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	CODE
	SUBJECT
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	TRANSITIONAL
	
	

	
	
	
	

	CIS5016
	Introduction to e-Business


	4
	

	CIS5026
	Aspects of Web Development & Programming
	4
	

	MGT5066
	Economics
	4
	

	ACC5216
	Accounting & Finance I


	4
	

	MRK5046
	Consumer Behaviour
	4
	

	MGT5056
	Principles & Practice of Management
	4
	

	
	
	
	

	
	COMPULSORY
	
	

	CIS5126
	Further e-programming and e-commerce applications
	4
	

	MRK5076
	Marketing
	4
	

	MGT5086
	Organisational Behaviour
	4
	

	ACC5226
	Accounting & Finance II  (spread over 2 semesters)
	6
	

	CIS5116
	Information Systems Management
	4
	

	MGT5126
	Human Resource Management
	4
	

	MGT5176
	Service Management
	6
	

	MGT5016
	Managing Strategy
	6
	

	MGT5226
	Research Methodology
	6
	

	
	
	
	

	
	ELECTIVES
	
	

	CIS5246
	Aspects of  e-Strategy


	6
	

	CIS5236
	e-Marketing
	6
	

	CIS5256
	The Laws and Ethics of e-Commerce
	6
	

	CIS5216
	The Technology of e-Business
	6
	

	CIS5226
	Business Issues on the Web
	6
	

	CIS5276
	E-Business Financial Models
	6
	

	CIS5296
	Usability, Graphic Design and Human Computer

    Interfacing on the Net
	6
	

	CIS5206
	e-Government-  Policy and Implementation
	6
	


	MBA – e-BUSINESS
TRANSITION COURSE


	CIS5016  Introduction to e-Business


Lecturer:
Mr Simon R. Caruana

AIMS

This course introduces students to various aspects and models for e-business. At the end of the course participants should have an understanding of the impacts which e-business is having on society, markets commerce. Students should also become aware of the global nature of e-commerce and how traditional means of doing business will need to change in the electronic age.

INDICATIVE SYLLABUS
Overview

1. Definitions of Electronic Commerce/Electronic Business

2. Categories of E-business (b2b, b2c, b2a etc)

3. Introduction to Whiteley’s Model (Electronic Markets, EDI, Internet Commerce)

Historical Perspective

1. Development of e-business in parallel to that of the WWW.

2. Brief history of the Internet.

3. Current situation on the web, (in terms of technology, worldwide distribution, usage, main problems…)

4. A quick look towards the future – m-business?

5. Are the established ways of doing business suitable; do we need to rethink business models used? (history may provide us with an answer)

Impact of E-business on Society

1. What is really going on?

2. Issues related to the job market, work patterns, skills required and continuous learning.

3. How local becomes global.  IS/IT a positive thing?

4. Privacy and security issues.

5. Information and knowledge.

Electronic Markets

1. Definition and use of Electronic Markets.

2. Advantages and Disadvantages associated with Electronic Markets.

3. Some functional electronic markets.

4. The future of Electronic Markets.

Electronic Data Interchange (EDI)

1. EDI definition, (overview of advantages and disadvantages).

2. Technical aspects of EDI.

3. Business implications of EDI.

Internet Commerce

1. Basic elements of Internet based business.

2. Internet shopping and the e-shop.

3. Advantages and disadvantages of Internet based ‘consumer’ business.

E-Business Today
1. Current global situation.

2. E-business according to predictions? (good or bad!!)

3. Where does the present situation point to?

4. What needs to be done in order to cater for the future e-business/information society?

INDICATIVE READING
Whiteley, D. (2000). E-Commerce, Strategy, Technologies and Applications, London, McGraw Hill.

NOTES

1. Reference to various websites related to the issues raised during the course will be made.  These will be provided throughout the entire course.

2. References to journals will be made in a similar fashion.

ASSESSMENT

Assignment.

	CIS5026  Aspects of Web Development and Programming


Lecturer:
Prof. A. Leone Ganado

AIMS

This course introduces students to the global and strategic aspects of web development. The course also aims to show how the technical and business aspects of e-commerce have to be integrated together.
INDICATIVE SYLLABUS

Introduction to the internet and the web as a tool for enabling organisations.

Strategic implications of the net.

E-Business models. 

The Legal, Ethical and Taxation aspects.

Introduction to e-marketing.

On line monetary transactions.

Introduction to the browser and basic client and server internet tools.

Introduction to programming in HTML and applying scripting languages.

TEACHING STRATEGY

The course makes use of case studies and real world situations to demonstrate the practical impact of the issues which will be discussed. The course also includes a number of lab sessions where students will be introduced to the HTML language and to web page production. Some of the lessons will take the form of discussion forums where students are encouraged to look from a local Maltese perspective at issues raised.

ASSESSMENT
Assignment: 70%   Practical Examination: 30%

	ECN5026  ECONOMICS


Lecturer:
Professor L Briguglio

AIMS

To introduce students to the main concepts and tools used by economists to understand real world behaviour.  Particular reference will be made to the Maltese economy.

At the end of this short course participants should feel confident in their ability to relate the socio-economic environment in which they live and work to the decisions they take every day.  They should become aware of the kind of questions they may ask to understand better the economic processes they face in life in general and at work in particular.

INDICATIVE SYLLABUS

· The Market Mechanism, Entrepreneurship, and Government Intervention in an economy.

· Factors influencing Individual and Market Demand for Goods and Services

· Factors influencing Output and Costs in the Short Run and in the Long Run

· Market Structures

· Measuring aggregate Economic Activity

· Factors influencing Economic Growth and Cyclical Fluctuations

· Factors influencing International Trade

· Problems associated with Small Country Size

· Government Economic Policies and Implementation

TEACHING STRATEGY

This introductory course is meant to show that economics is an applied subject, very close to every individual in daily decision making.  The course, therefore, is based on the identification of decisions taken every day and in deriving the economic rationale for taking them.  Participants are encouraged to assess the implications of different decisions on personal welfare and economic activity.

INDICATIVE READING

General

Parkin Michael, Powell Melanie & Matthews Kent, Economics 3rd Edition Addison Wesley 1997

Begg David, Economics 5th Edition (a workbook is also available), McGraw - Hill, 1997

The Maltese Economy

Briguglio, L, The Maltese Economy: A Macroeconomics Analysis, David Moore Publishing, 1998

Delia, E P, The State of the Maltese Economy: 1994, The Malta Chamber of Commerce, 1995

Delia, E P, ‘In Search of an Industrial Policy” in Godwin Ellul and Albert Caruana eds. Maltese Business: The Challenges Ahead Guttenberg Press 1996

Supplementary Reading

Bank of Valletta Review - Various Issues

Statistical Sources

Natural accounts of the Maltese Islands (last available edition) - Central Office of Statistics

Economic Survey (last available edition) - Ministry of Finance

	ACC5216   ACCOUNTING AND FINANCE I


Lecturers:
Professor D Darmanin

AIMS

To introduce participants to the subject area of accounting and financial control and to provide them with a solid foundation for the subject “Accounting and Finance” to be covered in the later stages of the programme.

OBJECTIVES

At the end of the module participants should be able to:

· Understand the requirements of the non-financial manager with respect to the financial accounting and control function

· Prepare the annual financial statements of an organisation and understand the underlying concepts behind such statements

· Appreciate the need for further insight into the function of accounting as an information system

INDICATIVE SYLLABUS

· The Environment of Accounting


The Nature and Purpose of Accounting


Branches of Accounting


Users of Accounting Information


The Regulatory Framework

· The Basic Financial Statements


The Balance Sheet


The Income Statement


The Cash Flow Statement

· Accounting and Financial Control of both Service and Manufacturing Enterprises


Sole Traders


Partnerships


Not-For-Profit Organisations

· Valuation and Measurement Rules in Historic Cost Accounting


The Fundamental Accounting Concepts


The Year-End Adjustments

· Annual Financial Reporting by Limited Liability Companies


The Main Characteristics of Limited Liability Companies


The Different Sources of Finance


Reserves and the Appropriation of Profits


The Annual Financial Statements and their Interpretations

ASSESSMENT

Test at the end of the Course.

INDICATIVE READING

Text Book

Accounting for Non-Accounting Students


J R Dyson

(Fourth Edition - Pitman)

Supplementary Reading

Material provided by tutors during the course.

	MRK5046   CONSUMER BEHAVIOUR


Lecturer:
Ms M Pocock

AIMS

This module presents an overview of modern marketing thinking and practice.  It aims to develop the participants’ analytical skills by using concepts and theories from the literature on buyer behaviour (both consumer and organisational buying). The participants will critically assess these concepts and theories for their usefulness to practising managers. It also aims to familiarise the participants with the various analytical tools and techniques used in different marketing situations and enable them to become fully competent in matching these to market requirements.

OBJECTIVES

At the end of this module the competent participants should be able to:

· Recognise the steps that a company can take to build a stronger companywide market-focused orientation.

· Analyse the impact of the major variables influencing buyers and correctly identify a buying model for a given marketing situation.

INDICATIVE SYLLABUS
· Marketing’s Focus and Mode of Thinking

· The Marketing Concept and its Limitations

· The Nature of Marketing Management

· An Introduction to the Elements of the Marketing Mix

· The Place of Buyer Behaviour in Marketing

· Factors Influencing Buyer Behaviour

· Buyer Decision Making: Theory and Practice

· Business Markets and Business Buying Behaviour

TEACHING/LEARNING STRATEGY
The teaching and learning methods adopted will include lectures, seminars and presentations supplemented by the use of case studies as a means of enhancing the participants’ understanding.

To complement these activities use is made of vedeos where appropriate.

INDICATIVE READING
Main Texts

Engel J.F., Blackwell R. D., & Miniard P.W., Consumer Behaviour, 8th Edition, 

The Dryden Press, 1995.

Other Readings

As provided or indicated during the course.

	MGT5056   PRINCIPLES AND PRACTICES OF MANAGEMENT


Lecturer:
Mr C Fsadni

AIMS/OBJECTIVES

Regardless of the major area of study, participants soften end up assuming a management position when they start their career.  They need to have a good idea of what management is about.  This unit is designed to introduce participants to the concepts of management and the role of a manager.  The emphasis will be upon effective managerial practices.

INDICATIVE SYLLABUS

· Development of Management Thinking

· The Functions of Management

· Ethical and Social Context

· Managing Strategically

· The Environmental Context

· Managing Change

· Cultural Issues in Management

· The Controlling Process

ASSESSMENT

Participants will be asked to write an assignment about a subject area which will be given by the tutor later on in the course.

INDICATIVE READING

Slocum & Hellriegel
-
(Last Edition), Addison Wesley

Additional Reading

Management

-
Griffan, Houghton Mifflin

Management Principles
-
Rue & Byars, Irwin

	MBA – e-BUSINESS
Compulsory


	CIS5126  Further e-Programming and e-Commerce Applications


Lecturer: Dr. V. Nezval    Ms. A. Giulinano   Prof. A. Leone Ganado

AIMS

The aim of this unit is to give students a hands-on feel on how to program net applications. A variety of technologies in use on both the server and client side will be introduced. Students will at the end of this credit achieve also an appreciation of object models as they apply to the net. Practical assignments will also be set.

INDICATIVE SYLLABUS

This unit will include a substantial amount of computer Lab programming

E-business case models and their implementation.

Introduction to JavaScript. Basic memory concepts. Arithmetic and relational operators. Basic control structures. Javascript objects. Functions and arrays. Web page management. 

Introduction to  dynamic HTML. Introduction to Active serve pages. Simple ASP constructs  such as a shopping site and an auction site.

Introduction to Java. Basic Java language programming constructs and algorithms, data types, assignment, input/output methods. Writing Applets.  Basic object-oriented programming in Java.

INDICATIVE READING
Deitel, Deitel & Nieto Internet and World Web. How to Program

Deitel, Deitel & Nieto e-Business and e-Commerce. How to Program

ASSESSMENT

Programming Assignments 50%   Written Test 50%
	ACC5216   ACCOUNTING & FINANCE II


Lecturers:
Mr P J Baldacchino



Mr G Vella
AIM

This course is meant to ensure that students obtain an intensive exposure of the various techniques of Managerial Finance.  In this regard students would be in a position to familiarise themselves, as managers/administrators in the application of:

(a) accounting data in situations where different aspects of planning, decision making and control are involved.

(b) financial data in corporate strategy, including the use of present and future values  and asset and share valuation. 

The academic approach to the subject includes both quantitative and theoretical applications. 

CONTENT

The syllabus consists of two main parts, one in Management Accounting and the other in Financial Management.

Management Accounting 

This part is divided into four modules, which on average have a weighting of 25% each.

· The Nature of Management Accounting

· Management Accounting as distinct from Financial Accounting

· Management Accounting techniques

· An evaluation of the applicability of Marginal Costing and Absorption Costing

· Decision-making

· Cost Behaviour Patterns

· Break-even Charts and Cost-Volume-Profit Analysis

· The application of management accounting to the decision-making process

· Uncertainty in decision-making

· Activity Based Costing

· Budgetary Control

· Functional Budgets and the Master Budget

· The role of Budgets

· Variance Analysis and Performance Evaluation

· Standard Costing as a management control system

· Usefulness and interpretation of variances

· Divisionalisation and performance measurement

Financial Management 

This part is also divided into a further four modules, having on average a weighting of 25 % each.

· Introducing financial theory: the finance function, emergence of financial management, the financial objective, the agency problem

· The Corporate governance debate, risk and return, the strategic dimension

· The Financial Environment, including  Maltese Financial Markets 

· The Efficient Market Hypothesis, Short-termism, Reading the Financial Pages

· Time Value of Money: measuring wealth creation, present and future values

· Application of investment appraisal Techniques: payback, net present value, internal rate of return, inflation and risk considerations in appraisal

· Company value: the theory and using published accounts

· Valuing shares and the Earnings Stream

· A Discounted Cash Flow Approach to Valuation

· Shareholder Value Analysis

· Valuing Unquoted Companies and Factors Affecting Valuation 

Financial Accounting

This  course builds on the topics covered in Accounting & Finance I.  It deals with external financial reporting and the law and accounting standards regulating this function.  It covers accounting for Acquisitions and Mergers and introduces the principles of accounting for groups of companies.

INDICATIVE READING

Management Accounting For Business Decisions: Colin Drury

Corporate Finance and Investment: Decisions and Strategies: Richard Pike and Bill Neale (Parts 1 and 2)

Others as indicated by the tutors.
	MRK5076   MARKETING


Lecturer:
Ms M Pocock
AIMS

This module presents and overview of modern marketing thinking and practice.  It highlights the issues of how the marketing effort is managed by what sort of people by identifying marketing manager roles and activities.  It aims to develop the participants’ analytical skills by using concepts and theories form the literature on the marketing mix and marketing planning.  the participants will critically assess these concepts and theories for their usefulness to practicing managers.  It also aims to familiarise the participants with the various analytical tools and techniques used in different marketing situations and enable them to become fully competent in matching these to market requirements.

OBJECTIVES

At the end of this module the competent participant should be able to:

· Recognise the steps that a company can take to build a stronger companywide market-focused orientation.

· Consider the many and varied marketing management positions and duties and understand the relationships and tensions between marketing managers and other managers within the organisation.

· Appraise the difficulties from a managerial perspective of implementing marketing management successfully and understand why things can go wrong.

· Describe how planning is carried out at product level, and be able to design a marketing plan for a particular product or service.

INDICATIVE SYLLABUS

· The nature of marketing management

· Marketing management organisation structures of buyer in marketing

· Developing and managing products

· Designing pricing strategies

· Selecting and managing marketing channels

· Managing marketing communications

· Managing the sales force

· Marketing planning

TEACHING/LEARNING STRATEGY

The teaching and learning methods adopted will include lectures, seminars and presentations supplemented by the use of case studies as a means of enhancing the participant’s understanding.

To complement these activities use of videos is made where appropriate.

INDICATIVE READING

Main Texts

Kotler P, Marketing Management - Analysis, Planning, Implementation and Control, 9th Edition, Prentice Hall International, 1997.

Other Readings

As provided or indicated during the course.

	MGT5086   ORGANISATIONAL BEHAVIOUR


Lecturer:
Mr Nathaniel Massa

	Credits: 4*
	Semester: 2
	Prerequisites: (none)


*ECTS credits

· Rationale & Learning Objectives

This course introduces the study of organisational behaviour as a logically structured discipline.  It aims to develop students’ ability to analyse and address relevant organisational issues – enhancing capability to recognise and tackle organisational behaviour concerns in a work context.

The course emphasises the importance of individual behaviour as the foundation of organisational performance.  Understanding the fundamentals of individual behaviour is therefore deemed crucial for effective management.

Theory is examined and applied to potential organisational situations and circumstances – this within the context of dynamic internal and external environments that affect and challenge management practice.

· Indicative Syllabus & Course Outline

The course sets off defining the study of organisational behaviour as an academic discipline, introducing the foundation competencies necessary for individual and managerial effectiveness in today’s increasingly dynamic organisational environment.  Matters relating to diversity, ethics and cultural issues are treated.  

Personality determinants are covered and their link with the situational environment and behaviour explored.  Next, attitudes and their affect on behaviour are considered.  The importance of attitude-behaviour relationships is illustrated by highlighting job satisfaction and organisational commitment.  The importance of understanding perceptions and attributions, internal and external impinging factors as well as common errors are addressed.  Among other key fields in organisational behaviour, the importance of learning, reinforcement and motivation as well as their link to behaviour and performance are investigated. 

· Literature

Core Textbook:

Hellriegel, D. and Slocum, J.  2004.  Organizational Behavior.  10th ed.  Ohio : South-Western / Thomson.  

Supplementary Texts:

Pettinger, Richard. 2000.  Mastering Organisational Behaviour.  (Macmillan master series).  Macmillan 

Dittrich, John E. and Zawacki, Robert A.   1985.  People and organizations : Cases in Management and Organizational Behavior.  2nd ed.  Business Publications

Additional Reading:

For students to apply course material to current issues, promoting critical evaluation and debate, regular review of relevant management journals and publications is recommended.  

· Method of Assessment

End of semester assessment.

	MGT5126   HUMAN RESOURCE MANAGEMENT


Lecturer:
Mr P Gauci



Prof E L Zammit

AIMS

‘People developed and upgraded on a continuous basis will be organisations’ edge towards success’.  The aim of this module is to highlight strategic human resources management strategies which can be adopted to achieve effectiveness.

OBJECTIVES

At the end of the module participants should be able to:

· Identify strategic initiatives needed to ensure effective human resource management practices.

· Compare and select appropriate tactical policies in line with the above.

INDICATIVE SYLLABUS

· Strategic Human Resource Development

· New Work Organisation

· Orientation to Work and Organisational Cultures

· Industrial Relations

· Employee Participation

· Occupational Categories and the Labour Market

· Equal Opportunities

· Employee Relations and Welfare

· Manpower Planning

· Flexible Working

· Internal Communications

· Recruitment and Selection

· Strategic Human Resource Development

· Reward and Recognition

· Career Management

· Performance Appraisal

· Performance Management

TEACHING/LEARNING STRATEGY

The learning methods adopted will include seminars and presentations supplemented by the use of case studies and videos to enhance understanding and development of skills.

INDICATIVE READING

Main Text

The Handbook of Human Resource Management

Towers B










(Blackwell)

Other Reading

Human Resource Management: Theory and Practice
Bratton J and Gold J (Macmillan)

As indicated during the course.

	CIS5116  Information Systems Management


Lecturer:
Prof. A. Leone Ganado et al

AIMS

The aim of this unit is to discuss various issues in information systems management. Emphasis will be made on the management of networked enabled organizations.

The role of the corporate database as a server to the information needs of an organization using the web page as a front end server to the back end server will be developed as will be the management of n-tiered business models.

INDICATIVE SYLLABUS

Examination of the information technology function within organizations. The role of business and IT managers in the effective use of these resources to gain competitive advantage. A management perspective of current and emerging information technologies and their effective use in solving business problems.  Facilities management in IT especially use of outside resources (e.g., consultants, outsourcing organizations). Globalisation issues.

Data base concepts, data base architecture, data modelling, data dictionaries, data base administration, data security and SQL The database server as a back-end information server in e-commerce. Distributed databases.

The concept of enterprise wide IT systems and the strategic value of intranets and extranets. The use of internetworking as a strategic tool.

Examination of various network-enabling technologies and concepts. Design of the network infrastructure architecture in the age of the internetworking including intranets, extranets, security issues and firewalls. 

INDICATIVE READING
Colouris G. ; J.Dollimoire and T.Kind berg, Distributed Systems: Concepts and Design Addisson Wesley

Robson Wendy, Strategic Management and Information Systems Pitman Publishers

Elmansic/Navathe Fundamentals of Database Systems Bemjamin/Curney

ASSESSMENT
Written Test: 85%  Assignment: 15% 


	MGT5176   Service Management


Lecturer:
Mr MM Zammit

OBJECTIVES
The course addresses the effective management of service operations from both  a customer and organisation perspective.   It focuses on the design of the service delivery system and the management of a service firm’s internal operation.

COURSE CONTENT
Students will develop the ability to identify and frame complex strategic issues in service operations, design operating strategies that address those issues, and understand the role that service operations plays in business strategy.  Students are exposed to a range of concepts, tools, and techniques useful in developing operational strategies for the provision of an effective service.  They will be able to translate customer expectations into operational requirements.  The following issues are addressed: The nature of services, The service concept, Service system design, Service supply chains, Customer retention, Service strategy, Service quality.

ASSESSMENT
An Assignment Project

Recommended Texts

Haksever C., Render B., Russell, R., Murdick R.  Service Management and Operations, 2/e.  Prentice Hall, N.J. 

	MGT5106   MANAGING STRATEGY


Lecturer:
Mr C Fsadni

 LEARNING OBJECTIVES

The purpose of this module is to make students aware of the difficulties involved in formulating strategy - a task which will be very much their responsibility once they assume managerial positions.

The module does not seek to address the planning techniques, but rather to build on the practice of good strategic management, as researchers in the area understand it.

Students will be expected to discuss the various concepts and theories and the growing body of knowledge that is available on the subject.  However, and understanding of the theory without an understanding of the practice is dangerous.  On this account emphasis will be made to analyse and discuss a number of selected case studies.  Students will be asked to make class presentations.

INDICATIVE SYLLABUS

· Review of where strategy fits in the Management concept

· The Historical Development

· An Environmental audit – Competitive Analysis

· A Corporate Audit

· Strategy options

· Strategies for competing in global environment

· Tailoring strategy to specific industrial situations

· Building a resource capability

· Case analysis and presentations

INDICATIVE READING

Main Text

Thompson & Strickland, Strategic Management: Concepts and Cases - Irwin, 10th Edition

Bibliography:

Henry Minzber etal (Prentice Hall):

The Strategic Process

Thompson and Strickland - Irwin

Strategic Management

Peter McKiernan – Darthmouth:

Historical Evolution of Strategic Management

Peter McKiernan - Routledge:

Strategies of Growth

Ansoff etal - Wiley

From Strategic Planning to Strategic Management

Masaaki Imai - McGraw Hill

Kaizen - The Key to Japan’s Competitive Success

Cliff Bowman - Macmillan Business

Managing Strategy

Hunger Wheelen - Adison Wesley

Strategic Management

Arnoldo Hax - Prentice Hall

The Strategic Concept and Process

ASSESSMENT

Case Study presentations.

	MGT 5226  RESEARCH METHODOLOGY


Co-Ordinator:
Dr Nadia Theuma

“Research is a …. Systematic investigation towards increasing the sum of knowledge”   Chambers Dictionary

Course Objectives:  This course equips the student with the necessary skills to conduct individual research.  Following this course the student will be able to design and carry out research and present the final dissertation which is a pre-requisite for the MBA degree.  

Besides covering the necessary steps in the research project, it discusses various research methods both of a qualitative as well as quantitative nature.

Course Requirements:  Throughout this course, students will be assigned exercises which will help the student in the preparation of the final document – the dissertation.  Students are expected to read the assigned documents and carry out the necessary exercises.

Students will by the end of this course present their dissertation title and hand in to their respective tutors their research proposal.  The due date for this proposal will be communicated at a later date.

Text:  A lot of material has been written about research methodology in general.  Various techniques and procedures will be discussed during this course.  Nevertheless students are encouraged to buy copies of essential text described below.

Suggestions include:

Berg, B (1994) (2nd. Ed)
Qualitative Research fort the Social Sciences Allyn and Bacon, London and Boston.

Miles, M. and Huberman A. (1994)
(2nd Ed.) Qualitative Data Analysis:  An expanded Sourcebook, Sage.  London, California and New Delhi.

Veal A.J. (1997) (2nd. Ed)
Research Methods for Leisure and Tourism:  A Practical Guide.  Financial Times, Pitman Publishing.  London


(Despite the specific title this volume has a good and simple description of the research process and the various research techniques used by social science and management students.)

Students are encouraged to refer to the main library collection for further readings

on particular specific research methods and areas of interest, for ex. 

market research, operations research, etc.  In addition our Faculty has a number

of books that can be consulted by students.  Arrangements to borrow 

and/consult books have to be made with the person in charge.

Part 1        Course Outline

1. Introduction:  Research Explained – The Research Cycle – Nadia Theuma

2. Literature Review – Activity:  Conducting a Literature Search – Nadia Theuma

3. Defining the Research Problem – Designing the Conceptual Framework – Nadia Theuma

4. The use of Library Resoures          Visitor*  (Ms. Marthese Paris)
5. The Nature of Data – Primary and Secondary data, where to find it – Nadia Theuma

6. The nature of qualitative/quantitative research – Nadia Theuma

7. In-depth Interviews and Focus Groups – Visitor* (Dr. Marguerite Camilleri)
8. Activity:  Designing and conducting Interviews

9. Questionnaires, Surveys and Questionnaire Design – Visitor* (Ms. Mary Anne Pocock ?)
10. Sampling – Nadia Theuma

11. Activity:  Designing and Conducting a Questionnaire

12. Common qualitative approaches (phenomenology, grounded theory, ethnography, market research, management – possibly have two lectures) – Nadia Theuma

13. Examination of data:  Description, Analysis and Interpretation – Nadia Theuma

14. The use of computers in data examination – Visitor* (tba)
15. Ethical Issues, Presentation, Writing up and Contribution to knowledge – Nadia Theuma

16. Guidelines of Dissertation Criteria – Nadia Theuma

Part 2

Research In – Progress Presentation Seminars

Seminars will be held during the second semester – dates and groups will be notified at a later date.

The aim of these seminars will be to discuss research as it develops, giving you the chance to present your ideas as to get feedback from your colleagues and tutors.

	MBA – e-BUSINESS
STAGE TWO – PART I & II


	CIS5246  Aspects of e-Strategy


Lecturer: to be appointed

AIMS
A recent report on e-strategy shows that the number of companies that believe IT is crucial to success has doubled over the last two years. In a survey by Morgan Stanley in the US almost all companies surveyed had an e- strategy plan.

This course integrates concepts on developing an overall understanding of the unique challenges and opportunities faced by firms as they reengineer to create value in a e-Business environment. Students will learn the strategic role of information technologies in challenging and reinventing new business models within the firm. Learn to understand how to achieve competitive advantage through the development of business strategies for new organizational forms and understand the alliances between organizations, value chain analysis, supply chain management, network organizational forms, and competing in rapidly changing IT mediated environments.

Students will develop as part of this module a group project on business strategy in the context of a particular industry. They will also apply in a project-oriented context, practices, principles and marketing theories. Students will interact with their project supervisors and invited industry mentors whose expertise will help the students integrate the material into a real-world framework.

INDICATIVE SYLLABUS

Foundation:

Trends and directions in e-business. e-visioning. An introduction to the key e-business models. Case analysis of e-business ventures.

e-business Planning:

e-Market analysis methodologies. Organising e-business. Justifying e-investment appraisal. Structuring the e-business plan.

Business and Operational Aspects of e-business:

e-business Risk analysis. Investors perspective of e-business proposals. Technology enablers of e-business collaboration. Designing processes for e-business collaboration and e-business process analysis. Principles of Customer Relationship Management.

Emerging Aspects of e-business:

The e-business regulatory framework. The evolution of e-business and e-strategy consulting.

INDICATIVE READING

Michael E-Porter Strategy and the Internet digital E-Book Harvard Business School

W.Robson Strategic Management for Information Systems Pitman

ASSESSMENT

Written Test: 80%  Assignment: 20% 


	CIS5236  e-Marketing


Lecturer: to be appointed

AIMS

The aim of this unit is to get the student understand the power and characteristics of the Net to position an organization better within the global market. The way e-market restructures the value chain and creates new market opportunities and challenges will be investigated.

INDICATIVE SYLLABUS

This module deals with marketing on the Internet. It investigates the behavior of people who use the Internet for various activities. It analyses their behaviors in the light of current theory in order to ascertain the needs and aspirations of those who use this medium. 

It also examines and discusses the impact of the Internet (Net) on marketing science and practice in a market-driven, customer oriented Internet-enhanced global environment.   Particular emphasis is given to the role of the World Wide Web (Web) in current and future integrated marketing communication, customer fulfillment strategy and customer relationship management (CRM)

An integral and major component of this module is team-based projects and the use of data from empirical research assignments to build an effective marketing strategy for a specific marketplace.

INDICATIVE READING 

Judy Strauss, Raymond Frost E-Marketing Prentice Hall; 

ISBN: 0130322644

Frank Fiore E-marketing Strategies Que; ISBN: 0789724758

ASSESSMENT

Team Based Project: 50%   Written Test: 50%
	CIS5256  The Laws and Ethics of e-Commerce


Lecturer:  Dr. Emily Camilleri and others
AIMS

The aim of this unit is to make students aware of the various legal and ethical issues which must be considered in the development and operation of e-business based systems.

The internet is an emerging means of e-business based systems in which we can often only address issues via legal analogy. A distinct body of law is at the moment lacking and often the first attempts at regularising  this media is via ethics and statements of code of conduct and practice which IT bodies provide for their members.

INDICATIVE SYLLABUS

Ethical principles and the application of these principles to current business and technological issues on the net. 

Network technology and intellectual property rights law issues. Ethical constructs, which underlie Internet issues. Regulations and professional practices governing the Internet.  Topics include: patent, copyright, trade secret, contractual arrangements, technology licensing, internet taxation issues, technology failure liability, computer crime, and privacy.

Internet and Media Law: The law and emerging principles that govern the dissemination of Internet information and the regulation of information providers. Topics include: defamation; liability of service providers; privacy issues; publication bans; regulation of telecommunications and related industries; media content regulation; copyright issues; and media ownership.

INDICATIVE READING

J.Bick 101 Things you need to know about Internet Law. Three Rivers Press ISBN 0609806333

S. P. Butter et al E-business Legal kit for Dummies Hungry Minds inc ISBN 0764552651

J. Dianne Brinson, Mark F. Radcliffe Internet Law and Buisness Handbook Ladera Press; ISBN: 0963917331

ASSESSMENT

Assignment 50%   Written Test 50%

	CIS5216 The Technology of e-Business


Lecturer:  to be appointed

AIMS

This unit aims to strengthen and wider the technical knowledge of students as begun in CIS512. Students will be encouraged to research on emerging technological innovations related to the net.

Students will also be expected to understand the integration of distributed database technologies within the internet architecture. Oracle will be used for the practical part of the course.

INDICATIVE SYLLABUS

Convergence of information and communication technologies. Demands for higher bandwidth and guaranteed quality of service. Multimedia communications. Mobile communications. Integration of external devices with the Internet. Internet access via cellular phones. 

The database technologies relevant to electronic commerce. Emphasis will be placed on data warehousing, data mining and intelligent agents.
Perspectives on the technology evolution of the Internet.
INDICATIVE READING

M.Mallah Web Development with Oracle Portal Prentice Hall 

ISBN 0130600377

K.Martin, G.Honda The Essential Guide to Internet Business Technology Prentice-Hall ISBN 0130428205

H.Newton Newton’s Telecom dictionary CMP Books ISBN 1578201047

ASSESSMENT

Practical Assignment 40%   Written Test 60% 

	CIS5226  Business Issues on the Web


Lecturer:
Prof. A. Leone Ganado

AIMS

The aim of this unit is to develop in greater depth the business case models developed in unit CIS501.

Emphasis will be made on the supply chain management in a networked environment. This unit will also discuss the business architecture and financial issues of the net.

Students will be expected to develop a case study related to a local industry scenario whilst working in groups.

INDICATIVE SYLLABUS

Understanding the financial challenges, risks, and opportunities of building electronic businesses. Basic company economics. Sources of financing available for electronic business ventures. Analysis and critical evaluation of the financial viability of emerging Internet business models

Traditional vs. dynamically evolving supply chain models. The new rules of production. The impact of strategic alliances. Mass-customization. Outsourcing of production and supply chain synchronization. Planning-systems and the reasons for their failures. B2B marketplaces and B2B back-ends. Internet enabling of the supply chain. Vertical and functional marketplaces. The evolution of business models. Trading markets and production.

INDICATIVE READING
Thomas Stoehr Managing e-business projects Springer Verlag
Andy Longshaw, et al Supplier Empowerment: Solutions for Business-to-Buisness E-Commerce Microsoft Press
ASSESSMENT

Assignment: 50% Group Case Study: 50%  


	CIS5276  e-Business Financial Models


Lecturer: Prof. D.Darmanin, Prof. A.Leone Ganado, Mr. A.Spiteri Staines

AIMS

One of the major sectors which has been affected by the internet is the Financial sector. Various financial models for doing business on the net are emerging. Secure electronic payments offer a new form of digital transaction which creates a number of business and technical challenges.

At the end of the unit students will become aware of the range of new opportunities, challenges and threats which this new technology is creating for traditional financial institutions.

INDICATIVE SYLLABUS

The impact of Internet on the financial sector. On-line finance: strategies for new services and financial products supply. On-line finance: strategies to be a successful financial services supplier. Banks and the Internet: status quo and possible developments.
Motivation for electronic payment. Areas of application. Characteristics of traditional payment systems. Cryptography techniques for payment systems. Systems based on credit cards. Electronic checks. Electronic cash payment systems. Micro payments. Evaluation of electronic payment systems.

INDICATIVE READING

Ezra Zask The E-Finance report Mc Graw-Hill ISBN 007 1364277

Erik Banks E-Finance J. Wiley and Sons ISBN 047156026X

ASSESSMENT

Written Test 100%
	CIS5296  Usability, Graphic Design and Human Computer Interfacing on the Net


Lecturer: Dr. G. Mallia and others

AIMS

This unit aims to discuss the various Human Computer Interfacing aspects of the net and HCI in general. 

The issues of usability, ergonomics, window navigation, and creative design will be analysed.

At the end of the unit students will be expected to appreciate better what makes successful web designs.

INDICATIVE SYLLABUS

Human Factors in Information Systems design.  Designs, which fit in, better with what humans find natural and easy to do. Human behaviour, cognition, abilities and limitations, and other characteristics that are relevant to interaction with Internet based information systems. Specific strategies, which apply these concepts in order to improve usability, will be explored.

User Interface Design for the Web. Creating meaning and generating interest in Web pages. Ensuring a sharp learning curve and memory retention on an accessed  web site.

Utilising rapidly improving and emergent technologies and web software tools, which facilitate greater, design expression, latitude, and interactivity to meet the ever-increasing expectations of users. Techniques for presenting a well designed Web page, which incorporates visual cues and navigation, as well as aesthetic appeal.  Heuristics in interface design, graphic design, and programming to achieve attractive web sites. 

Other HCI issues on the net.

INDICATIVE READING

P.W. Jordan An Introduction to Usability Taylor & Francis
A. N. Badre Shaping Web Usability. Interaction Design in Context Addison Wesley Professional

Patrick J Lynch, Sarah Horton Web Style Guide: Basic Principles for Creating Web Sites Yale Univ Pr

ACM SIGCHI Journal

ASSESSMENT

Practical Design: 30% 
Written Test 70%

	CIS5206 E-Government – Policy and Implementation


Lecturer: Mr. Konrad Mizzi

AIMS

The developing information society and economy leverages information and communications technology to improve the living and working conditions of all citizens. Governments have been slower than the private sector to realize the potential of this medium but have now recognized its importance. Various countries have embarked on e-Government initiatives that facilitate the proliferation of e-Democracy through the use of internet-based service delivery.

The module will provide a practical understanding of the various policy, implementation and outsourcing aspects of e-Government.

The general methodologies for planning and managing e-Government projects from the perspectives of Government and public sector mangers, IS/IT mangers, and private sector firms partnering in e-Government projects will be examined.

INDICATIVE SYLLABUS

Foundation:

Background to Public Strategy Analysis. Outline of Business and Information Technology Planning. Key concepts of Information Society and Economy.

e-Government Policy Formulation and Planning:

Vision and Mission of E-Government. Principles of e-Government strategy. Implications of Public Private Partnerships and the project roles in the e-Government framework. Comparative case study of e-Government policy frameworks.

e-Government Policy Implementation:

Development of Portal architecture. Security issues and the need for a certification authority. Delivery channels and service delivery. Capacity building and Business Process Re-engineering. e-Government Service branding and communications strategy. e-Government financing. Comparative case study of e-Government implementation and programme structures. Post-implementation review.  

INDICATIVE READING

D.Holmes E-Government: E-business strategies for Government Bradley  Publishings

K.Bacon et Al E-Government: The Blueprint J.Wiley and Sons

ASSESSMENT

Written Test: 80%  Assignment: 20% 
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