKM Ch8-10 

10 (10/28) R programing 

for CAPM 

11 (11/4) Introduction 

of forwarding 

business 

Gen Kaneko, the President 

of Sanwa Forwarding 

Business Co., LTD. 

12 (11/4) R Programing 

for APT (multiple 

linear regression 

models) 

13 (11/11) Market 

efficiency and 

momentum 

Read BKM Ch11-12, Jegadeesh 

and Titman (1993), and Fama 

(1998) 

14 (11/11) R Programing 

for momentum 

strategy 

15 (11/18) Midterm 

project evaluation 

16 (11/18) Computer-  



based final exam 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

FIN4390301 

Course title 

Derivatives Securities 

Name of Instructor Chow, Yuen Leng Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.2〜3 

Course Description <Course Description and Learning Objectives> 

The main purpose of this course is to understand concepts, principles, 

and tools for the analysis and valuation of derivative securities such as 

Forwards, Futures, Swaps, and Options, which are being applied in modern 

corporate finance, investments, and the management of financial 

institutions 

<Course Context> 

The knowledge and skills about derivative securities allow you to pursue 

many goals, which cannot be achieved only with traditional securities, in 

investments, risk management, and management of corporations. In other 

words, you will extend your knowledge of corporate finance, investments, 

and portfolio management into the advanced stage. This course requires 

basic knowledge of traditional securities such as stocks and bonds, and 

corporate finance, although there is no specific prerequisite course. 

<Career Relevance> 

The basic knowledge of derivatives is necessary to understand modern 

finance and modern corporate management even in non-financial industries. 

Although the main focus of this course is the use of derivatives in the 

area of investments, you will find how the tools and concepts are useful 

more broadly in finance and corporate management. 

Delivery Methods This course will consist of lectures, discussions, assignments, and 

projects. Students are expected to read text chapters before class and 

actively participate in discussions. 

Assessment 1.Assignments (Individual) 40% 

2.Final Exam (Individual) 20% 

3.Case Presentations (Group) 30% 

4.Participation/ Active Involvement in Discussion (Individual) 10% 

Assignments: There will be two assignments to be completed in this 

course. Students may discuss these assignments with their fellow 

students. However, each student is expected to complete and hand in each 

assignment individually. Each assignment is to be turned in at the 

beginning of class on the due date. 



Final Exam: There will be a final exam at the end of the course. This 

will be a take-home exam. Students will be handed the exam question at 

the beginning of class and will have 24 hours to complete the exam. The 

exam answer will have to be handed in physically to the lecturer at the 

due time. 

Case Presentations: Students will be asked to form into teams. Each team 

will be asked to present one case and turn in a write-up for the case 

they present. The team must fully discuss each case and present solutions 

and alternatives. 

Participation: Students are encouraged to come fully prepared for class 

and actively participate in the class discussions in order to better 

comprehend the materials taught in class. Students who contribute to the 

class discussions will be awarded class participation points. 

Prerequisites This course will build on general computational skills you should have 

acquired individually or through other courses. This course will require 

significant amounts of data analysis predominantly using Microsoft Excel. 

Textbook(s) Required: 

a)Title: Derivatives Markets, b)Edition: , c)Author: Robert L. 

McDonald,McDonald, Robert L.,, d)Publisher: Pearson, e)Year: 2006, 

f)ISBN: 032128030X 

Reference Books / Journal Articles: 

a)Title: Trading Option Greeks: How Time, Volatility, and Other Pricing 

Factors Drive Profit, b)Edition: , c)Author: Dan Passarelli, d)Publisher: 

Bloomberg Press, e)Year: 2008, f)ISBN: 157660246X 

a)Title: The Volatility Surface: A Practitioner's Guide, b)Edition: , 

c)Author: Jim Gatheral, d)Publisher: Wiley, e)Year: 2006, f)ISBN: 

0471792519 

Note on Textbooks 

and Reference Books 

Other required readings will be provided in class when necessary. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction to 

Derivatives 

1) Overview

Use of derivatives, buying 

and short-selling 

RM (Chap 1) 

2 Introduction to 

Forwards and Options 

2) Options

Forward contracts, call and 

put options 

Insurance, collars and 

other strategies 

RM (Chaps 2-3) 

3 Financial Forwards 

and Futures 

3) Forward and Futures

Contracts 

RM (Chap 5) 

4 Swaps 4) Commodity Swaps,

Interest Rate Swaps 



RM (Chap 8) 

5 Parity and other 

option relationships 

5) Put-call parity,

exchange options 

RM (Chap 9) 

6 Case 1: Voyages 

Soleil: The Hedging 

Detection 

Learning Obj: To understand 

a) international parity

conditions 

b) various hedging

strategies 

7 Binomial Option 

Pricing 

6) Binomial options

RM (Chap 10) 

8 Binomial Option 

Pricing: Selected 

Topics 

7) Binomial Tree and

Lognormality 

RM (Chap 11) 

9 The Black-Scholes 

Formula 

8) Black-Scholes Formula

RM (Chap 12) 

10 The Black-Scholes 

Formula II 

9) Brownian motion and

Ito’s Lemma 

RM (Chap 20) 

11 Case 2: Pine Street 

Capital (HBS) 

tentative 

Learning Objs: 

a) Use of equity

derivatives in the context 

of money management 

b) understand hedging

choices 

12 Exotic Options 10) Various other options

RM (Chap 14) 

13 Monte Carlo 

Valuation 

11) Monte Carlo Valuation

RM (Chap 19) 

14 Guest Lecture 

15 Revision Review and revision of 

course syllabus 

16 Final Exam Take home exam (24 hours) 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

FIN4410301 

Course title 

Debt Financing and Bond Markets 

Name of Instructor Hiraki, Takato Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.4〜5 

Course Description Course Objectives: 

This course is designed for MBA students to specialize in corporate 

strategic and financial planning interacted with financial institutions 

and capital markets. Leaning debt financing is almost equivalent to learn 

other financing options for firm’s growth: debt financing is an 

alternative to equity, mezzanine and lease financing. Further, learning 

debt financing is to learn corporate strategy. We begin our discussion 

with basic questions on corporate use of liabilities and its consequence 

of firm’s value creation. Corporate funding for growth is the most 

essential part of value creation since it will affect the cost of capital 

and future solvency of the firm. After leaning these basics of debt 

financing, the course covers corporate use of modern financial 

technologies to design debt securities to appeal investors. Innovation 

advantages both financers and investors, but not always. We then cover 

some dark aspects of debt financing, defaults. Students learn how to 

measure default possibility associated with debt obligations and to use 

default risk control mechanism. Finally, we discuss financial 

intermediation, i.e., investment banking through which corporate 

financers can actually raise capital and communicate with bond and equity 

market investors. 

All in all, participating students will systematically learn the 

importance of debt financing and the way to communicate with capital 

markets from corporate strategic perspectives to maximize firm value. 

This objective is mostly achieved through carefully selected real-world 

cases combined with fixed income analytical concepts. 

Career Relevance: 

The course is particularly relevant for those who wish to pursue his/her 

career in corporate strategic and financial planning and those in 

financial services industries. Those who wish to be in general management 

may still find this course useful in today’s highly integrated corporate 

decision making environment. 

Course Context / Rationalization: 

This course is founded on corporate finance (FIN 1010), investments (FIN 

4020) and useful to learn related finance courses including portfolio 

management (FIN 4080), and derivatives markets (FIN 4250) as well as risk 

management (FIN 4200). Though the course tries to reduce the use of 



quantitative techniques as much as possible, but it is sometimes 

difficult without using elementary college mathematics and statistics. 

Delivery Methods Course materials consist of book chapters, HBS cases and case 

presentations, and various journal articles for class discussion. For 

each class, preparation questions are provided in advance. The final 

examination at the end of the term takes a take-home case write-up form. 

Power points slides and other class materials will be uploaded to network 

course folders. All students should be fully prepared to attend each 

class meeting and are expected to be active in class discussion. 

Assessment 1. Case presentations (group)  30% 

2. Homework/quiz (3 pieces)  15% 

3. Active Participation to class discussion  15% 

4. Final examination (a selected case, take-home type, individual)  40%

Students are asked to form a study group consisting of two to three. Each 

group is expected to meet the instructor weekly on a rotation basis at 

least twice during the term. Each HBS case will be assigned to one of the 

groups along the presentation schedule. 

Prerequisites Corporate Finance 

Textbook(s) Required: 

a)Title: Corporate finance, b)Edition: , c)Author: Stephen A. Ross ... 

[et al.],Ross, Stephen A.,Westerfield, Rand, d)Publisher: McGraw-Hill 

Education (Asia), e)Year: 2015, f)ISBN: 978-1-259-01183- 

Reference Books / Journal Articles: 

a)Title: Bond Markets, Analysis and Strategy, b)Edition: 11th, c)Author: 

Fabozzi, Frank J., d)Publisher: Pearson , e)Year: 2013, f)ISBN: 13: 978-

02737661 

Note on Textbooks 

and Reference Books 

Cases/Journal Articles: 

A list of cases/articles will be separately uploaded to the course folder 

of the network computer 

Class Outline Session Theme / Case Readings / Study Questions 

1 W1: Introduction 

S1 

Introduction to debt 

financing and bond markets: 

1) What are liabilities for

corporations? 

2) Macro- and micro-

perspectives 

Graham, et al., 2015 “A 

Century of Capital 

Structure: The Leveraging 

of Corporate America,” 

JFE, 658-682. 

Required Reading: 

RWJJ (Ch. 8 & 15) 



Fabbozi (Chapters 1 & 7) 

2 W1: Introduction 

S2 Macro- and micro-

perspectives 

Introduction to debt 

financing and bond markets: 

1) What are liabilities for

corporations? 

2) Macro- and micro-

perspectives 

Graham, et al., 2015 “A 

Century of Capital 

Structure: The Leveraging 

of Corporate America,” 

JFE, 658-682. 

Required Reading: 

RWJJ (Ch. 8 & 15) 

Fabbozi (Chapters 1 & 7) 

3 W2: Financing Choice 

S3 Debentures 

Which bonds to be chosen? 

(RWJJ, Ch. 8, 15, 16 & 17) 

HBS Case: Tombstones 

4 W2: Financing Choice 

S4 Debt vs. equity 

Required Reading: 

RWJJ (Ch. 8, 15 & 16.3) 

Why debt over equity? 

HBS Case: Winfield Refuse 

Management, Inc.: Raising 

Debt vs. Equity 

5 W3: Financing 

Alternatives 

S5 Leasing 

Are lease and debt 

complementary? 

Required Reading: 

RWJJ Ch. 21 (leasing) and 

Appendix 21.A 

Mini Case: Sa Sa 

International Holding 

Limited (p. 608-699, RWJJ) 

6 W3: Financing 

Alternatives 

S6 SME financing 

Early-stage financing and 

concerns with earnings 

dilution by new equities 

Required Reading: 

RWJJ Ch. 20 (raising 

capital for growth) 

HBS Case: Harmonic Hearing 

Co. 

7 W4: Going Public 

S7 Corporate debut 

and debt 

IPO vs Debt Financing 

Required Reading: 

RWJJ Ch. 20 (raising 

capital for growth) 

HBS Case: Prada: To IPO or 

Not to IPO: That Is the 

Question. 

8 W4: Going Public 

S8 Pre- and post-IPO 

1) U.S. vs. Japanese SME

IPOs 



debt financing 2) Debt Reduction puzzle

shortly after the IPO 

Required Reading: 

Dudley and James, 2018, 

“Capital Structure Changes 

around IPOs,” Critical 

Finance Review 7. 

Hiraki, et al., 2018, 

“Universal Banking, IPO 

Underwriting and Allocation 

in Japan,” Working paper. 

9 W5: Financial policy 

Issues 

S9 Cash holding and 

debt 

Inter-related issues with 

(excessive) cash holding, 

dividend policies and cash 

management. 

Required Reading: 

RWJJ (Ch. 15, 16 for MM 

Proposition II, and 27 for 

cash holding) 

10 W5: Financial policy 

Issues 

S10 Case 

HBS Case: Apple, Einhorn, 

and iPrefs 

11 W6: Mezzanine 

Financing 

S11: Convertibles 

Why convertibles? (Are 

convertible bonds or 

preferred stocks bonds or 

equities?) 

Required Reading: 

RWJJ Ch. 24 (24.6 & 24.7 in 

particular) 

Fabbozi (Chapter 17) 

12 W6: Mezzanine 

Financing 

S11: Case 

HBS Case: Toyota’s 

Innovative Share Issue 

(2015) 

13 W7: Financial 

Engineering 

S13 Asset Backed 

Securities 

Structured financing for 

corporations: Asset 

securitization 

Fabbozi (Chapter 15) 

HBS Case: American Express 

TRS Charge-Card Receivables 

14 W7: Financial 

Engineering 

S14 Merton's models 

Default probability 

Required Reading: 

RWJJ (Chapter 30) 

Fabbozi (Chapter 20 & 21) 

1) Bankruptcy Laws: Chapter

11 in the U.S. 

2) The Merton Model (1974)

---structured model for 

credit risk 

(book chapter material 



provided) 

15 W8: Credit Default 

Swaps 

S15 Case 

Bank loans and CDSs 

An application of Merton’s 

Model 

Required Reading: 

Fabbozi (Chapter 29) 

HBS Case: First American 

Bank: Credit Default Swaps 

16 W8: Wrap-up Review 

and Synthesis 

Review and synthesis 

Guidance for the final 

reportt 

Course evaluation 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

FIN4440301 

Course title 

Entrepreneurial Finance 

Name of Instructor Chow, Yuen Leng Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Tue.2〜3 

Course Description <Roles and purpose> 

This course contributes to the achievement of learning goals mentioned 

below. For the purpose of accomplishment of these objectives, this course 

covers the basic valuation methods of Venture Corporation using spread 

sheets modelling, possible financing choices for entrepreneurs, and exit 

strategy. This course also helps entrepreneurs to make pro-forma 

financial statements in order to know how much sales would be needed to 

cover the expenses. While this course focus on the financial aspects of 

entrepreneurship, we briefly discuss how to develop the business model to 

understand the nature of venture businesses in order to enhance both 

qualitative and quantitative analysis. These topics are delivered using 

cases and real world examples as well as textbook chapters. 

<Course Learning Objectives> 

Upon completion of this course, students will be able to: 

(1) Demonstrate an ability to analyse the value of a venture corporation; 

(2) Understand how to evaluate the business model; 

(3) Understand how to make pro-forma financial statements; 

(4) Understand how Venture Corporations choose their deal structures; and 

(5) Understand the pros and cons of different exit strategies. 

<Overview> 

This course is primarily designed to provide the analytical tools and 

conceptual framework which are useful for entrepreneurs. Entrepreneurs 

first of all should be able to critically analyze their business model. 

Entrepreneurs also need to understand how and how much funds they should 

raise, the rational value of the startups, additional funding strategy, 

and harvesting strategy. In order to deliver these tools and concepts, 

cases and textbook chapters are used. This course would be challenging 

and time-consuming since all students are expected to prepare for one 

case every two weeks in order to participate the active discussion. 

Participation to the discussion consists of 25% of the final grades. 

<Career Relevance> 

Entrepreneurial Finance helps prospective entrepreneurs to make decisions 

regarding the financing, deal structures, and exits. Additionally, 

officers in financial institutions such as venture capital, private 

equity, and investment bank, might find entrepreneurial finance 



beneficial to understand the valuation of the startup such as classical 

Discount Cash Flow methods and Real Options Approach which can capture 

the flexibility of management strategy into the valuation. This course 

also covers briefly business model canvas in order to develop and 

evaluate the business model. 

Delivery Methods Course materials consist of textbook chapters, cases, and various 

articles, a few exercise problems 

and homework pieces, and the final report at the end of the term. The 

final report involves the 

valuation of a start-up venture learnt in class and the preparation of a 

pitch book to attract 

investment from potential investors. Most of course works are 

quantitative. The level of students’ 

understanding will be checked by means of case analysis, assignments, and 

scheduled presentation 

throughout the term. Full preparation and attendance are both required 

for all of the scheduled 

sessions in this course. All students are expected to be actively 

involved in class discussion, 

especially, in case discussion. 

Assessment 1. Assignments (Individual) 40%

2. Project (Group) 20%

3. Case Analysis/ Write-ups (Group) 30%

4. Participation/ Active Involvement in Discussion (Individual) 10%

Assignments: There will be two assignments to be completed in this 

course. Students may discuss 

these assignments with their fellow students. However, each student is 

expected to complete and 

hand in each assignment individually. Each assignment is to be turned in 

at the beginning of class on 

the due date. 

Project: Students will be asked to form into teams. The project will be 

assigned early in the course 

and students are required to submit a project write-up and conduct a team 

presentation at the end 

of the course. 

Case Presentations: Students will be asked to form into teams. Each team 

will be asked to present 

one case and turn in a write-up for the case they present. The team must 

fully discuss each case and 

present solutions and alternatives. 

Participation: Students are encouraged to come fully prepared for class 

and actively participate in 

the class discussions in order to better comprehend the materials taught 

in class. Students who 



contribute to the class discussions will be awarded class participation 

points. 

Prerequisites 

Textbook(s) Required: 

a)Title: Entrepreneurial finance, b)Edition: , c)Author: J. Chris Leach, 

Ronald W. Melicher,Leach, J. Chris,Melicher, Ro, d)Publisher: Cengage 

Learning, e)Year: 2015, f)ISBN: 9781285425757 

Reference Books / Journal Articles: 

a)Title: Venture Capital and the Finance of Innovation, b)Edition: , 

c)Author: Metrick, Andrew, and Ayako Yasuda, d)Publisher: Wiley, e)Year: 

2010, f)ISBN: 9780735581609 

a)Title: Entrepreneurial Finance, b)Edition: 2, c)Author: Smith, Richard 

L. and Janet Kiholm Smith, d)Publisher: Wiley, e)Year: 2003, f)ISBN: 

9780471230724 

a)Title: Options, Futures, and Other Derivatives, b)Edition: 9, c)Author: 

Hull, John C., d)Publisher: The MIT Press, e)Year: 2014, f)ISBN: 

8601401358411 

a)Title: Real Options, Revised Edition: A Practitioner's Guide, 

b)Edition: , c)Author: Copeland, Tom and Vladimir Antikarov, d)Publisher: 

Cengage Learning, e)Year: 2003, f)ISBN: 9781587991868 

a)Title: Business Model Generation: A Handbook for Visionaries, Game 

Changers, and Challengers, b)Edition: , c)Author: Osterwalder, Alexander, 

d)Publisher: , e)Year: 2010, f)ISBN: 9780470876411 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction to 

Entrepreneurial 

Finance 

1) Entrepreneurial

Environment 

Introduction to Finance for 

Entrepreneurs Business 

Model Canvas 

L&M (Chapters 1-2) 

2 Valuation I 2) General Valuation

Methods 

Discounted Cash Flow Method 

Real Option Approach 

L&M (Chapters 4-7, 14) 

3 Valuation II 3) Venture Capital

Valuation Methods 

Financial Forecasting 

Adjusted Present Value 

Method Scenario Analysis 

L&M (Chapters 9-11) 

4 Valuation I & II Hands on Microsoft excel 

workshop 

5 Case 1: OutReach 

Networks: First 

Learning Objs: 

a) how to use DCF method



Venture Round (HBS) 

Tentative 

properly in venture 

corporation valuation 

b) how to implement DCF

method using excel 

spreadsheet 

6 Financing Venture 

Capital (Private) 

4) Financing, Valuation,

and Terms 

Financing Pathways Equity 

Financing 

7 Case 2: 

CircleLending, Inc: 

Financing Early 

Stage Development 

(Case Centre) 

Tentative 

Learning Objs: Understand 

and discuss 

a) sources of capital for

early stage companies 

b) how to tap early-stage

financing 

c) attitudes and methods of

angel investors 

d) elements of a successful

financing campaign 

8 Financing Venture 

Capital (Public) 

5) Financing Methods

Debt financing 

Preferred Stock 

Convertible Bond 

Stock Options 

(L&M Chapters 12-14) 

9 Case 3: Walnut 

Venture Associates 

(D) RBS Deal Terms 

(HBS) Tentative 

Learning Obj: Understand 

a) Best way of financing

considering the market 

situation 

b) Value maximizing deal

structure for venture 

corporation 

10 Exit Strategies 6) Exit strategies

IPO 

Acquisition 

(L&M Chapters 15-16) 

11 Case 4: Going 

Public: Adventures 

in Capital Markets 

(HBS) Tentative 

Learning Objs: 

Evaluate IPOs as a means of 

entrepreneurial finance 

12 Innovative Financing 7) Other alternative forms

of financing 

Blockchain 

ICOs 

Crowdfunding 

13 Case 5: 

Crowdfunding: A Tale 

of Two Campaigns 

(HBS) Tentative 

Learning Objs: 

a) Learn about potential

benefits and drawbacks of 

crowdfunding 



b) Identify target

investors 

c) Identify types of

businesses best suited for 

crowdfunding 

14 Guest Lecture TBC 

15 Final Presentation Learning Objs: to make a 

successful pitch to 

potential investors 

16 Final Presentation Learning Obj: to make a 

successful pitch to 

potential investors 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

ITC4120301 

Course title 

Digital Business Models 

Name of Instructor Aung, Zaw Zaw Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Mon.4〜5 

Course Description Digital business is the creation of new business designs by blurring the 

digital and physical worlds. It promises to usher in an unprecedented 

convergence of people, business and things that disrupts existing 

business models - even those born of the Internet and e-business eras. 

(Gartner) 

The phrase “business model” has found its way into the vocabulary of 

just about everyone who must manage or work in businesses. Students in 

this course will learn the most common Business Model patterns, based on 

concepts from leading business thinkers, and reinterpret them for their 

own in the context of digital businesses. Students will learn how to 

systematically understand, design, and implement a game-changing business 

model or analyze and renovate an old one. Along the way, they will 

understand at a much deeper level of customers, distribution channels, 

partners, revenue streams, costs, and their core value proposition. 

Drawing on research in strategic management and the management of 

technology, the course discusses on an integrative framework that allows 

students to put their minds around what determines firm performance and 

the central role that business models play in the face of the digital 

business advancements. 

Course Learning Objectives 

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

Models 

complications by big market players 

it today’s platforms and ecosystem from entrepreneur perspective 

and create their own business model that is new or extension of the 

company’s business 

Delivery Methods The classes include lecture, case discussions, and group presentations. 

Assessment Class Participation 40% 

Homework and Individual Assignments 10% 

Group Case Presentation 30% 

Group Case Analysis Report 20% 



Note: At the end of the course, a peer evaluation will be conducted among 

group members. The peer score will be used to weight against the score of 

group assignments and case analysis final report. 

Prerequisites NONE 

Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Case Materials: 

More case materials are to be decided prior to the class 

Class Outline Week 1. 

- Introduction & Course Logistics 

- External Analysis: The impact of the Internet on the Macro-environment 

and on the industry structure 

- Value Proposition and Value Creation 

Readings: 

Reference Text (2) Chapter 3 

Reference Text (4) Value Proposition Design 

Cases: NONE 

Week 2. 

- Internal Analysis: e-Business competencies as source of strength and 

weakness 

- Understanding Business Model and it Components 

Reading(s): 

Reference Text (1) Chapter 3 & 4 

Reference Text (3) Business Model Generation 

Cases: 

Huckman, Robert S., Gary P. Pisano, and Liz Kind. "Amazon Web Services." 

Harvard Business School Case 609-048, October 2008. (Revised February 

2012.) 

Week 3. 

- Dynamics of Digital Business Models and Strategy Options 

- Creating and capturing value through e-business strategies 

Readings: 

Reference Text (2) Chapter 5: Dynamics of Internet Business Models 

Reference Text (1) Chapter 5 to 11 

Cases: Fintech and Finance Transformation: The Rise of Ant Financial by 

Rainny Shuyan Xie, Siew-Kien Sia, Boon Siong Neo; NTU144-PDF-ENG 



Activity: Group Activity on VPC and BMC 

 

 

Week 4. 

- A Taxonomy of Digital Business Models 

- The Long Tail Business Strategy 

 

Readings: 

Reference Text (4): The Business Model Navigator 

The Long Tail By Chris Anderson, Wired Magazine 

 

Cases: (Tentative) Netflix 

Activity: TBD 

 

 

Week 5. 

Platform Business Model 

 

Readings: TBD 

 

Cases: 

(Tentative) Fasten: Challenging Uber and Lyft with a New Business Model 

by Feng Zhu, Angela Acocella. 616062-PDF-ENG 

(Tentative) United Daily News Group (A): Building Hybrid Business Models. 

by Rueylin Hsiao, Jean-Louis Schaan. W15328-PDF-ENG 

 

Activities: Group Work on Platform Business Model 

 

 

Week 6. 

Business Model Execution 

 

Readings: TBD 

 

Cases: NONE 

 

Activities: Group Case Analysis and Presentation 

 

 

Week 7. 

- Entrepreneur Perspective: Google AdSense and Web Analytics, Software as 

a Service (SAAS), InfoProducts and Productized Services, Amazon Affiliate 

Marketing, DropShipping and FBA 

 

Readings: TBD 

 

Cases: NONE 

 

Activities: Group Case Analysis and Presentation 



Week 8. 

- Business Model Innovation 

- Wrap-up 

Reading(s): TBD 

Cases: NONE 

Activities: Group Case Analysis and Presentation 

Others Remark: The Last three weeks will have presentation of group case 

analysis. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

ITC4140301 

Course title 

Japan's Frontier of Digital Society 

Name of Instructor GSIM Faculty,, Sakurai, Mihoko Credits 

1 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Wed.4〜5 

10/9 (Prof. Sakurai), 

10/16 (Prof. Takagi), 

10/23 (Prof. Watanabe), 

10/30 (Prof. Sakurai) 

Course Description ＜Course Learning Objectives＞ 

✔ To get an overview of Japan’s society and information technologies 

✔ To understand Japan’s current social problems and emerging social 

risks 

✔ To understand Japanese IT policy and management 

✔ To discuss novel means for approaching various social problems, 

especially through use of information technologies 

＜Course Description＞ 

 This course provides cases and insights from digital frontiers of 

Japanese society. Japan faces various social problems such as aging 

population, natural disasters, population shrink, and population 

concentration to Tokyo etc. The national government has launched the 

concept of “Society 5.0”, which integrates cyber and physical aspects 

of people’s everyday life. It envisions further economic growth, and 

expects to create new way of solving social problems. While the social 

problems are getting more complex and increasing, Japanese society is in 

transition towards a highly digitalized, so-called “Society 5.0”. We 

will discuss the state of the art of Japan’s digital society, identify 

problems we need to deal with, and discuss the way to tackle social 

problems through use of information technologies under the concept of 

“Society 5.0”. Specifically, we look into topics from government 

(policy and smart city), industry (blockchain and organizational 

decentralization), and consumer (robotics in nursing care) sectors. 

Delivery Methods The classes include lecture and case discussions. 

Assessment (1) class participation and discussion comments up to 80%. 

This course has 8 sessions. Each session shall hold 10% split of the 

class participation. Students are expected to actively engage the class 

activities. Your attendance, attentiveness, sharing relevant info, 

knowledge and experience, constructive questions, comments and discussion 

will earn better scores. For each class day, class instructor will 

evaluate your participation independently and their score will be 

proportionally weighted on your final score and grade. 



(2) final presentation (either individual or groups) up to 20%. 

Prerequisites None 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Acting to Create New Value for the Development of Future 

Industry and Social Transformation, b)Edition: 5, c)Author: , 

d)Publisher: Science and Technology Basic Plan, e)Year: 2016, f)ISBN: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Day 1 / Session 1 

(Dr. Sakurai) 

Introduction 

- Introduction of Japanese 

IT policy –history and the 

state of the art 

- Introduction of the 

research projects in GLOCOM 

- Discuss coming new 

technologies (i.e., 5G 

network) and business 

opportunities in Japan 

Readings: 

WHITE PAPER 2018 - 

Information and 

Communications in Japan, 

Ministry of Internal 

Affairs and Communications, 

http://www.soumu.go.jp/joho

tsusintokei/whitepaper/eng/

WP2018/2018-index.html 

- Chapter 1 “ICT in Japan 

and the World” 

- Chapter 6 “ICT Policy 

Directions” 

2 Day 1 / Session 2 

(Dr. Sakurai) 

Smart City 

- Discuss the case of 

Aizuwakamatsu Town in 

Fukushima 

- Discuss what technologies 

are behind to create a 

business ecosystem 

Readings (tentative): 

- Smart Cities: Digital 

solutions for a more 

livable future 

(https://www.mckinsey.com/~



/media/McKinsey/Industries/

Capital%20Projects%20and%20

Infrastructure/Our%20Insigh

ts/Smart%20cities%20Digital

%20solutions%20for%20a%20mo

re%20livable%20future/MGI-

Smart-Cities-Executive-

summary.ashx), McKinsey 

Global Institute, June 2018 

- Sakurai, M., and Kokuryo, 

J. (2018). Fujisawa 

Sustainable Smart Town: 

Panasonic's Challenge in 

Building a Sustainable 

Society. CAIS, 42, 19. 

- Sakurai, M., and Sæbø, Ø. 

“Online Activities to 

Mobilize Smart Cities,” in 

Proceedings of 51th Hawaii 

International Conference on 

System Sciences, January 

2018 

3 Day 2 / Session 3 

(Dr. Takagi) 

Blockchain Technology and 

its Use for Social 

Challenges 

- Discuss the essential 

impact of blockchain 

technology on the society 

- Explore the use-cases and 

discuss the future 

challenges 

Readings: (Not mandatory) 

- Soichiro Takagi (2017) 

Blockchain Economics. 

Shoeisha. (in Japanese). 

- Takagi, Soichiro. 2019. 

“Does Blockchain 

“Decentralize” 

Everything?” in ed. 

Melanie Swan, Jason Potts, 

Soichiro Takagi, Frank 

Witte, Paolo Tasca, 

Blockchain Economics: 

Implications of Distributed 

Ledgers. World Scientific. 

- Soichiro Takagi, Hideyuki 

Tanaka, Makoto Takemiya, 

Yasushi Fujii (2017) 



“Blockchain-Based Digital 

Currencies for Community 

Building”, GLOCOM 

Discussion Paper Series 

No.6 (17-004). 

http://www.glocom.ac.jp/wp-

content/uploads/2017/06/GLO

COMDISCUSSIONPAPER_No6_2017

No.4.pdf. 

4 Day 2 / Session 4 

(Dr. Takagi) 

Digital Transformation and 

the Concept of 

“Deframing“ 

- Discuss the impact of 

digital technology such as 

platforms on economic 

systems 

- Explore the strategy for 

companies and individuals 

in the digital-intensive 

economy 

Reading: (Not mandatory) 

- Soichiro Takagi (2019) 

Deframing Strategy: How 

Digital Technologies are 

Transforming Business and 

Organizations, and How We 

Can Cope with 

It. .Shoeisha. (in 

Japanese). 

5 Day 3 / Session 5 

(Dr. Watanabe) 

Elderly care by AI-powered 

robots 

- Explore the values of 

human touch and attention 

- Explore the elderly care 

issues in Japan’s aging 

society 

Readings (tentative): 

Category A (pick one): 

Ethical dimension 

- Sharkey, N. and Sharkey, 

A. (2012). "The eldercare 

factory" Gerontology, 58(3) 

282-288. 

- Sharkey, A. and Sharkey, 

N. (2012). "Granny and the 

robots: Ethical issues in 

robot care for the elderly" 



Ethics and Information 

Technology, 14(1) 27-40. 

- Sharkey, A. (2014). 

"Robots and human dignity: 

A consideration of the 

effects of robot care on 

the dignity of older 

people" Ethics and 

Information Technology 

16(1) 63-75. 

- Sparrow, R., & Sparrow, 

L. (2006). In the hands of 

machines? The future of 

aged care. Mind and 

Machine, 16, pp.141–161. 

- Sparrow, R. (2015). 

"Robots in aged care: a 

dystopian future?" AI& 

Society. 31(4), pp.445–454. 

Category B (pick one): 

Empirical research so far 

- Mordoch, E.,Osterreicher, 

A., Guse, L.,Roger, K., and 

Thompson, G. (2013). "Use 

of social commitment robots 

in the care of elderly 

people with dementia: A 

literature review" 

Maturitas, 74(1) 14-20. 

- Metzler, T.A., Lewis, L. 

M., and Pope, L. C. (2015). 

"Could robots become 

authentic companions in 

nursing care?" Nursing 

Philosophy, 17 36–48. 

- Burton, A. (2013). 

"Dolphins, dogs, and robot 

seals for the treatment of 

neurological disease." The 

Lancet Neurology, 12(9) 

851–852. 

Cateogry C (pick one): 

Elderly care in the aging 

Japanese society 

- Ogawa, N., & Retherford, 

R. (1997). Shifting Costs 

of Caring for the Elderly 

Back to Families in Japan: 

Will It Work? Population 



and Development Review, 

23(1), 59-94. 

doi:10.2307/2137461 

- Tanaka, K., Iwasawa, M. 

(2010). “Aging in rural 

Japan-limitations in the 

current social care 

policy” Journal of Aging 

and Social Policy 22(4) 

394-406 

https://europepmc.org/artic

les/PMC2951623 

- Asai, M. O., & Kameoka, 

V. A. (2005). The influence 

of Sekentei on family 

caregiving and 

underutilization of social 

services among Japanese 

caregivers. Social Work, 

50(2), 111-118. 

6 Day 3 / Session 6 

(Dr. Watanabe) 

Robotic revolution and 

receptiveness of Japanese 

markets 

- Exploring human 

inclinations for human and 

non-human companions 

- Exploring Japanese 

cultural receptiveness to 

robots& AI’s 

Readings (tentative): 

Cateogry A (required): 

policy environment 

- The Headquarters for 

Japan’s Economic 

Revitalization (2015). New 

Robot Strategy: Japan’s 

Robot Strategy: Vision, 

Strategy, Action Plan.  

October 2, 2015.  

https://www.meti.go.jp/engl

ish/press/2015/pdf/0123_01b

.pdf Part I Ch.1 General 

Statement and Part II Ch.2. 

Sec.3 Nursing and medical 

fields 

Category B (required): non-

human companionship 



- Turkle, S. (2011). Alone 

Together: Why we expect 

more from technology and 

less from each other. New 

York: Basic Books. Ch.3. 

True Companions 

Category C (pick one): 

place of non-humans in 

Japan 

- Richardson, K. (2016). 

Technological animism: The 

uncanny personhood of 

humanoid machines. Social 

Analysis, 60(1), 110-128. 

- Occhi, D. J. (2012). 

Wobbly aesthetics, 

performance, and message: 

Comparing Japanese Kyara 

with their anthropomorphic 

forebears. Asian Ethnology, 

71(1), 109-132. 

https://asianethnology.org/

downloads/ae/pdf/a1741.pdf 

- Nozawa, S. (2013). 

Characterization. Semiotic 

Review, (3). 

https://semioticreview.com/

ojs/index.php/sr/article/vi

ew/16 

- Jensen, C. B., & Blok, A. 

(2013). Techno-animism in 

Japan: Shinto cosmograms, 

actor-network theory, and 

the enabling powers of non-

human agencies. Theory, 

Culture & Society, 30(2), 

84-115. 

http://bruunjensen.net/wp-

content/uploads/2013/03/The

ory-Culture-Society-2013-

Jensen-84-115-copy.pdf 

- Šabanović, S. (2014). 

Inventing Japan’s 

‘robotics culture’: The 

repeated assembly of 

science, technology, and 

culture in social robotics. 

Social Studies of Science, 

44(3), 342-367. 



7 Day 4 / Session 7 

(Dr. Sakurai) 

Guest lecture 

- Invite a guest lecture 

from industry 

8 Day 4 / Session 8 

(Dr. Sakurai) 

Student presentations + 

Wrap up 

- Student will answer to 

the following question. 

1) Business opportunities:

Where did you see the most 

notable business 

opportunity in relation to 

the topics covered in this 

course? 

2) Social conditions:

How do you compare Japanese 

market/ social conditions 

to another one(s) that you 

know closely, such as your 

home country? 

3) Research questions:

What would be one research 

question to pursue if you 

were to study further to 

explore the business 

opportunities, and why? 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

JDP4050301 

Course title 

Japanese Employment Practices and Human Capital 

Accumulation 

Name of Instructor Yokose, Tsutomu Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Wed.2〜3 

Course Description Through the rapid change of the business environment triggered by the 

areas of technology, demographics, society and economy, every industry in 

the world wide must have the grand design to survive the hardship by 

using human capital capability. Japan industry had survived its tough 

stages after World War 2 and experienced several recessions, but by using 

its fundamental advantage in human capital power, they have recovered as 

one of key player in word business. Japan industry has the special 

paradigm in some of its fundamental assumptions and approaches for the 

human capital, especially in the people management practices. Those were 

settled by the accumulated knowledge and experience from Meiji era and 

there are many effective lessons and learns toward next decades. 

In this course, by focusing on the several practices and cases in Japan, 

students will learn the industry knowledge in human capital areas which 

enhanced Japan development stage, especially in order to apply the 

practices to the developing regions and revitalizing countries. 

Knowledge and experience accumulated by the numerous changes in industry 

should be the clues to generate industry-wide and country-wide policies, 

in addition to the corporate strategies. 

From that aspect, in this course, by exploring the past practices and 

current trend of new provision, the characteristic and the advantages of 

Japan industrial practice in human capital areas will be identified. 

Upon completion of this course, student should be able to: 

1. Understand the objectives and advantages of Japan Human Capital

practices 

2. Diagnose the business environment and apply the best human capital

practices to pursuit business goals 

3. Apply Japan Human Capital practices to the development stages of the

industry and economics. 

Delivery Methods Interactive lecture, case study , field study and discussion 

Assessment Overall  grading assessment 

• 10%   Attendance

• 20%   Class participation

• 20%   Case memo (individual)  (October 9, 16 and November 13)

- Japan: Employing the Unemployed 

- Human Resources Management System Reforms at Matsushita 



- HR restructuring at Nissan 

• 25% Field trip report (individual) (submit by Oct. 30)

• 25% Final report (individual)

Prerequisites None 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: Human Resource Development in Twentieth-Century Japan, 

b)Edition: , c)Author: Takenori Inoki, d)Publisher: , e)Year: , f)ISBN: 

Note on Textbooks 

and Reference Books 

Case Materials: 

IVEY 9B13C023 

Employing the Unemployed 

IBSCDC 204-097-1 

ICMR 403-010-1 

ICMR 411-028-1 

Original case by T.Yokose 

Class Outline Session Theme / Case Readings / Study Questions 

1 Japan industry 

development process 

and Human Capital 

practices from Meiji 

era 

2 Case: Human 

Resources Practices 

and the Labor Market 

in Japan 

1) What is the most

significant characteristic 

of Japan Labor market 

2) Whether Japan Human

Capital system has 

advantage or not to survive 

the upcoming changes in 

industries 

3 HR policies and 

practices in Japan 

industry 

4 Case: Japan: 

Employing the 

Unemployed 

1) What is full employment

level? Do you think it is 

practically possible to 

achieve full employment? 

2) What are the different

types of unemployment? What 



are the factors that cause 

un employment in Japan? 

Please explain. 

3) Explain briefly various 

measures that the Japanese 

government had adopted to 

create new jobs. 

5 Adaptation of Japan 

system to changes in 

business environment 

How Japan employment 

practices has been changed 

6 Case: Human 

Resources Management 

System Reforms at 

Matsushita 

1) What kind of 

circumstances forced 

Matsushita to change the 

employment policies? 

2) What is the important 

features and benefit of the 

new personal management 

system? 

Analyze whether the new 

policy would achieve its 

objectives in the long run 

7 The role of company 

philosophy, mission 

and value for 

attracting human 

capital 

 

8 Actual case : Honda 

Philosophy 

Group presentation : The 

analysis of Honda 

Philosophy by group 

9 Yachiyo Industry - 

Kashiwabara factory 

Field study <mandatory> 

10 Review of Factory 

visit : How Japan 

industry develop 

human capital 

capability –Yachyo 

Industry Kashiwabara 

factory visit 

How apply their philosophy 

into the actual production 

line. 

The areas kept, the areas 

changed from their origin 

11 Honda Sayama factory Field study <mandatory> 

12 Application of 

Company Philosophy – 

Honda Sayama factory 

visit 

Actual cases in another 

companies : comparison with 

multi national companies 

13 Human Capital style: 

daily people 

management 

BY analyzing the human 

capital characteristic in 

Japan industry, how daily 

people management should 

be. 

14 Case : (Original What is the most critical 



case) MEGURO Dubai 

(Depending upon 

Honda R&D case : 

modified for 

discussion) 

issue in the case (A) in 

order to achieve the MEGURO 

R&D Dubai objectives ? 

2) What kind of actions the

Dubai Management team 

should take after case (B), 

through analysis of the 

actions in the case (B) and 

its result?  Specific 

actions should be listed. 

15 Case: HR 

restructuring at 

Nissan 

1) What lessons you have

learned from the various HR 

practices adopted at 

Nissan. 

2) Describe HR practices

for any other organization 

that you are familiar with, 

as same as Nissan did 

Explore HR strategies that 

Nissan can adopt to 

overcome the criticism it 

is facing 

16 Wrap up 

Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

JDP4080301 

Course title 

Small to Medium-sized Firms in Japan 

Name of Instructor Funabashi, Gaku Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Fri.4〜5 

Course Description The objective of this course is to introduce how small to medium-sized 

firms (or often called SMEs: small and medium enterprises) have developed 

in Japan. Large multi-national corporations (MNCs) are usually known as 

major players in the Japanese industries. However, SMEs also take 

essential roles behind performances by MNCs. In fact, factors for 

evolving into MNCs are originated in their actions when they were still 

small or medium-sized. This course discusses the development of SME 

businesses under changing environment of the Japanese economy. 

Dividing the history of modern economic development in Japan into five 

eras, namely eras of pre-World War II, reconstruction from the war, rapid 

economic growth, moderate economic growth and slow economic growth, 

lectures and discussions of this course focus on the following three 

points. First, SME development is the result of operations by each firm, 

thus, we see cases of typical SMEs established in each era. Second, we 

discuss policies supporting SMEs in Japan. In general, SMEs face various 

challenges, because their management basis is weak compared to that of 

large enterprises. Support policy for solving problems by the government 

is important. The policy in this course includes cross-sectoral SME 

policy as well as policies for specific industries and regions targeting 

SMEs under the name of industrial policy or regional economic policy. 

Third, based on the understanding of SMEs and policies in Japan, we 

discuss the internal and external environment surrounding SMEs in low- 

and middle-income countries. The third point is extended further as a 

group work with presentation. 

This course is offering an opportunity to learn SME issues and their 

impact on development in collaboration with JICA (Japan International 

Cooperation Agency) under the JICA Program with Universities for 

Development Studies. A series of lectures will be delivered mainly by in-

serve JICA staff with experiences of working for the headquarters in 

Tokyo and overseas, etc. 

This course is designed mainly for students, who already belong to or 

wish to work for the government for enterprise development in their own 

country. It is also suitable for students, who desire to work as staff or 

consultants of organizations for international development. 

Delivery Methods 

Assessment Final grades will be based on memos and group work report/presentation. 

Prerequisites None 



Textbook(s) Required: 

Reference Books / Journal Articles: 

Note on Textbooks 

and Reference Books 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction of the 

course / 

Contribution by SMEs 

to the economy: 

overall picture 

No assignment 

2 Base framework for 

understanding SMEs 

and formulating 

policies 

No assignment 

3 Cases of SMEs 

established in pre-

WW II era and 

challenges 

1 page summary of an 

academic paper on impacts 

of SMEs: Ayyagari, Beck, 

Demirguc-Kunt ‘Small and 

Medium Enterprises Across 

the Globe’ 

4 Policies in pre-WW 

II era – 

environment, 

programs and 

justification 

Same as above 

5 Cases of SMEs 

established in 

reconstruction and 

high economic growth 

era and challenges 

No assignment 

6 Policies in 

reconstruction and 

high economic growth 

era – environment, 

programs and 

justification 

No assignment 

7 Cases of SMEs 

established in high 

economic growth era 

(cont.) and 

challenges 

1 page summary of an 

academic paper on SME 

managerial skills: 

McKenzie, Woodruff, ‘What 

are We Learning from 

Business Training and 

Entrepreneurship 

Evaluations around the 

Developing World? 

8 Policies in high 

economic growth 

Same as above 



(cont.) – 

environment, 

programs and 

justification 

9 Cases of SMEs 

established in 

moderate economic 

growth era and 

challenges 

Same as above 

10 Policies in moderate 

economic growth – 

environment, 

programs and 

justification 

Same as above 

11 Cases of SMEs 

established in slow 

economic growth era 

and challenges 

1 page summary of an 

academic paper on SME 

access to finance: Karlan, 

Zinman ‘Expanding Credit 

Access: Using Randomized 

Supply Decisions to 

Estimate the Impacts’ 

12 Policies in slow 

economic growth – 

environment, 

programs and 

justification 

Same as above 

13 Group presentations 

on environment, 

challenges and 

possible policy 

measures in 

countries other than 

Japan 

Group work report 

(3~4 pages+ppt) 

14 Group presentations 

on environment, 

challenges and 

possible policy 

measures in 

countries other than 

Japan 

Same as above 

15 Policies for 

supporting SMEs in 

low- and middle-

income countries 

Revision of group work 

report based on discussions 

at the presentation 

16 Policies for 

supporting SMEs in 

low- and middle-

income countries 

(cont.) 

Same as above 



Others 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

MCM4100301 

Course title 

Business Presentation 

Name of Instructor Ahmed, Mohammed Khurshid Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

By appointment 

E-mail 

 

Class Schedule Day / 

Period 

Tue.4〜5 

Course Description 

"Presentation...[is] a core skill for the twenty-first century."--Chris 

Anderson, Head of TED. 

“Presentation is the killer skill we take into the real world.”--The 

McKinsey Mind. 

Another name for this course is: “Power Presentation." 

It is intensive and fast-paced. It has highly interactive and enjoyable 

classroom dynamics mainly because of active participation and positive 

contributions by the students. 

It is both a deeply conceptual and a highly practical course. It focuses 

on developing “presenter’s mindset” and “psychological presence,” 

as well as, practical skills for effective presentations as applicable to 

individuals in leadership positions in organizations. It builds up one's 

psychological confidence as a presenter in front of an audience. 

The course is designed to increase your understanding and awareness about 

the importance of persuasive communication, to learn more about the 

associated concepts and theories, and how to apply them in a simple, 

practical, logical, and thoughtful way. Fundamental to this is influence, 

or how you move people to your way of thinking with or without formal 

authority. The success of anything you set out to achieve in business or 

profession will depend largely on your ability to influence others to 

support, act, fund, buy, vote, or influence yet others. 

This course will help you to analyze audience, develop arguments, test 

your ability to persuade and influence in speaking, and to improve your 

overall ability to effectively communicate as leaders. More specifically, 

at the conclusion of this course, students should: 

overcome it 

red 



presentation to an audience, based on value to the audience 

and deliver a strong and sticky message 

audience through verbal and nonverbal communication 

behavior using verbal persuasion 

The short-term benefit of this course will be your ability to formulate 

and deliver effective class presentations during your IUJ study. In the 

long run, you will develop communication skills vital for your 

professional development and advancement. 

Delivery Methods This course is designed to develop both sound conceptual understanding 

and practical skills. Hence, presentation training occupies 50% of the 

classroom time. The training part is highly individualized. 

It combines lectures, active discussions, interactive exercises, and a 

series of individual & team presentations with immediate constructive 

feedback. In addition to text materials from various sources, the course 

will make use of a series of selected TED-talks for modelling and in-

class discussions. Examples of expert presenters and presentation 

commentators from YouTube and other video sources will also be used. 

Each week, the sessions will usually begin with individual presentation 

activities, applying the learning and giving and receiving feedback. 

There is as much practice as possible in speaking in group environment, 

and receiving helpful feedback from peers, the TA and the instructor. 

During the follow-up session, there will be interactive lectures and 

active discussions, leading to assigned presentation and discussion 

activities for the following week. 

Assessment Regular and timely attendance, active class participation, positive 

contributions to class dynamics & group work, and persistent individual 

efforts are crucial parts of the learning experience in this course. 

The final grade will be based on: 

o Team presentations (mid-term and final): 50%

o Individual practice presentations: 10%

o Regular and timely attendance: 10%

o Engagement, as demonstrated by preparedness based on assigned readings,

active involvement in and positive contributions to class activities and 

discussions, and positive group work for team presentations: 20% 

o Progress (individual improvement) during course: 10%



Prerequisites This course does not require any prior training or experience in oral 

presentations. However, students with prior training or experience will 

also find this course useful to further develop their conceptual 

understanding and practical skills. 

1st-year MBA, E-biz students, and 2nd-year MBA students from GSIM 

(including exchange program students) may enroll. MA students from GSIR 

may also enroll. 

Textbook(s) Required: 

a)Title: Powertalk Training Resource Book, b)Edition: , c)Author: Robert 

Burnside, d)Publisher: , e)Year: , f)ISBN: 

a)Title: Talk Like TED, b)Edition: , c)Author: Carmine Gallo, 

d)Publisher: St. Martin's Press, e)Year: 2014, f)ISBN: 

Reference Books / Journal Articles: 

a)Title: Presentation Zen, b)Edition: 2nd , c)Author: Garr Reynolds, 

d)Publisher: New Riders, e)Year: 2012, f)ISBN: 

a)Title: Presenting to Win, b)Edition: , c)Author: Jerry Weissman, 

d)Publisher: Pearson Education, e)Year: 2009, f)ISBN: 

a)Title: Presence, b)Edition: , c)Author: Amy Cuddy, d)Publisher: Little, 

Brown, and Company, e)Year: 2015, f)ISBN: 

a)Title: Influence: The Psychology of Persuasion, b)Edition: , c)Author: 

Robert Cialdini, d)Publisher: Harper Business, e)Year: 2006, f)ISBN: 

a)Title: The 7 Triggers to Yes: The New Science Behind Influencing 

People's Decisions, b)Edition: , c)Author: Russell Granger, d)Publisher: 

McGraw-Hill, e)Year: 2008, f)ISBN: 

a)Title: To Sell is Human: The Surprising Truth About Moving Others, 

b)Edition: , c)Author: Daniel Pink, d)Publisher: RiverHead Books, e)Year: 

2012, f)ISBN: 

a)Title: The Story Teller's Secret, b)Edition: , c)Author:  Carmine 

Gallo, d)Publisher: St. Martin's Press, e)Year: 2016, f)ISBN: 

a)Title: Sell with a Story, b)Edition: , c)Author: Paul Smith, 

d)Publisher: AMACOM, e)Year: 2016, f)ISBN: 

a)Title: Brain Rules, b)Edition: , c)Author: John Medina, d)Publisher: 

Pear Press, e)Year: 2009, f)ISBN: 

a)Title: TED Talks: The Official TED Guide to Public Speaking, 

b)Edition: , c)Author: Chris Anderson, d)Publisher: Nicholos Brealey 

Publishing, e)Year: 2016, f)ISBN: 

Note on Textbooks 

and Reference Books 

Business cases: 

1. The Toronto-Dominion Bank: Customer Service Index (A)

2. Disneyland Resort Paris: Mickey Goes to Europe

3. Nora Sakari: A Proposed JV in Malaysia (Revised)

[Note: The mid-term and the final team presentations will be based on 

these cases. Each group will be assigned one of these cases.] 

Class Outline Tentative schedule 



The course will be structured in terms of four 2-week modules. Each 

module will cover key topics and activities. Hence, the following 

schedule is organized in terms of 2-week modules. 

In addition, each week will consist of two sessions, as follows: 

--First session: Applications, practice, feedback (based on presentation 

assignments) 

--Second session: Interactive lectures & discussions (leading to next 

week's applications, practice & feedback) 

Topics & activities I (Weeks 1-2) 

--Communication, presentation, persuasion 

--Presentation purpose 

--Understanding the audience 

--Core messaging (making a pitch) 

--Giving & receiving feedback 

-- Practice & feedback session: Making a pitch 

Topics & activities II (Weeks 3-4) 

--Assertiveness, presence, influence 

--Verbal communication in presentations 

--Core messaging & its development (elevator speech and its structure & 

flow) 

--Practice & feedback session: Elevator speech 

Topics & activities III (Weeks 5-6) 

Mid-term team presentations and feedback (video recorded) 

Non-verbal communication in presentations 

Story telling & emotional engagement 

Topics & activities IV (Weeks 7-8) 

--Story telling presentations 

--Presentation structure, flow, & coordination in final team 

presentations 

--Final presentations & feedback (video recorded) 

(Note: The exact timing of the final team presentations will be decided 

later once the classes have begun.) 

Others Since this course also provides practical skills training, individualized 

feedback, and highly interactive classroom dynamics, there is a class 

size limit. 

Students should register for this course as fast as possible. Course 

registration may reach its maximum enrollment quickly. 

If a student is not able to register for this course, s/he should send an 



email message to the instructor (mkahmed@iuj.ac.jp) immediately, 

expressing interest in taking the course. The instructor will put the 

student's name on a waiting list on a first-come-first-served basis, and 

a final enrollment decision will be made after the first day of classes 

for this course. 

Please note that attendance in the classes on the first day of this 

course is required for taking this course, whether you have registered 

for this course or not. In other words, even if you have registered for 

the course, your seat will be cancelled if you miss the first day of 

classes. At the same time, if you are not able to register for the 

course, but you strongly wish to take it, you must (1) send an email 

message to the instructor and (2) attend the first day of classes for 

this course. 

Of course, if you (1) register for the course and (2) attend both 

sessions on the first day of classes for this course, your seat in the 

course is assured. 

This course is offered twice--in the fall and the spring term--so that 

more students can take it. 

If you have any questions or need more information about this course, 

please contact the instructor by email at <mkahmed@iuj.ac.jp>. 

Thank you for your understanding and cooperation about this class size 

limit. 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Fall 

Course 

Course code 

MGT1050 

Course title 

Strategic Management 

Name of Instructor Toshiro Wakayama Credits: 2 

Instructor’s contact 

Information 

Office: 312 Office Hours: 

After class or by appointment 

Class Schedule 

Day / Time 

Section 1: Monday 14:40-16:10, 16:20-17:50 

Section 2: Tuesday 14:40-16:10, 16:20-17:50 

COURSE DESCRIPTION 

Motivation: The challenge and dilemma of strategic management 

What is strategy? The answer to this question varies among different schools of strategy studies. However, it 
is generally agreed that the firm’s strategy, as a whole, is essentially of an integrative nature and does not 
break into parts that can be separately addressed.  Yet, in an individual managerial situation, the manager 
must focus on the specific strategic task as if it were a separable part of the whole strategy. How does the 
manager comprehend the whole of the strategy if it is not a collection of parts? How does the manager 
successfully complete a specific strategic task if it is an inseparable part of the whole? Clearly, the dilemma 
to manage here is to maintain the undisturbed focus on the part while developing a broader picture of the 
whole.  

Learning Objectives  

This course is an introduction on the fundamentals of strategic management. It introduces the basic tools, 
concepts and frameworks useful in conceiving a firm’s strategy as an irreducible whole. Throughout the 
course, the essential task of students is to develop the ability to take an integrative perspective when making 
a decision in a specific business situation.  

Important Note 

This course serves as a critical prerequisite to advanced strategy courses in subsequent terms, namely Global 
Strategy (when offered) and Innovation and New Business Creation. No students can register for these 
advanced strategy courses without taking this basic course, Strategic Management, or its equivalent at the 
graduate level at other institutions.  
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Specific GSIM Learning Objectives addressed in this course 

GSIM as a whole is committed to a range of Learning Objectives, among which this course addresses the 
following:  
Learning Objective [L3-2]: Ability to listen and have empathy for other people as a fundamental quality of 
effective leadership 
Learning Objective [L5-1]: Mastery of key concepts in strategic management 
Learning Objective [L6-1]: Ability to apply strategy concepts in specific business settings, recognizing both 
internal and external strategic contexts.  
Assessment “Traits” and Means 

Trait [A]: Clear indications of listening patiently and carefully to other people in group discussions 
Trait [B]: Constructive responses to complement and build on the opinions of other people in group discussions 
Trait [C]: Non-agitated, friendly responses (verbal or nonverbal) to express disagreement to suggestions, 
opinions, or perspectives by other people in group discussions 
Trait [D]: Accurate understanding of key concepts in strategic management 
Trait [E]: Clear indications of identifying and applying proper strategy concepts to strategic issues 
in specific business settings 
Trait [F]: Clear, well-structured strategic reasoning in analysis of specific business issues 
Trait [G]: Clear indications of understanding and applying integrative perspectives to strategic issues in specific 
business settings 

[A] [B] [C] [D] [E] [F] [G] Assessment Means 

L3-2 ✓ ✓ ✓
Extensive peer assessment survey on case 
analysis group discussion that takes place on 
weekly basis throughout the course 

L5-1 ✓ ✓ ✓
Final exam essay on strategy analysis of 
specific business issues from case materials 

L6-1 ✓ ✓ ✓
Final exam essay on strategy analysis of 
specific business issues from case materials 

Assessment Weights 

▪ Final Exam (Case Analysis): 30% (15% on L5-1, and 15% on L6-1)
▪ Case Memos (Group): 20%
▪ Peer Evaluation: 25% (10% on L3-2)
▪ Class Participation: 25%

Prerequisite: None 

Course 

Materials 

Required: 

▪ Textbook
 Contemporary Strategy Analysis (text only, without cases), 9th Edition, R. Grant,

Wiley, 2016; Or 
 Contemporary Strategy Analysis (text and cases), 10th Edition, R. Grant, Wiley, 

2019 

 Note: The two editions differ only slightly. 10th edition comes with cases but we use 



3 

other cases mainly from Harvard Business School Publishing. 

▪ Journal Article
 What is Strategy? M. Porter, Harvard Business Review,

November-December 1996. 
▪ Cases

 Cola Wars Continue: Coke and Pepsi in 2010, 711462-PDF-ENG, Harvard
Business School, May 2011 (revised). 

 Delta Air Lines (A): The Low-Cost Carrier Threat, 704403-PDF-ENG, 
Harvard Business School, January 2005 (revised).  

 Matching Dell, 799158-PDF-ENG, Harvard Business School, June 1999. 
 Strategic Planning at United Parcel Service,  306002-PDF-ENG, 

Harvard Business School, June 2006 (revised) 
 P&G Japan: The SK-II Globalization Project, 303003-PDF-ENG, Harvard 

Business School, March 2004 (revised).  
 Google Inc. in 2014, 915004-PDF-ENG, Harvard Business School, June 

2017 (revised). 
Class 

Outline 

Session Theme Readings 

1, 2 

Introduction 

▪ Course Overview
▪ What is Strategy?

Readings 

▪ What is Strategy? M. Porter, Harvard Business
Review

▪ CSA1

 A Brief History of Business Strategy
(12~15) 

 Strategy Today (15~21) 
 How is Strategy Made? The Strategy 

Process (21~25) 

3, 4 

Analysis of the External 
Environment 

▪ Industry Structure:
Five Forces Analysis

▪ Industry Dynamics

Readings: 

▪ CSA
 Analyzing Industry Attractiveness (66~76)

Case: 

▪ Cola Wars Continue: Coke and Pepsi in 2010.

1 Course Textbook: Contemporary Strategy Analysis, 9th edition, 2016. For each reading assignment, read the 
designated sections in the CSA textbook (pages in parentheses). You may skip “Strategy Capsules” in assigned 
sections.  
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5, 6 

Analysis of Internal 
Capabilities 

▪ Resources and
Capabilities

▪ Value Chain
▪ Systemic View of

Capabilities

Readings: 

▪ CSA
 The Role of Resources and Capabilities in

Strategy Formulation (114~118) 
 Identifying Resources and Capabilities 

(118~126) 
 Appraising Resources and Capabilities 

(126~130) 
Case: 

▪ Delta Air Lines (A): The Low-Cost Carrier
Threat

7, 8 

Sources of Competitive 
Advantage 

▪ Cost Advantage
▪ Differentiation

Advantage

Readings: 

▪ CSA
 Types of Competitive Advantage: Cost and

Differentiation (178~178) 
 Cost Analysis (178~186) 
 Differentiation Analysis (186~197) 

Case: 

▪ Matching Dell

9, 10 

Strategy Process 

▪ Planning Process
▪ Emergent Strategy

Readings: 

▪ CSA
 From Strategy to Execution (141~144)
 Scenario Analysis (224~225)

Case: 

▪ Strategic Planning at United Parcel Service

11, 12 

Multinational Strategies 
(Geographical Scope) 

▪ National Diamond
Framework

▪ Global Efficiency
▪ Local

Responsiveness

▪ Worldwide
Innovation and
Learning

Readings: 

▪ CSA
 Analyzing Competitive Advantage in an

International Context (315~318) 
 Internationalization Decisions: Locating 

Production (318~322) 
 Internationalization Decisions: Entering a 

Foreign Market (322~324) 
Case: 

▪ P&G Japan: The SK-II Globalization Project
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13, 14 

Diversification (Product 
Scope) 

▪ Motives for
Diversification

▪ Competitive
Advantage from
Diversification

Readings: 

▪ CSA
 Motives for Diversification (343~348)
 Competitive Advantage from

Diversification (348~352) 
Case: 

▪ Google Inc. in 2014

15, 16 

Panel Discussion and 
Wrap-up 

▪ Panel Discussion

▪ Course Wrap-up

Case questions for Final Exam to be announced 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

MGT4550301 

Course title 

Leadership 

Name of Instructor Yokose, Tsutomu Credits 

1 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Tue.2〜3 

Course Description In every industry and organization, business persons are expected to 

acquire and develop a capability to lead their people, teams, and 

organization. Due to the rapid change at the age of globalization, 

business leaders are now facing with the critical and tough situation and 

they are required to respond to the change by making the best decision 

consistent to the vision and mission shared among the organizational 

members. Business leaders must understand how their leadership is 

effectively functioned in their decision making, especially in the 

critical situation. Furthermore, in order to achieve organizational 

goals, they must understand the difference between the management systems 

and their leadership power by empowering their people and applying 

organizational resources. 

Upon completion of this course, student should be able to: 

develop leadership capabilities in order to become a competent business 

leader 

ntial leadership concept required to succeed in their 

future career and work environment as a business leader. 

goals in organization environments. 

This course provide students opportunities to embody their knowledge, 

concept, theories and learning in the other programs as leaders in the 

dynamic business environment.  At the new start of business career after 

their graduation, the discussion and practices in this program will help 

student to have confidence in the daily tasks. 

Delivery Methods Interactive lecture, role playing, case study and discussion 

Assessment Overall grading assessment 

–(Bill Gates and Steve Jobs, Mount 

Everest-1996, 3M Optical Systems) 

Prerequisites None 

Textbook(s) Required: 

Reference Books / Journal Articles: 



a)Title: John P. Kotter on What Leaders Really Do , b)Edition: , 

c)Author: John P. Kotter, d)Publisher: , e)Year: , f)ISBN: ISBN-13: 978-

087 

Note on Textbooks 

and Reference Books 

Case Materials: 

• Bill Gates and Steve Jobs (HBS 9-407-028)

• Mount Everest – 1996 (HBS 9-303-061)

• 3M Optical Systems   (HBS 9-395-017)

• Michael Fernandes at Nicholas Piramal  (9-408-001)

Class Outline Session Theme / Case Readings / Study Questions 

1 Leadership 

Competency 

How a leader should 

explore their 

capability 

Submit pre-reading case 

memo: 

“Bill Gates and Steve 

Jobs” 

The assigned questions: 

1) Compare the leadership

style and approached of 

Gates and Jobs. Similar? 

Different? 

2) Who do you believe the

better business leader? 

2 Case  Video : Iron 

Ladies Liberia 

Group discussion items 

1) How effectively Johnson

Sirleaf showed her 

leadership in each 

situation? 

2) What kind of leadership

competencies are required 

to solve tough situation 

shown in the video? 

3 Leadership and 

Systems 

4 Case: Mount Everest 

– 1996 (HBS 9-303-

061) 

1) Why did this tragedy

occur? What is the root 

cause of this disaster? 

2) What is your evaluation

of Scott Fischer and Rob 

Hall as leaders? Did they 

make some poor decisions? 

If so, why? 

3) What are the lessons

from this case for general 

managers in business 

enterprises? 

5 Empowerment and 



Leadership 

6 Case : 3M Optical 

Systems 

1) As Andy Wong, how would

you handle the 

authorization for 

expenditure (AFE) for the 

re-launch of the privacy 

screen? 

2) As Paul Guehler, would

you approve the AFF if Wong 

set it up to you? 

3) How effective had Wong

been as a front-line 

manager in 3M context? How 

effective had Guehler been 

as a 3M division president? 

4) What is it about 3M that

makes it perhaps the most 

consistently 

entrepreneurial large 

company in the world? 

7 Conflict resolution 

by leadership 

8 Case : Michael 

Fernandes at 

Nicholas Piramal 

1) What issues are at stake

within the business 

development function? 

2) What should Fernandes

do? And how should he do 

it? 

Others up to 25 students 



International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

MGT4610301 

Course title 

Corporate Strategy 

Name of Instructor Zhang Zhang, Yingying Credits 

2 

Instructor's contact 

information 

Office# Office Hours 

After class or by 

appointment. 

E-mail 

 

Class Schedule Day / 

Period 

Thu.2〜3 

Course Description Business policy is the study of the functions and responsibilities of 

senior management, the crucial problem that affects success in the total 

enterprise, and the decisions that determine the direction of the 

organisation and shape its future. The problem of policy in business, 

like those of policy in public affairs, have to do with the choice of 

purpose, the definition and recognition of organisational identity and 

character, the continuous definition of what needs to be done, and the 

mobilisation of resources for the attainment of goals in the face of 

competition or adverse circumstance, and the definition of standards for 

the enforcement of responsible and ethical behaviour. 

The central theme of business policy is the strategy of the enterprise. 

Strategy is the determination of long term goals and objectives of an 

enterprise, and the adoption of courses of action and the allocation of 

resources necessary for carrying out these goals. Managing the policy or 

strategy of an enterprise is normally referred to as strategic 

management. 

Strategy is concerned with two central questions: “What business should 

we be in?” and “How should we compete?” 

Because competition from rival firms is the dominant feature of the 

business environment of most enterprises, we will be particularly 

concerned with the latter question. A major part of the course will 

explore how a firm can establish a sustainable advantage within its 

chosen area of business. 

Our perspective is that of the general manager. The general manager may 

be a corporate president, a divisional chief executive, the head of an 

operating unit, or an owner-proprietor. However, this course is not only 

relevant to future general managers. An appreciation of the 

organisation’s overall strategy is essential for functional specialists 

if they are successfully to co-ordinate their activities with the overall 

needs of the business. 

The approach of the course is practical and problem-oriented. The major 

part of the course will involve applying concepts, analytic frameworks, 



and intuition to the strategic issues which real-world companies face. 

Context of the Course 

Most industrial activity in developed countries is carried out by large 

corporations which compete in more than one market. Due to the dominant 

role these firms play in economic activity, it is likely that most 

students, regardless of their chosen career paths, will at some point 

either work for, or compete with a multibusiness corporation. 

The nature of these large corporations has undergone enormous change in 

the last thirty years, affecting both their scope and their structure. 

The merger and acquisition booms of the sixties and eighties extended the 

scope of existing multibusiness corporations. More recently, capital 

market pressures forced every corporation to reassess its portfolio of 

businesses, level of overhead, and the way it co-ordinates and controls 

its multibusiness activities. New forms of corporate organisation, such 

as the LBO partnerships of the eighties, provoked a debate about the 

efficacy of corporate hierarchies. In addition, new institutional 

arrangements, such as joint ventures, alliances and franchising have come 

to prominence. 

In response, normative prescriptions for corporate strategy have been as 

varied as the challenges multibusiness corporations have faced. From an 

emphasis on financial performance and EPS growth in the sixties, through 

managing the corporation as a ‘portfolio’ of SBUs, and searching for 

‘synergy’ between business units in the seventies, to the emphasis on 

‘free cash flow’ and its corollary ‘shareholder value analysis’ in 

the eighties, recommendations, such as the strident call to break up 

corporate organisations or ‘stick to the knitting’, have pulled CEOs in 

many conflicting directions. Not surprisingly, only a few corporations 

have made it throughout the last thirty years intact. Of the Fortune 500 

in 1950, only 262 firms were still on the list in 1980 in US, and only 75 

listed in 2007. 

The challenges for business level managers inside the multibusiness 

corporation have been correspondingly daunting. Competition in the 

product market from international adversaries and entrepreneurial firms 

has increased, forcing them to renew their businesses’ competitiveness 

and transform their organisational cultures and capabilities. The 

performance criteria by which they are evaluated have also changed, 

moving from ROI to cash flow or shareholder value. Simultaneously they 

have had to adjust to the changing relationship with their corporate 

centre and sister divisions. In may cases they have even faced 

uncertainty as to whether their business units would be retained by the 

corporation. 

Perhaps surprisingly, even the smallest single business companies face 

many of the same issues that challenge their larger brethren. The 



entrepreneur starting out his or her new enterprise, for example, has to 

decide on boundaries to the set of activities the company will undertake. 

Should it manufacture or purchase its inputs? Should it market one or 

several products? Should it franchise the firms’s concept? These 

questions address what has been a central concern of economics since Adam 

Smith and what is the primary motivation for the course – to determine 

the appropriate scope of the firm. 

The intent of the Corporate Strategy course is to introduce students to 

the issues and the analytical arguments behind these concerns. In 

studying a range of firms, from start-up companies to global market 

leaders, the course builds on the tools introduced in the first year of 

MBA programme. It also draws heavily on recent advances in economics, 

notably industrial organisation, financial economics and organisational 

economics. The course is designed to focus on the essential issues and 

problems of corporate strategy as perceived by managers. 

Key Questions 

Starting from the initial premise that competition occurs at the level of 

the business unit, and that value must therefore ultimately be created at 

the business unit level, the framework seeks to address three fundamental 

issues: 

• How does a corporation create economic value through its multimarket

activity? 

• How must the corporation be structured and managed to realise the

benefits of its multimarket activity? 

• Why should those activities be undertaken inside the corporation,

rather than accessed through contracts, joint ventures or other 

institutional arrangement? 

Selected Bibliography (you don’t have read if you cannot) 

Campbell, Andrew, Michael Goold, and Marcus Alexander. "Corporate 

strategy: the quest for parenting advantage." Harvard Business Review , 

no. March-April (1995): 120-142. 

Campbell, Nigel, Michael Goold, and Kimio Kase. "The role of the centre 

in managing large diversified companies in Japan." , Working paper, 49: 

Manchester Business School & Ashridge Strategic Management Centre, 1990. 

Chandler, Alfred D. Strategy and Structure: Chapters in the History of 

the Industrial Enterprise. Cambridge, Massachusetts: The MIT Press, 1962. 

Collis, David J., and Cynthia A. Montgomery. "Competing on resources: 

strategy in the 1990s." Harvard Business Review , no. July-August (1995): 

118-128. 

Collis, David J., and Cynthia A. Montgomery. Corporate Strategy: 

Resources and the Scope of the Firm. Chicago: Irwin, 1997. 



Collis, David J., and Cynthia A. Montgomery. "Creating corporate 

advantage." Harvard Business Review , no. May-June (1998): 71-83. 

Goold, Michael, and Andrew Campbell. "Managing diversity: strategy and 

control in diversified British companies." Long  Range Planning 20, no. 5 

(1987a): 42-52. 

Goold, Michael, and Andrew Campbell. "Many best ways to make strategy." 

Harvard Business Review , no. November-December (1987b): 70-76. 

Goold, Michael, and Andrew Campbell. Strategies and Styles: The Role of 

the Centre in Managing Diversified Corporations. Oxford: Basil Blackwell, 

1987c. 

Goold, Michael, Andrew Campbell, and Marcus Alexander. Corporate-Level 

Strategy: Creating Value in the Multibusiness Company. New York: John 

Wiley, 1994. 

Goold, Michael, and Kathleen Sommers Luchs, eds. Managing the Multi-

Business Company: Strategic issues for diversified groups. London: 

Routledge, 1996. 

Goold M, Campbell A. 2002. Do You Have a Well-Designed Organization? 

Harvard Business Review(March): 5-12 

Haspeslagh, Philippe. "Portfolio planning: uses and limits." Harvard 

Business Review , no. January-February (1982): 58-73. 

Penrose, Edith T. The Theory of the Growth of the Firm. Second ed. 

Oxford: Basil Blackwell, 1980. 

Rumelt, Richard P. Strategy, Structure, and Economic Performance. Boston, 

MA: Harvard Business School Press, 1974. 

Teece, David J. "Economies of scope and the scope of the enterprise." 

Journal of Economic Behaviour and Organisation 1 (1980): 223-247. 

Delivery Methods The case method and group presentations. 

Assessment The assessment will be based on: 

1. class participation (70%)

2. group report on a company (30%)

In addition, occasional and unannounced quizzes may take place. 

Prerequisites Preferably the basic knowledge of Porter Model, financial accounting, 

human resource management, organizational behaviour, etc., but the lack 

of such knowledge would not impede you from taking this course, since I 

will give you necessary knowledge case by case. 

Textbook(s) Required: 

a)Title: Strategy for the Corporate Level: Where to Invest What to Cut 

Back How to Grow Organisations with Multiple Divisions, b)Edition: 2, 



c)Author: Andrew Campbell, Jo Whitehead, Marcus Alexander and Michael 

Goo, d)Publisher: Jossey-Bass, e)Year: 2014, f)ISBN: 978-1-118-818374 

Reference Books / Journal Articles: 

a)Title: Contemporary Strategy Analysis, b)Edition: 9, c)Author: Grant, 

R. M., d)Publisher: John Wiley & Sons, e)Year: 2016, f)ISBN: 

Note on Textbooks 

and Reference Books 

Collis, David J., and Cynthia A. Montgomery. Corporate Strategy: 

Resources and the Scope of the Firm. Chicago: Irwin, 1997. 

Furrer, Olivier (2016), Corporate Level Strategy: Theory and Application, 

2nd Edition, Routledge. 

Goold, Michael, Andrew Campbell, and Marcus Alexander. Corporate-Level 

Strategy: Creating Value in the Multibusiness Company. New York: John 

Wiley, 1994. 

Campbell, A., Whitehead, J., Alexander, M., and Goold, M. (2014). 

Strategy for the Corporate Level: Where to Invest, What to Cut Back and 

How to Grow Organisations with Multiple Divisions. San Francisco, CA: 

Jossey-Bass. 

Other reading materials will be provided as the course progresses. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Corporate Level 

Strategy: 

Introduction and 

history 

Case: Edward Jones 

in 2006: Confronting 

Success (Rev. 2012) 

Chapters 1, Nippa, M, et 

al. (2011). Corporate 

portfolio management: 

Appraising four decades of 

academic research. The 

Academy of Management 

Perspectives, 25 (4): 50-

60. 

2 From Business 

strategy to 

corporate strategy 

Case: Coca-Cola in 

2011: In search of a 

New Model 

Chapter 2, 3 

3 Combining logics for 

better strategic 

decision making 

Case: Danaher 

Corporation 

Chapters 4,5,6 

4 Internal governance 

and strategy 

execution 

Chapters 7, 8 



Case: Alibaba Group 

5 The logics of 

Acquisition 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (A) 

Chapter 9, 10 

6 Synergies and Post-

Merger Integration 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (B) 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (C) 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (D) 

Chapters 11, 12 

7 The Ownership test 

and organizational 

test 

Case: The Walt 

Disney Company and 

Pixar, Inc.: To 

acquire or not to 

acquire? 

Chapters 13, 14 

8 Corporate Strategy 

and Organization: 

Trading off for the 

customers 

Case: Procter & 

Gamble: Organization 

2005 

Chapter 15 

Others 



1 

INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Fall 

Course 

Course code 

MKG4280 

Course title 

Customer Relationship Management (CRM) 

Name of Instructor DR. HUSAIN AKAREEM Credits: 2 

Instructor’s contact 

Information 

Office# Office Hours E-mail: 

Class Schedule 

Day / Time 

Tuesday 10:30-12:00, 13:00-14:30 

COURSE DESCRIPTION 

RATIONALE: 
The strategic management of customer relationships is a critical activity for all enterprises. The means 
of effectively managing relationships with customers are addressed under the headings of 
relationship marketing and customer relationship management (CRM). Over the last two decades, 
relationship marketing has become an increasingly important topic. Organizations have learned that 
building relationships and sustaining them is usually more important than activities focused on 
customer acquisition. This course first examines the key principles of relationship marketing 
including: the shift from a functional to a cross-functional orientation; the emphasis on business 
processes; the integration of customer service and quality with marketing; trust, commitment, 
satisfaction and loyalty as building blocks of relationships; the drivers and scope of relationships, and 
a focus on multiple stakeholders beyond the enterprise-customer relationship. The course then 
addresses customer relationship management, which involves an enterprise wide customer-centric 
approach to maximizing customer value. It is aimed at creating long-lasting and profitable 
relationships with individual customers - in both B2B and B2C contexts. Developments in technology 
have allowed organizations to look at their customers as individuals and to gather, store and analyze 
customer-based information. An outcome is an increase in the use of direct marketing techniques 
such as those for designing and managing consumer databases and customer service centers. Topics 
include CRM strategy development; value creation through CRM; multichannel integration; 
information and technology management; and CRM performance assessment. Participants will be 
exposed to a range of relationship-building strategies and techniques, as well as software and CRM 
technologies.  
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In addition, that the course has the objective to introduce students to some common data analysis 
techniques used to understand consumers and identify clusters in CRM database. 

COURSE STRUCTURE: 
The eight-week course is based on 4 key marketing concepts related to CRM, namely customer & 
organizational value creation, customer segmentation, customer lifetime value & equity, and 
customer behavior. Most of the sessions are organized in two parts. First, students are going do be 
introduced to the CRM and marketing related issues. Second, students will practice marketing & 
CRM related issues with hand-on exercise and group discussions supported by data-driven decision 
making techniques.  

TEACHING METHOD: 
The course is based on a practical approach. It uses interactive session supported by students’ 
discussions, mini case studies and hand-on data analyses exercises. Most of the classes are divided 
into two sessions:  

1. Lecturing class in which theory, frameworks, and cases are presented to acknowledge the
student to the subject and content of the unit.

2. Practicing and working with exercises. This session allows students applying concepts and
practicing with data analyses techniques by understanding the several mechanisms that can
be used in CRM. This session involves group work.

Each student is highly encouraged to take an active participation by discussing and adding his/her 
own contribution to each class by adding its own international and personal experience.  

Assessment: 

Class Participations (30%) 
Group Assignment/Report** (40%) 
Group Presentation* (30%) 
** In group assignment, the draft (to be submitted in week 6) should mention each students’ 
individual contribution. It will confirm that all the students in a group are contributing significantly. 
In addition, 5% marks out of 40% total assignment marks will be given based on peer evaluation.  
* In group-based presentation, students’ depth of knowledge on the subject matter and presentation
skills will be evaluated and marked individually. 

Students will be graded on contributions to create a positive learning environment. This includes 
enhancing the atmosphere and quality of classroom discussions. Some of the criteria for judging 
effective class participation includes: 
 Insightfulness (analysis, observation, or questions)
 Constructiveness in the context of the class discussion flow
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 The Accurateness of in-class problem-solving sessions

Submission dates 
Topic selection – week 4 
Submission of the first draft (Group) – week 6 
Final submission of the report and presentation (Group) - week 8. 

Course Evaluation & Development 
Feedback is regularly sought from students and continual improvements are made based on this 
feedback. At the end of this course, you will be asked to complete a survey, which provides a key 
source of student evaluative feedback. Your input into this quality enhancement process is extremely 
valuable in assisting us to meet the needs of our students and provide an effective and enriching 
learning experience. The results of all surveys are carefully considered and do lead to action towards 
enhancing educational quality. 

Prerequisites: completion of Marketing Management, Consumer Behavior and Digital Marketing. 

Textbook 
(s) 

Books: 
- Payne, A. and Frow, P. (2013). Strategic Customer Management: Integrating 

Relationship Marketing and CRM, Cambridge University Press. 
- Kotler, Philip, et al. Marketing management 14/e. Pearson, 2014. 
- Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2013). Multivariate data 

analysis: Pearson new international edition. Pearson Higher Ed. 

Journal articles: 
- Venkatesan, R., & Kumar, V. (2004). A customer lifetime value framework for 

customer selection and resource allocation strategy. Journal of marketing, 68(4), 
106-125. 

- Wu, S. I., & Li, P. C. (2011). The relationships between CRM, RQ, and CLV based 
on different hotel preferences. International Journal of Hospitality Management, 
30(2), 262-271. 

- Vareiro, L., Ribeiro, J. C., & Remoaldo, P. C. (2019). What influences a tourist to 
return to a cultural destination?. International Journal of Tourism Research, 
21(2), 280-290. 

Class 
Outline 

Session Theme/Case Readings 
Week 1 Lecture/Discussion 

Group Work 
Chapters 1 and 2 (a) 
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Strategic Customer Management 

Relationship Marketing: Development 
and Key Concepts 

Week 2 Lecture/Discussion 
Lab Work 

Introduction to database management 

Database creation, data cleaning, factor 
analysis, creating composite variable 
(using SPSS) 

Week 3 Lecture/Discussion 
Group Work 

Customer Value Creation 

Enterprise Value Creation 

Building Relationships with Multiple 
Stakeholders 

Chapters 3 and 7 (a) 

Week 4 Lecture/Discussion 
Group Work 
Lab Work 

Customer segmentation 

Cluster analysis 

Chapter 8 (b) 

Week 5 Lecture/Discussion 
Group Work 
Lab work 

Customer equity & lifetime value 

Journal articles (c) 

Week 6 Lecture/Discussion 
Group Work 
Lab work 

Predicting customer behavior & decision 
making 

Logistic regression analysis 

Journal articles (d) 
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Week 7 Lecture/Discussion 
Group Work 

Organizing for CRM Implementation 

Chapter 11 (a) 

Week 8 Group Work 

Group presentation 
(a) Payne, A. and Frow, P. (2013). Strategic Customer Management: Integrating Relationship 
Marketing and CRM, Cambridge University Press. 
(b) Kotler, Philip, et al. Marketing management 14/e. Pearson, 2014. 
(c1) Wu, S. I., & Li, P. C. (2011). The relationships between CRM, RQ, and CLV based on different hotel 
preferences. International Journal of Hospitality Management, 30(2), 262-271. 
(c2) Venkatesan, R., & Kumar, V. (2004). A customer lifetime value framework for customer selection and 
resource allocation strategy. Journal of marketing, 68(4), 106-125. 
(d) Vareiro, L., Ribeiro, J. C., & Remoaldo, P. C. (2019). What influences a tourist to return to a cultural 
destination?. International Journal of Tourism Research, 21(2), 280-290. 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Fall 

Course 

Course code 

MKG1010 

Course title 

MARKETING MANAGEMENT 

Name of Instructor ALESSANDRO COMAI Credits: 2 

Instructor’s contact 

Information 

Office 205 Office Hours E-mail: acomai@IUJ.ac.jp 

Class Schedule 

Day / Time 

Friday 10:30-12:00, 13:00-14:30 

Friday 14:40-16:10, 16:20-17:50 

COURSE DESCRIPTION 

LEARNING OBJECTIVES: 

- LO1 To demonstrate a global understanding of Marketing knowledge (AACSB L5-4) 

- LO2 To able to identify and define the marketing mix according to the specific target 

market. 

- LO3 To be able to use the core marketing components for preparing a professional 

Marketing Plan. 

RATIONALE: 

Understanding the markets and delivering value in a highly and increasing competitive domestic 

and global market is fundamental task for every firm. Although theses issues are generally 

accepted by managers, many cases show failures in product launched due to the poor analysis 

and understanding of the markets. Thus, managers need to consider Marketing as a major 

contributor for understanding how to deliver value to clients and consumers. Additional, it is 

important to know how to work with the marketing area and how to build cross team for bridging 

certain gaps when the company works in innovative projects.  

Marketing is a key component not only for consumer oriented companies but also for business to 

business.  This core marketing management course wants to provide the basic marketing 

principles as well as tools and methodologies to create a successful marketing plan.   

Delivery Method:

COURSE STRUCTURE: 

The course will use interactive session supported by discussions, case studies, practical 

exercises and presentations. 
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TEACHING METHOD: 

The course is based on a hands-on workshop approach. Students will apply Marketing tools and 

concepts using real cases. Most of the classes are divided into two sessions:  

1. Lecturing: theory, frameworks, and cases are presented to acknowledge students to the

subject and content of the unit. This session helps introduce students to the exercise.

2. Practicing: working with exercises and a case allow students applying theoretical

concepts and understand how to define, prepare and deploy a marketing plan*. This

session involves group work.

Each student is highly encouraged to take an active participation by discussing and adding 

his/her own contribution to the class and to the group work. 

(*) It is possible that each group will work on a real case by solving an industry challenge. The 

challenge will be presented by the firm in a virtual or conference briefing session. The method 

applied “Action Learning” helps students to delve into a real case and applying the concepts 

developed in class. 

Assessment:

PERSONAL and GROUP PROJECT (50% of total grade) 

Each group (5 students max) will work on a real case company. The work should apply 

all the concepts described in the course and specifically it focuses on the several 

components of the Marketing plan. Each student will be responsible of a specific step. 

The evaluation of each student is based on the overall group performance (1/2) and their 

specific part (1/2). The group need to submit a report (7,500-10,000 words). 

GROUP POSTER and PRESENTATION (20% of total grade) 

Each group need to prepare visual poster (A0 format) which summarizes the report. The 

poster is used to present the work to other class members. 

PERSONAL ATTENDANCE and PARTICIPATION (30% of total grade) class discussion 

and in-class group or individual exercises. Student’s contributions are evaluated by:

questions, comments, different viewpoints, presentations, and participation. 

Learning 

Objectives 

Assessment method Lo1 Lo2 Lo3 

Home work and 

preparation 

20% 
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Attendance and 

Participation 

80% 40% 

Personal Work 20% 20% 

Group Work 20% 50% 

Final Presentation 20% 30% 

Weight on Final Grade 30% 20% 50% 

Prerequisites: none 

Textbook 

(s) 

The main textbook used (not required) is: 

Kotler, P. and K. L. Keller (2015) Marketing Management, 15th Ed. Global 
Edition, Pearson. 

Students will be invited to prepare the class by reading student notes and 

other material provided by the instructor before each session.  

It is also suggested reading books chapter, even if this is not mandatory. 

The reference of the chapter can be found in the description of each 

session. There is no need for students to purchase textbooks.  

Some text is freely available on the internet, and other materials such as 

case studies will be provided by the instruction in digital form before any 

classes.  

Session Theme/Case Readings/Study questions 

1.1 Understanding 

Marketing 

Management 

and Marketing 

Planning 

After reviewing the course contents, evaluation process and 

objectives, the session introduces students to the fundamentals 

of Marketing Management. It also describes the contents of the 

marketing plan by providing the marketing plan framework 

1. Why marketing is important?

2. What are the core concepts in marketing?

3. What are the benefits and how to deliver value?

Chapter 1: Defining Marketing for the New Realities. 

Chapter 2: Developing Marketing Strategies and Plans. 

1.2 Workshop 

session 

(Marketing 

Planning) 

Students will become familiar with the marketing plan framework 

by working on a short case.  

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Prepare the structure of a generic marketing plan
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2. Understand the difference of a strategic planning between

corporate, division and business unit level 

3. Understand the process used from marketers to prepare the

marketing plan. 

A short text for preparing the plan will be provided by the 

instructor. Suggested reading: Sorger, S. (2012) Marketing 

planning: where strategy meets action. 1st Edition. Pearson. 

2.1 Marketing 

research, 

Intelligence 

and Insights 

This session focuses on how to build an advanced Marketing 

information system which create a intelligence decision driven 

process. 

1. What are the key components of modern marketing

information systems? 

2. How to use Primary and secondary sources?

3. How to detect opportunity using Environmental analysis?

Chapter 3: Collecting Information and Forecasting Demand. 

Chapter 4: Conducting Marketing Research. 

Suggested reading: Comai, A. and J. Tena (2006). “Mapping

and Anticipating the competitive landscape.” Emecom. 

Barcelona.  

2.2 Workshop 

session 

Using real case companies, students will asses their Marketing 

intelligence system and evaluate the sources utilized by the 

companies. Student will also understand the difference between 

Marketing Intelligence and Marketing Research. 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Assess the nine components of a marketing intelligence.

2. Understand the difference of a Corporate and departmental

function 

3. Define the marketing research requirements.

Suggested reading:  Comai, A and J. E. Prescott (2005). 

“Establishing a World-Class Competitive Intelligence Function.”

Emecom. Barcelona. 

3.1 Consumer 

Behavior & 

This session provides a fundamental understanding about the 

consumers purchasing process and how to define the target 

market based on segmentation. 
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Market 

segmentation 1. What are the key components and what are the factors that

influence the buying decision process of consumers? 

2. In what ways companies divide consumer markets into

segments? 

3. How companies choose the most attractive target markets?

Chapter 6: Analyzing Consumer Markets. 

Chapter 8: Identifying Market Segments and Targets. 

Suggested reading: Hawkins D., Mothersbaugh D. and R. Best 

(2016) Consumer Behavior. McGraw-Hill Irwin, 10th edition. 

3.2 Workshop 

session 

(Consumer 

Buying 

process) 

Using a practical exercise, students will prepare an example 

about how consumer segment goes trough the five steps of the 

decision making process.  

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Apply the framework and identify all the steps

2. Define key touch-points and prepare actions needed to

improve consumer experience 

3. Do basic segmentation and choose the most attractive target

markets. 

Suggested reading: Hawkins D., Mothersbaugh D. and R. Best 

(2016) Consumer Behavior. McGraw-Hill Irwin, 10th edition. 

4.1 Value 

proposition: 

Product, Price 

and Market 

Channels 

This session provides focuses on creating the conditions to add 

value to customer through an integrated manner.  

1. How companies innovate using new product developing?

2. How do consumers evaluate prices and how should a

company set prices for products or services? 

3. How can a firm develop and establish an effective positioning

in the market? 

Chapter 15: Introducing New Market Offerings 

Chapter 16: Developing Pricing Strategies and Programs 

Chapter 17: Designing and Managing Integrated Marketing 

Channels 

4.1 Workshop 

session 

Based on the objective defined in the previous session, this 

workshop applies using a marketing canvas framework.  
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(Marketing 

Value 

proposition) 

 

 

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Understand the role of marketing in any business model.  

2. Know the key steps of the product innovation funnel. 

3. Identify potential areas for growth opportunities. 

 

 5.1 Brand 

Management  

This session is dedicated to brand positioning and how to create 

a strong identity in the minds of consumers.  

 

1. What is a brand and how brands successfully differentiate 

themselves? 

2. What is brand equity and how is it built? 

3. How do companies successfully position their brands? 

 

Chapter 10: Crafting the Brand Positioning 

Chapter 11: Creating Brand Equity 

 5.2 Workshop 

session (Brand 

Management) 

 

 

This workshop is dedicated to the management of perceived 

brand analyzing Points-of-Difference and Points-of-Parity on 

perceptual maps. 

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Identify the difference between competitive brands and 

consumer preferences 

2. Establish a brand positioning strategy 

3. Define alternative approaches to positioning 

 

 6.1 Communicatio

n and Digital 

Marketing 

This session introduces students to the development and the 

management of advertising programs. Do do so, student will 

learn the elements of the communications process to build 

effective communications.    

 

1. What is the role of marketing communications and what is the 

marketing communications mix? 

2. What steps are required in developing an advertising 

program? 

3. How digital medium and channels works in the marketing 

communication strategy? 

 

Chapter 19: Designing and Managing Integrated Marketing 

Communications. 
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Chapter 20: Managing Mass Communications 

Chapter 21: Managing Digital Communications 

Chapter 22: Managing Personal Communications 

6.2 Workshop 

session 

(Digital & 

Traditional 

Communicatio

n) 

During the workshop, students will work on a marketing 

communications mix plan using both off-line and on-line 

medium. 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Identify the difference between digital and traditional

communication medium 

2. Design an integrated communication strategy.

3. Evaluate strengths and weakness of each medium used.

7.1 Global 

Marketing and 

Ethics  

This session introduce student to 

1. What factors should a company review before deciding to go

abroad and How can companies evaluate and select specific 

international markets to enter? 

2. What are the differences between marketing in a developing

and a developed market? 

3. What is Marketing Ethics and how should be used in its

corporate social responsibility strategy? 

Chapter 8: Tapping into Global Markets. 

Chapter 23: Managing a Holistic Marketing Organization for the 

Long Run 

7.2 Workshop 

session 

(Conflicts of 

Ethics) 

Students will be asked to manage several ethical issues and 

recognize the diversity of point of views. To accomplish the main 

purpose, short cases and an individual exercise will be proposed 

during this interactive session.  

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Understand what is marketing ethics and how manage issues

2. Recognize and deal with ethical conflicts

3. Start building a code of ethics based on the multiple variables

and models 

Reading: Comai A. (2003). “Global Code of Ethics and 
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Competitive Intelligence Purposes: an Ethical Perspective 

on Competitors.” JCIM. 

 8.1 Workshop 

session 

(Creating and 

Implementing 

the Marketing 

Plan) 

This Workshop is devoted to group presentations. Each group 

presents the marketing plan (in executive format) using a poster 

and discuss further action for the implementation strategy. 

 8.2 Summing-up 

and closing 

session 

This concluding session finalizes the course with some key take-

away. Student are asked to have an active role in reviewing the 

core concepts exposed in the course.  

Keyword

s 

Marketing Management, Marketing Principle, Marketing research, Marketing 

Intelligence, Consumer Behavior, Market segmentation, Brand Management, Pricing, 

Communication, Digital Marketing, Global Marketing, Ethics. 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020  

Term: Fall 2019 

Course 

Course code 

QIS 1020 

Course title 

Applied Statistics 

Name of Instructor Wenkai Li Credits: 2 

Instructor’s contact 

Information 

Office# 

213 

Office Hours 

After class or by 

appointment 

E-mail: 

lwk@iuj.ac.jp 

Class Schedule 

Day / Time 

Session 1: Every Tuesday, 18:00-21:10, Classroom: PC120 

Session 2: Every Wednesday, 14:40-17:50, Classroom: PC120 

Role and 

Purposes 

This course contributes to the achievement of two learning objectives of the Learning Goal 

4 as mentioned below. For the purpose of accomplishment of these learning objectives, 

this course provides (i). the basic knowledge in probability theories, such as expected 

values, variance, and probability distributions, which is essential in understanding other 

MBA or E-Biz courses; (ii). Background in statistical principles in order for you to be a good 

user of statistical analysis. Students will learn how to describe data effectively, how to run 

a simple regression using Excel, how to interpret the results, and how to do hypothesis 

testing. 

Course 

Learning 

Objectives 

Upon completion of this course, student will be able to: 

(1) Demonstrate ability to analyze and compute (L4-2) 

(2) Demonstrate ability to evaluate and make choices among alternatives (L4-4) 

(3) Demonstrate understanding of statistics knowledge in business 

Course 

Description 

This course will study the basic knowledge of statistics which will be applied in various 

business areas. It is a fundamental core required course for two-year MBA students and a 

core elective course for IMBA and GSIR students. 

This course provides students with fundamental knowledge for various business areas 

such as corporate finance, investment, risk management, and marketing etc. It is helpful 

for students seeking careers such as consultants, financial analysts, general managers, 

policy makers, and operational managers. This course is the prerequisite for several other 

courses. 

Teaching  

Methodology 
Teaching methodology includes lectures and in-class exercises in computer lab. Students 

are required to use Excel for data manipulation and analysis. 

mailto:lwk@iuj.ac.jp
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Prerequisite Basic knowledge of MS Excel and general knowledge of mathematics. 

Assessment  

Methods in  

Alignment with 

Intended  

Learning 

Objectives 

Learning Objectives 
Assessment methods (1) (2) (3) 

Home Works 25% 
Final Exam 100% 100% 75% 

Weight on Final 
Grade 15% 15% 70% 

Notes: 

(1). Learning objectives (1) and (2) will be evaluated by selected questions from Final 

Exam. 

(2). Learning objective (3) will be evaluated by home works and all exam questions 

in Final Exam. 

(3). The last row lists the weights of each learning objective on the final grade. 

Textbook(s) Required Textbook:  

Statistics for business and economics / Paul Newbold, William L. Carlson, Betty M. 

Thorne. Newbold, Paul., Upper Saddle River, NJ : Prentice Hall, c2019. 9th ed., 

Global Edition. 

ISBN-10: 1292315032 

ISBN-13: 9781292315034 

https://www.bookdepository.com/Statistics-for-Business-Economics-Global-Edition-

Paul-Newbold/9781292315034 

Case Materials: 

Recommended books: 

Recommended Journal Articles and periodicals, and others: 

Watch movie “Money Ball” (it was nominated to Oscars prize in 2011) 

Class Outline¥ Session Theme/Case Readings/Study 

questions 

1 Introduction and Probabilities (Chap. 3.1) Chap. 3.1 

2 Probabilities (Chap. 3.2~3.3) Chap. 3.2~3.3 

3 Describing Data I: Tables and graphs, histogram, 

mean, median, mode (Chap. 1.2,1.3) 

Chap. 3.2~3.4; 

Chap. 1.2,1.3 

4 Describing Data I: Tables and graphs, histogram, 

mean, median, mode (Chap. 1.3,1.5) 

Chap. 1.3,1.5 

5 Describing Data II: Variance, standard deviation, CV, 

and others (Chap. 2.1) 

Chap. 2.1 

6 Describing Data II: Variance, standard deviation, CV, 

and others (Chap. 2.2) 

Chap. 2.2 

7 Summarizing Relationships among variables I: 

Covariance, Correlation coefficient, OLS (Chap. 2.4) 

Chap. 2.4 

https://www.bookdepository.com/Statistics-for-Business-Economics-Global-Edition-Paul-Newbold/9781292315034
https://www.bookdepository.com/Statistics-for-Business-Economics-Global-Edition-Paul-Newbold/9781292315034
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8 Summarizing Relationships among variables II: 

Covariance, Correlation coefficient, OLS (Chap. 2.4) 

Chap. 2.4 

9 Summarizing Relationships among variables III: OLS 

(Chap. 11, 12,13) 

Chap. 11, 12,13 

10 Summarizing Relationships among variables IV: OLS 

(Chap. 11, 12,13) 

Chap. 11, 12,13 

11 Discrete Random Variables and Probability 

Distributions I (Chap. 4) 

Chap. 4 

12 Discrete Random Variables and Probability 

Distributions II  (Chap. 4) 

Chap. 4 

13 Continuous Random Variables and Probability 

distribution I  (Chap. 5) 

Chap. 5 

14 Continuous Random Variables and Probability 

distribution II (Chap. 5) 

Chap. 5 

15 Sampling Distribution and Estimation (Chap. 6,7,8), 

Hypothesis testing I  (Chap. 9,10) 

Chap. 6,7,8, 9,10 

16 Hypothesis testing II  (Chap. 9,10) Chap. 9,10 

 

Others (if any) 1) Learning goals and learning objectives for two-year MBA program are available at: 

http://www.iuj.ac.jp/gsim/mba/mba-curriculum/mba-learning-goals 

2) Lecture notes, schedule changes, homework questions, exam information, and other 

materials for this course will be updated at the course folder below: 

//iuj-home/IM materials/2019-2020/Fall/Applied-Statistics 

Students should visit this folder frequently for newly posted online materials. 

3) You can utilize not only class time but also office hours to address any questions and unclear 

matters. You can also ask TAs (teaching assistants) for consultations. 

4) Course policies: 

(a) All assignments and exams should be completed to receive a passing grade for this 

course. 

(b) No late assignment submissions will be accepted. 

(c) As outlined in the IUJ Honor Code, students are reminded not to engage in acts of 

plagiarism or other forms academic dishonesty. see: 

http://en.wikipedia.org/wiki/Plagiarism for more information. 

(d) No tolerance to any other academic misconduct. 

 

http://www.iuj.ac.jp/gsim/mba/mba-curriculum/mba-learning-goals
http://en.wikipedia.org/wiki/Plagiarism


International University of Japan 

Graduate School of International Management (Master's Program) 

2019 Fall Term 

Course Schedule code 

QIS4150301 

Course title 

Management Scince 

Name of Instructor Aung, Zaw Zaw Credits 

2 

Instructor's contact 

information 

Office# Office Hours E-mail 

Class Schedule Day / 

Period 

Thu.2〜3 

Course Description This course introduce students to the subject of Management Science, and 

a variety of management science models, methods and computational 

procedures that are helpful in solving management problems in Finance, 

P.O.M., Accounting, M.I.S., Marketing, Operations Management, etc. 

Emphasis is placed on models and their solutions. It discusses how the 

quantitative models van be used as tools for decision makings in various 

business situations. It gives students a good foundation in basic problem 

solving as a preparation for upper level quantitative courses. The course 

will make full use of computer tools (Excel, Add ins, and Macros) 

Course Learning Objectives 

Students shall learn how to apply mathematical models in various business 

situation in support of managerial decision making in an enterprise, 

using some of the most commonly used modeling approaches and principles. 

Upon completion, the student should be able to: 

• Describe the business problems in mathematical models

• Analyze /develop some common models analytically

• Explain the modeling process for different business problems.

• Interpret model results in the context of the business situation and

explain in plain language 

• Compare and contrast different decision structuring techniques

• Evaluate models applying good modeling and validation techniques

Delivery Methods The classes include lecture, case discussions, and lab sessions at PC 

Lab. 

Assessment Class Participation: 20% 

Homework: 30% 

Final Exam: 50% 

Prerequisites NONE 

Textbook(s) Required: 

a)Title: Spreadsheet Modeling & Decision Analysis: A Practical 

Introduction to Business Analytics, b)Edition: 8th, c)Author: Cliff 

Ragsdale, d)Publisher: Cengage Learning , e)Year: 2018, f)ISBN: ISBN-13: 

978-130 

Reference Books / Journal Articles: 



Note on Textbooks 

and Reference Books 

Reference Materials: 

More Reference materials will be shared via Course Material folder. 

Class Outline Week 1. 

Introduction to Management Science 

Managing data with Excel tool 

• Query

• Pivot Tables

Week 2. 

Scenario Analysis and Decision Modeling 

Week 3. 

Risk Modeling 

Monte Carlo Simulation 

Week 4. 

Optimization and Linear Programming 

Week 5. 

Sensitivity Analysis and Simplex Method 

Week 6. 

Integer Linear Programming 

Week 7. 

Nonlinear Programming 

Week 8. 

Decision Analysis 

Others Final Exam will be on Week 11. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT1000401 

Course title 

International Management 

Name of Instructor Zhang Zhang, Yingying Credits 

2 

Instructor's contact 

information 

Office# 

314 

Office Hours 

After class or by 

appointment. 

E-mail 

yzhang@iuj.ac.jp 

Class Schedule Day / 

Period 

unfixed 

Course Description This course of international management is designed to provide student 

core knowledge for carrying out management in an international business 

context. Given the globalizing business world that we are living and 

working in, a better understanding of how to deal with international 

phenomenon and management has become a must. 

Objectives 

The objectives for this course are to help you to better understand the 

mind that an international manager needs to possess, to introduce you to 

the tools to get started, and to assist in expanding your resources and 

knowledge from the home country domestic environment. While doing 

business internationally its path varies depending on many factors such 

as the industry, the size and the original culture of the firm, we intend 

to identify some common facets for you to be able to obtain core and 

basic knowledge on how to manage an international business, either for 

creating your own international business, or for working in a small y 

medium sized enterprise, or a multinational. 

Devoting to the study and analysis of factors affecting doing business 

globally, and how a firm carries out their internationalization process, 

the course is designed with the content as the follow to achieve these 

goals, in addition to practical oriented session activities, which will 

be presented in the first week of class. 

• Laying foundation of global business and how it works with principal

influential factors. 

• Acquiring analytical tools for the analysis of internationalization

process and doing international business. 

• Being familiar with international competitive environment for local,

regional and global integration of business management. 

• Strategizing around the global world by intelligently managing firms

internationally. 

• Gaining communication, managerial and leadership skills in an

international environment, bearing business in mind. 

Delivery Methods Both lecture and practical sessions are used for the teaching of this 

course. The project is to be used in practical sessions based on a real 

business planning in international context and team work. 



Assessment Learning Objectives 

Assessment methods (1) (2) (3) (4) 

Class Participation 40% 40% 40% 40% 

Presentation  20% 20% 20% 20% 

Peer Review   20% 20% 20% 20% 

Group Report  20% 20% 20% 20% 

Weight on Final Grade 25% 25% 25% 25% 

Notes: 

(1). Learning objectives will be evaluated by class participation (weight 

40%), Group presentation (20%), report (20%), and peer review (weight 

20%). 

(2). The last row lists the weights of each learning objective on the 

final grade. 

Both lecture and practical sessions are used for the teaching of this 

course. The project is to be used in practical sessions based on a real 

business planning in international context and team work. 

Prerequisites 

Textbook(s) Required: 

Reference Books / Journal Articles: 

a)Title: International Management: Managing across borders and cultures, 

b)Edition: 9, c)Author: Deresky, Helen, d)Publisher: Pearson, e)Year: 

2017, f)ISBN: 9781292153537 

a)Title: International Business, b)Edition: 2, c)Author: Peng, Mike and 

Meyer, Klaus, d)Publisher: Cengage Learning, e)Year: 2016, f)ISBN: 

9781473722644 

a)Title: International Business: Environments and operations, b)Edition: 

16, c)Author: Daniels, J., Radebaugh, L., and Sullivan, D., d)Publisher: 

Pearson, e)Year: 2017, f)ISBN: 978-0134200057 

Note on Textbooks 

and Reference Books 

Other reading materials will be provided before the class starts. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Introduction: The 

globalizing business 

Miravitllles and 

Zhang, 2016, Six 

Decades of 

International 

Business Research: 

Where Next? 

What are the main concerns 

of international business 

and management? 

2 The role of culture 

in international 

business 

Rohlfer and Zhang, 

2016, Culture 

Why is culture important in 

international business? How 

does it influence 

international management? 



studies in 

international 

business: 

paradigmatic shifts 

3 Strategies and 

motives for 

internationalization 

Van Tulder, 2015, 

Getting all motives 

right: a holistic 

approach to 

internationalization 

motives of companies 

Why do firms 

internationalize? And how? 

4 Product, market, and 

strategy selection 

for international 

market entrance 

Ozturk, Joiner and 

Cavusgil 2015, 

Delineating foreign 

market potential: A 

tool for 

international market 

selection 

Which market(s) to enter, 

with which product(s)? And 

which entry strategy to 

choose? 

5 The process and 

strategy of the 

international 

business 

Isenberg 2008, The 

global entrepreneur. 

What is the pattern for 

firms to internationalize? 

Their process and strategy? 

Are these typical patterns 

applicable for all? 

6 Organization of 

international 

companies 

Herbert 1984, 

Strategy and 

Multinational 

Organization 

Structure: An inter-

organizational 

relationships 

perspective. 

How to structure and 

organize international 

business? 

7 International human 

resources management 

Bjorkman and Welch 

How to set human resource 

policies and make the 

business work in different 

countries? 



2015. Framing the 

field of 

international human 

resource management 

research 

8 International 

marketing management 

Cavusgil 1988, 

Unraveling the 

mystique of export 

pricing 

How to marketing and sell 

the selected product(s) in 

the international markets? 

Others Class siz limitation: 35 

Please sign up for international project team in the first week. 

Therefore, it is essential not to miss the first week class. 

The sessions are subject to adjustment in accordance with guest speaker 

session and learning progress. 



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT4650401 

Course title 

Entrepreneurship & Small Business Development 

Name of Instructor Magnier-Watanabe, Remy Credits 

2 

Instructor's contact 

information 

Office# 

/ 

Office Hours 

/ 

E-mail 

magnier-

watanabe.gt@u.tsukuba.ac.jp 

Class Schedule Day / 

Period 

unfixed 

 

 

Course Description This course is particularly useful for students who are interested in 

starting their own business and want to learn different aspects of 

business management. This course is also suited to those involved in 

corporate entrepreneurship or in improving competitive positioning and 

transforming corporations towards value-creation. This course uses 

several concepts and knowledge from other courses (strategy, marketing, 

accounting) and is an efficient way to put them in practice in an 

integrative business plan. 

The course primarily uses a combination of lectures, class discussions, 

case analyses, group and individual assignments. 

 

Upon completion of this course, students will be able to: 

 

・ Evaluate the necessary qualities and characteristics of the successful 

entrepreneurial profile. 

・ Recognize and determine the steps necessary to open and operate a 

small business enterprise. 

・ Identify the marketing, financial, leadership and other competencies 

needed by an entrepreneur. 

・ Use information, projections, logic and critical thinking to recognize 

an opportunity and solve small business problems in a multicultural, 

ethical and legal environment. 

・ Develop and present a Business Plan. 

Delivery Methods The course primarily uses a combination of lectures, class discussions, 

case analyses, group and individual assignments. 

Assessment ・ Participation (in case and discussions): 10% 

・ Case Study: 15% 

・ Written Examination (2 exams, 15% each): 30% 

・ Entrepreneur Interview Presentation: 15% 

・ Business Plan: 30% 

 

Prerequisites None 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: Essentials of Entrepreneurship and Small Business Management, 

b)Edition: 9, c)Author: Norman M. Scarborough & Jeffrey R. Cornwall, 



d)Publisher: Pearson, e)Year: 2019, f)ISBN: 9781292266022 

a)Title: Business model generation : a handbook for visionaries, game 

changers, and challengers, b)Edition: , c)Author: written by Alexander 

Osterwalder and Yves Pigneur ; design, Ala, d)Publisher: John Wiley & 

Sons, e)Year: 2010, f)ISBN: 9780470876411 

a)Title: The lean startup : how today's entrepreneurs use continuous 

innovation to create radically successful businesses, b)Edition: , 

c)Author: Eric Ries,Ries, Eric,, d)Publisher: Crown Business, e)Year: 

2011, f)ISBN: 9780307887894 

 

Note on Textbooks 

and Reference Books 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 01/08/2020 

(14:40-17:50) 

 

・ The Foundations 

of 

Entrepreneurship 

・ Conducting a 

Feasibility Analysis 

and Designing a 

Business Model 

・ “Barriers to 

entrepreneurship in Japan” 

・ “Entrepreneurs in 

Japan: How to rev up 

Japanese startups” 

・ “Where are Japan’s 

entrepreneurs” 

“Japanese entrepreneurs 

face a special challenge: 

The wife block” 

2 01/15/2020 

(14:40-17:50) 

 

・ Crafting a 

Business Plan and 

Building a Solid 

Strategic Plan 

・ Forms of Business 

Ownership 

・ “Buying Dad’s 

Business” 

・ “A Circus Strategy” 

・ “The Presentation” 

3 01/22/2020 

(14:40-17:50) 

 

・ Buying an 

Existing Business 

・ Franchising and 

the Entrepreneur 

・ “Buying Dad’s 

Business” 

・ “Seller’s Remorse” 

・ “The Opportunity of a 

Lifetime” 

・ “Staying in Bounds” 

4 01/29/2020 

(14:40-17:50) 

 

・ Short exam on 

classes 1 to 3 

・ Building a 

Powerful Bootstrap 

Marketing Plan 

 

5 02/05/2020 

(14:40-17:50) 

・ “Icedelights”, by 

Michael J. Roberts 



 

・ Case Study 

Session 

(presentations and 

discussion) 

6 02/12/2020 

(14:40-17:50) 

 

・ Pricing and 

Credit Strategies 

・ Creating a 

Successful Financial 

Plan 

・ “Pricing Exercises” 

・ “What Consumers - and 

Retailers - Should Know 

about Dynamic Pricing” 

7 02/19/2020 

(14:40-17:50) 

 

・ Short exam on 

classes 4 to 6 

・ Managing Cash 

Flow 

 

8 02/26/2020 

(14:40-17:50) 

 

・ Entrepreneur 

Interview 

Presentations 

・ All groups 

9 03/18/2020 

(14:40-17:50) 

 

・ Business Plan 

Presentations 

・ All groups 

Others  
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Winter 2020 

 

Course  

Course code 

FIN1010 

Course title 

Corporate Finance 

Name of Instructor Chuang Hongwei Credits: 2 

Instructor’s contact 

Information 

 TBA E-mail: 

 

Class Schedule  

Day / Time 

TAB 

 

Role and  

Purposes 

 

This course is one of the core MBA courses which provide all students with the 

foundation of finance within the context of general management. The course provides 

major corporate finance topics, including present value concepts, valuation of 

securities, a firm and firm projects, financing mixes and capital structure issues, the 

weighted average cost of capital and impacts of leverage, and payout policy by means 

of interactive lectures, case discussion, homework with problem solving, and 

achievement tests including a final examination. The knowledge and skills acquired 

through this course will be helpful in jobs in general management, corporate finance, 

investments, consulting, investment banking, etc. 

 

Course 

Learning 

Objectives 

Upon completion of this course, students will be able to: 

(1) Demonstrate ability to interpret concepts and data (L4-3) 

(2) Demonstrate understanding of financial knowledge (L5-2)  

(3) Demonstrate ability to gather and interpret data (L6-2) 

(4) Influence the attitudes and behaviors of colleagues in MBA class 

(5) Increase the familiarity of business/finance media reports 

Course 

Description 

This course presents the foundations of finance within the context for general 

management. We deal with the major financial decisions made by corporate 

managers between the firm and external resources markets. Financial decisions are 

essentially based on the valuation to find the true value of assets or trades. Thus, our 

itemized topics throughout the course include criteria for making investment decisions, 

valuation of financial assets and liabilities, relationships between risk and return, 

capital structure choice, and payout policy for the overall optimal decisions of the firm. 

We use textbook chapters, small tests, a few cases and final examination along 

actively participated class discussion.  
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Teaching  

Methodology 

The course materials consist of a main textbook, slides, a few cases, journal articles 

and exercise problems, all of which are subject to class discussion. Students are 

expected to have any form of finance calculator, including Excel. (Notice, however, 

that any electronics is prohibited to use in the final examination.) 

 

Prerequisite Financial Accounting, Business Statistics 

 

Assessment  

Methods in  

Alignment with  

Intended  

Learning 

Objectives 

 

  Learning Objectives 

Assessment 

methods (1) (2) (3) (4) (5) 

Class Participation 50%  50% 50% 30% 20% 

Group Presentation 

 

 20%    30%   

Midterm Exam   

 

 30% 

 

30% 

Final Exam 

  

 20% 

 

50% 

Peer Review 50%  30%  10%  40% 

 Weight on Final 

Grade 30% 20% 20% 20% 10% 

Notes: 

(1). Learning objective (1) will be evaluated by class participation (weight 50%) and 

peer review (weight 50%).  

(2). The last row lists the weights of each learning objective on the final grade. 

 

Textbook(s) Required Textbook:  

Corporate Finance, Stephen A. Ross, Randolph W. Westerfield, and Jeffrey F. Jaffe 

(RWJ), Tenth Edition, 2015 (Asian Global Edition), Irwin-McGraw Hill Publishers. 

Case Materials:  

HBS Cases: Marriott Corporation: The Cost of Capital 

Other cases TBA 

Recommended Journal Articles and periodicals, etc. :  

 “The theory and practice of corporate finance: Evidence from the field”, Graham 

and Harvey, 2001, Journal of Financial Economics.    

One more survey paper TBA 

The paper can be downloaded at Professor Graham’s website: 

(http://faculty.fuqua.duke.edu/~jgraham/website/SurveyPaper.PDF) 

 

 

Class Outline 

 

Session Theme/Case Readings/Study questions 

1 Introduction and Overview  Syllabus 

Ch. 1 & 4 (RWJ) 

2 Corporation and Time Value 

of Money 

Ch. 1 & 4 (RWJ) 

3 Discounted Cash Flow 

Valuation 

(Student groups will be 

Ch. 4 (The focus is on 4.3 and 4.4) & 5 

http://faculty.fuqua.duke.edu/~jgraham/website/SurveyPaper.PDF
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formed by the instructor.) 

4 Bond and Stock Valuation Ch. 5 (5.4), 8 & 9 (main focus) 

5 Quiz 1 

Return and Risk  

Measuring Risk and Return 

for Portfolios 

 

Ch. 9 ,10 & 11 

6 Return and Risk (2) 

Risk and Expected Return 

(CAMP)  

Ch. 10 and 11 

7 Mid-term 

Group project announced 

Beta, Cost of Equity Capital 

and WACC Basic 

 

 

Ch. 13 

8 Capital Budgeting (1): 

Investment Selection Rules  

Ch. 5 

9 Capital Budgeting (2): 

Making Capital Investment 

Decisions 

Ch. 6 

10 Long-term Financing: 

Choices and Frim Value 

Ch. 16 & 20 

11 Capital Structure and Cost 

of Capital: Basic (MM 

Proposition) and Trade-off 

Theory 

Ch. 16 & 17 

12 Capital Budgeting (3): 

Capital Budgeting for the 

Levered Firm: APV, FTE 

and WACC Approaches 

Ch. 18 

13 Beta and Leverage 

HBS Case: Marriott 

Ch. 18 (18.7) 

14 Payout Policy (1): Basic for 

Dividend Policy 

Ch. 19 

15 Payout Policy (2): Stock 

Repurchases 

Ch. 19 

16 Wrapping up  

 

 

Others (if any) Final Examination is not comprehensive but only covers topics after the mid-term 

exam. The group project has to be presented by each group on an appointment 

basis before formal submission. Each student group/team is expected to meet 

regularly and by taking an appointment with the instructor. 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Winter 

Course  

Course code 

MGT1000 

Course title 

INTERNATIONAL MANAGEMENT 

Name of Instructor Yingying Zhang Zhang Credits: 2 

Instructor’s contact 

Information 

Office# 

314 

Office Hours 

After class or by 

appointment  

E-mail: 

Class Schedule 

Day / Time 

Role and 

Purposes 

This course contributes to the achievement of: LG1-1, LG1-2, LG1-3, LG1-4 

Course 

Learning 

Objectives 

Upon completion of this course, student will be able to: 

(1) 
To be able to demonstrate the sensitivity to different perspectives and opinions of 
those from different international backgrounds (LG1-1). 

(2) 
To be able to identify and articulate common viewpoints among different and possibly 

conflicting opinions of those from different international backgrounds (LG1-2) 

(3) 
To be able to acquire skills to communicate with people from diverse international 

backgrounds (LG1-3). 

(4) 

To be able to demonstrate the sensitivity to different perspectives and opinions of 

those from different cultural backgrounds and demonstrate ability to work effectively 

in internationally diverse teams, including playing leadership roles (LG1-4). 

Course 

Description 

This course of international management is designed to provide student core 

knowledge for carrying out management in an international business context. Given 

the globalizing business world that we are living and working in, a better 

understanding of how to deal with international phenomenon and management has 

become a must.  

Objectives  

The objectives for this course are to help you to better understand the mind that an 

international manager needs to possess, to introduce you to the tools to get started, 

and to assist in expanding your resources and knowledge from the home country 
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domestic environment. While doing business internationally its path varies 

depending on many factors such as the industry, the size and the original culture of 

the firm, we intend to identify some common facets for you to be able to obtain core 

and basic knowledge on how to manage an international business, either for creating 

your own international business, or for working in a small y medium sized 

enterprise, or a multinational.    

Devoting to the study and analysis of factors affecting doing business globally, and 

how a firm carries out their internationalization process, the course is designed with 

the content as the follow to achieve these goals, in addition to practical oriented 

session activities, which will be presented in the first week of class. 

 Laying foundation of global business and how it works with principal

influential factors.

 Acquiring analytical tools for the analysis of internationalization process

and doing international business.

 Being familiar with international competitive environment for local,

regional and global integration of business management.

 Strategizing around the global world by intelligently managing firms

internationally.

 Gaining communication, managerial and leadership skills in an

international environment, bearing business in mind.

Teaching  

Methodology 
Both lecture and practical sessions are used for the teaching of this course. The 

project is to be used in practical sessions based on a real business planning in 

international context and team work.  

Prerequisite No specific prerequisite. 

Assessment  

Methods in 

Alignment 

with  

Intended  

Learning 

Objectives 

Learning Objectives 

Assessment methods (1) (2) (3) (4)

Class Participation 40% 40% 40% 40% 

Presentation  20%  20%  20%  20% 

Peer Review 20% 20% 20% 20% 

Group Report 20% 20% 20% 20% 

Weight on Final Grade 25% 25% 25% 25% 

Notes: 
(1). Learning objectives will be evaluated by class participation (weight 40%), Group 
presentation (20%), report (20%), and peer review (weight 20%). 
(2). The last row lists the weights of each learning objective on the final grade. 
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Given that the course will combine both lecture and practical session activities, the 

grading system of the course will also be based on these two types of session. Lecture 

sessions cover key aspects of conceptual and difficult sections of the readings. 

Occasional quizzes will be based on lectures and assigned readings, as well as 

practical examples used in the class. The information on the assessment of the 

project - practical session activities will be given in the first class.  

Textbook(s) Required Textbook: NO 

Recommended Textbook: 

Deresky, H. (2017). International Management: Managing Across Borders and 

Cultures, Text and Cases (9th Ed.), Pearson. ISBN: 9781292153537 

Peng, M. and Meyer, K. (2016). International Business (2nd Ed), Cengage Learning. 

ISBN: 9781473722644   

Daniels, J., Radebaugh, L. and Sullivan, D., (2017). International Business: 

Environments and operations (16th Ed.), Pearson. ISBN: 978-0134200057 

Course outline 

Class Outline Session Theme/Reading Study questions

1 Introduction: The globalizing 

business 

Miravitllles and Zhang, 2016, Six 

Decades of International Business 

Research: Where Next?  

What are the main 

concerns of international 

business and 

management?  

2 The role of culture in international 

business 

Rohlfer and Zhang, 2016, Culture 

studies in international business: 

paradigmatic shifts 

Why is culture important 

in international business? 

How does it influence 

international 

management?  

3 Strategies and motives for 

internationalization 

Van Tulder, 2015, Getting 

all motives right: a holistic approach 

to internationalization  

motives of companies  

Why do firms 

internationalize? And 

how?  

4 Product, market, and strategy selection Which market(s) to enter, 
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for international market entrance 

Ozturk, Joiner and Cavusgil 2015, 

Delineating foreign market potential: 

A tool for international market 

selection 

with which product(s)? 

And which entry strategy 

to choose? 

5 The process and strategy of the 

international business 

Isenberg 2008, The global 

entrepreneur.  

What is the pattern for 

firms to internationalize? 

Their process and 

strategy? Are these typical 

patterns applicable for all? 

6 Organization of international 

companies 

Herbert 1984, Strategy and 

Multinational Organization Structure: 

An inter-organizational relationships 

perspective.  

How to structure and 

organize international 

business?   

7 International human resources 

management 

Bjorkman and Welch 2015. Framing 

the field of international human 

resource management research 

How to set human 

resource policies and make 

the business work in 

different countries?  

8 International marketing management 

Cavusgil 1988, Unraveling the 

mystique of export pricing 

How to marketing and sell 

the selected product(s) in 

the international markets? 

Please sign up for international project team in the first week. Therefore, it is 

essential not to miss the first week class.  

The sessions are subject to adjustment in accordance with guest speaker session and 

learning progress. 

Others (if any) 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Winter 

 

Course  

Course code 

MGT1010 

Course title 

Organizational Behavior 

Name of Instructor Hirose, Shinichi Credits: 2 

Instructor’s contact 

Information 

Office# 

 

Office Hours 

By appointment 

E-mail: 

 

Class Schedule  

Day / Time 

TBA 

 

Role and  

Purposes 

 

This course contributes to the achievement of a specific learning objective (LO3-1) of 

IUJ as mentioned below. This course provides essential understandings and skills in the 

field of Organizational Behavior (OB) to accomplish the School objective. We learn how 

we can effectively manage today’s organizations and “people” inside. Organizations we 

deal with are profit-seeking corporations, public agencies, and all other forms of non-

profit bodies, given they consider their activities like work, not a hobby or mere 

socializing. 

What kind of knowledge and skills are required to manage an organization, which is 

consisted of a few, or thousands, of people? First, we need to be able to explain 

behaviors of various individuals and groups—which are considered as complex of 

individuals—in an orderly way. Next, we need to be able to analyze and predict the 

individual and group behaviors. Only after overcoming these challenges we will be 

capable of managing, or leading, the entire organization. 

The terms such as “management” or “leadership” should be used in appropriate 

contexts since they evoke very diverse and heterogeneous implications among people. 

As we proceed with the classes, we will gradually clarify what we mean by managing and 

leading organization, under the context of modern society. 

 

Course 

Learning 

Objectives 

Upon completion of this course, students will be able to: 

(LO3-1) Demonstrate understanding of leadership concepts and practices 

 (a) Engagement in active listening and conduct of 2-way, or multilateral 

conversation 

 (b) Making constructive suggestions to deepen the group discussion 

 (c) Exercising necessary leadership or followership behavior in the group 

discussion when needed 
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Course 

Description 

Upon successful completion of this course, you will have comprehensive 

understandings about the nature of working people’s mind, the various phenomena 

which occur under the situation of group work, and the mechanism of organizational 

structure. 

Also, you will be better prepared to lead your organization, either small or large, 

under solid foundations of OB theories and concepts. Cases are designed so that you 

will be gradually exposed to various simulated experiences which serve as anchors of 

your managerial behaviors in the future career. 

Good understanding of Organizational Behavior is essential for ANY roles you 

assume upon graduation, as far as you work with other people. Being equipped with 

OB knowledge, you will be more capable of handling “people-related” issues in 

organizations. 

 

 

Teaching  

Methodology 

- Case discussions 

 Group discussions in classroom 

 Each student MUST come to the class after reading and analyzing the 

case individually 

 Group discussions will take place in the classroom with pre-assigned 

group members 

 Class discussion, where each student is expected to speak up individually 

- Web-based teamwork simulation exercise and group report preparation 

- Short lectures (includes critical concepts of the week, supplementary topics, and 

the case wrap up) 

 

Prerequisite None. 

Attendance is allowed for registered students only for the day of the week as registered. 

It is not permitted that students switch the day of the class interchangeably. 

 

Assessment  

Methods 

Case Memo*      15.0% 

Group Report/Presentation on Simulation Exercise**  15.0% 

Group Peer Review     20.0% 

Class Participation (Speak-up quality and frequency)  20.0% 

Final Exam      30.0% 

 

*1-3 pages of Case Memo is due by 23:00, on Tuesday before each class. Template 

file will be provided electronically. 

** Feedback and grading will be returned to each group by Week 9 from the 

instructor. 



 3 

Textbook(s) Required Textbook:  

Robbins, S. P., & Judge, T. (2017). Essentials of organizational behavior (14th 

Global ed.). Boston: Pearson Education. 

 

Recommended books: 

Levy, P. E. (2017). Industrial/organizational psychology: understanding the 

workplace (5th ed.). New York: Worth Publishers/Macmillan Learning. 

[MLIC: 366.94-L668-2017, General Stacks Area] 

Wren, D. A., & Bedeian, A. G. (2009). The evolution of management thought (6th 

ed.). Hoboken, N.J.: Wiley. [MLIC: 335.2-W645-2009, General Stacks 

Area] 

 

Class Outline Week Topics Text Readings and Case Assignment 

1 

INTRODUCTION  Textbook: Chapter 1: Welcome to the 

World of OB 

 Case: GE’s Two-Decade Transformation: 

Jack Welch’s Leadership [HBS Case: 24 

pages] (see the bottom of this syllabus) 

 CASE MEMO SUBMISSION IS NOT 

REQUIRED FOR WEEK 1 

 

2 

ATTRIBUTES OF 

INDIVIDUALS AND 

PERCEPTION BIASES 

 Textbook: Chapters 2: Attitudes, 3: 

Emotions, 4: Personality Factors, 5: 

Perceptual Processes, and 6: Valuing 

Diversity 

 “Big 5” Personality CBT (Details TBA) 

 Case: Ben & Jerry’s Homemade Ice 

Cream Inc.: Keeping the Mission(s) Alive 

[HBS Case: 22 pages] 

 

3 

MOTIVATION  Textbook: Chapters 7: Basic Motivation, 

and 8: Applied Motivation 

 Case: Shield: Product Development in a 

Distributed Team [INSEAD Case: 10 

pages] 

 You can start the group simulation work 

for Week 5 from this week. 

 

4 

COMMUNICATION AND 

NETWORK 

 

 

 

 Textbook: Chapter 9: Communication 

 Case:  Intel in China [HBS Case: 11 

pages] 
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5 

GROUP EFFECTIVENESS 

AND TEAM DYNAMICS 
 Textbook: Chapters 10: Basics of Group 

Behavior, and 10: From Groups to 

Teams 

 Web-based Simulation Exercise: Everest 

V2 [Instruction will be given in Week 3] 

 GROUP REPORT SUBMISSION DUE 

 PREPARE 10 MIN. GROUP 

PRESENTATION 

 

(6 or 7) 

TA SESSION  Your TAs will answer whatever questions 

you may have within their capacity 

 Your attendance at the session is 

optional. Time & venue TBD. 

6 

LEADERSHIP, POWER, 

AND POLITICS 
 Textbook: Chapters 12: Characteristics 

of Leaders, and 13: Power and Politics in 

Organizations 

 Case: GE’s Two-Decade Transformation: 

Jack Welch’s Leadership [HBS Case: 24 

pages (revisited with different lead 

questions)] 

 Case: Trouble at Tessei [HBS Case: 16 

pages] 

 

7 
(NO CLASS)  No class will be held in this week 

8 

CONFLICT RESOLUTION  Textbook: Chapter 14: Conflict in 

Organizations 

 Case: Vol de Nuit: The Dream of the 

Flying Car at Lemond Automobiles SA 

[INSEAD Case: 16 pages] 

 

9 

ORGANIZATION DESIGN  Textbook: Chapter 15: Organization 

Structure and Design 

 Mintzberg, H. (2003). The Structuring of 

Organizations. In H. Mintzberg, J. 

Lampel, J. B. Quinn & S. Ghoshal (Eds.), 

The strategy process: concepts, 

contexts, cases (5th (2014) ed., pp. 201-

217). Upper Saddle River, NJ: Prentice 

Hall. 

 Case: Polycom, Inc.: Visualizing Culture 

[HBS Case: 16 pages] 
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10 

ORGANIZATIONAL 

CULTURE AND 

ORGANIZATIONAL 

CHANGE 

 Textbook: Chapters 16: Creating and 

Maintaining Organizational Culture, 17: 

Organizational Change 

 Case: JetBlue Airways: Starting from 

Scratch [HBS Case: 20 pages] 

 

11 

(EXAM) 

FINAL EXAM 

(190 min.) 
 At the beginning of the exam, we will 

conduct group peer evaluation survey  

(10 min.) 

 You will have a short case. You are 

requested to analyze the case and 

prepare your essay (maximum 3 pages 

on the answer sheet, by handwriting) 

 Other exam regulations will be explained 

during week 8 or week 9 sessions. 

 

IMPORTANT  Reading assignments are MANDATORY, especially the case materials.  

Read the textbook AND the case BEFORE coming to each class. 

 You are expected to conduct analyses on the case, based on the lead questions  

provided by the instructor. 

 Mini-lectures are NOT substitutes for textbook contents. Please read your  

textbook assignments before each class. 

 

STARTER: 

Week 1 Case 

Assignment 

 Read the GE case and prepare your answers to the following questions: 

1. Identify Welch’s transformational initiatives in chronological order 

2. Identify “Hardware” and “Software” actions that Welch undertook, 

respectively 

3. What are the relationships between “Hardware” and “Software?” Do you 

see shifts from hardware to software, or do you see hardware and software 

always together? 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Winter 

 

Course  

Course code 

MGT1050 

Course title 

Strategic Management 

Name of Instructor Toshiro Wakayama Credits: 2 

Instructor’s contact 

Information 

Office:  

 

Office Hours: 

After class or by appointment 

E-mail:  

Class Schedule  

Day / Time 

TBA 

 

COURSE DESCRIPTION 

Motivation: The challenge and dilemma of strategic management 

What is strategy? The answer to this question varies among different schools of strategy studies. However, it 

is generally agreed that the firm’s strategy, as a whole, is essentially of an integrative nature and does not 

break into parts that can be separately addressed.  Yet, in an individual managerial situation, the manager 

must focus on the specific strategic task as if it were a separable part of the whole strategy. How does the 

manager comprehend the whole of the strategy if it is not a collection of parts? How does the manager 

successfully complete a specific strategic task if it is an inseparable part of the whole? Clearly, the dilemma 

to manage here is to maintain the undisturbed focus on the part while developing a broader picture of the 

whole.  

Learning Objectives  

This course is an introduction on the fundamentals of strategic management. It introduces the basic tools, 

concepts and frameworks useful in conceiving a firm’s strategy as an irreducible whole. Throughout the 

course, the essential task of students is to develop the ability to take an integrative perspective when making 

a decision in a specific business situation.  

Important Note 

This course serves as a critical prerequisite to advanced strategy courses in subsequent terms, namely Global 

Strategy (when offered) and Innovation and New Business Creation. No students can register for these 

advanced strategy courses without taking this basic course, Strategic Management, or its equivalent at the 

graduate level at other institutions.  
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Specific GSIM Learning Objectives addressed in this course 

GSIM as a whole is committed to a range of Learning Objectives, among which this course addresses the 

following:  

Learning Objective [L3-2]: Ability to listen and have empathy for other people as a fundamental quality of 

effective leadership 

Learning Objective [L5-1]: Mastery of key concepts in strategic management 

Learning Objective [L6-1]: Ability to apply strategy concepts in specific business settings, recognizing both 

internal and external strategic contexts.  

Assessment “Traits” and Means 

Trait [A]: Clear indications of listening patiently and carefully to other people in group discussions 

Trait [B]: Constructive responses to complement and build on the opinions of other people in group discussions 

Trait [C]: Non-agitated, friendly responses (verbal or nonverbal) to express disagreement to suggestions, 

opinions, or perspectives by other people in group discussions 

Trait [D]: Accurate understanding of key concepts in strategic management 

Trait [E]: Clear indications of identifying and applying proper strategy concepts to strategic issues 

in specific business settings 

Trait [F]: Clear, well-structured strategic reasoning in analysis of specific business issues 

Trait [G]: Clear indications of understanding and applying integrative perspectives to strategic issues in specific 

business settings 

 

 [A] [B] [C] [D] [E] [F] [G] Assessment Means 

L3-2 ✓ ✓ ✓     

Extensive peer assessment survey on case 

analysis group discussion that takes place on 

weekly basis throughout the course 

L5-1    ✓ ✓ ✓  
Final exam essay on strategy analysis of 

specific business issues from case materials 

L6-1     ✓ ✓ ✓ 
Final exam essay on strategy analysis of 

specific business issues from case materials 
 

Assessment Weights 

▪ Final Exam (Case Analysis): 30% (15% on L5-1, and 15% on L6-1) 

▪ Case Memos (Group): 20% 

▪ Peer Evaluation: 25% (10% on L3-2) 

▪ Class Participation: 25% 

Prerequisite: None 

 

Course 

Materials 

Required:  

▪ Textbook 

 Contemporary Strategy Analysis (text only, without cases), 9th Edition, R. Grant, 

Wiley, 2016 

▪ Journal Article 

 What is Strategy? M. Porter, Harvard Business Review, 

November-December 1996. 
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▪ Cases 

 Cola Wars Continue: Coke and Pepsi in 2010, 711462-PDF-ENG, Harvard 

Business School, May 2011 (revised). 

 Delta Air Lines (A): The Low-Cost Carrier Threat, 704403-PDF-ENG, 

Harvard Business School, January 2005 (revised).  

 Matching Dell, 799158-PDF-ENG, Harvard Business School, June 1999. 

 Strategic Planning at United Parcel Service,  306002-PDF-ENG, 

Harvard Business School, June 2006 (revised) 

 P&G Japan: The SK-II Globalization Project, 303003-PDF-ENG, Harvard 

Business School, March 2004 (revised).  

 Google Inc. in 2014, 915004-PDF-ENG, Harvard Business School, June 

2017 (revised). 

Class 

Outline 

Session Theme Readings 

1, 2 

Introduction  

▪ Course Overview 

▪ What is Strategy? 

Readings 

▪ What is Strategy? M. Porter, Harvard Business 

Review 

▪ CSA1 

 A Brief History of Business Strategy 

(12~15) 

 Strategy Today (15~21) 

 How is Strategy Made? The Strategy 

Process (21~25) 

3, 4 

Analysis of the External 

Environment 

▪ Industry Structure: 

Five Forces Analysis 

▪ Industry Dynamics 

 

Readings: 

▪ CSA 

 Analyzing Industry Attractiveness (66~76) 

Case: 

▪ Cola Wars Continue: Coke and Pepsi in 2010. 

 

                                                   
1 Course Textbook: Contemporary Strategy Analysis, 9th edition, 2016. For each reading assignment, read the 

designated sections in the CSA textbook (pages in parentheses). You may skip “Strategy Capsules” in assigned 

sections.  
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5, 6 

Analysis of Internal 

Capabilities 

▪ Resources and 

Capabilities 

▪ Value Chain 

▪ Systemic View of 

Capabilities 

 

Readings: 

▪ CSA 

 The Role of Resources and Capabilities in 

Strategy Formulation (114~118) 

 Identifying Resources and Capabilities 

(118~126) 

 Appraising Resources and Capabilities 

(126~130) 

Case: 

▪ Delta Air Lines (A): The Low-Cost Carrier 

Threat 

7, 8 

Sources of Competitive 

Advantage 

▪ Cost Advantage 

▪ Differentiation 

Advantage 

Readings: 

▪ CSA 

 Types of Competitive Advantage: Cost and 

Differentiation (178~178) 

 Cost Analysis (178~186) 

 Differentiation Analysis (186~197) 

Case: 

▪ Matching Dell 

9, 10 

Strategy Process 

▪ Planning Process 

▪ Emergent Strategy 

 

Readings:  

▪ CSA 

 From Strategy to Execution (141~144) 

 Scenario Analysis (224~225) 

Case: 

▪ Strategic Planning at United Parcel Service 

11, 12 

Multinational Strategies 

(Geographical Scope) 

▪ National Diamond 

Framework 

▪ Global Efficiency 

▪ Local 

Responsiveness 

▪ Worldwide 

Innovation and 

Learning 

Readings: 

▪ CSA 

 Analyzing Competitive Advantage in an 

International Context (315~318) 

 Internationalization Decisions: Locating 

Production (318~322) 

 Internationalization Decisions: Entering a 

Foreign Market (322~324) 

Case: 

▪ P&G Japan: The SK-II Globalization Project 
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13, 14 

Diversification (Product 

Scope) 

▪ Motives for 

Diversification 

▪ Competitive 

Advantage from 

Diversification 

Readings: 

▪ CSA 

 Motives for Diversification (343~348) 

 Competitive Advantage from 

Diversification (348~352) 

Case: 

▪ Google Inc. in 2014 

15, 16 

Wrap-up 

▪ Guest Speaker 

(Possibly scheduled 

earlier) 

▪ Course Wrap-up  

Case questions for Final Exam to be announced 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020 

Term: Winter 

 

Course  

Course code 

MGT1280 

Course title 

Corporate Social Responsibility 

Name of Instructor Tsutomu Yokose Credits: 1 

Instructor’s contact 

Information 

Office# 

 

Office Hours 

 

E-mail: 

 

Class Schedule  

Day / Time 

TAB 

 

Role and  

Purposes 

 

This course contributes to the achievement of 3 learning objectives mentioned below. For 

the purpose of accomplishment of these objectives, this course provides….. 

 

Course 

Learning 

Objectives 

Upon completion of this course, student will be able to: 

(1) Clearly identify the central problem/issue to demonstrate understanding of 

socially responsible leadership concepts and practices   

(LG2-1)  

(2) Outline strategies for socially responsible companies (LG2-2) 

(3) Demonstrate ability to illustrate key reasons why socially responsible leadership 

is integrated into mainstream business operations through global value chain 

(LG2-3) 

Course 

Description 

Corporate Social Responsibility (CSR) or sustainability is an increasingly important area for 

corporate managers (and for public policymakers) to handle in global business operations. 

Climate change is an example of sustainability issues. What strategic and management 

vision to demonstrate towards global climate change is a key strategic and managerial 

issue for the companies in the energy-intensive industry sectors. Human rights are another 

example of sustainability issue. For the companies operating in the developing countries 

(such as oil and gas, chemical, pulp and paper, and trading companies), poor strategy and 

management of human rights often addresses serious risk to their business in the global 

market. 

 

This course introduces essential concepts and practices of sustainability management. We 

will examine several company case studies through the course to understand how the 

leading companies cope with different sustainability issues such as human rights, the 

environment, product safety and labor relations. Through the case studies, we will explore 

how companies strategize and operationalize sustainability in practice. We will also pay 
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attentions to the roles of different stakeholders surrounding them including customers, 

shareholders and employees as well as suppliers, financial institutions, governments and 

local communities. With the understanding of the practices of sustainability management, 

we will review key theoretical approaches in sustainability management to gain a 

conception foundation on this subject.  

 

Some questions that we address in this course are following: 

 

1) What are the leading examples of CSR or sustainability management among 

companies? 

2) How are the companies dealing with global CSR or sustainability issues such as SDGs 

(Sustainable Development Goals), ESG (Environment, Social, Governance), and 

climate change? 

3) What are the drivers for the companies to formulate sustainability strategy and 

management? Are they external and/or internal drivers? Are there any pressures from 

the external environment for the companies to cope with sustainability such as 

regulatory, social, market and technological pressures? 

4) How do investors consider the companies that have better sustainability strategy and 

management? Do they consider it as part of company’s intangible values? How does 

sustainability strategy and management relate to competitiveness of the companies in 

the global market? 

5) How do the companies deal with CSR or sustainability issues through their global 

supply chain? 

 

Teaching  

Methodology 

Lectures and group case presentations/discussions 

 

Prerequisite There are no prerequisites to take this course. 

 

Assessment  

Methods in  

Alignment with  

Intended  

Learning 

Objectives 

 

  Learning Objectives 

Assessment methods (1) (2) (3) 

Class Attendance 60% 20% 20% 

Group Case 

Presentation 60% 20% 20% 

Essay 20% 40% 40% 

Final Exam 20% 40% 40% 

Weight on Final 

Grade 50% 25% 25% 

Notes: 

(1). The last row lists the weights of each learning objective on the final grade. 

Textbook(s) There are no required textbooks in the course. The case materials will be distributed 

through the administration office.  
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Class Outline Session Theme/Case Readings/Study questions 

1 Course introduction and 

overview 

Lecture: Corporate 

Sustainability Strategy 

 

2 Lecture: Evolution of 

Corporate Social 

Responsibility 

 

3 Lecture: Concepts and 

Theories of Corporate Social 

Responsibility 

 

4 Case 1: Climate Change in 

2018: Implications for 

Business  

Case 2: Passion and 

Strategy: Novozymes’ 

Embrace of the UN 

Sustainable Development 

Goals  

Case 3: ESG Metrics: 

Reshaping Capitalism 

Reading: Case materials 

5 Case 4: International Rivers 

Network and the Bujagali (A) 

Reading: Case material 

6 Lecture: Global 

Environmental Issues and 

Human Rights Issues 

 

7 Case 5: Microsoft's 

Unlimited Potential 

Reading: Case material 

8 Lecture: Creating Shared 

Values 

Wrapping-up 

 

9 Final exam  

10 Final exam  

Others (if any) There are two assignments in this course. The first assignment is a summary for case 

studies. For each case study, I will ask groups of students in the classroom to produce a 

summary of a case study and make a 15-20 minutes presentation. You are expected to 

do this presentation once during the class. The second assignment is a take-home essay. 

The topics of the essay as well as the instructions on the essay will be provided in class. 

You are expected to submit a printed version of your essay at the beginning of the 

last class (Session 8) in semester. 

 

The above class outline is tentative. The choice of the case materials as well as the 

contents of the course are subject to change. 
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INTERNATIONAL UNIVERSITY OF JAPAN 

Graduate School of International Management 

Academic Year: 2019/2020  

Term: Winter 

 

Course  

Course code 

MKG1010 

Course title 

MARKETING MANAGEMENT 

 

Name of Instructor ALESSANDRO COMAI Credits: 2 

Instructor’s contact 

Information 

Office  Office Hours 

 

E-mail:  

 

Class Schedule  

Day / Time 

 

 

COURSE DESCRIPTION 

LEARNING OBJECTIVES: 

- LO1 To demonstrate a global understanding of Marketing knowledge (AACSB L5-4) 

- LO2 To able to identify and define the marketing mix according to the specific target 

market. 

- LO3 To be able to use the core marketing components for preparing a professional 

Marketing Plan. 

 

RATIONALE: 

Understanding the markets and delivering value in a highly and increasing competitive domestic 

and global market is fundamental task for every firm. Although theses issues are generally 

accepted by managers, many cases show failures in product launched due to the poor analysis 

and understanding of the markets. Thus, managers need to consider Marketing as a major 

contributor for understanding how to deliver value to clients and consumers. Additional, it is 

important to know how to work with the marketing area and how to build cross team for bridging 

certain gaps when the company works in innovative projects.  

Marketing is a key component not only for consumer oriented companies but also for business to 

business.  This core marketing management course wants to provide the basic marketing 

principles as well as tools and methodologies to create a successful marketing plan.   

 

Delivery Method: 

COURSE STRUCTURE: 

The course will use interactive session supported by discussions, case studies, practical 

exercises and presentations. 
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TEACHING METHOD: 

The course is based on a hands-on workshop approach. Students will apply Marketing tools and 

concepts using real cases. Most of the classes are divided into two sessions:  

 

1. Lecturing: theory, frameworks, and cases are presented to acknowledge students to the 

subject and content of the unit. This session helps introduce students to the exercise.   

2. Practicing: working with exercises allows students applying concepts, practicing MI and 

understand the several mechanisms. This session involves group work.   

 

Each student is highly encouraged to take an active participation by discussing and adding 

his/her own contribution to the class.  

 

Assessment: 

 

 

PERSONAL and GROUP PROJECT (50% of total grade) 

Each group (5 students max) will work on a real case company. The work should apply 

all the concepts described in the course and specifically it focuses on the several 

components of the Marketing plan. Each student will be responsible of a specific step. 

The evaluation of each student is based on the overall group performance (1/2) and their 

specific part (1/2). The group need to submit a report (7,500-10,000 words). 

 

GROUP POSTER and PRESENTATION (20% of total grade) 

Each group need to prepare visual poster (A0 format) which summarizes the report. The 

poster is used to present the work to other class members. 

 

PERSONAL ATTENDANCE and PARTICIPATION (30% of total grade) class discussion 

and in-class group or individual exercises. Student’s contributions are evaluated by: 

questions, comments, different viewpoints, presentations, and participation. 

 

 Learning 

Objectives  

  

Assessment method Lo1 Lo2  Lo3 

Home work and 

preparation 

20%   

Attendance and 

Participation 

80% 40%  

Personal Work  20% 20% 

Group Work  20% 50% 

Final Presentation  20% 30% 

Weight on Final Grade 30% 20% 50% 
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Prerequisites: none 

 

Textbook 

(s) 

Required:  

The textbook used is:  
 
Kotler, P. and K. L. Keller (2015) Marketing Management, 15th Ed. Global 
Edition, Pearson. 

Students will be invited to prepare the class by reading articles or case 

studies for almost each of unit. The reference of this material can be found 

in the description of each session. Students will be asked to read specific 

chapters/articles. There is no need for students to purchase textbooks. 

Some text is freely available on the internet, and other materials such as 

case studies will be announced by the instruction in digital form before any 

classes.  

 

 Session Theme/Case Readings/Study questions 

 1.1 Understanding 

Marketing 

Management 

and Marketing 

Planning 

After reviewing the course contents, evaluation process and 

objectives, the session introduces students to the fundamentals 

of Marketing Management. It also describes the contents of the 

marketing plan by providing the marketing plan framework 

 

1. Why marketing is important? 

2. What are the core concepts in marketing?  

3. What are the benefits and how to deliver value? 

 

Chapter 1: Defining Marketing for the New Realities. 

Chapter 2: Developing Marketing Strategies and Plans. 

 1.2 Workshop 

session 

(Marketing 

Planning) 

Students will become familiar with the marketing plan framework 

by working on a short case.  

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Prepare the structure of a generic marketing plan 

2. Understand the difference of a strategic planning between 

corporate, division and business unit level 

3. Understand the process used from marketers to prepare the 

marketing plan. 
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A short text for preparing the plan will be provided by the 

instructor. Suggested reading: Sorger, S. (2012) Marketing 

planning: where strategy meets action. 1st Edition. Pearson. 

 

 2.1 Marketing 

research, 

Intelligence 

and Insights 

This session focuses on how to build an advanced Marketing 

information system which create a intelligence decision driven 

process. 

1. What are the key components of modern marketing 

information systems? 

2. How to use Primary and secondary sources? 

3. How to detect opportunity using Environmental analysis? 

 

Chapter 3: Collecting Information and Forecasting Demand. 

Chapter 4: Conducting Marketing Research. 

Suggested reading: Comai, A. and J. Tena (2006). “Mapping 

and Anticipating the competitive landscape.” Emecom. 

Barcelona.  

 2.2 Workshop 

session 

 

Using real case companies, students will asses their Marketing 

intelligence system and evaluate the sources utilized by the 

companies. Student will also understand the difference between 

Marketing Intelligence and Marketing Research. 

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Assess the nine components of a marketing intelligence. 

2. Understand the difference of a Corporate and departmental 

function 

3. Define the marketing research requirements. 

 

Suggested reading:  Comai, A and J. E. Prescott (2005). 

“Establishing a World-Class Competitive Intelligence Function.” 

Emecom. Barcelona. 

 

 3.1 Consumer 

Behavior & 

Market 

segmentation 

This session provides a fundamental understanding about the 

consumers purchasing process and how to define the target 

market based on segmentation. 

 

1. What are the key components and what are the factors that 

influence the buying decision process of consumers? 

2. In what ways companies divide consumer markets into 

segments? 
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3. How companies choose the most attractive target markets? 

 

Chapter 6: Analyzing Consumer Markets. 

Chapter 8: Identifying Market Segments and Targets. 

Suggested reading: Hawkins D., Mothersbaugh D. and R. Best 

(2016) Consumer Behavior. McGraw-Hill Irwin, 10th edition. 

 3.2 Workshop 

session 

(Consumer 

Buying 

process) 

Using a practical exercise, students will prepare an example 

about how consumer segment goes trough the five steps of the 

decision making process.  

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Apply the framework and identify all the steps 

2. Define key touch-points and prepare actions needed to 

improve consumer experience    

3. Do basic segmentation and choose the most attractive target 

markets. 

 

Suggested reading: Hawkins D., Mothersbaugh D. and R. Best 

(2016) Consumer Behavior. McGraw-Hill Irwin, 10th edition. 

 

 4.1 Value 

proposition: 

Product, Price 

and Market 

Channels 

This session provides focuses on creating the conditions to add 

value to customer through an integrated manner.  

   

1. How companies innovate using new product developing? 

2. How do consumers evaluate prices and how should a 

company set prices for products or services? 

3. How can a firm develop and establish an effective positioning 

in the market? 

 

Chapter 15: Introducing New Market Offerings 

Chapter 16: Developing Pricing Strategies and Programs 

Chapter 17: Designing and Managing Integrated Marketing 

Channels 

 4.1 Workshop 

session 

(Marketing 

Value 

proposition) 

 

 

Based on the objective defined in the previous session, this 

workshop applies using a marketing canvas framework.  

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Understand the role of marketing in any business model.  

2. Know the key steps of the product innovation funnel. 
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3. Identify potential areas for growth opportunities. 

 

 5.1 Brand 

Management  

This session is dedicated to brand positioning and how to create 

a strong identity in the minds of consumers.  

 

1. What is a brand and how brands successfully differentiate 

themselves? 

2. What is brand equity and how is it built? 

3. How do companies successfully position their brands? 

 

Chapter 10: Crafting the Brand Positioning 

Chapter 11: Creating Brand Equity 

 5.2 Workshop 

session (Brand 

Management) 

 

 

This workshop is dedicated to the management of perceived 

brand analyzing Points-of-Difference and Points-of-Parity on 

perceptual maps. 

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Identify the difference between competitive brands and 

consumer preferences 

2. Establish a brand positioning strategy 

3. Define alternative approaches to positioning 

 

 6.1 Communicatio

n and Digital 

Marketing 

This session introduces students to the development and the 

management of advertising programs. Do do so, student will 

learn the elements of the communications process to build 

effective communications.    

 

1. What is the role of marketing communications and what is the 

marketing communications mix? 

2. What steps are required in developing an advertising 

program? 

3. How digital medium and channels works in the marketing 

communication strategy? 

 

Chapter 19: Designing and Managing Integrated Marketing 

Communications. 

Chapter 20: Managing Mass Communications 

Chapter 21: Managing Digital Communications 

Chapter 22: Managing Personal Communications 
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 6.2 Workshop 

session 

(Digital & 

Traditional 

Communicatio

n) 

During the workshop, students will work on a marketing 

communications mix plan using both off-line and on-line 

medium. 

   

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Identify the difference between digital and traditional 

communication medium 

2. Design an integrated communication strategy.    

3. Evaluate strengths and weakness of each medium used.  

 

 

 7.1 Global 

Marketing and 

Ethics  

This session introduce student to  

 

1. What factors should a company review before deciding to go 

abroad and How can companies evaluate and select specific 

international markets to enter? 

2. What are the differences between marketing in a developing 

and a developed market? 

3. What is Marketing Ethics and how should be used in its 

corporate social responsibility strategy? 

 

Chapter 8: Tapping into Global Markets. 

Chapter 23: Managing a Holistic Marketing Organization for the 

Long Run 

 7.2 Workshop 

session 

(Conflicts of 

Ethics) 

Students will be asked to manage several ethical issues and 

recognize the diversity of point of views. To accomplish the main 

purpose, short cases and an individual exercise will be proposed 

during this interactive session.  

 

Specific Learning outcomes. After participating in this workshop, 

students should be able to: 

1. Understand what is marketing ethics and how manage issues 

2. Recognize and deal with ethical conflicts 

3. Start building a code of ethics based on the multiple variables 

and models 

 

Reading: Comai A. (2003). “Global Code of Ethics and 

Competitive Intelligence Purposes: an Ethical Perspective 

on Competitors.” JCIM. 
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 8.1 Workshop 

session 

(Creating and 

Implementing 

the Marketing 

Plan) 

This Workshop is devoted to group presentations about case 

companies. Students will present their  marketing plan using a 

poster and discuss further action for the implementation 

strategy. 

 8.2 Summing-up 

and closing 

session 

This concluding session finalizes the course with some key take-

away. Student are asked to have an active role in reviewing the 

core concepts exposed in the course.  

Keyword

s 

Marketing Management, Marketing Principle, Marketing research, Marketing 

Intelligence, Consumer Behavior, Market segmentation, Brand Management, Pricing, 

Communication, Digital Marketing, Global Marketing, Ethics. 

 



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

ACT4100401 

Course title 

Financial Statement and Business Analysis 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# 

325 

Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

aclee@iuj.ac.jp 

Class Schedule Day / 

Period 

Wed.4〜5 

 

 

Course Description This course introduces standard frameworks of financial statement 

analysis. Main approach is fundamental analysis. Various techniques will 

be introduced to extract information from financial statements, analyse 

it, build scenarios, and to determine corporate value. Participants who 

would like to work as a financial analyst or a financial manager will get 

the most of benefits. The course will also cover various situations 

through actual financial statements, cases, and current issues. 

Delivery Methods The course will start with a short lecture to introduce the core 

framework. The rest of classes will be operated as discussion in workshop 

style. It relies heavily on participants’ pre-study of reading 

materials. Participants are expected to perform all reading assignments 

and exercises prior to attending a class. Students are required to attend 

two lectures each week. In every class meeting, students are expected to 

participate in a quiz, discussion and problem solving. 

Assessment Grades are based on total points earned on quizzes, an examination, group 

assignments and participation. 

 

Paticipation   15% 

Quizzes         9% 

Group work     40% 

Final exam     36% 

Total         100% 

Prerequisites The course will assume you have reasonable understanding of Financial 

Accounting (ACT1010) and Corporate Finance (FIN1010). 

It would be helpful if you take 'Practice in Financial Accounting' in 

Fall term before you take this course. 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: Equity Valuation and Analysis, b)Edition: 4, c)Author: Lundholm 

and Sloan , d)Publisher: Createspace Independent Pub, e)Year: 2017, 

f)ISBN: 978-1548118921 

a)Title: Financial Statement Analysis and Security Valuation, b)Edition: 

5, c)Author: Penman, d)Publisher: McGraw-Hill, e)Year: 2012, f)ISBN: 978-

0071326407 

a)Title: Value: the Four Cornerstones of Corporate Finance, b)Edition: 1, 

c)Author: Koller, Dobbs, and Huyett, d)Publisher: John Wiley and Sons, 



e)Year: 2011, f)ISBN: 978-0470424605 

a)Title: The Most Important Thing Illuminated: Uncommon Sense for the 

Thoughtful Investor , b)Edition: 1, c)Author: Marks, d)Publisher: 

Columbia University Press, e)Year: 2013, f)ISBN: 978-0231162845 

 

Note on Textbooks 

and Reference Books 

Articles and cases will be arranged later. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Framework of 

financial statement 

analysis 

[1] Ch 1 

[3] Ch 6 

2 Market efficiency 

and implications 

Equity investment 

and analysts (self 

study) 

 

3 Valuation review I [1] Ch10 

[2] Ch 3 

4 Valuation review II [1] Ch10 

[2] Ch 5-6, 14 

5 Case analysis TBA 

6 Valuation review III [1] Ch10 

[2] Ch 4 

7 Catch up 

Price multiples 

[1] Ch11 

[2] Ch 5-6 

8 Growth 

Forecasting earnings 

and cash flows 

[1] Ch 7 

9 Case analysis TBA 

10 Cost of capital [1] Ch 9 

[2] Ch 19 

11 Case analysis TBA 

12 Ratio analysis I : 

Profitability 

[1] Ch 5 

[2] Ch 12-13 

13 Ratio analysis II : 

Connecting ratios to 

valuation 

[1] Ch 5 

[2] Ch 12-13 

14 Case analysis TBA 

15 Catch up or 

Accounting/Industry/ 

Strategy analysis 

[1] Ch 3 

16 Case analysis TBA 

Others 'Audit' is not allowed. 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

FIN4400401 

Course title 

Advanced Corporate Finance 

Name of Instructor Chow, Yuen Leng Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

By Appointments 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description Course Description 

This course introduces the financial analysis of capital investments and 

projects. Recent rapid technological innovation and globalization change 

existing business faster than ever. Companies must modify their business 

models all the time. Business reorganization such as M&A might be needed. 

These considerations should be based on how these actions improve the 

enterprise value. This course provides basic financial tools for decision 

making such as cost-volume-profit analysis, forecasting future cash 

flows, and discount cash flow method to calculate the enterprise value, 

etc. We also discuss sophisticated methods such as real options which can 

incorporate the flexibility of strategy into valuation. 

 

Learning Objectives 

This course is primarily designed to provide, through cases and lectures, 

in-depth analyses of concepts and techniques used in capital budgeting. 

We deal with standard discount cash flow (DCF) methods to evaluate the 

value of the corporation. We start from the concept of future and present 

values, interest rates, compound interest. We also learn capital asset 

pricing model (CAPM) to consider the appropriate discount rate to apply 

DCF. We also introduce the concept of risk-neutral valuation if 

estimation of discount rate is difficult. We will learn the basics of 

financial statements and their analysis in order to forecast the future 

cash flows. Traditional DCF has drawback as this could not capture the 

flexibility of managerial decision making. We study real options and how 

to apply this approach into the valuation. Upon completion of corporate 

finance 

Students are able to make investment decisions 

Students are able to utilize financial statements to evaluate the 

corporate value 

Students are able to apply several capital budgeting tools in real world 

settings such as global 

M&A 

 

Career Relevance 

The basic knowledge of corporate finance is necessary in decision making 

and implementation of the corporate strategy. Knowledge of corporate 

finance is essential for managers of both financial and non-financial 

institutions. Knowledge of corporate finance is not only for financial 



mangers but also for any other types of employee at the corporation. 

Sales person, non-financial managers, and even engineers could have 

communication tools with financial managers. By knowing corporate 

finance, all employee could commit to the corporation in order to improve 

the corporate values. As for financial professionals, they could make 

appropriate decision which could improve the corporate values. These 

knowledges are typically important for Japanese managers as many Japanese 

corporations suffer from low valuation in the stock markets in comparison 

to other stock markets. 

 

Course Context or Rationalization 

This course is related to financial statement and business analysis, debt 

financing and bond markets, portfolio management, derivatives securities, 

and risk management. In order to take advanced courses in finance, 

knowledge taught in the corporate finance is vital. Advanced corporate 

finance requires quantitative skills for valuation. Corporate finance 

cover basic skills in valuation extensively. 

 

Delivery Methods Course materials consist of cases, power point slides, book chapters, 

various articles, a few exercise problems, homework pieces, and the final 

report at the end of the term. The final report involves the valuation 

technique learnt in the class. Power points slides and other class 

materials will be distributed via email. The level of students 

understanding will be checked by means of case analysis and scheduled 

presentation throughout the term. All students are required to analyze 

all cases before classes for active discussion while only two or three 

groups are asked to present each case per week. Full preparation and 

attendance are both required for all of the scheduled sessions in this 

course. All students are expected to be actively involved in class 

discussion, especially, in case discussion. 

Assessment 1. Case Analysis / Write-ups (Group)             25% 

2. Presentations (Group)                                  25% 

3. Participation / Active Involvement in Discussion (Individual) 25% 

4. Final Report (Group)                                          25% 

Students are asked to form six teams which have 3-6 students. Each team 

will be asked to present one case and turn in one write-up of the case 

they present. All teams must fully solve and be ready to discuss each 

case. I will call on and ask questions of the teams not presenting 

particular case and the response given will affect that individual’s 

grade of “Participation/ Active Involvement in Discussion” which 

provide 25% of your grade. 

 

Prerequisites Corporate Finance and Financial Accounting or consent of instructor 

Textbook(s) Required: 

a)Title: Principles of Corporate Finance, b)Edition: 12, c)Author: 

Brealey, R. A. and Myers, S. C. , d)Publisher: McGraw Hill Higher 

Education, e)Year: 2013, f)ISBN: 9781259253331 

 

Reference Books / Journal Articles: 



a)Title: Financial Modeling, b)Edition: 4, c)Author: Benninga, S, 

d)Publisher: MIT, e)Year: 2014, f)ISBN: 860-1401358411 

a)Title: Real Options: A Practitioner's Guide, b)Edition: revised, 

c)Author: Copeland, T. and Antikarov, V, d)Publisher: Cengage Learning, 

e)Year: 203, f)ISBN: 978-1587991868 

a)Title: isk Management & Insurance, b)Edition: 2nd, c)Author: 

Harrington, S. and Niehaus G., d)Publisher: McGraw-Hill/Irwin, e)Year: 

2007, f)ISBN: 978-0071232449 

a)Title: Ｏｐｔｉｏｎｓ，ｆｕｔｕｒｅｓ，ａｎｄ ｏｔｈｅｒ ｄｅｒｉ

ｖａｔｉｖｅｓ, b)Edition: , c)Author: Ｊｏｈｎ Ｃ． Ｈｕｌｌ．,Ｊｏ

ｈｎ‖Ｃ．, d)Publisher: Ｐｅａｒｓｏｎ, e)Year: 2015, f)ISBN: 978-

0133456318 

a)Title: Fundamentals of Futures and Options Markets, b)Edition: 9, 

c)Author: Hull, J. C, d)Publisher: Princeton Hall, e)Year: 2016, f)ISBN: 

978-0134083247 

 

Note on Textbooks 

and Reference Books 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 Course Overview 

Introduction I 

1) Review of Valuation 

Present Value, Valuing 

Bonds and Stocks 

Required Reading: 

BM (Chapter 1-4) 

Optional/Additional 

Readings: 

Hull (Chapter 1, 9 and 10) 

2 Introduction II 2) Review of Financial 

Analysis 

Financial Analysis, 

Planning, and Working 

Capital Management 

Required Reading: 

BM (Chapter 28-30) 

3 Risk and Return 3) Capital Asset Pricing 

Model 

Required Reading: 

BM (Chapter 8&9) 

4 Investment Criteria 4) Net Present Value and 

Other Investment Criteria 

Required Reading: 

BM (Chapter 5) 

 

5) Making Decision with Net 

Present Value Rule 

Required Reading: 

BM (Chapter 6) 

 

Assignment: Analyzing Case 



1 

5 Case 1: Anandam 

Manufacturing 

Company: Analysis of 

Financial Statements 

(Ivey W16204) 

Learning Objective: 

1. To understand how to 

conduct the financial 

analysis of the corporation 

2. To understand how bank 

officers make loan decision 

observing financial ratios 

3. To understand how to 

improve the financial 

ratios so that the 

corporation is more 

attractive for both 

shareholders and debt 

finance providers 

6 Mergers and 

Acquisition 

5) Mergers and Acquisition 

Required Reading: 

BM (Chapter 31) 

Assignment: Analyzing Case 

2&3 

7 Case 2: 

Monmouth, Inc. (HBS 

Case) 

 

Case 3: 

Telefónica’s Bid 

for the Mobile 

Market in Brazil (A) 

(IMD case) 

Learning Objective: To 

understand how to calculate 

the value of corporation 

using the case of M&A. 

 

 

Learning Objective: To 

understand how to calculate 

the value of corporation in 

global M&A context and the 

impact of synergies on the 

corporate value 

8 Corporate 

Restructuring 

 

 

Final Report 

Instruction 

6) Leveraged Buyout and 

Management Buyout 

Required Reading: 

BM (Chapter 32) 

 

Final report should include 

the valuation of the 

corporation using the 

cases. Cases include cross-

border M&A, Leveraged 

Buyout, Management Buyout, 

etc. 

 

Assignment: Chose the cases 

for the final report and 

Analyzing Case 4 

9 Case 4: Frank Baker: Learning Objective: To 



Siris Capital Group 

and Titan Systems 

understand how to evaluate 

when conduct LBO and the 

risks associated with LBO 

10 Advanced Investment 

Criteria 

7) Real Options 

Required Readings: 

BM (Chapter 20, 21, 22) 

Assignment: Analyzing Case 

4 

11 Case 5: Fast Ion 

Battery (HBS) 

 

Case 6: NetFlix.com, 

Inc (HBS) 

Learning Objective: To 

understand the theory of 

real options methods and 

the applications of real 

options methods using 

imaginary case 

 

Learning Objective: 

To understand 

1. how to make a decision 

if the future is uncertain 

2. how to use Real Option 

Approach properly in 

venture corporation 

valuation. 

12 Advanced Topics in 

Corporate Finance I 

8) Financing Decision, 

Capital Structure, and 

Payout Policy 

Required Reading: 

BM (Chapter 14-19) 

 

9) Behavioral Finance 

Required Reading: 

BM (Chapter 13) 

13 Advanced Topics in 

Corporate Finance II 

10) Enterprise Risk 

Management 

Required Reading: 

BM (Chapter 26, 27) 

Optional Reading: 

H&N (Chapter 10, 20-23, 26) 

14 Leeway 

 

Preparation for the 

final presentation 

Leeway 

 

Discuss with instructor or 

other members in the class. 

Preparation for the 

presentation etc. 

15 Final Presentation Learning Objective: to 

understand the application 

of capital budgeting 

methods using the real 

world case. 



16 Final Presentation Learning Objective: to 

understand the application 

of capital budgeting 

methods using the real 

world case. 

Others Class size limit: 36 

 

Final Report: Valuation Project 

1. pick up a real-world case involving capital budgeting methods (DCF or 

Real Options) cases include but not limited to M&A, LBO, MBO. 

2. use real-world data as much as possible. Data includes stock prices, 

financial information, macroeconomic indicators etc. 

3. Write a report as M&A advisor and recommend the affordable price for 

M&A etc. 

 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

JDP4090401 

Course title 

Japanese Style Management and Corporate Governance 

 

Name of Instructor Lee, Hyunkoo Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

Wed 3:00-4:30PM or 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description This course will introduce Japanese style management. It was established 

amid social chaos after World War II and has evolved into a unique 

management system which is distinct from a typical textbook model. This 

new system eventually led Japanese companies to rapid growth and 

worldwide success. While a business theory may envision universal 

business principles, an actual management system is constrained by 

various business environments. It is natural that a management system 

differs depending on a country where it is adopted. Japanese management 

system is also deeply rooted in its national culture and history. The 

creation of Japanese management system was an adaptation process of 

business theory to its unique environments. Its success was not 

accidental, but based on sound economic rationality. That’s why it is 

interesting to examine why Japanese style management worked in Japan. 

This course will review Japanese style management’s historical 

background and economic rationality behind it. 

 

Japanese management system is also intertwined with a unique corporate 

governance system which emphasizes the welfare of employees and long-term 

relationships. This system is contrasted with Anglo-Saxon corporate 

governance system which focuses on the sovereignty of shareholders. This 

course will examine the impact of Japanese corporate governance system on 

various management practices in Japanese companies. 

 

Japanese management style is still evolving as Japan’s business 

environments are changing. There have been heated discussions on the 

effectiveness of Japanese style management in the rapidly changing world. 

This course will try to explore future evolution and the role of Japanese 

style management. 

 

Delivery Methods Two weekly sessions. Lectures, quizzes, case discussions, and 

presentations in a workshop style. All students should be able to 

participate in discussion. 

Assessment The grade will be based on the following guideline: 

 

Class discussion        20% 

Group Presentation      11% 



Quizzes                  9% 

Final exam              30% 

Case reports            30% 

Total                  100% 

 

 

Prerequisites There is no prerequisite. This course does not require a technical 

background. 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: 21-st Century Japanese Management, b)Edition: 1, c)Author: 

Abegglen, d)Publisher: Palgrave Macmilan, e)Year: 2006, f)ISBN: 978-

1403998767 

 

Note on Textbooks 

and Reference Books 

Articles and cases will be arranged later. 

Class Outline Session Theme / Case Readings / Study Questions 

1 Course outline 

Characteristics of 

Japanese style 

management 

 

2 Corporate governance 

I 

 

3 Corporate governance 

II 

 

4 Historical and 

social background of 

Japanese management 

system 

 

5 Employee oriented 

management I 

 

6 Employee oriented 

management II 

 

7 Labor union and 

labor-management 

relationship 

 

8 Controlled markets  

9 Corporate groups I  

10 Corporate groups II  

11 Government and 

regulations 

 

12 Challenges in 

Japanese style 

management 

 

13 Case discussions and 

presentations 

 

14 Case discussions and 

presentations 

 



15 Case discussions and 

presentations 

 

16 Case discussions and 

presentations 

 

Others 1. As of Sep. 14, 2018. The schedule and content are subject to a 

revision. 

2. The course will not allow an audit. All participants must register in 

the course. 

 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

JDP4100401 

Course title 

Japanese Corporate Finance and Financial System 

 

Name of Instructor Hiraki, Takato Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

By Appointments 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description Course Description 

This course discusses concepts and techniques used in Japanese corporate 

finance and financial systems and their impacts on the development using 

cases and academic papers. Japan has many unique financial features like 

main bank system and mutual shareholding while their financial 

implications are controversial. In fact, Japan experienced significant 

economic growth after the WWII, however, Japan has faced a long economic 

depression in 1990’s. Stock returns and profitability of Japanese 

corporations were less than those in other countries. Yet, life spans of 

Japanese corporations are longer. We discuss how and why Japan has 

experienced these economic consequences. 

 

Learning Objectives 

This course is primarily designed to provide, through cases, academic 

papers, and lectures, in-depth analyses of concepts and techniques used 

in Japanese corporate finance and financial systems. We extensively 

discuss the financial implications of Japanese corporate finance and 

financial systems as well as their impacts on Japanese Development. 

Financial implications of Japanese corporate finance and financial system 

are controversial. Additionally, Japan has many unique financial features 

like main bank system as well as observe interesting financial phenomena. 

In fact, thanks to these systems, Japan experienced significant economic 

growth after the World War II. On the other hand, Japan has faced a long 

economic depression in 1990’s. Stock returns and profitability of 

Japanese corporations were less than those in other countries. Yet, life 

spans of Japanese corporations are longer than those in other countries. 

Recently, Japanese economy has been recovering because of the Abenomics. 

Using cases in Japan, this course discusses financial issues and its 

implication. 

 

Course Contents 

First, this course shows the characteristics of Japanese monetary and 

fiscal policy and financing. In fact, the Japanese corporations were 

highly leveraged and protected by the government policy before the bubble 

economy burst. Second, this course class discusses how unique governance 

structure such as keiretsu (vertical integration), main bank system, and 

concentrated ownership have impacts on the development of Japanese 



economy. These governance structures could contribute to the economic 

development before the bubble economy burst, however, they might create 

zombie corporations which are unprofitable but survive thanks to the 

support from the bank after the bubble economy. Third, this class 

discusses pros and cons of international financial regulations like Basel 

Accords using Japanese experiences. Japan experienced the economic 

recession in 1990’s partly because of the implementation of the 1988 

Basel Accord. It might help to stabilize financial systems, however, it 

could slow down the economic growth. Fourth, this class discusses pros 

and cons of monetary policy implemented in Japan currently as a part of 

Abenomics named after Prime Minister Abe. Stock prices are recovered 

significantly while inflation target of 2% has not been achieved. On the 

other hand, aggressive monetary policy raises concerns about the 

accumulated Japanese government deficits due to the monetary and fiscal 

policy implemented. Fifth, this course discusses the financing methods in 

Japan. Large corporations could finance their projects by equity or debt 

finance as well as project finance such as securitization through the 

market. Small and medium sized corporations rely on the finance from 

commercial banks. This course discusses how these financing schemes work 

in Japan. Sixth, this class discusses how Japanese financial markets have 

impacts on the corporate development. Japan has well developed stock 

markets, derivatives markets, and commodity markets. Advanced financial 

technique such as structured finance was utilized by the non-financial 

corporations. However, they might have had negative impacts on some 

corporations due to the lack of financial knowledge. Seventh, this class 

discusses how Japanese corporations make financial decision such as 

capital budgeting. Many other developed countries emphasize the returns 

to shareholders. Corporations in these countries use Net Present Value or 

Internal Rate of Return as representative measures for decision making. 

On the other hands, less Japanese corporations use these methods. 

Instead, Japanese corporations mostly use Payback Period as measurements 

for decision-making. This class discusses pros and cons of these 

decision-making methods and financial implications. Eighth, this class 

discusses the financial implications of Corporate Social Responsibility 

(CSR), Environmental, Social, and Governance (ESG), and Sustainable 

Development Goals (SDGs) in Japan. This class shows how Japanese 

corporations have practiced CSR for a long time and how it results in the 

corporate performances in Japan. Lastly, this class discusses the new 

financial initiatives such as Fintech and InsurTech in Japan and their 

financial implications to Japanese industries. 

 

Topics Covered: 

Japanese Monetary Policy (before 1990s and recently) 

Financial Markets in Japan 

Stock Markets 

Bond Markets 

Derivatives Markets 

Japanese Market for Corporate Control 

M&A, MBO, and LBO 



Unique Governance Structure and its Implications to Finance 

Keiretsu 

Main Bank System 

Concentrate Ownership 

Financing to SME in Japan 

Japanese Entrepreneurship and Finance 

Japanese CSR, ESG, and SDGs 

Japanese Fintech and InsurTech 

 

Career Relevance 

Types of students who might find this course interesting would be as 

follow. First, a student seeks to develop their countries learning 

Japanese experiences. Corporate Finance and Financial System in Japan is 

not always correct. These actual experiences might be helpful for 

students who are willing to contribute to their society through the 

financial innovation. Second, a person who seeks to work in Japan is also 

an ideal person to take this course. As we discuss broadly Japanese 

experiences, one might find that there are a lot of opportunities to 

produce financial innovation in Japan. Third, a person who is interested 

in academic career is also get some hints for future research. Japan has 

several unique features in corporate financial decision making, financial 

systems, economic issues, etc. there are a lot of opportunities to 

conduct the empirical research using natural experiments. 

 

Course Context or Rationalization 

This course is related to financial statement and business analysis, debt 

financing and bond markets, portfolio management, derivatives securities, 

and risk management. In order to take Japanese Corporate Finance & 

Financial System & Its impact on Development, knowledge taught in the 

corporate finance is very important. Japanese Corporate Finance & 

Financial System & Its impact on Development requires quantitative skills 

for valuation. 

 

 

Delivery Methods Course materials consist of cases, power point slides, book chapters, 

various articles, a few exercise problems, homework pieces, and the final 

report at the end of the term. The final report involves the valuation 

technique learnt in the class. Power points slides and other class 

materials will be distributed via email. The level of students 

understanding will be checked by means of case analysis and scheduled 

presentation throughout the term. All students are required to analyze 

all cases before classes for active discussion while only two or three 

groups are asked to present each case per week. Full preparation and 

attendance are both required for all of the scheduled sessions in this 

course. All students are expected to be actively involved in class 

discussion, especially, in case discussion. 

Assessment 1. Case Analysis / Write-ups (Group)             25% 

2. Presentations (Group) 25% 

3. Participation / Active Involvement in Discussion (Individual) 25% 



4. Final Report (Group)  25% 

Students are asked to form six teams which have 3-6 students. Each team 

will be asked to present one case and turn in one write-up of the case 

they present. All teams must fully solve and be ready to discuss each 

case. I will call on and ask questions of the teams not presenting 

particular case and the response given will affect that individual’s 

grade of “Participation/ Active Involvement in Discussion” which 

provide 25% of your grade. 

 

Prerequisites Corporate Finance and Financial Accounting or consent of the instructor 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: Routledge handbook of Japanese business and management, 

b)Edition: , c)Author: edited by Parissa Haghirian,Haghirian, Parissa, 

1970-,, d)Publisher: Routledge, e)Year: 2016, f)ISBN: 978-0415734189 

a)Title: Corporate governance in the 21st century : Japan's gradual 

transformation / edited by Luke Nottage, Leon Wolff, Kent Anderson, 

b)Edition: , c)Author: Nottage, Luke,Anderson, Kent,Wolff, Leon,, 

d)Publisher: Edward Elgar, e)Year: 2008, f)ISBN: 978-1847209238 

 

Note on Textbooks 

and Reference Books 

Brealey, R. A. and Myers, S. C., Principles of Corporate Finance, Global 

Edition, McGraw Hill Higher Education, 2013. ISBM 978-0077151560 

 

Benninga, S., Financial Modeling, The MIT Press, 4th Edition, 2014. ISBN 

860-1401358411 

 

Copeland, T. and Antikarov, V., Real Options, Revised Edition: A 

Practitioner's Guide, Cengage Learning, 2003. ISBN 978-1587991868 

 

Haghirian, P., Routledge Handbook of Japanese Business and Management, 

1st Edition, 2016. ISBN 978-0415734189 

 

Hull, J. C., Options, Futures, and Other Derivatives, 9th Edition, 

Princeton Hall, 2014. ISBN 978-0133456318 

 

Hull, J. C., Fundamentals of Futures and Options Markets, 9th Edition, 

Princeton Hall, 2016. ISBN 978-0134083247 

 

Nottage, L., Wolff, L. Anderson, K., Corporate Governance in the 21st 

Century: Japan’s Gradual Transformation, Edward Elgar, 2009. ISBN 978-

1847209238 

 

 

Case materials and Journal articles are announced in the class 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 Course Overview 

Introduction I 

1) Review of Corporate 

Finance 



Basics of Valuation and 

Financial Analysis 

Required Reading: 

BM (Chapter 1-4 and 28-30) 

Optional/Additional 

Readings: 

Hull (Chapter 1, 9 and 10) 

 

2 Japanese Monetary 

Policy 

2) Japanese Monetary and 

Fiscal Policy 

Japanese Monetary and 

Fiscal Policy before 1990s 

and recently 

Required Reading: 

TBA 

 

Assignment: Analyzing Case 

1 

 

3 Case 1: Restoring 

Japan: Abenomics  

(IES587, ECON-421-E) 

To understand 

1. pros and cons of 

Japanese monetary and 

fiscal policy before 1990s 

2. pros and cons of 

Japanese monetary and 

fiscal policy recently 

 

4 Financial Markets in 

Japan 

3) Stock Markets, Bond 

Markets, and Derivatives 

Markets in Japan 

Required Reading: 

TBA 

 

Assignment: Analyzing Case 

2 

 

5 Case 2: TBA (Related 

to Financial Markets 

in Japan) 

Learning Objective: 

1. To understand the issues 

in Japanese financial 

markets 

2. To discuss the possible 

solutions to the Japanese 

financial markets 

 

6 Japanese Markets for 

Corporate Controls 

4) Mergers and Acquisition, 

Management Buyouts, and 

Leveraged Buyouts in Japan 

Required Reading: 

BM (Chapter 31 and 32) 



Assignment: Analyzing Case 

3 

 

7 Case 3: TBA (Related 

to Japanese M&A) 

Learning Objective: 

1. To understand the unique 

features of Japanese M&A 

2. To understand the pros 

and cons of these unique 

features 

3. To discuss how to 

improve the financial 

practices in Japan 

 

8 Japanese Corporate 

Governance and 

Financing Decision 

 

 

Final Report 

Instruction 

 

5) Japaneaes Unique 

Governance Structure and 

its Implications to Finance 

Keirtsu (Vertical 

Integration), Main Bank 

System, Concentrate 

Ownership, etc. 

Required Reading: 

TBA 

 

Final report is a case 

analysis. It is group work. 

Each group should pick up 

one case associated with 

Japanese Corporate Finance 

or Japanese Financial 

Systems. Quantitative 

Analysis is strongly 

encouraged while 

quantitative analysis is 

acceptable in some cases. 

 

Assignment: Analyzing Case 

4 and 5 

 

9 Case 4: Tokyo 

Disneyland and the 

Disneysea Park 

(HKU568) 

 

Case 5: TBA (Case 

related to Main 

Bank, Keiretsu, or 

mutual shareholding) 

 

Case 4: Tokyo Disneyland 

and the Disneysea Park: 

Corporate Governance and 

Differences in Capital 

Budgeting Concepts and 

Methods Between American 

and Japanese Companies. 

 

Learning Objective: 

1. To understand how to 

Japanese Corporations make 



financial decision making. 

2. To understand how these 

methods are affected by the 

governance structure. 

 

10 Financing to SME and 

Entrepreneurial 

Finance in Japan 

6) Financing to SME in 

Japan 

Required Readings: 

TBA 

 

7) Japanese 

Entrepreneurship and 

Finance 

Required Readings: 

TBA 

 

Assignment: Analyzing Case 

6 

 

11 Case 6: TBA 

(Japanese SME or 

Entrepreneurial 

Finance) 

Learning Objective: 

1. To understand issues in 

the finance methods for 

Japanese SMEs (or 

Entrepreneurial Finance) 

2. To discuss possible 

remedy for these issues 

 

12 Japanese CSR, ESG, 

and SDGs 

8) Japanese CSR, ESG, and 

SDGs and their implications 

to finance 

Required Reading: 

TBA 

 

13 Japanese Fintech and 

InsurTech 

9) Japanese Fintech and 

InsurTech 

Required Reading: 

TBA 

 

14 Leeway 

 

Preparation for the 

final presentation 

 

Leeway 

 

Discuss with instructor or 

other members in the class. 

Preparatory presentation 

etc. 

 

15 Final Presentation Learning Objective: 

1. To understand the issues 

in Japanese corporate 

finance 



2. To discuss the possible 

solutions to Japanese 

development 

3. To consider how to apply 

Japanese experiences to 

other developing countries 

 

16 Final Presentation Learning Objective: 

1. To understand the issues 

in Japanese corporate 

finance 

2. To discuss the possible 

solutions to Japanese 

development 

3. To consider how to apply 

Japanese experiences to 

other developing countries 

 

Others Class size lamination: 36 

 

1. pick up a real-world case in Japan. Preferably, a case involves the 

capital budgeting method including DCF, Real Options Approach etc. 

Quantitative analysis are strongly recommended (required unless 

quantitative analysis does not fit well). 

2. use real-world data as much as possible. Data includes stock prices, 

financial information, macroeconomic indicators etc. 

3. Write a report, could be an academic paper or a practical one. 

4. discuss pros and cons of Japanese corporate finance/financial system 

5. consider the application of Japanese experiences to your countries (or 

consider lessons from the past experiences for future development of 

Japan) 

 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT4460101 

Course title 

Innovation and New Business Creation 

Name of Instructor Wakayama, Toshihiro Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

After class or by 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description Introduction: Creating, Exploiting and Managing Discontinuities 

This course is about innovation, not invention. Innovation, by 

definition, refers to the whole process of going from idea to market 

acceptance, through design, development, production, market development 

and sales. Thus, while invention can be accomplished by an individual 

effort, innovation is almost always a collective organizational effort, 

requiring serious managerial attention. Despite the full-fledged 

managerial attention by competent managers and executives, innovation 

often fails. Innovation poses formidable challenges even to many well-run 

companies because it tends to induce discontinuities of various kinds. 

Such discontinuities are seen not just in technology advances, but also 

in market changes, organizational changes, industry dynamics, and the 

very process of formulating innovation strategies . While many companies 

simply try to accommodate discontinuities (and often fail to do so), some 

great companies can exploit and even create discontinuities to leapfrog 

competition. This course examines innovation and related issues of new 

business creation, mainly in the context of established firms. 

 

Learning Objectives 

The learning objectives of the course are two-fold: 

> Learn a set of concepts and frameworks for understanding and analyzing 

key managerial challenges companies are facing in managing innovation and 

new business creation (see “Topics” below); 

> Develop capabilities for strategic thinking, particularly through 

repeated exercises on systematic strategy analysis of case materials. 

 

Topics 

1. Redefining the Basis of Competition through Disruptive Innovation 

2. Extending the Scope of Innovation beyond Products 

3. Aligning your Business with Shifting Industry Structure 

4. Exploiting De-commoditization for New Business Creation 

5. Embracing the Conflicting Themes of Exploration and Exploitation 

6. Reinventing the Process of New Business Creation 

7. Revitalizing the Organization for Innovation-driven Growth 

8. Leveraging Emerging Economies for New Business Creation 

 

Delivery Methods  



Case-based, interactive learning 

Assessment Grading 

> Final exam: 40% 

> Class Participation: 30% 

> Peer Evaluation: 30% 

 

Prerequisites  

> A graduate course in Strategic Management: e.g., MGT1050 Strategic 

Management at IUJ. 

> What is Strategy? M. Porter, Harvard Business Review, November-December 

1996. 

 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

 

Note on Textbooks 

and Reference Books 

Required Materials 

================== 

Articles: 

> Disruptive Technologies: Catching the Wave, Bower and Christensen, 

Harvard Business Review, 1995 

> Finding the Right Job for your Product, Sloan Management Review, 

Christensen, Anthony, Berstell and Nitterhouse, Sloan Management Review, 

2007 

> Skate to Where the Money will be, Christensen, Raynor and Verlinden, 

Harvard Business Review, 2001 

> The Ambidextrous Organization, O’Reilly III and Tushman, Harvard 

Business Review, 2004 

> How GE is Disrupting itself, Immelt, Govindarajan and Trimble, Harvard 

Business Review, 2009 

 

Cases: 

> Pandesic 

* Pandesic – The Challenge of a New Business Venture (A), 399129-PDF-ENG, 

Harvard Business School, 2005 (Revised). 

* Pandesic – The Challenge of a New Business Venture (B), 399130-PDF-ENG, 

Harvard Business School, 2005 (Revised). 

> Apple Computer 2002, 702469-PDF-ENG, Harvard Business School, 2005 

(Revised). 

> Apple Inc. in 2015, 715456-PDF-ENG, Harvard Business School, 2015. 

> Stone Finch, Inc.: Young Division, Old Division, 3214-PDF-ENG, Harvard 

Business School, 2010(Revised) 

> Emerging Business Opportunities at IBM (A), 304075-PDF-ENG, Harvard 

Business School, 2005(Revised) 

> GE’s Imagination Breakthroughs: The Evo Project, 907048-PDF-ENG, 

Harvard Business School, 2008(Revised) 

 

 

Class Outline Weekly Schedule 



 

Week 1: Redefining the Basis of Competition through Disruptive Innovation 

> Course Overview 

> Readings 

 

 

Week 2: Extending the Scope of Innovation beyond Products (Why "superior" 

products alone are not enough to win) 

> Readings: Finding the Right Job for your Product, Sloan Management 

Review 

> Case 

– The Challenge of a New Business Venture (A) 

– The Challenge of a New Business Venture (B) 

 

Week 3: Aligning your Business with Shifting Industry Structure 

> Readings: None 

> Case 

-702-469, Harvard Business School, 2005 

(Revised). 

 

Week 4: Exploiting De-commoditization for New Business Creation 

> Readings 

 

> Case 

 

 

Week 5: Embracing the Conflicting Themes of Exploration and Exploitation 

> Readings 

 

> Case 

 

 

Week 6: Reinventing the Process of New Business Creation 

> Readings: None 

 

> Case 

 

 

Week 7: Revitalizing the Organization for Innovation-driven Growth 

> Readings: None 

> Case 

 

 

Week 8: Leveraging Emerging Economies for New Business Creation 

> Readings: How GE is Disrupting itself, HBR 

> Case: None 

> Possibly Guest Speaker 

> Wrap-up 

 



 

 

 

Others  

Class size limitation: 40 

 



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT4490401 

Course title 

Negotiation Strategy 

Name of Instructor Yokose, Tsutomu Credits 

1 

Instructor's contact 

information 

Office# 

 

Office Hours 

 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

Course Description COURSE DESCRIPTION 

Due to the rapid change within today’s global business environment, 

business leaders at every level and in every industry must balance 

various working styles, build efficient management teams, and develop 

sharp negotiation skills to remain competitive. This course will help 

students to understand the best practices in business negotiations as 

well as how to effectively resolve conflicts in everyday business 

situations. 

A business negotiation may be sometimes the formal affair that takes 

place across the proverbial bargaining table, in which a business people 

argues and discusses a wide variety of issues for either individual or 

mutual gain.  Alternatively, such negotiations may be much less formal, 

such as a meeting between a business person and several fellow employees 

whose collaboration is need to get a job done. 

Upon completion of this course, student should be able to: 

1. Outline strategies of negotiation, conflicts and business 

communication, which help students at the new start of business career 

after graduation, through discussions and practices in this program to 

have confidence in the daily tasks 

2. Embody their knowledge, concept, theories and learnings in the other 

programs as the dynamic business conflicts resolution. 

3. Gain the fundamental management skills required to succeed in 

students’ future work environment as a business leader. Students will 

gain such skills through case studies, short cases and role playing in 

negotiation environment 

This course provide students pragmatic environment to exercise their 

business capability by using their knowledge and theories in negotiation 

environment. Through the realistic situations which are settled in role 

playings, case studies and class discussion, students will be enable to 

gain the essential mind-set and own behaviors to be business leaders to 

manage negotiation. Through not only theoretical approach but also 

practical exercise, students will obtain the real life capability to lead 

business strategy and people. 

 

Delivery Methods Interactive lecture, role playing, case study and discussion 

Assessment Overall  grading assessment (Tentative) 

• 20% Attendance 

• 20% Class participation 



• 20% Group presentation /  Report (one time each – total 2 times : 

Frasier – presentation, V-Cola – Strategy Note report) 

• 40% An individual report 

Prerequisites None 

Textbook(s) Required: 

a)Title: Harvard Business Essentials, Negotiation, b)Edition: , c)Author: 

Harvard Business School Pr, d)Publisher: Harvard Business School Pr, 

e)Year: 2003/, f)ISBN: ISBN-13: 978-159 

 

Reference Books / Journal Articles: 

a)Title: Getting to YES; Negotiating Agreement Without Giving In, 

b)Edition: , c)Author: Roger Fisher and William Ury,, d)Publisher: 

Penguin (Non-Classics), e)Year: , f)ISBN: ISBN-13: 978-014 

 

Note on Textbooks 

and Reference Books 

Case Materials: 

• Frasier (A)   Guhan Subramanian, Michelle Kalka, HBS 9-801-447 

• Luna Pen (A)  Michael A. Wheeler, Kathleen McGinn, HBS 9-396-156 

• V-Cola General Instructions  Ian Larkin, Andrew Wasynczuk, Nithyasri 

Sharma, HBS 9-912-043 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 Types of 

Negotiation : Key 

Concepts; BATNA, 

Reservation Price, 

ZOPA, Value Creation 

Through Trades 

 

2 Role playing of 

basic communication 

skills: Union 

negotiation 

 

3 Preparation; 9 steps 

Negotiation Skills; 

Listening, Asking 

questions, and 

others .• Game 

theory and its 

application to 

negotiation 

 

4 Case Study : Frasier 

(A) 

Case question : Analysis of 

the case as NBC player 

5 Cross cultural 

negotiation 

Complex Negotiation 

 

6 Case Study :  Luna 

Pen (A) 

The assigned questions in 

the case 

7 V-Cola (case study : 

role playing – final 

group simulation) 

Case assignment : Build 

each company’s strategy 

for negotiation 



8 Wrap Up and Review  

Others Up to 30 students 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT4610401 

Course title 

Corporate Strategy 

Name of Instructor Zhang Zhang, Yingying Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

After class or by 

appointment. 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description Business policy is the study of the functions and responsibilities of 

senior management, the crucial problem that affects success in the total 

enterprise, and the decisions that determine the direction of the 

organisation and shape its future. The problem of policy in business, 

like those of policy in public affairs, have to do with the choice of 

purpose, the definition and recognition of organisational identity and 

character, the continuous definition of what needs to be done, and the 

mobilisation of resources for the attainment of goals in the face of 

competition or adverse circumstance, and the definition of standards for 

the enforcement of responsible and ethical behaviour. 

 

The central theme of business policy is the strategy of the enterprise. 

Strategy is the determination of long term goals and objectives of an 

enterprise, and the adoption of courses of action and the allocation of 

resources necessary for carrying out these goals. Managing the policy or 

strategy of an enterprise is normally referred to as strategic 

management. 

 

Strategy is concerned with two central questions: “What business should 

we be in?” and “How should we compete?” 

 

Because competition from rival firms is the dominant feature of the 

business environment of most enterprises, we will be particularly 

concerned with the latter question. A major part of the course will 

explore how a firm can establish a sustainable advantage within its 

chosen area of business. 

 

Our perspective is that of the general manager. The general manager may 

be a corporate president, a divisional chief executive, the head of an 

operating unit, or an owner-proprietor. However, this course is not only 

relevant to future general managers. An appreciation of the 

organisation’s overall strategy is essential for functional specialists 

if they are successfully to co-ordinate their activities with the overall 

needs of the business. 

 

The approach of the course is practical and problem-oriented. The major 

part of the course will involve applying concepts, analytic frameworks, 



and intuition to the strategic issues which real-world companies face. 

 

Context of the Course 

 

Most industrial activity in developed countries is carried out by large 

corporations which compete in more than one market. Due to the dominant 

role these firms play in economic activity, it is likely that most 

students, regardless of their chosen career paths, will at some point 

either work for, or compete with a multibusiness corporation. 

 

The nature of these large corporations has undergone enormous change in 

the last thirty years, affecting both their scope and their structure. 

The merger and acquisition booms of the sixties and eighties extended the 

scope of existing multibusiness corporations. More recently, capital 

market pressures forced every corporation to reassess its portfolio of 

businesses, level of overhead, and the way it co-ordinates and controls 

its multibusiness activities. New forms of corporate organisation, such 

as the LBO partnerships of the eighties, provoked a debate about the 

efficacy of corporate hierarchies. In addition, new institutional 

arrangements, such as joint ventures, alliances and franchising have come 

to prominence. 

 

In response, normative prescriptions for corporate strategy have been as 

varied as the challenges multibusiness corporations have faced. From an 

emphasis on financial performance and EPS growth in the sixties, through 

managing the corporation as a ‘portfolio’ of SBUs, and searching for 

‘synergy’ between business units in the seventies, to the emphasis on 

‘free cash flow’ and its corollary ‘shareholder value analysis’ in 

the eighties, recommendations, such as the strident call to break up 

corporate organisations or ‘stick to the knitting’, have pulled CEOs in 

many conflicting directions. Not surprisingly, only a few corporations 

have made it throughout the last thirty years intact. Of the Fortune 500 

in 1950, only 262 firms were still on the list in 1980 in US, and only 75 

listed in 2007. 

 

The challenges for business level managers inside the multibusiness 

corporation have been correspondingly daunting. Competition in the 

product market from international adversaries and entrepreneurial firms 

has increased, forcing them to renew their businesses’ competitiveness 

and transform their organisational cultures and capabilities. The 

performance criteria by which they are evaluated have also changed, 

moving from ROI to cash flow or shareholder value. Simultaneously they 

have had to adjust to the changing relationship with their corporate 

centre and sister divisions. In may cases they have even faced 

uncertainty as to whether their business units would be retained by the 

corporation. 

 

Perhaps surprisingly, even the smallest single business companies face 

many of the same issues that challenge their larger brethren. The 



entrepreneur starting out his or her new enterprise, for example, has to 

decide on boundaries to the set of activities the company will undertake. 

Should it manufacture or purchase its inputs? Should it market one or 

several products? Should it franchise the firms’s concept? These 

questions address what has been a central concern of economics since Adam 

Smith and what is the primary motivation for the course – to determine 

the appropriate scope of the firm. 

 

The intent of the Corporate Strategy course is to introduce students to 

the issues and the analytical arguments behind these concerns. In 

studying a range of firms, from start-up companies to global market 

leaders, the course builds on the tools introduced in the first year of 

MBA programme. It also draws heavily on recent advances in economics, 

notably industrial organisation, financial economics and organisational 

economics. The course is designed to focus on the essential issues and 

problems of corporate strategy as perceived by managers. 

 

Key Questions 

Starting from the initial premise that competition occurs at the level of 

the business unit, and that value must therefore ultimately be created at 

the business unit level, the framework seeks to address three fundamental 

issues: 

• How does a corporation create economic value through its multimarket 

activity? 

• How must the corporation be structured and managed to realise the 

benefits of its multimarket activity? 

• Why should those activities be undertaken inside the corporation, 

rather than accessed through contracts, joint ventures or other 

institutional arrangement? 

 

Selected Bibliography (you don’t have read if you cannot) 

Campbell, Andrew, Michael Goold, and Marcus Alexander. "Corporate 

strategy: the quest for parenting advantage." Harvard Business Review , 

no. March-April (1995): 120-142. 

 

Campbell, Nigel, Michael Goold, and Kimio Kase. "The role of the centre 

in managing large diversified companies in Japan." , Working paper, 49: 

Manchester Business School & Ashridge Strategic Management Centre, 1990. 

 

Chandler, Alfred D. Strategy and Structure: Chapters in the History of 

the Industrial Enterprise. Cambridge, Massachusetts: The MIT Press, 1962. 

 

Collis, David J., and Cynthia A. Montgomery. "Competing on resources: 

strategy in the 1990s." Harvard Business Review , no. July-August (1995): 

118-128. 

 

Collis, David J., and Cynthia A. Montgomery. Corporate Strategy: 

Resources and the Scope of the Firm. Chicago: Irwin, 1997. 

 



Collis, David J., and Cynthia A. Montgomery. "Creating corporate 

advantage." Harvard Business Review , no. May-June (1998): 71-83. 

 

Goold, Michael, and Andrew Campbell. "Managing diversity: strategy and 

control in diversified British companies." Long  Range Planning 20, no. 5 

(1987a): 42-52. 

 

Goold, Michael, and Andrew Campbell. "Many best ways to make strategy." 

Harvard Business Review , no. November-December (1987b): 70-76. 

 

Goold, Michael, and Andrew Campbell. Strategies and Styles: The Role of 

the Centre in Managing Diversified Corporations. Oxford: Basil Blackwell, 

1987c. 

 

Goold, Michael, Andrew Campbell, and Marcus Alexander. Corporate-Level 

Strategy: Creating Value in the Multibusiness Company. New York: John 

Wiley, 1994. 

 

Goold, Michael, and Kathleen Sommers Luchs, eds. Managing the Multi-

Business Company: Strategic issues for diversified groups. London: 

Routledge, 1996. 

 

Goold M, Campbell A. 2002. Do You Have a Well-Designed Organization? 

Harvard Business Review(March): 5-12 

 

Haspeslagh, Philippe. "Portfolio planning: uses and limits." Harvard 

Business Review , no. January-February (1982): 58-73. 

 

Penrose, Edith T. The Theory of the Growth of the Firm. Second ed. 

Oxford: Basil Blackwell, 1980. 

 

Rumelt, Richard P. Strategy, Structure, and Economic Performance. Boston, 

MA: Harvard Business School Press, 1974. 

 

Teece, David J. "Economies of scope and the scope of the enterprise." 

Journal of Economic Behaviour and Organisation 1 (1980): 223-247. 

Delivery Methods The case method and group presentations. 

Assessment The assessment will be based on: 

1. class participation (70%) 

2. group report on a company (30%) 

In addition, occasional and unannounced quizzes may take place. 

 

Prerequisites Preferably the basic knowledge of Porter Model, financial accounting, 

human resource management, organizational behaviour, etc., but the lack 

of such knowledge would not impede you from taking this course, since I 

will give you necessary knowledge case by case. 

Textbook(s) Required: 

a)Title: Strategy for the Corporate Level: Where to Invest What to Cut 

Back How to Grow Organisations with Multiple Divisions, b)Edition: 2, 



c)Author: Andrew Campbell, Jo Whitehead, Marcus Alexander and Michael 

Goo, d)Publisher: Jossey-Bass, e)Year: 2014, f)ISBN: 978-1-118-818374 

 

Reference Books / Journal Articles: 

a)Title: Contemporary Strategy Analysis, b)Edition: 9, c)Author: Grant, 

R. M., d)Publisher: John Wiley & Sons, e)Year: 2016, f)ISBN: 

 

Note on Textbooks 

and Reference Books 

Collis, David J., and Cynthia A. Montgomery. Corporate Strategy: 

Resources and the Scope of the Firm. Chicago: Irwin, 1997. 

 

Furrer, Olivier (2016), Corporate Level Strategy: Theory and Application, 

2nd Edition, Routledge. 

 

Goold, Michael, Andrew Campbell, and Marcus Alexander. Corporate-Level 

Strategy: Creating Value in the Multibusiness Company. New York: John 

Wiley, 1994. 

 

Campbell, A., Whitehead, J., Alexander, M., and Goold, M. (2014). 

Strategy for the Corporate Level: Where to Invest, What to Cut Back and 

How to Grow Organisations with Multiple Divisions. San Francisco, CA: 

Jossey-Bass. 

 

Other reading materials will be provided as the course progresses. 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 Corporate Level 

Strategy: 

Introduction and 

history 

 

Case: Edward Jones 

in 2006: Confronting 

Success (Rev. 2012) 

Nippa, M, et al. (2011). 

Corporate portfolio 

management: Appraising four 

decades of academic 

research. The Academy of 

Management Perspectives, 25 

(4): 50-60. 

2 From Business 

strategy to 

corporate strategy: 

Vertical Integration 

and the Boundaries 

of a Firm 

 

Case: Coca-Cola in 

2011: In search of a 

New Model 

Chapters 1, 2 

3 Corporate Strategy 

Logics: Business, 

Added Value, and 

Capital Market 

Logics 

 

Chapters 3, 4 



Case: Danaher 

Corporation 

4 Related and 

Unrelated 

Diversification 

 

Case: Corporate 

Strategy at 

Berkshire Partners 

Chapters 5, 6 

5 Corporate governance 

and strategy 

execution 

 

Case: Alibaba Group 

Chapter 7,8 

6 The logics of 

Acquisition 

 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (A) 

Chapters 9, 10 

7 Sources of Corporate 

Level Value Creation 

and Destruction: 

Synergies and Post-

Merger Integration 

 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (B) 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (C) 

Case: Cadbury 

Schweppes: Capturing 

Confectionery (D) 

Chapters 11, 12 

8 Corporate 

Organizational 

Structure: The 

Ownership test 

 

Case: The Walt 

Disney Company and 

Pixar, Inc.: To 

acquire or not to 

acquire? 

Chapters 13, 14 

9 Corporate Strategy 

Test: The 

Organizational Test 

 

Chapter 15 



Case: Procter & 

Gamble: Organization 

2005 (A) 

Case: Procter & 

Gamble: Organization 

2005 (B) 

10 Designing and 

Developig New 

Capability at 

Corporate 

Headquarter 

 

Case: Jones Lang 

LaSalle: 

Reorganizing around 

the Customer (2005) 

(rev. 2010) 

Chapter 16 

Others  

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MGT4650401 

Course title 

Entrepreneurship & Small Business Development 

Name of Instructor Magnier-Watanabe, Remy Credits 

2 

Instructor's contact 

information 

Office# 

/ 

Office Hours 

/ 

E-mail 

 

Class Schedule Day / 

Period 

unfixed 

 

 

Course Description This course is particularly useful for students who are interested in 

starting their own business and want to learn different aspects of 

business management. This course is also suited to those involved in 

corporate entrepreneurship or in improving competitive positioning and 

transforming corporations towards value-creation. This course uses 

several concepts and knowledge from other courses (strategy, marketing, 

accounting) and is an efficient way to put them in practice in an 

integrative business plan. 

The course primarily uses a combination of lectures, class discussions, 

case analyses, group and individual assignments. 

 

Upon completion of this course, students will be able to: 

 

・ Evaluate the necessary qualities and characteristics of the successful 

entrepreneurial profile. 

・ Recognize and determine the steps necessary to open and operate a 

small business enterprise. 

・ Identify the marketing, financial, leadership and other competencies 

needed by an entrepreneur. 

・ Use information, projections, logic and critical thinking to recognize 

an opportunity and solve small business problems in a multicultural, 

ethical and legal environment. 

・ Develop and present a Business Plan. 

Delivery Methods The course primarily uses a combination of lectures, class discussions, 

case analyses, group and individual assignments. 

Assessment ・ Participation (in case and discussions): 10% 

・ Case Study: 15% 

・ Written Examination (2 exams, 15% each): 30% 

・ Entrepreneur Interview Presentation: 15% 

・ Business Plan: 30% 

 

Prerequisites None 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: Essentials of Entrepreneurship and Small Business Management, 

b)Edition: 9, c)Author: Norman M. Scarborough & Jeffrey R. Cornwall, 

d)Publisher: Pearson, e)Year: 2019, f)ISBN: 9781292266022 



a)Title: Business model generation : a handbook for visionaries, game 

changers, and challengers, b)Edition: , c)Author: written by Alexander 

Osterwalder and Yves Pigneur ; design, Ala, d)Publisher: John Wiley & 

Sons, e)Year: 2010, f)ISBN: 9780470876411 

a)Title: The lean startup : how today's entrepreneurs use continuous 

innovation to create radically successful businesses, b)Edition: , 

c)Author: Eric Ries,Ries, Eric,, d)Publisher: Crown Business, e)Year: 

2011, f)ISBN: 9780307887894 

 

Note on Textbooks 

and Reference Books 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 01/08/2020 

(14:40-17:50) 

 

・ The Foundations 

of 

Entrepreneurship 

・ Conducting a 

Feasibility Analysis 

and Designing a 

Business Model 

・ “Barriers to 

entrepreneurship in Japan” 

・ “Entrepreneurs in 

Japan: How to rev up 

Japanese startups” 

・ “Where are Japan’s 

entrepreneurs” 

“Japanese entrepreneurs 

face a special challenge: 

The wife block” 

2 01/15/2020 

(14:40-17:50) 

 

・ Crafting a 

Business Plan and 

Building a Solid 

Strategic Plan 

・ Forms of Business 

Ownership 

・ “Buying Dad’s 

Business” 

・ “A Circus Strategy” 

・ “The Presentation” 

3 01/22/2020 

(14:40-17:50) 

 

・ Buying an 

Existing Business 

・ Franchising and 

the Entrepreneur 

・ “Buying Dad’s 

Business” 

・ “Seller’s Remorse” 

・ “The Opportunity of a 

Lifetime” 

・ “Staying in Bounds” 

4 01/29/2020 

(14:40-17:50) 

 

・ Short exam on 

classes 1 to 3 

・ Building a 

Powerful Bootstrap 

Marketing Plan 

 

5 02/05/2020 

(14:40-17:50) 

 

・ “Icedelights”, by 

Michael J. Roberts 



・ Case Study 

Session 

(presentations and 

discussion) 

6 02/12/2020 

(14:40-17:50) 

 

・ Pricing and 

Credit Strategies 

・ Creating a 

Successful Financial 

Plan 

・ “Pricing Exercises” 

・ “What Consumers - and 

Retailers - Should Know 

about Dynamic Pricing” 

7 02/19/2020 

(14:40-17:50) 

 

・ Short exam on 

classes 4 to 6 

・ Managing Cash 

Flow 

 

8 02/26/2020 

(14:40-17:50) 

 

・ Entrepreneur 

Interview 

Presentations 

・ All groups 

9 03/18/2020 

(14:40-17:50) 

 

・ Business Plan 

Presentations 

・ All groups 

Others  

 



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

MKG4270401 

Course title 

Marketing Research 

Name of Instructor TBA Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description  

The eight-week course is based on a six key steps needed for building a 

marketing research plan. Most of the sessions are organized in two parts. 

First, students are going do be introduced to the marketing research 

principles. Second, students are practicing Marketing research with hand-

on exercise and group discussions. 

 

 

 

Delivery Methods The course is based on a practical approach. It uses interactive session 

supported by students discussions, mini case studies and hand-on 

exercises. Most of the classes are divided into two sessions: 

 

1. Lecturing class in which theory, frameworks, and cases are presented 

to acknowledge the student to the subject and content of the unit. 

2. Practicing and working with exercises. This session allows students 

applying concepts and practicing with consumer behavior principles and 

digital marketing techniques by understanding the several mechanisms that 

can be used in marketing. This session involves group work. 

 

Each student is highly encouraged to take an active participation by 

discussing and adding his/her own contribution to each class by adding 

its own international and personal experience. 

Assessment Group Project (70% of total grade): Project selection is due Week 2. 

Small groups (3 or 5 peoples) are asked to design a marketing research 

plan and implement it for a new product launch. The group may choose a 

topic from the following list: 

 

• Industrial product: A national company is interested in launching a new 

Woodstock based heating system in Japan. You have been asked to know the 

potential of the market, the preferences of consumers, which is the most 

attractive segment and what is the potential business model. 

• Food product: A foreign multinational is exploring the opportunity to 

market prepared food based on Spanish cuisine. You have been asked to 

know which is/are the potential target population, distribution channels, 

and the current competition. 

• Sporting Goods: A local Japanese company wants to make skis and 

snowboards. Their intention is to attack the premium consumer group, but 



before defining the business model you have been asked to know what are 

the consumer preferences in all of the marketing dimensions. 

• Others: please discuss it with the instructor beforehand. 

 

For all of the above cases a marketing research is needed. As a member, 

you are expected to prepare a Marketing Research Proposal, execute it and 

deliver the Marketing Research report (3500-5000 words). The report will 

be presented using 10-15 slides power point presentation. 

 

Each member will be responsible of a specific part of the project which 

will be assets separately. The final grade corresponding to the group 

work (70%) will therefore dived as following: 20% personal and 50 shared 

from the whole group. 

 

Personal assistance and participation (30% of total grade): 

Class discussion and in-class group or individual exercises. Student’s 

contributions are evaluated by: questions, comments, different view 

points, presentations, etc. 

 

Submission dates 

Topic selection – week 2 

Submission of the first draft (personal and Group) – week 6 

Final submission of the report and presentation (Group) - week 8. 

Prerequisites none 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: Essentials of Marketing Research, b)Edition: 3rd., c)Author: 

Malhotra N. K., d)Publisher: Prentice Hall., e)Year: 2015, f)ISBN: 

a)Title: Marketing Research: An Applied Orientation, b)Edition: 6th., 

c)Author: Malhotra N. K. and S. Dash , d)Publisher: Prentice Hall., 

e)Year: 2010, f)ISBN: 

 

Note on Textbooks 

and Reference Books 

 

Class Outline Session Theme / Case Readings / Study Questions 

1 Marketing  Research 

Introduction 

This session introduces 

students to the 

fundamentals and to the 

early phases of marketing 

research. 

1. Which are the key step 

in marketing research? 

2. Why it is so important 

having an ongoing marketing 

research process in the 

organization? 

3. How are social media 

used in marketing research? 



2 Discussion Students will discuss a 

case study provided by 

instructor. 

3 Defining the 

Marketing Research 

Problem and 

Developing an 

Approach 

This session focuses on 

discussion how to define 

the need of a research in 

marketing area. 

1. What are the tasks 

involved in problem 

definition and   what are 

the possible approaches? 

2. What are the contexts 

that influence the process? 

3. How can environmental 

factors affecting marketing 

research? 

4 Fieldwork review This session is dedicated 

to a case discussion and 

applications of the 

previous concepts.  

Students will be required 

to define the “Marketing 

Research Problem” and the 

possible marketing research 

questions or objectives 

needed to be stated in the 

group project. 

5 Research Design, 

Secondary and 

Syndicated Data 

This session is entirely 

dedicated to the definition 

of the type of sources 

needed for a particular 

marketing project. 

1. What are Primary and 

Secondary Data sources 

2. What are the Basic 

principles for designing a 

Research? 

3. How I can Conduct an 

Online Search project? 

6 Qualitative Research This session will describe 

the advantages of 

exploratory research design 

by using qualitative 

research techniques to 

gather primary insights. 

1. Primary Data: 

Qualitative Versus 

Quantitative Research 

2. What are the techniques 



and instruments used to 

collect qualitative data? 

3. How I can get insights 

from Social Medias? 

7 Survey, Observation 

and experiment 

design 

This session is focused on 

survey and how to take 

advance of primary sources. 

1. Which are the best 

methods available for a 

research project? 

2. What are the advantages 

and disadvantages of 

observational methods? 

3. How surveys must be 

implemented? 

8 Discussion and 

fieldwork review 

During this session 

students will discuss the 

technique used for the 

group work. 

9 Questionnaire and 

Form Design. 

Measurement and 

Scaling 

This session is dedicated 

to understand how 

questionnaires works and 

the process for building 

grate questionnaires. 

1. What is the purpose of a 

questionnaire and its 

objectives? 

2. What is the process and 

the guidelines for 

designing a questionnaire? 

3. When should be used 

online questionnaire and 

why? 

10 Discussion and 

fieldwork review 

During this session 

students will start 

designing the questionnaire 

based on the research 

questions the group work. 

11 Sampling Design and 

Procedures 

This workshop will 

introduce students to the 

segmentation and targeting 

of the target population 

for the specific business 

model. 

This session is focused on 

sampling procedures 

1. What is the best way to 

define the target 

population? 



2. How large the sample 

should be? 

3. Which are the difference 

between sample and census, 

and in which situation are 

used? 

12 Fieldwork review Students will be asked to 

determinate the sample 

population, review the data 

collection process used for 

the group work. 

13 Data Collection and 

Analysis 

This session will introduce 

students to several aspects 

of the fieldwork. 

1. How is the field work 

prepared? 

2. What kind of method is 

used for coding structured 

and unstructured questions? 

3. What are the the ethical 

aspect of data collection 

and data preparation? 

14 Discussion and 

fieldwork review 

Students will be asked to 

review their results to be 

coherent with the marketing 

questions. 

15 Planning and 

reporting 

his session is dedicated to 

the final step of a 

marketing research project. 

1. What is the process that 

should be followed in 

preparing and presenting 

final reports? 

2. What are the guidelines 

for a good report and oral 

presentation? 

3. What is the role of 

social media? 

16 Fieldwork review This session is devoted to 

a resume of the entire 

course and to the Group 

presentations 

Others This class is limited up-to 20 students 

  



International University of Japan 

Graduate School of International Management (Master's Program) 

2020 Winter Term 

Course Schedule code 

OPR4140401 

Course title 

Project Management 

Name of Instructor Naito, Yuichi Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

TBD 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description Project management is a unique competency that delivers the value for the 

enterprise or organizations. Project management knowledge and the 

practices have been continually updated in the “A Guide to the Project 

Management Body of Knowledge”, known as the “PMBOK Guide”, published 

by the Project Management Institute (www.pmi.org).  This course instructs 

the basic project management knowledge based on PMBOK, and the practical 

knowledge and the techniques such as creating WBS, CPM, EVM, and so on. 

A student who graduates from the course is expected to have the following 

learning outcomes. 

The student should be able: 

 

 

terminology. 

 

PMI administers the Project Management Professional (PMP) Certification 

Program. One of the eligibility requirements for this program is 35 

contact hours of project management education.  The course satisfies 24 

contact hours. PMP certification exam can be applied with additional 11 

hours education and 4500 hours project experience. PMP is qualified as 

the skilled project manager worldwide. 

 

Delivery Methods The course is delivered by lecturing, exercise, and group working. 

Students develop the project management plan and present it by the group. 

Assessment Final Exam: 30% 

Group Work Deliverable: 30% 

Group Presentation: 20% 

Class Participation: 20% 

 

Prerequisites None 

Textbook(s) Required: 

 

Reference Books / Journal Articles: 

a)Title: A Guide to the Project Management Body of Knowledge,, b)Edition: 

6, c)Author: Project Management Institute, d)Publisher: , e)Year: , 

f)ISBN: 9781628251845 

a)Title: The standard for Program Management, b)Edition: 3, c)Author: 

Project Management Institute, d)Publisher: , e)Year: , f)ISBN: 



9781935589686 

a)Title: The standard for Portfolio management , b)Edition: 4, c)Author: 

Project Management Institute, d)Publisher: , e)Year: , f)ISBN: 

9781943704040 

a)Title: The standard for Portfolio management , b)Edition: , c)Author: 

Project Management Institute, d)Publisher: , e)Year: , f)ISBN: 

9781628251975 

a)Title: A Guide to the Project Management Body of Knowledge, b)Edition: 

5, c)Author: Project Management Institute, d)Publisher: , e)Year: , 

f)ISBN: 9781935589679 

a)Title: ▪ PMP Exam Prep: Accelerated Learning to Pass the Project 

Management Professional (PMP) Exam, b)Edition: 9, c)Author: Rita Mulcahy, 

d)Publisher: , e)Year: , f)ISBN: 9781943704040 

 

Note on Textbooks 

and Reference Books 

 

Class Outline 1 Course orientation Introduction to Project Management 

Project Management Fundamentals 

2 Exercise: Project Plan Project 

Project Scope Management 

3 Project Scope Management 

Exercise: Work Breakdown Structure 

4 Project Schedule Management 

Exercise: Critical Path Method 

5 Project Cost Management 

Exercise: Earned Value Management 

6 Project Quality Management 

Project Human Resource Management 

7 Project Risk Management 

8 Project Communication Management 

Project Integration Management 

9 Final Exam 

10 Final Exam explanation 

Exercise: MS Project 

11 1st Group Presentation of Project Management Plan 

12 1st Group Presentation 

13 2nd Group Presentation 

14 2nd Group Presentation 

15 Final Group Presentation 

16 Final Group Presentation 

Wrap up 

 

Others An optional class that credits 11 hours education for PMP certification 

exam eligibility, will be delivered when appropriate number of student 

request. 
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Course Schedule code 

OPR4160401 

Course title 

Operations Management 

Name of Instructor Li, Wenkai Credits 

2 

Instructor's contact 

information 

Office# 

 

Office Hours 

After class or by 

appointment 

E-mail 

 

Class Schedule Day / 

Period 

TBA 

 

 

Course Description This course contributes to the achievement of the 3rd learning objective 

of the fifth learning goal and one course objective. 

Operations Management is a Basic Discipline course for JDP program, and 

core elective for other programs. This course serves as an introductory 

course in Operations Management for MBA students. 

This course is the fundamental course of OM/IT/SCM/PM/SE concentration at 

GSIM. It serves as the basis for other courses such as Managerial 

Accounting (ACT4110), Supply Chain Management (OPR4150), and Project 

Management in Products Development (OPR4170) etc. 

This course is helpful for students seeking careers such as consultants, 

operational managers, general managers, financial analysts, and policy 

makers in manufacturing and service industries. 

 

Upon completion of this course, students will be able to: 

(1) Demonstrate understanding of business knowledge on operations 

management (LG5-3) 

(2) Demonstrate understanding of Japanese way of operations management 

and quality control. 

 

Operation is the key value-adding activity in a firm’s value chain, 

involving all aspects of the production and delivery of goods and 

services. 

For the purpose of accomplishment of course objectives, this course will 

familiarize students with basic knowledge of various production and 

operations management processes, including a strategic view of operations 

management, process thinking, lead thinking, quality management, and 

inventory management. Japanese way of operations management and quality 

control will also be introduced. 

Students will learn how to establish, maintain, and reengineer the 

processes that firms use to transform inputs into goods and services. 

Operations strategy, process selection, lean thinking, quality control, 

inventory management, and various other qualitative or quantitative 

techniques will be introduced for both manufacturing and service 

industries. The integration of operations decisions with other functional 

areas such as marketing, finance, and human resource will be introduced 

in the course. Other contemporary concepts such as supply chain 

management, globalization, environmental concerns and sustainability will 



be discussed. 

 

Delivery Methods Class lectures, in-class games, case studies, group discussions, and 

field trip. 

Assessment Assessment methods for Learning Objective (1): 

Class participation             10% 

After class case assignments        5% 

In-class group discussions     10% 

Final exam                     50% 

Peer review                     10% 

Home works                     15% 

======================================================= 

Weight on Final Grade             75% 

 

Assessment methods for Learning Objective (2): 

Final exam                     100% 

======================================================= 

Weight on Final Grade             25% 

 

Notes: 

(1). Learning objective (1) will be evaluated by class participation, 

case assignments, group discussions, final exam, home works, and peer 

review, etc. The weight of each assessment method to evaluate Learning 

objective (1) is listed in the Table. Score of peer review will also 

affect scores of After class case assignments, and In-class group 

discussions. 

(2). Learning objective (2) will be evaluated by selected exam questions 

from the final exam. 

(3). Your scores of learning objectives (1) and (2) will occupy 75% and 

25% of the final grade, respectively. 

 

Prerequisites General knowledge of operations. 

Textbook(s) Required: 

a)Title: Operations management in the supply chain: decisions and cases, 

b)Edition: 7th Int., c)Author: Roger G. Schroeder and Susan Meyer 

Goldstein, d)Publisher: McGraw-Hill/Irwin, e)Year: 2018, f)ISBN: 

9781260083460 

 

Reference Books / Journal Articles: 

a)Title: Toyota production system : beyond large-scale production, 

b)Edition: , c)Author: Taiichi Ohno, d)Publisher: Productivity Inc., 

e)Year: 1988, f)ISBN: 9780915299140 

a)Title: Kaizen express : fundamentals for your lean journey, 

b)Edition: , c)Author: Toshiko Narusawa and John Shook, d)Publisher: The 

Lean Enterprise Institute, Inc., e)Year: 2009, f)ISBN: 9781934109236 

 

Note on Textbooks 

and Reference Books 

 

Class Outline Session Theme / Case Readings / Study Questions 



1 Introduction. 

Operations Function 

Chap. 1 

2 Operations and 

Supply Chain 

Strategy I 

Chap. 2 

3 Operations and 

Supply Chain 

Strategy II 

Chap. 2 

4 Process Selection I Chap. 4 

5 Process Selection II Chap. 4 

6 Process-Flow 

Analysis I 

Chap. 6 

7 Process-Flow 

Analysis II 

Chap. 6 

8 Lean thinking and 

Lean Systems I 

Chap. 7 

9 Lean thinking and 

Lean Systems II 

Chap. 7 

10 Lean thinking and 

Lean Systems III 

Chap. 7 

11 Managing Quality I Chap. 8 

12 Managing Quality II Chap. 8 

13 Quality Control and 

Improvement I 

Chap. 9 

14 Quality Control and 

Improvement II 

Chap. 9 

15 Independent Demand 

Inventory I 

Chap. 15 

16 Independent Demand 

Inventory II 

Chap. 15 

Others 1). The definitions of MBA learning goals and learning objectives are 

available at:  http://www.iuj.ac.jp/gsim/mba/mba-curriculum/mba-learning-

goals/ 

2). Lecture notes, schedule changes, homework questions, exam 

information, and other materials for this course will be updated at the 

course folder. Students should visit this folder frequently for newly 

posted online materials. 

3). Details of the exams, factory tours, presentations, assignments, and 

quizzes will be announced in class. 

4). Course policies: 

(a) All assignments, exams, and presentations should be completed to 

receive a passing grade for this course. 

(b) No late assignment submissions will be accepted. 

(c) As outlined in the IUJ Honor Code, students are reminded not to 

engage in acts of plagiarism or other forms academic dishonesty. See: 

http://en.wikipedia.org/wiki/Plagiarism  for more information. 

(d) No tolerance to any academic misconduct in addition to plagiarism. 
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