
 Course Descriptor 

 MBA International Marketing 

 Programme structure and learning outcomes 

 The following is the Program structure and timelines of a 2-year program 

 Sem 
 Course 
 Code  Course Titles  Skills  ECTS 

 Sem 1- 3m/ 12 
 weeks  1211  Transformational Management  4 

 Be a 
 Management 
 Expert  1212  Managerial Economics  3 

 1213  Organisational Behaviour  3 

 1214  Financial Reporting & Analysis  3 

 1215  Marketing in a Digital World  AES  3 

 1216  Data Analysis for Managers  TES  4 

 Sem 2 

 Be an Operations 
 Expert  1217  Research Methods for Managers  AES  4 

 1218  Consumer Behaviour  3 

 1219  Corporate Finance  3 

 1220  Business Communication  AES  3 

 1221  Legal & Ethical Business  3 

 1222  Logistics & Supply Chain Management  3 

 1223  Consulting Lab  CEW  1 

 Sem 3  1224  Project Management  TES  4 

 Be a Strategic 
 Expert  1225  Information System & Technology  TES  4 

 1226  Strategic Management  3 

 1227 
 Entrepreneurship, Technology & 
 Innovation  3 

 1228  Leadership Skills  3 

 1229  Next Generation Leaders  CEW  3 

 Aug  Summer Vacation 

 1 



 Key USPs  Project Management 

 Entrepreneurship & Innovation Boot Camps/ Social Impact Challenge 

 Ability Enhancement Courses and workshops (AES) - 13 ECTS 

 Technical Enhancement Skills (TES) - 12 ECTS 

 Career Enhancement Workshops (CEW) - 4 ECTS 

 Capstone Consulting Project 

 Year 2: 

 September to January: Gain 20 ECTS. Students are required to choose any 1 specialisation. 

 In  some  cases,  it  is  possible  to  choose  courses  from  2  specialisations.  A  course  must  have  at  least  8 

 students to be operational until the management decides to run a course with less students. 

 International 

 Marketing 
 1240  International Marketing  4 

 1241  Marketing Research  4 

 1242  Advertising & Media  4 

 1243 
 Advanced Digital Marketing 

 Strategies 
 4 

 1244  Sales Management & Strategy  4 

 Feb - March  Social Impact Challenge 

 10 ECTS  OR German Language School 

 OR Boot Camps & Innovation Project 

 Internship/ 
 Capstone Thesis  Internship/ Dissertation 

 30 ECTS, 5-6 months  Capstone Thesis 

 1211 TRANSFORMATIONAL MANAGEMENT 

1. Factual information 

 Course title  Transformational Management 

 Course tutor  Dr. Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 2 



 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 In  today's  business  world,  organisations  are  continually  adjusting  and  adapting  their  operations  to 

 new  environments  in  a  more  complex  and  dynamic  commercial  environment.  Managing  change  is 

 a  complicated  endeavour.  This  is  where  the  concept  of  Transformational  management  comes  to 

 the  forefront.  The  purpose  of  this  course  is  to  present  a  comprehensive  framework(s)  on 

 managerial  concepts  that  will  enable  learners  to  question  and  challenge  the  working  of  an 

 organisation.  It  incorporates  conceptual  knowledge  of  individuals  and  organisations  with 

 opportunities  to  practise  certain  practical  skills  that  will  benefit  learners  as  an  employee  and/or 

 manager.  The  course  encompasses  topics  that  will  help  learners  gain  a  better  knowledge  of  how 

 people  and  organisations  work  along  with  active  participation  in  discussions,  forums,  activities 

 and  sessions  to  enlarge  the  knowledge  on  the  managerial  concepts  and  hence  make  a  successful 

 mark in their careers. 

 3. Aims of the course 

 The  aim  of  the  course  is  to  assess  the  managerial  tasks  and  seek  guidance  on  how  to  improve  the 

 overall  personality  in  the  life  of  a  managerial  personnel.  It  highlights  on  the  cross-cultural 

 leadership  facilitating  personal  and  organisational  development.  Another  potential  benefit  is 

 learning  the  most  up-to-date  strategies  and  ideas  for  talent  development.  Finally,  the  course 

 introduces  learner’s  to  better  their  managerial  behaviour  that  leads  to  breakthroughs  in 

 innovation and long-term growth. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  fundamentals  of  managerial  concepts  in  managing 

 people and organisations 

 MLO.A2  evaluate  the  different  levels  of  leadership  development,  and 

 organisational culture 

 MLO.A3  develop  an  understanding  on  the  frameworks  and  models  that 

 discuss the organisational life 

 MLO.A4  connect  the  study  of  managerial  concepts  and  organisations  to 

 day-to-day functioning of business 

 MLO.A5  achieve  a  reflective  understanding  of  the  managerial  theories  and 

 practices with the internal and external business environment 

 PA2 

 PA4 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  alternative  methods  for  managing  people  within  and 

 outside the organisation 

 MLO.B2  apply  managerial  techniques  for  example,  modelling  desired 

 behaviours 

 MLO.B3 select and analyse information for managerial decision-making 

 MLO.B4  develop  a  transformational  leader's  creative  attitude,  which  is  a  basic 

 requirement 

 MLO.B5  examine  and  accommodate  the  limits,  possibilities,  opportunities 

 and threats that exist in various managerial situations 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 design strategies to address the managerial issues 

 MLO.C2  analyze  and  diagnose  the  technical  and  managerial  problems  and 

 find creative solutions 

 MLO.C3  introduce  frameworks  and  explore  on  an  organisations  culture  by 

 observing their artifacts, assumptions and values that imply 

 PC1 

 PC2 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  understand  and  process  important  or  complex  information  to  avoid 

 costly mistakes, misunderstandings and lost opportunities 

 MLO.D2 demonstrate motivational skills 

 MLO.D3  create  communication  to  develop  healthy  interpersonal  relationships 

 between employees at all levels in an organisation 

 PD2 

 PD4 

 PD5 

 PD6 

 7. Course Content: 

 Unit 1  Introduction to Modern Management Practices 

 ●  Introduction to the Course 

 ●  Introduction - Meaning of Management 

 ●  Traditional theories of Management 

 ●  Management Activities 

 ●  Managerial Roles 

 ●  The Manager’s Environment 

 ●  Managing Stakeholders 

 ●  Discussion/ Case Study 
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 Unit 2  Management and Personal Development 

 ●  Overview of Managerial Decision-making 

 ●  How the brain processes information to make decisions-Reflective and 

 Reactive systems. 

 ●  Programmed and Non-programmed decisions 

 ●  Barriers to effective Decision -making 

 ●  Improving the quality of Decision-making 

 ●  Group Decision-making 

 ●  Discussion/ Case Study 

 Unit 3  Managing Stress 

 ●  Define Stress 

 ●  Analyze the effects of stress 

 ●  Differentiate between organizational and individual approaches to stress 

 reduction 

 ●  Concept of wellness in employee engagement 

 ●  Understanding Organisational Culture 

 ●  Creating and Maintaining Organisational Culture 

 ●  Edgar Schein Model of Organisation Culture 

 ●  Hofstede’s Cultural Framework 

 ●  The GLOBE Framework 

 ●  Cultural Stereotyping and Social Institutions 

 ●  The Necessity of Global Markets 

 ●  Discussion/ Case Study 

 Unit 4  Negotiation Skills and Leadership 

 ●  Introduction to Leadership 

 ●  The Nature of Leadership 

 ●  Types of Leaders and Leader Emergence 

 ●  The Trait approach to Leadership 

 ●  Behavioural approaches to Leadership 

 ●  Situational (Contingency) approaches to Leadership 

 ●  Substitutes for and Neutralizers of Leadership 

 ●  Transformational, Visionary and Charismatic Leadership 

 ●  Leadership needs in the 21  st  Century 

 ●  Discussion/ Case Study 

 Unit 5  Talent Engagement and motivation 

 ●  Motivation: Direction and Intensity 

 ●  Content theories of Motivation 
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 ●  Process Theories of Motivation 

 ●  Recent Research on Motivation Theories 

 ●  Discussion/ Case Study 

 Unit 6  Managing Groups and Teams 

 ●  Group Dynamics 

 ●  Teamwork in the Workplace 

 ●  Understanding Team Design Characteristics 

 ●  Organizing Effective Teams 

 ●  Opportunities and Challenges to Team Building 

 ●  Team Diversity 

 ●  Multicultural Teams 

 ●  Discussion/ Case Study 

 Unit 7  Management of Change 

 ●  The Dilemma of Change 

 ●  Learning Organization 

 ●  The Process of Planned Change 

 ●  Forces of Change 

 ●  The Responses to Change 

 ●  Resistance to Change 

 ●  Overcoming Resistance to Change 

 ●  Discussion/ Case Study 

 Unit 8  The Essentials of Control 

 ●  The conceptual foundations of control systems 

 ●  The new paradigms of Management Control Systems 

 ●  The traditional instruments of control in organizations 

 ●  Accountability in organizations 

 ●  The new dimensions of control with strategies 

 ●  Management Control in Specialized organizations 

 ●  Process of designing and controlling system 

 ●  Discussion/ Case Study 

 Unit 9  Management of Human Resource, Technology and Innovation 

 ●  An introduction to Human Resource Management 

 ●  Human Resource Management and Compliance 

 ●  MTI- Its Importance Now and in the Future 

 ●  Developing Technology and Innovation 

 ●  External and Internal sources of Technology and Innovation 

 ●  Management Entrepreneurship Skills for Technology and Innovation 
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 ●  Managing Now for Future Technology and Innovation 

 ●  Discussion/ Case Study 

 Unit 10  Economic, Social and ethical issues in management 

 ●  Evaluating the General Environment 

 ●  Economic and Social Environment 

 ●  Business Ethics 

 ●  Leadership: Ethics at the Organizational level 

 ●  Ethics, Corporate Culture and Compliance 

 ●  Corporate Social Responsibility 

 ●  Ethics around the Globe 

 ●  Emerging Trends in Ethics, CSR and Compliance 

 ●  Discussion/ Case Study 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 

 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 

 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the continuous mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Assignment: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 

 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “Assessment  Policy”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 
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 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  Academic  Misconduct  Policy  which  specifies  that 

 academic  misconduct  is  considered  very  seriously  at  Rushford.  The  policy  states  what  is  academic 

 misconduct,  the  possible  guidance  you  can  seek  in  seeking  academic  coaching,  counselling,  and 

 penalties on academic misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Heinz  Weihrich,  Mark  V  Cannice  &  Harold  Koontz.  2019.  Management.  15th  Edition. 

 McGraw Hill Publications. 

 Recommended Readings 

 ●  Alatawi, M. A. 2017. The Myth of The Addictive Effect of the Transformational Leadership 

 Model.   Contemporary Management Research.   (13) (1)  42-48. 

 ●  Daft, R. L. (2016). The New Era of Management. 11th Edition. Cengage Publications. 

 ●  Ivancevich; John and Micheeol T.Matheson. Organisational Behaviour and Management, 

 Business Publication Inc., Texas 

 ●  Kouzes, J.M. & Posner, B. Z. 2017. The Leadership Challenge (6th edition), John Wiley & 

 Sons. 

 ●  Koontz, Harold, Cyril O'Donnell, and Heinz Weihrich. Essentials of Management, McGraw 

 Hill Publishers. 

 ●  John R. Schermerhorn. Management, Wiley-India. 

 ●  Robbins S.P. and Decenzo David A. - Fundamentals of Management: Essential Concepts 

 and Applications (Pearson Education, 5th Edition). 
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 ●  Hillier Frederick S. and Hillier Mark S. - Introduction to Management Science: A Modeling 

 and Case Studies Approach with Spreadsheets. 2nd Edition Tata Mc Graw Hill. 

 ●  Northouse, P. G. (2016). Leadership: Theory and Practice. 7th Edition. Thousand Oaks, CA: 

 Sage Publications. 

 ●  Stoner, J.F., Freeman, E. R., & Gilbert, D.R. 2013. Management. 6th Edition. Pearson 

 Publications. 

 ●  Giles, S. (2016) The most important leadership competencies, according to leaders around 

 the world.   Harvard Business Review Digital. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1212 MANAGERIAL ECONOMICS 

 1. Factual information 

 Course title  Managerial Economics 

 Course tutor  Dr Sonal Katyal  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  will  support  the  managerial  role  directly  involved  in  various  functional  areas  of 

 business  at  micro  level.  The  learners  will  be  able  to  implement  the  learnings  in  developing 

 strategies  for  solving  day-to-day  problems  faced  by  the  organisations.  This  course  will  familiarize 

 the  students  with  the  basic  tools  of  managerial  economics  and  also  make  students  aware  of  the 

 constructs  that  can  be  used  in  studying  other  courses  as  well.  Students  will  be  gaining  practical 

 knowledge  related  to  various  aspects  of  economics.  Students  can  pursue  careers  in banking, 

 finance,  marketing,  accounting,  international  management  consulting,  environmental  policy, 

 sustainability consulting etc. 

 3. Aims of the course 

 The  main  objective  of  this  course  is  to  equip  students  with  the  necessary  theory  and  techniques 

 and  the  ability  to  apply  them  in  order  to  inform  and  enhance  managerial  decision  making  along 

 with  use  of  Economic  tools  to  explain  the  optimal  allocation  of  resources  within  the  firm  and  also 

 use  the  tools  of  economic  theory  to  explain  optimal  production  and  pricing  decisions  by  the  firm 

 in each market structure 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1 define the economics way of thinking 

 MLO.A2  define  the  main  economic  tools  and  theories  available  for  decision 

 making policies to stabilize and stimulate the economy 

 MLO.  A3  distinguish  between  the  different  market  structures  and  pricing 

 practices available to and used by firms 

 PA1 

 PA3 

 PA5 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  and  describe  the  environment  and  the  main 

 determinants of demand and competition facing the firm 

 MLO.B2  use  the  tools  of  economic  theory  to  explain  optimal  production  and 

 pricing decisions by the firm in each market structure 

 MLO.B3  appraise  some  of  the  current  and  emerging  issues  in  managerial 

 economics at the national and international levels 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  utilise  the  tools  of  marginal  analysis  to  explain  the  optimal  allocation 

 of resources within the firm 

 MLO.C2  learn  the  tools  of  estimation  and  forecasting  to  support 

 decision-making 

 MLO.C3  use  game  theory  to  define  the  optimal  course  of  action  a  firm  can 

 take when dealing with competitors 

 PC3 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  develop  analytical  skills  related  to  economic  theories  in  business 

 contexts 

 MLO.D2 develop business stimulation ability 

 MLO.D3  formulate  and  apply  the  right  economic  tools  for  business  decision 

 making 

 PD1 

 7. Course Content: 

 Unit 1  Firm’s Environment and Economic Theory 

 ●  Managerial decision making and principles in today’s business world 

 ●  Role of Managerial Economics in problem solving 

 ●  The themes of Microeconomics: Trade-offs; Prices and Markets; Equilibrium 

 ●  The Demand side of the market; the supply side of the market; the 

 equilibrium price and quantity 

 ●  Mathematical Supplement 

 Unit 2  Demand and Supply 

 ●  Law of Demand 

 ●  Factors affecting Demand 

 ●  Revenue 

 ●  Supply 

 ●  Factors affecting Supply 

 ●  Shift and Movement 

 ●  Equilibrium of Market forces 

 Unit 3  Demand Analysis and Estimation 

 ●  Price Elasticity of Demand 

 ●  Cross Price Elasticity of Demand 

 ●  Income Elasticity of Demand 

 ●  Other Elasticity Measures 

 ●  Estimating Demand 

 ●  Market Research 

 ●  Consumer Surveys b. Consumer Clinics and Focus Groups c. Market 

 Experiments 

 ●  Statistical Estimation of Demand 
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 Unit 4  Production and Cost of a Firm 

 ●  Production in short run: Production functions with one variable input 

 ●  Production in the long run: Production function with two variable input 

 ●  Optimal combination of inputs 

 ●  Measuring cost: Which cost matters? 

 ●  choices for Inputs: Cost minimisation for a given Output 

 ●  Output maximisation with a given Cost 

 ●  From cost to supply decisions of a firm 

 ●  Mathematical Supplement 

 Unit 5  Firms vs Markets 

 ●  Profit maximisation principle: shut down point 

 ●  Break even analysis 

 ●  Profit maximisation versus break even analysis 

 ●  Profit maximisation with input constraints 

 Unit 6  Market Conditions and Firm’s Profit 

 ●  From Firm’s Supply to Industry Supply 

 ●  Profit Maximisation in a Perfectly Competitive Market 

 ●  Firm’s Supply decisions with Market Power: Profit Maximisation in Monopoly 

 ●  Pricing Strategies with Market Power 

 ●  Monopolistic Competition: Some forms and characteristics 

 Unit 7  Managing in Oligopolistic Markets 

 ●  Explain why and how oligopolies exist 

 ●  Contrast collusion and competition 

 ●  Interpret and analyze the prisoner’s dilemma diagram 

 ●  Evaluate the tradeoffs of imperfect competition 

 Unit 8  Pricing with Market Power 

 ●  Markup Pricing 

 ●  Price Discrimination 

 ●  Multiple - Unit Pricing 

 ●  Multiple Product Pricing 

 ●  Transfer Pricing 

 Unit 9  Regulation and Public Policy 

 ●  Market failure 

 ●  Externalities 

 ●  Public Policy 
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 Unit 10  The Economics of Information and the Role of Government in the Marketplace 

 ●  Risk and Uncertainty 

 ●  Decision making 

 8. Assessment Strategy 

 The range of assessment instruments used for this module includes both continuous and 

 summative assessment, and comprises regular micro assessments, simulations and case studies, 

 individual assignments, reflective papers, tests (in the case of year modules), and written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 

 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and  coordination  with 

 the validated partner and external examiner, if any. 

 Formatting and submission of the assessment. 

 Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 Special Circumstances 

 Assessment feedback and moderation by partner university if required 

 Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 

 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 

 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 

 misconduct. 
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 9. Teaching staff associated with the module 

 Dr. Sonal Katyal 

 10. Bibliography 

 Essential Reading 

 ●  Salvatore.  D  Adapted  by  Ravikesh  Srivastava,  2008.  “  Managerial  Economics:  Principles  and 

 worldwide Application”,  Sixth edition, Oxford University  Press 

 ●  Robert  S.  Pindyck,  Daniel  L.  Rubinfeld  and  Prem  L.  Mehta,  2008,  “Microeconomics”  ,  Sixth 

 edition, Pearson Education. 

 ●  Michael  R.  Baye.  Mangerial  Economics  and  Business  Strategy  McGraw-Hill/Irwin,  New 

 York, USA, International edition, 5th edition, 2006. 

 Recommended Readings 

 ●  Truett  L.J  and  Truett  B  Dale,  2008.  “Managerial  Economics:  Analysis,  problems,  cases”  , 

 eight edition. Wiley India 

 ●  Edward  T.  Dowling,  2001.  ”Introduction  to  Mathematical  Economics”,  third  edition, 

 Schaum’s outline series, Tata McGraw Hill. 

 ●  Keat, P., Young, P.K. and Erfle, S., Managerial Economics, 7 th Edition, Prentice Hall, 2013. 

 ●  Frank,  R.H.  &  Cartwright,  E.  (2016).  Microeconomics  and  behaviour.  McGraw-Hill 

 Education 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1213 ORGANISATIONAL BEHAVIOUR 

1. Factual information 

 Course title  Organisational Behaviour 
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 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 Organizations  across  the  world  are  recreating  themselves  in  response  to  the  challenges  posed  by 

 the  global  economy.  In  view  of  this,  organisational  behaviour  has  become  extremely  important. 

 Organizational  behaviour  is  concerned  with  how  people,  live,  work,  and  prosper  as  individuals  and 

 in groups. 

 Through  this  course,  the  learners  examine  the  individual  and  group  conduct,  interaction, 

 confrontation,  negotiation,  conflict  management  and  diverse  leadership  styles  in  the  workplace, 

 as  well  as  motivational  strategies  and  apply  these  principles  to  the  advancement  of  an 

 organization's  human  resources.  It  details  the  human  behaviour  in  organisational  settings. 

 Through  this,  the  learners  will  be  able  to  focus  on  the  competitive  advantages  that  lie  in  the 

 organisation’s human resources. 

 3. Aims of the course 

 This  course  introduces  learners  to  advanced  behavioural  science  theories  and  their  managerial 

 applications.  The  aim  of  this  course  is  to  give  students  a  solid  grasp  of  the  history  and  evolution  of 

 Organizational  Behaviour  (OB)  ideas  and  concepts.  It  will  take  you  through  an  understanding  of 

 the  human  dimensions  of  management  which  is  a  critical  contributor  to  the  skillsets  learned  in 

 other  fundamental  business  courses.  It  enables  learners  get  a  better  understanding  of  human 

 behaviour  in  organisations  as  well  as  the  capacity  to  guide  people  more  effectively  towards 

 enhanced organisational effectiveness. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 
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 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  demonstrate  a  deep  insight  and  expertise  of  organisational 

 behaviour 

 MLO.A2  be  more  self-aware,  with  developmental  areas  for  long-term 

 effectiveness 

 MLO.A3  investigate  the  organisation  as  a  social  system  -  a  tool  for  improving 

 interpersonal  and  group  connections  within  the  framework  of 

 organisational functioning 

 MLO.A4  comprehend  the  collective  role  that  individuals  play  in  achieving 

 organisational goals 

 MLO.A5  appraise  and  implement  the  techniques  and  practical  application  of 

 the theories, models and concepts 

 PA1 

 PA3 

 PA5 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  alternative  methods  for  individual  and  group 

 performance 

 MLO.B2  apply  communication  techniques  for  example,  Transaction  analysis 

 and Johari window 

 MLO.B3 select and analyse information for team decision-making 

 MLO.B4  assess  the  nature  of  the  organization's  goals,  as  well  as  the  values 

 and ideas that surround them 

 MLO.B5  examine  the  difficulties  that  come  with  managing  group  behaviour  in 

 the workplace 

 MLO.B6  investigate  the  effects  of  individual,  group,  and  organisational  factors 

 on human behaviour in greater depth 

 PB1 

 PB2 

 PB3 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  demonstrate  the  models  of  organisational  behaviour  to  explain 

 people's conduct in the workplace 

 MLO.C2  highlight  the  relevance  of  evaluating  the  challenges  involved  with 

 specific behaviour management in the workplace 

 MLO.C3  justify  how  organisational  behaviour  can  be  used  to  understand  the 

 rationale (why) underlying people's actions in the workplace 

 PC1 

 PC2 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  apply  relevant  theories,  concepts  and  models  to  analyse 

 organisational internal and external environmental issues 

 MLO.D2  recognize  that  people  with  various  personalities  and  experiences 

 interpret and react differently and adjust the approach to issues accordingly 

 MLO.D3  evaluate  how  organisational  culture  affects  individual  and  group 

 behaviour 

 PD3 

 PD4 

 PD5 

 PD6 

 7. Course Content: 

 Unit 1  The Field of Organizational Behaviour 

 ●  Introduction to Organizational behaviour 

 ●  Definition of organization and behaviour 

 ●  Historical Development of OB 

 ●  Human Relations Movement 

 ●  Impact of technology on organizational behaviour 

 ●  Discussion/ Case Study 

 Unit 2  ●  Organizational Design and Culture 

 ●  Key factors in organizational design 

 ●  Types of organizational design 

 ●  Organizational Structures - traditional and contemporary structures 

 ●  Organizational Culture- Meaning, dimensions and types 

 ●  Role of founders’ values and vision in creating and sustaining culture 

 ●  Types of organizational cultures 

 ●  Impact of culture on image and performance of the organization 

 ●  Discussion/ Case Study 

 Unit 3  Foundations of Individual Behaviour 

 ●  Factors affecting individual behaviour - personal, environmental and 

 organizational 

 ●  Nature and Determinants of Personality 

 ●  Personality Traits - Big Five, Locus of Control, Self, esteem, Type A/ Type B 

 Personality, Risk Taking, Machiavellianism, 

 ●  Self-Monitoring 
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 ●  Personality and OB 

 ●  Discussion/ Case Study 

 Unit 4  Work Related Attitudes, Values and Perception 

 ●  Meaning and definitions 

 ●  Factors influencing perception 

 ●  Social and Person perception 

 ●  When perception fails 

 ●  Perception and OB 

 ●  Discussion/ Case Study 

 Unit 5  Motivation 

 ●  Power and purpose of motivation 

 ●  Theories of motivation - Locke’s goal setting theory, Vroom’s expectancy 

 theory, Porter and Lawler’s model, Adam’s equity theory, McClelland’s theory 

 of needs. 

 ●  Motivational Techniques – Job design/enlargement /enrichment / rotation 

 ●  Managing rewards 

 ●  Empowerment and Self Managed Teams 

 ●  Discussion/ Case Study 

 Unit 6  Organizational Communication - Tool and Techniques 

 ●  Johari Window 

 ●  Transactional Analysis 

 ●  Lateral Thinking 

 ●  Brain Storming 

 ●  Delphi Technique 

 ●  Power of grapevine and other informal communication techniques 

 ●  Discussion/ Case Study 

 Unit 7  Groups and Teams 

 ●  Group Dynamics - Groups versus teams 

 ●  Nature and types of groups and teams 

 ●  Stages of group/team development 

 ●  Determinants of group behaviour 

 ●  Discussion/ Case Study/Exercises 

 Unit 8  Leadership 

 ●  Leadership as a concept and its essence 

 ●  Leaders versus managers 

 ●  Blake and Mouton’s Managerial Grid 
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 ●  Hersey and Blanchard’s situational leadership 

 ●  Transactional versus Transformational leadership 

 ●  Discussion/ Case Study/Exercises 

 Unit 9  Organisational Power and Politics 

 ●  Concept of Power 

 ●  Interpersonal and Structural sources of power 

 ●  Consequences of power 

 ●  Understand the major political strategies 

 ●  Maccoby’s Four political Types 

 ●  Discussion/ Case Study 

 Unit 10  Conflict and Stress Management 

 ●  Understanding Conflict 

 ●  Functional and Dysfunctional conflict 

 ●  Conflict resolution and negotiations 

 ●  Managing conflict 

 ●  Work stress model 

 ●  Stress Management - Individual and Organizational Strategies 

 ●  Impact of stress on performance 

 ●  Discussion/ Case Study/Exercises 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 

 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 

 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 
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 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 

 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 

 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 

 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Robbins,  S.P.,  Judge,  T.A.,  Edwards,  M.,  Sandiford,  P.,  Fitzgerald,  M.,  &  Hunt,  J.  2019. 

 Organisational Behaviour, 9th edition, Melbourne: Pearson. 

 Recommended Readings 

 ●  Robbins,  SP.,  Judge,  TA.,  Millett,  B.  &  Boyle,  M.  (2011),  Organisational  Behaviour  6  th 

 edition. Pearson. 

 ●  Barrick,  M.  R.,  Mount,  M.K.,  &  Judge,  T.A.  2001.  Personality  and  Performance  at  the 

 Beginning  of  the  New  Millennium:  What  do  we  know  and  Where  do  we  go  next? 

 Personality and Performance, 9(1), 9-30. 

 ●  Bratton,  J.,  Sawchuk,  P.,  Forshaw,  C.,  Callinan,  &  Corbett.  2010.  Work  and  Organisational 

 Behaviour, 2nd edition. Palgrave. 

 ●  Wood,  J.,  Zeffane,  R.M.,  Fromholtz,  F.,  Wiesner,  R.  Morrison,  R.,  Factor,  A.  &  McKeown,  T. 

 2016. Organisational Behaviour Core Concepts and Applications. 4  th  edition. Wiley. 
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 ●  Pareek.  U.  2010.  Understanding  Organizational  Behaviour.  2nd  edition.  Oxford  University 

 Press. 

 ●  King, D. & Lawley, S. (2013), Organizational Behaviour, Oxford Uni Press, Oxford. 

 ●  McShane,  Steven  L.  &  Sheen,  Sandra  L.  2014.  Organizational  Behaviour.  9th  Edition. 

 McGraw Hill. 

 ●  Schermerhorn,  J.  R.,  Osborn,  R.N.,  Hunt,  M.U.J  2016.  Organizational  Behaviour.  12th 

 edition. Wiley. 

 ●  Newstrom  J.  W.,  &  Davis,  K.  2011.  Human  Behaviour  at  work.  12th  edition.  Tata  McGraw 

 Hill. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1214 FINANCIAL REPORTING AND ANALYSIS 

1. Factual information 

 Course title  Financial Reporting and Analysis 

 Course tutor  Dr. Anupama  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 

 Language of 

 Instruction 

 English 
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 2. Rationale for the course and its links with other courses 

 The  course  will  help  the  learners  to  understand  about  the  terms  and  transactions  of  accounting 

 and  its  procedures.  How  the  income  generated  should  be  and  could  be  managed  in  an  effective 

 and  efficient  manner  at  an  organizational  level  as  well  as  personal  level.  The  learners  would  be 

 able  to  understand  to  make  the  accounts  and  the  financial  statements,  and  its  calculations 

 through  different  modes  and  methods.  The  course  would  also  help  to  know  the  latest 

 developments  and  the  achievements  around  the  world.  Due  to  immense  competition  prevailing  in 

 today’s  time,  it  is  important  to  know  the  current  situations  and  its  need  to  survive  the  financials  of 

 the  firm.  The  course  would  help  the  learners  to  achieve  the  same.  Financial  planning  would  help 

 the individuals to cater better to the society. And the economy at the macro level. 

 The  course  is  designed  specifically  for  the  people  who  need  to  manage  their  financials.  The  course 

 would help the learners to gain competitive advantage for the fields of accounts and finance. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  understand  how  the  funds  can  be  better  managed  while  gaining  the 

 knowledge  about  the  basics  and  the  advance  level  of  financial  analysis  through  various  methods. 

 While going through the course, due care has been taken care for the essentials of the same. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand about the various aspects of accounting and its types 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of financial analysis and the statements 

 MLO.A3  make the financial statements more comprehensively 

 MLO.A4   analyse the inter-firm and intra-firm comparisons 

 PA3 

 PA4 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  financial  statements  at  individual 

 level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  financial  statements  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2 practice the use of formulae and accounts via excel. 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the tax and its terminologies 

 PC2 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  understand  about  the  various  ways  through  which  better  decision 

 making can be done 

 MLO.D2  make  decisions  using  analytics  of  the  planning  regarding  the 

 finances 

 MLO.D3  use  of  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PD1 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction 

 ●  Meaning of book keeping and accounting 

 ●  Principles of accounting 

 ●  Importance of financial statement analysis and reporting 

 ●  Changing scenarios 

 Unit 2  Accounting for managerial decision making 

 ●  Concept of managerial decision making as per accounting terms 

 ●  Importance of CVP Analysis 
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 ●  Profit volume ratios 

 ●  Break even analysis 

 ●  Practical implications of break even 

 ●  Cash break – even point 

 Unit 3  Financial statement analysis 

 ●  Introduction 

 ●  Importance of ratio analysis 

 ●  Limitations of ratio analysis 

 ●  Rationale behind ratio analysis 

 ●  Liquidity ratios 

 ●  Leverage ratios 

 ●  Profitability ratios 

 ●  Activity ratios 

 ●  Turnover ratios 

 ●  Integrated analysis of ratios 

 Unit 4  Analysis of financial statements 

 ●  Meaning 

 ●  Concept 

 ●  Nature and scope 

 ●  Significance 

 ●  Comparative and common size statements 

 ●  Techniques of FSA 

 ●  Significance of common size statements 

 ●  Significance of comparative statements 

 Unit 5  Statement of cash flows 

 ●  Concept of cash flows 

 ●  Limitation of cash flows 

 ●  Sources and uses of cash 

 ●  Preparation of cash flow statements 

 Unit 6  Budgeting and profit planning 

 ●  Introduction 

 ●  Planning process 

 ●  Meaning of budgets 

 ●  Purpose and significance of budgets 

 ●  Merits and limitations of budgetings 

 ●  Types of budgets 
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 ●  Practical implications of budget 

 Unit 7  Trend analysis 

 ●  Meaning and significance of using trend analysis 

 ●  Need and significance of trend analysis 

 ●  Merits and demerits of trend analysis 

 ●  Types of trend analysis 

 ●  Process of trend analysis 

 ●  Income statements 

 ●  Trend analysis 

 ●  Balance sheet trend analysis 

 Unit 8  Preparation of financial statements 

 ●  Introduction to financial statements 

 ●  Need and significance of financial statements 

 ●  Forms and fundamentals of financial statements 

 ●  Trading account 

 ●  Profit and loss account 

 ●  Balance sheet 

 ●  Determination of cash flows 

 Unit 9  Financial reporting 

 ●  US GAPP Principles 

 ●  Accounting and reporting of financial instruments 

 ●  Business combination and corporate restructuring 

 ●  Consolidated and separated financial statement of group activities 

 Unit 10  Case laws 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 

 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 

 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 
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 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 

 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 

 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 

 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 

 misconduct. 

 9. Teaching staff associated with the module 

 Dr Anupama 

 10. Bibliography 

 Essential Reading 

 ●  The financial peace planner, Dave Ramsey 

 ●  Taxman income tax act 

 Recommended Readings 

 ●  Tools  and  techniques  of  financial  planning,  Stephen.  R.  Leimberg,  Martin.J.  Satinsky,  Jr. 

 Doyle Robert J, Michael . S.Jackson, Havighurst 
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 ●  Tax  structure  and  economic  growth:  a  study  of  selected  Indian  states  Yadawananda 

 Neog &  Achal Kumar Gaur  

 ●  E-Filing  of  Income  Tax  Return:  A  Study  on  Awareness  and  Satisfaction  Level  of  Tax  Payers 

 in Trichy City K.Saravanan, k.muthu lakshami 

 ●  Assisting  Clients  with  Philanthropic  Planning:  A  Comparison  of  Financial  Advisors  in 

 Canada and Australia 

 ●  An  Empirical  Analysis  of  Personal  Financial  Planning  in  an  Emerging  Economy,  Ming-Ming 

 Lai  Faculty  of  Management,  Multimedia  University,  Jalan  Multimedia  63100  Cyberjaya 

 Selangor  Darul  Ehsan  Malaysia,  Wei-Khong  Tan  Faculty  of  Management,  Multimedia 

 University, Jalan Multimedia 63100 Cyberjaya Selangor Darul Ehsan Malaysia 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1215 MARKETING IN A DIGITAL WORLD 

1. Factual information 

 Course title  Marketing in a Digital World 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 
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 2. Rationale for the course and its links with other courses 

 Marketing  in  today’s  era  is  a  dynamic  business  activity  that  involves  all  commercial  operations 

 from  the  movement  of  products  and  services  from  the  manufacturers  to  end-consumers.  Keeping 

 this  process  in  mind,  this  course  is  designed  to  provide  learners  with  an  understanding  of  the 

 principles  of  marketing  in  the  digital  world  by  moving  power  from  organisations  to  consumers.  Its 

 purpose  is  to  provide  an  understanding  of  how  marketing  activities  can  be  managed  more 

 effectively  and  at  the  same  time  decide  on  the  products  and  services  that  will  ultimately  benefit 

 the  markets.  The  topics  include  consumer  behaviour,  market  research,  market  segmentation,  new 

 product  development,  sales  promotion,  customer  relationship  management,  value  proposition, 

 digital  marketing  and  their  application  that  will  have  an  impact  on  the  future  development  of  the 

 digital marketing. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  introduce  learners  to  marketing  principles  in  the  digital  world  and 

 enable  them  to  integrate  these  concepts  to  the  rising  challenges  and  opportunities  faced  by 

 organisations  through  the  assessments  of  real-world  marketing  issues.  It  will  also  help  learners 

 study  how  marketers  add  value  by  meeting  customer  requirements  and  desires,  determining  the 

 digital  media  channels  and  customer  groups  the  firm  can  successfully  serve  and  selecting  the  most 

 relevant to meet these demands. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  fundamentals  of  marketing  concepts  and 

 frameworks in the digital world. 

 MLO.A2 identify and differentiate between business and marketing strategy 

 MLO.A3  examine  the  elements  that  influence  consumer  purchasing 

 decisions 

 MLO.A4  analyze  customers,  rivals,  collaborators,  and  the  company's 

 strengths and limitations to assess market potential 

 MLO.A5  critically  evaluate  the  foundations  for  segmentation,  targeting,  and 

 positioning in the business world. 

 PA2 

 PA4 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  strategies  for  4P’s  and  4C’s  as  part  of  the  marketing 

 mix 

 MLO.B2  apply  various  marketing  strategies  using  examples  from  recent  issues 

 and real-world marketing problems 

 MLO.B3 select and analyse market information for effective decision making 

 MLO.B4  evaluate  the  marketing  strategies  considering  the  market  conditions 

 and the buyer needs 

 MLO.B5  demonstrate  clear  understanding  of  the  many  operational  areas  of 

 marketing management and how they are used 

 MLO.B6  exhibit  critical  thinking  skills  in  the  identification  and  resolving  of 

 marketing management challenges 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 create a mix of promotional and distribution techniques 

 MLO.C2  develop  successful  marketing  tactics  in  the  digital  world  to  help  the 

 organisation reach its goals. 

 MLO.C3  recommend  and  justify  a  good  blend  of  marketing  mix  strategies  to 

 develop a cohesive approach in dealing with marketing functions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  Improve  on  the  marketing  decision-making  skills  by  using  data 

 through critical thinking 

 MLO.D2 integrate various forms of digital media to create marketing material 

 MLO.D3  apply  the  digital  media  skills  in  creating  the  digital  marketing  plan  for 

 effective marketing performance 

 PD1 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Marketing— Introduction 

 ●  Market and Marketing- Meaning- Definition of marketing 

 ●  Digital vs. Real Marketing 

 ●  Marketing as a managerial orientation 

 ●  Functions of marketing 

 ●  Marketing Mix- 4P’s and 4C’s 

 ●  Value based marketing 

 ●  Making marketing mix decisions 

 ●  Recent developments in marketing 

 ●  Discussion/ Case Study 
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 Unit 2  Consumer Behaviour 

 ●  Introduction 

 ●  Nature and Importance 

 ●  Consumer buying decision process 

 ●  Factors influencing consumer buying behaviour 

 ●  Key digital concepts influencing customer behaviour 

 ●  Segmentation, Targeting, and Positioning – Concept 

 ●  Differentiated and undifferentiated marketing 

 ●  Discussion/ Case Study 

 Unit 3  Marketing Research 

 ●  Introduction 

 ●  Definitions of the role of marketing research 

 ●  Types of research 

 ●  The process of marketing research 

 ●  Primary and Secondary data 

 ●  Questionnaires and their design 

 ●  Qualitative research methods 

 ●  The research process and measurement 

 ●  Sampling 

 ●  Analysis of the results 

 ●  Presentation of the final report 

 ●  Article presentation/Discussion 

 Unit 4  Market Segmentation 

 ●  Introduction 

 ●  Segmentation criteria and categories 

 ●  ‘Traditional’ segmentation bases 

 ●  Data-driven segmentation 

 ●  Targeting 

 ●  Positioning 

 ●  Discussion/ Case Study 

 Unit 5  New Product Development 

 ●  Introduction 

 ●  The process of developing new products 

 ●  The stages of the new product development process 

 ●  Usefulness of models 

 ●  The multiple convergent approach 

 ●  Managing the people in NPD 
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 ●  Discussion/ Case Study 

 Unit 6  Sales Promotion 

 ●  Introduction 

 ●  Sales promotion and advertising 

 ●  The growing importance of sales promotion 

 ●  Consumers and sales promotion 

 ●  Communicating through sales promotions 

 ●  Building relationships through promotions 

 ●  Sales promotion’s role in the marketing mix 

 ●  Sales promotions – the most manageable P? 

 ●  Sales promotions mismanagement 

 ●  Promotional planning in a web 3.0 and web 4.0 world 

 ●  Discussion/ Case Study/Exercise 

 Unit 7  Value Proposition 

 ●  Introduction 

 ●  Outbound Marketing 

 ●  Advertising: the image of marketing 

 ●  Develop the Ad campaign 

 ●  Multichannel Marketing 

 ●  Distribution channels 

 ●  Discussion/Case Study/Marketing Plan (Group Work) 

 Unit 8  Customer Relationship Management 

 ●  Introduction 

 ●  CRM model 

 ●  CRM implementations-Marketing, Sales, loyalty programs, Apps, SMS 

 ●  Social media platforms 

 ●  Direct marketing and interactive marketing 

 ●  CRM strategy/Discussion 

 Unit 9  Digital Marketing 

 ●  Introduction to Digital marketing 

 ●  Content management 

 ●  Digital marketing channels 

 ●  Website Planning and creation 

 ●  Search Engine Optimization 

 ●  Digital Marketing budgeting (resource planning, cost estimating, cost budgeting, 

 cost control) 
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 ●  Creating websites/Creating digital marketing plan/Discussion 

 Unit 

 10 

 Applications of Marketing in the digital world 

 ●  Google AdWords 

 ●  Facebook Ads 

 ●  Business opportunities and Instagram options 

 ●  Business tools on Linkedln 

 ●  E-marketing 

 ●  YouTube Advertising 

 ●  Email Marketing 

 ●  Green marketing 

 ●  Marketing for small and medium enterprises 

 ●  Retailing 

 ●  Creating Facebook page/campaigns on Linkedln (Group work) 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 

 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 

 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 

 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 
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 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 

 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 

 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 

 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Kotler,  P,  Armstrong,  G,  Saunders,  J  and  Wong,  V,  (2001),  Principles  of  Marketing:  Third 

 European Edition, Prentice Hall, Harlow. 

 ●  Ryan,  D.  (2014  ).  Understanding  Digital  Marketing:  Marketing  Strategies  for  Engaging  the 

 Digital Generation, Kogan Page Limited. 

 Recommended Readings 

 ●  Peter,  J.  Paul  and  Donnelly,  Jr.,  James  2015.  “A  Preface  to  Marketing  Management,”  14th 

 edition. McGraw Hill Education. 

 ●  The  Beginner's  Guide  to  Digital  Marketing  2015.  Digital  Marketer.  Pulizzi,J.  (2014)  Epic 

 Content Marketing, McGraw Hill Education. 

 ●  Brassington,  F  and  Pettitt,  S,  2000.  Principles  of  Marketing,  Second  Edition,  Prentice  Hall, 

 Harlow. 

 ●  Morgan,  NA,  Whitler,  KA,  Feng,  H  2019.  Research  in  marketing  strategy.  Journal  of  the 

 Academy of Marketing Science, 47(1). pp. 4-29. 

 ●  Balducci  and  Marinova,  E.  2018.  Unstructured  data  in  marketing  management.  Journal  of 

 the Academy of Marketing Science. 

 ●  Chaffey,  D.  and  Ellis-Chadwick,  F.,  2015.  Digital  Marketing  Strategy,  Implementation  and 

 Practice, 6th edition. Prentice Hall, Harlow. 

 ●  Kingsnorth,  S.,  2016.  Digital  Marketing  Strategy:  An  Integrated  Approach  to  Online 

 Marketing, Kogan Page. Business & Economics. 
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 ●  Chaffey,  D.  Smith,  P.R.,  2017.  Digital  Marketing  Excellence:  Planning,  Optimizing  and 

 Integrating Online Marketing 5th Edition, Routledge. 

 ●  Satya,  P.,  2017.  A  study  on  Digital  Marketing  and  its  impact.  International  Journal  of 

 Science and Research, 6(2).  

 ●  Hudson,  H.,  2018.  7  Digital  Marketing  Strategies  That  Work:  A  Complete  Guide,  originally 

 published August 23 2017, updated January 31 2018. 

 ●  Jenni,  R.,  2017.  Different  Platforms  for  Digital  Advertising.  Accessed  at: 

 https://www.intenseblog.com/internet0marketing/7-different-platforms-digital-advertisin 

 g.html 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1216 DATA ANALYSIS FOR MANAGERS 

1. Factual information 

 Course title  Data analysis for Managers 

 Course tutor  Mr. Abhay Sharma  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 
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 2. Rationale for the course and its links with other courses 

 This  course  is  designed  to  provide  leaners  with  an  understanding  of  the  data  and  its  relevance  in 

 business  and  develop  an  understanding  of  the  quantitative  techniques  from  statistics.  A  particular 

 emphasis  is  placed  on  developing  the  ability  to  interpret  the  numerical  information  that  forms  the 

 basis  of  decision-making  in  business.  Most  of  the  examples  are  drawn  from  a  variety  of  business 

 applications.  This  course  introduces  business  statistics  and  fundamental  aspects  of 

 decision-making.  It  examines  aspects  of  business  and  marketing  with  regards  to  basic  statistical 

 analysis.  Learners  will  be  provided  with  the  theoretical  concepts,  tools  and  methods  of  statistics  as 

 well as the opportunity to work through example problems. 

 3. Aims of the course 

 The  course  focuses  on  developing  statistical  thinking  to  set  a  foundation  of  various  specialization 

 courses  in  their  future  course  of  study.  It  involves  introduction  to  the  statistical  concepts  and  tools 

 widely  used  for  Data  Analysis  and  helps  in  effective  decision  making.  Statistical  knowledge 

 develops and extends the conceptual knowledge of students to infer noteworthy results/findings. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 describe and discuss the key terminology, concepts tools and 

 techniques used in business statistical analysis 

 MLO.A2 critically evaluate the underlying assumptions of analysis tools 

 MLO.A3  understand  and  critically  discuss  the  issues  surrounding  sampling 

 and significance 

 MLO.A4 discuss critically the uses and limitations of statistical analysis 

 PA2 

 PA4 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.B1  demonstrate  an  awareness  of  the  benefits  and  pitfalls  of  empirical 

 techniques 

 MLO.B2 conduct basic statistical procedures using real business data 

 MLO.B3  apply  the  procedures  to  analyse,  and  make  recommendations  on,  a 

 range of practical business problems 

 MLO.B4  offer  a  critical  knowledge  of  statistical  practices  in  the  various 

 functional  areas  of  business  (accounting,  finance,  management  and 

 marketing) 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.C1 apply knowledge to solve simple tasks using computer 

 MLO.C2  based  on  the  acquired  knowledge  to  interpret  the  meaning  of  the 

 calculated statistical indicators 

 MLO.C3 choose a statistical method for solving practical problems 

 PC2 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1 know the association between the attributes 

 MLO.D2 know the construction of point and interval estimators 

 MLO.D3 evaluate the properties of estimators 

 MLO.D4  demonstrate  understanding  of  the  theory  of  maximum  likelihood 

 estimation 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Data and Presentation of Data 

 ●  Introduction to statistics 

 ●  Meaning and scope 

 ●  Limitation of Statistics 

 ●  Data 

 ●  Types of data 

 ●  Methods of data collection 

 ●  Presentation of data 

 ●  Tabulation 

 ●  Frequency Distribution 

 ●  Graphical Representation 

 Unit 2  Inferential and Descriptive Statistics 
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 ●  Measures of Central Tendency 

 ●  Dispersion 

 ●  Measure of Central Tendency - Mean, Median, Quartiles, Deciles, Percentiles, 

 Mode 

 ●  Geometric mean 

 ●  Harmonic mean 

 ●  Measure of dispersions 

 ●  Introduction to Range 

 ●  Mean Deviation 

 ●  Quartile Deviation 

 ●  Variance, Standard Deviation 

 ●  Coefficient of variation 

 ●  Skewness 

 ●  kurtosis 

 Unit 3  Correlation Analysis 

 ●  Scatter Diagram 

 ●  Positive and Negative Correlation 

 ●  Limits for Coefficient of Correlation 

 ●  Karl Pearson’ Coefficient of Correlation 

 ●  Spearman’s Rank Correlation. 

 Unit 4  Regression Analysis 

 ●  Concept Least Square Fit of a Linear Regression 

 ●  Two Lines of Regression 

 ●  Properties of Regression Coefficients (Simple problems only) 

 Unit 5  Introduction to probability 

 ●  Concepts – Random Experiment 

 ●  Sample Space – Definitions of Probability 

 ●  Law of probability 

 ●  Distributions and Sampling method- Discrete and continuous probability 

 Distributions 

 ●  Poisson’s, Binomial, Normal distribution curves and characteristic. 

 Unit 6  Time series analysis 

 ●  Utility of time series 

 ●  Components of time series 

 ●  Time series models- Addition and Multiplication model 

 ●  Measurement of trend- Graphic method 

 ●  moving average methods 

 43 



 ●  Method of least squares 

 ●  fitting a straight-line trend 

 ●  seasonal variations- Estimation of seasonal variations 

 ●  Method of simple average 

 ●  ratio to trend method 

 ●  ratio to moving average method 

 ●  cyclical variations 

 ●  Limit theorems - Chebyshev’s inequality 

 ●  Weak Law of Large Numbers 

 ●  Central Limit Theorems 

 Unit 7  Sampling distributions and making inferences about population parameters 

 ●  Concepts of statistic 

 ●  parameter and estimate calculation 

 ●  sampling distribution and standard error 

 ●  Estimating the population mean by using z-statistic and t- statistic (for sigma 

 known and unknown) 

 ●  Estimating the population proportion and variance 

 Unit 8  Concepts of Parameter and Hypothesis Testing 

 ●  Concepts of parameter 

 ●  random sample and its likelihood 

 ●  Properties of estimators 

 ●  Sufficiency 

 ●  Factorization theorem 

 ●  Minimum variance unbiased estimator 

 ●  Introduction of hypothesis testing 

 ●  Defining the null and alternate hypothesis 

 ●  Construct hypothesis tests 

 ●  Distinguish between Type I and Type II errors 

 ●  Determine strength of decision by p-value 

 ●  Testing hypothesis on Population mean by z and t statistic 

 ●  Testing hypothesis about a proportion and variance 

 ●  Analyzing the differences in two populations for various cases. 

 Unit 9  ANOVA 

 ●  Analysis of variance 

 ●  Introduction to design of experiments 

 ●  Completely randomized design (One-way ANOVA) 

 ●  Multiple comparison tests 
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 ●  Randomized Block Design 

 ●  A Factorial Design (Two-way ANOVA) 

 Unit 10  Non-Parametric Statistics and Test Methods 

 ●  Chi-Square Analysis 

 ●  Chi-square goodness of fit Test 

 ●  Analyzing data using Nonparametric statistics – Runs Test 

 ●  Mann-Whitney U Test 

 ●  Wilcoxon Matched pairs Signed Rank Test. 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 

 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 

 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 

 examinations. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 

 the total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 

 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 

 project or any other report type as agreed amongst the course team. 

 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 

 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 
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 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 

 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 

 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 

 misconduct. 

 9. Teaching staff associated with the module 

 Mr. Abhay Sharma 

 10. Bibliography 

 Essential Reading 

 ●  Business Statistics by Richard Levin 

 ●  Business Statistics by Ken Black, pub: Tata McGraw Hill 

 ●  Business Statistics by S. P. Gupta & M. P. Gupta 

 ●  Introduction to Statistics by C.B. Gupta 

 Recommended Readings 

 ●  Berenson,  M.,  Levine,  D.,  Szabat,  K.,  O'Brien,  M.,  Watson,  J.,  &  Jayne,  N.,  (2015).  Basic 

 Business Statistics. (4th ed.). Australia: Pearson. 

 ●  Larson,  R.,  &  Farber,  E.  (2015).  Elementary  Statistics:  Picturing  the  World,  Global  Edition. 

 (6th ed.). England: Pearson. 

 ●  Selvanathan  E.  A.,  Selvanathan  S.,  &  Keller  G.  (2014).  Business  Statistics:  Australia  New 

 Zealand. (6th ed.). Australia: Cengage Learning. 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1217 RESEARCH METHODS FOR MANAGER 

 1. 1. Factual information 

 Course title  Business Research Methods 
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 Course tutor  Romil Kumar  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  aims  to  introduce  research  leaners  to  a  scientific  approach  to  the  study  of 

 management,  marketing  and  international  business  issues.  The  focus  is  on  equipping  learners  with 

 the  fundamental  knowledge  and  skills  for  undertaking  both  quantitative  and  qualitative  research 

 and  to  critically  evaluate  research  conducted  by  others.  The  course  is  divided  into  four  interrelated 

 segments:  problem  formulation/conceptualisation,  implementation,  analysis,  and  publication  and 

 communication  of  research  findings.  Due  emphasis  will  be  given  to  the  use  of  computers  in  data 

 analysis.  At  the  end  of  the  course,  students  can  expect  to  have  acquired  an  appreciation  of  the 

 research process both as a craft and as methodology. 

 3. Aims of the course 

 T  he  primary  aim  of  this  course  is  to  introduce  learners  to  the  principle  of  research  methods  used 

 most  frequently  by  business  students.  Basic  knowledge  of  these  methodological  approaches  is 

 absolutely  critical  to  the  comprehension  of  academic  understanding  and  comprehensive  and 

 critical  writing  which  is  an  essence  of  business  students.  Therefore,  the  basic  objective  of  this 

 course  is  to  provide  knowledge  and  understanding  of  basic  principles  of  business  research 

 methods. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.A1 understand the purpose of research 

 MLO.A2  identify  and  understand  unrealized  empirical  and  analytical 

 problems plaguing the research process and ways to overcome them 

 MLO.A3  identify  the  business  problems  and  translate  them  into  a  research 

 question, and design an appropriate way 

 MLO.A4  develop  an  understanding  of  various  kinds  of  research,  objectives 

 of doing research, research process, research designs, and sampling 

 MLO.A5  adequate  knowledge  of  measurement  &  scaling  techniques  as 

 well as the quantitative data analysis and hypothesis testing procedures 

 PA2 

 PA3 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.B1  understanding  of  various  kinds  of  research,  objectives  of  doing 

 research, research process research designs and sampling 

 MLO.B2  be  able  to  formulate  research  problem  and  develop  a  sufficiently 

 coherent research design 

 MLO.B3  basic  knowledge  on  qualitative,  quantitative  as  well  as  measurement 

 & scaling techniques 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.C1  recognize  the  role  of  scientific  theory  in  relating  and  representing  the 

 management and organization world 

 MLO.C2  implement  the  scientific  method  when  translating  management  and 

 organization research needs into formal research questions and goals 

 MLO.C3  apply  inquiry  to  investigate  management  and  organization  issues 

 with  the  goal  to  expand  theoretical  knowledge  in  the  field  by  using  the 

 scientific method 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  differentiate  between  the  various  scientific  explanations  of 

 management and organization phenomena 

 MLO.D2  critically  evaluate  the  different  research  approaches  and  designs 

 used in management and organization research 

 MLO.D3  develop  a  proposal  that  acknowledges  the  role  of  values  and  ethics 

 in  the  unique  kinds  of  theorizing  in  the  areas  of  management  and 

 organization 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to Research 

 ●  What is Research 

 ●  Objectives & motivations for research 

 ●  Types of Research 

 ●  Introduction to Qualitative Research 

 ●  Introduction to Quantitative Research 

 ●  Conceptualization 

 ●  Business Problem 

 ●  Problem Formulation 

 ●  Techniques involved in defining a problem 

 Unit 2  Research Process 
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 ●  Introduction to Research Process 

 ●  Steps in Research Process 

 Unit 3  Research Design 

 ●  Introduction to Research Design 

 ●  Types of Research Design: Exploratory, Descriptive and Causal Research 

 ●  Nature of good design 

 Unit 4  Sampling Techniques 

 ●  meaning 

 ●  Population 

 ●  Sampling Frame 

 ●  Sample, Bias 

 ●  Statistical Terms in Sampling: statistic, parameter 

 ●  Sampling Distribution 

 ●  Sampling & non-sampling errors 

 Unit 5  Probability & Non-Probability Sampling 

 ●  Simple Random Sampling 

 ●  Stratified Random Sampling 

 ●  Systematic Random Sampling 

 ●  Cluster Random Sampling 

 ●  Multi-stage Sampling 

 ●  Convenience Sampling 

 ●  Judgment Sampling 

 ●  Quota Sampling 

 ●  Snowball Sampling 

 Unit 6  Data Collection Method 

 ●  Introduction to Primary & Secondary data 

 ●  Methods of primary data collection 

 ●  Methods of secondary data collection 

 ●  Advantages & disadvantages of data collection 

 Unit 7  Measurement & Scaling Technique 

 ●  Scales of Measurement: Nominal, Ordinal, Interval, Ratio 

 ●  General Issues in scaling 

 ●  Likert Scaling 
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 Unit 8  Hypothesis 

 ●  Meaning, Types and characteristics 

 ●  Sources 

 ●  Formulation of Hypothesis 

 ●  Errors in hypothesis testing 

 ●  Parametric and Nonparametric test: T-test, Z-test 

 ●  F-test, U-test 

 ●  Rank-Sum test, K-W test 

 Unit 9  Data Analysis 

 ●  Editing, Coding, Classification 

 ●  Tabulation, Analysis, & Interpretation 

 ●  Statistical Analysis of Business Research 

 ●  Bivariate Analysis (Chi-square only) 

 ●  Multivariate Analysis -Factor Analysis 

 ●  Discriminant Analysis 

 ●  Cluster Analysis 

 ●  Conjoint Analysis 

 ●  ANOVA – One-way & Two-way classification 

 Unit 

 10 

 Report Writing 

 ●  Types of Research output 

 ●  Key Elements of Report Writing 

 ●  Formatting & Referencing 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
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 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Romil Kumar 

 10. Bibliography 

 Essential Reading 

 ●  William G. Zikmund: Business Research Methods, 2011-12 

 ●  Cooper and Schindler: Business Research Methods, Tata Mc Graw-Hill, 2011 

 ●  Mark Saunders: Research Methods for Business: Pearson Education, 2010 

 ●  Cooper and Schindler: Business Research Methods, 10th edition, New Delhi 

 ●  C.R. Kothari, (2004): Research Methodology – Methods, 2nd edition. New Age 

 Publications. 

 ●  Anil K. Mishra (2012). A Hand-Book of Research in SPSS, 1st edition. Himalayan Publishing, 

 House, Mumbai 

 ●  Field, A. (2013). Discovering Statistics Using IBM SPSS. 4th edition, Sage Publications 

 London 

 Recommended Readings 

 ●  Branica,T & Roche, W.K.(1997), Business Research Methods, Jaico Publishing House, ISBN: 

 1860760007 9781860760006 

 ●  Wilson,J(2013), Essential of Research Methods, SAGE  Publication ,ISBN: 9781446257333. 
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 ●  Sachdeva, J.K.(2009), Business Research Methodology, Himalaya Publishing House,ISBN: 

 9781441676108. 

 ●  Shajahan, S(2010), Research methods, JAICO publishing house, ISBN: 978-8172244910. 

 ●  Trochim, W.M.K.(2003), Research methods, Dreamtech Press, ISBN: 9788177223729. 

 ●  Shao & Zhou (2006),Marketing Research, engage Learning Pvt. Ltd,ISBN: 978-1592602889. 

 ●  Cauvery,R.,Nayak, U. K. S. , Girija ,M. & Meenakshi, R. (2003),Research Methods, Sultan 

 Chand & company Ltd, ISBN: 9788121922203. 

 ●  Lee, Nick & Lings, Ian (2009), Doing Business Research, Sage South Asia, ISBN: 

 978-8132104544. 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1218 CONSUMER BEHAVIOUR 

 1. 1. Factual information 

 Course title  Consumer Behaviour 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of 

 delivery 

 On-Campus/ Online/ Blended 

 Notional 

 learning hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 All  marketing  actions  revolve  around  the  consumer.  For  a  brand  or  a  product  to  appeal  to 

 consumers,  it  is  critical  that  it  is  not  only  created but  also  promoted  with  the  consumer's  best 

 interests,  desires,  goals  and  preferences  in  mind.  As  a  result,  a  thorough  grasp  of  consumer 

 behaviour is essential for effective marketing. 

 Through  this  course,  the  learners  examine  the  behavioural  aspects  of  marketing,  resulting  in  a 

 clear  conceptual  understanding  of  the  theories,  concepts  and  frameworks  related  to  consumer 

 behaviour.  The  course  starts  with  a  brief  introduction  on  consumer  behaviour,  followed  by 
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 2. Rationale for the course and its links with other courses 

 personality,  motivation,  perception,  consumer  learning,  consumer  attitude  formation,  groups, 

 social  class,  culture,  subcultures  and  cross-cultural  consumer  behaviour,  consumer  decision 

 making  process  and  post  purchase  behaviour.  An  understanding  of  these  concepts  will  give  an 

 opportunity for learners take up careers in this field. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  look  at  the  process  of  consumer  behaviour  in  depth,  as  well  as 

 understand  the  impact  of  the  decision-making  factors  that  affect  consumer  behaviour.  The 

 learners  will  engage  with  the  existing literature  and  examine  practises  in  the  marketing  of 

 consumer  products  and  services  to  build  a  critical  knowledge  of  existing  consumer  behaviour 

 research.  The  course  will  highlight  the  importance  of  customer  behaviour  and  how  it  relates  to 

 marketing. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  assess  the  nature  and  scope  of  consumer  behaviour  and  its  linkages 

 to marketing 

 MLO.A2 identify concepts, and theories of consumer behaviour 

 MLO.A3  evaluate  how  marketing  practitioners  apply  theoretical 

 components of consumer behaviour in real-world circumstances  

 MLO.A4  comprehend  the  collective  role  that  consumers  play  in  achieving 

 organisational goals 

 MLO.A5  appraise  and  implement  the  techniques  and  practical  application  of 

 the theories, models and concepts 

 PA2 

 PA3 

 PA5 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  the  strengths,  limitations  and  applications  of  the 

 theories of consumer behaviour 

 MLO.B2  evaluate  the  challenges  of  consumer  behaviour  and  its  relevance  to 

 marketing practice 

 MLO.B3 select and analyse information for consumer decision-making 

 MLO.B4 reflect critically on personal consumer behaviour experiences 

 MLO.B5  investigate  the  phenomenon  of  consumers  learning  about  a  product 

 and developing opinions about it 

 MLO.B6  examine  not  just  the  consumer  buying  behaviour  but  also  analyse 

 the post purchase behaviour that affect future purchases 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 re-examine current consumer behaviour developments 

 MLO.C2  apply  consumer  behaviour  ideas  to  real-world  marketing  challenges 

 and  create  more  effective  marketing  programmes  and  tactics  that  affect 

 buyer behaviours 

 MLO.C3  justify  how  consumer  behaviour  can  be  used  to  understand  the 

 rationale (why) underlying people's actions in the marketplace 

 PC1 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  apply  relevant  theories,  concepts  and  models  to  analyse  consumer 

 behaviour issues 

 MLO.D2  recognize  that  consumers  with  various  personalities  and  experiences 

 interpret and  react  differently  and  hence  alter  the  marketing  strategy 

 accordingly 

 MLO.D3  evaluate  how  organisational  culture,  sub-cultures  and  cross  cultures 

 affects consumer behaviour 

 PD3 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  Introduction to Consumer Behaviour 

 ●  Introduction- Meaning and Definition 

 ●  Consumer and Customer; Buyers and Users 

 ●  Origin and Development in the Field of Consumer Behaviour 

 ●  Individual Determinants 

 ●  External Environment 

 ●  Strategic Applications of Consumer Behaviour 

 ●  General Model of Consumer Behaviour 

 ●  Discussion/Case Study/Exercises 

 Unit 2  Consumer Personality 

 ●  Introduction 
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 ●  An overview of Personality: Its Nature & Their Application to Consumer 

 Behaviour 

 ●  The Concept of Personality 

 ●  Theories of Personality 

 ●  Personality and Understanding Consumer diversity 

 ●  Brand personality 

 ●  Self and Self Image 

 ●  Discussion/ Case Study/Exercises 

 Unit 3  Consumer Motivation and Involvement 

 ●  Introduction 

 ●  The Concept and Typology of Needs 

 ●  Theories of Consumer Needs 

 ●  Motives: The Basis of Motivation 

 ●  Motivational Conflicts 

 ●  Consumer Involvement 

 ●  The Facets of Involvement 

 ●  Discussion/ Case Study 

 Unit 4  Consumer Perception 

 ●  Introduction 

 ●  Elements and Dynamism of Perception 

 ●  Sensation 

 ●  Attention 

 ●  Perceptual Selection 

 ●  Adaption 

 ●  Perceptual Vigilance and Defence 

 ●  Interpretation of Stimuli 

 ●  Consumer Imagery 

 ●  Perceived Risk 

 ●  Discussion/ Case Study/Exercises 

 Unit 5  Consumer Learning 

 ●  Elements 

 ●  Behaviour Learning Theories 

 ●  Cognitive Learning 

 ●  Learning and Memory 

 ●  Discussion/ Case Study 

 Unit 6  Consumer Attitude Formation and Change 

 ●  Structural Models and Theories 

 ●  Attitude Formation 

 ●  Strategies of Attitude Change 
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 ●  Attitude and Consumer Decision-Making 

 ●  Discussion/ Case Study 

 Unit 7  Groups, Social Class and Reference Groups 

 ●  What is a Group 

 ●  Consumer Relevant Groups 

 ●  Family 

 ●  Friendship groups 

 ●  Formal Social Group 

 ●  Shopping groups 

 ●  Consumer Action Groups 

 ●  Social Class 

 ●  Reference Groups 

 ●  Opinion Leadership 

 ●  Celebrity and Reference Group Appeals 

 ●  Family Buying Influences, Family Life Cycle and Buying Roles 

 ●  Discussion/ Case Study 

 Unit 8  Culture, Subcultures and Cross Cultural Consumer Behaviour 

 ●  Culture- Meaning and Significance 

 ●  Types 

 ●  Need for Cross Cultural Understanding of Consumer Behaviour 

 ●  Subcultures and Consumer Behavior 

 ●  Changing Trends in Consumer Behaviour 

 ●  Discussion/ Case Study 

 Unit 9  Consumer Decision making Process 

 ●  Routinised Response 

 ●  Stages in Consumer Decision Making Process 

 ●  Limited and Extensive Problem-Solving Behaviour 

 ●  Opinion Leadership and Diffusion of Innovation 

 ●  Impact of stress on performance 

 ●  Discussion/ Case Study 

 Unit 10  Purchase Process & Post-Purchase Behaviour 

 ●  Introduction 

 ●  An Overview of Purchase Process 

 ●  Buying Stage and Situational Influences 

 ●  Steps to Benefit from Situational Influences 

 ●  An Anatomy of Non-store Buying 

 ●  Developing an Attitude to Post-purchase Behaviour 

 ●  Theories of Post-purchase Evaluation 

 ●  Marketers' Response Strategies 
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 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 
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 ●  Solomon,  Michael  R.,  Katherine  White  &  Darren  W.  Dahl  (2015).  Consumer  Behaviour: 

 Buying, Having, and Being. 7  th  Canadian Edition. Pearson  Education Canada, Toronto. 

 Recommended Readings 

 ●  Britt, Stuart Handerson. Experiment in Consumer Behaviour. John Wiley and Sons. 

 ●  Wilkie, W.L. Consumer Behaviour. John Wiley & Sons. 

 ●  Loudon,  D.L.  and  Della  Bitta,  A.J.  Consumer-Behaviour,  Concepts  and  Applications, 

 McGraw Hill. 

 ●  Kotler  P.  (1994).  Marketing  Management  Planning,  Implementation  and  Control.  6th 

 edition. Prentice Hall of India 

 ●  Hawkins,  D.L  &  Best,  Roger,  Consumer  Behaviour  –  Building  Marketing  Strategy,  McGraw 

 Hill. 

 ●  Leon G Schiffman, Consumer Behaviour, Pearson Education. 

 ●  Judy  Graham.  Critical  Thinking  in  Consumer  Behaviour  –  Cases  and  Experiential  Exercises. 

 2nd Edition, Person Prentice Hall, Upper Saddle River, New Jersey. 
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 ●  Berkman,  H.W.  and  Gilson  C.  Consumer  Behaviour,  Concepts  and  Strategies,  Kent 

 Publishing Company. 

 ●  Runyon,  K.E.  and  Stewart,  D.W.  Consumer  Behaviour  and  the  Practice  of  Marketing, 

 Merrill Publishing Company. 

 ●  Schiffiuian,  Leon  G.  and  kanuk,  Leslie  Lazar,  1987,  Consumer  Behaviour,  Prentice  Hall  Inc., 

 Englewood Cliffs. 

 ●  Solomon,  Bamossey,  Aaskegaard  and  Hogg  (2016)  Consumer  Behaviour:  A  European 

 Perspective, 6th edition. Pearson. 

 ●  Engel,  J.F.,  R.D.Blackwell  &  P.W.  Miniard.  Consumer  Behaviour.  5th  edition.  The  Dryden 

 Press. 

 ●  Gardner,  M.P.  Mood  States  and  Consumer  Behaviour.  Journal  of  Consumer  Research.  pp. 

 281-300. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1219 CORPORATE FINANCE 

 1. 1. Factual information 

 Course title  Corporate Finance 

 Course tutor  Dr Kanika Gupta  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  both  the  general  manager  and  of  the  senior  manager  more 

 directly  involved  in  strategic  choices,  decision-making  and  implementation  The  learners  will  be 

 able  to  implement  the  knowledge  immediately  in  their  practical  life.  All  stakeholders  evaluate  the 

 businesses  and  projects  before  investing.  This  is  true  in  personal  life  where  an  investment 

 appraisal  is  required  for  personal  financial  planning.  The  course  sensitizes  learners  of  key  financial 

 concepts  every  professional  should  be  aware  of.  The  learners  can  proceed  their  career  by 

 studying advanced finance specialisation where the topics covered in this course are the base. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  introduce  students  to  finance  problems  to  face  organisations  at  board 

 level  and  to  enable  them  to  feel  at  ease  working  with  finance  and  accounting  experts  as  and  when 

 necessary.  By  the  end  of  this  course,  students  will  have  a  grasp  of  the  fundamentals  of  financial 

 analysis  and  corporate  financial  theory  and  will  know  how  to  tackle  the  main  financial  problems 

 they  are  likely  to  encounter  in  the  work  environment.  The  financial  issues  discussed  will  be  those 

 relevant in the private and public sectors and will also be relevant in a global context. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  fundamentals  of  financial  accounting  and  corporate 

 finance theory and the relation between the two. 

 MLO.A2  critically  evaluate  corporate  governance  strategies,  and  agency 

 theory and the related role of stakeholders 

 MLO.A3  interpret  organisational  performance  in  terms  of  return  on 

 investment, investment risk and capital structure management 

 MLO.A4  understand  corporate  finance  theories  underpinning  the  cost  of 

 capital, dividend policy and efficient markets 

 MLO.A5  appraise  and  implement  the  techniques  and  practical  application  of 

 project evaluation and company valuation methods 

 PA3 

 PA4 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  alternative  methods  for  valuing  sources  of  company’s 

 funding 

 MLO.B2  apply  corporate  finance  techniques  for  example,  the  cost  of  capital 

 calculation in a business 

 MLO.B3 select and analyse information for financial business decision-making 

 MLO.B4  evaluate  capital  structures  that  may  be  applied  by  companies  and 

 the implications of these structures 

 MLO.B5 prepare and evaluate finance appraisals of projects 

 MLO.B6  analyse  various  investment  options  by  understanding  the  associated 

 risk and returns associated with an investment 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 prepare capital investment proposals 

 MLO.C2  complete  reports  on  the  valuation  of  companies  funding  sources  and 

 other organisations 

 MLO.C3  select  and  justify  corporate  finance  techniques  to  support  business 

 decisions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  complete  financial  calculations  for  use  in  corporate  finance  decisions 

 (for  example,  investment  analysis),  including  the  use  of  computer 

 spreadsheets 

 MLO.D2 source key financial data to support calculations and analysis 

 MLO.D3  solve  complex  business  finance  problems  using  appropriate 

 corporate finance techniques 

 PD1 

 PD2 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to Finance, financial goal of the Corporation 

 ●  Introduction to the Course 

 ●  Introduction - Meaning of Finance 

 ●  Four functions of finance - Financing, Investment, Working Capital and 

 Dividend 

 ●  Role of a finance manager 

 ●  An overview of four financial statements 

 ●  Four types of Business Organisations, its merits and demerits 

 ●  Sole Trader 

 ●  Partnership 

 ●  Limited Liability Company 

 ●  Corporation- Private and Public 

 Unit 2  Stakeholders and Ethics 

 ●  The Goal of the Firm 

 ●  Discuss “maximization of shareholders’ wealth” 
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 ●  Need for Audit and its types 

 ●  Stakeholders - internal and external 

 ●  Principal Agent Problem 

 ●  Case study: Enron 

 Unit 3  Time Value of Money: Unequal Cash Flows 

 ●  Meaning and reasons for difference in value due to time 

 ●  Simple and compound rate of interest 

 ●  Multiple times compounding 

 ●  Rule of 72 

 ●  Present and Future Values 

 ●  Assessing projects using PV and FV 

 ●  Excel formulae 

 Unit 4  Time Value of Money: Unequal Cash Flows and applications 

 ●  Perpetuity 

 ●  Annuity 

 ●  Excel formulae 

 ●  Loan Amortization 

 ●  Growing Perpetuity 

 ●  Growing Annuity 

 ●  Application of the concept in real life 

 ●  Discussion/ Case Study/ Problem Solving 

 Unit 5  Risk & Return 

 ●  What is return 

 ●  Holding period return 

 ●  expected rate of return 

 ●  What is risk? 

 ●  How do we measure risk 

 ●  Understanding basic risk and return phenomenon 

 ●  Investment decision using coefficient of variation 

 ●  Download data from SEC/ Market website and apply theories learnt in previous 

 sessions 

 Unit 6  Diversification & Portfolio Theory 

 ●  What is diversification 

 ●  Types of Risk – Systematic and Unsystematic Risk 

 ●  Difference between standard deviation as a measure of risk and Beta 

 ●  Understanding correlation and its impact on diversification 

 ●  Calculating expected return using Beta 

 ●  Download historical stock data and develop a two-asset portfolio 

 ●  Identify which stocks to invest and how much in a two-asset portfolio 
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 ●  Combining stocks in a portfolio 

 ●  Security Market line 

 ●  Capital Asset Pricing Model 

 ●  Download data and plot on security market line 

 Unit 7  Capital Structure 

 ●  Evaluating debt vs equity – Trading on Equity 

 ●  Types of debts, equity and preferred 

 ●  Corporate Taxes 

 ●  Cost of financial distress 

 ●  The pecking order of financial choices 

 Unit 8  Valuation of Bonds 

 ●  Coupon bonds compared to zero coupon bonds 

 ●  Terminology and Characteristics of Bond 

 ●  Claims on assets and income; par value; coupon interest rate; maturity 

 ●  Standard & Poor’s Corporate bond ratings 

 ●  Discuss potential risk of the corporate bond 

 ●  How poor rating effect the interest rate demanded by investors 

 ●  The importance of ratings for financial managers 

 ●  Defining value 

 ●  The present value of expected future cash flows, discounted at investor’s 

 required rate of return 

 ●  What determines value? 

 ●  The amount and timing of future cash flows 

 ●  Valuing Bonds 

 ●  The present value of both interests to be received and the par value of the 

 bond 

 ●  How does the value of the bond change with: coupon rate; required rate of 

 return; maturity? 

 ●  Bond yields 

 Unit 9  Equity Valuation 

 ●  Difference between preference and Equity 

 ●  Preferred stock 

 ●  A hybrid security 

 ●  Valuing preferred stock 

 ●  Common stock 

 ●  A share that presents the ownership of a corporation 

 ●  Valuing common stock 

 ●  The PV of future CFs discounted at investor’s required rate of return 
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 ●  Dividend growth model 

 ●  Discussion/ Case Study/ Problem Solving 

 Unit 10  Investment Appraisal 

 ●  Company and Project Cost of Capital 

 ●  Calculating Weighted average cost of capital 

 ●  Analyzing project risk 

 ●  Using WACC to value project/ company 

 ●  NPV 

 ●  Payback and discounted payback period 

 ●  Internal Rate of Return 

 ●  Accounting rate of return 

 ●  Ways of paying back to stockholders- dividend vs repurchase 

 ●  Payout controversies 

 ●  Payout policy, investment policy and management incentives 

 ●  Taxes and Payouts 

 ●  Payout & Corporate Governance 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 
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 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Kanika Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Brealey, Myers and Allen (2020),  Principles of Corporate  Finance  , McGraw Hill. 

 Note: any edition of the book will be fine. 

 Recommended Readings 

 ●  Corporate  Finance  :  Theory  and  Practice  Vernimmen,  Pierre;Quiry,  Pascal;and  more  John 

 Wiley & Sons 

 ●  What  Happened  At  Enron?2004,  ,  Thunderbird,  American  Garvin  School  of  International 

 Management, Glendale. 

 ●  Stringer,  C.,  Didham,  J.  &  Theivananthampillai,  P.  2011,  "Motivation,  pay  satisfaction,  and 

 job  satisfaction  of  front-line  employees",  Qualitative  Research  in  Accounting  and 

 Management, vol. 8, no. 2, pp. 161-179. 

 ●  Muhammad,  J.I.  &  Ali  Shah,  S.Z.  2012,  "Determinants  Of  Systematic  Risk",  The  Journal  of 

 Commerce, vol. 4, no. 1, pp. 47. 

 ●  Gardner,  J.C.,  McGowan,  C.B.  &  Moeller,  S.E.  2010,  "Calculating  The  Beta  Coefficient  And 

 Required  Rate  Of  Return  For  Coca-Cola",  Journal  of  Business  Case  Studies,  vol.  6,  no.  6,  pp. 

 103-109. 

 ●  Jagannathan,  U.K.  2018,  "EQUITY  VALUATION  OF  INFOSYS  LTD.  (2017)  1",  Journal  of  the 

 International Academy for Case Studies, vol. 24, no. 4, pp. 1-13. 

 ●  Stotler,  J.  2002,  Wyeth  Pharmaceuticals:  An  Equity  Valuation  Case,  Jordan  Whitney 

 Enterprises, Inc, Arden. 

 ●  Chaudhury,  S.K.,  Panigrahi,  A.K.  &  Meher,  K.C.  2012,  "Capital  Structure  &  Leverage 

 Analysis:  A  Case  Study  of  Steel  Authority  of  India  Ltd.  (SAIL)",  ASBM  Journal  of 

 Management, vol. 5, no. 1, pp. 41-53. 

 67 



 ●  Collier,  H.W.,  Grai,  T.,  Haslitt,  S.  &  McGowan,  C.B.  2010,  "Using  Actual  Financial  Accounting 

 Information  To  Conduct  Financial  Ratio  Analysis:  The  Case  Of  Motorola",  Journal  of 

 Business Case Studies, vol. 6, no. 4, pp. 23-32. 

 ●  Avery,  A.E.,  Flaherty,  S.M.V.  &  Rhee,  M.  2011,  "Fortifying  The  Payback  Period  Method  For 

 Alternative  Cash  Flow  Patterns",  Journal  of  Financial  and  Economic  Practice,  vol.  11,  no.  2, 

 pp. 1-9. 

 ●  Torries,  T.F.  1998,  "NPV  or  IRR?  Why  not  both?",  Mining  Engineering,  vol.  50,  no.  10,  pp. 

 69. 

 ●  Cheng,  C.S.A.,  Kite,  D.  &  Radtke,  R.  1994,  "The  applicability  and  usage  of  NPV  and  IRR 

 capital budgeting techniques", Managerial Finance, vol. 20, no. 7, pp. 10. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1220-BUSINESS COMMUNICATION 

 1. Factual information 

 Course title  Business Communication 

 Course tutor  Romil Kumar  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of 

 delivery 

 On-Campus/ Online/ Blended 

 Notional 

 learning hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  is  designed  to  provide  learners  a  comprehensive  view  of  various  communication 

 media,  scope  and  importance  of  communication  in  business.  The  course  also  covers  an  awareness 
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 2. Rationale for the course and its links with other courses 

 of  the  importance  of  effective  written  communication  in  modern  business.  The  learners  will  also 

 learn  the  role  of  communication  in  establishing  a  favourable  environment  external  to  the  firm,  as 

 well  as  an  effective  communications  program  internally.  The  learners  will  Understand  and 

 demonstrate  the  use  of  basic  and  advanced  written  communication  techniques  required  for 

 business  in  competitive  world.  Learners  will  understand  effective  communication  techniques 

 while  writing  concise  letters  and  memos,  preparing  informal  and  formal  reports,  Proofreading  and 

 editing copies of business correspondence. 

 3. Aims of the course 

 Aim  of  the  course  is  to  familiarize  learners  with  the  process  of  communication  and  the  principles 

 and  technique  of  business  communication  .  The  course  also  aims  to  develop  career  skills  that  are 

 needed  to  succeed  in  business,  such  as  using  ethical  tools,  working  collaboratively,  observing 

 business  etiquette  and  resolving  workplace  conflicts  and  also  successful  planning  and  participating 

 in  meetings.  The  course  aims  at  learners  know  the  use  of  e-mail  effectively  and  efficiently,  develop 

 interpersonal  skills  that  contribute  to  effective  and  satisfying  personal,  social  and  professional 

 relationships, and Utilize electronic presentation software. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.A1  Understand  the  nature,  importance  and  process  of  written 

 communication. 

 MLO.A2  analyse  communication  situations  and  audiences  to  make  choices 

 about  the  most  effective  and  efficient  way  to  communicate  and  deliver 

 messages 

 MLO.A3  provide  feedback  ,  accept  feedback  and  use  feedback  to  improve 

 communication skills 

 PA2 

 PA5 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand  and  demonstrate  the  use  of  basic  and  advanced  written 

 communication techniques required for business in competitive world 

 MLO.B2  develop  Group  Communication  skill  like  group  discussions, 

 meetings, seminars, and conferences 

 MLO.B3  understand  Art  of  facing  interviews  in:  selection  or  placement, 

 appraisal, disciplinary committees and exit interviews 

 MLO.B4  prepare  a  professional  resume  and  cover  letter,  follow-up  messages 

 and letters 

 MLO.B5  prepare formats for business letters and memos 

 PB1 

 PB2 

 PB3 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  analyse  and  critique  a  given  business  situation  using  the 

 communication concepts 

 MLO.C2  make  formal  writing  skills  required  for  day  to  day  communication  in 

 organization 

 MLO.C3  create  correct  business  letters  for  both  Internal  and  External 

 business environments 

 PC1 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  create  innovative  communication  solutions  and  make  informed 
 decisions 

 MLO.D2  comprehend and internalize the basic communication concepts 

 MLO.D3  apply  the  knowledge  by  speaking  confidently  and  communicating 
 effectively in different business situations 

 MLO.D4  analyse  the  situation  ,  shows  professionalism  and  displays  a  good 

 Code of conduct at the workplace according to the need 

 PD3 

 PD4 

 PD5 

 PD6 

 7. Course Content: 

 Unit 1  Basic Principles of Communication 

 ●  Fundamentals of Business Communication 

 ●  Understanding communication 

 ●  Process of communication in business 

 ●  Essentials of effective communication 

 ●  Channels of communication 

 ●  Channels of communication, their effectiveness 

 ●  Limitations 

 ●  Barriers to communication 

 Unit 2  Communication in Organizations 

 ●  Communication needs of business organization 

 ●  Strategies for improving Organizational communication 

 ●  Direction of flow of communication in organization, networks of flow of 

 communication 

 ●  wheel network, chain network, Y network, circle network, etc. 

 ●  Intra-personal communication 

 ●  Inter-personal communication 

 ●  feedback, types of feedback 

 ●  Intra-organizational communication 

 ●  inter-organizational communication 

 ●  Intra-cultural and inter-cultural communication. 

 Unit 3  Developing Oral Business Communication 

 ●  Introduction 

 ●  Advantages of Oral Communication 
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 ●  Speech Writing 

 ●  Creative Writing 

 ●  Public Speaking 

 ●  Presentation Skills 

 ●  Techniques for effective Presentations 

 ●  Qualities of a skillful Presenter 

 ●  Exercises for Oral Communications 

 ●  Individual and Group Presentations 

 ●  Extempore 

 ●  Role Playing 

 ●  Debates and Quiz 

 Unit 4  The Importance of Listening & Reading Skills 

 ●  Introduction 

 ●  what is listening? 

 ●  Barriers to Listening 

 ●  Strategies for Effective Listening 

 ●  Listening in a Business Context Reading Skills for Effective Business 

 Communication 

 ●  Introduction 

 ●  what is reading? 

 ●  Types of reading 

 ●  SQ3R Technique of Reading 

 Unit 5  Guidelines for Written Business Communication 

 ●  Introduction 

 ●  General Principles of Writing 

 ●  Principles of Business Writing Internal Business 

 ●  Writing Memos 

 ●  Circulars and Notices 

 ●  What is a Memo? 

 ●  minutes of the meeting Communicating through Email 

 ●  Communication with Shareholders External Business Communication 

 ●  Principles of Business Letter Writing, 

 ●  Types of Business Letters, 

 ●  Format for Business Letters 

 ●  Exercises for Written Communications: Essay writing, Poster Making, Writing, 

 an Advertisement Copy, 

 ●  Slogans, Captions, & preparing Press notes, 

 ●  Letter Of Acceptance, 
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 ●  Letter Of Resignation Writing Business Reports: Introduction, What is a 

 Report? 

 ●  Types of Business Reports, Format for Business Reports, 

 ●  Steps in Report Preparation Employment Communication – Resumes and 

 Cover Letters: 

 ●  Introduction, 

 ●  Writing a Resume, 

 ●  Writing Job Application Letters, 

 ●  Other Letters about Employment Group Discussions and Interviews: 

 Introduction, 

 ●  What is a Group Discussion? Attending Job Interviews, Preparation for GD and 

 Interviews. 

 Unit 6  Technology Enabled Communication 

 ●  Technology enabled communication–role of technology, different forms of 

 technology for communication, Telephone 

 ●  Communication Strategy for Managers: Communicating different types of 

 messages 

 ●  positive or neutral messages, 

 ●  negative messages, 

 ●  persuasive messages, 

 ●  effective team communication, 

 ●  motivational communication 

 Unit 7  Non Verbal Communication 
 •  What is non Verbal communication 

 •  functions of non-verbal communication 

 •  gesture cluster 

 7. Course Content: 

 Unit 1  Basic Principles of Communication 

 ●  Fundamentals of Business Communication 

 ●  Understanding communication 

 ●  Process of communication in business 

 ●  Essentials of effective communication 

 ●  Channels of communication 

 ●  Channels of communication, their effectiveness 

 ●  Limitations 

 ●  Barriers to communication 
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 Unit 2  Communication in Organizations 

 ●  Communication needs of business organization 

 ●  Strategies for improving Organizational communication 

 ●  Direction of flow of communication in organization, networks of flow of 

 communication 

 ●  wheel network, chain network, Y network, circle network, etc. 

 ●  Intra-personal communication 

 ●  Inter-personal communication 

 ●  feedback, types of feedback 

 ●  Intra-organizational communication 

 ●  inter-organizational communication 

 ●  Intra-cultural and inter-cultural communication. 

 Unit 3  Developing Oral Business Communication 

 ●  Introduction 

 ●  Advantages of Oral Communication 

 ●  Speech Writing 

 ●  Creative Writing 

 ●  Public Speaking 

 ●  Presentation Skills 

 ●  Techniques for effective Presentations 

 ●  Qualities of a skillful Presenter 

 ●  Exercises for Oral Communications 

 ●  Individual and Group Presentations 

 ●  Extempore 

 ●  Role Playing 

 ●  Debates and Quiz 

 Unit 4  The Importance of Listening & Reading Skills 

 ●  Introduction 

 ●  what is listening? 

 ●  Barriers to Listening 

 ●  Strategies for Effective Listening 

 ●  Listening in a Business Context Reading Skills for Effective Business 

 Communication 

 ●  Introduction 

 ●  what is reading? 

 ●  Types of reading 

 ●  SQ3R Technique of Reading 

 Unit 5  Guidelines for Written Business Communication 

 ●  Introduction 
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 ●  General Principles of Writing 

 ●  Principles of Business Writing Internal Business 

 ●  Writing Memos 

 ●  Circulars and Notices 

 ●  What is a Memo? 

 ●  minutes of the meeting Communicating through Email 

 ●  Communication with Shareholders External Business Communication 

 ●  Principles of Business Letter Writing, 

 ●  Types of Business Letters, 

 ●  Format for Business Letters 

 ●  Exercises for Written Communications: Essay writing, Poster Making, Writing, 

 an Advertisement Copy, 

 ●  Slogans, Captions, & preparing Press notes, 

 ●  Letter Of Acceptance, 

 ●  Letter Of Resignation Writing Business Reports: Introduction, What is a 

 Report? 

 ●  Types of Business Reports, Format for Business Reports, 

 ●  Steps in Report Preparation Employment Communication – Resumes and 

 Cover Letters: 

 ●  Introduction, 

 ●  Writing a Resume, 

 ●  Writing Job Application Letters, 

 ●  Other Letters about Employment Group Discussions and Interviews: 

 Introduction, 

 ●  What is a Group Discussion? Attending Job Interviews, Preparation for GD and 

 Interviews. 

 Unit 6  Technology Enabled Communication 

 ●  Technology enabled communication–role of technology, different forms of 

 technology for communication, Telephone 

 ●  Communication Strategy for Managers: Communicating different types of 

 messages 

 ●  positive or neutral messages, 

 ●  negative messages, 

 ●  persuasive messages, 

 ●  effective team communication, 

 ●  motivational communication 
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 Unit 7  Non Verbal Communication 
 •  What is non Verbal communication 

 •  functions of non-verbal communication 

 •  gesture cluster 

 Unit 8  Effective Presentation 
 ●  Pre – Presentation Jitters 

 ●  Delivering the presentation 

 ●  capturing and maintaining attention 

 ●  handling questions 

 ●  powerpoint presentations 

 Unit 9  Reports 
 ●  Functions of Report 

 ●  types of Report 

 ●  the report /proposal process 

 ●  organizing the report /proposal 

 Unit 10  Employment Communication 
 ●  Resume Writing , 

 ●  Group Discussion – Qualities / skills assessed in a group discussion 

 ●  do’s and don’ts in a group discussion 

 ●  effective participation in a group discussion 

 ●  mock GD session 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
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 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Romil Kumar 

 10. Bibliography 

 Essential Reading 

 ●  Business  Communication,  Concepts,  Cases  and  Application  by  P  D  Chaturvedi  &  Mukesh 

 Chaturvedi 

 Note: any edition of the book will be fine 

 Recommended Readings 

 ●  Lesikar, Petit & Lesikar’s, Basic Business, Tata McGraw 

 ●  Poe & Fruchling, Basic Communication, AITBS 

 ●  Diwan & Aggarwal Business Communication Excel 

 ●  Baugh, Frayer & Thomas, How to write first class Business Correspondence, Viva Books 

 ●  Business  Communication,  Concepts,  Cases  and  Application  by  P  D  Chaturvedi  &  Mukesh 

 Chaturvedi 

 ●  Business Communication, Oxford university Press by Meenakshi Raman and Prakash Singh 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 
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 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1221 LEGAL AND ETHICAL BUSINESS 

1. Factual information 

 Course title  Legal and Ethical Business 

 Course tutor  Dr Sonal Katyal  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode  of 
 delivery 

 On-Campus/ Online/ Blended 

 Notional 
 learning hours 

 84 Hours 

 Language  of 
 Instruction 

 English 

 Validating 
 Partner 

 2. Rationale for the course and its links with other courses 

 This  course  will  support  the  managerial  role  directly  involved  in  various  functional  areas  of 

 business. 

 This  course  will  prepare  students  for  greater  responsibilities  in  their  careers.  This  course  will  merge 

 the  substantive  principles,  rules,  and  standards  of  legal  ethics  to  gain  Professional  Responsibility, 

 with  the  real-world  ethical  dilemmas,  tensions,  and  pressures  for  advising  and  counselling  their 

 business  clients.  Student  will  develop  the  ability  to  make  decisions  that  reflect  an  appropriate  focus 

 on  the  needs  and  goals  and  an  awareness  that  cultural  issues  may  affect  the  relevance  of  facts  and 

 application of the ethics rules. 
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 3. Aims of the course 

 This  course  provides  an  ethical  dimension  to  the  conduct  of  contemporary  legal  issues  in 
 business.  Although  ethics  exist  independently  of  the  law,  legislative  and  common  law 
 developments  are  increasingly  imposing  higher  standards.  This  course  examines  the  conceptual 
 basis of ethical behaviour and the increasing attempts by the law to prescribe ethical behaviour. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 
 Learning 
 Outcome(s)  this 
 maps against 

 After the end of this course, the students will be able to 

 MLO.A1 Understand the role and function of regulatory authorities 

 MLO.A2 Analyse case studies that raise moral issues in business 

 MLO.A3 Understand the ethics of certain business practices 

 PA1 

 PA5 

 B. Cognitive skills  Programme 
 Learning 
 Outcome(s)  this 
 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  Understand  the  rationale  behind  codes  of  ethics  for  professional 
 advisers 

 MLO.B2 Apply critical thinking skills in the analysis of ethical problems 

 MLO.B3 Construct written work which is logically and professionally presented 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 
 Learning 
 Outcome(s)  this 
 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 communicate ideas in a succinct and clear manner 

 MLO.C2 Experience working in a team 

 MLO.C3  Identify  and  assess  ethical  issues,  including  environmental  and 
 sustainability considerations, in a business environment 

 PC3 

 PC5 
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 D. Key transferable skills  Programme 
 Learning 
 Outcome(s)  this 
 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  Effective  Communication  Identify  audiences  and  assess  information 
 provided 

 MLO.D2 Information Competency Gather, evaluate, and ethically use information 

 MLO.D3 Develop Interpersonal Effectiveness 

 PD4 

 7. Course Content: 
 Unit 1  Universal ethics 

 ●  Nature and Essence of Ethics 

 ●  Business Ethics Concepts 

 ●  Professional ethics 

 Unit 2  Applied Ethics 
 ●  Organizational moral standards and the ethical dilemmas of decision-making 

 ●  Managing ethics in organization 

 ●  Anti-corruption behavior 

 Unit 3  CSR (Corporate Social Responsibility) 

 ●  CSR: conceptual bases 

 ●  Socially responsible leadership and CSR’ role in corporate governance 

 ●  The  interaction  between  business  and  government  in  the  implementation  of 

 social policies 

 ●  Public-private partnership within the CSR 

 Unit 4  Basic initiatives in the field of CSR and sustainable development 

 ●  Corporate CSR reports 

 ●  Audit reports 

 ●  Globalization of CSR 

 ●  Features of CSR of multinational corporations 
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 Unit 5 

 Business & the Constitution 

 ●  Administrative Agencies 

 Unit 6  Employment Relationships 

 ●  Employment Discrimination 

 Unit 7  International Business Ethics 
 ●  Internalization and Ethics 

 Unit 8  Department of Labor and Corporate Compliance 

 ●  Corporate Compliance 

 Unit 9  Importance of Business Ethics 

 ●  Business Ethics and Financial World 

 Unit 
 10 

 Intellectual Property Rights 

 ●  Internet Law, Social Media, & Privacy 

 8. Assessment Strategy 

 The  range  of  assessment  instruments  used  for  this  course  includes  both  continuous  and  summative 

 assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies,  individual 

 assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written  examinations.  The 

 assessment  strategy  is  decided  by  the  course  team  which  includes  faculty  at  Rushford,  approval  by 

 Program  Director.  In  case  of  validated  degrees,  guidelines  of  validated  partner  is  undertaken,  for 

 instance approval of external examiner or partner faculty. 

 Continuous assessments: Weighing 40 % 

 Continuous assessments: Weighing: 40% of overall module mark 

 The assessment will be split between: 

 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards  the 

 total mark 

 Individual assignment/ Presentation – contributing 10% towards the total mark 
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 Examination/ Report Submission: Weighing 60 % 

 Weighing: 60% of overall mark 

 The  examination  is  a  closed  book  final  examination  covering  all  the  course  outcomes  or  it  can  be  a 

 report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis,  project  or 

 any other report type as agreed amongst the course team. 

 The student must pass in individual component, and overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 

 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 

 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and  coordination 

 with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”.  This  policy  specifies 

 the  meaning  of  academic  misconduct.  The  policy  also  states  the  possible  guidance  you  can  seek  in 

 preventing academic coaching, and penalties on academic misconduct. 

 9. Teaching staff associated with the module 
 Dr. Sonal Katyal 

 10. Bibliography 

 Essential Reading 
 ●  Terry  Halbert  &  Elaine  Ingulli,  LAW  AND  ETHICS  IN  THE  BUSINESS  ENVIRONMENT  (9th  ed. 

 2017) 

 ●  Christine  Ladwig  &  George  Siedel,  STRATEGY,  LAW,  AND  ETHICS  FOR  BUSINESS  DECISIONS 

 (2020) 

 Recommended Readings 
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 ●  Constance  Bagley,  WINNING  LEGALLY:  HOW  MANAGERS  CAN  USE  THE  LAW  TO  CREATE 

 VALUE, MARSHAL RESOURCES, AND MANAGE RISK (2006) 

 ●  Ben W. Heineman Jr., High Performance with High Integrity (2008) 

 ●  Max H. Bazerman, A New Model for Ethical Leadership, HARV. BUS. REV., Sept. - Oct 2020 

 ●  Robert  C.  Bird  &  Stephen  Kim  Park,  Turning  Corporate  Compliance  Into  Competitive 

 Advantage, 19 U. PA. J. BUS. L. 285 (2017) 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1222 LOGISTICS AND SUPPLY CHAIN MANAGEMENT 

 1. 1. Factual information 

 Course title  Logistics and Supply Chain Management 

 Course tutor  Dr Niraj RBL Saxena  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 To  understand  the  entire  domain  of  management  sciences,  logistics  and  supply  chain 

 management  is  an  important  aspect  of  modern  management.  Like  other  important  subjects  and 

 streams  of  management,  this  too  is  a  pivotal  tool  to  be  understood  by  learners.  The  content  of  this 

 course  is  intended  to  create  an  understanding  of  the  components  and  processes  of  supply  chain 

 and  logistics  management.  The  learners  will  also  understand  the  performance  drivers  of  supply 

 chain.  It  is  also  intended  to  help  the  learners  about  logistics,  transportation,  warehousing  and 

 outsourcing decisions. 
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 3. Aims of the course 

 The objective of this course is to enable learners understand the importance and dynamics of a 

 firm’s physical distribution functions and management of its supply chain. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  fundamentals  of  logistics  as  an  important  tool  of 

 distribution network 

 MLO.A2 critically evaluate the issues related supply chain management 

 MLO.A3 evaluate the different models of SCM and their application 

 MLO.A4 understand the transportation cost and modes 

 MLO.A5  understand  the  warehousing  concepts,  its  strategic  decision  and 

 outsourcing 

 PA1 

 PA2 

 PA3 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1 understand value chain process 

 MLO.B2 apply practical approach of logistics and SCM 

 MLO.B3  identify  global  supply  chain  management  perspective  and  its 

 effectiveness 

 MLO.B4 identify the possible obstacles and the solutions 

 MLO.B5 create a distribution network and its implications 

 MLO.B6 gaming advantages and logistics management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 best practices of SCM 

 MLO.C2 identify Supply chain and CRM linkage 

 MLO.C3 functional component of CRM 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1 meaning, concepts and evolution of SCM 

 MLO.D2 understand descriptive analysis, planning and modelling 

 MLO.D3  understand  involvement  of  technology  and  warehousing  techniques 

 and issues 

 PD1 

 PD2 

 7. Course Content: 

 Unit 1  Logistics – Overview and Understanding 

 ●  Logistics : it’s Evolution 

 ●  Objectives 

 ●  Components and Functions of Logistics Management 

 ●  Distribution related Issues and Challenges 

 ●  Transportation- Functions, Costs, and Mode; 

 ●  Network and Decision, 

 ●  Containerization, 

 ●  Cross docking. 

 ●  Gaining competitive advantage using Logistics Management 

 Unit 2  Supply Chain Concept 

 ●  Evolution of Supply Chain Management 

 ●  Supply Chain – Definition 

 ●  Objectives of a Supply Chain 

 ●  Stages of Supply chain 

 ●  Value Chain Process 

 ●  Cycle view of SC Process 

 ●  Key issues in SCM 
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 ●  logistics & SCM 

 ●  Supply Chain Drivers and obstacles 

 ●  Strategies of Supply chain strategic fit 

 ●  Best practices in SCM 

 ●  Obstacles of streamlined SCM 

 Unit 3  Supply Chain Management and its Perspective 

 ●  Supply Chain Strategy 

 ●  Supply Chain Planning 

 ●  Analytics in Supply Chain Management 

 ●  Importance of supply chain analytics 

 ●  SCM and flows involving material, money, information and ownership 

 ●  Decision Domains in supply chain analytics 

 ●  Application of Descriptive Analytics 

 ●  Predictive Analytics and Prescriptive Analytics 

 Unit 4  Supply Chain Performance 

 ●  Bullwhip effect and reduction 

 ●  Performance measurement: Dimension 

 ●  Tools of performance measurement 

 ●  SCOR Model 

 ●  Demand chain management 

 ●  Global Supply chain 

 ●  Challenges in establishing Global Supply Chain 

 ●  Factors that influences designing Global Supply Chain Network. 

 Unit 5  Descriptive Analytics in a Supply Chain 

 ●  Data aggregation and data mining, 

 ●  insights regarding the company’s production, 

 ●  financials 

 ●  operations 

 ●  sales 

 ●  finance 

 ●  inventory and customers 

 ●  Bullwhip Effect and Time Series Analysis 

 ●  Transportation problem in a Supply Chain 

 Unit 6  Supply Chain Management and Planning 

 ●  Prescriptive analytics and scenario planning 

 ●  Design of Logistics Network using Heuristics/optimization 

 ●  Optimal Level of Product Availability in Supply chain 
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 ●  Using Excel Solver for Network Optimization 

 ●  Network Design in Uncertain environment and Flexibility 

 Unit 7  SCM Modelling 

 ●  Introduction to Modelling 

 ●  Approaches for Optimization and Simulation 

 ●  Modelling software 

 ●  Basics of Modelling 

 ●  Supply chain applications using R 

 ●  Trends 

 ●  Challenges and Future of Supply Chain 

 Unit 8  SCM and Involvement of Technologies 

 ●  Predictive Analytics and related technologies 

 ●  Introduction to machine learning and cloud-based inventory management 

 solutions 

 ●  Applications in inventory management pricing and maintenance 

 ●  Forecasting using multiple characteristics 

 ●  Demand Data and Inventory Management. 

 ● 
 Unit 9  Warehousing 

 ●  Concept and types 

 ●  Warehousing strategy 

 ●  Warehouse facility location & network design 

 ●  Reverse logistics 

 ●  Outsourcing- Nature and concept 

 ●  Strategic decision to Outsourcing 

 Unit 10  Trends in Logistics 

 ●  Third party logistics(3PL) 

 ●  Fourth party logistics(4PL) 

 ●  Supply Chain and CRM- Linkage 

 ●  IT infrastructure used for Supply Chain and CRM 

 ●  Functional components for CRM 

 ●  Green supply chain management 

 ●  Supply Chain sustainability 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
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 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Niraj RBL Saxena 

 10. Bibliography 

 Essential Reading 

 ●  Drake,  M.  J.  (2013).  The  Applied  Business  Analytics  Casebook:  Applications  in  Supply  Chain 

 Management, Operations Management, and Operations Research. Pearson Education. 
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 ●  Laursen,  G.  H.,  &  Thorlund,  J.  (2016).  Business  analytics  for  managers:  Taking  business 

 Intelligence beyond reporting. John Wiley & Sons. 

 Recommended Readings 

 ●  Altekar, Rahul V.; Supply Chain Management: Concepts and Cases; PHI Learning Reference 

 Books 

 ●  Ballou, Ronald H.; Supply Chain Management; Pearson Education 

 ●  Sahay, B.S.; Supply Chain Management; Macmillan 

 ●  Ballou, R.H. Business Logistics Management. Prentice-Hall Inc. 

 ●  Bowersox  D.J.  ,Closs  D.J.  ,  Logistical  Management,  McGraw-Hill,  1996MBA  (Business 

 Analytics) 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1223 CONSULTING LAB 
 Consulting lab is a workshop that provides an opportunity for practical application of the conceptual 
 framework to recommend solutions to the business problems. The workshop provides a scenario 
 identical to the working environment of a consulting company. The students are required to work 
 individually or in group, evaluate a business problem, conduct environmental analysis, collect 
 relevant data, analyse and prepare a report to recommend solution of the business problem. 

 The consulting lab aims to provide mentorship to the students by industry experts in a vibrant, 
 hands-on environment that induces critical thinking, and enhances learners’ creativity. The lab briefly 
 touches upon the relevance of systematic project thinking and how the steps can be presented in 
 models learned in the past like Gantt Diagram. 

 The final presentation is the evaluation/ output of Consulting Lab. 

 1224 PROJECT MANAGEMENT 

 1. Factual information 

 Course title  Project Management 

 Course tutor  Ms. Neha Guliani  FHEQ Level  7 

 Course type  Taught  Credit value  4 
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 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  both  the  general  manager  and  the  senior  manager  more 

 directly  involved  in  project  management  theories  in  solving  real  time  problems.  The  learners  will 

 be  able  to  implement  the  knowledge  immediately  in  their  practical  life.  Learners  can  achieve 

 objective  of  the  project  management  like  maximisation  of  quality  or  performance  of  the  project, 

 minimisation of time and minimisation of cost associated with the project. 

 3. Aims of the course 

 The  basic  objective  of  this  course  is  to  introduce  students  to  fundamental  theories  in  business 

 practice  and  limitations  &  challenges  of  project  management  in  solving  real  problems.  The  course 

 aims  at  helping  the  learners  to  develop  the  skills  required  in  a  competent  project  manager.  To 

 achieve  above  objectives  ,  the  course  includes  Concepts  and  techniques  of  project  formulation, 

 Evaluation  and  implementation  of  Project  ,  Project  planning  and  scheduling  ,  Risk  management  , 

 Time-cost  trade  off  ,  Resource  levelling  and  allocation,  Project  monitoring  and  control  ,  Contract 

 Management.  Also,  to  implement  the  project  monitoring  and  control  forms  an  important  aspect 

 to be achieved as learners need to develop the skills have a hold on the fundamentals theories. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners  will be able to 

 MLO.A1 understand the fundamental theories in business practice. 

 MLO.A2  critically  evaluate  limitations  and  difficulties  of  project 

 management theories in solving real problems 

 MLO.A3 develop the skills required in competent project manager 

 MLO.A4  achieve  objective  of  the  project  management  like  maximisation  of 

 quality  or  performance  of  project,  minimisation  of  time  and  minimisation  of 

 cost associated with the project 

 MLO.A5  understand  the  various  aspect  of  project  management  like 

 manpower  management,  machine  management,  technology  management, 

 organisation structure, and risk involved in project 

 PA2 

 PA3 

 PA5 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.B1 critically assess project quality management 

 MLO.B2 apply project performance, measurement and control techniques 

 MLO.B3 select and analyse information for new projects 

 MLO.B4 evaluate organisation structures for the project 

 MLO.B5 prepare and evaluate quality assessment of the projects 

 MLO.B6 analyse various performance options by understanding the project 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.C1 understand project quality management 

 MLO.C2 identify and Apprising new projects 

 MLO.C3 Justify Project performance, measurement and control 

 PC2 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.D1 get a feel of project management environment 

 MLO.D2 understand organization structures for projects 

 MLO.D3 learn Estimating project times and costs also Managing project team 

 PD2 

 PD3 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  ●  Introduction 

 ●  Need for Project Management 

 ●  Characteristics of project 

 ●  Problems with projects 

 ●  All parties (stakeholders) involved in project 

 ●  Role of Project Manager 

 ●  Project management body of knowledge (PMBOK) 

 ●  Project Management Knowledge Areas 

 ●  Phases of project management life Cycle 

 Unit 2  Organizational Structure and Organizational Issues 

 ●  Introduction 

 ●  Organizational Structures 

 ●  Team structures 

 ●  Team development process 

 ●  team building process 

 ●  stages in developing a high-performance project team 

 ●  project team pitfalls 

 ●  Roles and Responsibilities of Project Leader Leadership Styles for Project 

 Managers 

 ●  Conflict Resolution 

 ●  Team Management and Diversity 

 Unit 3  Project Planning and scheduling 

 ●  Introduction 

 ●  Project Planning 

 ●  Need of Project Planning 

 ●  Project Planning Process 

 ●  Work Breakdown Structure (WBS 

 ●  Gantt chart 
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 ●  Network Planning models 

 ●  formulating network model 

 ●  Critical path analysis 

 ●  PERT 

 ●  Resource Allocation 

 ●  Scheduling 

 ●  Project Cost Estimate and Budgets 

 ●  Cost Forecasts Meaning and reasons for difference in value due to time 

 Unit 4  Project Risk Management 

 ●  Introduction 

 ●  Risk 

 ●  Risk Management 

 ●  Role of Risk Management in Overall Project Management 

 ●  Steps in Risk Management 

 ●  Risk Identification 

 ●  Risk Analysis 

 ●  Risk prioritization 

 ●  Risk mitigation Annuity 

 Unit 5  Project Quality management 

 ●  Introduction 

 ●  Quality 

 ●  Quality Concepts 

 ●  Place of quality in planning 

 ●  importance 

 ●  quality measures 

 ●  ISO standards 

 ●  CMM standards 

 ●  Quality Assurance document 

 Unit 6  Project Management Software 

 ●  Introduction, Advantages of Using Project Management Software, Common 

 Features Available In Most of the Project Management Software, Study of MS 

 project or any other project management 

 Unit 7  Project Organization 

 ●  Various Forms of Project Organizations 

 ●  Project Organization Charting 

 ●  Organization Human Resources 

 ●  The Project Manager, 

 ●  The Project Team 

 ●  Project Team Pitfalls 
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 ●  Project Contract Management 

 ●  Types of Contracts 

 ●  Fixing the Zero Data 

 Unit 8  Project Financing 

 ●  Project Cost Estimation 

 ●  Sources of Finance 

 ●  Multiple Project and Constraints 

 Unit 9  Project Implementation and Monitoring 

 ●  Project Resource Requirements 

 ●  Type of Resources 

 ●  Multi-project Resources scheduling 

 ●  Splitting and Multitasking 

 ●  Resources Allocation method 

 ●  Project Monitoring and control 

 Unit 10  Project Direction and Control 

 ●  Project Direction 

 ●  Types of Project Termination 

 ●  Project in Trouble 

 ●  Termination Strategies 

 ●  Evaluation of Termination Possibilities 

 ●  Termination Procedures 

 ●  Features of Future Indian Projects 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
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 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Kanika Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Pinto K. J. Project Management, Pearson Education, Second Edition, 2009 

 ●  Kerzner,  Harold,  Project  Management:  A  Systems  Approach  to  Planning  and  Controlling, 

 CBS Publishers, 2  nd  Ed., 2006. 

 Recommended Readings 

 ●  Clifford  F.  Grey,  Erik  W.  Larson,  Gautam  V.  Desai  “Project  Management  The  Managerial 

 Process” Tata Mcgraw Hill, Fourth Edition,  2010 

 ●  James  P  Lewies  “Project  Planning,Secheduling  and  Control,  Tata  Mcgraw  –  Hill  Publishing 

 Co Ltd 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 
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 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1225 INFORMATION SYSTEM & TECHNOLOGY 

1. Factual information 

 Course title  Information System & Technology 

 Course tutor  Dr. Preeti Aggarwal  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  is  a  response  to  the  need  of  learners  who  want  to  complement,  extend,  and  integrate 

 technical  and  organizational  knowledge  on  information  systems.  The  program  designed  meet  the 

 need  of  the  industry  to  incorporate  enterprise  wide  information  systems  to  be  competitive  in  the 

 global  market  place.  Learners  who  possess  either  technical  knowledge  about  computers  and 

 information  systems,  or  knowledge  about  information  needs  and  information  system 

 requirements  in  organizations,  but  who  want  to  expand  their  knowledge  in  a  constructive  way, 

 constitute an important part of the intended audience. 

 3. Aims of the course 

 The  purpose  of  the  course  is  to  provide  students  with  solid  grounding  in  business  uses  of 

 information  technology  in  a  rapidly  changing  environment,  and  to  provide  discussion  of  critical 

 issues  surrounding  the  use  of  IT  in  organizations.  The  aim  is  to  teach  learners  that  how  to  use  IT  to 
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 3. Aims of the course 

 master  their  jobs  and  to  help  ensure  the  success  of  their  organization.  The  focus  is  not  merely 

 learning the concepts of IT, but rather on applying those concepts to facilitate business processes. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.A1  an  ability  to  apply  knowledge  of  computing  and  mathematics 

 appropriate to Information Systems and Technology 

 MLO.A2  an  ability  to  communicate  effectively  with  a  range  of  audiences, 

 both in written and oral forms 

 MLO.A3  an  ability  to  use  current  techniques,  skills,  and  tools  necessary  for 

 Information Systems and Technology 

 MLO.A4  an  ability  to  apply  knowledge  of  computing  and  mathematics 

 appropriate to Information Systems 

 MLO.A5  an  ability  to  analyze  a  problem,  and  identify  and  define  computing 

 requirements appropriate to its solution 

 PA1 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.B1   provide access to advances in the information systems field 

 MLO.B2  provide  necessary  skills  to  effectively  integrate  information 

 technology in organizations 

 MLO.B3  provide  training  in  specialized  areas  of  information  systems  and 

 technology 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to know 

 MLO.C1  demonstrate  the  use  of  common  application  software  including 

 Word, PowerPoint,  Access, Excel, and Project to support business processes 

 MLO.C2  identify  and  describe  the  principles  of  a  relational  database 

 management system 

 MLO.C3  identify  and  describe  the  principal  technologies  and  standards  for 

 networking  communication  and  Internet  access  and  how  they  support 

 communication and e-business 

 PC3 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  evaluate  the  role  of  information  systems  in  helping  people  working 

 individually and in  groups make decisions more effectively 

 MLO.D2  demonstrate  an  understanding  of  current  global  information  system 

 issues 

 MLO.D3  analyze  the  relationship  among  ethical,  social,  and  political  issues 

 that are raised by information systems and how they affect everyday life 

 PD3 

 7. Course Content: 

 Unit 1  Introduction to Information System and Technology 

 ●  Data vs. Information vs. Knowledge 

 ●  The Components of Information Systems 

 ●  Using Information Technology to gain a Strategic Advantage in the 

 Marketplace 

 ●  Information Technologies hardware 

 ●  End User and Enterprise Computing 

 Unit 2  Data Resource Management 

 ●  Technical Foundations of Database Management 

 ●  Components of a Database Application System 

 ●  Managing Data Resources and Warehouses 

 ●  Database Security 

 Unit 3  Data Communication and Internet Technology 

 ●  The Wired and Wireless Networked Enterprise 

 ●  Telecommunications Network Alternatives 

 ●  Security Issues 

 ●  Ethical Concerns 

 Unit 4  Planning Information Systems 

 ●  Systems Development Life Cycle 

 ●  Rapid Application Development 

 ●  Object Oriented Systems Development 
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 ●  Security and Systems Development 

 Unit 5  Information Systems within Organizations 

 ●  Categories of Information Systems 

 ●  Survey of Functional Systems 

 ●  Competitive Strategy and Value Chains 

 ●  Business Process Design 

 Unit 6  Business Intelligence and Knowledge Management 

 ●  Developing Business/IT Solutions 

 ●  Data Warehouses and Data Marts 

 ●  Data Mining 

 ●  Knowledge Management 

 Unit 7  Information Systems Management 

 ●  Planning the Use of IT 

 ●  Managing the Computing Infrastructure 

 ●  Enterprise Applications 

 ●  Outsourcing 

 ●  User Rights and Responsibilities 

 Unit 8  Information Security 

 ●  Security Threats 

 ●  The Security Program 

 ●  senior Managements Role 

 ●  Data Safeguards 

 ●  Human Safeguards 

 ●  Disaster Preparedness 

 Unit 9  Building Information Systems 

 ●  Value of systems and managing change 

 ●  Modeling and Designing Systems 

 ●  Structured and object-oriented methodologies 

 Unit 10  E-Commerce and Supply Chain Systems 

 ●  Doing Business on the WWW 

 ●  Web Technologies 

 ●  Supply Chain Management 

 ●  Inter-Organizational Information Systems 

 ●  Ethics of Supply Chain Information Sharing 
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 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Preeti Aggarwal 

 10. Bibliography 

 Essential Reading 
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 ●  Shelly B. Gary, Vermaat E. Misty. Discovering Computers:  Fundamentals. Shelly Cashman 

 Series, Course Technology, latest edition. 

 Recommended Readings 

 ●  Bidgoli Hossein, Encyclopedia of information systems.  Academic Press, 2003. 

 ●  Microsoft  Office  2007:  Introductory  Concepts  and  Techniques,  Windows  Vista  Edition 

 (Shelly Cashman) 

 ●  Morley  Deborah,  Parker  S.  Charles.  Understanding  Computers:  Today  and  Tomorrow, 

 Introductory. Course Technology, latest edition. 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1226 STRATEGIC MANAGEMENT 

1. Factual information 

 Course title  Strategic Management 

 Course tutor  Dr. Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  modern  business  environment  is  dynamic;  hence  business  organisation  should  come  up  with 

 effective  strategies  that  will  guarantee  their  success  regardless  of  the  changes.  Strategic 

 management  is  a  branch  of  management  dealing  with  the  long-term  objectives  of  an  organisation. 
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 2. Rationale for the course and its links with other courses 

 This  encompasses  designing  and  implementing  the  organization's  strategy,  as  well  as  formulating 

 the  organization's  vision  and  operational  goals.  The  course  is  designed  to  develop  cognitive  skills 

 to  introduce  learners  to  the  complexities  of  organisational  decision-making  in  a  global  context  to 

 achieve  sustainability.  The  course  is  structured  to  not  only  expose  students  to  fundamental 

 strategy  principles,  but  also  to  enable  them  to an apply  what  they've  learned  so  far  to  a  variety  of 

 business settings. 

 3. Aims of the course 

 The  course  enables  learners  a  comprehensive  understanding  of  the  conceptual  frameworks 

 necessary  to  make  informed  strategic  decisions  in  the  dynamic  and  rapidly  changing  business 

 environment.  It  aims  to  help  learners  integrate  and  apply  their  prior  knowledge  to  strategic 

 decision-making  in  organisations,  as  well  as  familiarise  them  with  new  subject  matter.  Learners 

 are  advised  to  critically  examine  how  a  successful  strategy  relies  on  the  ongoing  and  precise 

 analysis  of  crucial  strategic  tasks,  as  well  as  the  interaction  of  internal  and  external  environmental 

 context. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1understand  the  fundamentals  of  strategic  management  concepts  in 

 managing people and organisations 

 MLO.A2  reflect  on  the  process  of  strategic  decision  making  and  how  to 

 participate in strategic planning 

 MLO.A3  develop  an  understanding  on  the  frameworks  and  models  that 

 discuss the competitive forces of the environment 

 MLO.A4  connect  the  study  of  strategic  management  concepts  and 

 frameworks to the day-to-day functioning of business 

 MLO.A5  explain  the  principles  and  activities  that  go  into  developing  and 

 implementing a strategy 

 PA2 

 PA4 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  integrate  and  apply  the  strategic  models to  the  formulation  and 

 execution of strategy from a holistic standpoint 

 MLO.B2  analyse  and  evaluate  real-life  company  challenges  and  offer 

 innovative solutions through strategic management principles 

 MLO.B3 select and analyse information for strategic decision-making 

 MLO.B4  examine  an  organisation’s  corporate  strategy  and  find  sources  of 

 competitive advantage 

 MLO.B5  integrate  the  strategies  to  minimise  the  weakness  and  threats, 

 maximise  the  possibilities  and  opportunities  that  exists  in  the  external  and 

 internal business environment 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  assess  an  organisation’s  resources  and  competencies  to  achieve  a 

 competitive  advantage  and  develop  plans  that  capitalise  on  these 

 competences 

 MLO.C2  develop  strategies  for  international  business  prospects,  such  as 

 foreign expansion and international production 

 MLO.C3  make  recommendations  for  relevant  situations  such  as  outsourcing, 

 forward,  backward  integration,  diversification,  and  joint  ventures  as  the  case 

 may be 

 PC2 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1 analyse the fundamentals of cost, focus and differentiation strategies 

 as well as the trade-offs that exist between them 

 MLO.D2 recognize and act on the limitations of industrial analysis in terms of 

 strategy design 

 MLO.D3 create succinct strategic business plan to increase the company's 

 organisational performance 

 PD2 

 PD4 

 7. Course Content: 

 Unit 1  An Introduction to Strategic Management 

 ●  Introduction 

 ●  Nature and Essence of Strategy 

 ●  Strategic Management 

 ●  Levels of Strategies 

 ●  Strategic Management Process 

 ●  Components of Strategy Statement 

 ●  Strategic Planning 
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 ●  Strategic Decision Making 

 ●  Strategic Implication and Issues 

 ●  Discussion/ Case Study 

 Unit 2  Environmental Analysis and Competition Strategies 

 ●  Overview of Environmental Analysis 

 ●  External Micro and Macro Environment 

 ●  Internal Environment 

 ●  Steps Involved in Environmental Analysis 

 ●  Competitive Strategy 

 ●  Discussion/ Case Study 

 Unit 3  Tools of Strategic/ Competitive Analysis 

 ●  Strategic Analysis 

 ●  Competitor Analysis 

 ●  SWOT Analysis 

 ●  PEST analysis 

 ●  Porter’s five forces 

 ●  Four corner’s analysis 

 ●  Value chain analysis 

 ●  Early warning systems 

 ●  War gaming 

 ●  Discussion/ Case Study 

 Unit 4  Competitive Advantage and Core competency 

 ●  Introduction 

 ●  Types of Competitive Advantages 

 ●  Competitive Intelligence 

 ●  Core Competency 

 ●  Differences Between Competitive Advantage and Core Competence 

 ●  Discussion/ Case Study 

 Unit 5  Emerging Trends in Strategic Management 

 ●  Management of Strategic Change 

 ●  Strategic Social Audit 

 ●  Environmental Auditing 

 ●  Supply Chain Management (SCM) 

 ●  Total Quality Management 

 ●  Corporate Social Responsibility 

 ●  Benchmarking 

 ●  VMOST Analysis 
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 ●  Strategic Leadership 

 ●  Organizational (Re)Design 

 ●  Discussion/ Case Study 

 Unit 6  Competitive Environment Analysis 

 ●  Industry Competitiveness- Porters Five Forces 

 ●  Value Chain Analysis 

 ●  BCG Matrix 

 ●  Henry Mintzberg’s 5 Ps Strategies 

 ●  Critical Success Factors (CSF) 

 ●  Discussion/ Case Study 

 Unit 7  Grand Strategies 

 ●  Stability Strategy 

 ●  Growth Strategy/Expansion 

 ●  Retrenchment or Retreat Strategy (Turnaround Strategies, Disinvestment 

 Strategies, Liquidation Strategies) 

 ●  Combination Strategy 

 ●  Encirclement Attack 

 ●  Discussion/ Case Study 

 Unit 8  Structural and Behavioural Dimensions 

 ●  Strategic Change 

 ●  Matching Organization Structure to Strategy 

 ●  Strategy and Structure Proposition 

 ●  Forms of Organization- Strategy Related Benefits and Limitations 

 ●  Structuring Multinational (Transnational) Organizations 

 ●  Perspectives on Strategy and Structure 

 ●  Behavioural dimensions- Concept of Leadership 

 ●  Discussion/ Case Study 

 Unit 9  Strategy Formulation and Implementation 

 ●  Introduction 

 ●  The process of strategy formulation 

 ●  Strategy Implementation 

 ●  Prerequisites of Strategy Implementation 

 ●  Strategies Implementation Approaches 

 ●  Implementing Business-level Strategies 

 ●  Implementing Corporate-level Strategies 

 ●  Implementing Strategies Through Joint Venture 

 ●  Strategic Alliance 
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 ●  Strategy Formulation vs Strategy Implementation 

 ●  Discussion/ Case Study 

 Unit 10  Strategy Evaluation and Control 

 ●  Introduction 

 ●  The process of Strategy Evaluation 

 ●  Strategic control 

 ●  Strategic Control Techniques 

 ●  Strategic Control Process 

 ●  Using A Balanced Scorecard for Strategic Control 

 ●  Types of Managerial Control Techniques 

 ●  Discussion/ Case Study/Strategies of leading companies 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 
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 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Dess,  G.  G.,  Lumpkin,  G.  T.,  Eisner,  A.  B.,  McNamara,  G.  2013.  Strategic  Management: 

 Creating Competitive Advantages, 7th Edition, McGraw-Hill. 

 Recommended Readings 

 ●  Hitt,  M.,  Ireland,  R.  and  Hoskisson,  R.  2010.  Strategic  Management:  Competitiveness  and 

 Globalization  -  Concepts,  Cincinnati,  OH:  Southwestern  College  Publishing.  9th  edition. 

 Paperback. 

 ●  Hill,  C.  W.  L.  &  Jones,  G.  R.  2008.  Strategic  Management:  An  integrated  approach,  8  th 

 Edition, Houghton Mifflin. 

 ●  Baron,  R.  S.,  &  Shane,  S.  2008.  Growing  your  business:  Making  human  resources  work  for 

 you. New York: Business Expert Press. 

 ●  Bradford,  R.  W.,  &  Duncan,  J.  P.  2000.  Simplified  strategic  planning.  Worcester,  MA: 

 Chandler House Press. 

 ●  Grant,  R.  M.  2018.  Contemporary  Strategy  Analysis  10th  Edition.  Wiley.  Available  at 

    https://www.wileydirect.com.au/buy/contemporary-strategy-analysis-10th-edition/ 

 ●  Hitt,  M.  A.,  Freeman,  R.  E.,  &  Harrison,  J.  S.  2001.  Handbook  of  strategic  management. 

 Malden, MA: Blackwell. 

 ●  Aragón-Sánchez,  A.,  &  Sánchez-Marín,  G.  2005.  Strategic  orientation,  management 

 characteristics,  and  performance:  A  study  of  Spanish  SMEs.  Journal  of  Small  Business 

 Management, 43(3), 287–308. 

 ●  Chandler,  Alfred  D.  1962.  Strategy  and  Structure:  Chapters  in  the  History  of  the  American 

 Industrial Enterprise Cambridge, Mass.  The MIT Press. 

 ●  Chandler,  Alfred  D.  1962.  Strategy  and  Structure:  Chapters  in  the  History  of  the  American 

 Industrial Enterprise Cambridge, Mass.  The MIT Press. 

 ●  Ansoff,  H.  Igor  and  Sullivan,  Patrick.  1993.  "Optimizing  Profitability  in  Turbulent 

 Environments: A Formula for Strategic Success."  Long Range Planning 26(5):  11-22. 

 110 

https://www.wileydirect.com.au/buy/contemporary-strategy-analysis-10th-edition/


 ●  Thompson A Jr, A. J. Strickland. 2008. Strategic Management, Tata McGraw-Hill Publishing 

 ●  Nag,  R.Hambrick,  D.  C.;  Chen,  M.-J.  2007.  What  is  strategic  management,  really?  Inductive 

 derivation  of  a  consensus  definition  of  the  field.  Strategic  Management  Journal.  28  (9), 

 935–955. 

 ●  Porter, M. E. 1996. What is strategy? Harvard Business Review 74 (6), 61-78. 

 ●  Grant, R. and Jordan, J. 2012. Foundations of Strategy. NY: John Wiley &Sons, Ltd. 

 ●  Terra,  L.  A.  A.;  Passador,  J.  L.  2016.  Symbiotic  Dynamic:  The  Strategic  Problem  from  the 

 Perspective of Complexity. Systems Research and Behavioral Science. 33 (2), 235–248. 

 ●  Powell,  T.  C.  2003.  Varieties  of  competitive  parities.  Strategic  Management  Journal,  24(1), 

 61-86. 

 ●  John.  A.  PearceII,  Richard  B.  Robinson  Jr,  Amita  Mital,  (2008),  Strategic  Management– 

 Formulation, Implementation and Control,1/e, Tata McGraw-Hill. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 
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 1227 ENTREPRENEURSHIP, TECHNOLOGY & INNOVATION 

 1. Factual information 

 Course title  Entrepreneurship, Technology & Innovation 

 Course tutor  Romil Kumar  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 
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 2. Rationale for the course and its links with other courses 

 The  course  offers  innovative  insight  on  how  skills  and  knowledge  of  enterprise  management  and 

 administration  leads  up  to  development  of  successful  entrepreneurs  and  imparts  knowledge  in 

 regards  to  the  Administration,  Management  and  social  skills  of  Entrepreneurs.  This  course  covers 

 the  basics  of  entrepreneurial  skills  and  competencies  and  learners  will  be  provided  with  necessary 

 inputs  for  creation  of  new  ventures.  After  this  course  the  learners  will  be  able  to  explore  new 

 vistas of entrepreneurship in 21st century environment to generate innovative business ideas. 

 3. Aims of the course 

 Objective  of  the  course  is  to  impart  knowledge  to  learners  in  building  network  skills  and 

 experience  that  can  be  utilised  by  entrepreneurs  to  establish  successful  business  links  and  build  a 

 strong  foundation. It  aims  to  familiarize  the  learners  with  the  concept  of  entrepreneurship  with  a 

 view  to  enhance  entrepreneurial  skill.  This  course  also  aims  to  develop  and  strengthen 

 entrepreneurial  quality  and  to  motivate  the  entrepreneurial  instinct  and  develop  necessary 

 knowledge and skills among the learners. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand the underlying principles of management 

 MLO.A2  develop and strengthen entrepreneurial quality 

 MLO.A3  explore new vistas of entrepreneurship 

 MLO.A4  Identify  various  schemes  provided  by  government  of  India  to 

 support business enterprise 

 PA1 

 PA3 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand basics of entrepreneurial skills and competencies 

 MLO.B2  develop necessary knowledge and skills 

 MLO.B3  commercialize  their  business  concepts  and  seek  essential  skills 

 related to profit making and sales management 

 MLO.B4  develop leadership skills to build a small scale industry 

 MLO.B5  develop  entrepreneurial  personality  and  prepare  project  report  and 

 initiate SSI 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  develop  and  enhance  one’s  decision  making  skills  amidst  competitive 

 business market. 

 MLO.C2  analyze  and  identify  the  functions  of  entrepreneurial  activities 

 and  its  prerequisites  under practical conditions 

 MLO.C3  select  and  justify  corporate  finance  techniques  to  support  business 

 decisions 

 MLO.  C4  understand  the  concept  and  overview  of  entrepreneurship  with  a 

 view to enhance entrepreneurial skill 

 PC2 

 PC3 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  analyze  the  functions  of  Management  &  Entrepreneurship  and 

 apply  those  in  practical situations 

 MLO.D2  use  the  managerial  and  entrepreneurial  qualities  &  skills  under  real 

 world condition 

 MLO.D3  apply the principles of management in business activities 

 PD1 

 PD2 

 PD4 

 7. Course Content: 

 Unit 1  Foundation of Entrepreneurship Development 

 ●  Concept and need of entrepreneurship 

 ●  Characteristics and Types of Entrepreneurship 

 ●  Entrepreneurship as a career 

 ●  Entrepreneurship as a style of Management 

 ●  The changing role of the entrepreneur 

 ●  Entrepreneurial traits 

 ●  factors affecting entrepreneurs 

 Unit 2  Theories of Entrepreneurship 

 ●  Influences on entrepreneurship development 

 ●  Personal entrepreneurial success and failure: reasons and remedies; 

 ●  Women entrepreneurs 

 ●  Challenges and achievements of women entrepreneurs. 
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 Unit 3  Business Planning Process 

 ●  The business plan as an entrepreneurial tool 

 ●  Elements of business planning 

 ●  Objectives 

 ●  Market analysis 

 ●  development of Product/idea 

 ●  Critical risk contingencies of The proposal 

 ●  Scheduling and milestones 

 Unit 4  Corporate entrepreneurship 

 ●  Introduction 

 ●  Flavors of corporate entrepreneurship 

 ●  Corporate venturing 

 ●  Intrapreneurship 

 ●  organizational transformation 

 ●  Industry rule bending 

 ●  Need for corporate entrepreneurship 

 ●  domain of corporate entrepreneurship 

 ●  conditions favorable for Corporate entrepreneurship 

 ●  benefits of Corporate entrepreneurship 

 Unit 5  Project Planning for Entrepreneurs 

 ●  Technical 

 ●  Financial 

 ●  Marketing 

 ●  Personnel, and management feasibility reports 

 ●  Financial schemes offered by various financial institutions Like Commercial 

 Banks, IDBI, ICICI, SIDBI, SFCs 

 ●  Foreign currency Financing 

 ●  Estimation of Financial requirements 

 Unit 6  Family and Non Family Entrepreneur & Women entrepreneurs 

 ●  Role of Professionals 

 ●  Professionalism vs family entrepreneurs 

 ●  Role of Woman entrepreneur 

 ●  Factors influencing women entrepreneur 

 ●  Challenges for women entrepreneurs 

 ●  Growth and development of women entrepreneurs in India 

 Unit 7  Project Finance 

 ●  Need for finance 

 ●  sources of finance 

 ●  Venture capital 
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 ●  Nature and Overview 

 ●  Venture capital process 

 Unit 8  I  nternational Entrepreneurship Opportunities 

 ●  The nature of international entrepreneurship 

 ●  Importance of international business to the firm 

 ●  International versus domestics' entrepreneurship 

 ●  Stages of economic development 

 ●  Institutional support for new ventures: Supporting Organizations; Incentives 

 and facilities; Financial Institutions and Small scale Industries, Govt. Policies for 

 SSIs 

 ●  Case studies on Indian Start ups 

 Unit 9  Initiating Entrepreneurial Ventures 
 ●  Understanding Entrepreneurship Pathways 

 ●  Bootstrapping and minipreneurship 

 ●  Disruptive Venture 

 ●  Acquisition of an established venture 

 ●  Family Business 

 ●  The Entrepreneurial Organization 

 Unit 10  Social Entrepreneurship 
 ●  Concept of Social Entrepreneurship 

 ●  Background and Context of Social Entrepreneurship 

 ●  Personality of Social Entrepreneurs 

 ●  Business Models in Social Entrepreneurship 

 ●  Impact of Social Entrepreneurship on Society 

 ●  Ethical Entrepreneurship 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
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 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Romil Kumar 

 10. Bibliography 

 Essential Reading 

 •  Dynamics of Entrepreneurial Development and Management, Himalaya Publishing. 

 •  Madhurima Lall and Shikha Sahai, Entrepreneurship, Excel Books, New Delhi. 

 •  N.P. Srinivasan and G.P. Gupta, Entrepreneurial Development, Sultan Chand & Sons. 

 •  P. Sarvanavelu, Entrepreneurship Development, Eskapee Publications. 

 •  Robert  D.  Hisrich  and  Michael  P.  Peters,  Entrepreneurship  Development,  Tata  McGraw 

 Hill. 

 Recommended Readings 

 •  Heinz  Weihrich,  Mark  V  Cannice  &  Harold  Koontz.  2019.  Management.  15th  Edition. 

 McGraw Hill Publications. 

 11. List of amendments since last (re)validation 
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 1228 LEADERSHIP SKILLS 

 1. 1. Factual information 

 Course title  Leadership Skills 

 Course tutor  Dr. Somya  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  leadership  skills  course  will  be  helpful  to  leaders  in  middle  to  senior  roles.  It  will  enable  them 

 to channel their focus, effort and style of leadership to achieve a shared business vision. 

 Learners  will  get  a  broad  understanding  of  the  history  and  origins  of  leadership,  theoretical 

 approaches  to  leadership,  and  ethical  issues  facing  contemporary  leaders.  Further,  they  will  also 

 develop  a  personal  philosophy  of  leadership,  an  awareness  of  the  moral  and  ethical 

 responsibilities  of  leadership,  and  an  awareness  of  one’s  own  style  of  leadership.  Leaders  will  be 

 able  to  identify  where  and  how  they  can  extend  their  influence  and  value  to  create  maximum 

 business results. Emphasis in this course is on practice of leadership. 

 3. Aims of the course 

 The  aim  of  the  course  is  to  prepare  the  students  to  assume  increasingly  responsible  role  of  leaders 

 in  the  future  in  their  personal,  professional  as  well  as  academic  lives.  It  can  help  the  learners  know 

 about  the  different  leadership  theories  and  how  they  can  be  implemented  in  the  real  life  to  solve 

 complex  business  problems  and  act  as  a  catalyst  for  change  in  the  organisation.  The  course  has 

 been  designed  in  a  way  so  that  the  learners  can  work  collaboratively  to  build  an  empirical  model 

 of  effective  leadership  based  upon  their  own  observations  and  personal  experience,  as  well  as 

 professional research findings. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 
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 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of the course, students will be able to: 

 MLO.A1  understand  the  fundamentals  of  leadership  and  the  skills 

 manifested in effective leaders. 

 MLO.A2 understand the nature and styles of leadership 

 MLO.A3  analyse  different  types  of  conflicts  in  the  organisation  and  how 

 leaders can manage the conflicts effectively 

 MLO.A4  critically  evaluate  the  role  of  leader  in  initiating  change  and  helping 

 others to adjust to the changes in the organisation 

 MLO.A5  Demonstrate  effective  techniques  and  strategies  for  articulating  a 

 vision 

 PA2 

 PA5 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.B1  Demonstrate  comprehension  of  the  elements  and  processes 

 involved  in  decision  making  by  explaining  the  rational  problem-solving 

 process 

 MLO.B2  Identify  the  elements  of  effective  team  building  with  the  help  of 

 trust and team dynamics 

 MLO.B3  Discuss  the  complexities  inherent  in  ethical  leadership  and  evaluate 

 personal ethical properties 

 MLO.B4 Learn about different leadership theories and styles 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.C1  Compare,  contrast  and  analyse  the  difference  between  three 

 leadership styles 

 MLO.C2  Describe  methods  to  define  goals  and  identify  priorities  and 

 establish objectives 

 MLO.C3  Evaluate  the  relationship  between  power,  delegation,  and 

 empowerment of subordinates 

 MLO.C4  apply  the  methods  and  theories  of  conflict  resolution  in  an 

 organisation 

 MLO.C5 Identify their personal leadership orientation and philosophy 

 MLO.C6  Evaluate  fundamental  leadership  practices  relevant  to 

 contemporary organizations 

 PC1 

 PC2 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 At the end of the course students will be able to: 

 MLO.D1  understand  the  different  problems  and  apply  the  correct  style  of 

 leadership according to the situation 

 MLO.D2  Understand  the  nature  of  conflicts  arising  in  the  organisation  and 

 solve them in the best possible way 

 MLO.D3  Enhance  managers’  capability  to  maximise  their  own  and  team 

 members’  time  and  performance  by  utilising  time  management, 

 assertiveness and delegation techniques 

 MLO.D4  acquire  an  insight  into  why  people  behave  in  difficult  ways  and 

 develop  strategies  and  techniques  to  deal  with  difficult  people  and 

 behaviour at work 

 PD3 

 PD5 

 PD6 

 7. Course Content: 

 Unit 1  Understanding leadership 

 ●  Defining Leadership; Global Leadership Attributes; Practicing Leadership.   

 ●  Difference between leadership and Management 

 ●  Main theories and tools of effective leadership: Leaders, styles and contexts 
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 ●  Leaders and intra- and extra-organisational requirements 

 ●  Leadership impact on performance 

 Unit 2  Developing Leader Identity 

 ●  Understanding personal strengths of a leader 

 ●  Group development and building effective teams 

 ●  Exploring the role of identity 

 ●  The impact of social location 

 ●  Diversity of people, thoughts and perspectives 

 ●  Leaders developing the vision 

 Unit 3  Perspectives on Leadership 

 ●  Trait perspective of leadership: leadership traits and effectiveness, leadership 

 styles and leadership skills 

 ●  Behavioural Perspective of Leadership 

 ●  Contingency Perspective of Leadership 

 ●  Substitute-Leadership Model 

 Unit 4  Types of leadership 

 ●  Transformational leadership: Transformational leaders in action 

 ●  Transformational leadership: Meaning, elements and implications 

 ●  Charismatic leadership 

 ●  Leaders as Mentors 

 ●  Leading others through coaching 

 ●  Appraising leadership performance 

 Unit 5  Leadership Ethics 

 ●  What is authentic leadership? 

 ●  Ethics and leadership 

 ●  Servant Leadership 

 ●  Trust and Leadership 

 Unit 6  Leadership Competencies 

 ●  Transformational leader competencies 

 ●  Inspirational and motivational leadership 

 ●  Value-based leadership 

 ●  Kottler’s 8 step process for leading change 

 ●  An introduction to Kouzes and Posner- The Leadership challenge 

 Unit 7  Leadership and Power 

 ●  Power relationship 

 ●  Approaches to understand power in an organisation 

 ●  Bases of power 

 ●  Developing followers 
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 ●  Empowering others: Dimensions of empowerment, Putting empowerment to 

 work 

 ●  Sharing power through collaboration 

 Unit 8  Emotional Intelligence in Leadership 

 ●  What is Emotional intelligence 

 ●  Impact of Emotional intelligence 

 ●  Techniques for increasing emotional intelligence 

 Unit 9  Challenges to Leadership 

 ●  Attribution theory of Leadership 

 ●  Substitutes and Neutralizers 

 ●  Online Leadership 

 ●  Inclusion and participation 

 Unit 10  Risk Management 

 ●  Business risks of a narcissistic leadership style 

 ●  Role and importance of leadership in building a safety culture 

 ●  Psychologically safe environment 

 ●  Leader as a planner 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 
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 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Somya 

 10. Bibliography 

 Essential Reading 

 ●  Marlene Caroselli,  Leadership skills for Managers  ,  Mc-Graw Hill 

 Recommended Readings 

 ●  Charles  M.  Cadwell,  Leadership  skills  for  Managers  ,  Fourth  Edition,  American 

 Management Association 

 ●  Avolio,  B.  and  B.  M.  Bass  (1988).  “Transformational  Leadership,  Charisma  and  Beyond”,  in 

 J. G. Hunt, H. P. Baliga, H.P. Dachler and C. A. Schriesheim (eds.), Emerging Leadership 

 ●  Vistas.  Lexington,  MA:  Lexington  Books.(1997).  “The  Ethics  of  Transformational 

 Leadership”,  in  Kellogg  Leadership  Studies  Project,  Transformational  Leadership  Working 

 Papers, The James MacGregor Burns Academy of Leadership. 

 ●  Conger,  J.  A.  and  R.  N.  Kanungo  (1987).  “Towards  a  Behavioural  Theory  of  Charismatic 

 Leadership in Organizational Settings”, Academy of Management Review, 12: 637–47. 

 ●  Kotter,  J.  P.  (1990).  A  Force  for  Change:  How  Leadership  Differs  from  Management.  New 

 York: The Free Press. 

 ●  House,  R.  J.  (1996).  “Path–Goal  Theory  of  Leadership:  Lessons,  Legacy,  and  a  Reformulated 

 Theory”, Leadership Quarterly, 7 (3): 323–52. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 
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 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1229 NEXT GENERATION LEADERS 

1. Factual information 

 Course title  Next Generation Leaders 

 Course tutor  Dr Somya  FHEQ Level  7 

 Course type  Taught  Credit value  3 

 Mode of 

 delivery 

 On-Campus/ Online/ Blended 

 Notional 

 learning hours 

 84 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 Leadership  is  something  which  inspires  individuals  to  be  their  best.  It  provides  answers  to  the 

 challenges  faced  by  the  organisation.  Good  leadership  is  the  most  important  factor  in  the  success 

 of  organisation.  The  Next  Generation  Leadership  course  is  intended  to  acquaint  the  participants  to 

 comprehensive  range  of  leadership  approaches  to  help  them  transform  them  as  leaders  within 

 their  organisation.  The  principles  and  practices  they  learn  in  this  training  course  are  based  upon 

 foremost  authorities  in  the  field  of  leadership.  Through  this  course,  participants  will  be  able  to 

 acquire  skills  to  manage  negative  emotional  behaviours  and  insights  that  can  be  used  in  many 

 different  areas  of  their  professional  and  personal  lives.  The  course  is  beneficial  for  the  early  leaders 
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 2. Rationale for the course and its links with other courses 

 as  the  more  you  know  about  leadership,  the  farther  you  are  able  to  go  as  leader.  Learning  from  the 

 experiences of others enables the individuals to realize their full potential as leaders. 

 3. Aims of the course 

 The course aims to: 

 1.  Help  learners  gain  a  useful  insight  into  the  leadership  literature  with  a  particular  emphasis  on 

 recent developments made in this area. 

 2.  Through  case-studies,  group  exercises,  simulations  and  application  of  leadership  assessment 

 tools, the course will help learners to ground and utilize leadership theories in real world. 

 3.  Enable the learners to identify and evaluate leadership approaches in real life cases. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1 understand the dynamic business environment. 

 MLO.A2 critically evaluate about managing through global leadership 

 MLO.A3 understand the different aspects of youth leadership 

 MLO.A4 understand the challenges faced by leaders. 

 MLO.A5 understand the importance of inclusive leadership 

 PA1 

 PA3 

 PA5 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.B1  deepen  their  awareness  of  their  personal  response  to  changes  in 

 the organisation and business environment 

 MLO.B2  understand  the  science  of  change  and  why  is  it  beneficial  both  for 

 the employee and the organisation 

 MLO.B3  build  an  adaptable  and  flexible  leadership  style  for  effective 

 management 

 MLO.B4 know about the qualities of an effective leader 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to: 

 MLO.C1 create a change roadmap to positively influence the followers 

 MLO.C2 become responsible and develop ethical leadership practices 

 MLO.C3  gain  a  global  outlook  on  business  and  make  positive  change  to  the 

 industry 

 MLO.C4 stand out with their skills in the competitive business environment 

 PC1 

 PC2 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to: 

 MLO.D1  explore  the  global  frontiers  of  leadership  and  face  the  challenges 

 faced by the leaders 

 MLO.D2  analyse  the  qualities  of  the  leaders  and  try  to  become  efficient 

 leaders through the examples of other successful leaders. 

 MLO.D3 become an inclusive leader 

 MLO.D4  address  the  broad  issues  of  ethics,  social  responsibility  and 

 sustainability in leadership 

 PD3 

 PD5 

 PD6 

 7. Course Content: 

 Unit 1  What is Leadership? 

 ●  Introduction to leadership: meaning, definitions and concept 

 ●  Evolution of leadership 

 ●  Different approaches to leadership: trait approach, skills approach, situational 

 approach, behavioral approach, transformational leadership, authentic 

 leadership, 
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 ●  Introduction of the more traditional, leader-centric approaches to 

 leadership. 

 ●  Leader-Member exchange theory 

 ●  Shared leadership 

 ●  Case studies based on different styles of leaders 

 Unit 2  Changing work culture 

 ●  Working in a dynamic business environment 

 ●  Managing a diverse workforce 

 ●  The science of change in the organisations 

 ●  Leading organisational change 

 ●  Leader’s guide to corporate culture 

 Unit 3  The emerging leaders 

 ●  Development of leaders in everyday life 

 ●  Understand your personal values, strengths and culture 

 ●  Providing a foundation for leadership development 

 ●  Seizing leadership opportunities 

 Unit 4  Qualities of effective leaders 

 ●  Physical characteristics 

 ●  Psychological, social and emotional qualities 

 ●  Power of influence 

 ●  Communicate your values and ideas 

 ●  Managing conflicts 

 ●  Be an effective communicator 

 ● 
 Unit 5  Managing Generation Y 

 ●  Understanding youth leadership 

 ●  Leadership tasks and the development stages 

 ●  What generation Y wants from leadership 

 ●  Team building 

 ●  Bringing out the maximum potential 

 Unit 6  Women leadership: Progress and Roadbloacks 

 ●  Gender and leadership development 

 ●  Leadership and culture 

 ●  Develop cross-sector and cross-functional relationships 

 ●  Building diverse teams 

 ●  Inclusive leadership 

 ●  New approaches to leadership 

 ●  Case studies of successful women leaders 

 ●  Changing the Culture to Develop and Support Inclusive Leadership 
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 Unit 7  Developing a Global Leadership Model 

 ●  Research and relevance 

 ●  Structuring the Global leadership model 

 ●  Becoming a global leader 

 ●  Broader approach to Global Leader 

 ●  Challenges faced by Global leaders 

 Unit 8  Ethical Leadership 

 ●  Why integrity and leadership 

 ●  Identify characteristics of functional groups, ethical organizations, and crises. 

 ●  Ethical organisational climate 

 ●  Integrity and competitiveness 

 ●  Steps towards a positive leadership 

 Unit 9  Next generation Leadership 

 ●  Exploring the global frontiers 

 ●  Framework for global leadership 

 ●  Intersecting your career stage and leadership development 

 ●  The lack of global leaders 

 ●  Commit to innovation 

 ●  Challenges faced by the next generation leaders 

 Unit 10  Building the online presence 

 ●  Digital leadership 

 ●  Developing the online presence 

 ●  Provide thought leadership 

 ●  Online team building 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
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 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Somya 

 10. Bibliography 

 Essential Reading 

 ●  Adam Kingl.(2020), Next Generation Leadership, Harper Collins Leadership 

 Recommended Readings 

 ●  Tuncdogan,  A.,  Acar,  O.  A.,  &  Stam,  D.  (2017).  Individual  differences  as  antecedents  of 

 leader  behavior:  Towards  an  understanding  of  multi-level  outcomes.  The  Leadership 

 Quarterly, 28(1), 40–64. 

 ●  Samdanis,  M.,  &  Özbilgin,  M.  (2020).  The  Duality  of  an  Atypical  Leader  in  Diversity 

 Management:  The  Legitimization  and  Delegitimization  of  Diversity  Beliefs  in 

 Organizations. International Journal of Management Reviews, 22(2), 101–119 

 ●  Uncovering  Talent:  A  New  Model  of  Inclusion,  Kenji  Yoshino  &  Christie  Smith..  Deloitte: 

 the Leadership Center for Inclusion. 2013. 

 ●  New  Leaders  for  New  Schools.  (2013b).  Change  agents:  How  states  can  develop  effective 

 school leaders: Companion guide. New York, NY: Author. 
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 ●  Van  Velsor,  E.  (2011).  Youth  leadership  summit  2011:  Creating  community,  finding  one 

 voice.  Retrieved  from  Center  for  Creative  Leadership: 

 http://www.ccl.org/leadership/pdf/research/YouthLeadershipSummit.pdf 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1236 INTERNATIONAL MARKETING 

1. Factual information 

 Course title  International Marketing 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of 

 delivery 

 On-Campus/ Online/ Blended 

 Notional 

 learning hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  marketing  professional  who  are  directly  involved  in 

 strategic  choices,  decision-making  and  implementation.  The  learners  will  be  able  to 

 implement  the  knowledge  immediately  in  their  practical  life.  Due  to  ever  increasing 

 business  dealings  the  subject  of  International  Marketing  has  gained  utmost  importance  in 
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 2. Rationale for the course and its links with other courses 

 recent  times.  The  world  these  days,  indeed  has  shrunk  and  foreign  markets  have 

 particularly  become  important  for  both  developed  and  developing  nations.  The  major 

 objective  of  this  course  is  to  provide  an  exposure  to  the  area  of  Marketing  in  the 

 International  perspective.  The  course  will  help  students  pursue  their  career  in  the  fields  of 

 export and import, foreign exchange etc. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  expose  the  learners  to  the  global  business  activities,  marketing 

 in  international  business  and  global  forces  transforming  the  international  business  today. 

 The  course  would  develop  a  general  perspective  about  managing  international  business 

 both in operational as well as strategic context. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  evaluate  various  global  economic  and  political  environments 

 to assess the market potential and opportunity 

 MLO.A2  analyze  the  various  international  factors  effecting  the 

 marketing  mix  and  demonstrate  successful  examples  of  these 

 applications 

 MLO.A3  understand  the  impact  of  culture  and  how  it  influences 

 various marketing concepts 

 MLO.A4  analyze  the  issues  and  challenges  related  to  market  entry 

 and expansion strategies into foreign markets 

 PA1 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand  the  impact  of  socio  –  political  developments  on 

 international markets 

 MLO.B2  apply  product  and  branding  decisions  for  entering  the 

 international markets 

 MLO.B3  evaluate  the  effect  of  various  cultures  on  marketing 

 communication decisions 

 MLO.B4  analyze  the  global  competition  and  local  competitive 

 advantages for companies 

 MLO.B5 develop strategies for international markets 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 analyze factors affecting international Marketing environment 

 MLO.C2 create marketing mix for the international markets 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  make  decisions  on  the  market  entry  strategies,  pricing, 

 distribution of product in international markets 

 MLO.D2  source  key  financial  and  marketing  data  to  support 

 calculations and analysis 

 MLO.D3  solve  international  marketing  problems  using  different 

 strategies and theories 

 PD2 

 PD3 

 PD4 

 PD6 

 7. Course Content: 

 Unit 1  Introduction to International Marketing 

 ●  Introduction to the Course 

 ●  Introduction – Nature of International marketing, Challenges and 

 Opportunities 

 ●  Going from local to global “ Glocal” strategy Role of a finance manager 

 ●  Process of International Marketing 

 ●  International dimensions of Marketing 

 ●  Domestic Marketing vs International marketing 

 ●  Multi-National Corporations (MNC) and its characteristics 

 ●  The process of Internationalisation 

 Unit 2  Trade theories and economic cooperation 

 135 



 ●  Basis for International trade 

 ●  Exchange Ratios, trade and gain 

 ●  Factor Endowment Theory 

 ●  Validity of trade theories 

 ●  Economic Cooperations 

 Unit 3  Trade Distortions and marketing barriers 

 ●  Protection of local industries 

 ●  Marketing Barriers: tariffs 

 ●  Marketing Barriers: Non tariffs 

 ●  Private Barriers 

 ●  World trade Organization( WTO) 

 ●  Generalized System of Preferences (GSP) 

 Unit 4  Political Environment 

 ●  Multiplicity of Political Environments 

 ●  Types of government: political systems, economic systems 

 ●  Political risks 

 ●  Privatization 

 ●  Indicators of political instability 

 ●  Analysis of Political risk 

 ●  Management of Political risk 

 ●  Measures to minimize political risk 

 ●  Political Insurance 

 Unit 5  Legal Environment 

 ●  Legal Systems 

 ●  Jurisdiction and extraterritoriality 

 ●  Legal form of organization 

 ●  Branch vs subsidiary 

 ●  Litigation vs arbitration 

 ●  Bribery 

 ●  Intellectual Property 

 ●  Counterfeiting 

 Unit 6  Culture 

 ●  Culture and its characteristics 
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 ●  influence of culture on consumption 

 ●  Influence of culture on thinking process 

 ●  Influence of culture on communication process 

 ●  Cultural Universals 

 ●  Cultural similarities 

 ●  Communication through verbal language 

 ●  Communication through nonverbal language 

 ●  Subculture 

 Unit 7  Consumer behaviour in international context 

 ●  Perspectives on Consumer Behaviour 

 ●  Motivation 

 ●  Learning 

 ●  Personality 

 ●  Psychographics 

 ●  Perception 

 ●  Attitude 

 ●  Social Class 

 ●  Group 

 ●  Family 

 ●  Diffusion process of Innovation 

 Unit 8  Planning for international marketing 

 ●  Mature of marketing research 

 ●  Marketing Information sources 

 ●  Secondary Research 

 ●  Primary Research 

 ●  Sampling 

 ●  Basic methods of data collection 

 ●  Measurement 

 ●  Marketing Information system 

 Unit 9  Foreign market entry strategies 

 ●  Foreign direct Investments (FDI) 

 ●  Exporting 

 ●  Licensing 

 ●  Management Contract 
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 ●  Joint Venture 

 ●  Manufacturing 

 ●  Assembly operations 

 ●  Turnkey operations 

 ●  Acquisition 

 ●  Strategic Alliances 

 ●  Analysis of Entry strategies 

 ●  Free Trade Zones (FTZs) 

 Unit 10  Product strategies: basic decisions and product planning 

 ●  Introduction to Product 

 ●  New product development process 

 ●  Market segmentation 

 ●  Product adoption 

 ●  Theory of international product life cycle 

 ●  Product standardization vs. Product adaptation 

 ●  International or national products 

 ●  Marketing of services 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case 
 studies,  individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules), 
 and written examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30% 
 towards the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it 
 can  be  a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report, 
 scenario analysis, project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual 
 component, and overall, with the passing grade. 
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 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3 
 titled  “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated 
 via learning management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and 

 retake opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which 
 specifies  what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford. 
 The  policy  states  the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and 
 penalties on academic misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita Ghosh 

 10. Bibliography 

 Essential Reading: 

 ●  Green and Keegan (2020),  Global Marketing  , Pearson 

 ●  Onkvisit, Shaw (2008),  International Marketing: Strategy  and Theory  . Rouledge 

 Note: any edition of the book will be fine 

 Recommended Readings 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1241 MARKETING RESEARCH 

1. Factual information 

 Course title  Marketing Research 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  broad  objective  of  the  course  is  to  provide  a  fundamental  understanding  of  marketing 

 research  methods  employed  by  well-managed  firms.  The  course  is  aimed  at  the  manager  who  is 

 the  ultimate  user  of  the  research  and  thus  is  responsible  for  determining  the  scope  and  direction 

 of  research  conducted.  In  the  course,  we  will  cover  the  types  of  research  design,  techniques  of 

 data  collection  and  data  analysis.  Emphasis  will  be  on  the  interpretation  and  use  of  results  rather 

 than  on  the  mathematical  derivations.  The  course  focuses  on  helping  managers  recognize  the  role 

 of  systematic  information  gathering  and  analysis  in  making  marketing  decisions,  and  develop  an 

 appreciation for the potential contributions and limitations of marketing research data. 

 3. Aims of the course 

 This  course  will  provide  an  introduction  to  the  subject  of  marketing  research,  and  discuss  some 

 key  concepts,  process  and  techniques,  and  their  applications.  Learners  will  gain  an  appreciation 

 for  some  of  the  tools  and  techniques  used  by  marketing  professionals  and  its  significance  for  a 

 business  enterprise.  Learners  will  start  with  an  overview  of  marketing  research,  research  design  is 

 discussed  including  qualitative  and  quantitative  data,  followed  by  a  discussion  of  some 

 quantitative methods for analysing research data for use in decision making. 
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 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  develop  an  understanding  of  the  meaning  and  significance  of 

 marketing research for a business 

 MLO.A2  become  familiar  with  the  process  of  designing  market  research,  and 

 a  variety  of  techniques  for  analyzing  data  for  input  to  decision  making  about 

 the direction and investments a business organization is considering 

 MLO.A3 independently design and implement a business research 

 MLO.A4 conduct a basic analysis of data using appropriate techniques 

 PA2 

 PA3 

 PA6 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand  the  different  marketing  problems  that  arise  and  suggest 

 solutions 

 MLO.B2  apply  tools  and  techniques  required  for  solving  the  marketing 

 research problems 

 MLO.B3  learn  how  to  design  marketing  research  studies  in  a  logical  and 

 systematic manner 

 MLO.B4 analyze the problem using quantitative and qualitative techniques 

 MLO.B5 develop and formulate reports for businesses 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 analyze the problems related to marketing of a product 

 MLO.C2 create reports for the marketing research teams 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  operationalize  concepts  for  the  purpose  of  developing  testable 

 propositions. 

 MLO.D2  collect,  organize,  and  analyze  data  using  SPSS  statistical  software, 

 and interpret findings to address marketing research problems 

 MLO.D3 solve marketing problems using appropriate techniques 

 PD1 

 PD2 

 PD3 

 PD4 
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 7. Course Content: 

 Unit 1  Introduction to Marketing Research 

 ●  Introduction to the Course 

 ●  Definition of Marketing Research 

 ●  The Marketing Research Process 

 ●  Role of Marketing Research in Marketing decision making 

 ●  The decision to conduct Marketing Research 

 ●  Ethics in Marketing Research 

 Unit 2  Defining the Marketing Research Problem 

 ●  Importance of Definition the Problem 

 ●  The Process of defining the problem 

 ●  Defining the Marketing Research problem 

 ●  Components of the approach 

 Unit 3  Research Design 

 ●  Research design and classification 

 ●  Exploratory research 

 ●  Descriptive research 

 ●  Causal research 

 ●  Potential Sources of error 

 ●  Marketing Research Proposal 

 Unit 4  Questionnaire and Form Design 

 ●  Questionnaires and observation Forms 

 ●  Questionnaire design process 

 ●  Choosing question structure 

 ●  Choosing Question Wording 

 ●  Determining the order of questions 

 ●  Form and layout 

 ●  Pretesting of questionnaire 

 ●  Observational forms 

 Unit 5  Data Preparation 

 ●  Data Preparation process 

 ●  Editing 

 ●  Coding 

 ●  Transcribing 

 ●  Data Cleaning 

 ●  Statistical Adjustment of Data 
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 ●  Selecting a data analysis strategy 

 Unit 6  Frequency Distribution, Cross – Tabulation and Hypothesis Testing 

 ●  Hypothesis testing 

 ●  Cross tabulation using 2 and 3 variables 

 ●  Chi Square 

 ●  Phi coefficient 

 ●  Lambda Coefficient 

 ●  Parametric tests – One sample, two independent sample, Paired Sample 

 ●  Non Parametric Test – One Sample, two Independent Sample, Paired Sample 

 Unit 7  Analysis of Variance and Covariance 

 ●  Defining Anova and Covariance 

 ●  Conducting one way ANOVA, 2 way Anova 

 ●  Assumptions of ANOVA 

 ●  Analysis of Covariance 

 ●  Interpreting the results 

 ●  Multivariate analysis of Variance 

 Unit 8  Report Preparation and presentation 

 ●  Importance of the report and presentation 

 ●  Preparation and presentation process 

 ●  Report preparation 

 ●  Oral Presentation 

 ●  Research follow up 

 Unit 9  International Marketing Research 

 ●  Introduction to international marketing research 

 ●  Framework for international marketing research 

 ●  Secondary Data 

 ●  Qualitative techniques 

 ●  Survey Methods 

 ●  Measurement and Scaling 

 ●  Questionnaire translation 

 Unit 10  Business to Business Marketing Research 

 ●  Introduction to B2B marketing 

 ●  Difference between B2B and B2C marketing research 
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 ●  Implications of the differences between B2B and B2C purchases for marketing 

 research 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita 
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 10. Bibliography 

 Essential Reading 

 ●  Naresh Malhotra, Marketing Research: an Applied Orientation,  Pearson Prentice Hall 

 Note: any edition of the book will be fine 

 Recommended Readings 

 ●  Harper  W.  Boyd  &  Ralph  Westfall  &  Stanley  F.  Stasch  (Richard  D.  Irwin  Inc.),  Marketing 

 Research – Text & Cases, All India Traveller Bookseller Delhi 

 ●  Zenith:  Marketing  Research  for  High  Definition  Television  (HDTV),  Harvard  Business 

 Publishing Case 9-591-025,  22 pages 

 ●  Campbell’s Soup Company, IVEY Case W11338, 14 Pages 

 ●  SalesBrain LLC—B2B Communications, IVEY Case W12743, 12 Pages 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1242 ADVERTSING AND MEDIA 

1. Factual information 

 Course title  Advertising and Media 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  both  the  general  manager  and  of  the  senior  manager  more 

 directly  involved  in  strategic  choices,  decision-making  and  implementation.  The  learners  will  be 

 able  to  have  good  working  knowledge  of  the  range  of  communication  tools  and  options  available 

 for  marketers  within  an  integrated  marketing  communications  perspective.  Learners  should  be 

 able  to  apply  information  they  have  covered  in  order  to  plan,  integrate  and  deliver  marketing 

 communications  that  build  equity  for  brands.  The  learners  can  proceed  their  career  and  establish 

 themselves in Advising agencies such as Ogilvy and Matther. 

 3. Aims of the course 

 This  course  is  designed  to  provide  an  introduction  to  integrated  marketing  communications  (IMC) 

 strategies  and  tactics,  the  practices  we  know  best  as  advertising,  promotion,  direct  response, 

 public  relations  and  marketing  communications.  The  course  will  examine  communications  theory 

 as  well  as  provide  hands-on  experience  in  creating  advertising  and  media  plans.  It  will  also 

 examine  how  marketers  integrate  and  link  their  communications  to  generate  maximum  impact 

 and leverage for the brand. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 
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 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  understand  the  strategic  process  of  developing  advertising  and 

 integrated marketing communications 

 MLO.A2  appreciate  the  impact  of  consumer  diversity  and  the  importance  of 

 targeting marketing communications to specific consumer groups 

 MLO.A3  understand  the  place  of  integrated  marketing  communications  in 

 the overall strategy of a business 

 MLO.A4  understand  how  a  brand  may  be  considered  and  evaluated  as  a 

 part of company's equity and asset base 

 PA2 

 PA3 

 PA6 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand  the  breadth  of  advertising  and  communications  tools 

 available today. 

 MLO.B2  acquire  hands-on  experience  on  problem  solving  by  working  in 

 teams 

 MLO.B3  evaluate  the  effect  of  various  cultures  on  marketing  communication 

 decisions 

 MLO.B4  analyse  consumer  behavior  which  must  take  consideration  in  any 

 form of advertising or communication 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 create advertising and media plans for building strong brands 

 MLO.C2  understand  how  consumers  understand  ,  evaluate  and  process 

 different advertisements 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  develop an Integrated Communications Plan for a given product 

 MLO.D2  provide  real  world  examples  of  successful  adverting  and 

 communication problems 

 MLO.D3  analyze  individual  media  businesses  and  understand  the  economic 

 drivers of the media economy 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to integrated marketing communications 

 ●  The growth of advertising and promotion 

 ●  What is marketing? 

 ●  integrated marketing communications 

 ●  The IMC planning process 

 Unit 2  The role of IMC in the marketing process 

 ●  Marketing strategy and analysis 

 ●  The target marketing process 

 ●  Developing the marketing planning program 

 ●  The role of advertising and promotion 

 Unit 3  Organizing for advertising and promotions: the role of ad agencies and other 

 marketing communication organizations 

 ●  participants in the integrated marketing communications process: and 

 overview 
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 ●  organizing for advertising and promotion in the firm: the clients role 

 ●  Advertising agencies 

 ●  Agency compensation 

 ●  Evaluating agencies 

 ●  Specialised services 

 ●  Collateral services 

 ●  Integrated marketing communications services 

 Unit 4  The communication process 

 ●  The nature of communication 

 ●  A basic model of communication 

 ●  Analyzing the receiver 

 ●  The response process 

 ●  Cognitive processing of communications 

 ●  Summarizing the response process and the effects of advertising 

 Unit 5  Creative strategy planning and development 

 ●  The importance of creativity in advertising 

 ●  Advertising creativity 

 ●  Planning creative strategy 

 ●  The creative process 

 ●  Creative strategy development 

 Unit 6  Media planning and strategy 

 ●  Introduction to media planning 

 ●  Developing media plan 

 ●  Market analysis and target market identification 

 ●  Establishing media objectives 

 ●  Developing and implementing media strategies 

 ●  Evaluation and follow-up 

 ●  Characteristics of media 

 Unit 7  Evaluation of print media 

 ●  The role of magazine and newspapers 

 ●  Magazines 

 ●  Newspapers 

 Unit 8  Support media 

 ●  The scope of the support media industry 

 ●  Traditional support media 

 ●  Promotional products marketing 
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 ●  Other traditional support media 

 ●  Nontraditional support media 

 Unit 9  Measuring the effectiveness of the promotional program 

 ●  Arguments for and against measuring effectiveness 

 ●  Conducting research to measure advertising effectiveness 

 ●  The testing process 

 ●  Establishing a program for measuring advertising effects 

 ●  Measuring the effectiveness of other program elements 

 Unit 10  International advertising and promotion 

 ●  The importance of international markets 

 ●  The role of international advertising and promotion 

 ●  The international environment 

 ●  Decision areas in international advertising 

 ●  The role of other promotional mix elements in international marketing 

 ●  Self-regulation 

 ●  Federal regulation of advertising 

 ●  State regulations 

 ●  Regulation of other promotional areas 

 ●  Advertising and promotion ethics 

 ●  Social and ethical criticism of advertising 

 ●  Economic effects of advertising 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
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 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita 

 10. Bibliography 

 Essential Reading 

 ●  George  E.  Belch  &  Michael  A.  Belch,  Advertising  and  Promotion:  An  Integrated  Marketing 

 Communications Perspective, 10th Edition, McGraw-Hill Irwin. 

 Note: any edition of the book will be fine 

 Recommended Readings 

 ●  Clow,  Kenneth  E.,  and  Donald  E.  Baack.  2016.   Integrated  advertising,  promotion,  and 

 marketing communications  . 7th ed. Boston: Pearson. 

 ●  Shimp,  Terence  A.,  and  J.  Craig  Andrews.  2013.   Advertising  promotion  and  other  aspects  of 

 integrated  marketing  communications  .  9th  ed.  Singapore:  Southwestern  Cengage 

 Learning. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 
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 1243 ADVANCE DIGITAL MARKETING STRATEGIES 

 1. Factual information 
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 Course title  Advance Digital Marketing Strategies 

 Course tutor  Romil Gupta  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  Digital  Marketers,  Marketing  Analysts,  Market  and  Business 

 Analysts,  Consultants,  Entrepreneurs  and  CMOs,  leverage  AI-driven  analytics  for  taking  marketing 

 decisions.  AI  offers  an  opportunity  to  upsell,  cross-sell  and  enhance  RoI  of  marketing  investments. 

 After  completing  the  course,  learners  will  be  able  to  use  AI  to  take  marketing  decisions  on  product 

 positioning,  competition  analysis,  and  customer  sentiment  to  enhance  marketing  yield  and 

 customer experience 

 3. Aims of the course 

 The  AI-powered  Marketing  Programme  enables  marketing  professionals  to  adopt  the  power  of  AI 

 in  their  decision-making  process.  The  benefits  of  marketing  powered  by  AI  are  Maximizing 

 marketing yield, Engaging customers with precision and Leverage superior customer insights. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  learn  essentials  of  e-commerce  business  i.e.  e-commerce 

 marketing,  product  keyword  research,  inventory  management,  supply  chain 

 management, packaging & shipping, selling on online platforms 

 MLO.A2  understand  and  leverage  digital  business  models  and  emerging 

 technologies to drive digital transformation and innovation 

 MLO.A3  learn  to  strategize  video  content  that  will  result  in  positive  brand 

 awareness for a company 

 MLO.A4   learn  to  monetize  a  blog  or  a  website  through  AdSense  and 

 affiliate marketing 

 MLO.A5  gain  Insights  into  formulation  and  implementation  of  effective 

 and focused business strategies 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  learn agency skills and corporate communication skills 

 MLO.B2 navigate the fast-evolving world of marketing armed with the power 

 of artificial intelligence 

 MLO.B3  enhance critical thinking and strategic decision making skills to 

 propel business growth 

 MLO.B4  learn the art of pitching to analyze a client’s requirement and then 

 curate an appropriate plan 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  learn various search engines and their algorithms 

 MLO.C2  learn all  features of Google Ads platform and its algorithm 

 MLO.C3  guide  or  take  marketing  decisions  related  to  campaigns,  budgets, 

 creating marketing USP and more 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  build  a  website  from  the  very  beginning  like  how  to  add  content, 

 install  and  activate  plugins,  and  how  to  incorporate  design  elements  to 

 website.  

 MLO.D2  track  a  website  visitor  down  the  conversion  funnel  and  extract 

 information from it. 

 MLO.D3  build an effective media planning and buying strategy 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Data-Driven Marketing Decisions: 

 ●  Digital Disruption in Marketing 

 ●  From Digital Marketing to AI-Driven Marketing 

 ●  Data-Driven Marketing Decisions 

 ●  Basics of Market Research 

 ●  Case Studies on AI: Case Analysis and Presentations 

 Unit 2  Fundamentals of AI and ML: 

 ●  Introduction to AI and ML 

 157 



 ●  Linear Regression and Logistic Regression 

 ●  Support Vector Machines 

 ●  Decision Trees and Random Forests 

 ●  Neural Networks 

 ●  Deep Learning for Time Series Predictions 

 Unit 3  AIML using R 

 ●  Setup and Basics of R and R Studio 

 ●  Data Preparation and Linear Regression in R 

 ●  Web Application Development (using Shinyapps) 

 ●  Logistic Regression 

 ●  SVM and Grid Search in R 

 ●  Decision Tree and Random Forests in R 

 ●  Neural Networks in R 

 Unit 4  AIML Applications in Marketing 

 ●  Convolutional Neural Networks and Applications 

 ●  Time Series and RNN Forecasts 

 ●  Case Study on Forecasting Demand 

 ●  Capstone Project Proposals 

 Unit 5  AIML in Digital  Marketing 

 ●  Search Engine Marketing – Fundamentals 

 ●  Web Design Frameworks and Landing Pages (A/B Testing) 

 ●  Case Study on Feature Importance and Feature Selection 

 ●  Case Study on Digital Journey & Dealing with Imbalanced Data 

 ●  Case Study on CRM in Ecommerce Site 

 ●  Ecommerce: Market Basket Optimization and Recommendation Systems 

 ●  Ecommerce: Upselling/Cross-Selling (User-based and item-based collaborative 

 filtering) 

 ●  Case Study on Product Recommendations 

 Unit 6  AIML in Social Media Marketing 

 ●  Social Media Marketing – Fundamentals 

 ●  Social Media and User Generated Content: Consumer Sentiment Analysis: Case 

 Study on User Reviews – Text Analytics 

 ●  Predicting Effectiveness of Social Media Posts (with data) 

 Unit 7  Digital Media Planning and Buying 

 ●  Advertisement techniques  to maximize conversions and ROI 

 ●  Media buying terminologies - cost-per-install (CPI), cost-per-order (CPO), 

 cost-per-acquisition (CPA), click-through-rate (CTR) 

 ●   Media planning and budgeting 

 Unit 8  Web Analytics 
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 ●  website visitor’s behaviour and  actions via Google Analytics 

 ●  Google Analytics interface 

 ●  analytics terminology - bounce rate, page view, session time, 

 ●  Use of  Google Analytics to decode a website’s audience, behavior, and 

 acquisition reports 

 Unit 9  Futuristic Marketing 

 ●  Blockchain and Smart Contracts for Marketing I 

 ●  Blockchain and Smart Contracts for Marketing II 

 ●  IoTs, Augmented Reality and Virtual Reality for Marketing I 

 ●  IoTs, Augmented Reality and Virtual Reality for Marketing II 

 ●  Enhancing Customer Experience: Bots and Robotic Process Automation 

 Unit 

 10 

 Marketing Automation, Influencer & Podcast Marketing 

 ●  Influencer Marketing 

 ●  Podcast Marketing 

 ●  Marketing Automation 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 
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 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Romil Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Kotler, P. , Hermawan, K. ,  & Iwan, S. (2010). Marketing  3.0:  From  products  to  customers  to 

 the human spirit. Hoboken, NJ: Wiley. 

 ●  Kotler, P. (2007). Marketing  management  analysis  planning  implementation  and 

 control. New Delhi, India: Prentice Hall. 

 Recommended Readings 

 ●  Bartels,  R.  (1988).  The  history  of  marketing  thought  (3rd  ed.).  Worthington,  OH:  Publishing 

 Horizons. 

 ●  Jones,  D.  G.  B.  (1994).  Biography  and  the  history  of  marketing  thought:  Henry  Charles 

 Taylor  and  Edward  David  Jones.  In  R.  A.  Fullerton  (Ed.),  Explorations  in  the  history  of 

 marketing. Greenwich, CT: JAI Press. 

 ●  Shaw,  E.  H.  ,  &  Jones,  D.  G.  B.  (2005).  A  history  of  schools  of  marketing  thought.  Marketing 

 Theory, 5(3), 239–281. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 
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 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1244 SALES MANAGEMENT AND STRATEGY 

1. Factual information 

 Course title  Sales Management and Strategy 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  is  focused  on  professional,  business-to-business  (b2b)  sales  issues  and  sales 

 management.  We  frequently  draw  on  our  own  experiences  as  consumers  (b2c)  as  a  basis  for 

 developing  perspectives,  insights,  and  understanding  of  b2b  sales  themes.  The  learners  will  be 

 able  to  implement  the  knowledge  immediately  in  their  practical  life.  Learners  will  explore 

 primarily  the  intricacies  of  an  outside  sales  force  (the  salesperson  who  reaches  out  directly  to  the 

 customer),  including  the  management  of  sales  forces  of  manufacturers  and  wholesale 

 intermediaries.  Additionally,  the  role  of  the  sales  force  in  supply  chain  management  will  also  be 

 discussed.  The  role  of  technology  and  the  impact  of  globalization  will  also  be  discussed.  Case 

 studies  will  be  used  to  help  learners  understand  the  demands  of  selling  in  a  dynamic,  shrinking 

 world. The course will help learners assess selling as a career choice. 
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 3. Aims of the course 

 The  goal  of  the  Sales  Management  and  strategy  course  is  to  examine  the  elements  of  an  effective 

 sales  force  as  a  key  component  of  the  organization's  total  marketing  effort.  The  course  will  extend 

 learner’s  understanding  of  marketing's  reach  and  potential  impact  in  achieving  its  overarching 

 goals.  Course  objectives  include  understanding  the  sales  process,  the  relationship  between  sales 

 and  marketing,  sales  force  structure,  customer  relationship  management  (CRM),  uses  of 

 technology  to  improve  sales  force  effectiveness,  and  issues  in  recruiting,  selecting,  training, 

 motivating,  compensating  and  retaining  salespeople.  Learner  will  learn  to  apply  the  discussion 

 topics through an interactive project worked on throughout the course. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  gain  an  understanding  of  professional  B2B  sales  including  its 

 planning and staffing, structure, and evaluation 

 MLO.A2  understand  how  to  manage  and  motivate  a  professional  B2B  sales 

 force  from  the  perspectives  of  a  sales  manager  (authority)  and  a  marketing 

 manager (influence) 

 MLO.A3  understand  how  trending  in  demographics  –  changing  age  and 

 ethnic populations impact selling strategies 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  apply  the  theories  of  business  to  business  sales  management  and 

 inculcate personal selling skills 

 MLO.B2  understand  the  logistics  of  collaboration  among  production, 

 distribution and sales department 

 MLO.B3 develop sales forecast and expenses 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  understand  how  sales  performance  impacts  a  company’s  reputation 

 and overall performance 

 MLO.C2 develop a basic understanding of operating a sales force 

 PC2 

 PC4 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  understand  the  concept  of  business  to  business  sales  and  personal 

 selling 

 MLO.D2 complete sales force quotas and budget 

 MLO.D3 evaluate and apply different sales training methods and techniques 

 PD1 

 PD2 

 PD3 

 PD4 

 PD6 

 7. Course Content: 

 Unit 1  Sales Management and the business enterprise 

 ●  Evolution of sales department 

 ●  Sales management 

 ●  Objectives of sales management 

 ●  Sales management and financial results 

 ●  Sales executive as coordinator 

 ●  Sales management and control 

 ●  Sales control- informal and formal 

 ●  Sales control and organization 

 Unit 2  Sales Management, Personal Selling and Salesmanship 

 ●  Buyer seller dyads 

 ●  Theories of selling-AIDAS model , buying formula of selling, behavioral equation 

 theory, right set of circumstances theory of selling 

 ●  Diversity of personal selling situations 

 ●  sales resistance 

 ●  Closing sales 

 Unit 3  Setting personal selling objectives 

 ●  Types of personal selling objectives 

 ●  Analyzing market potential market identification market motivation analysis of 

 market potential 

 ●  Market indexes 

 ●  Sales potential and sales forecasting 

 ●  Sales forecasting methods 
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 ●  Converting industry forecast to company sales forecast 

 ●  Derivation of a sales volume objective 

 ●  Evaluation of forecasts 

 Unit 4  Determining sales related marketing policies 

 ●  Product policies- what to sell 

 ●  Distribution policies- who to sell 

 ●  Pricing policies 

 Unit 5  Formulating personal selling strategy 

 ●  Competitive settings and personal selling strategy 

 ●  Pure competition 

 ●  Monopolistic competition 

 ●  Oligopolistic competition 

 ●  No direct competition 

 ●  Personal selling objectives and personal selling strategy 

 ●  Sales related marketing policies and personal selling strategy 

 ●  Sales based marketing policies and personal selling strategy 

 ●  Determining the kind of sales personnel 

 ●  Determining the size of the Salesforce 

 ●  individualizing selling strategies to customers 

 Unit 6  The sales organization 

 ●  Purposes of sales organization 

 ●  Setting up a sales organization 

 ●  Basic types of organizational structures 

 ●  Field organization of the sales department 

 ●  Centralization versus decentralization in sales force management 

 ●  Schemes for dividing line authority in the sales organization 

 Unit 7  Planning sales training programs 

 ●  Building sales training programs 

 ●  Defining training aims 

 ●  Deciding training content 

 ●  Selecting training methods 

 Unit 8  Executing and evaluating sales training programs 

 ●  Philosophes of sales training 

 ●  Organization of sales training 

 ●  Evaluating sales training programs 
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 Unit 9  Motivating sales personnel 

 ●  Meaning of motivation 

 ●  Motivational help from management 

 ●  Need gratification and motivation 

 ●  Interdependence and motivation 

 ●  Motivation and leadership 

 ●  Motivation and communications 

 ●  Unionization of sales personnel 

 Unit 10  International sales management 

 ●  International sales management and culture 

 ●  Head office influence on overseas selling activities 

 ●  Sales organizational structures 

 ●  Formulating sales strategies at the national level 

 ●  Recruitment and selection 

 ●  Sales job description 

 ●  Sales training 

 ●  Sales compensation 

 ●  Sales presentation 

 ●  Salesperson evaluation and control 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 
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 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita 

 10. Bibliography 

 Essential Reading 

 ●  Still,  Cundiff  and  Govoni,  Sales  management:  decisions  strategies  and  cases  ,  Prentice  Hall 

 of India private limited 

 Note: any edition of the book will be fine 
 Recommended Readings 

 ●  Ansoff,  I.  (1957)  'Strategies  for  Diversification',  Harvard  Business  Review, 

 September/October, p. 114. 

 ●  Burbridge,  J.  Jr  (1987)  'The  Implementation  of  a  Distribution  Plan-  a  Case  Study', 

 International Journal of Physical Distribution and Materials, 17(1), pp. 28-38. 

 ●  Cespedes,  F.  V.  and  Corley,  E.  R.  (1990)  'Managing  Multiple  Channels',  Business  Horizons, 

 July/August, pp. 67-77. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 167 



 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1245 ADVANCED FINANCE 

 1. Factual information 

 Course title  Advanced finance 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  would  help  to  understand  about  how  the  funds  could  be  better  managed  besides 

 gaining  the  knowledge  about  the  basics  and  the  advance  level  of  finance  through  various 

 methods.  While  going  through  the  course,  due  care  has  been  taken  care  for  the  learning  of  the 

 same.  The  learners  would  be  able  to  develop  the  core  skills  regarding  the  investments  and  the 

 earnings.  Further,  due  care  has  been  taken  to  understand  about  the  latest  developments 

 happening  in  the  economy,  so  that  the  learners  would  be  able  to  cope  and  challenge  themselves 

 in  the  competitive  environment.  How  the  funds  should  be  invested,  how  the  projects  should  be 

 selected,  various  methods  have  been  used.  This  course  is  important  from  the  financial 

 perspective  of  investors  and  the  learners,  how  they  would  be  able  to  achieve  the  practical 

 exposure  happening  in  the  environment.  The  learners  would  be  able  to  analyse  data  analytics  and 

 the handling of the projects. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  let  the  learners  learn  about  the  practical  exposures  of  the  financial 

 system  prevailing.  To  learn  about  the  financial  implications  about  the  market  that  affects  the 

 investment of the investors. The learner would be trained for the practical exposures. 
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 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand about the various aspects of financing and investing 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at macro level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2  evaluation of the projects by testing through different methods 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the financial transactions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  make the financial analysis more comprehensively 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  analyse the inter-firm and intra-firm comparisons 

 PD1, PD2 

 PD3, PD4 

 7. Course Content: 

 Unit 1  Basics of financial decision making 

 ●  Meaning of  financial decisions 

 ●  Need for financial decisions 

 ●  Financial decision making 

 ●  Difference between investment and finance 

 ●  SWOT analysis of company on basis of financial decisions 

 Unit 2  Risk and return 

 ●  Introduction to risk 

 ●  Components of risk 
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 ●  Sources of risk 

 ●  Standard deviation for systematic and unsystematic risk 

 ●  Variance calculations 

 ●  Coefficient of variation 

 ●  Return along with its types 

 ●  Practical implications of return 

 ●  Holding period rate of return 

 Unit 3  Mergers and acquisitions 

 ●  Mergers – meaning, purpose, types of mergers 

 ●  Current mergers 

 ●  Economic advantages of mergers 

 ●  Synergies of mergers 

 ●  Purchase method, pooling of interest method 

 ●  Valuation of mergers [ DCF Method, multiple based model] 

 ●  Acquisitions – meaning, nature, types 

 ●  Purpose of acquisitions 

 ●  Challenges for acquisitions 

 ●  Valuation of acquisition – Cost of acquisition, Valuation based on EPS, 

 valuation based of market price 

 ●  Exchange ratio based on EPS and Market price 

 ●  Adjusted discount value method for acquisitions 

 Unit 4  International mergers and acquisitions 

 ●  Meaning of international M & A 

 ●  Nature of international mergers and acquisitions 

 ●  Purpose of cross border M & A 

 ●  Government rules and norms for international M & A 

 ●  Effect on mergers due to political disturbances 

 ●  Types of risk involved 

 ●  Exposures – transactional, translational and economic exposure 

 Unit 5  Capital restructuring 

 ●  Meaning of capital 

 ●  Need of restructuring the business 

 ●  Types of restructuring 

 ●  Corporate restructuring vs. financial restructuring 

 ●  Difference between expansion and restructuring 

 ●  Type of expansions 

 ●  Strategic alliances 

 ●  Joint ventures 

 ●  Global challenges and difficulties faced by corporates for restructuring 
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 ●  Interfirm vs. Intrafirm restructuring 

 ●  Examples of succe3ssful restructuring 

 Unit 6  Capital investment decision making 

 ●  Introduction to investment decision making 

 ●  Sensitivity analysis 

 ●  Scenario building 

 ●  Probability and non-probability analysis 

 ●  Decision tree analysis 

 ●  NPV method 

 ●  Certainty – equivalent method 

 Unit 7  Portfolio management 

 ●  Meaning of portfolio management 

 ●  Portfolio analysis 

 ●  Effects of combining securities 

 ●  Markowitz risk return optimization 

 ●  Selection of best portfolio 

 ●  Sharpe, treynor, Jensen model 

 ●  Significance of beta and its use 

 Unit 8  Capital market theory 

 ●  Capital market theory 

 ●  CAPM 

 ●  Active and passive strategies of market 

 ●  Arbitrage pricing theory 

 ●  Efficient market frontier – weak form, semi – strong form, strong form 

 ●  Random walk theory 

 ●  Auto correlation method 

 ●  Run test 

 ●  Elliot wave theory 

 ●  Dow jones theory 

 Unit 9  Bond management strategies 

 ●  Buy hold strategy 

 ●  Bond ladder strategy 

 ●  Immunization 

 ●  Valuation of bonds 

 Unit 10  Company analysis: applied valuation 

 ●  Regression analysis in forecasting revenues and expenditures 

 ●  Correlation analysis in forecasting 

 ●  Determining price earnings ratio 
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 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Anupama 
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 10. Bibliography 

 Essential Reading 

 ●  Security analysis and portfolio management, Donald E.Fisher, Ronald J. Jordan 

 Recommended Readings 

 ●  Measuring  the  level  and  risk  of  corporate  responsibility  –  An  empirical  comparison  of 

 different ESG rating approaches 

 ●  Gregor  Dorfleitner, Gerhard  Halbritter & Mai  Nguyen   Virtual  currency,  tangible  return: 

 Portfolio diversification with bitcoin 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1246 FINANCIAL INVESTMENTS 

 1. Factual information 

 Course title  Financial Investments 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 176 



 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  would  help  to  understand  how  the  funds  can  be  better  managed  while  gaining  the 

 knowledge  about  the  basics  and  the  advance  level  of  financial  planning  through  various  methods. 

 While  going  through  the  course,  due  care  has  been  taken  care  for  the  essentials  of  the  same.  The 

 learners  would  be  able  to  develop  the  core  skills  regarding  the  investments  and  the  earnings. 

 Further,  due  care  has  been  taken  to  understand  about  the  latest  developments  happening  in  the 

 economy,  so  that  the  learners  would  be  able  to  cope  and  challenge  themselves  in  the  competitive 

 environment.  This  course  is  important  from  the  financial  perspective  of  investors  that  the  learners 

 would be able to achieve the practical exposure happening in the environment. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  let  the  learners  learn  about  the  practical  exposures  of  the  financial 

 system  prevailing.  To  learn  about  the  financial  implications  about  the  market  that  affects  the 

 investment of the investors. The learner would be trained for the practical exposures. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand  about  the  various  aspects  of  savings  and  its 

 manageability 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at individual and gross level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PA2 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2  evaluation of the projects by testing through different methods 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the financial transactions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  make the financial analysis more comprehensively 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  analyse the inter-firm and intra-firm comparisons 

 PD1, PD2 

 PD3, PD4 

 7. Course Content: 

 Unit 1  Introduction to financial investments 

 ●  Introduction of investments 

 ●  Difference between financing and investments 

 ●  Types of investment decisions 

 ●  Objectives of pursuing investments 

 ●  Difference between individual and company investments 

 ●  Changing trends in investments 

 ●  Challenges faced by companies during investment 

 Unit 2  Time value of money 

 ●  introduction 

 179 



 ●  need and purpose of implementing TVM 

 ●  motive for the use of TVM 

 ●  discounting vs compounding 

 ●  nominal and effective rate of interest 

 ●  Compounding techniques 

 ●  Present value or discounting techniques 

 ●  Practical implications of compounding and discounting techniques 

 Unit 3  Risk and return 

 ●  Meaning of risk 

 ●  Difference between risk and uncertainty 

 ●  Types of risk 

 ●  Standard deviation 

 ●  Variance evaluation 

 ●  Coefficient of variation 

 ●  Return and its types 

 ●  Practical implications of return 

 ●  Holding period rate of return 

 Unit 4  Sources of finance 

 ●  Meaning 

 ●  Types of sources of finance 

 ●  Equity and its fundamentals 

 ●  Loans and types of loans 

 ●  External borrowings and its types 

 ●  Securitization 

 ●  Warrants, retained earnings 

 Unit 5  Derivatives 

 ●  Introduction 

 ●  Features and significance of derivatives 

 ●  Commodities in derivative markets 

 ●  Derivative exchanges 

 ●  Management of financial risk 

 ●  Hedging techniques 

 ●  Margins – initial margins, maintenance margins, variation margins, practical 

 implications 

 ●  VaR Model 

 ●  Mark to market concept 

 ●  Introduction to forwards, futures, options and swaps 

 Unit 6  Option valuation 

 ●  Introduction to options valuation 
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 ●  Types of options 

 ●  In the money, at the money, out the money 

 ●  Options payoffs strategies 

 ●  Call option and its types 

 ●  Put options and its types 

 ●  Pay off strategies 

 ●  Call option boundaries 

 ●  Naked call writing 

 ●  Straddle, strangles 

 ●  Factors affecting options capital 

 ●  Black Scholes Model 

 Unit 7  Capital markets 

 ●  Financial markets 

 ●  Types of financial markets 

 ●  Types of capital markets 

 ●  Stock markets 

 ●  Regulators of stock exchanges 

 ●  Functions and regulations of regulatory body 

 ●  Index of exchanges 

 Unit 8  Valuation of securities 

 ●  Introduction 

 ●  Valuation model 

 ●  Valuation of bonds/debentures 

 ●  Valuation of equity 

 Unit 9  Dividend policy 

 ●  Dividend payout 

 ●  EBDIT concept 

 ●  Relevance and irrelevance of dividends 

 ●  Traditional model 

 ●  Walter model 

 ●  Gordon model 

 ●  MM Model 

 ●  Importance of dividend payout 

 ●  Factors affecting dividend payout policy 

 Unit 10  Determinants of dividend policy 

 ●  Introduction 

 ●  Stock dividend 

 ●  Stock splits 

 ●  Share repurchase 
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 ●  Legal procedural and tax aspects 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Anupama 

 182 



 10. Bibliography 

 Essential Reading 

 ●  Liquidity markets and trading in action, springer 

 Recommended Readings 

 ●  Option  Valuation  in  the  Presence  of  Market  Sentiment:  Application  to  Listed  Companies  in 

 the CAC40 Index 

 ●  Hypothesis Test for cummulative abnormal returns on a stock with respect to market 

 ●  The  impact  of  information  and  communication  technologies  on  global  socio-economic 

 development 

 ●  A STUDY ON FINANCIAL DERIVATIVES (FUTURES & OPTIONS) With reference to ICICI BANK. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1247 PERSONAL FINANCIAL PLANNING 

 1. 1. Factual information 

 Course title  Personal Financial Planning 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 
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 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  help  the  learners  to  understand  about  the  importance  of  investment  and  its 

 management.  How  the  income  generated  should  be  and  could  be  managed  in  an  effective  and 

 efficient  manner  at  an  organizational  level  as  well  as  personal  level.  The  learners  would  be  able  to 

 achieve  the  motives  behind  the  savings,  and  its  calculations  through  different  modes  and 

 methods.  The  course  would  also  help  to  know  the  latest  developments  and  the  achievements 

 around  the  world.  Due  to  immense  competition  prevailing  in  today’s  time,  it  is  important  to  know 

 the  current  situations  and  its  need  to  survive  the  financials  of  the  firm.  The  course  would  help  the 

 learners  to  achieve  the  same.  Financial  planning  would  help  the  individuals  to  cater  better  to  the 

 society.  And  the  economy  at  the  macro  level.  The  course  is  designed  specifically  for  the  people 

 who  need  to  manage  their  financials.  The  course  would  help  the  learners  to  gain  competitive 

 advantage for the fields of accounts and finance. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  understand  how  the  funds  can  be  better  managed  while  gaining  the 

 knowledge  about  the  basics  and  the  advance  level  of  financial  planning  through  various  methods. 

 While going through the course, due care has been taken care for the essentials of the same. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand  about  the  various  aspects  of  savings  and  its 

 manageability 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at individual and gross level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PA3 

 PA4 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  financial  statements  at  individual 

 level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1 learn about the methods and the techniques of mitigating risk. 

 MLO.C2 practice the use of formulae and accounts via excel. 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the tax and its terminologies 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  understand  the  methods  how  investments  can  be  done  more 

 effectively inclusive of all risks 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  to learn about the long term savings for retirement 

 MLO.D4 relevance of insurance in individual’s life 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to personal finance 

 ●  Meaning of personal finance 

 ●  Concept and nature and scope of personal finance 

 ●  Building blocks to personal finance 

 ●  Effects of and on economy through personal finance 

 ●  Challenges to measure personal finance 

 ●  Methods to control the problems and challenges in personal finance 

 Unit 2  Financial markets 
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 ●  Financial system 

 ●  Structure of financial system 

 ●  Components of financial system 

 ●  Primary markets introduction 

 ●  Players of primary markets 

 ●  Secondary markets introduction 

 ●  Regulators of secondary markets 

 ●  Securities Exchange Commission 

 ●  Structure of SEC 

 ●  Members of SEC 

 ●  Roles and responsibilities of SEC 

 Unit 3  Money Markets 

 ●  Introduction to money markets 

 ●  Characteristics of money markets 

 ●  Types of money market instruments 

 ●  Difference between money market and capital market instruments 

 ●  Commercial papers 

 ●  Certificate of deposits 

 ●  ICDs 

 ●  Call money/notice money 

 ●  ADRs, GDRs 

 Unit 4  Capital Market 

 ●  Introduction to capital market 

 ●  Characteristics of capital markets 

 ●  Types of capital markets 

 ●  Secondary markets 

 ●  Regulators of secondary markets 

 ●  Dealers of exchanges 

 ●  Role of SEC in regulation 

 ●  Players of capital market 

 Unit 5  Risk Management 

 ●  Risk management meaning 

 ●  Scope of risk management 

 ●  Objectives of risk management 

 ●  Principles of risk management 

 ●  Elements of risk management 

 ●  Process of risk management 

 ●  Risk mitigation 

 ●  Types of risk 
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 ●  Managing types of risk 

 ●  Risk matrix, RAIDAR model 

 ●  PESTEL Analysis 

 ●  SWOT Analysis 

 ●  Methods  of  risk  analysis  –  Bowtie  Analysis,  Delphi  method,  SWIFT  Analysis, 

 Probability Analysis, Decision tree analysis 

 Unit 6  Personal Tax Planning 

 ●  Tax planning 

 ●  Importance of tax planning 

 ●  Types of tax planning 

 ●  Benefits of tax planning at individual planning and at macro level 

 ●  Tax planning strategies 

 ●  5D’s of tax planning 

 ●  Pillars of tax planning 

 ●  Taxable and non – tax planning income 

 Unit 7  Direct and indirect tax 

 ●  Meaning of direct tax and indirect tax 

 ●  Scope and objectives of direct and indirect tax 

 ●  Direct tax impacts across the nations 

 ●  Tax evasion techniques 

 ●  Tax avoidance 

 ●  Diversion and application of income 

 ●  Case laws related to tax planning 

 Unit 8  Insurance planning and retirement planning 

 ●  Protection planning 

 ●  Need for protection planning 

 ●  Insurance introduction 

 ●  Need and significance of insurance 

 ●  Types of insurance with relevant examples 

 ●  Companies dealing with insurance schemes 

 ●  Retirement planning goals 

 ●  Process 

 ●  Pension plans 

 ●  Modes of savings 

 ●  Reverse mortgage 

 Unit 9  E-Filing and ITR 

 ●  Meaning of E-Filing 

 ●  Need and significance of e-filing 

 ●  Merits and demerits of e filing 
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 ●  Process of e filing 

 ●  Types of e filing 

 ●  Income tax – basic terminologies 

 ●  Types of assesse, taxable income under various heads 

 ●  Computation of total income 

 ●  Deductions of GTI 

 ●  Form 16, Form 26 AS 

 ●  Various instructions for filing forms 

 ●  ITR  (1-6) 

 ●  How to use income tax portal(lab workshops) 

 Unit 10  Case laws 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 
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 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Anupama 

 10. Bibliography 

 Essential Reading 

 ●  The financial peace planner, Dave Ramsey 

 ●  Taxman income tax act 

 Recommended Readings 

 ●  Tools  and  techniques  of  financial  planning,  Stephen.  R.  Leimberg,  Martin.J.  Satinsky,  Jr. 

 Doyle Robert J, Michael . S.Jackson, Havighurst 

 ●  Tax  structure  and  economic  growth:  a  study  of  selected  Indian  states  Yadawananda 

 Neog &  Achal Kumar Gaur  

 ●  E-Filing  of  Income  Tax  Return:  A  Study  on  Awareness  and  Satisfaction  Level  of  Tax  Payers  in 

 Trichy City K.Saravanan, k.muthu lakshami 

 ●  Assisting  Clients  with  Philanthropic  Planning:  A  Comparison  of  Financial  Advisors  in 

 Canada and Australia 

 ●  An  Empirical  Analysis  of  Personal  Financial  Planning  in  an  Emerging  Economy,  Ming-Ming 

 Lai  Faculty  of  Management,  Multimedia  University,  Jalan  Multimedia  63100  Cyberjaya 

 Selangor  Darul  Ehsan  Malaysia,  Wei-Khong  Tan  Faculty  of  Management,  Multimedia 

 University, Jalan Multimedia 63100 Cyberjaya Selangor Darul Ehsan Malaysia 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 
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 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1248 RETAIL AND COMMERCIAL BANKING 

 1. Factual information 

 Course title  Retail and commercial banking 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 
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 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  learners  of  this  module  would  be  able  to  learn  about  the  advance  level  of  banking  and  its 

 functions.  The  course  emphasizes  the  practical  application  of  business  and  economic  principles  as 

 they  relate  to  bank  management  and  regulatory  policy.  There  are  various  reasons  why  banks  are 

 needed  in  the  economy.  Various  types  of  banks  are  there  which  help  in  savings  and  investment  in 

 the  economy.  Such  institutions  are  required  at  micro  and  macro  level  both.  This  course  would  help 

 to learn the same. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  let  the  learners  learn  about  the  practical  exposures  of  the  financial 

 system  prevailing.  To  learn  about  the  financial  implications  about  the  market  that  affects  the 

 investment  of  the  investors.  The  learner  would  be  trained  for  the  practical  exposures.  The 

 importance  of  banks  and  the  other  financial  institutions  for  the  growth  of  individuals  and  the 

 country as a whole. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand  about  the  various  aspects  of  financing  and  investing 

 done by banks and the individuals 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning done by the banks at macro level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  understand  the  various  reasons  why  banks  are  known  as  one  of 

 the pillars of financial system 

 PA2 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply for the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level in banking sector 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  through  which  one  can  understand  the 

 importance of banking 

 MLO.C2  evaluation  of  the  investment  methods  by  testing  through  different 

 methods 

 MLO.C3  understand  the  implications  of  the  financial  institutions  in  financial 

 system 

 MLO.C4  learn the planning regarding the financial savings and investment 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  various ways through which a company can make investments 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  analyse the loans and its types 

 PD3 

 7. Course Content: 

 Unit 1  Introduction to banking sector 

 ●  Meaning of banks as financial institution 

 ●  Characteristics of financial institutions 

 ●  Role of banks in financial system 

 ●  Pros and cons of banking sector as financial institutions 

 Unit 2  Retail banking 

 ●  Meaning of retail banks 

 ●  Features and need of retail banks 

 ●  Services provided by the customer banks 
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 ●  Savings and investment policy of banks 

 ●  Retail quotes 

 ●  Practical implication to find retail quotes 

 Unit 3  Commercial banking 

 ●  Meaning of commercial banking 

 ●  Characteristics of commercial banking 

 ●  Need and significance of commercial banking 

 ●  Role of commercial banks in any nation 

 ●  Structure of commercial banks 

 ●  Services provided by banks 

 Unit 4  Asset liability management 

 ●  Meaning and concept of ALM 

 ●  Types of risk in ALM 

 ●  How banks cover up the risk of ALM 

 ●  Parties affected with ALM 

 ●  Measures taken by banks for ALM 

 ●  Practical implications 

 ●  Managerial implications 

 Unit 5  Nine part framework for ALM 

 ●  introduction 

 ●  objectives 

 ●  Strategic Framework 

 ●  Organizational Framework 

 ●  Operational Framework 

 ●  Analytical Framework 

 ●  Technology Framework 

 ●  Information Reporting Framework 

 ●  Performance Measurement Framework 

 ●  Regulatory Compliance Framework 

 ●  Control Framework 

 Unit 6  Yield curve analysis 

 ●  Objectives 

 ●  Introduction to Yield Curve Analysis 

 ●  Types of Yield Curves 

 ●  Analyzing Yield Curve 

 ●  Bond Arbitrage Strategies 

 ●  Application of Yield Curve 

 Unit 7  Interest Rate Gap Analysis - I 

 ●  Objectives 
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 ●  Introduction to Gap 

 ●  Gap Report 

 ●  Considerations in Slotting of Different Items 

 Interest Rate Gap Analysis – II 

 ●  Objectives 

 ●  Income Impact 

 ●  Gap Limits 

 ●  Restructuring Strategies 

 ●  Strengths and Limitations 

 Interest Rate Gap Analysis – III 

 ●  Objectives 

 ●  Asset Restructuring Strategy 

 ●  Liability Restructuring Strategy 

 ●  Growth Strategy 

 ●  Shrinkage Strategy 

 ●  Off-Balance Sheet Strategy 

 Unit 8  Simulation and Scenario Analysis 

 ●  introduction 

 ●  objectives to Simulation 

 ●  Measuring Risk Positions 

 ●  Scenarios and Results 

 ●  Simulation Modeling 

 ●  Backtesting 

 ●  Objectives 

 ●  Non-specific Maturity Items 

 ●  Business Strategies 

 ●  Monte Carlo Simulation 

 ●  Software Packages 

 ●  Strengths and Limitations 

 Unit 9  Value at Risk -I 

 ●  Objectives 

 ●  Introduction 

 ●  Measures of Risk Exposure 

 ●  Computation of VaR 

 ●  Strengths and Limitations of VaR 

 Value at Risk -II 

 ●  Objectives 

 ●  VaR for Foreign Currency Spot and Options 
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 ●  VaR for Foreign Exchange Forward 

 ●  VaR for Common Shares 

 ●  VaR for Fixed Income Securities 

 ●  VaR of a Portfolio 

 ●  Applications of VaR 

 Unit 10  Case laws 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr. Anupama 

 10. Bibliography 

 Essential Reading 

 ●  Modern Commercial Banking by H.R. Machiraju , New Age International (P) Ltd., Publishers 

 Recommended Readings 

 ●  AN  EMPIRICAL  ANALYSIS  OF  COMMERCIAL  BANKS  PERFORMANCE  IN  BAHRAIN  /  ANALYSE 

 EMPIRIQUE DE LA PERFORMANCE DES BANQUES COMMERCIALES À BAHREIN 

 ●  Jasim  Yusuf  Ali  Abdulla-AN  ANALYSIS  OF  ALM  IN  SELECTED  COMMERCIAL  BANKS  Kasireddy 

 Venkateswara Reddy Dr D Sucharitha 

 ●  ASSET  LIABILITY  MANAGEMENT  AND  COMMERCIAL  BANKS’  PROFITABILITY  IN  NEPAL  Sanjay 

 Shrestha 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1249 FINTECH 

 11. Factual information 

 Course title  Fintech 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 200 



 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 Fintech,  as  the  word  suggests,  has  been  made  from  two  simple  words  i.e.  Financial  and 

 Technology.  It  refers  to  the  services  related  to  financial  sector  provided  with  the  help  of 

 technology.  Various  methods  can  be  used  for  loan  borrowing/lending,  insurance,  payments, 

 purchases,  online  shopping,  online  investment  etc.  this  course  would  help  the  learners  to  learn 

 the  latest  digital  technology,  that  are  prevalent  in  the  market.  Companies,  now  –  a  -  days  are 

 using,  many  digital  methods  for  payments  and  transactions  which  help  in  saving  the  time  and  cost 

 of individuals and companies. Learners would be able to learn all the techniques for the same. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  let  the  learners  learn  about  the  practical  exposures  of  the  digital 

 transactions  and  the  payment  methods  prevailing  in  the  market.  To  learn  about  the  financial 

 implications  about  the  market  that  affects  the  investment  of  the  investors.  The  learner  would  be 

 trained for the practical exposures. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand  about  the  various  aspects  of  financing  and  investing 

 digitally 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at macro level through digitalization 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done through online methods 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life digitally 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  payments  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2  evaluation  of  the  projects  by  testing  through  different  methods 

 through online methods 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements in digital manner 

 MLO.C4  learn the planning regarding the financial transactions 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  make the financial analysis more comprehensively through digital 

 methods 

 MLO.D2  clear analytics of the planning regarding the finances and the 

 payment system 

 MLO.D3  analyse the inter-firm and intra-firm comparisons and the effect of 

 digital transactions 

 PD1 

 PD2 

 7. Course Content: 

 Unit 1  Fintech 

 ●  Introduction 

 ●  History for digitalization 

 ●  Difference between digitalization, digitization and digital transformation 

 ●  Nature and scope of digitalization 

 ●  Need arousal of fintech 
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 ●  Relationship between digitalization and fintech 

 ●  Exploration of financial technology 

 ●  Companies using fintech 

 ●  BFSI 

 ●  Challenges that fintech companies face 

 Unit 2  Sectors using fintech 

 ●  Fintech in education sector 

 ●  Fintech in insurance  sector 

 ●  Fintech in banking sector 

 ●  Fintech in investments 

 ●  Fintech in cross border payments 

 ●  Fintech in service sector 

 Unit 3  FINTECH PRIMER 

 ●  Introduction to the Fintech landscape 

 ●  FinTech Architecture 

 ●  FinTech Technologies 

 ●  Latest Trends and future of FinTech 

 ●  applications of FinTech 

 ●  Use cases of FinTech in banks 

 ●  Fintech startups 

 ●  Fintech unicorns and business models 

 Unit 4  Blockchain technology 

 ●  Meaning and foundation of cryptocurrency 

 ●  Blocks and Blockchain 

 ●  Uses of Blockchain 

 ●  Controversies related to Blockchain 

 ●  Challenges for the use of cryptocurrency 

 Unit 5  Blockchain and cryptocurrency 

 ●  Meaning of cryptocurrency 

 ●  Background of cryptocurrency 

 ●  Blockchain technology 

 ●  Blockchain and bitcoin 

 ●  Blockchain networks 
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 Unit 6  Developments in fintech 

 ●  Fintech industry 1.0-4.0 

 ●  Crypto wallets 

 ●  Bitcoin and its applications 

 ●  B2B and B2C solutions 

 Unit 7  Lending crowd funding 

 ●  Concept of P2P lending 

 ●  Marketplace  lending 

 ●  Concept of crowdfunding 

 ●  SME/MSME Lending via fintech 

 Unit 8  Banktech 

 ●  Regulatory Framework for Product Pricing, loan origination and servicing 

 ●  Social media-based profiling, comparison tools and aggregators 

 ●  Dynamic credit rating, Risk management & underwriting 

 ●  Using Credit Counsellor Robo/Bot for faster approvals & funding 

 ●  Utilizing data science tools and machine learning for data mining/ cross sale 

 ●  Hybrid Lending Products 

 Unit 9  INSURTECH 

 ●  How does InsurTechwork 

 ●  Business model disruption 

 ●  Aggregators 

 ●  AI/ML in InsurTech 

 ●  IoT and InsurTech 

 ●  Risk Modeling 

 ●  Fraud Detection 

 ●  Processing claims and Underwriting 

 ●  Innovations in Insurance Services 

 ●  Unicorns and business models 

 Unit 10  Case laws 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
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 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Anupama 

 10. Bibliography 

 Essential Reading 

 ●  Fintech by Eliot Reznor 

 Recommended Readings 

 ●  Sumit  Agarwal  and  Jian  Zhang.  2020.  “Fintech  Lending  and  Payment  Innovation:  A  Review.” 

 Asia Pacific J. Fin Studies. Available here.Abstract 
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 ●  Douglas  W.  Arner,  Jànos  N.  Barberis,  and  Ross  P.  Buckley.  2016.  “The  Evolution  of  Fintech: 

 A New Post-Crisis Paradigm?” Geo. J. Int’l. L., 47, Pp. 1271.Abstract 

 ●  Douglas  W.  Arner,  Jànos  N.  Barberis,  and  Ross  P.  Buckley.  2016.  “The  Emergence  of 

 Regtech  2.0:  From  Know  Your  Customer  to  Know  Your  Data.”  J.  Fin.  Transformation,  44,  Pp. 

 79. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1250 ENTREPRENEURSHIP, FINANCE AND VALUATION 

1. Factual information 

 Course title  Entrepreneurship finance and valuation 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  would  help  to  understand  about  how  the  funds  could  be  better  managed  besides 

 gaining  the  knowledge  about  the  basics  and  the  advance  level  of  finance  through  various 

 methods.  While  going  through  the  course,  due  care  has  been  taken  care  for  the  learning  of  the 

 same.  The  learners  would  be  able  to  develop  the  core  skills  regarding  the  entrepreneurial 

 investments  and  the  earnings.  Further,  due  care  has  been  taken  to  understand  about  the  latest 

 developments  happening  in  the  economy,  so  that  the  learners  would  be  able  to  cope  and 

 challenge  themselves  in  the  competitive  environment.  How  the  funds  should  be  invested,  how  the 

 projects  should  be  selected,  various  methods  have  been  used.  This  course  is  important  from  the 

 financial  perspective  of  investors  and  the  learners,  how  they  would  be  able  to  achieve  the 

 practical  exposure  happening  in  the  environment.  The  learners  would  be  able  to  analyse  data 

 analytics and the handling of the projects  . 

 3. Aims of the course 

 The  aim  of  this  course  is  to  let  the  learners  learn  about  the  practical  exposures  of  the  financial 

 system  prevailing.  To  learn  about  the  financial  implications  about  the  market  that  affects  the 

 investment of the investors. The learner would be trained for the practical exposures. 
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 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand about the various aspects of financing and investing 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at macro level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PA1 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2  evaluation of the projects by testing through different methods 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the financial transactions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  make the financial analysis more comprehensively 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  analyse the inter-firm and intra-firm comparisons 

 PD1, PD2 

 PD3, PD4 

 7. Course Content: 

 Unit 1  The Entrepreneurial Environment 

 ●  Role of Finance in Entrepreneurship 

 ●  Developing the Business Idea 

 ●  Financial Testing of the Business Model 

 ●  Organizing and Financing a New Venture 

 Unit 2  Creating and Recognizing Venture Value 

 ●  Evaluating the Operating and Financial Performance 

 ●  Projecting Financial Statements 

 ●  Securities Law Considerations in Obtaining Venture Financing 

 ●  Venture Capital Valuation Methods 
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 ●  Valuing Early-Stage Ventures 

 Unit 3  Structuring Finances for Growing Ventures 

 ●  Cost of Capital Considerations for Ventures 

 ●  Alternate  Sources  of  Financing  for  Ventures:  Angel  Investors  /  Private  Equity 

 Finance / Venture Capital 

 ●  Professional Venture Capital 

 ●  Various Security Structures 

 ●  Determinants of Enterprise Value 

 ●  Preventing Venture Sickness 

 ●  Overview of tax Regime 

 Unit 4  Exit and Turnaround Strategies 

 ●  Harvesting the Business Venture Investment 

 ●  IPO Process and Issues 

 ●  Listing on SME Exchange: Requirements and Regulations 

 ●  Turnaround Opportunities in Financially Troubled Ventures 

 Unit 5  Venture capital 

 ●  Meaning and features of venture capital 

 ●  Need and significance of venture capital companies 

 ●  Functions of venture capital for startups 

 ●  Process 

 ●  Challenges for the company and the venture capitalist 

 Unit 6  Primary markets 

 ●  Meaning of markets 

 ●  Classification of markets 

 ●  Types of primary markets 

 ●  Functions of primary market in entrepreneurial finance 

 ●  Methods for valuation of finances of companies 

 Unit 7  Secondary markets 

 ●  Meaning and nature of secondary markets 

 ●  Position of secondary markets 

 ●  Regulations of secondary markets 

 ●  Procedure to list stocks 

 ●  Legal regulatory of secondary markets 

 Unit 8  Financial intermediaries 

 ●  Classification of financial intermediaries 
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 ●  Roles and responsibilities of intermediaries in valuation 

 ●  Valuation of equity 

 ●  Profitability of entrepreneurial finance 

 Unit 10  Case laws 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr. Anupama 

 10. Bibliography 

 Essential Reading 

 ●  Leach, J., & Melicher, R. Entrepreneurial finance. Nelson Education. 

 ●  Stancill, J.M. Entrepreneurial Finance, Thomson South Western: Ohio 

 ●  Smith, J.K, and Smith, R.L. Entrepreneurial Finance, John Wiley: New Jersey 

 Recommended Readings 

 ●  Measuring  the  level  and  risk  of  corporate  responsibility  –  An  empirical  comparison  of 

 different ESG rating approaches 

 ●  Gregor  Dorfleitner, Gerhard  Halbritter & Mai  Nguyen virtual  currency,  tangible  return: 

 Portfolio diversification with bitcoin 

 ●  Marie Brière, Kim Oosterlinck & Ariane Szafarz 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1251 NEW PRODUCT DEVELOPMENT 

 1. Factual information 

 Course title  New Product Development 

 Course tutor  Dr. Niraj RBL Saxena  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 An  effective  process  for  conceiving,  developing  and  launching  new  products  or  services  is  critical 

 to  becoming  competitive  in  most  industries.  This  course  includes  key  concepts  like  new  product 

 development  strategy,  types  of  product  development  strategies  and  steps.  New  products  are  one 

 of  the  few  tools  available  to  companies  to  achieve  truly  breakthrough  growth.  How  new  products 

 are  developed  is  undergoing  the  biggest  fundamental  transformation  since  the  industrial 

 revolution. 

 3. Aims of the course 

 This  course  teaches  modern  tools,  techniques  and  methods  for  product  design  and  development. 

 This  course  immerses  students  in  the  new  product  development  process  with  the  objective  of 

 learning  these  key  tools,  techniques  and  methods.  This  course  will  seek  to  arm  students  with 

 strategies,  approaches  and  perspectives  they  will  need  to  create  breakthrough  products  and 

 services. 

 At the completion of the course, the learner will be able to: 

 ●  Use a set of tools and methods for product design and development. 

 ●  Execute  multiple  functions  (e.g.  strategy,  marketing,  engineering,  legal,  customer  service, 

 finance, supply chain, operations, etc.) in creating a new product. 

 ●  Co-ordinate cross-disciplinary teams to achieve a common objective. 
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 3. Aims of the course 

 ●  Leverage  past  experience  and  specific  knowledge  from  other  courses  through  practice 

 and reflection in an action-oriented setting 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1 classify New Products and reason out their success and failures. 

 MLO.A2  understand  New  Product  Development  Process  and  use  statistical 

 tools for concept development 

 MLO.A3  understand  and  implement  the  concept  of  Idea  Screening,  Concept 

 Testing and Test Marketing 

 MLO.A4 launch product successfully and Commercialize it 

 MLO.A5  understand  and  Apply  the  concept  of  Diffusion  of  Innovation  and 

 Adoption Process in the NPD 

 PA1 

 PA2 

 PA3 

 PA4 

 PA6 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to: 

 MLO.B1  evaluate  methods  for  identifying  market  needs  and  assessing 

 demand by research 

 MLO.B2 examine the process associated with new product development 

 MLO.B3 examine how to introduce a product to a market 

 MLO.B4 examine how to test the success of a new product 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 learn techniques for Concept Testing 

 MLO.C2 learn techniques of effective Product launch and commercialization 

 MLO.C3  learn  the  techniques  of  identifying  various  stages  in  the  PLC  and 

 apply effective strategy 

 PC3 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1 prevent New Product Failure 

 MLO.D2 measure Success of New Products 

 MLO.D3 learn Statistical Models for analysing test market data 

 PD1,PD2 

 PD3,PD4 

 PD6 
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 7. Course Content: 

 Unit 1  CLASSIFICAION OF NEW PRODUCTS 

 ●  Introduction 

 ●  Classification of New Products 

 ●  New Product Strategy 

 Unit 2  NEW PRODUCTS’ SUCCESS AND FAILURE 

 ●  Introduction 

 ●  Definition of Success and Failure 

 ●  The latent Factors behind the Marketing success of New Products 

 ●  Measuring success of New Products 

 ●  Failure of New Products 

 ●  Preventing New Product failure 

 ●  To stimulate New Product Development 

 Unit 3  NEW PRODUCT DEVELOPMENT PROCESS 

 ●  Introduction 

 ●  Model 1 – The Cyclical Approach 

 ●  Model 2 – New Product Process Management Model 

 ●  Model 3 – Product Strategy of the Organization 

 ●  Model 4 – The Five Step Process 

 ●  Model 5 – The New NPD Game 

 Unit 4  CONCEPT DEVELOPMENT AND STATISTICAL TOOLS USED 

 ●  Introduction 

 ●  Common sources for Product Ideas 

 ●  Concept Development Methods 

 ●  Unstructured creative mechanism 

 ●  Structured creative process 

 ●  Highly structured creative techniques 

 Unit 5  IDEA SCREENING 

 ●  Idea Screening Approaches 

 ●  Rating Ideas by factors 
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 ●  The exclusion power of product innovation charter 

 ●  The profile sheet 

 ●  Factor listing 

 ●  Desirability index 

 ●  Analytical hierarchy process technique 

 ●  Sample market-technology criteria 

 ●  Idea screening criteria 

 ●  Screening based on consumer benefits 

 ●  Screening product ideas 

 Unit 6  CONCEPT TEATING 

 ●  Methodology of data collection for concept testing 

 ●  Buying intention score 

 ●  Quadrant analysis 

 ●  Perceptual mapping 

 ●  Joint space analysis 

 ●  Discriminant analysis 

 ●  Correspondence analysis 

 ●  Conjoint analysis 

 ●  Concept Screening 

 ●  Concept screen test method 

 ●  Weighted scoring method 

 ●  Concept screening matrix 

 Unit 7  TEST MARKETING 

 ●  Sampling for Replications 

 ●  Experimentation 

 ●  Behavioural model based analysis 

 ●  7.6 Types of Test Marketing Procedures 

 ●  Standard Test Markets 

 ●  Controlled Test Markets 

 ●  Simulated Test Markets 

 ●  Pseudo Sale 
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 ●  Full sale 

 ●  7.7 Statistical model for analysing test market data 

 ●  Data Projection Method 

 Unit 8  PRODUCT LAUNCH AND COMMERCIALIZATION 

 ●  Objectives and measures 

 ●  Sales involvement in launch 

 ●  Knowledge transfer/Training and support to sales force 

 ●  Launch control plan 

 ●  Production 

 Unit 9  DIFFUSION OF INNOVATION AND ADOPTION PROCESS 

 ●  Adoption process 

 ●  Five stage process 

 ●  Time of Adoption 

 ●  Characteristics of Adopters 

 ●  Characteristics affecting adoption rate 

 ●  Diffusion of Innovation 

 ●  Innovation 

 ●  Communication 

 ●  Social System 

 ●  Time 

 Unit 10  PRODUCT LIFE CYCLE 

 ●  Basics of PLC 

 ●  Types of PLCs 

 ●  Identification of Stages in a PLC 

 ●  Box-Jenkins Method 

 ●  3 Sigma Method of tracing the Product Life Cycle ad Stage identification 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
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 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Niraj RBL Saxena 

 10. Bibliography 

 Essential Reading 

 ●  Ulrich,  K.  and  Eppinger,  S.;  Product  Design  and  Development;  McGraw  Hill;  ISBN: 

 978-0-07-802906-6 

 ●  Kelley, T.; The Art of Innovation; Doubleday; ISBN: 0-385-49984-1 

 ●  Chesbrough,  H.  W.;  Open  Innovation;  Harvard  Business  Review  Press;  ISBN: 

 978-1-42-210283-1 

 Recommended Readings 
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 ●  Wieners,  B.;  Lego  Is  for  Girls;  Bloomberg  BusinessWeek,  16  December  2011; 

 https://www.bloomberg.com/news/articles/2011-12-14/lego-is-for-girls 

 ●  Orihuela,  R.;  Zara  Follows  Shoppers  Into  Bedroom;  Bloomberg  BusinessWeek,  18 

 December 

 2014;https://www.bloomberg.com/news/articles/2014-12-18/zara-homeinditexs-bedroo 

 m- foray 

 ●  Gershenfeld,  N.;  How  to  Make  Almost  Anything;  Foreign  Affairs,  November/December 

 2012;  https://www.foreignaffairs.com/articles/2012-09-27/how-make-almost-anything 

 ●  Levitt,  T.;  Exploit  the  Product  Life  Cycle;  Harvard  Business  School,  November  1965; 

 https://hbr.org/1965/11/exploit-the-product-life-cycle 

 ●  von  Hippel,  E.  and  Katz,  R.;  Shifting  innovation  to  users  via  toolkits;  Management  Science, 

 vol  48,  No.  7  (July)  pp.  821-833; 

 https://evhippel.files.wordpress.com/2013/08/von-hippel-andkatz-toolkits.pdf 

 ●  Thomke,  S.  and  von  Hippel,  E.;  Customers  as  Innovators:  A  New  Way  to  Create  Value; 

 Harvard  Business  Review,  vol  80,  No.  4  (April)  pp.  74-81; 

 https://evhippel.files.wordpress.com/2013/08/hbrtoolkitsaspub.pdf 

 ●  Brown,  T.;  Design  Thinking;  Harvard  Business  Review,  June  2008  pp.  84-92; 

 https://hbr.org/2008/06/design-thinking 

 ●  Thomke,  S.  and  Fujimoto,  T.;  The  Effect  of  “Front-Loading”  Problem-Solving  on  Product 

 Development  Performance;  The  Journal  of  Product  Innovation  Management,  vol  17  issue 

 2, March 2000 pp. 128-142 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1252 INTELLECTUAL PROPERTY 

 1. Factual information 

 Course title  Intellectual Property 

 Course tutor  Dr Romil  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  focuses  students  once  they  complete  their  academic  projects,  shall  get  an  adequate 

 knowledge  on  patent  and  copyright  for  their  innovative  research  works.  During  their  research 

 career,  information  in  patent  documents  provide  useful  insight  on  novelty  of  their  idea  from 

 state-of-the  art  search.  This  provides  further  way  for  developing  their  idea  or  innovations.  Pave 

 the way for the students to catch up Intellectual Property (IP) as a career option also, 

 a.  R&D IP Counsel and 

 b.  Government Jobs – Patent Examiner 

 c.  Private Jobs 

 d.  Patent agent and Trademark agent 

 e.  Entrepreneur 
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 3. Aims of the course 

 To  introduce  fundamental  aspects  of  Intellectual  property  Rights  to  students  who  are  going  to  play 

 a  major  role  in  development  and  management  of  innovative  projects  in  industries.  It  also 

 disseminates  knowledge  on  patents,  patent  regime  in  India  and  abroad  and  registration  aspects. 

 Also  provides  enlightenment  towards  copyrights  and  its  related  rights  and  registration  aspects. 

 Detailed  description  on  the  trademarks  and  registration  aspects  covers  all  the  protection  aspects 

 in  detailed  manner.  It  enables  us  to  deal  with  the  problems  emerging  in  the  Design,  Geographical 

 Indication  (GI),  Plant  Variety  and  Layout  Design  Protection  and  their  registration  aspects  also 

 thorough research about current trends in IPR and Govt. steps in fostering IPR. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  identify  and  prioritize  information  &  knowledge  a  registration 

 aspect 

 MLO.A2  comprehensive  knowledge  regarding  the  general  principles  of  IPR, 

 Concept and Theories 

 MLO.A3  solve  emerging  issues  like  public  health,  climate,  Domain  Name 

 Disputes 

 MLO.A4  understand  effect  of  IPR  especially  of  patents  on  emerging  issues 

 like public health, climate 

 MLO.A5  understand  Cyber-squatting,  Bio  piracy  etc.  and  the  ways  to  tackle 

 this problem 

 PA4 

 PA7 
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 B. Cognitive skills  Programme 
 Learning 
 Outcome(s) this 
 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  make  the  students  to  understand  the  statutory  provisions  of 

 different forms of IPRs in simple forms 

 MLO.B2  Learn  the  procedure  of  obtaining  Patents,  Copyrights,  Trade  Marks 

 &Industrial Design 

 MLO.B3 enable the students to keep their IP rights alive 

 MLO.B4  provides  other  benefits  beyond  protection  such  as  licensing,  better 

 collaboration and funding opportunities 

 MLO.B5  development  of  new  ideas,  innovative  new  products,  artworks, 

 designs, processes, publications, creative content 

 MLO.B6  aims  to  contribute  to  transforming  industry  and  society  by  delivering 
 research 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 
 Learning 
 Outcome(s) this 
 maps against 

 MLO.C1  understand  framework  to  foster  innovation  and  creativity  in  the 

 areas  of  science,  technology,  design,  and  humanities  by  nurturing  new  ideas 

 and research, in an ethical environment 

 MLO.C2  protect  intellectual  property  (IP)  rights  generated  by  faculty/ 

 personnel,  students,  and  staff  of  the  institute,  by  translating  their  creative 

 and innovative work into IP rights 

 MLO.C3  promote  more  collaborations  between  academia  and  industry 

 through better clarity on IP ownership and IP licensing 

 PC3 

 PC5 
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 D. Key transferable skills  Programme 
 Learning 
 Outcome(s) this 
 maps against 

 After the end of this course, the learners will be able to 

 MLO.D1  create  a  mechanism  for  knowledge  generation  and  its  commercial 

 exploitation 

 MLO.D2  lay  down  an  efficient,  fair,  and  transparent  administrative  process  for 

 ownership  control  and  assignment  of  IP  rights  and  sharing  of  revenues 

 generated by IP, created and owned by the institute 

 MLO.D3  contribute  to  transforming  industry  and  society  by  delivering 
 research  led  education,  promoting  innovation,  collaboration  and  fostering 
 human values 

 PD4 

 7. Course Content: 

 Unit 1  Meaning evolution & scope of Intellectual Property 

 ●  Introduction to Intellectual Property 

 ●  Rights, property rights & IPR, types of Intellectual Property 

 ●  WTO, TRIPS, WIPO & Indian IP Law 

 ●  Major International Instruments concerning Intellectual Property Rights 

 ●  Paris Convention, 1883, the Berne Convention, 1886, the Universal 

 ●  Copyright Convention, 1952, the WIPO Convention, 1967, the Patent 

 ●  Co-operation Treaty, 1970, the TRIPS Agreement, 1994 

 ●  Introduction and the need for intellectual property right (IPR) - Kinds of 

 Intellectual Property Rights: Patent, Copyright, 

 Unit 2  Patent Act 1970 

 ●  Concept & History of Patent in India 

 ●  Essential features of Patents 

 ●  Specifications 

 ●  Patent in addition 

 ●  Non-Patentable Inventions 

 ●  Types of Patents to be issued. 

 ●  Registration Procedure, Rights and Duties of Patentee, 

 ●  Assignment and license, Restoration of lapsed Patents, Surrender and 

 ●  Revocation of Patents, Infringement, Remedies & Penalties - Patent 

 ●  office and Appellate Board 

 Unit 3  Infringement of Patents, remedies 
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 ●  Concept of Infringement 

 ●  Remedies available in cases of infringer 

 ●  Defences available in case of infringement of Patents 

 ●  Controller & his powers 

 ●  IP Appellate Board 

 Unit 4  Trademark Act 1999 

 ●  Concept of Trademark 

 ●  Functions and Utility of a trademark 

 ●  Different  kinds  of  marks  (brand  names,  logos,  signatures,  symbols,  well  known 

 marks, certification marks and service marks) 

 ●  Non-Registrable Trademarks - Registration of Trademarks 

 ●  Rights of holder and assignment and licensing of marks 

 ●  Infringement, Remedies & Penalties - Trademarks registry and appellate board 

 Unit 5  Registration, Infringement, Piracy & Passing Off 

 ●  Registration procedure of trademark & industrial design 

 ●  Infringement & remedies for infringement 

 ●  Piracy of registered design 

 ●  Passing off remedy for unregistered trademark & design 

 ●  Functions 

 ●  GATT & GATS 

 ●  Assignment & licensing provisions 

 Unit 6  International Perspective of Intellectual Property & its impact on India 

 ●  UCC, Berne Convention 

 ●  PCT, Paris Convention 
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 Unit 7  Design: meaning and concept of novel and original 

 ●  Procedure for registration, effect of registration and term of protection 

 ●  Plant Variety Protection Plant variety protection: meaning and benefit sharing 

 and farmers’ rights – Procedure for registration, effect of registration and term 

 of protection 

 ●  Layout Design Protection Layout Design protection: meaning – Procedure for 

 registration, effect of registration and term of protection 

 Unit 8  Law relating to Geographical indications and trade secret 

 ●  Concept of Trade secrets. 

 ●  Position of trade secret in India and reasons for its non-development. 

 ●  Concept of Geographical indications. 

 ●  Infringement and Remedies 

 Unit 9  Nature of Copyright 

 ●  Subject matter of copyright: original literary, dramatic, musical, artistic works; 

 cinematograph films 

 Unit 10  Ownership Of Copyright 

 ●  Ownership of copyright, Assignment and licence of copyright - Infringement, 

 Remedies & Penalties – Related Rights - Distinction between related rights and 

 copyrights 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
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 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Kanika Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Nithyananda,  K  V.  (2019).  Intellectual  Property  Rights:  Protection  and  Management.  India, 

 IN: Cengage Learning India Private Limited. 

 Recommended Readings 

 ●  Neeraj,  P.,  &  Khusdeep,  D.  (2014).  Intellectual  Property  Rights.  India,  IN:  PHI  learning 

 Private Limited. 

 ●  Ahuja, V K. (2017). Law relating to Intellectual Property Rights. India, IN: Lexis Nexis. 

 ●  Subramanian,  N.,  &  Sundararaman,  M.  (2018).  Intellectual  Property  Rights  –  An  Overview. 

 Retrieved from  http://www.bdu.ac.in/cells/ipr/docs/ipr-eng-ebook.pdf 

 ●  World  Intellectual  Property  Organization.  (2004).  WIPO  Intellectual  property  Handbook. 

 Retrieved  fromhttps://www.wipo.int/edocs/pubdocs/en/intproperty/489/wipo_pub 

 _489.pdf 
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 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1253 PRIVATE EQUITY AND VENTURE CAPITAL 

 1. 1. Factual information 

 Course title  Private equity and venture capital 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  would  help  to  understand  about  how  the  funds  could  be  better  managed  besides 

 gaining  the  knowledge  about  the  basics  and  the  advance  level  of  finance  through  various 

 methods.  While  going  through  the  course,  due  care  has  been  taken  care  for  the  learning  of  the 

 same.  The  learners  would  be  able  to  develop  the  core  skills  regarding  the  investments  and  the 

 earnings.  They  would  be  able  to  learn  about  various  sources  of  investments  like  equities, 

 debentures  etc.  meaning  of  private  equity,  its  usage  and  importance  has  also  been  explained 

 comprehensively.  How  returns  on  equities  can  be  calculated  would  be  taken  into  consideration. 

 Further,  due  care  has  been  taken  to  understand  about  the  latest  developments  happening  in  the 

 economy,  so  that  the  learners  would  be  able  to  cope  and  challenge  themselves  in  the  competitive 

 environment.  How  the  funds  should  be  invested,  how  the  projects  should  be  selected,  various 

 methods  have  been  used.  This  course  is  important  from  the  financial  perspective  of  investors  and 

 the  learners,  how  they  would  be  able  to  achieve  the  practical  exposure  happening  in  the 

 environment.  The  learners  would  be  able  to  analyse  data  analytics  and  the  handling  of  the 

 projects. 
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 3. Aims of the course 

 The aim of this course is to let the learners learn about the practical exposures of the financial 

 system prevailing. To learn about the financial implications about the market that affects the 

 investment of the investors. The learner would be trained for the practical exposures. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.A1  understand about the various aspects of financing and investing 

 MLO.A2  gather  deep  knowledge  about  the  functioning  of  various  methods 

 of finance planning at macro level 

 MLO.A3  understand  about  the  various  ways  through  which  safe  and  long 

 term savings can be done 

 MLO.A4  use  the  practical  implications  of  the  formulae  and  tables  in  their 

 practical life 

 PA1 

 PA3 

 PA4 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.B1  rationally  assess  the  theoretical  and  the  practical  differences  of  the 

 course being taught 

 MLO.B2  apply the course being taught practically 

 MLO.B3  evaluate  the  management  of  the  investment  opportunities  at 

 individual level as well as gross level 

 MLO.B4  develop  various  alternatives  through  which  planning  can  be  done 

 and analysed 

 MLO.B5  understand  the  correct  use  of  the  payments  and  the  receivables 

 and its management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learner will be able to 

 MLO.C1  develop  the  analytical  skills  of  the  firm  with  the  use  of  latest 

 technology 

 MLO.C2  evaluation of the projects by testing through different methods 

 MLO.C3  understand  the  implications  of  the  financial  markets  in  financial 

 statements 

 MLO.C4  learn the planning regarding the financial transactions 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1  make the financial analysis more comprehensively 

 MLO.D2  clear analytics of the planning regarding the finances 

 MLO.D3  analyse the inter-firm and intra-firm comparisons 

 PD2 

 7. Course Content: 

 Unit 1  Equity securities 

 ●  Types of equity securities 

 ●  Issuance of securities 

 ●  International investing 

 Unit 2  Functioning and organization of securities market 

 ●  Financial markets concept 

 ●  Types of financial markets 

 ●  Primary markets 
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 ●  Players of primary markets 

 ●  Secondary market 

 ●  Exchange markets 

 ●  Over the counter markets 

 ●  Electronic markets/exchanges 

 Unit 3  Bull and bear market 

 ●  Stock price/quotes 

 ●  Types of order 

 ●  Types of traders 

 ●  Margin trading 

 ●  Short sales 

 ●  Clearing procedures 

 ●  Types of costs 

 ●  Stock market indicator series 

 ●  Broad market versus specialized markets 

 Unit 4  Risk return models 

 ●  Measuring rate of returns 

 ●  Ex post return 

 ●  Ex ante return 

 ●  Practical implications 

 ●  Expected return of a portfolio securities 

 ●  Risk return models – single factor models, multi factor models 

 ●  Capital asset pricing model 

 ●  Arbitrage model theory 

 ●  Limitations of risk management for the equity analyst 

 Unit 5  Analysis of world security markets 

 ●  Global economy – demand and supply shocks 

 ●  Inflation and exchange rates 

 ●  Correlation among stock index return 

 ●  Global sector indexes -  macro economic analysis 

 ●  Cross sector analysis 

 Unit 6  Industry analysis 

 ●  Characteristics of industry analysis 

 ●  Industry lifecycle 

 ●  Business cycle analysis 

 ●  Effect of structural economic conditions on various industries 

 ●  Analysis of competitive environment 

 ●  Relative company returns 

 ●  Forecasting techniques for the company in the sector 
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 ●  Valuation 

 ●  Global industry analysis 

 Unit 7  Company analysis 

 ●  Features of the company 

 ●  Historical financial performance 

 ●  Segmental reporting 

 ●  Inventory, debtors and creditors 

 ●  Depreciation and amortization 

 ●  Estimating the capitalization rate 

 ●  Growth analysis and measurement 

 ●  Disaggregation of return on assets and return on equity 

 ●  Competitive strategy analysis for companies 

 ●  Approaches to equity valuation 

 ●  Measures of relative values 

 ●  Quantitative analysis 

 ●  Value added concept 

 Unit 8  Special application of fundamental analysis 

 ●  Analysis of corporate restructuring events 

 ●  Rationale for mergers 

 ●  Leveraged buyouts 

 ●  Management buyouts 

 ●  Divestitures 

 ●  Strategic alliances 

 ●  Tracking shocks 

 ●  Joint ventures 

 ●  Spin offs, split ups 

 ●  Holding company formation 

 ●  Valuation of corporate restructuring – EPS Analysis, ADV Method etc. 

 Unit 9  Technical analysis 

 ●  Supply and demand 

 ●  Concept of technical analysis 

 ●  Technical trading rules 

 ●  Indicators and theories 

 ●  The Dow theory 

 ●  Charting 

 ●  Turning points 

 ●  Trend lines 

 ●  Advanced technical tools 

 ●  Pitfalls in interpretation of charts 
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 Unit 10  Theory of valuation 

 ●  Stream of expected returns 

 ●  Discount rate determinants 

 ●  Investment decision process 

 ●  Role of market efficiency 

 ●  Description of tests of EMH 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr. Anupama 

 10. Bibliography 

 Essential Reading 

 ●  Security  analysis  and  portfolio  management,  Donald  E.Fisher,  Ronald  J.  JordanEquity 

 valuation 

 Recommended Readings 

 ●  Measuring  the  level  and  risk  of  corporate  responsibility  –  An  empirical  comparison  of 

 different ESG rating approaches 

 ●  Gregor  Dorfleitner, Gerhard  Halbritter & Mai  Nguyen   Virtual  currency,  tangible  return: 

 Portfolio diversification with bitcoin 

 ●  Marie Brière, Kim Oosterlinck & Ariane Szafarz 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1254 ENTREPRENEURSHIP AND SOCIAL INNOVATION 

 1. Factual information 

 Course title  Entrepreneurship and Social Innovation 

 Course tutor  Dr. Poonam  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 240 



 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  explores  the  concept  of  entrepreneurship,  approaches  to  entrepreneurship  and 

 identifies  the  skills  and  competencies  of  an  entrepreneur.  The  learners  will  be  able  to  apply  the 

 knowledge  from  the  unit  to  diagnose  and  explore  new  opportunities,  create  solutions  for 

 unconventional  problems,  and  produce  goods  and  services  for  society.  Important  paradoxes  will 

 be  discussed  with  the  learners,  and  they  will  be  encouraged  to  understand  how  human  ingenuity 

 converts  to  businesses  that  can  have  positive  and  negative  consequences.  Multiple  examples  from 

 various  industries  will  be  provided  to  students  to  understand  how  entrepreneurial  ventures  can 

 create economic, social and sustainability benefits. 

 3. Aims of the course 

 The  unit  aims  to  provide  evidence-based  learning  to  learners  wherein  they  will  be  able  to 

 understand,  plan  and  strategies  an  entrepreneurial  venture.  The  unit  encourages  the  learners  to 

 explore  how  entrepreneurs  grow  and  flourish  in  business  and  social  contexts.  The  course  will  help 

 the  learners  deconstruct  knowledge  and  lessons  from  various  disciplines  and  further  apply  it  to 

 make  recommendations  for  social  innovation  and  entrepreneurship  in  a  given  organisational 

 context.  After  completing  the  course,  the  learners  will  be  able  to  design,  formulate  and  present  a 

 business  plan  for  a  business  venture  based  on  robust  entrepreneurial  propositions  and  social 

 innovation. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  fundamentals  of  entrepreneurship  and  social 

 innovation  and  apply  them  to  interpret  the  steps  of  a  successful 

 entrepreneurial venture 

 MLO.A2  understand  approaches  to  entrepreneurship  and  developing 

 socially viable proposals 

 MLO.A3  critically  interrogate  and  evaluate  the  literature  on 

 entrepreneurship  and  strategically  apply  it  to  contemporary  business 

 challenges 

 MLO.A4  appraise  and  implement  the  design  thinking  tools  for 

 entrepreneurial  ventures  and  explore  the  practical  application  of 

 prototyping 

 MLO.A5 develop and present a business plan grounded in social innovation 

 PA1 

 PA2 

 PA3 

 PA4 

 PA6 

 PA7 

 243 



 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  entrepreneurial  opportunities  to  launch  a  socially 

 viable product or service. 

 MLO.B2 think critically to respond to non-programmed problems 

 MLO.B3 select and analyse information to launch a new business venture 

 MLO.B4  prepare  and  evaluate  new  social  innovations  and  mobilise  ideas  into 

 ventures 

 MLO.B5  securing  and  evaluating  financial  resources  for  new  business 

 ventures 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 analyse and evaluate complex problems 

 MLO.C2 propose solutions to unique problems and fulfil customer needs 

 MLO.C3  communicate  and  work  effectively  with  people  from  diverse 

 backgrounds and be able to reflect on their own practices 

 PC4 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  identify  ideas  and  launch  entrepreneurial  ventures  to  satisfy 

 unfulfilled needs. 

 MLO.D2 identify sources of finance for an entrepreneurial venture. 

 MLO.D3 apply design thinking tools to the entrepreneurial ventures 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to the concept of Entrepreneurship 

 ●  Introduction to the Course 

 ●  Introduction - Meaning of Entrepreneurship 

 ●  Defining Entrepreneurs 

 ●  History of Entrepreneurship 

 ●  Theoretical Approaches to Entrepreneurship 

 ●  Types of Entrepreneurs 

 Unit 2  Developing an Entrepreneurial Mindset 

 ●  Foundation of the Entrepreneurial mindset 

 ●  Entrepreneurial Cognition 

 ●  Developing Entrepreneurial Capabilities 

 ●  Developing an Entrepreneurial Career 

 ●  Understanding the Dark Side of Entrepreneurship 

 Unit 3  Social Entrepreneurship 

 ●  Concept of Social Entrepreneurship 

 ●  Background and Context of Social Entrepreneurship 

 ●  Personality of Social Entrepreneurs 

 ●  Business Models in Social Entrepreneurship 

 ●  Impact of Social Entrepreneurship on Society 

 ●  Ethical Entrepreneurship 

 Unit 4  Initiating Entrepreneurial Ventures 

 ●  Understanding Entrepreneurship Pathways 

 ●  Bootstrapping and minipreneurship 

 ●  Disruptive Venture 

 ●  Acquisition of an established venture 
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 ●  Family Business 

 ●  The Entrepreneurial Organisation 

 ●  Intrapreneurial Organisation 

 Unit 5  Identifying Innovative Ideas 

 ●  Entrepreneurial Imagination and Creativity 

 ●  Theories and Sources of Opportunity 

 ●  Identifying Opportunities 

 ●  Gauging ideas that are not opportunities 

 ●  Design Thinking for Entrepreneurial Ventures 

 ●  Approach to Design Thinking 

 ●  Design Thinking Approaches 

 ●  Design Thinking Tools 

 Unit 6  Lean Entrepreneurship & Understanding Customer Needs 

 ●  Bringing Opportunities to Life 

 ●  Pretotyping 

 ●  Developing minimum viable products 

 ●  Hypothesis-driven entrepreneurship & Validation 

 ●  Methods of Experimental Validation 

 ●  Pivots & Types of Pivots 

 Unit 7  Lean Marketing & Business Model Design 

 ●  Experimenting with marketing and modelling 

 ●  Lean Marketing 

 ●  Lean Business Modelling 

 ●  The logic of value creation 

 ●  Canvas for Business Modeling 

 ●  Forces outside your lean canvas 

 Unit 8  Strategic Entrepreneurial Growth 

 ●  Uncertainty and growth: key drivers of strategic planning 

 ●  Strategy, venture development and growth 

 ●  Managing entrepreneurial growth 

 ●  Going global for growth 

 ●  Preparing to go global 

 ●  Growth opportunities 

 Unit 9  Legal and Regulatory Challenges 

 ●  Legal and Regulatory Challenges 

 ●  Intellectual property protection 

 ●  Identifying legal structures for entrepreneurial ventures 

 ●  Insolvency and Bankruptcy 

 Unit 10  Sources of Finance and Financial Performance for Entrepreneurial Ventures 
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 ●  Sources of Financial Capital 

 ●  Debt, Equity and the Venture Capital Market 

 ●  Starting up with informal investors 

 ●  New forms of entrepreneurial capital 

 ●  Understanding financial statements 

 ●  Preparing financial budgets 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
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 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Poonam 

 10. Bibliography 

 Essential Reading 

 ●  Frederick,  H,  O’Connor,  A  &  Kuratko,  D  2018,  ‘The  entrepreneurial  mindset:  cognition  and 

 career’,  Entrepreneurship:  Theory,  Process,  Practice,  5th  edn,  Cengage  Learning  Australia, 

 South Melbourne 

 ●  Portales,  L  2019,  Social  Innovation  and  Social  Entrepreneurship  ,  Springer  International 

 Publishing, Cham. 

 Recommended Readings 

 ●  Schillo,  RS,  Persaud,  A  &  Jin,  M  2016,  ‘Entrepreneurial  readiness  in  the  context  of  national 

 systems  of  entrepreneurship’,  Small  Business  Economics,  vol.  46,  no.  4,  Springer,  New  York, 

 pp.  619–637,  viewed 

 <https://search.ebscohost.com/login.aspx?direct=true&site=eds-live&db=edselc&AN=eds 

 elc.2-52.0-84958772106&authtype=shib&custid=s1145751>. ISSN: 15730913 

 ●  Müller,  GF  &  Gappisch,  C  2005,  ‘Personality  types  of  entrepreneurs’,  Psychological  Reports, 

 vol.  96,  no.  3,  Psychological  Reports,  pp.  737–746,  viewed 

 <https://go.openathens.net/redirector/vu.edu.au?url=https%3A%2F%2Fjournals.sagepub. 

 com%2Fdoi%2F10.2466%2Fpr0.96.3.737-746>. ISSN: 1558-691X 

 ●  Canon  Australia  2019,  ‘How  to  apply  lean  startup  principles  to  your  enterprise’,  Canon, 

 Canon  Australia,  viewed  8  August  2016, 

 <https://www.canon.com.au/businessinsights/how-to-apply-lean-startup-principles-to-yo 

 ur-enterprise>. 

 ●  Mason,  C  &  Stark,  M  2004,  ‘What  do  investors  look  for  in  a  business  plan:  a  comparison  of 

 the  investment  criteria  of  bankers,  venture  capitalists  and  business  angels’,  International 

 small  business  journal,  vol.  22,  no.  3,  Sage,  pp.  227–248,  viewed 

 <https://go.openathens.net/redirector/vu.edu.au?url=https%3A%2F%2Fjournals.sagepub. 

 com%2Fdoi%2Fpdf%2F10.1177%2F0266242604042377>. ISSN: 0266-2426 
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 ●  CB  Insights  2018,  ‘From  Instagram  to  slack:  9  successful  startup  pivots’,  CB  Insights,  CB 

 Information  Services,  viewed  18  July  2019, 

 <https://www.cbinsights.com/research/startup-pivot-success-stories/>. 

 ●  Frederick,  H,  Kuratko,  DF  &  O’Connor,  A  2018a,  ‘Design  thinking  for  entrepreneurial 

 ventures’,  Entrepreneurship:  theory,  process,  practice,  5th  Asia  Pacific,  Cengage  Learning, 

 South Melbourne, pp. 183–220. ISBN: 9780170286145 

 ●  Darnihamedani,  P,  Block,  JH,  Hessels,  J  &  Simonyan,  A  2018,  ‘Taxes,  start-up  costs,  and 

 innovative entrepreneurship’, Small Business Economics, vol. 51, no. 2, pp. 355–369. 

 ●  Phillips,  W,  Lee,  H,  Ghobadian,  A,  O'Regan,  N  &  James,  P  2014,  'Social  Innovation  and 

 Social Entrepreneurship', Group & Organization Management, vol. 40, no. 3, pp. 428–461. 

 ●  Lettice,  F  &  Parekh,  M  2010,  'The  social  innovation  process:  themes,  challenges  and 

 implications  for  practice',  International  Journal  of  Technology  Management,  vol.  51,  no.  1, 

 p. 139. 

 ●  Grimm,  R,  Fox,  C,  Baines,  S  &  Albertson,  K  2013,  ‘Social  innovation,  an  answer  to 

 contemporary  societal  challenges?  Locating  the  concept  in  theory  and 

 practice’, Innovation:  The  European  Journal  of  Social  Science  Research,  vol.  26,  no.  4,  pp. 

 436–455. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re) Validation 

 Area amended  Details  Date Central Quality informed 

 1255 INTERNATIONAL LOGISTICS 

 1. Factual information 

 Course title  International Logistics 
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 Course tutor  Dr Romil Kumar  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  has  been  designed  to  appraise  learners  with  theoretical  and  practical  managerial 

 aspects  prevailing  in  the  corporate  world.  The  learners  will  be  able  to  understand  as  to  how 

 decision  makers  use  international  logistics  to  formulate  and  solve  business  problems  and  to 

 support  Information  System  based  decision  making.  The  students  are  expected  to  review  the 

 course  readings  and  the  indicated  portion  of  the  prescribed  text  for  class  discussions  prior  to 

 attending each session. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  introduce  learners  the  concept  of  international  logistics  and  its  usage 

 in  decision  making  in  solving  business  issues  and  real  time  challenges.  The  concepts  of  business 

 analytics  will  help  learners  to  develop  skill  in  taking  strategic  business  decisions.  The  contents  of 

 the  course  aim  to  understand  learners  the  aspects  of  various  types  of  business  analytic  tools  to 

 enhance  their  decision-making  skill  in  resolving  the  real  time  issues  and  also  in  increasing  the 

 qualitative & quantitative performance and cost effectiveness of the project. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  understand  the  importance  of  planning  and  information  so  that 

 warehouse  staff  must  continuously  update  information  systems  so  that 

 everyone can see stock availability 

 MLO.A2 identify and prioritize threats to information assets 

 MLO.A3  recognize  to  save  hugely  on  costs  and  ensure  that  production 

 continues without interruption 

 MLO.A4 understand various types of Analytics and its significance 

 PA1 

 PA2 

 PA3 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1 critically assess how decision makers use business Logistics 

 MLO.B2  Recognize  to  save  hugely  on  costs  and  ensure  that  production 

 continues without interruption 

 MLO.B3  select  and  analyse  critically  assess  how  to  reduce  waste  wherever 

 possible 

 MLO.B4 evaluate organisation structures for the project 

 MLO.B5 prepare and evaluate Applications of business analytics 

 MLO.B6  analyse  various  performance  options  select  and  improve  the 

 Implement the best supply chain design for your organization 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.C1  understand  and  implement  various  technologies  which  help  in 

 successful analytics-based decision making 

 MLO.C2  comprehend  the  importance  of  various  types  of  analytics  with  an 

 understanding  of  how  they  are  utilized  in  various  organizations  and  global 

 enterprises for various domains 

 MLO.C3  become  familiar  with  the  processes  needed  to  develop,  report,  and 

 analyse business data 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.D1  understand  the  evolution  and  basic  principle  to  Implement  the  best 

 supply chain design 

 MLO.D2  recognize  when  information  is  needed  and  how  to  use  it  for  decision 

 making 

 MLO.D3  able  to  go  through  large  amounts  of  data  and  locate  specific  pieces 

 of information to use their findings for organizational benefits 

 PD2 

 PD6 
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 7. Course Content: 

 Unit 1  Global Issues In SCM 

 ●  Manufacturing and Integrated Planning 

 ●  Business Models and Sourcing Overview 

 ●  Supply Chain Value and Processes 

 ●  Advanced Planning and Scheduling (APS) Overview 

 ●  Forecasting and Woodmere Case 

 Unit 2  Supply Chain Alliances 

 ●  Strategic Alliances 

 ●  supply-chain related partnerships 

 ●  Third-part logistics (3PL) 

 ●  Retailer-supplier partnership (RSP) 

 ●  Procurement and outsourcing 

 ●  Lower Total Costs 

 ●  Reduced Time to Market 

 ●  Improve Quality: 

 ●  Improve Technology Flow from Suppliers 

 ●  Improved Continuity of Supply 

 Unit 3  Outsourcing procurement &supply contacts 

 ●  Supply Chain Design 

 ●  Operational, Financial, and Performance Measurement 

 ●  Supply Chain Outsourcing and Spares 

 ●  Supply Chain Organization and Trends 

 ●  Electronic Sourcing 

 Unit 4  Risk management in International SCM 

 ●  Risk Management and Global Sourcing 

 ●  Supplier Performance Management and Cost Management 

 ●  Negotiations, Legal Issues and Ethics 

 ●  Category Management 

 ●  Supplier Evaluation and Selection 

 ●  Organizational Structure and the Purchasing Process 

 Unit 5  Logistics’ Role in 21st Century Supply Chains 

 ●  Customer Relationship Management and Logistics Outsourcing 

 ●  Order Management and RFID Applications in Supply Chain 

 ●  Inventory Management and the Financial Implications of Inventory 

 ●  Warehouse Management I 

 ●  Warehouse Management II 
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 Unit 6  Planning and control of supply and demand 

 ●  Demand forecasting: quantitative techniques 

 ●  Demand forecasting applications 

 ●  Network Design – System Integration 

 ●  Transportation 

 Unit 7  Supply Chain Globalisation 

 ●  Inventory, Transportation, and Warehousing 

 ●  Supply Chain Design 

 ●  Operational, Financial, and Performance Measurement 

 ●  Supply Chain Risk Management 

 Unit 8  Supply Chain Outsourcing 

 ●  Supply Chain Organisation and Trends 

 ●  Logistics’ Role in 21st Century Supply Chains 

 ●  Order Management and RFID Applications in Supply Chain 

 ●  Inventory Management and the Financial Implications of Inventory 

 Unit 9  Supply Chain Value and Processes 

 ●  Customer Service Overview 

 ●  Business Models and Sourcing Overview 

 ●  Manufacturing and Integrated Planning 

 ●  Forecasting and Woodmere Case 

 ●  Advanced Planning and Scheduling (APS) Overview 
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 Unit 10  Performance measurement of SCM 

 ●  Indicators 

 ●  Standardisation 

 ●  The Push- Pull boundary 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
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 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Romil Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Shaw,  “G-P  Forges  Strong  Customer  Bonds  Using  Supply  Chain  Expertise,  Innovative 

 Marketing,” Pulp & Paper, October 77:10 (2003), 26-30. 

 ●  Bolton,  “Effective  Demand  Management  –  Are  you  limiting  the  performance  of 

 your own supply chain?” Strategic Supply Chain Alignment, pp. 138-156. 

 Recommended Readings 

 ●  Rice  and  Hoppe,  “Supply  Chain  vs.  Supply  Chain  –  the  Hype  &  the  Reality,”  Supply 

 Chain Management Review, 79:9-10 (2001), pp. 46-54. 

 ●  Ayers,  “Costs  –  Getting  to  the  Root  Causes,”  Supply  Chain  Management  Review, 

 November/December 2003, 24-30. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1256 SUPPLY CHAIN MODELLING AND DESIGN 

1. Factual information 

 Course title  Supply Chain Modelling and Design 

 Course tutor  Dr Romil Kumar  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  is  an  introduction  to  the  problems  underlying  the  design  and  operation  of 

 contemporary  supply  chains,  with  a  special  emphasis  on  the  logistical  issues  relating  to  the 
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 2. Rationale for the course and its links with other courses 

 material  and  the  information  flow  in  these  systems.  A  detailed  analysis  of  the  operations  taking 

 place  in  contemporary  supply  chains,  and  of  the  underlying  design,  planning  and  control  problems 

 is  being  explained  in  this  course.  It  helps  to  work  with  the  mathematical  models  and  techniques 

 that  can  support  the  systematic  analysis  of  the  identified  problems.  It  helps  with  the  basic 

 computational  tools  that  can  support  the  implementation  of  the  presented  analytical 

 methodologies (mainly through the homework assignments). 

 3. Aims of the course 

 This  course  focuses  on  the  application  of  analytical  techniques  for  determining  effective  solutions 

 to  problems  associated  with  supply  networks  considering  the  constraints  of  demand  and  supply. 

 The  objectives  of  the  course  are  to  understand  the  nature  of  supply  networks,  goal  of  supply 

 networks  and  explain  the  impact  of  analytics-based  supply  chain  decisions  on  the  success  of  a 

 firm.  The  coverage  includes  key  metrics  that  track  the  performance  of  the  supply  network  in  terms 

 of  each  driver,  identification  of  the  key  factors  to  be  considered  when  designing  a  distribution 

 network and use of analytical techniques for developing a framework for network design. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  identify  and  prioritize  lowest  supply  cost,  on-time  delivery  and  an 

 ability to cope with disruption. 

 MLO.A2 identify and prioritize What to produce. Market identification. 

 MLO.A3  define  a  synchronise  supply  with  demand  and  measure 

 performance. 

 MLO.A4  understand  create  value,  build  a  competitive  infrastructure, 

 leverage worldwide logistics 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  critically  assess  coordination  of  geographically-distributed 

 independent companies 

 MLO.B2 apply synchronization of interrelated business processes 

 MLO.B3 select and analyse operation as a whole unit 

 MLO.B4 evaluate Achievement of overall value-adding performance 

 MLO.B5  prepare  and  evaluate  fulfil  demand,  drive  customer  value,  improve 

 responsiveness, facilitate financial success and build a good network 

 MLO.B6  analyse  faster  delivery,  Higher  efficiency,  and  an  accelerated  cash 

 flow 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.C1  understand  and  implement  various  Suppliers’  supplier  to  customers’ 

 customer scope 

 MLO.C2  comprehend  the  importance  of  various  types  of  Strategic,  tactical, 

 and operational scale 

 MLO.C3 familiar with the Materials, information, and cash flows context 

 PC4 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.D1 Understand the evolution set of objectives and constraints 

 MLO.D2 Recognize SCM is the creation of value 

 MLO.D3  Be  able  to  go  through  planning  in  optimal  way  when  more  than  one 

 company are involved 

 PD1 

 PD2 

 7. Course Content: 

 Unit 1  Supply Chain Management Overview 
 ●  Building Blocks of SCM 

 ●  SCM and relation to strategy 

 ●  Origins of SCM 

 ●   Supply Chain Structure and Operations 

 Unit 2  Supply Chain Analysis 
 ●  Process modelling concepts 

 ●  Performance management 

 ●  Inventory Analysis 

 ●  Facility-related problems 

 ●  Transportation-related issues and models 
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 Unit 3  Supply Chain Types 

 ●  Functional Attributes of Supply Chain 

 ●  Structural Attributes of Supply Chain 

 ●  Industry Examples of Supply Chain types 

 ●  Information Technology issues and Supply Chain Coordination 

 Unit 4  SCM Modelling 

 ●  Network Design 

 ●  Facilities Design 

 ●  Modelling of demand 

 ●  Inventory Positioning 

 ●  E-Business models and issues 

 Unit 5  Market characterization 

 ●  the  role  of  (demand)  forecasting  in  SCM  and  the  prevailing  forecasting 

 techniques 

 ●   The  primary  levers  of  Supply  Chain  Strategy:  The  major  role  of  Facilities, 

 Transportation, Inventory and Information 

 ●  Supply Chain Structure and Operations 

 ●  Linking Supply Chain Management (SCM) to Corporate Strategy 

 Unit 6  A  Small-scale  Supply  Chain  Competition  Problem:  Model  and  Analysis  Continued) 

 Facility Location Problem Branch-Bound Algorithm 

 ●  Branch-Bound Algorithm 

 ●  Facility Location Problem 

 ●  Supply Chain Disruption Problem 

 ●  Integrated Supply Chain Design Problem 

 ●  Lagrangian Relaxation 

 ●  Integrated Production and Distribution Scheduling Problem 

 ●  Network Flow Modelling 

 ●  Error Bound and Worst-Case Analysis 

 ●  Supply Chain Contract and Information Sharing 

 Unit 7  Decisions and performance measures in supply chain 

 ●  Analytics in supply chain 

 ●  Analytics framework based on SCOR Model 

 ●  Design options for distribution network 
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 Unit 8  Supply Chain Performance 

 ●  Product Design and Supply Chain Management 

 ●  Design for logistics 

 ●  Concurrent and parallel processing 

 Unit 9  Performance measurement of SCM 

 ●  Indicators 

 ●  Standardisation 

 ●  The push-pull boundary 

 Unit 10  Supply Chain Value and Processes: 

 ●  Customer Service Overview 

 ●  Business Models and Sourcing Overview 

 ●  Manufacturing and Integrated Planning 

 ●  Forecasting and Woodmere Case 

 ●  Advanced Planning and Scheduling (APS) Overview 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 
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 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Romil Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Rudzki,  “The  Advantages  of  Partnering,”  Supply  Chain  Management  Review,  March 

 (2004), p. 44-51 

 ●  Douglas  M.  Lambert  and  A.  M.  Knemeyer,  “We’re  in  This  Together”,  Harvard 

 Business Review, Dec. (2004), pp. 3-11. 

 ●  Hammer,  “The  Super-efficient  Company,  Harvard  Business  Review,  79:9  (2001),  pp. 

 82-91. 

 Recommended Readings 

 ●  Ayers,  “Costs  –  Getting  to  the  Root  Causes,”  Supply  Chain  Management  Review, 

 November/December 2003, 24-30. 

 ●  Shaw,  “G-P  Forges  Strong  Customer  Bonds  Using  Supply  Chain  Expertise,  Innovative 

 Marketing,” Pulp & Paper, October 77:10 (2003), 26-30. 

 ●  Chris  Norek,  “When  and  Why  are  Supply  Chain  Technology  Dreams  Dashed?” 

 Logistics Quarterly, 2:4 (October 2005): 29-31. 

 ●  S.  Chopra  and  P.  Meindl,  Supply  Chaim  Management:  Strategy,  Planning  and 

 Operation, Prentice Hall, 2001. 

 ●  Business News 
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 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 
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 1257 PROCUREMENT, DISTRIBUTION & FRIEGHT LOGISTICS 

1. Factual information 

 Course title  Procurement, Distribution & Freight logistics 

 Course tutor  Dr. Anupama  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  is  all  about  the  operations  of  a  manufacturing  firm.  How  the  companies  operate  and 

 manufacture  their  business,  their  production  and  distribution  can  be  learnt  by  the  learners. 

 Learners  would  also  be  able  to  understand  the  updated  and  upcoming  technologies  and  the 

 techniques  that  are  being  used  in  the  organization.  The  motive  behind  this  course  is  to  make  the 

 learners  aware  about  the  current  aspects  in  any  manufacturing  firm.  Such  operations  are  different 

 from  the  production  can  also  be  learnt  in  this  course.  Operations  now  –  a  –  days  are  increasing 

 and  spreading  its  popularity  very  fast.  In  order  to  create  the  job  opportunities  this  would  help  in  a 

 pivotal role. 

 3. Aims of the course 

 The course aims to: 

 ●  Learn about the operations of the operations organization. 

 ●  Understand  the  key  concepts  that  a  firm  needs  to  perform  for  running  a  successful 

 business. 

 ●  Analyze and compare the volatility of changes that are coming in the firms frequently. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 
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 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  make  the  learners  learn  about  the  frequently  used  techniques  in 

 the organization 

 MLO.A2 help the organization also to find the skilled talent 

 MLO.A3 clear the concepts of manufacturing through various techniques 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1 clear the concepts in comprehensive manner 

 MLO.B2 analyze and understand the needs of the organization 

 MLO.B3 learn the various concepts that are used widely in the organization 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  understand  the  practical  usage  of  the  concepts  that  are  to  be  learnt 

 during the curriculum 

 MLO.C2 learn the professional usage of the syllabus 

 MLO.C3 analyze the operational skills of the learners 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  to  make  the  learners  ready  for  the  exposure  that  they  are  going  to 

 face in the corporate world 

 MLO.D2  to  make  learners  learn  about  different  methods  that  are  used  in 

 transportation, SCM etc. 

 MLO.D3  understand  the  challenges  that  the  organization  is  facing  in  today’s 

 competitive era 

 PD1 

 PD6 

 7. Course Content: 

 Unit 1  Introduction 

 ●  meaning of operations 

 ●  nature and scope POM 

 ●  significance of POM 

 ●  difference between production and operations 

 ●  Types of production 

 ●  relationship of production department with other departments 

 ●  challenges for the emergence of the operations firm 

 Unit 2  Production, planning  control 

 ●  importance of planning in production 

 ●  importance of control in production and operations 

 ●  process of controlling 

 ●  planning for production plan 

 ●  effectiveness and efficiency in production and operations 

 ●  methods for effective production 
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 ●  Job sequencing 

 Unit 3  Emergence of production and operations firm 

 ●  need and importance of production firms 

 ●  PLC of production of products 

 ●  product development process 

 ●  introduction of new product in markets 

 ●  survey of products 

 Unit 4  Inventory management 

 ●  meaning and types of inventory 

 ●  importance of inventory in an organization 

 ●  techniques of inventory management 

 ●  EOQ 

 ●  types of costs 

 ●  assumptions 

 Unit 5  Maintenance management 

 ●  routine inspection 

 ●  preventive maintenance 

 ●  predictive maintenance 

 ●  corrective maintenance 

 ●  breakdown maintenance 

 ●  planned shutdown 

 ●  group replacement policy[including and excluding time value] 

 Unit 6  Facility, location and layout 

 ●  meaning of facility 

 ●  need and significance of facilities 

 ●  factors affecting facility 

 ●  difference between location and layout 

 ●  factors affecting location and layout 

 ●  types of layout 
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 ●  suitability of type so layout 

 ●  merits and demerits 

 Unit 7  Transportation and logistics 

 ●  meaning of transportation and logistics 

 ●  difference between logistics, transportation and SCM 

 ●  modes of transportation, usage 

 ●  transportation and warehouse problems 

 ●  types of warehouse 

 ●  need of warehouse according to suitability 

 Unit 8  Supply chain management 

 ●  meaning and need of SCM 

 ●  significance of SCM in organization 

 ●  process of SCM 

 ●  implication of SCM 

 ●  business process integration 

 ●  procurement process 

 ●  purchase process, product development and commercialization 

 ●  theories of supply chain management 

 Unit 9  Materials requirement planning 

 ●  meaning and need of MRP 

 ●  scope of MRP, 

 ●  MRP numerical 

 ●  bill of materials 

 ●  MRP II 

 ●  meaning and scope 

 ●  Significance 

 ●  practical implications 

 ●  difference between MRP I and MRP II 

 Unit 10  Case laws 
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 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Anupama 
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 10. Bibliography 

 Essential Reading 
 ●  Managing supply chain operations, Lei Lei, Leonardo Decandia, Rosa Oppenheim. 

 Recommended Readings 
 ●  Operations Management: A Research Overview 

 ●  Michael  Andrew  Lewis,  University  of  Bath,  An  Analysis  of  the  Effect  of  Operations 

 Management  Practices  on  Performance  show  all  authors  Elisa  Battistoni*, Andrea 

 Bonacelli, Andrea Fronzetti Colladon Andrea Fronzetti Colladon 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 
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 1258 SUSTAINABILITY IN LOGISTICS 

 1. Factual information 

 Course title  Sustainability in Logistics 

 Course tutor  Dr Jay Daniel  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 Logistics  and  supply  chain  is  the  network  of  all  the  individuals,  organizations,  resources,  activities 

 and  technology  involved  in  the  creation  and  sale  of  a  product,  from  the  delivery  of  source 

 materials  from  the  supplier  to  the  manufacturer,  through  to  its  eventual  delivery  to  the  end  user. 

 In  fact,  with  environmental  pressure  this  has  been  increased  to  include  the  return  of  packaging  in 

 some  cases.  As  logistics  and  supply  chains  have  become  increasingly  complex  and  global  in  recent 

 years  there  has  been  an  increasing  focus  on  sustainability.  As  a  result  of  complex  activities 

 Logistics  and  Supply  Chain  Management  have  dramatically  increased  their  impact  on  the  natural 

 environment.  This  course  will  focus  on  interlinking  components  of  Logistics  and  Supply  Chains  and 

 examine  the  role  that  each  has  and  how  the  environmental  impact  of  these  can  be  reduced.  You 

 will  critically  examine  sustainability  in  Logistics  and  Supply  Chains  across  a  broad  representation  of 

 Industry  as  well  as  the  differing  and  often  conflicting  perspectives  from  both  academics  and 

 business  practitioners.  There  will  be  a  strong  emphasis  on  practical  applications.  The  course  will 

 be  up  to  date  with  both  the  latest  (critical  and  evaluative)  thinking  in  Logistics  and  Supply  Chain 

 sustainability  and  the  current  practices  and  approaches  that  facilitate  overall  organisational 

 development  and  direction.  Finally,  the  course  encourages  you  to  develop  a  wider  global/national 

 perspective:  increase  your  awareness  of  the  impact  that  Logistics  and  Supply  Chain  Management 

 has  on  the  environment  and  the  competitive  position  of  the  Organisation  and  develop  your 

 critical/analytical, problem-solving, and strategic decision-making skills. 

 3. Aims of the course 

 The course aims to: 

 ●  Exhibit awareness and understanding of sustainability in logistics and supply chain 

 ●  Evaluating and solving sustainability issues in logistics and supply chain 
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 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 

 274 



 6. Intended learning outcomes 

 Course Learning Outcomes  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.1 

 Exhibit awareness and understanding of the latest received critical, 

 methodological, theoretical and practice-based literature relating to the 

 sustainability and environmental impact of logistics and Supply Chain 

 Management in different types of organisations 

 MLO.2 

 Recognise and demonstrate an understanding of the key elements within a 

 sustainable logistics and supply chain and the impact on the decision-making 

 process within the organisation 

 MLO.3 

 Demonstrate an ability to use appropriate methods, models, and approaches 

 to analyse and synthesise information about sustainability in logistics and 

 supply chains and provide innovative and creative solutions and/ or 

 recommendations for implementation or other courses of action 

 PA1 

 PA3 

 PA4 

 PA7 

 7. Course Content: 

 Unit 1  Introduction to Logistics and Supply Chain Management 

 Unit 2  Sustainability in Logistics and Supply Chains 

 Unit 3  Urban Logistics and Sustainability 

 Unit 4  Reducing Environmental impact of Warehousing 

 Unit 5  Transportation - Greener Vehicles 

 Unit 6  Reverse Logistics 

 Unit 7  Sustainable Procurement 

 Unit 8  Sustainability assessment in logistics and supply chains 
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 8. Assessment strategy, assessment methods, their relative weightings and mapping to course 

 learning outcomes 

 Assessment 

 Task 

 Weighting  Week 

 submitte 

 d 

 Gradin 

 g (Pass 

 / Fail 

 %) 

 Relevan 

 t units 

 Word 

 Coun 

 t 

 Assessmen 

 t type 

 Course 

 Learning 

 Outcome(s) 

 the 

 assessment 

 task maps 

 to 

 Report 

 Writing 

 100%  1, 2 and 3 

 9. Teaching staff associated with the module 

 10. Bibliography 

 Essential Reading 

 Grant, D. Trautrims, A. and Wong, C. (2017) Sustainable Logistics and Supply Chain Management, 

 (2nd edition) London, Kogan Page. 

 McKinnon, A. Browne, M. and Whiteing, A. (2015) Green Logistics, (3rd edition) London, Kogan 

 Page. 

 Recommended Readings 

 Palevich, R. (2012) The lean sustainable supply chain. 2nd Ed, Pearson. 

 Dani S (2015) Food Supply Chain Management and Logistics, Kogan Page 

 Leon, S. (2014) Sustainability in Supply Chain Management Casebook, Pearson 

 Rushton, A. Croucher, P. and Baker, A. (2017) The Handbook of Logistics and Distribution 

 Management .6th Edition, Kogan Page. 
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 Lambert, D. Stock, J. and Ellram, L. (2006) Fundamentals of Logistics Management, McGraw Hill 

 Emmett, S. (2006) Excellence in Warehouse Management: How to Minimize Costs and Maximise 

 Value, John Wiley and Sons 

 Frazelle, E. (2002) World-Class Warehousing and Material Handling. McGraw Hill. 

 Waters, D. (2002) Logistics: An introduction to Supply Chain management. Palgrave Macmillan. 

 Slack, N, Brandon-Jones, A and Johnston, R. (2016) Operations Management (8th Edition), Pearson 

 . 

 Christopher, M. (2017) Logistics& Supply Chain Management. 5th Edition. Prentice Hall 

 Chopra, S. and Meindl, P. (2017) Supply Chain Management. Strategy, Planning and Operation. 6th 

 Edition. Pearson 

 Harrison, A. and van Hoek, R. (2014) Logistics Management and Strategy, 5th Edition. Prentice Hall 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1259 RETAIL MANAGEMENT 

1. Factual information 

 Course title  Retail Management 
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 Course tutor  Dr. Niraj RBL Saxena  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 As  a  part  of  management  subjects,  retail  is  an  important  subject  to  be  studied  by  the  student.  Out  of  all 

 distribution  channel  of  marketing  retail  plays  a  vital  role  to  the  end-user  and  revenue  to  the  industry. 

 The  major  purpose  of  learning  this  course  is  to  introduce  students  into  the  world  of  retailing  from  the 

 view point of a manager. 

 The  students  will  also  will  study  the  elements  that  comprise  the  retail  mix,  including  types  of  retailers, 

 multichannel  retailing,  consumer  buying  behaviour,  retail  marketing  strategies,  selecting  retail  site 

 locations,  supply  chain  management,  merchandising,  pricing,  store  management,  store  layout  &  design 

 and customer service. 

 3. Aims of the course 

 The  Content  develop  knowledge  of  contemporary  retail  management  issues  at  the  strategic  level.  To 

 describe  and  analyse  the  way  retailing  works,  specifically  the  key  activities  and  relationships.  To  provide 

 an academic underpinning to the above through the application of retailing theory and research. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1 understanding about retail and its functions 

 MLO.A2  understanding  the  retail  scenario  and  retail  managers  role  and 

 duties and understanding the strategies of retailing 

 MLO.A3  understanding  the  evolution  of  management  theory  and 

 understanding the ethics issues, and opportunities in retail business 

 MLO.A4 learning about the environment and retail banking and e-banking 

 MLO.A5  knowledge  about  functional  management,  planning  and  role  of  IT 

 and retail scenario 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1 critically assess retail business meaning, functions and process 

 MLO.B2 self-analyse the opportunities in retail business 

 MLO.B3 differentiation in national and globalised retail 

 MLO.B4 identify the banking and loan processes in retail 

 MLO.B5 understand retail and e-retailing scenarios 

 MLO.B6 identify all functional aspects of retail management 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 understand and practice retail practices 

 MLO.C2 identify risk and returns involved in retail market 

 MLO.C3 opt retail as a choice for his/her future business decisions 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1 understand role of Information technology in retail 

 MLO.D2 through cases can understand real world aspects 

 MLO.D3 solve the issues related to retail management and practices 

 PD2 

 PD3 

 PD4 

 PD6 

 7. Course Content: 

 Unit 1  Introduction to Retail Management Theory, Environment and Practice 

 ●  An Introduction, 

 ●  Functions of Retailing 

 ●  Nature, Scope, History, Retail Institutions 

 ●  Retail Management Process 

 ●  Retailing Scenario 

 ●  Retail Managers – Roles, Skills and Scope 

 ●  Retailing Strategies for Emerging Markets 

 ●  Evolution of Management Theory 

 ●  Organizational Environment in Retail Sector 

 ●  Ethical Issues in Retailing 

 ●  Job Opportunities in Retail Industry- Personality Traits of Retailers 

 ●  Retail Entrepreneur 

 Unit 2  Retail Environment 
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 ●  Changing Retail Environment 

 ●  Environmental Analysis 

 ●  Retail Branding 

 ●  Retail Selling 

 ●  Relationship Marketing for Retailers 

 ●  Type of Merchandise 

 ●  Internationalization and Globalization of Retailing. 

 Unit 3  Retail Banking 

 ●  An Introduction 

 ●  Retail Banking –Concept and Importance 

 ●  Retail Banking Products 

 ●  Housing Loan 

 ●  Conveyance Loan 

 ●  Personal Loan 

 ●  Educational Loan 

 ●  Loan for Retail Traders 

 Unit 4  Retail and Banking 

 ●  Plastic Money 

 ●  e-Banking – An Overview 

 ●  Concept of ATMs and 24 hours Banking 

 ●  Online Banking 

 ●  e-Banking Mobile Banking 

 ●  Small Scale Financing for Retail 

 ●  Challenges Ahead for Retailing 

 Unit 5  Retail Market Strategy 

 ●  Introduction 

 ●  Building Retail Brand 

 ●  Sales Enhancement Strategies 

 ●  Business Intelligence 

 ●  Customer Service 

 ●  Social Media Marketing 

 ●  Pricing Strategy 

 ●  Point of purchase communication 

 ●  Role of Packaging 

 ●  Pricing Strategy 

 ●  Merchandise Management 

 ●  Private Labels,Retail Promotion 
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 ●  Building Store Loyalty 

 Unit 6  Retail Management & Functional Management 

 ●  Introduction 

 ●  Classification of Retail Organization 

 ●  Franchising 

 ●  Human Resource Management in Retail 

 ●  Building and Sustaining Relationship in Retailing 

 ●  Customer relationship Management 

 Unit 7  Retail Planning 

 ●  Store Planning: 

 ●  Location 

 ●  Layout 

 ●  Store Operations: POS (Point of Sale) /Cash Process 

 ●  Customer Service and Accommodation 

 ●  Retail Floor and Shelf Management 

 ●  Retail Accounting and Cash Management 

 ●  Setting up Stores before Opening 

 ●  Working with Floor Plans and Store 

 Unit 8  Electronic Retailing 

 ●  Introduction 

 ●  Types of Technology in Retailing 

 ●  Role of IT in Business 

 ●  Influencing Parameters for use of IT in Retailing 

 ●  Efficiency in Operations 

 ●  Effective Management of Online catalogues 

 ●  Direct Retailing Methods 

 Unit 9  Retail Management and Information Technology 

 ●  Database Management; 

 ●  Data warehousing 

 ●  Critical Analysis of E-Retailing Strategies 

 ●  Customer Relationship Management 

 Unit 10  Retail Scenario 

 ●  Challenges in Retail 

 ●  Factors to consider before buying a franchise 

 ●  Customer Retention 
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 ●  Technologies in Retail 

 ●  Trends in Retail 

 ●  Case Studies 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr. Niraj RBL Saxena 

 10. Bibliography 

 Essential Reading 

 ●  Levy  Michael,Weitz  Barton  -  Retailing  Management,  V  Edition,  Tata  McGraw  Hill,  New 

 York, 2006 

 ●  Berman  Berry,  Evans  J.R.  -  Retail  Management-  A  Strategic  Management  Approach,  IX 

 Edition, Pearson Education, New York, 2006. 

 Recommended Readings 

 ●  Lucas G.H., Bush Robert, Gresham Larry- Retailing, Houghton Mifflin Company, 

 Boston, 1994 

 ●  Pradhan  Swapna-  Retailing  Management-Text  and  Cases,  II  Edition,  Tata  Mc  Graw  Hill, 

 India, 2007. 

 ●  Davis, B. and Ward, P. (2002); “Managing Retail Consumption”; Wiley, London 

 ●  Ghosh, A. (1990); “Retail Management”; Second Edition Chicago, The Dryden Press. 

 ●  Gibson.G.Vedamani  (2003);  “Retail  Management”;  3rd  edition,  Jaico  Publishing  House, 

 Mumbai 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1260 INTERNATIONAL HUMAN RESOURCE MANAGEMENT 

 1. Factual information 
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 Course title  International Human Resource Management 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  rising  globalisation  as  well  as  the  interdependence  of  markets  across  the  world,  provide 

 possibilities  for  local  companies  to  expand  their  production,  retail  and  other  activities  into  other 

 countries.  For  a  variety  of  reasons,  organisation’s  expand  their  operations  and  become  global  which  is 

 why  international  human  resource  management  has  assumed  great  importance.  A  majority  of  them 

 use  a  mix  of  locals,  expatriates  and  third  country  nationals  as  per  the  organisations  strategy.  Hence,  this 

 course  will  focus  on  the  learners  to  investigate  into  the  human  resource  management  issues  and 

 practices  from  an  international  perspective.  Understanding  how  human  resources  is  managed  at  a 

 worldwide  level  is  critical  for  anyone  seeking  a  career  in  international  HR  management.  The  goal  of  this 

 course  is  to  give  students  a  basic  understanding  of  IHRM  as  well  as  the  capacity  and  abilities  to  analyse 

 IHRM  in  modern  businesses.  The  course  covers  topics  such  as  industrial  relations  activities,  expatriate 

 management, global training and compensation in addition to typical HRM tasks. 

 3. Aims of the course 

 This  aim  of  this  course  is  to  expose  learners  to  the  global  human  resource  management  concepts, 

 theories  and  practises.  The  course  provides  insights  through  a  critical  examination  of  the  impact  of 

 policies,  practices  and  culture  on  the  human  resource  effectiveness.  The  learners  can  examine  how 

 international  labour  standards,  laws,  policies,  and  practises  work  in  the  context  of  the  host,  home,  and 

 third nations. 
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 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  identify  and  comprehend  issues  and  concerns  relating  to  HR  functions 

 in the global context 

 MLO.A2 aware with cultural diversity 

 MLO.A3  critically  evaluate  theories,  viewpoints,  and  practical  issues  confronting 

 today's businesses thorough understanding of IHRM concepts 

 MLO.A4 reflect on and assess IHRM related ethical issues 

 MLO.A5  appraise  and  implement  the  techniques  and  practical  application  of  the 

 IHRM theories, models and concepts 

 PA1 

 PA2 

 PA5 

 PA6 

 PA7 

 287 



 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  examine  the  efficacy  of  people  management  in  various corporate 

 contexts 

 MLO.B2  evaluate  the  advantages  and  disadvantages  of  managing  a  global 

 workforce and international careers 

 MLO.B3  identify  challenges  in  labour  relations  as  well  as  international  policies 

 and procedures 

 MLO.B4  assess  the  relationship  between  global  standardisation  and 

 localization of HR practises 

 MLO.B5  examine  the  challenges  that  come  with  managing  human  resources 

 in the global context 

 MLO.B6  identify  the  effects  of  multinational  organisation’s  human  resource 

 policies on employee outcomes in both developed and developing economies 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  demonstrate  the  models  of  international  human  resource 

 management to explain people's conduct in the global workplace 

 MLO.C2  highlight  the  relevance  of  evaluating  the  challenges  and 

 opportunities involved with specific HR related issues in the workplace 

 MLO.C3  examine  the  challenges  that  arise  when  companies  transition  the 

 employee’s domestic compensation to international compensation 

 PC2 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1 discuss the relevance of training in assisting expatriate and repatriate 

 adjustment on the job success 

 MLO.D2 recognize the current trends and growing difficulties in the global 

 workplace where IHRM functions and activities are carried out 

 MLO.D3 evaluate factors that impact employee behaviour to take 

 up/continue/exit on an international assignment 

 PD2 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  Introduction to global HRM 

 ●  Introduction 

 ●  Model of IHRM 

 ●  Drivers of Globalization 

 ●  Variables that moderate Differences between HRM and IHRM. 

 ●  Global HRM trends and future challenges 

 ●  Ethics in international business, strategies IHRM 

 ●  Discussion/ Case Study 

 Unit 2  Cultural Aspect of International Assignments 

 ●  Introduction 

 ●  Determinants of Culture 

 ●  Reasons for the Convergence of the Cultures 

 ●  Importance of Cultural Sensitivity to Organisations 

 ●  Issues in Organisational Cultures 

 ●  Cultural Diversity at Work Place 

 ●  Cross-culture Communication 

 ●  Global Status and Control Mechanism in MNC’s 

 ●  Sustaining International Business Operations 

 ●  Discussion/ Case Study 

 Unit 3  Recruiting and Selecting for international assignment 

 ●  Introduction 

 ●  Recruitment Process 

 ●  Sources of Recruitment 
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 ●  Issues in staff selection 

 ●  Selection Process 

 ●  Selection criteria 

 ●  Factors Moderating Performance 

 ●  Dual – career couples 

 ●  Female Expatriates 

 ●  Discussion/ Case Study 

 Unit 4  Re-entry and Career Issues 

 ●  Introduction 

 ●  Repartiation 

 ●  Repatriation Process 

 ●  Factors Adding Complexity to Re-entry Process 

 ●  Multinational Responses 

 ●  Designing a Repatriation Programme 

 ●  Discussion/ Case Study 

 Unit 5  Training and Development 

 ●  Introduction 

 ●  Role of Expatriate Training 

 ●  Pre-departure Training Programmes 

 ●  Language Training 

 ●  Cultural Assimilator 

 ●  Mendenhall and Oddou’s Model 

 ●  Black and Mendenhall’s Model for CCT Methods Selection 

 ●  The Beitler and Frady Model 

 ●  International Training of HCNs 

 ●  Developing Staff for International Assignments 

 ●  Discussion/ Case Study 

 Unit 6  Multinational Performance Management 

 ●  Introduction 

 ●  Performance Management and other HR Processes 

 ●  Challenges in Multinational Performance Management 

 ●  Performance Management and Performance Appraisal of International 

 Employees 

 ●  Performance Management of Expatriates 

 ●  Variables that Influence Performance or Expatriate 

 ●  Criteria used for Performance Appraisal of International Employees 

 ●  Contextual Model of Expatriate Performance Management 

 ●  Appraisal of HCN Employees 

 ●  Discussion/ Case Study/Exercises 
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 Unit 7  International Compensation 

 ●  Introduction 

 ●  Compensation 

 ●  Approaches to International Compensation 

 ●  Going Rate Approach 

 ●  Balance Sheet Approach 

 ●  Differentiating between PCNs and TCNs 

 ●  International Living Costs Data 

 ●  Key Components of International Compensation Programme 

 ●  Termination of Contract 

 ●  Executive Compensation 

 ●  Discussion/ Case Study/Exercises 

 Unit 8  Global HR Issues in the Host Context 

 ●  Introduction 

 ●  Standardisation and Adaptation of Work Practices 

 ●  Host-country Culture and Workplace Environment 9 

 ●  Firm Size, Maturity and International Experience 

 ●  Global or Local Work Practices and HRM 

 ●  Retaining, Developing and Retrenching Staff 

 ●  Language Standardisation in International Business 

 ●  Monitoring HR Practices Internationally 

 ●  International Joint Ventures and HR Practices 

 ●  Discussion/ Case Study/Exercises 

 Unit 9  International Industrial Relations 

 ●  Introduction 

 ●  Trade Unions and International Industrial Relations 

 ●  Factors that Influence Industrial Relations 

 ●  Actors of Industrial Relations 

 ●  Factors for Differences in Trade Unions Structure 

 ●  Key Issues in International Industrial Relations 

 ●  Response of Trade Unions to Multinational 

 ●  Regional Integration 

 ●  Discussion/ Case Study/Exercises 

 Unit 10  International HRM Trends and Future Challenges 

 ●  Introduction 

 ●  International HRM Trends and Future Challenges 

 ●  HRM in Cross-border Mergers and Acquisitions (M&A) 

 ●  Ethics in International Business 

 ●  MNC – Global and Good Corporate Citizen 
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 ●  Social Responsibility of MNCs 

 ●  Steps to an International Human Resources Strategy 

 ●  Discussion/ Case Study/Exercises 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 
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 Recommended Readings 
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 Company Limited. 

 ●  Tony Edwards. International Human Resource Management. Pearson Education. 

 ●  Adler  N.J.  International  Dimensions  of  Organisational  Behaviour.  5  th  Edition.  Thomson 

 Higher Education. 
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 in  G.K.  Stahl  and  I.  Björkman  (edition)  Handbook  of  research  in  international  human 

 resource management, Cheltenham, UK, Edward Elgar. 

 ●  Academic journals 
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 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1261 HUMAN RESOURCE DEVELOPMENT AND TRAINING 

 1. 1. Factual information 

 Course title  Human Resource Development and Training 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 People  make  up  organisations-  their  knowledge,  skills,  values  and behaviours.  Organizations  must 

 encourage  the  growth  of  all  of  these  as  part  of  their  HRD  strategy  in  order  to  survive  and  thrive.  Human 

 Resource  Development  (HRD)  is  a  vital  activity  that  consistently  helps  in  the  growth  and  advancement 

 of  individuals  in  organisations  while  also  increasing  the  effectiveness  of  those  organisations.  Human 
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 2. Rationale for the course and its links with other courses 

 Resource  Development  along  with  employee  training  looks  into  the  practices  and  functions  that  impact 

 the  organisational  as  well  as  the  individual  learning.  The  purpose  of  this  course  is  to  explain  and 

 illustrate  how  human  resource  development  contributes  to  not  just  an  individual’s  but  also 

 organization's  success  and  develop  the  basic  skills  to  determine  learning  and  training  needs  and  to 

 design  and  deliver  learning  programmes.  Some  of  the  topics  covered  in  this  course  are-  employee 

 coaching  and  performance,  competency  framework  of  HRD  management,  career  planning  and 

 management and intellectual capital. 

 3. Aims of the course 

 The  human  resources  development  can  be  compared  to  a  coach  treating  his  athletic  team.  While  a 

 coach  may  recruit  players  who  possess  certain knowledge,  abilities  and  skills, the  aim is  to  hone  those 

 abilities  and  improve  athletes  in  the  long  run.  On  similar  lines,  aim  of  this  course  is  to  expose  the 

 learners  to  a  required  level  of  coaching  to  reinforce  on  the  concepts,  frameworks  and  theories  that 

 underpin human resource development. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  Identify and comprehend the concept of human  resource development 

 (HRD) and its theories 

 MLO.A2  be  aware with HRD’s contribution to the efficiency  of an organisation 

 MLO.A3  to critically evaluate theories, viewpoints,  and practical issues 

 confronting today's businesses thorough understanding of HRD concepts 

 MLO.A4  reflect on and assess HRD related ethical issues 

 MLO.A5  appraise and implement the techniques and practical  application of 

 the HRD theories, models and concepts. 

 PA3 

 PA5 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  discuss  the  importance  of  training  and  development  in  the 

 workplace. 

 MLO.B2  evaluate  the  advantages  and  disadvantages  of  developing  human 

 resources 

 MLO.B3  identify  challenges  in  labour  relations  as  well  as  international  policies 

 and procedures 

 MLO.B4  assess  the  learning  process  which  begins  with  a  training  needs 

 analysis and ends with a process of assessment and evaluation. 

 MLO.B5  examine  the  challenges  that  come  in  developing  the  human 

 resources 

 MLO.B6  identify  the  effects  of  an  organisation’s  human  resource  policies  on 

 employee growth and development 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 create and implement training/HRD programmes 

 MLO.C2  highlight  the  strengths,  opportunities  of  training/human  resource 

 development programmes by evaluating them 

 MLO.C3  critical  understanding  of  numerous  stakeholders  in  HRD  plans 

 including  HRD  professional  groups,  government,  international  organisations, 

 MNC’s and corporate bodies 

 PC2 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  critically  appraise  the  policy  initiatives  and  development  programs  to 

 assist  the  development  of  skills,  competitiveness  and  human  capacities 

 concerning human resource development 

 MLO.D2  recognize  the  Interventions  in  human  resources  development  and 

 their significance in the development of leadership skills and competence 

 MLO.D3  examine  the  human  resource  development  concepts,  models  and 

 frameworks at the macro and the micro level 

 PC3 

 PC4 

 PC5 

 7. Course Content: 

 Unit 1  The theoretical Foundations of HRD 

 ●  Introduction 

 ●  Evolution of HRD 

 ●  Relationship between HRM and HRD 

 ●  Human Resource Development Functions 

 ●  Role and Competencies of HRD Professionals 

 ●  Challenges to Organization and HRD professionals 

 ●  Employee Behaviour 

 ●  Motivation as an Internal Influencer for HRD 

 ●  Discussion/ Case Study 

 Unit 2  Framework of HRD 

 ●  Introduction 

 ●  HRD Processes 

 ●  Assessing HRD Needs 

 ●  HRD Model 

 ●  Competency framework of HRD 

 ●  HRD Interventions 

 ●  Designing Effective HRD Program 

 ●  Discussion/ Case Study 

 Unit 3  The Role of Learning in Organisations 

 ●  Introduction 

 ●  Theories of Learning 
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 ●  Experiential Learning 

 ●  Contextual Factors Influencing Informal Learning in a Workplace 

 ●  How Groups Learn: The Role of Communication Patterns 

 ●  Adult Learning 

 ●  Organizational Learning vs learning organizations 

 ●  Discussion/ Case Study 

 Unit 4  Performance Management and Human Resource Development 

 ●  Introduction 

 ●  What is performance management? 

 ●  The effectiveness of performance management 

 ●  Performance appraisal 

 ●  Discussion/ Case Study 

 Unit 5  Training Needs Assessment 

 ●  Introduction 

 ●  Factors that lead to the training needs assessment 

 ●  The Needs Assessment Process 

 ●  Training Methods and Techniques 

 ●  Implementation of Training Programs 

 ●  Discussion/ Case Study 

 Unit 6  Evaluating HRD programs 

 ●  Introduction 

 ●  Models and Framework of Evaluation 

 ●  KIRKPATRICK’S Evaluation Framework 

 ●  Assessing the Impact of HRD Programs 

 ●  Human Resource Development Applications 

 ●  Fundamental Concepts of Socialization 

 ●  Realistic Job Review 

 ●  Discussion/ Case Study/Exercises 

 Unit 7  Career Management and Development 

 ●  Introduction 

 ●  Concept of Career Planning 

 ●  Concept of Career Management 

 ●  Models of Career Development 

 ●  The HRD and Career Development Professionals’ Responsibility 

 ●  Career Development Practices and Activities 

 ●  Developmental Programs 

 ●  Understand Career Plateau 

 ●  Discussion/ Case Study/Exercises 

 Unit 8  Employee Wellness and Health Program 
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 ●  Introduction 

 ●  Employee Counseling as an HRD Activity 

 ●  The Link Between Employee Counseling and Coaching 

 ●  Employee Counselling Program 

 ●  Mentoring 

 ●  Employee Assistance Programs 

 ●  Mental Health 

 ●  Stress Management 

 ●  Levels of Wellness Program 

 ●  Discussion/ Case Study/Exercises 

 Unit 9  Work Force Reduction, Realignment and Retention 

 ●  Introduction 

 ●  The effects of Mergers and Acquisitions 

 ●  Managing Survivors of Downsizing 

 ●  Retention of Human Resources 

 ●  Organizational Strategies, Opportunities, and Management 

 ●  Benchmarking Analysis 

 ●  Diversity of Workforce 

 ●  Human resource development programs for culturally diversified employees 

 ●  Discussion/ Case Study/Exercises 

 Unit 10  The future of HRD and HRD Ethics 

 ●  Introduction 

 ●  Intellectual capital 

 ●  Research, practice and education of HRD for innovation and 

 talent development and management 

 ●  Role of HRD in developing ethical attitude and behavior and development 

 ●  Impact of Globalization on HRD 

 ●  Expatriate and Repatriate Support and Development 

 ●  Global Assignment Management 

 ●  Discussion/ Case Study 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
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 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 
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 ●  Swanson,  R.A.  &  Holton,  E.F.  2009.  Foundations  of  Human  Resource  Development,  (2nd 

 ed). San Francisco: Berrett-Koehler Publishers. 

 Recommended Readings 

 ●  Dirksen, J. 2016. Design for How People Learn, 2  nd  Edition. Pearson. 

 ●  Hamlin,  B.  &  Stewart,  J.  2011.  What  is  HRD?  A  Definitional  Review  and  Synthesis  of  the 

 HRD domain. Journal of European Industrial Training, 35(3), 199–220. 

 ●  Ardichvili,  A.  &  Kuchinke,  K.P.  2002.  The  Concept  of  Culture  in  International  and 

 Comparative  HRD  Research:  Methodological  Problems  and  Possible  Solutions.  Human 

 Resource Development Review, 1(2), 145–166. 

 ●  Harrison, R. (2009). Learning and Development. London: CIPD Publishing. 

 ●  Ruona,  W.E.A.,  Lynham,  S.A.  &  Chermack,  T.J.  2003.  Insights  on  Emerging  Trends  and  the 

 Future  of  Human  Resource  Development.  Advances  in  Developing  Human  Resources,  5(3), 

 272–282. 

 ●  McGuire,  D.  &  Jorgensen,  K.M.  2011.  Human  Resource  Development:  Theory  and  Practice. 

 London: SAGE. 

 ●  Cho,  Y.  &  McLean,  G.N.  2009.  Successful  IT  Start-ups’  HRD  Practices:  Four  Cases  in  South 

 Korea. Journal of European Industrial Training, 33(2), 125–141. 

 ●  Jeung,  C.W.,  Yoon,  H.J.,  Park,  S.  &  Jo,  S.J.  2011.  The  Contributions  of  Human  Resource 

 Development  Research  across  Disciplines:  A  Citation  and  Content  Analysis.  Human 

 Resource Development Quarterly, 22(1), 97–109. 

 ●  Garavan,  T.N.,  McGuire,  D.  &  O’Donnell,  D.  2004.  Exploring  Human  Resource 

 Development:  A  Levels  of  Analysis  Approach.  Human  Resource  Development  Review,  3(1), 

 417–441 

 ●  Gubbins,  C.  &  Garavan,  T.  N.  2009.  Understanding  the  HRD  Role  in  MNCs:  The  Imperatives 

 of Social Capital and Networking. Human Resource Development Review, 8(2), 245–275. 

 ●  Werner and DeSimone. 2006. Human Resource Development. Thomson Press, Network. 

 ●  John P. Wilson. 2005. Human Resource Development. Kogan Page. 

 ●  Kandula, R. Srinivas, Strategic Human Resource Development, Prentice Hall. 

 ●  Nadler,  Leonard.  Corporate  Human  Resource  Development,  Van  Nostrand  Reinhold,  ASTD, 

 New York. 

 ●  Rao,  T.V  and  Pareek,  Udai.  2005.Designing  and  Managing  Human  Resource  Systems, 

 Oxford IBH Pub. Pvt. Ltd. 

 ●  ILO,  Teaching  and  Training  Methods  for  Management  Development  HandBook, 

 McGraw-Hill, New York. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 
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 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1262 Communication and Negotiation in Employee Relationship 

 1. 1. Factual information 

 Course title  Communication and Negotiation in Employee Relationship 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 
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 2. Rationale for the course and its links with other courses 

 Organizational  growth,  health,  and  survival  are  all  dependent  on  change.  It's  quite  tough  to  manage 

 change  do  successfully,  which  often  leads  to  low  morale  and  feelings  of  fear  and  mistrust.  All  change 

 necessitates  negotiation  and  successful  negotiation  necessitates  positive  negotiation.  The  development 

 of  professional  oral  and  written  communication  skills,  which  are  essential  for  success  in  today's  digitally 

 enhanced  workplace.  Another  crucial  component  and  one  that  is  frequently  overlooked  is  the  ability  to 

 perceive  and  exploit  possibilities  for  future  professional  advancement  through  negotiation.  Negotiation 

 is  the  key  to  advancing  in  the  job,  settling  disagreements,  and  maximising  cordial  relations  at  the 

 workplace. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  acquaint  students  with  the  principles  and  tactics  of  successful 

 communication  as  a  tool  for  resolving  conflict  and  negotiation,  as  well  as  to  provide  them  with  a 

 conceptual  understanding  while  they  develop  effective  conflict  resolution  and  negotiation  abilities.  This 

 course  exposes  learners  for  greater  participation  and  interaction  and  illustrates  the  importance  of 

 employee relations to not just an individual’s but also organization's success. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  develop  an  understanding  on  effective  communication  and 

 negotiation skills 

 MLO.A2  understand  the  techniques  and  practical  application  of  the 

 communication and negotiation models and concepts. 

 MLO.A3  critically  evaluate  theories,  viewpoints,  and  practical  issues 

 confronting today's businesses thorough communication and negotiation 

 MLO.A4  develop  knowledge  of  active  listening,  interpersonal 

 communication skills and innovative problem-solving ways 

 MLO.A5  discuss  on  the  communication  and  negotiation  theories,  concepts, 

 and tactics to manage negotiations and professional relationships 

 PA3 

 PA5 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  discuss  the  importance  of  communication  and  negotiation  in 

 employee relations at the workplace 

 MLO.B2  evaluate  the  barriers  to  effective  communication  and  how  to 

 overcome them for cordial employee relations 

 MLO.B3  identify  challenges  in  communication  and  negotiation  in  employee 

 relations 

 MLO.B4  assess  the  communication  process  which  begins  with  a  need  analysis 

 and ends with a process of negotiation and evaluation. 

 MLO.B5  examine  the  challenges  that  come  in  collaborating  the  human 

 resources 

 MLO.B6 build relationships with peers from across at different levels 

 PB1 

 PB2 

 PB3 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  make  use  the  most  appropriate  communication,  problem-solving, 

 and negotiation skills for a situation 

 MLO.C2  develop  communication,  diagnostic  and  intervention  approaches  for 

 negotiation and reaching mutually beneficial outcomes 

 MLO.C3  organise  exchanges  and  create  working  relationships  to  recognise 

 and respond effectively to other negotiators 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  critically  appraise  the  communication  tools  and  negotiation  policies 

 to assist in the overall development of skills and human capacities 

 MLO.D2  Critically  assess  and  evaluate  the  approaches  for  effective 

 communication and negotiation tool 

 MLO.D3  evaluate  and  synthesise  theories  and  concepts  of  communication 

 and negotiation as they apply to varied group situations 

 PD3 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  The Role of Communication in Business Organisations 

 ●  Introduction 

 ●  Communication Model 

 ●  Relevance and Types of Managerial Communication 

 ●  Communication Barriers 

 ●  Team Communication 

 ●  Listening 

 ●  Non-Verbal Communication 

 ●  Workplace Diversity 

 ●  Cross-Cultural Communication 

 ●  Discussion/ Case Study 

 Unit 2  Workplace communication 

 ●  Introduction 

 ●  Planning Business Messages 
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 ●  Analyzing the Task 

 ●  Anticipating the Audience 

 ●  Adapting the Message- Organizing and Writing Business Messages Patterns of 

 Organisation 

 ●  Revising Business Messages- Revising for Clarity, Conciseness And Readability 

 ●  Proof-Reading and Evaluating 

 ●  Electronic Messages and Digital Media 

 ●  Business Reports 

 ●  Discussion/ Case Study 

 Unit 3  Negotiation 

 ●  Introduction 

 ●  All Human Interaction Is Negotiation 

 ●  Negotiation and its Components 

 ●  Personal Nature of Negotiation 

 ●  Negotiating Conflicts 

 ●  Need for and Importance of Negotiation 

 ●  Pre-Negotiation Planning 

 ●  Behaviour during Negotiation 

 ●  Distributive Negotiation 

 ●  Win-win negotiation 

 ●  Team Negotiation skills 

 ●  Discussion/ Case Study 

 Unit 4  Role of Power in Negotiations 

 ●  Introduction 

 ●  Why is Power Important to Negotiators? 

 ●  Power of Motivation 

 ●  Use of Power in Negotiation 

 ●  Dealing with Others who have more Power 

 ●  Discussion/ Case Study 

 Unit 5  Negotiation Style 

 ●  Introduction 

 ●  Four major Negotiation Styles (Avoidance, Competitive, Compromising and 

 Collaborative) 

 ●  choosing the appropriate style 

 ●  Alternative styles 

 ●  Strategies and Techniques of Negotiation 

 ●  Closing the Deal and Post Negotiation Evaluation 

 ●  Discussion/ Case Study 

 Unit 6  Perception and Communication 
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 ●  Introduction 

 ●  Social Perception 

 ●  Role of Perception in Attitude Formation 

 ●  Functionalist Theory 

 ●  Learning Theory (which Stresses Attitude Formation) 

 ●  Cognitive Dissonance Theory 

 ●  Bem’s Self-perception Theory 

 ●  Personality 

 ●  Five Keys to Effective Supervisory Communication 

 ●  Positive, Healthy Communication 

 ●  Discussion/ Case Study 

 Unit 7  Distributive Bargaining 

 ●  Introduction 

 ●  Classic Distributive Bargaining Situation 

 ●  Opening Offers 

 ●  Bracketing 

 ●  The Role of Norms 

 ●  Relational Norm 

 ●  Fairness Norm 

 ●  Reciprocity Norm 

 ●  Good Faith Bargaining 

 ●  Final Negotiated Price 

 ●  Discussion/ Case Study 

 Unit 8  Integrative Bargaining 

 ●  Introduction 

 ●  The Integrative Negotiation Process 

 ●  Thompson’s Pyramid Model 

 ●  The Categorization Method 

 ●  Keys to Successful Integrative Bargaining 

 ●  Collaborative Atmosphere 

 ●  Packaging the Issues 

 ●  Interest-based Bargaining (IBB) 

 ●  Discussion/ Case Study 

 Unit 9  Gaining leverage through power and persuasion 

 ●  Introduction 

 ●  leveraging power from BATNA (Best Alternative to a Negotiated Agreement) 

 ●  The Power of Leverage 

 ●  Sources of Power 

 ●  Personal Power 
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 ●  Leveraging power through Persuasion 

 ●  Empathy-Based Persuasive Techniques 

 ●  Mirror Based Persuasive Techniques 

 ●  Tools for Persuasive Communication 

 ●  Leverage power through Pressure Tactics. 

 ●  Discussion/ Case Study 

 Unit 10  Ethics in negotiation and Employee Relations 

 ●  Introduction 

 ●  Nature and Value of Management Ethics 

 ●  Four Perspectives on Ethics 

 ●  Internal Ethical Issues 

 ●  Applying Ethical Reasoning to Negotiation 

 ●  Fairness - substantive and procedural fairness in Negotiation 

 ●  Ethics versus Prudence versus Practicality versus Legality 

 ●  The Consequences of Unethical Conduct 

 ●  Ethics as a Competitive Advantage in Global Business 

 ●  appropriate or inappropriate Negotiating Tactics 

 ●  Ethics in Negotiations 

 ●  Fairness and Trust in Negotiation 

 ●  Employee relations 

 ●  Discussion/ Case Study 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 
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 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Fisher,  R.,  Ury,  W.,  &  Patton,  B.  2011.  Getting  to  yes:  Negotiating  agreement  without  giving 

 in. 3  rd  Edition. New York, NY: Penguin. 

 ●  Mary  Ellen  Guffey.  2005.  Business  communication:  Process  and  Product.  5  th  Edition. 

 South-western. Thomson Publishing. 

 Recommended Readings 

 ●  Penrose  and  Rasberry.  2007.  Business  communication  for  managers:  An  advanced 

 approach, 5  th  Edition. Cengage Learning. 

 ●  Lewicki,  R.J.,  Saunders,  D.M.,  &  Barry,  B.  2021.  Essentials  of  negotiation.  7th  Edition. 

 McGraw Hill. New York. 

 ●  Lewicki,  R.  J.,  Saunders,  D.  M.,  &  Minton,  J.  W.  1999  –  Third  addition.  Negotiation.  Chapter 

 5:  Communication,  Perception  and  Cognitive  Biases  (Cognitive  Biases  in  Negotiation  p. 

 175-181). Boston MA: Irwin/McGraw-Hill. 

 ●  The Mind & Heart of the Negotiator by Leigh L. Thompson: Pearsons. 

 ●  The Negotiation Handbook by Patrick J. Cleary, Prentice Hall. 

 ●  The Tao of Negotiation, by Edelman & Crain: Harper Business 

 ●  Shell,  G.  R.  2006.  Bargaining  for  advantage:  Negotiation  strategies  for  reasonable  people. 

 New York, NY: Penguin Books. 
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 ●  Stone,  D.,  Patton,  B.,  Heen,  S.,  &  Fisher,  R.2010.  Difficult  conversations:  How  to  discuss 

 what matters most. New York, NY: Penguin Books. 

 ●  Thompson,  L.  2001.  The  Mind  and  Heart  of  the  Negotiator.  Chapter  4:  Win-Win 

 Negotiation, Expanding the Pie p. 49-67. 

 ●  Thompson  &  Leonardelli  2004.  The  Big  Bang:  The  evolution  of  negotiation  research. 

 Academy of Management Executive. 18, 113-117. 

 ●  Shapiro,  D.L.  &  Bies,  R.J.  Threats,  Bluffs  and  Disclaimers  in  Negotiation.  Organizational 

 Behavior and Human Decision Process. 

 ●  Littlejohn,  S.W.,  &  Domenici,  K.  2007.  Communication,  conflict,  and  the  management  of 

 difference. Long Grove, IL: Waveland. 

 ●  Negotiating  Successful  Research  Collaboration.  In  J.K.  Murnighan,  Social  Psychology  in 

 Organizations: Advances in Theory and Research. Upper Saddle River, NJ: Prentice Hall. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1263 PEOPLE MANAGEMENT 

 1. 1. Factual information 

 Course title  People Management 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 
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 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 People  Management  deals  with  how  people  are  managed  at  work.  These  professionals  are viewed  as 

 strong  leaders  who assist  the  employers  and  employees  in  navigating  the  workplace  challenges  of  the 

 21  st  century.  They  are  treated  as  business  partners  and  strategic  thinkers  who  make  decisions  that  help 

 advance  an  organisation.  In  today's  changing  world,  the  HR  department  contributes  to  the 

 organization's  performance  by  hiring  the  right  talent  at  the  right  time  and  educating  employees  to 

 adapt to changing circumstances. 

 The  focus  of  this  course  is  to  assist  the  learners  in  acquiring  and  developing  the  skills  and  abilities  to 

 make reasonable decisions in the field of people management. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  introduce  learners  to  the  practises  and  principles  of  modern  human 

 resource  management,  with  emphasis  on  the  role  it  plays  in  assisting  organisations  in  attaining  and 

 maintaining  a  competitive  advantage.  The  course  will  highlight  on  topics  ranging  from  the  historical 

 perspective  on  HR  to  the  techniques  for  planning  HR  activities  and  the  duties  and  responsibilities  of  HR 

 professionals to the digital revolution of HR activities- all covered in People Management. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  managerial  and  operational  functions  of  people 

 management 

 MLO.A2  demonstrate  a  working  knowledge  of  the  concepts,  models, 

 frameworks and procedures that guide HR practise 

 MLO.A3  critically  evaluate  theories,  viewpoints,  and  practical  issues 

 confronting today's businesses thorough understanding of HRM concepts 

 MLO.A4  recognize  and  discuss  the  importance  of  effective  people 

 management  in  achieving  and  retaining  competitive  advantage  in  today's 

 businesses 

 MLO.A5  recognize  and  show  the  behavioural  patterns  that  are  necessary  for 

 effective partnerships 

 PA1 

 PA3 

 PA5 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  discuss  on  the  occupational  health  and  safety  issues  in  enforcing 

 policies and procedures 

 MLO.B2 determine human resource requirements of an organisation 

 MLO.B3  critically  evaluate  the  HRM  approaches  and  how  they  connect  to  the 

 overall objectives of an organisation 

 MLO.B4  assess  the  process  for  locating  and  hiring  the  most  qualified 

 personnel 

 MLO.B5  To  examine  the  strategic  issues  and  tactics  that  must  be  employed  in 

 the selection and development of people resources 

 MLO.B6  strengthen  the  leadership  style,  develop  the  emotional  intelligence 

 and act appropriately to bring out the best among all members in the team 

 PB1 

 PB2 

 313 



 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  evaluate  and  implement  the  best  practises  in  employee  engagement, 

 evaluation, and development of the workforce 

 MLO.C2 analysing current events through the eyes of an HR professional 

 MLO.C3  blend  their  knowledge  of  diverse  people  management  issues  with 

 domain knowledge in order to make sound business decisions 

 PC2 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  managing  the  industrial  relations  among  the  employers, 

 management, human resources specialists, and government 

 MLO.D2  the  ability  to  connect  with  other  schools  of  thought  and  the 

 application of the same in multidisciplinary settings 

 MLO.D3  determine  the  training  needs  and  create  an  effective  orientation  and 

 training programme 

 PD1 

 PD2 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  Understanding the Nature and Scope of People Management 

 ●  Introduction 

 ●  People Management Functions 

 ●  Understand the Nature and Scope 

 ●  Personnel Policies and Principles 

 ●  Evolution 

 ●  Organisation of People Management 

 ●  Discussion/ Case Study 

 Unit 2  Analysis of Work, Designing Jobs and Job Evaluation 

 ●  Introduction 

 ●  Job Analysis 

 ●  Job Description 

 ●  Job Specification 

 ●  Job Design 
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 ●  Job Enlargement and Enrichment 

 ●  Job Evaluation 

 ●  Competency Based Framework 

 ●  Human Resource Planning 

 ●  Discussion/ Case Study 

 Unit 3  Recruiting Human Resources 

 ●  Introduction 

 ●  Role Profiles for Recruitment Purposes 

 ●  Recruitment Processes 

 ●  Recruitment Techniques 

 ●  E-Recruitment 

 ●  Alternatives to Recruitment 

 ●  Evaluation of  Recruitment Methods 

 ●  Discussion/ Case Study 

 Unit 4  Selection, Induction and Placement 

 ●  Introduction 

 ●  Recruitment and Selection 

 ●  Selection Process: Steps in Selection Procedure 

 ●  Types of Selection Interview 

 ●  Steps in Interview Process 

 ●  Employee Induction 

 ●  Placement 

 ●  Induction and Placement: Requisites and Problems 

 ●  Discussion/ Case Study 

 Unit 5  Training, Development and Career Management 

 ●  Introduction 

 ●  Training and Education 

 ●  Types and Methods of Training 

 ●  Need for Training 

 ●  Inputs in Training and Development 

 ●  Management Development 

 ●  Training Process and Career Development 

 ●  Succession Planning 

 ●  Steps in Career Development System 

 ●  Training Process 

 ●  Evaluating the Training Program 

 ●  Discussion/ Case Study 

 Unit 6  Performance Management System 

 ●  Introduction 
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 ●  Performance Appraisal 

 ●  Performance Appraisal Process 

 ●  Methods of Performance Appraisal 

 ●  Performance Management System 

 ●  Performance Appraisal Vs Performance Management 

 ●  Problems and Challenges with Performance Appraisal 

 ●  Discussion/ Case Study/Exercises 

 Unit 7  Compensation and Benefits 

 ●  Introduction 

 ●  Objective of Compensation Planning 

 ●  Components 

 ●  Factors Influencing Employee Compensation 

 ●  Establishing Strategic Pay Plans 

 ●  Pay for Performance 

 ●  Employee Benefits and Services 

 ●  Fringe Benefits 

 ●  Discussion/ Case Study/Exercises 

 Unit 8  Industrial Relations and Collective Bargaining 

 ●  Introduction 

 ●  Objectives 

 ●  Why do workers join Trade Unions 

 ●  The legal environment of Labour Relations 

 ●  The Taft-Harley Act 

 ●  Collective Bargaining 

 ●  Conducting Labour Contract Negotiations 

 ●  Global Collective Bargaining and Productivity 

 ●  Discussion/ Case Study/Exercises 

 Unit 9  Workplace Safety and Health 

 ●  Introduction 

 ●  Common Workplace Injuries and Issues 

 ●  Legal Issues related to Health and Safety 

 ●  The Occupational Safety and Health Administration Act 

 ●  Programs to reduce accidents at Work 

 ●  Contemporary Issues related to Health and Safety 

 ●  Occupational Stress 

 ●  Employee Assistance Programs 

 ●  Employee Wellness or Fitness Programs 

 ●  Discussion/ Case Study/Exercises 
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 Unit 

 10 

 Effectiveness of People Management 

 ●  Introduction 

 ●  Impact of Technology in People Management 

 ●  Contemporary Issues in People Management 

 ●  Managing Workforce Diversity 

 ●  Feminising Workforce 

 ●  Six Sigma Practices 

 ●  HR Outsourcing 

 ●  Green HRM 

 ●  Knowledge Management 

 ●  E-Human Resource Management 

 ●  Understanding of Human Emotion for Effective Management 

 ●  Discussion/ Case Study 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 
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 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Nel,  P.,  Werner,  A.,  Fazey,  M.,  Millet,  B.,  du  Plessis,  A.,  Wordsworh,  R.,  Mackinnon,  B.  H., 

 Suseno,  Y.  2017.  Human  Resource  Management  in  Australia.  2  nd  edition.  South  Melbourne. 

 Oxford University Press. 

 Recommended Readings 

 ●  Maurice  Oconnell.  2007.  People  Management  in  the  21st  Century:  Understanding  the 

 Basics. AuthorHouse. 

 ●  Purcell,  J,  Kinnie,  K,  Hutchinson,  S,  Rayton,  B  and  Swart,  J.  2003.  People  and  Performance: 

 How people management impacts on organisational performance, CIPD, London. 

 ●  Dessler,  G.,  Chhinzer,  N.,  &  Gannon,  G.  2019.  Management  of  human  resources:  The 

 essentials, 5  th  Canadian edition. Toronto, Pearson  Education Canada. 

 ●  Robertson,  I  T  and  Smith,  M.  2001.  Personnel  selection,  Journal  of  Occupational  and 

 Organizational Psychology, 74 (4), pp 441–72. 

 ●  Hirsh,  W  and  Carter,  A.  2002.  New  Directions  in  Management  Development,  Institute  of 

 Employment Studies. 

 ●  Bellcourt,  Singh,  Bohlander,  &  Snell.  2013.  Managing  Human  Resources.  7th  Canadian 

 Edition. 

 ●  Aswathapa, K. 2008. Human Resource Management, 5th edition. Tata McGraw Hill. 

 ●  Ready,  D  A  and  Conger,  J  A.  2007.  Make  your  company  a  talent  factory,  Harvard  Business 

 Review, June, pp 68–77 

 ●  French, W.L. 1990.  Human Resource Management, 4th ed., Houghton Miffin, Boston. 

 ●  H.J. Bernardin 2004.  Human Resource Management, Tata McGraw Hill. 

 ●  Ivancevich, J. M. 2008. Human Resource Management, Tata McGraw Hill. 

 ●  Madhurima Lall and Sakina Qasim Zaidi, Human Resource Management, Excel Books. 
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 ●  Schmidt,  F  L  and  Hunter,  J  E.  1998.  The  validity  and  utility  of  selection  methods  in 

 personnel  psychology:  practical  and  theoretical  implications  of  85  years  of  research 

 findings, Psychological Bulletin, 124 (2), p 262–74. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1264 HR WORKSHOPS 

1. Factual information 
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 Course title  HR Workshops 

 Course tutor  Dr Coral Barboza  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  success  of  an  organisation  largely  depends  upon  the  calibre  of  the  people  working  there  in.  This 

 course  of  Human  Resource  Workshop  exposes  the  learners  to  a  detailed  and  up-to-date  information  on 

 the  Human  Resource  Department's  function  and  actions.  It  offers  opportunity  to  update  and  increase 

 the  personal  competency  by  using  the  latest  and  most  relevant  tools  and  approaches  for  effective 

 people  management.  They  will  examine  the  skills  required  and  the  many  tasks  and  various  roles  of  an 

 HR  Professional  in  the  twenty-first  century,  ranging  from  the  recruiting  interview  through  the  exit 

 interview.  The  focus  of  this  course  is  to  assist  the  learners  in  acquiring  and  developing  the  skills  and 

 abilities to make reasonable decisions in the field of human resource management. 

 3. Aims of the course 

 The  aim  of  this  course  is  to  introduce  learners  to  the  practises  and  principles  of  modern  human 

 resource  management,  with  emphasis  on  the  role  it  plays  in  assisting  organisations  in  attaining  and 

 maintaining  a  competitive  advantage.  The  course  will  highlight  on  topics  ranging  from  the  historical 

 perspective  on  HR  to  the  techniques  for  planning  HR  activities  and  the  duties  and  responsibilities  of  HR 

 professionals to the digital revolution of HR activities- all covered in People Management. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  understand  the  managerial  and  operational  functions  of  human 

 resource management 

 MLO.A2  demonstrate  a  working  knowledge  of  the  concepts,  models, 

 frameworks and procedures that guide HR practise 

 MLO.A3  critically  evaluate  theories,  viewpoints,  and  practical  issues 

 confronting  the  current  business  operations  thorough  an  understanding  of 

 HRM concepts 

 MLO.A4  recognize  and  discuss  the  importance  of  effective  HR  management 

 in achieving and retaining competitive advantage in today's businesses 

 MLO.A5  recognize  and  show  the  behavioural  patterns  that  are  necessary  to 

 become a HR professional 

 PA1 

 PA3 

 PA5 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  discuss  on  the  occupational  health  and  safety  issues  in  enforcing 

 policies and procedures 

 MLO.B2 determine human resource requirements of an organisation 

 MLO.B3  critically  evaluate  the  HRM  approaches  and  how  they  connect  to  the 

 overall objectives of an organisation 

 MLO.B4  assess  the  process  for  locating  and  hiring  the  most  qualified 

 personnel 

 MLO.B5  To  examine  the  strategic  issues  and  tactics  that  must  be  employed  in 

 the selection and development of people resources 

 MLO.B6  strengthen  the  leadership  style,  develop  emotional  intelligence  and 

 implement actions to bring out the best among all members in the team 

 PB1 

 PB2 

 PB3 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  evaluate  and  implement  the  best  practises  in  employee  engagement, 

 evaluation, and development of the workforce 

 MLO.C2 analysing current events through the eyes of an HR professional 

 MLO.C3  blend  their  knowledge  of  diverse  people  management  issues  with 

 domain knowledge in order to make sound business decisions 

 PC1 

 PC2 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  explore  and  implement  new  processes  on  performance  management 

 in a multi-cultural workplace 

 MLO.D2  handle  work  relations  better  due  to  the  latest  information  and  up  to 

 date on the current HR practices and trends 

 MLO.D3  determine  the  training  needs  and  create  an  effective  orientation  and 

 training programme 

 PD2 

 PD4 

 PD5 

 7. Course Content: 

 Unit 1  An Overview of Human Resource Management 

 ●  Introduction 

 ●  Human Resource Management vs. Personnel Management 

 ●  Main Activities, Responsibilities and Tasks of HRM 

 ●  Introducing Strategic HRM 

 ●  Specialisms and Systems 

 ●  Modern Function Structure 

 ●  Qualifications and Professional Study 

 ●  Personal Qualities needed for HRM Work 

 ●  Discussion/ Case Study/Exercises 

 Unit 2  Administration & Performance Management 

 ●  Introduction 

 ●  Administration and Business Support 

 ●  Monitoring and Reporting 

 ●  Absence Management 

 ●  Introduction to HR Databases and Computer Systems 

 ●  Security and Confidentiality of Employee Record 

 ●  Performance Management in a multi-cultural Setting 

 ●  Appraisal Systems and 360° Feedback 

 ●  Dealing with the Poor Performer 

 ●  Discussion/ Case Study/Exercises 

 Unit 3  Recruiting, Retaining and Rewarding Employees  Introduction 
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 ●  Introduction 

 ●  Social Media and Recruitment 

 ●  Choosing Appropriate Selection Techniques 

 ●  Assessment and Development Centres 

 ●  The Use and Limitations of Aptitude Tests and Psychometrics 

 ●  Induction for New Employees 

 ●  Retention Strategies 

 ●  Pay and Reward, Compensation and Benefits 

 ●  Introducing Total Reward Concept 

 ●  Discussion/ Case Study/Exercises 

 Unit 4  Employee Support and Welfare 

 ●  Introduction 

 ●  Identifying and Managing Employee Problems 

 ●  Employee Assistance Programs 

 ●  Employee Well-being 

 ●  Equality of Opportunity & Employee Diversity 

 ●  Dignity-at-work, Bullying & Harassment 

 ●  Grievance and Conducting Workplace Investigations 

 ●  Introducing Workplace Mediation 

 ●  Exit Procedures and Exit Interviews 

 ●  Discussion/ Case Study/Exercises 

 Unit 5  HR Planning, Learning & HR Ethics 

 ●  Introduction 

 ●  Human Resource Planning 

 ●  Integrated HR Strategies 

 ●  How do Adults Learn? 

 ●  Training and Development Interventions 

 ●  Learning Styles 

 ●  HRM Ethics & Professional Conduct 

 ●  Continuing Personal Development (CPD) 

 ●  Personal Action Planning 

 ●  Discussion/ Case Study/Exercises 

 Unit 6  Teamwork 

 ●  Introduction 

 ●  Communication 

 ●  Time management 

 ●  Problem-solving 
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 ●  Listening 

 ●  Critical thinking 

 ●  Collaboration 

 ●  Leadership 

 ●  Discussion/ Case Study/Exercises 

 Unit 7  Digital HR 

 ●  Introduction 

 ●  HRIS 

 ●  Digital recruitment solutions 

 ●  Internal communication platforms 

 ●  Workforce engagement software 

 ●  People analytics tools 

 ●  Discussion/ Case Study/Exercises 

 Unit 8  Organisational Culture and Conflict Management  Introduction 

 ●  Examining the Cultural Dimensions 

 ●  Organisational Culture and the role of HR in shaping it 

 ●  Competing Values Framework- Kim Cameron and Robert Quinn 

 ●  Edgar Schein Model of Organisational Culture 

 ●  Hofstede Model of Organisation Culture 

 ●  Discussion/ Case Study/Exercises 

 Unit 9  Career Development 

 ●  Introduction 

 ●  Implications for workplace changes for individuals and Organisations 

 ●  Understanding Career Development 

 ●  Designing Career Development Systems 

 ●  Components of Career Development Systems 

 ●  Career Programs for Special Target Groups 

 ●  Programs for Late Career and Retirement 

 ●  Discussion/ Case Study/Exercises 

 Unit 

 10 

 HRM in Small Scale Units 

 ●  Introduction 

 ●  What is a small business Unit? 

 ●  Significance of MSM enterprises 

 ●  Facilities 

 ●  Problems 

 ●  People Practices in small Units 

 ●  Challenges in Introducing HR practices 
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 ●  Guidelines for Application of HR practices 

 ●  Discussion/ Case Study/Exercises 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 
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 9. Teaching staff associated with the module 

 Dr Coral Barboza 

 10. Bibliography 

 Essential Reading 

 ●  Nel,  P.,  Werner,  A.,  Fazey,  M.,  Millet,  B.,  du  Plessis,  A.,  Wordsworh,  R.,  Mackinnon,  B.  H., 

 Suseno,  Y.  2017.  Human  Resource  Management  in  Australia.  2  nd  edition.  South  Melbourne. 

 Oxford University Press. 

 Recommended Readings 

 ●  Maurice  Oconnell.  2007.  People  Management  in  the  21st  Century:  Understanding  the 

 Basics. AuthorHouse. 

 ●  Purcell,  J,  Kinnie,  K,  Hutchinson,  S,  Rayton,  B  and  Swart,  J.  2003.  People  and  Performance: 

 How people management impacts on organisational performance, CIPD, London. 
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 Edition. 
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 ●  Ready,  D  A  and  Conger,  J  A.  2007.  Make  your  company  a  talent  factory,  Harvard  Business 

 Review, June, pp 68–77 

 ●  French, W.L. 1990.  Human Resource Management, 4th ed., Houghton Miffin, Boston. 

 ●  H.J. Bernardin 2004.  Human Resource Management, Tata McGraw Hill. 

 ●  Ivancevich, J. M. 2008. Human Resource Management, Tata McGraw Hill. 

 ●  Madhurima Lall and Sakina Qasim Zaidi, Human Resource Management, Excel Books. 

 ●  Schmidt,  F  L  and  Hunter,  J  E.  1998.  The  validity  and  utility  of  selection  methods  in 

 personnel  psychology:  practical  and  theoretical  implications  of  85  years  of  research 

 findings, Psychological Bulletin, 124 (2), p 262–74. 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 
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 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1265 ECONOMIC ANALYSIS OF ENERGY SECTOR 

 1. Factual information 
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 Course title  Economic Analysis of Energy Sector 

 Course tutor  Flavio Gazzani  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 Energy  is  what  makes  an  economy  run.  There  is  a  strong  correlation  between  economic  development 

 and  energy  consumption.  The  industrial  revolution,  which  improved  living  standards  of  millions  of 

 people  around  the  world,  would  not  have  been  possible  without  energy  obtained  first  from  coal  and 

 then  from  other  fossil  fuels.  However,  during  the  past  30  years,  the  energy  industry  underwent 

 significant  changes.  In  this  course  we  will  analyse  the  oil  price  shocks,  the  supply  and  demand  for 

 natural  gas  and  their  geopolitical  consideration  and  coal  global  market.  The  second  part  of  this  course  is 

 dedicated  to  the  economic  aspect  of  the  renewable  energy  production,  highlighting  the  environmental 

 and financial issues. 

 Rationale: 

 The  course  will  analyse  the  role  of  fossil  fuels  in  the  global  energy  sector  and  give  an  overall  view  of  the 

 demand  and  supply  of  oil,  coal  and  natural  gas  perspectives.  The  learners  will  be  able  to  implement  the 

 knowledge  of  the  economic  theory  applied  to  the  energy  context  in  their  practical  life.  This  course 

 stimulate  learners  to  understand  the  complex  market  of  energy  sector  considering  not  only  the 

 economic  aspect,  but  also  presenting  the  geopolitical  factors  that  affect  prices  and  supply  at  global 

 level.  Students  can  proceed  their  career  by  studying  energy  market  where  the  topics  covered  in  this 

 course are the base. 

 3. Aims of the course 

 The course aims to: 

 In  this  course,  we  will  study  these  issues  within  the  Energy,  Economy  and  Environment  using  the  tools 

 of  economic  analysis.  In  particular,  you  will:  develop  an  understanding  of  the  state  of  the  energy  world, 

 study  the  principles  of  exhaustible  resource  economics,  explore  the  reasons  for  major  oil  price  shocks 

 as  well  as  their  similarities  and  differences,  evaluate  the  effects  of  these  price  shocks  on  the  energy 

 industry  as  well  as  on  the  overall  economy  and  discuss  the  pros  and  cons  of  the  strategic  petroleum 
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 3. Aims of the course 

 reserve.  A  particular  attention  will  be  payed  to  the  fast-growing  sector  of  the  renewable  energy  and 

 their economic implications. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Economic Analysis of Energy Sector 

 ●  Understand energy use by sector. 

 ●  Assess the determinants of fossil fuels constraints 

 ●  The role of renewable energy production in the energy transition 

 ●  Explain the present situation of oil reserves and prediction of scarcity 

 MLO.A2 The Economics of Renewable Energy Production 

 •  Explain the renewable energy benefits for economic growth and climate 

 •  Describe the macroeconomic of increasing global share of renewables 

 •  Discuss  how  doubling  renewables  create  more  jobs  and  improves 

 welfare 

 •  Understand the transition to renewables-based energy system 

 MLO.A3 The Future of Oil and Gas. A Global Perspective 

 •  Explain the present situation of oil reserves and prediction of scarcity 

 •  Describe the factors that determine oil crisis 

 •  Present the oil shale industry and the potential to fill the gaps 

 •  Understand  the  gaps  between  oil  demand  and  oil  production  and 

 supply 

 MLO.A4 Economic Analysis of Oil Prices 

 •  Explain the concept of price elasticity 

 •  Describe the factors that affect the price elasticity of petrol 

 •  Discuss the supply shock and demand shock 

 •  Understand the component of oil price 

 PA1 

 PA2 

 PA3 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.B1 Economic Analysis of Energy Sector 

 •  Associate the energy use trend and fossil fuels supply 

 •  Recognition of the determinants of fossil fuels prices and constraints 

 •  Understand the role of fossil fuels and oil and gas prices 

 MLO.B2 The Economics of Renewable Energy Production 

 •  Recognition  the  renewable  energy  benefits  for  economic  growth  and 

 climate 

 •  Describe the macroeconomic of increasing global share of renewables 

 •  Understand  the  role  of  renewables  in  creating  more  jobs  and  improves 

 welfare 

 •  Understand the transition to renewables-based energy system 

 MLO.B3 The Future of Oil and Gas. A Global Perspective 

 •  Explain the present situation of oil reserves and prediction of scarcity 

 •  Analyse the factors that determine oil crisis 

 •  Assess  the  economic  alternatives  of  oil  shale  industry  and  the  potential 

 to fill the gaps 

 •  Understand  the  gaps  between  oil  demand  and  oil  production  and 

 supply 

 MLO.B4 Economic Analysis of Oil Prices 

 •  Explain the concept of price elasticity 

 •  Assess the factors that affect the price elasticity of petrol 

 •  Discuss the supply shock and demand shock 

 •  Understand the component of oil price 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.C1 Economic Analysis of Energy Sector 

 ●  Understand energy use by sector. 

 ●  Develop problem-solving skill to manage fossil fuels supply constraints. 

 ●  Communication  skill  to  explain  how  you  will  reduce  CO2  emissions 

 using renewable energy. 

 MLO.C2 The Economics of Renewable Energy Production 

 ●  Understand  the  renewable  energy  benefits  for  economic  growth  and 

 climate 

 ●  Describe the macroeconomic of increasing global share of renewables 

 ●  Develop  problem-solving  skill  to  manage  renewables  in  creating  more 

 jobs and improves welfare 

 ●  Understand the transition to renewables-based energy system 

 MLO.C3 The Future of Oil and Gas. A Global Perspective 

 •  Understand  the  present  situation  of  oil  reserves  and  prediction  of 

 scarcity 

 •  Account the factors that determine oil crisis 

 •  Present the oil shale industry and the potential to fill the gaps 

 •  Develop  problem-solving  skill  to  fill  the  gaps  between  oil  demand  and 

 oil production and supply 

 MLO.C4 Economic Analysis of Oil Prices 

 •  Understand the concept of price elasticity in the economic theory 

 •  Assess the factors that affect the price elasticity of petrol 

 •  Develop  problem-solving  skill  in  assessing  the  supply  shock  and 

 demand shock 

 •  Understand the component of oil price 

 PC4 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.  D1 Economic Analysis of Energy Sector 

 ●  Critical thinking in energy consumption 

 ●  Adaptability  to  the  complex  and  multidisciplinary  area  of  fossil  fuels 

 market 

 ●  Communication  skill  to  explain  how  you  will  substitute  oil  in  the  near 

 future 

 MLO.D2 The Economics of Renewable Energy Production 

 ●  Communication  skill  to  explain  how  you  will  benefits  investment  in 

 renewable energy for the national welfare 

 ●  Describe the macroeconomic of increasing global share of renewables 

 ●  Critical  thinking  in  investing  in  renewables  to  create  more  jobs  and 

 improves welfare 

 MLO.D3 The Future of Oil and Gas. A Global Perspective 

 ●  Explain the present situation of oil reserves and prediction of scarcity 

 ●  Describe the factors that determine oil crisis 

 ●  Critical  thinking  in  discussing  the  oil  shale  industry  and  the  potential  to 

 fill the gaps 

 ●  Understand  the  gaps  between  oil  demand  and  oil  production  and 

 supply 

 MLO.D4 Economic Analysis of Oil Prices 

 •  Describe  the  concept  of  price  elasticity  in  estimating  consumers 

 behaviour 

 •  Understand  the  factors  that  affect  the  price  elasticity  of  petrol  and  the 

 impact on the consumers demand 

 •  Discuss the supply shock and demand shock 

 •  Understand the component of oil price 
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 7. Course Content: 

 Unit 1 Supply and Demand of Energy 

 Market 

 Topics: 

 1 Global energy consumption 

 2 Fossil fuels market 

 3 Nuclear power and uranium reserves 

 Unit 2 The Economics of Renewable Energy 

 Production 

 Topics: 

 1 Renewable energy and GDP growth 

 2 Renewable energy: powering jobs and growth 

 3 Renewable energy and welfare 

 Unit 3 The Future of Oil and Gas. A Global 

 Perspective 

 Topics: 

 1 Oil reserves and production profiles 

 2 Natural gas reserves and production profiles 

 3 Oil Shale Future Source? 

 Unit 4 Economic Analysis of Oil Prices  Topics: 

 1 Price Elasticity of Demand 

 2 Elements of Petrol Price 

 3 Variation of Crude Oil Prices 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 
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 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Flavio 

 10. Bibliography 

 Essential Reading 

 ●  The  implications  of  fossil  fuel  supply  constraints  on  climate  change  projections:  A 

 supply-side analysis. Wang et al., 2015 

 ●  The  Economics  of  Renewable  Energy.  David  Timmons,  Jonathan  M.  Harris,  and  Brian 

 Roach, Global Development and Environment Institute Tufts University 

 ●  The  Geopolitical  Implications  of  Future  Oil  Demand.  Paul  Stevens  Energy,  Environment  and 

 Resources Department | August 2019 

 ●  Determinants  of  Crude  Oil  Prices:  Supply,  Demand,  Cartel  or  Speculation?  MONETARY 

 POLICY & THE ECONOMY Q4/09 

 Recommended Readings 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 
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 1266 ENERGY AND SUSTAINABLE BUSINESS 

 1. Factual information 

 Course title  Energy and Sustainable Business 

 Course tutor  Dr. Flavio Gazzani  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  is  designed  to  help  you  understand  the  growing  business  case  for  sustainable  solutions  and 

 learn  how  to  manage  and  grow  a  sustainable  business  by  incorporating  social  value  principles  into  your 

 strategies.  Students  will  learn  how  to  build  a  sustainable  culture  in  organisations,  including  how  to 

 incorporate  other  business  strategies  into  the  process.  Recognise  and  make  plans  to  avoid  the  potential 

 pitfalls  that  arise  when  changing  organisational  culture.  It  also  describes  multiple  metrics  for  measuring 

 sustainability,  including  the  triple  bottom  line  (TBL);  environmental,  social  and  governance  (ESG)  and 

 the  UN  sustainable  development  goals  (SDGs).  This  course  defines  the  concept  of  Creating  Shared  Value 

 (CSV)  in  a  business  strategy  that  aimed  at  enhancing  a  company's  competitive  advantage.  A  company 

 can  achieve  this  by  finding  opportunities  to  increase  revenue  or  decrease  costs  by  addressing  social  or 

 environmental problems relevant to their business. 

 3. Aims of the course 

 This  course  will  examine  the  fundamentals  of  sustainability  theory  applied  for  business  in  energy  and 

 environmental  sector.  The  Energy  and  Sustainable  Business  track  was  conceived  to  develop  and  nurture 

 competent  managers  at  the  forefront  of  the  sustainability  agenda.  Students  acquire  managerial  skills 

 and  develop  an  understanding  of  the  environmental  and  societal  dimensions  required  to  operate  in  the 

 sector.  This  course  builds  on  the  introduction  of  the  analytical  approach  in  evaluating  the  Life  Cycle 

 Analysis-LCA  and  Cost-Benefit  Analysis-CBA  with  an  aims  to  foster  sustainable  development.  Particular 

 attention  will  be  paid  to  the  green  reporting  that  aims  to  create  a  transparent  business  organization 

 behaviour  and  increase  their  value.  Students  will  also  understand  the  concept  of  creating  shared  value 

 in  the  core  course  Energy  and  Sustainable  Business.  It  aims  to  develop  your  knowledge  and 

 understanding  of  shared  value  concepts,  frameworks,  and  processes  and  the  practical  application  of 
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 3. Aims of the course 

 CSV  tools  to  assist  businesses  with  developing  and  operationalizing  shared  value  strategies.  The  final 

 part  of  this  course  is  dedicated  to  the  Social  Return  on  Investment  analysis  (SROI)  for  the  measuring 

 and accounting for broader concept of value. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Decision-making for Sustainable Energy Management 

 ●  Foster the concept of strategic energy management 

 ●  Understand the process of renewable energy project planning 

 ●  Determine  the  advantages  of  Life  Cycle  Analysis-LCA  and 

 Cost-Benefit Analysis-CBA 

 ●  Assess the Multi-Criteria Decision Aid (MCDA) for energy planning 

 MLO.A2  Tackling  Global  and  Local  Challenges  in  Ethics,  Responsibility  and 

 Sustainability 

 •  Recognize ethical challenges in international business. 

 •  Understand corporate social responsibility. 

 •  Understand  the  relationship  between  sustainability  and  ethics  in 

 business energy field 

 •  Learn  about  a  framework  for  making  sustainability  energy  policy 

 decisions. 

 MLO.A3 Sustainability Reporting and Analysis 

 •  Understand the introduction of Global Reporting Initiative (GRI); 

 •  Assess the International Integrated Reporting Council (IIRC); 

 •  Analyse the Sustainability Accounting Standards Board (SASB). 

 MLO.A4 Corporate Sustainability and Value Creation 

 •  Understand the concept of creating shared values; 

 •  Assess  how  we  can  move  from  the  social  needs  to  the  economic 

 value estimation 

 •  Calculate the value creation. 

 •  Understand  the  importance  of  Social  Return  on  Investment  (SROI) 

 and quantify the social, environmental and economic value. 

 PA1 

 PA2 

 PA6 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Decision-making for Sustainable Energy Management 

 •  Understand the concept of strategic energy management 

 •  Recognition  of  the  determinants  steps  in  the  process  of  renewable 

 energy project planning 

 •  Determine  the  advantages  of  Life  Cycle  Analysis-LCA  and 

 Cost-Benefit Analysis-CBA 

 •  Assess the Multi-Criteria Decision Aid (MCDA) for energy planning 

 MLO.A2  Tackling  Global  and  Local  Challenges  in  Ethics,  Responsibility  and 

 Sustainability 

 •  Recognize ethical challenges in international business. 

 •  Describe the concept of corporate social responsibility. 

 •  Understand  the  relationship  between  sustainability  and  ethics  in 

 business energy field 

 MLO.A3 Sustainability Reporting and Analysis 

 •  Explain  the  importance  and  advantages  of  the  Global  Reporting 

 Initiative (GRI); 

 •  Analyse  the  data  coming  from  the  International  Integrated 

 Reporting Council (IIRC); 

 •  Analyse the Sustainability Accounting Standards Board (SASB). 

 MLO.A4 Corporate Sustainability and Value Creation 

 •  Explain the concept of creating shared values 

 •  Assess  how  we  can  move  from  the  social  needs  to  the  economic 

 value estimation 

 •  Understand  the  importance  of  Social  Return  on  Investment  (SROI) 

 and quantify the social, environmental and economic value. 

 PB1 

 PB2 
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 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Decision-making for Sustainable Energy Management 

 ●  Foster the concept of strategic energy management 

 ●  Develop  problem-solving  skill  to  manage  renewable  energy  project 

 planning 

 ●  Communication  skill  to  explain  how  you  will  determine  the  data 

 coming from Life Cycle Analysis-LCA and Cost-Benefit Analysis-CBA 

 ●  Assess the Multi-Criteria Decision Aid (MCDA) for energy planning 

 MLO.A2  Tackling  Global  and  Local  Challenges  in  Ethics,  Responsibility  and 

 Sustainability 

 •  Develop  problem-solving  skill  in  ethical  challenges  area  for  the 

 international business. 

 •  Describe the concept of corporate social responsibility. 

 •  Understand  the  relationship  between  sustainability  and  ethics  in 

 business energy field 

 MLO.A3 Sustainability Reporting and Analysis 

 •  Account  the  factors  that  determine  the  benefits  of  the  Global 

 Reporting Initiative (GRI); 

 •  Analyse  the  data  coming  from  the  International  Integrated 

 Reporting Council (IIRC); 

 •  Develop  problem-solving  skill  to  evaluate  the  impacts  of  the 

 Sustainability Accounting Standards Board (SASB). 

 MLO.A4 Corporate Sustainability and Value Creation 

 •  Explain the concept of creating shared values 

 •  Develop  problem-solving  skill  in  assessing  how  social  needs  should 

 be  incorporated  into  strategic  management  to  create  economic 

 value 

 •  Understand  the  importance  of  Social  Return  on  Investment  (SROI) 

 and quantify the social, environmental and economic value. 

 PC3 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Decision-making for Sustainable Energy Management 

 •  Critical thinking in strategic energy management 

 •  Adaptability  to  the  complex  and  multidisciplinary  area  of  project 

 planning in renewable energy field 

 •  Determine  the  advantages  of  Life  Cycle  Analysis-LCA  and 

 Cost-Benefit Analysis-CBA 

 •  Assess the Multi-Criteria Decision Aid (MCDA) for energy planning 

 MLO.A2  Tackling  Global  and  Local  Challenges  in  Ethics,  Responsibility  and 

 Sustainability 

 •  Communication  skill  to  explain  how  you  will  approach  with  ethical 

 challenges in the international business. 

 •  Critical thinking in developing corporate social responsibility. 

 •  Understand  the  relationship  between  sustainability  and  ethics  in 

 business energy field 

 MLO.A3 Sustainability Reporting and Analysis 

 •  Critical thinking in discussing the Global Reporting Initiative (GRI); 

 •  Analyse  the  data  coming  from  the  International  Integrated 

 Reporting Council (IIRC); 

 •  Understand  the  benefits  and  value  of  the  Sustainability  Accounting 

 Standards Board (SASB). 

 MLO.A4 Corporate Sustainability and Value Creation 

 •  Describe the concept of creating shared values 

 •  Understand  the  key  factors  of  social  needs  to  generate  economic 

 value 

 •  Understand  the  importance  of  Social  Return  on  Investment  (SROI) 

 and quantify the social, environmental and economic value 

 7. Course Content: 

 Unit 1 Decision-making for Sustainable 

 Energy Management 

 Topics: 

 1 Strategic Energy Planning 

 2 Life-Cycle Assessment 

 3 Cost-benefit Analysis 
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 Unit 2 Tackling Global and Local Challenges 

 in Ethics, Responsibility and Sustainability 

 Topics: 

 1 The ethical behavior 

 2 Corporate Social Responsibility 

 3 Sustainability vision in energy sector 

 Unit 3 Sustainability Reporting and Analysis  Topics: 

 1 The Global Reporting Initiative (GRI) 

 2 The International Integrated Reporting Council 

 (IIRC) 

 3 The Sustainability Accounting Standards Board 

 (SASB) 

 Unit 4 Corporate Sustainability and Value 

 Creation 

 Topics: 

 1 Creating Shared Value 

 2 Creating Social Value 

 3 Social Return on Investment (SROI) 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 344 



 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Flavio 

 10. Bibliography 

 Essential Reading 

 ●  Smart grids and renewable. A cost-benefit analysis guide. IRENA 2015 

 ●  A  review  of  multi  criteria  decision  making  (MCDM)  towards  sustainablerenewable  energy 

 development,  Kumar  et  al,  2017.  Renewable  and  Sustainable  Energy  Reviews  69  (2017) 

 596–609. 

 ●  How to read a Corporate Social Responsibility Report: A User’s Guide. Boston College. 

 ●  A Practical Guide to Sustainability Reporting Using GRI and SASB Standards. SASB 2021. 

 ●  Veolia Integrated Report 2019-2020. Veolia 2020. 

 ●  Creating  Shared  Value  (CSV)  Operationalising  CSV  Beyond  The  Firm  Henning  Meyer  March 

 2018, University of Cambridge 

 ●  Assessment  of  the  Economic  and  Social  Impact  Using  SROI:  An  Application  to  Sport 

 Companies, Lombardo et al. 2019. Sustainability MDPI. 

 Recommended Readings 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 
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 1267 ENTERPRISE AND CIRCULAR ECONOMY 

 1. Factual information 

 Course title  Enterprise and Circular Economy 

 Course tutor  Dr. Flavio Gazzani  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  overexploitation  of  natural  resources  required  to  achieve  economic  growth  and  development  has 

 negatively  impacted  the  environment  and  adversely  affected  their  availability  and  cost.  So,  it  is  easy  to 

 see  why  the  idea  of  a  circular  economy,  which  offers  new  ways  to  create  a  more  sustainable  economic 

 growth  model,  is  taking  hold  across  the  globe.  This  course  is  designed  to  help  you  understand  the 

 growing  business  case  for  sustainable  solutions  and  learn  how  to  manage  and  grow  a  sustainable 

 business  by  incorporating  circular  economy  principles  into  your  strategies.  The  course  provides 

 students  with  the  skills  to  work  in  areas  related  to  the  integration  of  energy  technological  innovation 

 with new skills in productive reconversion and sustainable development. 

 3. Aims of the course 

 The  course  offers  high  specialization  in  circular  economy  and  provides  students  with  various  innovative 

 tools  to  operate  in  a  context  of  economic  and  environmental  sustainability,  aimed  at  the  enhancement 

 of  natural  resources,  the  use  of  secondary  raw  materials,  the  sustainable  management  of  the  value 

 chain  and  the  fostering  of  industrial  symbiosis.  The  course  provides  students  with  the  skills  to  work  in 

 areas  related  to  the  integration  of  technological  innovation  with  new  skills  in  productive  reconversion 

 and sustainable development. 

 Graduates  will  have  professional  opportunities  in  various  job  fields  and  will  be  able  to  hold  innovative 

 roles  and  professional  figures  in  line  with  the  orientation  of  the  energy  and  environmental  markets 

 including energy transition towards renewables and hydrogen economy. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 
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 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Circular economy principle and concept 

 ●  Understand the concept of circular economy 

 ●  Assess the difference between linear and circular models 

 ●  Describe  the  policy  and  legislation  that  aims  to  foster  circular 

 economy model 

 ●  Discuss different circular economy case study 

 MLO.A2 Business Models for a Circular Economy 

 •  Have  an  understanding  of  the  ultimate  impact  of  the  current  linear 

 economy on Resource Scarcity and Mounting Waste 

 •  Be  able  to  Identify  a  Re-thinking  approach  in  relation  to  Circular 

 Economy Business Models 

 •  Give  examples  of  precedents  for  different  Circular  Business  models 

 within different sectors 

 •  Understand the process of implementing circular economy thinking 

 MLO.A3 Energy Resources and Competitiveness 

 •  Explain  how  can  the  energy  sector  achieve  a  transition  to  a 

 decarbonized, reliable and secure energy sector 

 •  Describe  the  primary  energy  source  to  energy  services  in  a  global 

 perspective 

 •  Discuss  what  are  the  investment  needs  associated  with  the  energy 

 sector transition. 

 •  Understand  how  climate  change  are  affecting  a  changing  energy 

 investment landscape 

 MLO.A4 Investing in Hydrogen Economy 

 •  Explain  the  properties  of  hydrogen  that  make  it  of  interest  for  future 

 energy scenarios 

 •  Describe the key components of a future hydrogen economy 

 •  Discuss the the current interest in hydrogen technologies 

 •  Understand the the implementation of a hydrogen economy 

 PA1 

 PA2 

 PA3 

 PA7 
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 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Circular economy principle and concept 

 ●  Understand the concept of circular economy 

 ●  Assess the difference between linear and circular models 

 ●  Recognition  of  the  determinantsof  the  policy  and  legislation  that 

 aims to foster circular economy model 

 ●  Determine the advantages of circular economy case study 

 MLO.A2 Business Models for a Circular Economy 

 •  Understand  the  ultimate  impact  of  the  current  linear  economy  on 

 Resource Scarcity and Mounting Waste 

 •  Assess  the  re-thinking  approach  in  relation  to  Circular  Economy 

 Business Models 

 •  Give  examples  of  precedents  for  different  Circular  Business  models 

 within different sectors 

 •  Understand the process of implementing circular economy thinking 

 MLO.A3 Energy Resources and Competitiveness 

 •  Analyse  the  transition  to  a  decarbonized,  reliable  and  secure  energy 

 sector 

 •  Assess  the  primary  energy  source  to  energy  services  in  a  global 

 perspective 

 •  Explain  the  importance  and  advantages  of  investment  in  energy 

 transition 

 MLO.A4 Investing in Hydrogen Economy 

 •  Explain  the  properties  of  hydrogen  that  make  it  of  interest  for  future 

 energy scenarios 

 •  Describe the key components of a future hydrogen economy 

 •  Understand the current emerging trend in hydrogen technologies 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 
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 MLO.A1 Circular economy principle and concept 

 ●  Describe the ultimate positive impact of circular economy 

 ●  Describe the difference between linear and circular models 

 ●  Develop  problem-solving  skill  to  manage  policy  and  legislation  that 

 aims to foster circular economy model 

 ●  Communication  skill  to  explain  the  advantages  of  circular  economy 

 case study 

 MLO.A2 Business Models for a Circular Economy 

 •  Communication  skill  to  assess  the  impact  of  the  current  linear 

 economy on Resource Scarcity and Mounting Waste 

 •  Assess  the  re-thinking  approach  in  relation  to  Circular  Economy 

 Business Models 

 •  Give  examples  of  precedents  for  different  Circular  Business  models 

 within different sectors 

 •  Understand the process of implementing circular economy thinking 

 MLO.A3 Energy Resources and Competitiveness 

 •  Account  the  factors  that  determine  the  decarbonized,  reliable  and 

 secure energy sector 

 •  Develop  problem-solving  skill  to  evaluate  primary  energy  source  to 

 energy services in a global perspective 

 •  Explain  the  importance  and  advantages  of  investment  in  energy 

 transition 

 MLO.A3 Energy Resources and Competitiveness 

 •  Analyse  the  transition  to  a  decarbonized,  reliable  and  secure  energy 

 sector 

 •  Assess  the  primary  energy  source  to  energy  services  in  a  global 

 perspective 

 •  Explain  the  importance  and  advantages  of  investment  in  energy 

 transition 

 MLO.A4 Investing in Hydrogen Economy 

 •  Explain  the  properties  of  hydrogen  that  make  it  of  interest  for  future 

 energy scenarios 

 •  Develop  problem-solving  skill  in  assessing  the  key  components  of  a 

 future hydrogen economy 

 •  Understand the current emerging trend in hydrogen technologies 

 PC4 

 PC5 
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 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Circular economy principle and concept 

 ●  Critical thinking in circular economy transition and investments 

 ●  Adaptability to the circular business models 

 ●  Recognition  of  the  determinantsof  the  policy  and  legislation  that 

 aims to foster circular economy model 

 ●  Determine the advantages of circular economy case study 

 MLO.A3 Energy Resources and Competitiveness 

 •  Account  the  factors  that  determine  the  decarbonized,  reliable  and 

 secure energy sector 

 •  Develop  problem-solving  skill  to  evaluate  primary  energy  source  to 

 energy services in a global perspective 

 •  Explain  the  importance  and  advantages  of  investment  in  energy 

 transition 

 MLO.A3 Energy Resources and Competitiveness 

 •  Analyse  the  transition  to  a  decarbonized,  reliable  and  secure  energy 

 sector 

 •  Assess  the  primary  energy  source  to  energy  services  in  a  global 

 perspective 

 •  Explain  the  importance  and  advantages  of  investment  in  energy 

 transition 

 MLO.A4 Investing in Hydrogen Economy 

 •  Explain  the  properties  of  hydrogen  that  make  it  of  interest  for  future 

 energy scenarios 

 •  Develop  problem-solving  skill  in  assessing  the  key  components  of  a 

 future hydrogen economy 

 •  Understand the current emerging trend in hydrogen technologies 
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 7. Course Content: 

 Unit 1 Circular economy principle and 

 concept 

 Topics: 

 1 Linear and Circular Models 

 2 Innovation and new business models 

 3 Business model case studies 

 Unit 2 Business Models for a Circular 

 Economy 

 Topics: 

 1 Resource Scarcity 

 2 Business Models: Circular Supplies 

 3 Implementing circular economy thinking 

 Unit 3 Energy Resources and 

 Competitiveness 

 Topics: 

 1 Managing the energy transition 

 2 The economics of energy transition 

 3 The sulf-consumption scheme 

 Unit 4 Investing in Hydrogen Economy  Topics: 

 1 Hydrogen Production Technologies 

 2 Hydrogen fuel transport 

 3 The economics of hydrogens 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 
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 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Flavio 

 10. Bibliography 

 Recommended Readings 

 ●  Business  Models  in  a  Circular  Economy,  Gillabel  et  al  .,  2021,  European  Topic  Centre  on 

 Waste and Materials in a Green Economy. Eionet Report - ETC/WMGE 2021/2 

 ●  Business  models  and  supply  chains  for  the  Circular  Economy,  Geissdoerfer  et  al  .,  2018 

 Journal of Cleaner Production. 

 ●  Journey to circular supply chain, Wilson 2020 

 ●  The  Energy  Transition:  Key  challenges  for  incumbent  and  new  players  in  the  global  energy 

 system, James Henderson 2021, The Oxford Institute for Energy Studies. 

 ●  A  hydrogen  strategy  for  a  climate-neutral  Europe,  Brussels,  July  2020,  COM  (2020)  301 

 final report, European Commission. 

 ●  Economic  feasibility  of  green  hydrogen  in  transportation  sector,  University  of  Groningen, 

 December 2020. 

 11. List of amendments since last (re)validation 
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 Area amended  Details  Date 

 Central 

 Quality 

 informed 

 1268  USTAINABILITY ENTREPRENEURSHIP & INNOVATION 

 1.  Factual information 
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 Course title  Sustainability Entrepreneurship & Innovation 

 Course tutor  Dr. Flavio Gazzani  Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 This  course  is  designed  to  help  students  to  understand  the  growing  business  for  sustainable  solutions 

 and  learn  how  to  manage  a  sustainable  business  by  incorporating  circular  economy  principles  into  the 

 strategic  management.  It  develops  student’s  understanding  of  nurturing  entrepreneurship  in  the  21st 

 century.  It  pays  specific  attention  to  the  digital  transformation  and  sustainability  challenges  that  are 

 impacting  all  industries  in  recent  years.  The  course  will  primarily  focus  on  the  Sustainable  Development 

 Goals  developed  by  the  United  Nation  and  include  an  overview  of  the  most  critical  climate  events 

 impacts  on  our  society  and  business  activities.  Students  will  also  engage  and  assess  two  megatrends 

 that  characterize  entrepreneurship  today:  digital  innovation  and  environmental  and  social 

 sustainability.  The  entrepreneurial  development  and  implementation  of  environmental  innovations  is 

 related  in  this  course  both  to  the  establishment  of  new  companies  and  organisations  and  to  the 

 development  of  new  solutions  and  business  ideas  within  the  framework  of  established  companies  and 

 organisations (corporate venturing). 

 3. Aims of the course 

 The  main  target  of  this  course  is  to  develop  entrepreneurial  skills  for  the  development  and 

 implementation of environmental innovations and sustainable business ideas. These include: 
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 3. Aims of the course 

 •  The  ability  to  identify  new  solution  needs  in  the  context  of  sustainable  development  and  the 

 sustainable development goals set by the United Nations, 

 • Understand the entrepreneurial development and implementation of innovative solutions 

 •  Understand  the  systematically  combining  economic  (Eco-nominal)  and  ecological  (Eco-logical) 

 objectives 

 • Develop the ability to strategically develop "green" business areas and markets. 

 •  Identify  how  the  start-up  can  find  the  right  people,  dealing  with  venture  capitalists,  scaling  up  and 

 going international, and signing contracts with different types of providers.  

 •  Recognize  entrepreneurial  development  and  implementation  of  environmental  innovations  can  relate 

 both  to  the  establishment  of  new  companies  and  organisations  and  to  the  development  of  new 

 solutions  and  business  ideas  within  the  framework  of  established  companies  and  organisations 

 (corporate venturing). 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 
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 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Identify New Solutions for Sustainable Development 

 ●  Understand the three pillar dimension of sustainable development 

 ●  Identify the UN Sustainable Development Goals (SDG) 

 ●  Understand  the  economic  and  environmental  benefits  of  SDG  for 

 business and stakeholders 

 ●  Presents business cases using DSG 

 MLO.A2 Eco-Venturing, Starting and Eco-company 

 •  Develop  a  new  way  of  thinking  to  capitalize  on  different 

 opportunities in an organisation or business venture 

 •  Understand the concept of Ecopreneurship 

 •  Assess different types of eco-innovation 

 •  Understand  the  consumers  behaviour  towards  ecological,  fair  trade, 

 or local products 

 MLO.A3 Corporate Strategies for Adaptation to Climate Change 

 •  Understand  the  main  drivers  of  climate  change  at  global  and 

 regional level 

 •  Defining climate change mitigation policy 

 •  Understand how business can adapt their action to climate change 

 •  Assess  the  value-chain  risks  of  climate  change  to  turn  risk  into 

 competitive advantage 

 MLO.A4 Digital Innovation and Environmental Sustainability 

 •  Understand  the  eco-innovation  process  and  their  benefits  for 

 sustainable development goals 

 •  Classify the eco-innovation technologies and market opportunities 

 •  Understand the new digital eco-innovation process 

 •  Assess the benefits of digital circular economy models 

 PA1 

 PA2 

 PA6 

 PA7 



 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Identify New Solutions for Sustainable Development 

 ●  Recognition  of  the  three  pillar  dimension  of  sustainable 

 development 

 ●  Identify the UN Sustainable Development Goals (SDG) 

 ●  Identify  the  economic  and  environmental  benefits  of  SDG  for 

 business and stakeholders 

 MLO.A2 Eco-Venturing, Starting and Eco-company 

 •  Describe  how  we  can  capitalize  investments  using  different 

 opportunities in an organisation or business venture 

 •  Understand the concept of Ecopreneurship 

 •  Understand  the  consumer’s  behaviour  towards  ecological,  fair 

 trade, or local products. 

 MLO.A3 Corporate Strategies for Adaptation to Climate Change 

 •  Identify  the  main  drivers  of  climate  change  and  their  impacts  on 

 business activities 

 •  Defining the climate change mitigation policy 

 •  Understand how business can adapt their action to climate change 

 •  Assess  the  value-chain  risks  of  climate  change  to  turn  risk  into 

 competitive advantage 

 MLO.A4 Digital Innovation and Environmental Sustainability 

 •  Understand  the  eco-innovation  process  and  their  benefits  for 

 sustainable development goals 

 •  Classify the eco-innovation technologies and market opportunities 

 •  Understand the new digital eco-innovation process 

 •  Assess the benefits of digital circular economy models 

 PB1 

 PB2 



 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Identify New Solutions for Sustainable Development 

 ●  Communication  skill  to  explain  the  three  pillar  dimension  of 

 sustainable development in the realm of strategic management 

 ●  Identify the UN Sustainable Development Goals (SDG) 

 ●  Develop  problem-solving  skill  to  manage  the  challenges  of  SDG  for 

 business and stakeholders 

 MLO.A2 Eco-Venturing, Starting and Eco-company 

 •  Understand  how  we  can  capitalize  investments  using  different 

 opportunities in an organisation or business venture 

 •  Develop problem-solving skill to manage Ecopreneurship 

 •  Understand  the  consumer’s  behaviour  towards  ecological,  fair 

 trade, or local products. 

 MLO.A3 Corporate Strategies for Adaptation to Climate Change 

 •  Develop  problem-solving  attitude  in  the  context  of  climate  change 

 impacts on business activities 

 •  Assess different climate change mitigation policy 

 •  Assess  the  value-chain  risks  of  climate  change  to  turn  risk  into 

 competitive advantage 

 MLO.A4 Digital Innovation and Environmental Sustainability 

 •  Understand  the  eco-innovation  process  and  their  benefits  for 

 sustainable development goals 

 •  Classify the eco-innovation technologies and market opportunities 

 •  Develop  problem-solving  to  start  a  new  digital  eco-innovation 

 business 

 •  Assess the benefits of digital circular economy models 

 PC3 

 PC5 



 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1 Identify New Solutions for Sustainable Development 

 ●  Critical  thinking  in  sustainable  development  strategies  for  business 

 management 

 ●  Identify the UN Sustainable Development Goals (SDG) 

 ●  Communication  skill  to  explain  the  challenges  of  SDG  for  business 

 and stakeholders 

 MLO.A2 Eco-Venturing, Starting and Eco-company 

 •  Communication skill in business venture environmental challenges 

 •  Develop problem-solving skill to manage Ecopreneurship 

 •  Understand  the  consumer’s  behaviour  towards  ecological,  fair 

 trade, or local products. 

 MLO.A3 Corporate Strategies for Adaptation to Climate Change 

 •  Critical  thinking  in  the  context  of  extreme  weather  impacts  on 

 business activities 

 •  Assess different climate change mitigation policy 

 •  Assess  the  value-chain  risks  of  climate  change  to  turn  risk  into 

 competitive advantage 

 MLO.A4 Digital Innovation and Environmental Sustainability 

 •  Understand  the  eco-innovation  process  and  their  benefits  for 

 sustainable development goals 

 •  Critical  thinking  for  eco-innovation  strategies  to  reach  the  circular 

 economy principles 

 •  Develop  problem-solving  to  start  a  new  digital  eco-innovation 

 business 

 •  Assess the benefits of digital circular economy models 

 PD1 

 PD4 

 7. Course Content: 

 Unit 1 Identify New Solutions for 

 Sustainable Development 

 Topics: 

 1 Three Dimensions of Sustainable Development 



 2 UN Sustainable Development Goals (SDG) 

 3 Benefits to Business of Engaging in the SDGs 

 Unit 2 Eco-Venturing, Starting and 

 Eco-company 

 Topics: 

 1 The eco-venturing 

 2 Ecological Companies and Products 

 3 Eco-friendly Startup 

 Unit 3 Corporate Strategies for Adaptation 

 to Climate Change 

 Topics: 

 1 Climate change: evidence and causes 

 2 Identify climate change adaptation measures 

 3 How business can adapt to climate change 

 Unit 4 Digital Innovation and Environmental 

 Sustainability 

 Topics: 

 1 Digital eco-innovation 

 2 Enhancing the contribution of digitalization 

 3 Digitalization and circular economy 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 



 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  academic  misconduct  is  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Flavio 

 10. Bibliography 

 Essential Reading 

 ●  Business  and  the  Sustainable  Development  Goals:  Building  Blockss  for  Success  at  Scale. 

 Nelson J., Jenkins B and Gilbert R., 2015 Harward Kennedy School. 

 ●  The guide for business action on the SDGs, 2021, United Nation Global Compact 

 ●  Sustainable  Manufacturing  and  Eco-Innovation,  Machiba  T.  2009,  OECD  Directorate  for 

 Science, Technology and Industry 

 ●  A  Framework  for  Ecopreneurship,  Leading  Bioneers  and  Environmental,  Schaltegger  S. 

 University of Lüneburg, Germany 

 ●  Assessing  the  Climate  Risks  for  Financial  Decision  Makers,  Soyeux  A.  and  Girard  T.  2021 

 ClimInvest 

 ●  Investing in Climate, Investing in Growth, 2020 OECD Report 

 ●  The Circular Economy: Going digital Edberg A. and Sipka S., 2020, European Policy Centre 

 Recommended Readings 

 ●  Academic journals 

 ●  Practitioners’ journals 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 





 ● 













 3. Aims of the course 

 Machine  Learning  with  python  course  delves  deeper  into  the  Machine  Learning  fundamental  concepts 

 further  explaining  Machine  Learning  algorithms  and  their  implementation.  Equip  learners  with  the 

 necessary  skills  to  develop  AI  based  intelligent  applications  for  the  organization  with  hands-on  training 

 in Machine Learning with Python. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 



 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.A1  import  and  wrangle  data  using  Python  libraries  and  divide  them 

 into training and test datasets 

 MLO.A2  implement  linear  and  polynomial  regression,  understand  Ridge  and 

 lasso Regression, acquire programming skills in core Python 

 MLO.A3  identify  appropriate  techniques  to  solve  the  formulated  AI  &  ML 

 problem. 

 MLO.A4 develop the ability to write database applications in Python 

 PA3 

 PA5 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.B1  in-depth  knowledge  of  Python  Programming  Language  for  Machine 

 Learning. 

 MLO.B2 be able to clean and visualize the data 

 MLO.B3  regressions,  classifiers,  clustering  algorithms  to  fit  a  model  and  use 

 it to predict the future outcomes 

 MLO.B4 capstone Project on Advance Machine Learning in Python 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.C1  apply  the  knowledge  of  mathematics,  science,  engineering 

 fundamentals  along  with  machine  learning  knowledge,  and  an  engineering 

 specialization to develop solutions to real-world problems. 

 MLO.C2 implement and compare the relevant algorithms using Python 

 MLO.C3  decide  whether  AI&ML  techniques  are  applicable  for  a  given 

 business problem and articulate its benefits thereof 

 PC4 

 PC5 



 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 MLO.D1 choose the learning techniques and investigate concept learning 

 MLO.D2  identify  the  characteristics  of  decision  tree  and  solve  problems 

 associated with 

 MLO.D3 apply effectively neural networks for appropriate applications 

 MLO.D4 apply Bayesian techniques and derive effectively learning rules 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to Machine Learning 

 ●  what is Machine Learning? 

 ●  need for Machine Learning 

 ●  why & When to Make Machines Learn? 

 ●  challenges in Machines Learning 

 ●  application of Machine Learning 

 Unit 2  Components of Python ML Ecosystem 

 ●  using Pre-packaged Python Distribution: Anaconda 

 ●  Jupyter Notebook 

 ●  NumPy 

 ●  Pandas 

 ●  Scikit-learn 

 Unit 3  Regression Analysis (Part-I) 

 ●  regression Analysis 

 ●  linear Regression 

 ●  examples on Linear Regression 

 ●  scikit-learn library to implement simple linear regression 

 Unit 4  Regression Analysis (Part-II) 

 ●  multiple Linear Regression 

 ●  examples on Multiple Linear Regression 

 ●  polynomial Regression 

 ●  examples on Polynomial Regression 

 Unit 5  Classification (Part-I) 

 ●  What is Classification 



 ●  Classification Terminologies in Machine Learning 

 ●  Types of Learner in Classification 

 ●  Logistic Regression 

 ●  Example on Logistic Regression 

 Unit 6  Classification (Part-II) 

 ●  What is KNN? 

 ●  How does the KNN algorithm work? 

 ●  How do you decide the number of neighbors in KNN? 

 ●  Implementation of KNN classifier 

 ●  What is a Decision Tree? 

 ●  Implementation of Decision Tree 

 ●  SVM and its implementation 

 Unit 7  Clustering (Part-I) 

 ●  What is Clustering? 

 ●  Applications of Clustering 

 ●  Clustering Algorithms 

 ●  K-Means Clustering 

 ●  How does K-Means Clustering work? 

 ●  K-Means Clustering algorithm example 

 Unit 8  Clustering (Part-II) 

 ●  Hierarchical Clustering 

 ●  Agglomerative Hierarchical clustering and how does it work 

 ●  Working of Dendrogram in Hierarchical clustering 

 ●  Implementation of Agglomerative Hierarchical Clustering 

 Unit 9  Association Rule Learning 

 ●  Association Rule Learning 

 ●  Apriori algorithm 

 ●  Working of Apriori algorithm 

 ●  Implementation of Apriori algorithm 

 Unit 10  Recommender Systems 

 ●  Introduction to Recommender Systems 

 ●  Content-based Filtering 

 ●  How Content-based Filtering work 

 ●  Collaborative Filtering 

 ●  Implementation of Movie Recommender System 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 



 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Preeti Aggarwal 

 10. Bibliography 

 Essential Reading 

 ●  D.  H.  Wolpert  and  W.  G.  Macready.  No  free  lunch  theorems  for  optimization.  Evolutionary 

 Computation, IEEE Transactions on, 1(1):67–82, 1997. 

 ●  D.  H.  Wolpert.  The  supervised  learning  no-free-lunch  theorems.  In  Soft  Computing  and 

 Industry, pages 25–42. Springer, 2002. 



 ●  S.  Menard.  Logistic  regression:  From  introductory  to  advanced  concepts  and  applications. 

 Sage Publica- tions, 2009. 

 ●  V.  Vapnik.  The  nature  of  statistical  learning  theory.  Springer  Science  &  Business  Media, 

 2013. 

 ●  C.  J.  Burges.  A  tutorial  on  support  vector  machines  for  pattern  recognition.  Data  mining 

 and knowledge discovery, 2(2):121–167, 1998. 

 ●  J.  H.  Friedman,  J.  L.  Bentley,  and  R.  A.  Finkel.  An  algorithm  for  finding  best  matches  in 

 logarithmic  expected  time.  ACM  Transactions  on  Mathematical  Software  (TOMS), 

 3(3):209–226, 1977. 

 Recommended Readings 

 ●  Allen Downey, Jeffrey Elkner, Chris Meyers,: Learning with Python, Dreamtech Press 

 ●  David Taieb, “Data Analysis with Python: A Modern Approach” 1  st  Edition , Packt Publishing 

 ●  Wang Y, Wen M, Liu Y, Wang Y, Li Z, Wang C, Yu H, Cheung S, Xu C and Zhu Z Watchman 

 Proceedings of the ACM/IEEE 42nd International Conference on Software Engineering, 

 (125-135) 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date 

 Central 

 Quality 

 informed 



 1242 ADVERTSING AND MEDIA 

1. Factual information 

 Course title  Advertising and Media 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  both  the  general  manager  and  of  the  senior  manager  more 

 directly  involved  in  strategic  choices,  decision-making  and  implementation.  The  learners  will  be 

 able  to  have  good  working  knowledge  of  the  range  of  communication  tools  and  options  available 

 for  marketers  within  an  integrated  marketing  communications  perspective.  Learners  should  be 

 able  to  apply  information  they  have  covered  in  order  to  plan,  integrate  and  deliver  marketing 

 communications  that  build  equity  for  brands.  The  learners  can  proceed  their  career  and  establish 

 themselves in Advising agencies such as Ogilvy and Matther. 

 3. Aims of the course 

 This  course  is  designed  to  provide  an  introduction  to  integrated  marketing  communications  (IMC) 

 strategies  and  tactics,  the  practices  we  know  best  as  advertising,  promotion,  direct  response, 

 public  relations  and  marketing  communications.  The  course  will  examine  communications  theory 

 as  well  as  provide  hands-on  experience  in  creating  advertising  and  media  plans.  It  will  also 

 examine  how  marketers  integrate  and  link  their  communications  to  generate  maximum  impact 

 and leverage for the brand. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 



 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  understand  the  strategic  process  of  developing  advertising  and 

 integrated marketing communications 

 MLO.A2  appreciate  the  impact  of  consumer  diversity  and  the  importance  of 

 targeting marketing communications to specific consumer groups 

 MLO.A3  understand  the  place  of  integrated  marketing  communications  in 

 the overall strategy of a business 

 MLO.A4  understand  how  a  brand  may  be  considered  and  evaluated  as  a 

 part of company's equity and asset base 

 PA2 

 PA3 

 PA6 

 PA6 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  understand  the  breadth  of  advertising  and  communications  tools 

 available today. 

 MLO.B2  acquire  hands-on  experience  on  problem  solving  by  working  in 

 teams 

 MLO.B3  evaluate  the  effect  of  various  cultures  on  marketing  communication 

 decisions 

 MLO.B4  analyse  consumer  behavior  which  must  take  consideration  in  any 

 form of advertising or communication 

 PB1 

 PB2 



 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1 create advertising and media plans for building strong brands 

 MLO.C2  understand  how  consumers  understand  ,  evaluate  and  process 

 different advertisements 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  develop an Integrated Communications Plan for a given product 

 MLO.D2  provide  real  world  examples  of  successful  adverting  and 

 communication problems 

 MLO.D3  analyze  individual  media  businesses  and  understand  the  economic 

 drivers of the media economy 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Introduction to integrated marketing communications 

 ●  The growth of advertising and promotion 

 ●  What is marketing? 

 ●  integrated marketing communications 

 ●  The IMC planning process 

 Unit 2  The role of IMC in the marketing process 

 ●  Marketing strategy and analysis 

 ●  The target marketing process 

 ●  Developing the marketing planning program 

 ●  The role of advertising and promotion 

 Unit 3  Organizing for advertising and promotions: the role of ad agencies and other 

 marketing communication organizations 

 ●  participants in the integrated marketing communications process: and 

 overview 

 ●  organizing for advertising and promotion in the firm: the clients role 

 ●  Advertising agencies 

 ●  Agency compensation 

 ●  Evaluating agencies 



 ●  Specialised services 

 ●  Collateral services 

 ●  Integrated marketing communications services 

 Unit 4  The communication process 

 ●  The nature of communication 

 ●  A basic model of communication 

 ●  Analyzing the receiver 

 ●  The response process 

 ●  Cognitive processing of communications 

 ●  Summarizing the response process and the effects of advertising 

 Unit 5  Creative strategy planning and development 

 ●  The importance of creativity in advertising 

 ●  Advertising creativity 

 ●  Planning creative strategy 

 ●  The creative process 

 ●  Creative strategy development 

 Unit 6  Media planning and strategy 

 ●  Introduction to media planning 

 ●  Developing media plan 

 ●  Market analysis and target market identification 

 ●  Establishing media objectives 

 ●  Developing and implementing media strategies 

 ●  Evaluation and follow-up 

 ●  Characteristics of media 

 Unit 7  Evaluation of print media 

 ●  The role of magazine and newspapers 

 ●  Magazines 

 ●  Newspapers 

 Unit 8  Support media 

 ●  The scope of the support media industry 

 ●  Traditional support media 

 ●  Promotional products marketing 

 ●  Other traditional support media 

 ●  Nontraditional support media 

 Unit 9  Measuring the effectiveness of the promotional program 

 ●  Arguments for and against measuring effectiveness 

 ●  Conducting research to measure advertising effectiveness 

 ●  The testing process 

 ●  Establishing a program for measuring advertising effects 



 ●  Measuring the effectiveness of other program elements 

 Unit 10  International advertising and promotion 

 ●  The importance of international markets 

 ●  The role of international advertising and promotion 

 ●  The international environment 

 ●  Decision areas in international advertising 

 ●  The role of other promotional mix elements in international marketing 

 ●  Self-regulation 

 ●  Federal regulation of advertising 

 ●  State regulations 

 ●  Regulation of other promotional areas 

 ●  Advertising and promotion ethics 

 ●  Social and ethical criticism of advertising 

 ●  Economic effects of advertising 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 



 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita 

 10. Bibliography 

 Essential Reading 

 ●  George  E.  Belch  &  Michael  A.  Belch,  Advertising  and  Promotion:  An  Integrated  Marketing 

 Communications Perspective, 10th Edition, McGraw-Hill Irwin. 

 Note: any edition of the book will be fine 

 Recommended Readings 

 ●  Clow,  Kenneth  E.,  and  Donald  E.  Baack.  2016.   Integrated  advertising,  promotion,  and 

 marketing communications  . 7th ed. Boston: Pearson. 

 ●  Shimp,  Terence  A.,  and  J.  Craig  Andrews.  2013.   Advertising  promotion  and  other  aspects  of 

 integrated  marketing  communications  .  9th  ed.  Singapore:  Southwestern  Cengage 

 Learning. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 11. List of amendments since last (re)validation 

 Area amended  Details  Date Central Quality informed 

 1243 ADVANCE DIGITAL MARKETING STRATEGIES 

 1. Factual information 

 Course title  Advance Digital Marketing Strategies 

 Course tutor  Romil Gupta  FHEQ Level  7 

 Course type  Taught  Credit value  4 



 Mode of delivery  On-Campus/ Online/ Blended 

 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  will  support  the  role  of  Digital  Marketers,  Marketing  Analysts,  Market  and  Business 

 Analysts,  Consultants,  Entrepreneurs  and  CMOs,  leverage  AI-driven  analytics  for  taking  marketing 

 decisions.  AI  offers  an  opportunity  to  upsell,  cross-sell  and  enhance  RoI  of  marketing  investments. 

 After  completing  the  course,  learners  will  be  able  to  use  AI  to  take  marketing  decisions  on  product 

 positioning,  competition  analysis,  and  customer  sentiment  to  enhance  marketing  yield  and 

 customer experience 

 3. Aims of the course 

 The  AI-powered  Marketing  Programme  enables  marketing  professionals  to  adopt  the  power  of  AI 

 in  their  decision-making  process.  The  benefits  of  marketing  powered  by  AI  are  Maximizing 

 marketing yield, Engaging customers with precision and Leverage superior customer insights. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 



 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.A1  learn  essentials  of  e-commerce  business  i.e.  e-commerce 

 marketing,  product  keyword  research,  inventory  management,  supply  chain 

 management, packaging & shipping, selling on online platforms 

 MLO.A2  understand  and  leverage  digital  business  models  and  emerging 

 technologies to drive digital transformation and innovation 

 MLO.A3  learn  to  strategize  video  content  that  will  result  in  positive  brand 

 awareness for a company 

 MLO.A4   learn  to  monetize  a  blog  or  a  website  through  AdSense  and 

 affiliate marketing 

 MLO.A5  gain  Insights  into  formulation  and  implementation  of  effective 

 and focused business strategies 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  learn agency skills and corporate communication skills 

 MLO.B2 navigate the fast-evolving world of marketing armed with the power 

 of artificial intelligence 

 MLO.B3  enhance critical thinking and strategic decision making skills to 

 propel business growth 

 MLO.B4  learn the art of pitching to analyze a client’s requirement and then 

 curate an appropriate plan 

 PB1 

 PB2 



 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  learn various search engines and their algorithms 

 MLO.C2  learn all  features of Google Ads platform and its algorithm 

 MLO.C3  guide  or  take  marketing  decisions  related  to  campaigns,  budgets, 

 creating marketing USP and more 

 PC5 

 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  build  a  website  from  the  very  beginning  like  how  to  add  content, 

 install  and  activate  plugins,  and  how  to  incorporate  design  elements  to 

 website.  

 MLO.D2  track  a  website  visitor  down  the  conversion  funnel  and  extract 

 information from it. 

 MLO.D3  build an effective media planning and buying strategy 

 PD1 

 PD2 

 PD3 

 PD4 

 7. Course Content: 

 Unit 1  Data-Driven Marketing Decisions: 

 ●  Digital Disruption in Marketing 

 ●  From Digital Marketing to AI-Driven Marketing 

 ●  Data-Driven Marketing Decisions 

 ●  Basics of Market Research 

 ●  Case Studies on AI: Case Analysis and Presentations 

 Unit 2  Fundamentals of AI and ML: 

 ●  Introduction to AI and ML 

 ●  Linear Regression and Logistic Regression 

 ●  Support Vector Machines 

 ●  Decision Trees and Random Forests 

 ●  Neural Networks 

 ●  Deep Learning for Time Series Predictions 



 Unit 3  AIML using R 

 ●  Setup and Basics of R and R Studio 

 ●  Data Preparation and Linear Regression in R 

 ●  Web Application Development (using Shinyapps) 

 ●  Logistic Regression 

 ●  SVM and Grid Search in R 

 ●  Decision Tree and Random Forests in R 

 ●  Neural Networks in R 

 Unit 4  AIML Applications in Marketing 

 ●  Convolutional Neural Networks and Applications 

 ●  Time Series and RNN Forecasts 

 ●  Case Study on Forecasting Demand 

 ●  Capstone Project Proposals 

 Unit 5  AIML in Digital  Marketing 

 ●  Search Engine Marketing – Fundamentals 

 ●  Web Design Frameworks and Landing Pages (A/B Testing) 

 ●  Case Study on Feature Importance and Feature Selection 

 ●  Case Study on Digital Journey & Dealing with Imbalanced Data 

 ●  Case Study on CRM in Ecommerce Site 

 ●  Ecommerce: Market Basket Optimization and Recommendation Systems 

 ●  Ecommerce: Upselling/Cross-Selling (User-based and item-based collaborative 

 filtering) 

 ●  Case Study on Product Recommendations 

 Unit 6  AIML in Social Media Marketing 

 ●  Social Media Marketing – Fundamentals 

 ●  Social Media and User Generated Content: Consumer Sentiment Analysis: Case 

 Study on User Reviews – Text Analytics 

 ●  Predicting Effectiveness of Social Media Posts (with data) 

 Unit 7  Digital Media Planning and Buying 

 ●  Advertisement techniques  to maximize conversions and ROI 

 ●  Media buying terminologies - cost-per-install (CPI), cost-per-order (CPO), 

 cost-per-acquisition (CPA), click-through-rate (CTR) 

 ●   Media planning and budgeting 

 Unit 8  Web Analytics 

 ●  website visitor’s behaviour and  actions via Google Analytics 

 ●  Google Analytics interface 

 ●  analytics terminology - bounce rate, page view, session time, 

 ●  Use of  Google Analytics to decode a website’s audience, behavior, and 

 acquisition reports 

 Unit 9  Futuristic Marketing 

 ●  Blockchain and Smart Contracts for Marketing I 

 ●  Blockchain and Smart Contracts for Marketing II 

 ●  IoTs, Augmented Reality and Virtual Reality for Marketing I 



 ●  IoTs, Augmented Reality and Virtual Reality for Marketing II 

 ●  Enhancing Customer Experience: Bots and Robotic Process Automation 

 Unit 

 10 

 Marketing Automation, Influencer & Podcast Marketing 

 ●  Influencer Marketing 

 ●  Podcast Marketing 

 ●  Marketing Automation 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 
 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 



 9. Teaching staff associated with the module 

 Romil Gupta 

 10. Bibliography 

 Essential Reading 

 ●  Kotler, P. , Hermawan, K. ,  & Iwan, S. (2010). Marketing  3.0:  From  products  to  customers  to 

 the human spirit. Hoboken, NJ: Wiley. 

 ●  Kotler, P. (2007). Marketing  management  analysis  planning  implementation  and 

 control. New Delhi, India: Prentice Hall. 

 Recommended Readings 

 ●  Bartels,  R.  (1988).  The  history  of  marketing  thought  (3rd  ed.).  Worthington,  OH:  Publishing 

 Horizons. 

 ●  Jones,  D.  G.  B.  (1994).  Biography  and  the  history  of  marketing  thought:  Henry  Charles 

 Taylor  and  Edward  David  Jones.  In  R.  A.  Fullerton  (Ed.),  Explorations  in  the  history  of 

 marketing. Greenwich, CT: JAI Press. 

 ●  Shaw,  E.  H.  ,  &  Jones,  D.  G.  B.  (2005).  A  history  of  schools  of  marketing  thought.  Marketing 

 Theory, 5(3), 239–281. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 

 ●  Annual Reports 

 ●  Company and Trade Publications 
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 1244 SALES MANAGEMENT AND STRATEGY 

1. Factual information 

 Course title  Sales Management and Strategy 

 Course tutor  Dr. Sanchita Ghosh  FHEQ Level  7 

 Course type  Taught  Credit value  4 

 Mode of delivery  On-Campus/ Online/ Blended 



 Notional learning 

 hours 

 112 Hours 

 Language of 

 Instruction 

 English 

 2. Rationale for the course and its links with other courses 

 The  course  is  focused  on  professional,  business-to-business  (b2b)  sales  issues  and  sales 

 management.  We  frequently  draw  on  our  own  experiences  as  consumers  (b2c)  as  a  basis  for 

 developing  perspectives,  insights,  and  understanding  of  b2b  sales  themes.  The  learners  will  be 

 able  to  implement  the  knowledge  immediately  in  their  practical  life.  Learners  will  explore 

 primarily  the  intricacies  of  an  outside  sales  force  (the  salesperson  who  reaches  out  directly  to  the 

 customer),  including  the  management  of  sales  forces  of  manufacturers  and  wholesale 

 intermediaries.  Additionally,  the  role  of  the  sales  force  in  supply  chain  management  will  also  be 

 discussed.  The  role  of  technology  and  the  impact  of  globalization  will  also  be  discussed.  Case 

 studies  will  be  used  to  help  learners  understand  the  demands  of  selling  in  a  dynamic,  shrinking 

 world. The course will help learners assess selling as a career choice. 

 3. Aims of the course 

 The  goal  of  the  Sales  Management  and  strategy  course  is  to  examine  the  elements  of  an  effective 

 sales  force  as  a  key  component  of  the  organization's  total  marketing  effort.  The  course  will  extend 

 learner’s  understanding  of  marketing's  reach  and  potential  impact  in  achieving  its  overarching 

 goals.  Course  objectives  include  understanding  the  sales  process,  the  relationship  between  sales 

 and  marketing,  sales  force  structure,  customer  relationship  management  (CRM),  uses  of 

 technology  to  improve  sales  force  effectiveness,  and  issues  in  recruiting,  selecting,  training, 

 motivating,  compensating  and  retaining  salespeople.  Learner  will  learn  to  apply  the  discussion 

 topics through an interactive project worked on throughout the course. 

 4. Pre-requisite courses or specified entry requirements 

 Not Applicable 

 5. Is the course compensatable? 

 No 



 6. Intended learning outcomes 

 A. Knowledge and understanding  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the learners will be able to 

 MLO.A1  gain  an  understanding  of  professional  B2B  sales  including  its 

 planning and staffing, structure, and evaluation 

 MLO.A2  understand  how  to  manage  and  motivate  a  professional  B2B  sales 

 force  from  the  perspectives  of  a  sales  manager  (authority)  and  a  marketing 

 manager (influence) 

 MLO.A3  understand  how  trending  in  demographics  –  changing  age  and 

 ethnic populations impact selling strategies 

 PA2 

 PA3 

 PA6 

 PA7 

 B. Cognitive skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.B1  apply  the  theories  of  business  to  business  sales  management  and 

 inculcate personal selling skills 

 MLO.B2  understand  the  logistics  of  collaboration  among  production, 

 distribution and sales department 

 MLO.B3 develop sales forecast and expenses 

 PB1 

 PB2 

 C. Practical and professional skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.C1  understand  how  sales  performance  impacts  a  company’s  reputation 

 and overall performance 

 MLO.C2 develop a basic understanding of operating a sales force 

 PC2 

 PC4 



 D. Key transferable skills  Programme 

 Learning 

 Outcome(s) this 

 maps against 

 After the end of this course, the students will be able to 

 MLO.D1  understand  the  concept  of  business  to  business  sales  and  personal 

 selling 

 MLO.D2 complete sales force quotas and budget 

 MLO.D3 evaluate and apply different sales training methods and techniques 

 PD1 

 PD2 

 PD3 

 PD4 

 PD6 

 7. Course Content: 

 Unit 1  Sales Management and the business enterprise 

 ●  Evolution of sales department 

 ●  Sales management 

 ●  Objectives of sales management 

 ●  Sales management and financial results 

 ●  Sales executive as coordinator 

 ●  Sales management and control 

 ●  Sales control- informal and formal 

 ●  Sales control and organization 

 Unit 2  Sales Management, Personal Selling and Salesmanship 

 ●  Buyer seller dyads 

 ●  Theories of selling-AIDAS model , buying formula of selling, behavioral equation 

 theory, right set of circumstances theory of selling 

 ●  Diversity of personal selling situations 

 ●  sales resistance 

 ●  Closing sales 

 Unit 3  Setting personal selling objectives 

 ●  Types of personal selling objectives 

 ●  Analyzing market potential market identification market motivation analysis of 

 market potential 

 ●  Market indexes 

 ●  Sales potential and sales forecasting 

 ●  Sales forecasting methods 

 ●  Converting industry forecast to company sales forecast 

 ●  Derivation of a sales volume objective 

 ●  Evaluation of forecasts 

 Unit 4  Determining sales related marketing policies 



 ●  Product policies- what to sell 

 ●  Distribution policies- who to sell 

 ●  Pricing policies 

 Unit 5  Formulating personal selling strategy 

 ●  Competitive settings and personal selling strategy 

 ●  Pure competition 

 ●  Monopolistic competition 

 ●  Oligopolistic competition 

 ●  No direct competition 

 ●  Personal selling objectives and personal selling strategy 

 ●  Sales related marketing policies and personal selling strategy 

 ●  Sales based marketing policies and personal selling strategy 

 ●  Determining the kind of sales personnel 

 ●  Determining the size of the Salesforce 

 ●  individualizing selling strategies to customers 

 Unit 6  The sales organization 

 ●  Purposes of sales organization 

 ●  Setting up a sales organization 

 ●  Basic types of organizational structures 

 ●  Field organization of the sales department 

 ●  Centralization versus decentralization in sales force management 

 ●  Schemes for dividing line authority in the sales organization 

 Unit 7  Planning sales training programs 

 ●  Building sales training programs 

 ●  Defining training aims 

 ●  Deciding training content 

 ●  Selecting training methods 

 Unit 8  Executing and evaluating sales training programs 

 ●  Philosophes of sales training 

 ●  Organization of sales training 

 ●  Evaluating sales training programs 

 Unit 9  Motivating sales personnel 

 ●  Meaning of motivation 

 ●  Motivational help from management 

 ●  Need gratification and motivation 

 ●  Interdependence and motivation 

 ●  Motivation and leadership 

 ●  Motivation and communications 

 ●  Unionization of sales personnel 



 Unit 10  International sales management 

 ●  International sales management and culture 

 ●  Head office influence on overseas selling activities 

 ●  Sales organizational structures 

 ●  Formulating sales strategies at the national level 

 ●  Recruitment and selection 

 ●  Sales job description 

 ●  Sales training 

 ●  Sales compensation 

 ●  Sales presentation 

 ●  Salesperson evaluation and control 

 8. Assessment Strategy 
 The  range  of  assessment  instruments  used  for  this  module  includes  both  continuous  and 
 summative  assessment,  and  comprises  regular  micro  assessments,  simulations  and  case  studies, 
 individual  assignments,  reflective  papers,  tests  (in  the  case  of  year  modules),  and  written 
 examinations. 
 Continuous assessments: Weighing 40 % 
 Continuous assessments: Weighing: 40% of overall module mark 
 The assessment will be split between: 
 Continuous  assessments  –  by  means  of  multiple  “micro  assessments”  contributing  30%  towards 
 the total mark 
 Individual assignment/ Presentation – contributing 10% towards the total mark 

 Examination/ Report Submission: Weighing 60 % 
 Weighing: 60% of overall mark 
 The  examination  is  a  closed  book  final  examination  covering  all  the  module  outcomes  or  it  can  be 
 a  report  submission.  The  report  can  be  a  case  study  analysis,  research  report,  scenario  analysis, 
 project or any other report type as agreed amongst the course team. 
 The  student  must  pass  in  individual  attempt  all  component  and  pass  individual  component,  and 
 overall, with the passing grade. 

 The  details  regarding  assessment  regulations  and  formatting  are  given  in  the  Policy  No.  3  titled 
 “  Assessment  Policy  ”  provided  to  students  at  time  of  admission  and  disseminated  via  learning 
 management system. The key clauses of the policy to be referred are 

 ●  Design  &  implementation  of  Assessment  Strategy  amongst  the  course  team  and 

 coordination with the validated partner and external examiner, if any. 

 ●  Formatting and submission of the assessment. 

 ●  Progression  requirements  of  the  course,  for  instance,  passing  grade,  resit  and  retake 

 opportunities. 

 ●  Special Circumstances 

 ●  Assessment feedback and moderation by partner university if required 

 ●  Grading Criteria 

 Please  pay  special  attention  to  Policy  No.  9  titled  “  Academic  Misconduct  Policy”  which  specifies 
 what  is  academic  misconduct  and  that  it  is  considered  very  seriously  at  Rushford.  The  policy  states 



 the  possible  guidance  you  can  seek  in  preventing  academic  coaching,  and  penalties  on  academic 
 misconduct. 

 9. Teaching staff associated with the module 

 Dr. Sanchita 

 10. Bibliography 

 Essential Reading 

 ●  Still,  Cundiff  and  Govoni,  Sales  management:  decisions  strategies  and  cases  ,  Prentice  Hall 

 of India private limited 

 Note: any edition of the book will be fine 
 Recommended Readings 

 ●  Ansoff,  I.  (1957)  'Strategies  for  Diversification',  Harvard  Business  Review, 

 September/October, p. 114. 

 ●  Burbridge,  J.  Jr  (1987)  'The  Implementation  of  a  Distribution  Plan-  a  Case  Study', 

 International Journal of Physical Distribution and Materials, 17(1), pp. 28-38. 

 ●  Cespedes,  F.  V.  and  Corley,  E.  R.  (1990)  'Managing  Multiple  Channels',  Business  Horizons, 

 July/August, pp. 67-77. 

 ●  Business News 

 ●  Research articles 

 ●  Market News 
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