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MGSM VISION

Our vision is to be Australia’s premier graduate management school for leaders of business and the community, with a global reputation for teaching and research.

MGSM MISSION

MGSM’s mission is to provide internationally recognised post-experience graduate management education to enable people of high potential to become successful leaders who bring prosperity to their organisations and communities, and to support these objectives by combining rigour with relevance in the School's research and teaching. Our degree programs and public executive and corporate customised programs embody values of professional practice and sustainability grounded in scholarship, with the aim of achieving assured learning outcomes, enhanced career opportunities for graduates and an active, high calibre alumni network.








IMPLEMENTATION
This review envisages MGSM as a ‘Next Generation Management School’. This means providing integrated, high quality, flexible business education leading to a variety of qualifications and experiences relevant to people throughout their working lives. The offerings will be high quality, based on scholarship and foster networks and relationships among the many stakeholders of MGSM, who will contribute to the continuous learning experience. These include full time faculty, support faculty, alumni, members of the business community and students. When people think of MGSM, they will see a partner in continuous learning and development. They will think of scholarship and evidence-based learning which contributes to professional practice. 
The Next Generation Management School is depicted in the following diagram. MGSM is a community striving for continuous development, enhancement of professional practice and sharing and creation of knowledge through international networks and high quality research and teaching.  
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FINAL REPORT
REVIEW OF THE MBA AND RELATED AWARD PROGRAMS

A review of the MBA and related award programs is being undertaken by MGSM as part of a number of actions ‘to deliver on its strategic priorities and to create the conditions for a more robust, long term revenue stream, relying not just on student enrolments but on customized programs, corporate philanthropy and other sources’.

REASONS FOR THE REVIEW
1. Changing global and domestic market for postgraduate management education – globalization of business and student population, new approaches to management and leadership and changing expectations among students.

2. Volatility in MBA enrolments since 2003 – challenges in marketing the MBA as general management degree, but at same time the newly introduced full-time MBA has attracted high calibre students from over 40 countries. 
3. New requirements of firms and organizations – review of content and structure of the MBA and related award programs to meet the needs of the stakeholders and develop a differentiated product.

In addition:
Macquarie University is undertaking a curriculum review in 2008, the University is to be audited by the Australian Universities Quality Agency (AUQA) and MGSM is seeking AACSB international accreditation while also retaining EQUIS accreditation 
SCOPE OF THE REVIEW
This is outlined in the following agreed terms of reference:
· Review the changing market and future trends in postgraduate business education, with a specific emphasis on the MBA and Masters programs in Australia and globally

· Assess the strengths and weaknesses of MGSM’s current curriculum structure, including individual programs and subject offerings

· Recommended changes to the curriculum structure of the MBA and Masters programs, having regard to external demand, internal expertise and global trends

· Consider the viability and relevance of new offerings in collaboration with other divisions and centres at Macquarie University

· Recommend new directions or approaches for MGSM as appropriate
· Consider use of different technology methods as a part of delivery of the program.
THE REVIEW GROUP
The Review Group in 2007 consisted of 

· Dr Bill Beerworth (Chair)

· Prof Judyth Sachs (DVC Provost)

· Prof Robin Kramar (Deputy Dean)

· Assoc Prof Guy Ford (Director, Academic Programs)

· Assoc Prof Sandy Burke (Director MBA)

· Prof Tyrone Carlin

· Prof Richard Badham

A sub-committee of Robin, Richard, Guy and Sandy was also formed to further the review in 2007. In 2008 the sub-committee consisted of Robin, Guy, Richard, Donald Ross and Elizabeth More (Director of MBA).


PROCESSES FOR UNDERTAKING THE REVIEW

The review process was to be led by the Review Group. The processes used in the review operated according to the following principles:

· Consultative and open to input from MGSM PL Board, Alumni Association, MGSM Faculty, business community

· Decisions will be based on information and evidence about matters such as emerging trends impacting postgraduate management education, our competitors, potential alliances, knowledge about the competencies desired by students and employers 

· Conduct of the review will occur within a specified time frame and timelines will be developed

· The reasons for decisions will be explained in terms of the evidence from the research undertaken and in terms of MGSM’s strategic priorities

·  Individual members will take responsibility for particular actions specified at the conclusion of each meeting

· Timeframes for the implementation of the Review Group’s recommendations will be specified and the individuals responsible for implementation identified. 

PRINCIPLES TO GUIDE THE REVIEW
The following principles inform the Review Group’s deliberations:

· MGSM’s brand

· International reputation as a high quality postgraduate qualification 
· Consistent excellent teaching and learning 

· High quality research in a number of areas

· Interdisciplinary approach

· Innovation 

· Further the vision of MGSM ( see Appendix 1)

· Quality indicators recognised by various accreditation and other bodies

· Business and community engagement.

METHODOLOGY

Stage 1

Faculty teaching the core Marketing, Organisation Behaviour, Human Resource Management and Operations Management were asked to meet and ensure that their courses were revised to ensure reduced perceptions of overlap and other issues raised by students in the SETS. The staff teaching these courses undertook this review in preparation for term 1 in 2008.

Stage 2

A number of processes were used during this stage.

· The range of stakeholders consulted included MGSM faculty, key informants in the business and MBA education community, MGSM Alumni and students.
· Data was collected about emerging trends in MBA education and specialist Masters Programs, desired attributes of MBA graduates in 2008 and in 2013. Attention was also paid to the developments around education for and about sustainability which are currently being sponsored by the Federal Government. Information was also collected about our competitors and environmental influences.
· Teams of MGSM faculty made recommendations about particular aspects of the MBA Review (Appendix 6).

Appendix 3 details these activities. 
ISSUES ARISING FROM REVIEW

1. MGSM is known for being high quality – challenge to maintain standards in student quality in terms of employment experience and academic results.
2. Full-time MBA  as separate cohort has had success but softness in student numbers emerging in 2008.
3. Strengthen even more the network of students and alumni throughout experience with MGSM to create sense of cohesion.
4. Encourage further esprit-de-corps among students and members of MGSM.
5. The value of the MBA credential is changing worldwide and MGSM is being affected by this development.
6. Increasing competition from overseas providers, both in local and international markets. 
7. Known for face to face class interaction, with predominantly good lecturers, but also need for technology support.
8. Flexibility of delivery is important – implications for incorporation of on-line and blended learning solutions.
9. Half-life of knowledge and requirement for life-long learning. 

10. Specialist Masters still appropriate – need for modernisation – eg sustainability, people and performance.
11. In 2012 managers and leaders will need skills in areas such as people management, knowing themselves, managing rapid change, being proactive, managing technology, globalisation, managing business partners, cross-cultural skills, persuasion and negotiation skills, corporate social responsibilities, ability to learn in addition to functional skills such as finance, human resources, marketing, IT.
12. Marketing of all programs, rather than MBA – many students come through the articulation pathway.
RECOMMENDATIONS

This section will include recommendations, activities to be undertaken and allocation of responsibilities
	
	Recommendation
	Activities
	Responsibilities and Issues

	1.
	Improve and maintain high quality courses and  programs 
	Teaching and Learning Processes

· Introduce assurance of learning processes into some courses in 2008 (ambitious)
· Peer involvement in course development, delivery and review

· Mentoring adjuncts (Supporting faculty) and Faculty (Participating faculty)
 
	Director Teaching and Learning and Faculty members
· Director Teaching and Learning and Faculty members
· Clusters of faculty including adjuncts (Supporting faculty), professionals and alumni, and members of Advisory Board involved in development, review and delivery
· Implications for structure of MGSM content specialist areas  and responsibilities for mentoring faculty



	 
	
	· Entry standards retain requirement for significant management experience
· Students without this experience should not be admitted into Masters degrees
· Evaluate selection criteria for student entry into programs in 2008 at end of term 4 2008
· High standards maintained for articulation from certificates and diplomas into Masters and MBA  eg minimum of average credit grade
Progression through core courses in systematic sequence 
· Students be required to undertake core courses in a particular sequence to enable the development and building on skills and knowledge in previous courses
	Director Student Admissions, Director of Academic Programs and Directors MBA, Masters of Management, Postgraduate Diplomas and Postgraduate Certificates
· Implications for student admission processes and standards

· Implications for responsibilities for MGSM programs

· Implications for English language requirements for admissions

· APC and Director Student Services

· Implications for enrolment procedures

	
	 
	· Evaluation of core courses  for MBA against matrix of outcomes expected from MGSM courses 
· Revision of core courses in the light of this assessment
· Review of the core courses in the specialist Masters in the light of the assessment  of the core courses in the MBA

· This evaluation will include requirement to address MQ policy about internationalisation and sustainability outcomes

· Evaluation will also include some assessment of the way learning from the group work component in courses could be integrated in some courses
	Director of Teaching and Learning and Deputy Dean to construct matrix based on AACSB, EQUIS, MQ requirements, and the  desired outcomes of MGSM programs – this will include internationalisation of curriculum
· Faculty to review their courses in terms of this matrix 

· At least one afternoon each year when faculty meet to explain what they do in their core courses and the way they further MGSM vision, mission, brand and experience. This will enable faculty to understand the content and delivery mechanisms and assessment procedures used in each course. It will also facilitate sharing of knowledge
· Implications for performance management outcomes expected of faculty 

· Implications for overseas offerings in Hong Kong and elsewhere

	2. 
	 “A Taste of MGSM”/ Orientation
· Currently MGSM has a marketing workshop which provides a “taste of MGSM” as  a two hour session and

· An orientation workshop to the courses
The proposal is to provide a more comprehensive orientation to the MGSM experience for students of accredited, corporate and ExecEd programs
	Introduction to students, staff, alumni of MGSM and skills, knowledge required as part of MGSM and to MGSM experience
· Cover areas such as critical thinking skills, presentation, writing skills, numerical and quantitative skills, speed reading skills, research skills and information sourcing

· Introduce emerging issues in management eg innovation, sustainability and managerial finance and other issues

· Social event enabling networking with alumni, faculty, staff
· Two day experience with guest speaker at a lunch and an alumni speaker to discuss the MGSM experience
· Provision of high quality materials and participant list to attendees

· Alternatively this orientation could be developed in terms of the suggestion of Option 2 described in the Appendix “Models of MBAs and associated structures”
	Director of Academic Programs, Director of Student Admissions, Directors of MBA and other programs, faculty (PF and SF), ExecEd, Presenters in continuing education courses and alumni
· Implications for performance management, timetable, fees and costs

	3.
	Life-long relationship with MGSM
	· Reposition MGSM as more than just a provider of separate programs such as postgraduate accredited programs, corporate programs and ExecEd, and alumni activities but as an experience in continuous learning and networking, as well as career development
· Emphasise the integration of research and teaching

· Continuation of the existing articulation model fits this well

· Require students to attend some of the alumni events such as breakfasts, evening talks as part of their courses; this participation could be integrated into assessment

· Develop study tours for accredited, corporate and ExecEd students
	· Executive Team
· Implications for Marketing, Information evening content, publicity and brochures

· Implications for delivery of all courses – could require introduction of more flexible delivery methods, but still retaining MGSM experience - sharing with experienced managers in classroom and beyond

	4. 
	Integration of expert content research clusters and interest groups eg Performance practice group into MGSM offerings  and additional sequences of specialist Masters
	· Directors of Centres, Director Academic Programs and Deputy Dean develop a stream of specialist courses based on existing courses in the first instance that provide specialisations in research clusters of MGSM by October 2008
· These specialisations will be available for Masters and MBA students from 2010, but not marketed until  2009 marketing campaign
· Topics undertaken by doctoral students consistent with these research specialisations to be formalised by October 2008
· Proposal to APC and then faculty for specialist streams
· Reconsider the offering of courses that could also be packaged as sequences of courses leading to specialities in areas such as IT, people and performance (HRM), marketing and financial management
· Examine the links between MGSM specialist Masters in financial management and offerings in new faculty of business
	· Implications for marketing, performance management, ExecEd programs, Continuous learning offerings, corporate programs.
· Implications for Hong Kong and other potential overseas offerings 

· Implications for supervision and topic allocation for doctoral students. Director Higher Degree Research and Director of Research
· APC, Director Academic Programs
· Director of Academic programs and Director of Teaching and Learning

	5.
	Develop explicit ability to integrate, apply and critique theories, concepts and research to practical situations in an international context using research skills
	· Require all students in the MBA and Masters  to undertake one or two courses which enable them to synthesise the courses studied in their program
· Existing courses providing this opportunity are Research project, Managerial and Consulting project, study tours

· Develop a research component that all students are required to undertake (see Appendix 7)

· Projects could be done in groups in these capstone courses

· Implication for core courses (see Report on models of MBA – option 2
	· APC and Directors of programs and convenors of courses
· Implications for existing structure which includes subject convenors and MBA Director, but other program Directors such as Master of Management Director is not used. Require larger more informal groups of faculty responsible for subject areas.

	 6.
	Synergies between ExecEd, Accredited and corporate programs and faculty and facilitators on these programs developed
	· Research clusters involved in developing links with 

· ExecEd about research that could be developed as ExecEd programs
· Research that could be integrated into accredited courses and corporate programs

· Involvement of all faculty and ExecEd presenters in aspects of course and program development
	· Directors of Centres, Director ExecEd, all faculty, ExecEd presenters
· Implications for performance management, reward structure, role loads

	7. 
	Review support structures and policies
	
	

	
	· Costing of programs and evaluation of programs
	· Evaluate costs of support and delivery of all programs – P/T, F/T, Hong Kong
	· Director of FInance

	
	· Marketing and sales
	· Review marketing focus on MBA – large numbers of students articulate from Masters, diplomas, etc

· Promotion of MGSM as a New Generation Management School through its marketing activity

· All administration staff in MGSM (CBD and North Ryde) to be trained twice a year about MGSM products and services so they are able to provide information when enquiries are made
	· Director of Marketing and Executive 
· All administration staff

	
	· Management of Programs, student admission, student  complaints, academic responsibility for courses
	· Streamline the existing distribution of responsibilities in these areas 

· Description and communication of these responsibilities to students and staff
	· Director Human Resources, Deputy Dean, Executive in consultation with APC and faculty and administrative staff

	
	· Review relationship between the use of faculty on ExecEd programs, corporate programs, continuing education and accredited programs 


	· Enable all faculty who are interested in teaching across these three areas to be given the opportunity to develop and teach across all programs
· Provide development opportunities to enable this to occur
	· Executive
· Director ExecEd and staff



	
	· Enhance the opportunities for enhanced student, staff and alumni interaction 
	· Enhance involvement of staff in continuing learning opportunities eg breakfasts
· Enhance engagement of  alumni in mentoring of students, providing guest lectures, providing access to organisations for study
	· Manager Alumni

· APC and Manager Alumni



	
	· Use technology to provide more flexible teaching and learning opportunities
	· Consider different methods of delivery of reading materials, exercises, etc
· Technology as part of classroom experience eg simulations
	· Director Teaching Technologies and Director of Teaching and Learning

	8. 
	Review and plan (if appropriate) how MGSM will deliver its desire to have a strong reputation in Asia Pacific
	· Develop criteria for appropriate strategic alliances globally and in Asia Pacific

· Develop priorities in this area and how to achieve, and if this is possible
	· Executive and Director International

	9.
	Develop joint Masters programs with the healthcare and engineering schools
	· Establish course outcomes, content, assessment and delivery requirements 
· Availability to deliver these requirements
	· Director of Teaching and Learning, Director Academic Programs and APC involvement

	10. 
	Engagement and mentoring of supporting faculty
	· Establish a formal induction program and allocation of responsibilities for mentoring adjuncts to content experts
· Review of responsibilities for engagement of supporting faculty with MGSM 
	· Director Human Resources and Deputy Dean
· Director of Human Resources and Deputy Dean


CONCLUSIONS
THE NEXT STEPS
Faculty: participating and support

· Final report to faculty on 17 June 2008
· Director Teaching and Learning and Deputy Dean to work on the matrix for course assessment by end of August 2008
· Half day when faculty share information about their courses  later in 2008
· Faculty, participating and supporting review course content of core courses in light of the matrix and accompanying material by 30 September 2008

· Faculty review courses and outlines in the light of assurance of learning requirements 30 November 2008

· Interested faculty consider revised courses as a basis of sequences of majors in management eg in sustainable leadership, financial management, entrepreneurship and innovation by 30 November
· APC consider the structuring of existing courses such as the research project, consulting project as an integrating final course with a research methods component,  by 30 November

· Faculty consider how they could enable students enrolled in their courses to integrate participation at breakfasts, seminars etc as part of their learning in their accredited courses by November 2008

· Director Academic programs and Director MBA to pursue the joint programs with other parts of MQ eg engineering and advanced medicine with a report to APC by 30 November 2008

· Three research clusters develop a business plan for their centres and communicate this to an Academic meeting on 14 October 2008. In addition these clusters could involve identification of research topics for doctoral students, capstone courses, material that could be integrated into MGSM courses and potential ExecEd programs
·  APC with ExecEd develop a Taste of MGSM program …… with any interested faculty
Support services and processes

· APC and HR staff review structure for managing quality of courses, teaching, student complaints and the implications for role descriptions and responsibilities and rewards in September 2008
· Director Admissions review admission criteria for Full time MBA candidates in 2008 in September 2008
· APC and Director ExecEd develop a process and timeline for greater integration between accredited, corporate and ExecEd programs and the support mechanisms necessary for this to happen eg a budget to train faculty by November 2008

· Director Learning Technologies in conjunction with other interested faculty continue to explore the way learning technologies could enhance the delivery of programs in all areas in 2009 and 2010. Propose applications, cost requirements and training.

· Director of Marketing to review full time program in terms of costs per full time students, relative to part time students; effectiveness in improving the ratings; quality of full time students to part time students by 30 November 2008
· Alumni Manager continue to work with students, alumni and the Student Liaison Committee to enhance networking and learning between full time and part time students, alumni and all faculty
· Marketing, CBD, reception and SSC staff trained in MGSM products by 30 October 2008 and this is to become part of new staff induction program and an annual event for all staff. Director Academic programs and Director ExecEd to run these sessions for one and a half hours at North Ryde and in the CBD
· Director of Research foster scholarship in MGSM through sponsoring research seminars, research training and encouraging preparation of manuscripts for publication in high quality journals by 30 November 2008
PROFESSOR ROBIN KRAMAR, ACTING DEAN AND DIRECTOR OF ACCREDITATION 25 SEPTEMBER 2008

APPENDIX 1

VISION

Our vision is to be Australia’s premier graduate management school for leaders of business and the community, with a global reputation for teaching and research.

MISSION
MGSM’s mission is to provide internationally recognised post-experience graduate management education to enable people of high potential to become successful leaders who bring prosperity to their organisations and communities, and to support these objectives by combining rigour with relevance in the School's research and teaching. Our degree programs and public executive and corporate customised programs embody values of professional practice and sustainability grounded in scholarship, with the aim of achieving assured learning outcomes, enhanced career opportunities for graduates and an active, high calibre alumni network.

APPENDIX 2

EMERGING TRENDS

· Persistent and comprehensive ‘flight to quality’ in both full-time and part-time MBA market segments

· Development and consolidation of international alliances among leading business schools, with an increasing role in the Asia-Pacific region

· Importance of research and research training as a signifier of quality, including scope for enhanced institutional collaboration and externally funded centres for excellence

· Growth of some, but not all specialized Masters programs, often in collaboration with social science, law and engineering faculty

· Widespread use of technology in the classroom and in distance and ‘blended’ learning programs, though with mixed results in some cases

· Increasing demand for customized corporate programs, in both public and private sectors, across the spectrum of short programs and longer term partnerships

· Continuing ‘reinvention’ of open enrolment executive programs, including growing interest in industry specific ‘consortium’ programs. (Dean’s Report February 2007, MGSM P/L)

APPENDIX  3
Activities undertaken to conduct the review
· Consultation 

· With MGSM faculty Andrew Heys facilitated two afternoons seeking faculty input for the review

· Workshop with Richard Badham and discussion among faculty in November about vision and mission  

· with Alumni. MGSM Alumni Association Advisory Council submitted a document on the core curriculum of the MBA. It was based on interviews with 9 Alumni. MGSM has more than 11,000 alumni. A workshop was held on 27 March with almost 80 Alumni to review the MBA. 

· Teams consisting of all faculty were established at the end of November 2007 to consider Assurance of Learning and Outcomes of MBA and Masters; models of MBAs and associated structures; technology and learning; specialist Masters. These teams were to report on their preliminary findings at the Academic meeting on 12 February and submit a draft report on 3 March 2008

· 10 key informants (experts in business, MBA education and areas of research clusters) were interviewed in March and early April 2008.
· Milton Blood AACSB

· EQUIS Seminar 27 October 2007
·   Information

· Issues and complaints raised by graduates (2006, 2005 surveys)

· MGSM and MU student experience survey

· SETS data core MBA courses 2005-2007

· Review of Master of Management (HRM)

· Emerging trends in postgraduate management education (see Appendix 2)

· Identification of strengths and constraints/weaknesses of MGSM (minutes of Review Group 28 March and 2 May)

· Anecdotal information about other MBA courses in Australia eg AGSM, UTS (see minutes Review group 2 May) 

· Reports from 2 previous MBA reviews

· Requests to faculty about how the core courses they teach contribute to the MBA (4 people respond)

· Examine MBA structures in universities in UK, Europe and the USA

· MGSM Marketing Plan 2006


· Timelines

· Timelines were developed, but in view of the MQ curriculum review in 2008 and the decision to continue our quest for AACSB accreditation and the MBA Review in conjunction with each other ….

· We need to develop another specific timeline

· Decisions and reasons for decisions

· MBA should include core courses. These courses will aim to contribute to student’s ability to think and act strategically

· Information was collected about competitors, developments in MBA and specialist Masters programs in order to inform how we differentiate ourselves
APPENDIX 4 
GUIDING PRINCIPLES AT MGSM

Brand

High quality, flexible, professional
International reputation

Consistent excellent teaching and learning

· MQ at 50: research-linked teaching

· “(a)cademics who are doing scholarly work at the cutting edge of their disciplines make the best teachers. They convey the excitement of their fields to their students and they are less likely to become jaded than teachers who are not research active” (Schwartz, 2007, 1)
· “will aim for leadership in the use of technology in education, in work-related teaching, and in providing students with an international experience” and

· “provide opportunities for  students to serve their communities and develop their leadership skills” (Schwartz, 2007, 4)

· AACSB

· EQUIS

· Assurance of learning requirements

High quality research in a number of areas.  Three research clusters were established in January 2008. These are 

· Sustainable leadership
· Innovation and Entrepreneurship

· Managerial Finance
Interdisciplinary approach
Innovation

Further the vision of MGSM

APPENDIX 5

PHASED APPROACH

The Sub - Committee made the following recommendations on 25 July 2007.

1. The MBA Review needs to be considered in terms of two stages.

· Stage 1 

· Existing courses will remain as core courses for 2008 and 2009

· Some courses will require some revision 

· Marketing  (820) – the course has been revised and the new course needs to be implemented by marketing staff

· Operations management – broaden the focus

·  HR and OB – deal with overlap issues

· Economics- one view was that the format should be revised
· Electives for 2008 have been streamlined. However, students doing particular streams require some electives to complete their specialisations.

· Stage 2

We are uncertain there needs to be a major restructure of the MBA and the Masters programs. However, there are indications that developments such as 

· A need to develop a differentiated product

· Globalisation of business and our student population

· Business need for differentiated products (see Appendix 2)

require a more wide ranging review to be undertaken. This will involve thorough stakeholder consultation, active faculty involvement and incorporation of the processes required by AACSB and EQUIS.

· The processes to be used for this wide ranging review will be based on an action learning approach and will include

· The formation of teams of faculty from different areas. These teams will be required to develop a number of models of the MBA and other award programs. Faculty involvement will be considered to be part of their performance assessment in 2008. If a faculty member chooses not to be involved in the process of development of the models and revised MBA and award programs, they waive their rights to comment on the proposed revised model
· Consultation with stakeholders about these models and their views about the desirable outcomes of an MBA for them.

· Reasons for this two stage action learning approach are as follows:

· Stage 1

· No complaints from existing students or Alumni that there is a deficiency in the existing structure of the core courses (MGSM Alumni  Association Advisory Council 14/8/06 Report; student feedback to Director Academic Programs).
· Evidence of a need to revise some courses (see above).  (Alumni 14/8/06; student feedback to Director Academic Programs)

· Stage 2

· Some universities in Europe, the United States and Asia are restructuring their MBA degrees in radical ways to meet the changing needs of business and these changes could indicate a need to change our MBA model (Yale; Columbia; Stanford; Tuck; IMD; ESSEC; INSEAD ).

· It provides the opportunity to integrate and leverage off the research strengths in MGSM. The creation of two or three research centres will provide the opportunity to integrate research into our courses and the opportunity to provide specialist streams of courses. 

· The review needs to be conducted in accordance with the processes required of AACSB. 

· A broad ranging review requires a clear statement about the mission and vision of the MGSM. These are in the process of refinement and will be refined as part of the AACSB accreditation process (AACSB Self Evaluation Report Guidelines). There is agreement our programs are designed to enable our students to become general managers with problem solving, strategic thinking and people management skills (MBA Taskforce Report 2003).

· An effective change process requires stakeholder engagement, particularly faculty, alumni and the business community. It also requires time to reflect on the changes, modify the proposals and refine further (Riding et al, “An action research approach to curriculum development”, Information Research, 1995).

· Active faculty involvement will provide an opportunity to build awareness about the contributions of each discipline to the MBA and also increase the awareness of the connections between different offerings (MQ@50).

APPENDIX 6
Existing Programs

Master of Management (Human Resource Management)

Master of Management (General Management)
Master of Management (Financial Management ) – nothing submitted

Proposed Programs

Master of Management (Sustainable Leadership)

Master of Management (Entrepreneurship and Innovation)

Master of Management (Financ ial Management) – nothing submitted

Models of MBAs

Teaching and Learning
Learning Technologies
Existing Program
Master of Management (Human Resource Management)

REINVIGORATING MASTER OF MANAGEMENT (HUMAN RESOURCE MANAGEMENT)

AIMS

Aims of the reinvigoration process 

· Contribute to the broader MBA review with a view to the contribution of P & O courses 

· Attracting more students into the Master of Management (HRM)

· Retaining students in the Master of Management (HRM)

· Increase the number of students enrolling in P & O courses

· Increase the knowledge among HR practitioners and other managers of the expertise of the staff in the P & O discipline

· Increase the knowledge of the courses offered by members of the P & O discipline among MGSM students

METHODS

Methods to achieve the aims of the “reinvigoration” were diverse and sought market demands for curriculum outcomes. The approach was holistic and innovated, rather than building on incremental change. Methods used included

· Identify existing and predicted future market needs for HR & OB courses in a Master of Management (HRM)

· Identify preferences for courses to satisfy these needs

· Identify how these courses fit into an MBA at MGSM

· Entice the potential market of Master of Management (HRM) students to view our Master of Management (HRM) as a competency and career enhancing program

· Entice students already enrolled at MGSM to enrol in P & O courses

· Enhance the profile of staff in the P & O so it is known as an area of expertise in People, HRM, Leadership and performance areas.

This proposal identifies ways to achieve the first three aims identified in the above list.  

1. Seek information about the 

a. competencies (skills, knowledge, values) that a graduate with a Master of Management (HRM) would have to make them attractive as an employee to the following of groups

b. what competencies would a line manager seek to develop in a Master of Management (HR)

c. what competencies would an HR manager seek to develop in a Master of Management (HR)

d. what would a graduate with a Master of Management (HRM) to be able to do once they had completed the course

2. Seek information about the changing corporate context of people management

a. relationship between HR and line managers

b. key HR issues

c. emerging HR issues

d. preferred title for the Master of Management (now known as HRM) eg People and Performance

3. This information would be sought from a number of groups

a. Individual HR Executives (20)

b. Line managers (20)

c. Executive Development and Leadership (5)

d. More junior HR people (10)

e. Advisory Board on Masters of Management(HRM)

f. Talkpoint HR Directors

4. This information would be sought through individual semi-structured interviews lasting about 1 hour.  The information would be recorded by taking notes and in some instances recording. Full-time P & O staff would undertake the interviews. The interviews would serve as a source of data collection and also as a way of marketing MGSM and its Master of Management (HRM).

5. The sample of people selected for interview would be selected on the basis of the characteristics of their employing organizations 

a. Location: North Ryde, CBD drawing area

b. Industry

c. Sector: public/private

d. Size

6. Review existing specialist Masters in HRM and similar areas area available in Australia and particularly the Sydney metropolitan area. Such a review would enable us to determine in what ways we want to differentiate the curriculum of MGSM from the competition, and MGSM graduates from other graduates. 

7. Consult with AHRI, AIM and Craig Donaldson at Lexus Nexus about any reviews they have undertaken and the “people management” competencies required in the workplace and particularly of line managers, HR practitioners and HR Managers now and in the next 5 – 10 years.


“Sports science used to be dominated by biometrics and physiology. The thing that really makes the difference is psychology. So, it’s a bit like HR. Psychology has now risen to the top in sports science because it makes the difference. HR makes the differences to businesses.”

“Executing business strategies”

PROGRESS 
A number of methods have been used to gather information to be used as a basis for recommendations for a revised 

· Master of Management (HRM) degree and 

· Core P & O courses in the MBA

Methods
· Interviews, 1- 2 hours each

· 26 Human resource executives, directors, group managers and managers

· 15 Line managers 

· 6 leaders, development, consultants

· 3 junior HR practitioners

· These interviews cover organizations in a range of industries covering more than 200,000 employees

· 3 academics responsible for revision of HR Masters programs at UNSW, Sydney Uni and UTS

· Professional Development Manager, AHRI 

· AIM Curriculum Development Manager and Management Development Manager

· Advisory Board meeting, 1.5 hours each

· 5 senior HR managers/directors 

·  Meeting, 2 hours each

· 60 HR managers and practitioners at St George Bank

· 6 senior HR Executives at Talkpoint 1 

· Research 

· Literature on future of HR and HR education

· Papers from Academy of Management symposium on Future of HR and HR education

· Other Masters HR programs 

Results


The results discussed represent the broad trends identified and as well as some of the issues/debates involved in designing a course designed to develop competencies. This data derives from specific questions about the present and future roles and competencies required of HR and line managers.  

· Competencies (skills, knowledge, values, abilities) required by HR manager, professional in 5 years

· Understanding the strategic and operational purposes, superior skills involved in the processes and skills of HRM eg recruiting, selecting, performance feedback, improving performance, identifying training needs and designing training programs, making reward decisions, legal risk eg discrimination

· Understand and demonstrate how these have an impact  on commercial outcomes and business success

· “These are the business decisions being made, how can HR help”

· “HR needs to know more than the line manager”
· Interviewees repeatedly stated a need for graduates to be competent in experiential and process work as well as cognitive HR understandings

· An issue involved in developing these competencies is the different levels of skills and knowledge possessed by students in the class 

· Strategic thinking, visioning, “thinking outside the square”, different sphere of thinking 
· Demonstrate an ability to build strategy for the next 3-5 years and to effectively implement a people strategy

· Demonstrate a lateral way of thinking

· Research skills and building argument on people management initiatives as a business case for CEO and Board level 

· Build culture of engagement

· Relate this ability to how structure 

· HR and people management eg outsourcing

· The organization – capability and competency structures and issues

· The work eg terms of engagement, off shoring

· Issue about how relates to strategic management

· People management and workplace and interpersonal skills

· Counselling, lead a team, conduct performance review, specify clarity of roles, giving feedback, negotiation, conflict resolution and management, persuasion, coaching, creative problem solving, engage employees, knowledge sharing, workplace learning
· Understanding how these skills involve a dynamic between the manager and the individual, politics and influence in organisation
· Managing across generations and people with different expectations
· Understanding the theory underpinning these skills
· Self knowledge, self awareness

· EQ, understand values, character, insight into different  personality styles, preferences, diversity in the broadest sense), assessment of own abilities, self reflection, communication skills, interpersonal skills, influencing skills, selling skills, consulting skills

· Leadership in terms of going to the Board, executive presence, engage people

· Awareness of different skills and values required in different culture

· Awareness about how your behaviour impacts other people and the reasons for this; awareness of the different impact you have on different people

· Issues associated with develop these skills include assessing the students ability, knowledge and skills at the beginning of the course and development during and at the completion of the course

· Talent Management

· Attraction, induction, retention, succession planning

· Could include knowledge management, learning processes, marketing processes fostering “Employer of Choice” 

· Skills developed through  experimental, project based action learning techniques 

· Business acumen skills

· Budgeting skills

· Consider from business point of view, understand the business in a holistic way

· Ability to situate people management as a strategic issue

· Quantitative acumen skills 

· Understand methodologies, analysis tool and survey results so that appropriate decisions can be made when reading articles and buying products and services pertaining to people management 

· Appreciation of the role of IT

· Able to recognize the capability of IT in the HR function 

· Using IT to further HR/culture goals and activities in organization

· “The way most organizations talk today is through IT and you’ve got to use it”

· An issue in developing this skill and knowledge is deciding the depth of the It capability that is developed 
· Understand the context of the business and organization from a macro and meso perspective

· Economics, law and regulations, international
· Issues include the depth of knowledge required eg in law 
· “…. Just need to know enough to be able to brief lawyer”
· Research skills

· Ability to correctly identify the problem or issue

· Knowing where to source information

· Techniques to be used assess information

· Analysing information

· Reporting findings

· Compile information as an argument and/or as a business case  

· In addition to the above competencies the following were mentioned frequently as desired outcomes of a Masters of Management (HRM)
· Achieve results, drive the process of change and ensure change is effective
· Measure results, business case techniques, metrics
· Understand intangibles in people management (management, measurement, reporting of intellectual capital)

· Work with line managers
· Critical and analysis skills

· Able to collaborate and facilitate collaboration

· Generate options and share ideas

· Foster learning attitudes and processes internally and externally

· Build enduring relationships with customers

· Build processes within an organization (upwards) to ensure good governance 

· Able to be the custodian of the values of the organization

· Awareness of international context, need to adapt HR processes to diverse legal, cultural, economic environments

· Manage HR function as a strategic function

· Ability to recognize external drivers influencing HR role 

· Understand and skills in workforce diversity and cross cultural issues

· Industrial relations and employment relations 

Recommended techniques used in a course

· Case studies 

· Potential value of using an integrating case study across a number of units

· case studies specially written for units and have guest speakers from organisation come out to talk to class

· Emphasis on experiential and action learning

· Skill development (eg: interviews, give feedback, conflict resolution)

· Consulting skills– undertaking projects in organizations

· Work in teams and reflect on the learning from the team (use the literature to facilitate learning)

Outcomes of course

· Able to demonstrate what actions they can take to execute strategy and improve business performance eg merger and acquisitions, talent management, building culture, engage people in their work and the organisation, knowledge management, off-shoring,  expanding the business internationally, structuring HR; communicate and persuade the actions to the Board, the benefits to the business, metrics for measuring success, etc 

· Able to demonstrate how they can assist line managers to manage their people (problem solving, counselling, mentoring, coaching around HR techniques and policies, speak their language, risk management (legal issues), feedback, conflict management, diversity management, interviewing, selection, appraisal, motivating) 

· Able to do demonstrate an understanding of their own strengths and weaknesses as well as preferences of how these interact with other people and how they contribute to a team 

· Able to modify and apply frameworks as the basis for analysis and strategy development

· Able to explain the impact and influence of external conditions on HRM (legislation, operating in other countries such as China, cross-cultural factors, currency changes, labour market changes, technological developments)
· Able to demonstrate an understanding of strategic “business drivers” (demographical, technological, etc)
· Able to use  accounting and financial statements, quantitative skills, IT applications and capability in HR
· Able to drive change in an organization and involve people in the process
· Able to demonstrate how the operation of the business and the way people are managed reflects values, and how these impact on the organisations reputation 
· Able to explain when bring in experts(lawyers, IT, consultants) and be able to brief them on strategic specific HR matters 
· Name of course

Preference for 
· People and performance
· Not Human Capital Management
Possible

· People and Leadership

· Human resource management

Differentiator with other Masters courses 

· MGSM provides courses in the core in accounting and finance, marketing, strategic management, IDA – no other Masters in HRM or related specialization does this

· Students – requiring students to have 3-5 years work experience is a strength 

· Provides, in one sense, a more homogenous student group 

· Other universities suffer issues associated with running classes successfully with “no experience” overseas students and mature, experienced local students (different market segments)
· Strength of MGSM courses in providing theory and practice in classes and also 

· requiring work based projects

· application of theory as a way of understanding

· application of frameworks as a basis for strategy development

· other Masters programs have been reviewed in recent years 

· but in 2006 MGSM is the only Masters program where the academics have gone to the market to find out the needs and views of HR practitioners and line managers about their needs 

· this has built links with industry as well as goodwill which will facilitate the further development of courses, case materials and access to guest speakers

· This research is strengthening transformational change, rather than incremental change of the courses

· alerted to some of the issues that undermined change eg at UNSW politics and self interest undermined 2 core units developed as part of the revised Masters of Management
· classes include people with experience managing people and some HR professionals

Issues for MGSM’s Master of Management (HRM)

· What is our target market?

· HRM professionals, line managers, HR Directors

· Consultants

· Public, private sector,

· Small, medium, large business

· Profit, not for profit

· Domestic, overseas

· What will we name degree?

· What is our brand? 

· MGSM offered Masters in 2006, but market knows MGSM for its MBA

· Marketing of programs

· What will the structure be?

· core courses in MBA 

· consider articulation processes between programs

· core courses in specialty program eg Masters of Management (HRM)

· electives in MM(HRM)

· double majors in MM?

· What will the role of P & O in determining the future of MGSM program courses eg curriculum? 

· What supporting resources will be required for development of new or substantially revised courses, including writing case studies, involving practitioners in assessment processes and as guest speakers

CONCLUSION

Two questions are central to the review of the Masters of Management (HRM)

1. Are HR competencies an essential part of managers’ roles now and in the future (HR and line managers)?

The evidence from this research indicates managers (both line and HR managers) require substantive knowledge and skills in the HR area.

Is there a market for a specialist Masters in HR?
The evidence indicates that there is a market provided graduates are able to apply their knowledge, skills and capabilities in the workplace after they complete the course.

RECOMMENDATIONS

In this section I identify two major issues which I think we need to make recommendations on. These are:

· Contribution of P & 0 to MBA review  

· Possible structure MBA

· Type of people focused courses in MBA

· The character of MM(HRM)

· Structure

· Course content

· Content development eg case studies, experiential exercises, diagnostics

· Marketing the reinvigorated program

The research indicates the following ideas to these issues.

Contribution to MBA

· Core units in P & O course built around knowledge and skills about managing people processes and policies (suitable for line and HR specialist). The research results provide evidence of the knowledge and skills that should be included in these courses (see previous sections).

Character of MM(HRM)

· Designed so suitable for line and HR professionals

· Both groups of students do core units

· Opportunity in the electives for line and HR professionals to specialize 

· Involve practitioners in development of materials, guest lecturers, case study development

· Include experiential activities and case studies in courses


Marketing

· We (us) need to market to existing students and potential eg write pieces in BRW, media releases, visit other courses 

· MGSM needs to be known for more than MBA

Robin Kramar

Peter Steane 

20 September 2006

Existing Program
Master of Management (General Management)

Master of Management in General Management

 Review

Progress report 12 February 2008

Members:  Bob Hunt, John Croucher, Robert Spillane

The committee has some difficulty in addressing any issues in the Master of Management in General Management without knowing the results of the MBA review.  However, the committee has started to look at a number of issues around the MMgt qualification. They are listed below to give a flavour of the issues we are thinking about: without reaching conclusions yet.

Strategic issues

The PGDips, MMgt and later the PgCert and Single unit options were all designed as awards in their own right and through articulation to strengthen our flagship product the MBA.   As such they provided a strong portfolio of articulating award programs that widened our marketing net.  This was a very successful strategy, which insulated us from periodic downturns in specific markets and gave the opportunity for specialists in faculty to get involved in the marketing to their specialist constituencies.   However, starting in about 2001, apparently on the wave of strong enrolments, executive decided to de-emphasise these award programs by stopping their promotion, and to focus attention primarily on the MBA; making MGSM basically a ‘one product enterprise’.  Buoyed by the ongoing strong enrolments, this position was re-affirmed and intensified in the strategic review of 2003.   

With the benefit of hindsight, this one product strategy further intensified by the introduction of a full time MBA and large focus on obtaining international accreditation, just at a time when the world wide MBA market was taking a steep decline has arguably led us into our current situation where we have had to virtually gut our organisation and even defend our very existence.
An analysis carried out in 2006 (see attachment 1) estimated that if we had continued to promote the these award programs as we had in the 1990s we would have had an extra income in excess of $9 million per annum through direct enrolment and from the high percentage of articulations into the MBA. At current unit prices this figure would have grown too close to $11 million p.a.  Such an income stream would have allowed us to continue to grow as a school despite the general MBA downturn, and have obviated the need to spend so much of our dwindling resources justifying our very existence.

Role of the MMgt in General Management

1. Major source of enrolments into MBA

According to the 2005 data in attachment 1, 54% of Master of Management students articulate to the MBA: each bringing in $18,900 extra revenue into MBA on top of their $31,500 for their Masters course;
 48% of PGDip students articulate to the MMgt:  Assuming the same articulation rate of these into the MBA, in today’s terms they bring in $18,900 directly for their PGDip plus almost $11,000 through articulation into MBA (across all MMgt’s (I’m waiting for 2007 figures)

Based on enrolment level then, bringing new enrolments in these programs up to 1999 levels (when we promoted these programs) would yield extra revenue of ca $10.7m. (I’m waiting on 2007 figures) 

2. Terminal program in their own right

The PGDip and MMgt in General Management may be seen as ‘Claytons’ programs (compared with the specialist programs).  They allow students to do a generalist course if they can’t decide which specialist Masters to do.  They (the Gen Mgt PGDip and MMgt) are seen as not as big a financial and other resource commitment as the MBA.  Students always have opportunity to upgrade to MBA (subject to standards)

3. Currently approx 50% of MMgt enrolments are in the General Mgt stream. (I’m waiting for confirming data)

Structure of MMgt in General Mgt

1. Currently 6 core plus 4 elective

Inner core: Accounting for Mgt (Managing Money), Marketing Management (Managing Markets), and Organisational Behaviour (Managing People).

Outer core: Hr Mgt, Information and Decision Analysis, Strategic Mgt (supposed capstone)

2. Core reduction (to gain extra flexibility for specialisation in streams through electives)

Again, hard to make progress without knowing what is happening to the MBA core.

a. Alumni Report 2007 seems to be pretty happy with the core units (of the MBA) and is not proposing any radical changes, so why try to change it?

b. Alumni report 2007 mentions that OB and HR could possibly be rationalised into a single core unit focussed on “Managing People”. – This issue probably needs to be addressed by the P&O academics and the MBA review team

c. Strategic Mgt as Capstone looks logical

d. Originally when the MBA was conceived, it was theoretically based on four “Pillars of Management” as the basic functional core.  Somehow, the fourth pillar got lost over the years. There is good theoretical reasoning for re-introducing the fourth pillar (see for instance submission made to MBA review in 2007 – Attachment 2). - Topic raised but not discussed in depth.

e. Popularity of core units in the SETS evaluations is often discussed as a basis for deciding what should or should not be in the core of programs.  This seems a rather dangerous yardstick to use:  Statistical analysis has shown there is a strong correlation between rating of the lecturer and rating of the unit ie if a lecturer is outstanding, then irrespective of the unit, students will think the unit is good too.   Conversely another lecturer presenting the same material who has a relatively poor SETS rating will tend to have his or her unit rated lower too.  Ideally an important subject should be rated as important by the students irrespective of who teaches it. – Topic raised and briefly discussed 
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Memo to:
Roy Green

From:

Operations and Technology Management Discipline

CC: 

Robin Edwards, MMgt and PGDip Director, Academic program Director

Date: 

25 May 2006

Subject:
Master of Management and Post Graduate Diploma Programs strategy

We have carried out some analysis which indicates that MGSM could increase its award program revenue in Australia by more than $9 million, with almost all of it going direct to contribution.

In the last several years we have seen enrolments in our Master of Management and Post Graduate Diploma programs drop right away, as we focused almost exclusively on promoting the MBA.

Some statistics are quite revealing:

Using 1999 as a base and comparing to 2005, based on figures supplied by the Student Services Centre:

· The good news is that MBA enrolments have increased slightly.  Up from 282 to 300 (6%)

· The bad news is that in terms of direct entrants from outside, MBA enrolments have in fact declined! From 258 to 200 (-28%).   

· The good news is that the modest net increase in total enrolments in the MBA has come from us doing a better job in convincing Master of Management and PG Dip students to articulate.  Up from 24 to 100.  Articulation rate from MMgt to MBA has increased from 13% to 54%: Articulation rate from PGDip to MMgt has increased from 1% to 48%

· The bad news is external enrolments in the Master of Management and Post Graduate Diploma programs have dropped drastically.   MMgt down from 188 to 76 (-60%), PGDip down from 381 to 190 (-50%)

The very good news is that if we can:

1. Develop a strategy to bring external enrolments in MMgt and PGDips up to 1999 levels

2. Maintain current articulation rates

Then at $2800 per unit we would enjoy:

$3.1m from 112 new MMgt enrolments each year
$3.2 million from 191 new PGDip enrolments each year

$3.2m from students who articulate from PGDip or MMgt programs to the next higher level.
This is a total of $9.5 million!!!

Recommendation:

MGSM should develop a strategy to actively promote our Post Graduate Diploma and Master of Management programs as specialist programs for aspiring students to “bloom where they are planted”, with the option that further down the path they could easily upgrade their qualification to an MBA.

An implementation idea to explore

1. Appoint champions/ program Directors for our MMgt and PGDip programs.

2. Engage a marketing professional (desirably one of our alumni who has been through the PGDip and MMgt programs and articulated to the MBA) on a contract basis to promote the MMgt and PGDip programs with support and guidance from the program champions/directors.

3. Task the marketing person and Program Directors with targets and an incentive scheme to achieve them. $500 each per program enrolment

The benefit of 1 extra student:

	MMgt
	Direct fees: 10 units x $2800/unit
	$28,000

	
	Articulation to MBA:
	

	
	- 54% x 6 units x $2800/unit
	$9,070

	
	Total extra fees
	$37,070

	
	
	

	PGDip
	Direct fees: 6 units x $2800/unit
	$16,800

	
	Articulation to MMgt:
	

	
	- 48% x 4 units x $2800/unit
	$5,376

	
	Further articulation to MBA:
	

	
	- 54% x 48% x 6 units x $2800/unit
	$4355

	
	Total extra fees
	$26,531

	
	
	


Dear Colleagues 

The MBA Review has as its focus to two main objectives: 

1. fine-tuning a product that in general work wells and is well received, and 
2. consideration as to whether it is necessary to restructure the program to address changing strategic and environmental demands
In regard to the former, the MBA Review Team would be helped greatly by those who teach core units identifying what they see to be the strengths, weaknesses, issues and concerns in regard to how their unit fits into the existing curriculum.  The following first 5 questions are designed to help reflection on these issues, and your answers will provide us with helpful information. The questions are specifically in regard to fine-tuning an existing product rather than radical restructuring.  
The team is also interested in any more general concerns and interests that you have concerning the nature and role of core units if the MBA were to be radically restructured.  Please feel free to make comments in this regard if you feel like doing so.  For these purposes, we have added two supplementary questions on your views of the curriculum overall.  
QUESTIONS 

A. Fine Tuning 

With respect to the core unit Operations Management that I you teach: 
  
1.  How does the core unit extend the knowledge and/or skills base of individuals who possess management and/or professional experience?

I use a number of frameworks to enable students to see how operations fits in with the other core units they do, and how it adds value to their personal and professional life.


[image: image1]
One useful simple framework is the popular Balanced Scorecard that most students have heard of and applies to all organisations.  I explain that in order for any organisation to be sustainably successful, it needs to be able to perform on all four areas of the BSC (what I call the basic foundations of Management).   There is in fact a causal chain through the four foundations, and if one is weak then the whole suffers.

In order to achieve our vision we need to be financially successful, this requires us to satisfy and delight customers better than the competition.  This in turn requires value adding processes, routines and systems that consistently deliver the value to the customers, and to do this we need to have the right people and culture.  All this of course need to be coordinated and integrated via an overarching strategy.

In this framework Operations Management is seen to be the Value adding/value transformation foundation, which typically employs most people in any organisation.  However, one cannot talk about this in isolation from the others.  So the unit is all about how these value adding/transformation processes/routines/systems  - “Operations” - support, enable and often drive strategy and sustainable performance.  Students learn many frameworks, tools and techniques that enable them to design, plan, control and continuously improve the way they and their organisations and the business networks within which their organisations work create and deliver value.  The attached course outline for my most recent course gives a more detailed idea of the concepts covered and the student outcomes aimed for.  

Perhaps one gauge of the way the unit extends the knowledge and skills of our managerially or professionally experienced students is summed up by the following text from an unsolicited email I received a couple of days ago: 

  “This is subject number 14 for me, and there has definitely not been another subject so far that I’ve been able to apply so much immediately at work.”

I really feel we are doing a great job at MGSM when I get feedback like this.
2.  What aspects of the unit distinguish it from versions taught in commerce programs or other business schools? 

I believe some of the distinguishing ways that I teach it at MGSM compared with many other schools is: 

Firstly that it is completely generic and applies to all organisations and their networks, and you can even apply it quite effectively at a personal level.

Secondly, it is theoretically strong, but grounded in practicality where students actually get to hear from guest lecturers and visit sites how the concepts are realised in real life, and get to think how they might be creatively applied in their own domain.


3.  How does the unit integrate with others (core and electives) in the program? Does the unit complement others?    

  You can see from the BSC framework that this unit integrates seamlessly with the other basic core units.  The remaining four core units can all build upon this base.    For this reason I believe that Operations Management would be better placed as one of the first four subjects taught, rather than as subject number 9 in the Full time program for instance.
4.  Do you believe there are core or elective units that carry unnecessary overlap in content with the units in which you teach? Please elaborate.
Some academics and students seem to be a little agitated about apparent “overlaps” between units.  I am not one of these.  The metaphor I like to use is that of the elephant.   We are all teaching management (the elephant), and in any one unit we will focus on particular aspects, but as the BSC makes clear, you can’t talk about only one aspect in isolation.   So it is absolutely necessary to refer back to other parts and project forward to still others that will be covered in more detail elsewhere. 
I think a lot of the apparent overlap will disappear if we enforce a sequence in at least the basic 4 foundations, and preferably all of the core.   That way lecturers will be sure that students have covered the basics from the other core units that go before, and not be met with blank faces when they mention a term from another core and find out that half the class haven’t come across it before.  

5.  Do you face any constraints with respect to delivering the unit (content, assessment, etc) that you feel result in less than optimal outcomes? 
I might make just one comment here:

Outcomes

I think that our excessive focus on SETS results rather than student outcomes has led us down a dangerous path that has been made even more dangerous by relating financial rewards to them.  Lecturers must be very tempted to entertain their students and give them a light load.  Perhaps we should stop rewarding on the basis if SETS and look to outcomes instead.

Workload

Related to the above, I carry out my own student surveys prior to the SETS surveys so I can continuously improve each element and the whole course.   One of the questions I ask is what the total workload is in the unit.   This typically comes out in the 120 to 160 hours range, which is what the student handbook says all units should be.   However, in the SETS students always say that the workload in the unit is higher than other units.   This is confirmed by anecdotes from students that ‘such and such a unit is a ‘walk in the park’.  Lecturers should perhaps plan

B.      Restructuring 

 1. What do believe to be the strengths of the core curriculum?

I wouldn’t advocate any radical restructuring of the core for the MBA, other than a more consistent sequencing within it.  For the MMgt and PGDip programs of course we need to focus on the foundation core as set out in the BSC above.


2. How do you believe the core curriculum can be improved? 

I’m sure there will always be improvements that can be made, but I don’t see anything major at the moment.

Please add any additional comments or suggestions. 
Thank you for your input and please forward your comments to me by 10 September.

Sorry these comments are short and perhaps not set out well Robin, but I hope it makes sense to you.

Robin Kramar on behalf of MBA Review sub-committee (including Guy Ford, Sandra Burke and Richard Badham)

Existing Program
Master of Management (Financial Management) – nothing submitted
Proposed Program
Master of Management (Sustainable Leadership)

Draft - Proposed Masters Degree (Leadership and Sustainability)
Introduction: Key questions

A subcommittee of faculty was formed asked to develop a proposal for a “Master of Leadership and Sustainability” in the context of the MBA review.  The committee identified the following key questions to be addressed in the proposal

· The appropriate name for such a degree – based on the contention that it should only have “leadership” in the title if it could demonstrate substantial leadership content.

· The appropriate structure for such a degree – a new program structure or the existing Master of Management with sustainability and leadership electives.

· The appropriate content for such a degree – with a special desire to develop a collaborative model with the Graduate School  of the Environment

· A marketing Strategy for the degree, which would ensure that the degree would bring students to MGSM that would otherwise not have come, rather than cannibalising existing programs 

Evidentiary base

The committee determined an inquiry process that would inform these questions including a benchmarking exercise and a focus group exercise.  The programs that were captured in the benchmarking net included the University of Technology Sydney, Latrobe University, the University of Nottingham (UK) the University of NSW, the Macquarie University, Graduate School of the Environment,  Sydney University and the University of Gloucestershire (UK). While these are just a small selection of universities that provide sustainability related programs, they represent a variety of models and quality standards. 

The focus group consisted of members of the Alumni Council who are at the top level in their organisations and other Alumni and current students, who while perhaps less senior, represented a variety of sustainability and CSR interests within their organisations.  Notes from the focus group are attached. 

In addition, we also consulted other potential stakeholders including Glenn Weir, Sanjay Prasad (MGSM Finance), Peter Nelson (Dean, Graduate School of the Environment) and Wendy Goldstein (Convenor of GSE’s Master of Sustainable Development).

Models

The UTS is currently developing an in interdisciplinary degree which would involve subjects drawn from all faculties.  This model is both impressive and ambitious.  It is due for launch next year and will give UTS the first mover advantage for a business degree in the Australian market.  The major delaying issue for UTS, and perhaps the most difficult issue for an interdisciplinary program, is that of which faculty will provide a home for the degree and be responsible for its success.  

Our committee was both sceptical and suspicious about the Latrobe model, which is a Graduate Certificate, where four day workshops conducted by an independent body, the Centre for Corporate Social Responsibility, will be given credit in the Latrobe program equal to one unit.  This credit will follow the completion of a 3000 word reflective assignment and the payment of $500.  

The University of NSW has a Master of Environmental Management in good repute. However, the exclusive focus on the environment is too narrow and the approach too technical for our students, who have broader strategic interests.  

Sydney University and the University of Nottingham claim to have mainstreamed sustainability throughout the curriculum.  Closer investigation of the curriculum reveals that the Sydney University example is tokenistic rather than embedded. Nottingham’s attempt is more genuine.  

 The University of Gloucestershire program could also be said to be mainstreamed in the sense that it is focused on change management in general and action inquiry in particular as a fundamental management approach that yields more sustainable outcomes.  Indeed sustainability is not an explicit part of the curriculum but rather a rationalisation for developing change management skills.  While the focus group did not address the Gloucestershire model, many pointed to the fact that change management and leadership are so fundamental as to constitute the DNA of the ideal program rather than part of the outward visage.

The benchmarking and focus group data suggest the following models, which are surveyed below, together with discussion of pros and cons.

Option 1 - Mainstreaming Into the MBA

The mainstreamed model is the most intellectually appealing and appears to represent best practice.  The focus group strongly endorsed it as an ideal.   Sustainable Management would be the management paradigm underpinning the rethinking of every subject.  However, we would need to market the MBA as “the” sustainability based MBA.  Its sustainability basis would need to become widely understood so that sustainability was a fundamental semantic feature of the brand. Some have used the term “Green MBA” to achieve this rebranding, but the balance of opinion favours a broader CSR focus that includes environmental responsibility, a long term focus, stakeholder engagement, critical self reflection, contribution to broader community objectives and collaboration. 

Attractive though a fundamental mainstreaming of sustainability as the next evolution of the MBA might be, such a move would require consensus across the faculty and collective will, which is absent at this point in our history. 

It may be more feasible to set up a dedicated degree, with a highly symbolic name that would teach current subjects, contextualised in sustainability issues as well as explicit sustainability and leadership units (e.g. Managing Sustainable Organisations, the Euro Study Tour, Leadership and Motivation, Change Management). This would be an intermediate step and would act as a light house.  Its success in terms of take-up by students would attract the interest of less committed staff.  The way it would operate would be to offer deliveries of the standard subjects that have been revised to contextualise sustainability (i.e. with case studies, problems and worked examples).  In each of the current MBA areas there is at least one member of staff that has the commitment to do this. The deliveries would be marketed as sustainability focused versions of the standard subjects. Students could take these subjects and still retain the flexibility to move in and out of the sustainability stream because their subjects would retain their original course coding and remain creditable to any stream within the program.  There are of course some subjects that already develop leadership capabilities that have been associated in the literature with enhanced sustainability and do this without any specialised badging or marketing: e.g. Foundations of Management Thought is already designed to develop critical thinking and Managerial Self Development is designed to promote critical self reflection. 

Mainstreaming sustainability and leadership within the MBA would require no MU accreditation process, because we would be using the existing program as the vehicle. However, a specialist degree of the same size as the MBA would require a new dedicated program structure: this would take perhaps 18 months to go through the entire MU process.  Should we decide to do this one of the models below could be implemented alongside this process as an interim measure that would enable us to capture the first mover advantage. This model would later be absorbed within the new degree. 

Option 2 - Master of Management (specialist stream)

An option that could be implemented without special accreditation, and with nothing more than inclusion in our marketing brochure, would be to construct a specialist stream within the Master of Management.  There are precedents in the current brochure that have as few as four core subject and therefore as many as six electives.  Such a program could thus accommodate a substantial selection of electives from both MGSM and the GSE. In addition, the sustainability content could be further concentrated by making sustainability the context for particular deliveries of the existing core units: i.e. by using sustainability case studies, problems etc.

This option would be relatively easy to implement, but would not so easily merge with the existing MBA, since the basic structure of ten subjects differs from the 16 subject structure of the MBA.

Option 3 - Master of Sustainable Business

The focus group liked the name Master of Sustainable Business.  Some argued that the term “Administration” was a “turn off.” Similarly, they argued that “leadership” is a term which unfortunately has been used in a tokenistic way so widely that it might look as though it had been airbrushed onto the degree. The focus group also wanted any new degree to take on a valuable characteristic of the MBA: i.e. that it forces people skilled in one area of management practice into a dialogue in other areas e.g. HR to confront skills in other areas e.g. accounting, operations and marketing.  While a new degree could offer specialist technical options (e.g. life cycle assessment, environmental and social impact assessment) drawn from GSE, and the focus group was positive about access to GSE units, it should not be so technically concentrated as to lose the cross disciplinary focus that is so valuable in the MBA. 

Financing Issues

In any of the models above we should include a cross accreditation agreement with the Graduate School of the Environment, which will enrich the suite of choices for our students.  The Graduate School of the Environment charges domestic full fee paying students $480 per credit point and each of its subjects constitute four credit points, giving a total of $1920. MGSM cannot allow its students to pay this amount for a subject at the GSE and use it toward one of our credentials without creating a stampede and a substantial loss of income.  Conversely, if we were to charge GSE students our $3000 rate we would create a barrier to their participation.  

Therefore we suggest that any MGSM student electing to do a GSE subject be charged the normal fee of $3000.  $1920 would then go to GSE and the residual $1080 would be kept in trust to provide a scholarship for the GSE students.  Since the GSE students would be inserted into existing deliveries, the marginal cost of educating the extra student would still be zero.  The scholarship money would come back to MGSM.  Such a scholarship could be accounted for to the University as a community service contribution that enables environmentally focused professionals to gain an enhanced managerial skill base. 

 We want to emphasise that the funding model that we propose is designed to allow this student exchange to occur at no cost to MGSM.  The funding model is not by itself a revenue enhancement.  The big revenue enhancement comes with the attraction of students who would not otherwise have chosen Macquarie University for their business education.

We have consulted with Finance officers of MGSM, including Glenn Weir and Sanjay Prasad, who declare it to be workable.  We are particularly grateful to Glenn for the idea of reframing the money in trust as a scholarship.  Wendy Goldstein of the GSE has given the model cautious support, although she has asked us to consider whether students will compare their price of admission with those who got the subject at a cheaper rate and develop negative feeling.  She has also raised the issue of HECS based students’ participation.  HECS funded students would provide a stronger draw on the scholarship fund since they are only changed $900.  

The fact of differential payments by students in the same class is not the issues it seems. MGSM students are accustomed to differential payments by members of the one class, since we have adjusted fees on an annual basis and since some have scholarships while others pay from their own pocket.  The co existence of fee paying students and HECS based students in GSE subjects means that their students are also acclimatised to the reality of different deals.  However, the situation of the HECS students raises a limitation.  We would need to maintain a limit on GSE places such that the ratio of courses taken at GSE by MGSM students to MGSM subjects taken by GSE students not exceed to accumulated money in the scholarship fund.  To put this in an alternative light, the number of GSE students that we could accept would depend on how attractive GSE could make its electives to MGSM students.

Marketing Issues

Both the subcommittee of faculty and the focus group have raised the need for a specialised marketing program.  A mainstreamed option would require a reworking on the MGSM brand such that sustainability would become a feature of the way in which MGSM is perceived.  The advice of the focus group was that if we were to opt for a badged program (i.e. not mainstreamed), we should niche market into organisations that are actively trying to change their cultures to give sustainability a high priority. There are plenty of these currently in the market place.

If we target organisations where students with sustainability interest might be concentrated, the option of using an alumni member within the organisation becomes viable.  The alumni member could be paid a small commission for any member of the organisation who enrols in some part or the entire program.  Such commission should be small, such that the alumni member becomes a contact point rather than a strongly motivated sales person.  The commission would be an acknowledgment of time spent discussing the program with fellow workers rather than an incentive to actively solicit. 

Proposed Program
Master of Management (Entrepreneurship and Innovation)
Revised Draft 5 December 2005

Original 19 May 2004

Proposal for an MGSM Master of Management and MBA Specialisation in Entrepreneurship, Innovation, and Leadership at MGSM

Aim of this document

This is a discussion document for comment.  It will then be developed into a formal proposal to go to APC, then Faculty and then to MU PG Studies for approval.  The intention is to have a program up and running for 2006 or 2007 in Sydney and, if feasible, in Singapore and Hong Kong.   Comments to Chris Hall 100231.1327@compuserve.com please.  

This document was first drafted in 2004, but progress was held back while the Macquarie Institute for Innovation (MII) formalised its programs.  The MII program is now set out at Appendix B.  
Background

There has been some interest in developing programs in entrepreneurship at MGSM for some time.  However, it is not entirely clear just how big the market for entrepreneurship education at graduate level actually is.   For that reason this proposal seeks to combine three areas where MGSM already has strengths, ie entrepreneurship, leadership and innovation.  These three areas overlap and complement each other a fair bit, and also complement the programs now being proposed by MII.  For example, some businesses starting up may really need a strong leadership orientation (especially if starting up within an existing business), others may need a very strong innovation management aspect, others are just vanilla entrepreneurship.  The proposal focuses on existing subject offerings at the outset.  If the market proves to be viable, then we may develop additional specialised offerings.  

Anyone can start a business and many do; this does not require a Masters degree or MBA.  It takes about 1,000 hours to get from the bright-idea stage to a functioning business.  Only about 20% of start ups survive for more than five years.  Most Venture capital does not go to seed or start- up, it goes to MBOs and LBOs, ie to reinventing existing businesses.  
The main contribution of an MBA or MMgt in this area is:

· to help someone have more foresight as to where opportunities, and pitfalls, lie; 
· give them the knowledge of how to build a management team and garner the resources required to create a suitable venture, and 
· give them the confidence that they can manage a complex venture to capture those opportunities.
This is the main focus of the proposal.  It is not a degree in “how to start up a business”.  There are plenty of programs and resources available to help people do that (such as the enterprise workshops, etc), and this program will tap into those as appropriate.  

Program objectives 

The aims of the MMgt and MBA in Entrepreneurship, Innovation, and Leadership at MGSM are to:

· establish MGSM as a leader in graduate management education this area in the Asian and Australasian region.  At present neither of the other two top tier graduate schools in Australia (AGSM and MBS) have offerings in this area.  A survey of offerings (appendix A) in Australia and Asia shows that the possibility exists to take a lead in this respect.  

· build on the strengths of our existing offerings.  This allows us to minimise costs of development, and thus minimise risks.  This is important given the persistent financial issues facing MGSM.  

· test and grow the market for such a degree.  The market for entrepreneurship education is a difficult one to tap.  Entrepreneurs do not usually have the time or the money to undertake MBAs.  If the market is promising, then it may be possible to undertake further development of new courses, for executive education and for MBA electives.  

· build on the momentum and publicity associated with recent developments in Entrepreneurship at MGSM and Macquarie, in particular the MGSM Entrepreneur Network (www.mgsmnetworker.net)  and the MII.  

Target market and entry requirements

The target market overlaps the existing market for our students, but has a particular focus on students who want to actually go out and DO SOMETHING for themselves, who want to capture opportunities, and who are willing to take risks and manage the uncertainty that is associated with setting up and growing a venture.  This might be, for example, as a stand-alone venture, or as a reworking of an existing business, or a spin off from a larger company.  

Students seeking entry to the program would need to meet the usual MGSM entry requirements, but would also need to submit a short proposal and project management plan for developing an opportunity into a viable business venture.  This plan would need to be updated every six months in conjunction with the Program Directorate, and students would have to show that their elective choices, their assessment program and project work was appropriate, and on track to achieve agreed targets for capturing the business opportunity.  It is to be expected that the opportunity they identify will not be set in concrete, but will shift as they get further into the degree and they discover more.  

Students within the existing MBA could apply for entry at any time, subject to them submitting an acceptable business proposal and project management plan, and being able to meet the elective requirements of the specialisation.  

Proposed structure and key features

The basic structure of the Master of Management in EI&L can be summarised as follows:
	Core = 5 units + 2 unit research project  = 7 units
Electives = 3 electives which are chosen from a constrained choice set, or are of demonstrated relevance to the student’s proposed venture. 


This structure consistent with that of other MGSM Masters degrees, and it allows a specialisation within the MBA in Entrepreneurship Innovation and Leadership.
In more detail: 

· Core of five units, four of which are existing core subjects for the MBA:
820 Marketing Management

840 Accounting for Managers

870 Organisation Behaviour

890 Operations Management (Note that this would be contingent on this subject becoming much more oriented to service ops management)

859 New Enterprise Management
· A requirement that all students undertake a significant applied research project equivalent to two units.  This would need to be focussed on the development of an identified business venture or opportunity.  It might take the form of:
background research;

specific research (eg market research, or technology research);

feasibility assessment;

a business plan. 

· Three Electives drawn from:

816 Marketing Research
839 Entrepreneurial Finance

866 Managing Change

876 Leadership and Motivation

897 Management of Innovation

896 Technology Strategy
985d Competitive Intelligence for Global Business
987 Law and Management
985f Insolvency and Restructuring.
INOV802 Intellectual Property Management

INOV805 Biotechnology Entrepreneurship
or other electives as can be justified by the student as particularly relevant to their business proposal.  Approval for nominated units in MII would be automatic, but for other non-MGSM electives would require special permission.  Arrangements over fees and payment will need to be resolved between MII and MGSM.  

If the program proves viable in its own right, then it may be worth developing further specific MGSM electives - eg Managing Fast Growth Firms, possibly as joint MGSM MII offerings.  
A typical part time program might look like the following:

	Term 1
	820 Marketing Management

840 Accounting for Managers

	Term 2
	870 Organisation Behaviour

890 Operations Management

	Term 3
	859 New Enterprise Management

elective

	Term 4
	859 New Enterprise Management (cont)

elective

research project

	Term 5
	elective 

research project (continued)

	Term 6 and on
	to complete the MBA, the 6 remaining core subjects (or in Singapore and HK, 5 remaining core + one more elective)


Students would not necessarily be bound by this sequence.  
It may also be possible to offer a Graduate Diploma in Entrepreneurship, based on 

Core: 

820 Marketing Management

840 Accounting for Managers

870 Organisation Behaviour
859 New Enterprise Management

plus 2 electives drawn from the above list.  
The MGSM Entrepreneur Network and the Nanyang Hatchery

It is proposed to explore three new approaches within the development of the degree/specialisation: 

1. The existing MGSM Entrepreneur Network is already providing good opportunities for students to get in contact with experienced entrepreneurs, financiers etc.  It is proposed that students enrolled in the degree would be expected to take an active part in the Entrepreneur Network, to help organise meetings and events etc so they get greater experience and exposure.  

2. Alumni who have experience in setting up and running businesses would be invited to register on a panel of advisers.  This advisory panel would play an active role as reviewers  (either anonymously or on a face to face basis) of business plans, and as a network resource to be contacted when a student needs some relatively simple advice or contacts on specific issues.  This will complement and extend networking infrastructure being developed within the MGSMNetworker.

3. If it is feasible, we may seek to explore the development of a virtual hatchery and nanyang.  The nanyang would be to provide seed funds.  People in the alumni and student body would be invited to put up relatively modest sums (say around $5,000 ~$10,000) which would then be pooled.  Once or twice a year, there would be a competition for the pooled funds.  This would require lodgement of business plans and supporting documentation.  This would be open to any students or immediate alumni of MGSM, not just the students enrolled in the EI&L specialisation.  These plans and documents would be reviewed by a panel of reviewers (some of whom may be external to MGSM, and some of whom would be from the advisory panel).  The opinions of the reviewers, their rankings, and the business plans would then be placed on a secure website for potential investors to assess and express interest in.  Access to the secure website would be by the subscribing of the modest sum.  It would then be up to the subscriber as to which potential businesses they would subscribe, if any.  Different business ventures may have different conditions for subscription; some may prefer convertible debt, others direct equity, for example.  A limit (say 10 subscribers to a business) would mean a maximum of around $50,000 to $100,000 in seed equity to any successful applicant.  These subscribers would then become an active part of the development of the new venture, but would not necessarily have board places.  There are legal issues related to the pooling of funds which need some careful examination, so this needs more research.  This leads to the hatchery part of it.  A hatchery is one step back from an incubator.  It is intended to get a business up and running to a point where it can go to an incubator, or out on its own.  Business concepts which are successful in getting past reviewers and attracting funds would have some public credibility.  They would be entitled to some nominal assistance from MGSM for a development period, say of six months.  This might involve such things as use of office space, phones, access to and collaboration with MGSM for publicity purposes,  etc.  There are obvious spin off benefits to MGSM from this sort of activity, and again it would not take a lot of MGSM resources.  

Resource requirements and timetabling implications

The Masters degree or the specialisation in the MBA does not require any new units to be developed.  The only resource implications are thus:

· development of marketing material and publicity, most of which would only involve minor changes to existing brochures and web material. 
· some slight modification of existing subject assessment procedures to allow students enrolled in the specialisation to focus their assessment on their chosen business concept.  

· appointment of a Director, and small directorate to support the liaison with the advisory panel, and management of students.  This might be something in the order of an offset of on one unit of teaching per year.  

There are no major timetabling implications.  All the units in the Masters and MBA specialisation are already offered once a year at least, and all core MBA subjects are offered at least once a term in Sydney.  If there is sufficient demand some offerings may have to be increased.  If the specialisation and degree is offered in Singapore and/or Hong Kong, then there may have to be some consideration as to the pattern of elective offerings.  

Appendix A. MBA Entrepreneur Programs in Australia, Singapore and Hong Kong
Purpose:

This document summarises the main Entrepreneurship PG programs currently on offer in Australia, Singapore and Hong Kong.  There are some other programs (notably in WA) which have been omitted from here.  The purpose is to explore what is on offer and what the implications are for MGSM in setting up a designated program in Entrepreneurship, Innovation and Leadership.  

Key Points:  

· None of the "first tier" business schools have programs in entrepreneurship at present.  MBS has canned its MMT, but now offers a Certificate in Innovation. 

· In the Second tier, Swinburn and QUT are the main providers.  QUT offers an MBA specialisation in Entrepreneurship, based on a Masters in Entrepreneurship and Innovation.  Swinburn also has a Masters in Entrepreneurship and Innovation, which is made up of nested Grad Certs etc.  Bond offers a specialisation as part of its MBA, oriented to Family Business.  The IGSM at Uni of SA is offering a Grad Cert in Entrepreneurship and Innovation, which is done in parallel with the Enterprise Workshop Competition.  
· In Singapore and Hong Kong there is surprisingly little on offer in terms of MBA programs in Entrepreneurship.  There are no specialisations, and only a limited number of electives.  
· The cost of the MBA with a specialisation in Entrepreneurship is about $33,000 at most of the other schools in Australia, well below the $45,000 or so for MGSM.  

Implications for MGSM:

1. MGSM could be the only/first GS in the top tier in Australia to offer a Masters or MBA qualification in Entrepreneurship, and could take a lead in our Asian markets.  

2. MGSM has sufficient subjects on offer now that it could offer a credible specialisation as part of the MBA and a MMgt without any additional resources.  
3. We need to be careful in defining the market.  The market is not really entrepreneurs.  Most real entrepreneurs will have neither the time, nor the money to enrol in a one or two year PG program.  The Angels/Finance Providers/Banks/VCs who provide capital to them will not be interested in giving them money if they just use it to go to school.  I am already seeing a significant number of students in NEM who are interested in developing the skills to run their own business.  These people often are a bit older, and need a lifeboat if their job gets restructured.  Others just realise that the MBA corporate ladder is not for them, and want to pursue their own business, but find that the MBA does not always gear to the holistic approach they need for their own business.  Others realise that within their larger organisation the only way to get ahead is to run with an idea and develop a new venture.  I think this is the primary market we should be aiming for at the outset - ie sub groups within our existing MGSM catchment. 

4. There are then a number of secondary markets which we could target at minimum marginal cost with a designated Masters in Entrepreneurship nested into the MBA, particularly if we could offer some of these as single unit.  For example, Fund managers, people responsible for new business development in larger organisations, etc.  

5.  Using a degree and the staff resources at MGSM to "incubate" a new venture is attractive to some students, and gives good publicity to MGSM.  We already (in NEM and Entrepreneurial Finance) encourage students to undertake a significant project.  

Australia 

SWINBURN

	Course Fees - Citizens and permanent residents       



	A$30,800 (incorporating Grad Cert and Grad Dip) from the year 2006

HELP
The Higher Education Loan Program (HELP) is a suite of income contingent loans for Australian citizens and holders of Australian permanent resident humanitarian visas. FEE-HELP (previously PELS) is for eligible fee paying undergraduate and postgraduate students. It provides students with a loan to cover their tuition fees (lifetime maximum $50,000 indexed annually).

Note: New Zealand citizens and holders of other Australian permanent resident visas do not have access to HELP loans. These students must pay their student contributions or tuition fees up front without a discount. 

For further information on your support and study options visit the 'Going to Uni' website at: http://www.goingtouni.gov.au

	Course Fees - International students 

	A$35,000 total course fee for 2006


	Description       



	The Swinburne MBA not only offers the opportunity to acquire contemporary management knowledge and skills, it also provides students with the ability to apply that knowledge in an innovative, creative and entrepreneurial way.

The Swinburne MBA's overarching themes of entrepreneurship, innovation and international business address the transitional realities of moving from the old to the new economy in four key areas: Leadership, Strategy, eBusiness, and Finance.

Specialisations in these four key areas are offered through advanced electives and an integrating project.

	Aims & Objectives       



	The Swinburne MBA is designed to:
* Develop the capacity to successfully start new ventures and manage enterprises that operate in a complex, global and competitive environment.
* Meet the demands of business and industry to achieve and sustain international competitive advantages.
* Apply the theory to 'real-life' situations.
* Offer small, highly interactive and dynamic classes, delivered by commercially experienced practitioners and academics carefully selected for their practicality, excellence in teaching and outstanding performance in both intellectual and business practice.

At the completion of the program, it is expected that graduates will:
* Have a deep understanding of innovation processes and what it takes to commercialise and manage the practical application of innovation.
* Be recognised for their hands-on leadership ability, enhanced by an experiential understanding of the multifaceted factors that are required to develop new initiatives or to transform mature enterprises.
* Have a clear understanding of the new realities (old versus new economy) facing enterprises and be capable of operating effectively in such an environment.
* Have the capacity to develop and maintain an organisational culture which values creativity, diversity and a cross disciplinary approach to managing organisational effectiveness.
* Have a range of skills and knowledge that enhances business communication and leadership.
* Be renowned for their capacity to 'make a difference'.


	Subjects       



	Stage 1 Graduate Certificate
HGM502 Product and Market Strategy
HGM503 Financial Data and Decision Making
HGM505 Opportunity Evaluation
HGM506 Leading, Following and Team Dynamics

Stage 2 Graduate Diploma
HGM552 Finance for High Growth Businesses 
HGM553 Business Strategy 
HGM554 eBusiness Design for Competitive Advantage
HGM555 Organisation Dynamics 
HGM604 Corporate Strategy
HGM605 Innovative Leadership

Stage 3 Master
HGM6XX Advanced Elective 1
HGM6XX Advanced Elective 2
HGM601A Integrating Project (half subject)
HGM601B Integrating Project (half subject)
HGM601C Integrating Project (full subject)
OR
HGM6XX Advanced Elective 1
HGM6XX Advanced Elective 2
HGM6XX Advanced Elective 3
HGM6XX Advanced Elective 4

Advanced Electives include:
HGM606 Consulting Processes for Organisations
HGM607 Organisational Change Management
HGM608 Entrepreneurial eBusiness and Strategic Transformation
HGM609 Building an Integrated eBusiness Infrastructure
HGM610 Strategy for Competitive Advantage
HGM611 Management and Innovation
HGM612 Capital Markets and Tax for High Growth Business
HGM613 Finance Risk Management


QUT 

	International fees 
(per semester):
	 
	2005: A$11,500; 2006: A$11,500 
(subject to annual review)

	


	International entry:
	 
	4 entry points per year

	


	Course duration (full-time):
	 
	4 semesters (2 years. Study will not be undertaken during Summer Program)

	


	Total credit points:
	 
	192

	


	Standard credit points/full-time semester:
	 
	48

	


	Course coordinator:
	 
	Dr Lyndal Drennan, MBA Director: Telephone (07) 3864 1419, Fax (07) 3864 1299, email: mbadirector@qut.edu.au

	


	Campus:
	 
	Gardens Point


MBA with major in Entrepreneurship

	Entrepreneurship

	 
	Core Units: 

	GSN410  
	Entrepreneurship 

	GSN416  
	Business Plans 1 

	GSN460  
	Creative Problem Solving 

	 
	Required Units: 

	GSN420  
	New Venture Strategy 

	GSN426  
	Business Plans 2 

	GSN429  
	New Venture Marketing 

	GSN430  
	New Venture Resourcing 

	 
	Elective units: 

	 
	Choose 18 credit points from the following elective units: 

	GSN427  
	Financial Statement Analysis 2 

	GSN431  
	New Venture Growth and Transitions 

	GSN432  
	New Venture Leadership and HRM 

	GSN434  
	Venture Capital 

	GSN479  
	Spreadsheet Modelling for Managers 

	GSN494  
	Innovating for Business Competitiveness 

	 
	Note: For students commencing from 6TP1 2005 the core unit GSN460 Creative Problem Solving is included in the Entrepreneurship major. For students continuing under the old core unit structure, while GSN460 is not a required unit, it may be included as an elective unit under the previous Entrepreneurship major structure. 


MBS

Certificate of Innovation

Program Structure

The Certificate of Innovation is a four

subject program. Students complete

two general management subjects,

and two specialist subjects relevant

to their area of interest. 

This program is offered on either 

a full-time or part-time basis. 

Full-time study may be completed 

in one term (13 weeks), part-time

study may be completed in two

terms (26 weeks) and must be

completed in a maximum of

four terms. 

Subjects

In addition to specialist innovation and

entrepreneurial subjects, the Certificate requires

the completion of general management

subjects. This requirement offers students 

the opportunity to develop managerial skills 

in areas of personal interest or of benefit to

their organisation.

The table below lists the subjects we are

intending to offer in 2005. This list is subject 

to change.

Detailed subject descriptions of all subjects

offered at MBS are available 

in the Course and Subject guide:

http://www.mbs.edu/downloads/csg/CS_

Guide_2005.pdf

The Course and Subject Guides also lists 

subject prerequisites (if applicable).

New Subjects

Funding Entrepreneurial Ventures (half subject)

This subject is designed to teach would-be

entrepreneurs and those who work with 

them, various ways of funding a venture 

and how different classes of investor will

evaluate their project. 

Managing commercialisation

Will teach students how to go about

commercialising new technology.

Organising for Innovation

What do you need to know, as a manager, 

in terms of organisational design, to take

something from an idea for adding value 

to a finished project? Covers topics such as 

the management of innovation in start-ups,

organisations, and joint ventures, the
management of complexity, ambiguity, 

and risk, and strategies for managing 

pipelines of projects.

Strategic Management of Intellectual Property 

(half subject)

After introducing relevant legal concepts, 

this subject will focus on how to manage

organisational knowledge so as to build a

manageable, defensible, and cost-effective

intellectual property portfolio; how to

investigate and respond to other companies; 

IP portfolios; and how to build IP into your

overall business strategy.
Program Fees (compulsory)

The Certificate program fee is $9600 

($2,400 per subject) in 2005*. Fees are paid

per subject, per term, in advance and students

are notified of payment deadlines before

starting their program.

Program fees at Melbourne Business School

are inclusive of The University of Melbourne

Student Charges (the Amenities and Services

Fee) and MBS course materials 

(reading packs).

AGSM

has no entrepreneurship specialisation but offers 2 electives

	Entrepreneurship and Strategy

	 
	The primary aim of the course is for students to develop the skills to commercialise a business opportunity by writing a business plan, based on the principles of entrepreneurship and strategy. In doing so it is intended that the course will both demystify the entrepreneurial process and help students understand how to be a successful entrepreneur.


	Managing the Entrepreneurial Firm

	 
	Course Objectives: Taken from the perspective an entrepreneur operating her/his business, that is, integrating planning, strategy, marketing, human resources, finance and production, the overall objective of the course is to develop, in the nascent entrepreneur, the insights and approaches required to structure and come to grips with messy, real world operating problems. Given these tools, the entrepreneurial manager will be capable of developing meaningful analyses and an understanding of the dynamics of the situation facing her/him - at whatever stage of the venture. The desired end result is to prepare the student to be an effective, powerful entrepreneur. In short, an entrepreneur whose business perspective is as broad as her/his analytical skills are deep and one where both are effectively integrated by a sensitivity to the various currents and forces in her/his venture’s operating environment. By the same token, the course will deepen an understanding of the risks and critical success factors, found in operating entrepreneurial endeavours, for those students who plan careers on the other side of the table as lenders, investors or consultants. 


BOND

Fees in 2005

Grad Cert in Entrepreneurship and Family Business $11,000

MBA $33,000

	Structure of the MBA  12 units total

	

	Foundation Subjects (8 subject equivalent)
All students must complete the following subjects 

	 
	Full-unit subjects:

	 
	ACCT71-500 Accounting

	 
	MKTG71-500 Marketing 

	 
	MGMT71-504 Managerial Role in Organisations

	 
	MGMT71-701 Corporate Strategy 

	 
	FINC71-500 Financial Management

	 
	ECON71-500 Economics

	 
	Half-unit subjects:

	 
	ACCT70-504 Controllership

	 
	BUSN70-501 Business Analysis Methods

	 
	ENFB70-200 The Entrepreneurial Process

	 
	ENFB70-204 Business Planning for Entrepreneurial Ventures


	Entrepreneurship & Family Business (all half-unit subjects) 

	 
	ENFB70-201 Professionalising Family Controlled Businesses

	 
	ENFB70-202 Management of Innovation

	 
	ENFB70-205 Financing the Entrepreneurial Venture


Adelaide GSB

	Entrepreneurship

	Entrepreneurship
New Venture Set Up 
Entrepreneurial Finance 
Business Growth and Exit Strategies


CSU

Extended version of the MBA

Students choosing this option will be transferred into the 128 point program following their application to complete two specialisations in the extended version of the MBA. Where two specialisations are chosen that share common subjects, the student will be required to undertake substitute subjects (with the approval of the MBA Director) to make up a total of eight specialisation subjects. Upon completion of the extended MBA, students graduate with both specialisations in the nomenclature of the award on the testamur, e.g. Master of Business Administration (Accounting/Finance).

Core subjects

MGT501
Management Theory & Practice

MKT501
Marketing Management

ACC501
Business Accounting & Finance

MGT510
Strategic Planning

HRM502
Human Resource Management

ECO501
Business Economics

Students who complete this specialisation graduate with the award Master of Business Administration (Electronic Commerce)  MBA(ElectCom).
Entrepreneurship specialisation

MGT520
Entrepreneurship and New Venture Development

MGT535
Developing and Managing the Enterprise

MGT536
Leadership and Entrepreneurship

MGT537
Entrepreneurial Project

Uni of SA.  

MBA (Entrepreneurship)

Students wanting to specialize in Entrepreneurship, can choose their specialized post-graduate courses from those offered by the Centre for Entrepreneurs (School of Management) , as part of their Graduate Certificate in Entrepreneurship. In 2006, those courses are likely to include 

	Entrepreneurial Foundations
	BUSS 5298

	Entrepreneurial Planning
	BUSS 5315

	Entrepreneurial Marketing
	BUSS 5299



The 2006 timetable for these courses is available from the Centre for Entrepreneurs, and enquiries about enrolment in these courses should be directed to Mr Peter Balan on 8302-5121 or by email to peter.balan@unisa.edu.au. 

MBA (Entrepreneurship)

Students wanting to specialize in Entrepreneurship, can choose their specialized post-graduate courses from those offered by the Centre for Entrepreneurs (School of Management) , as part of their Graduate Certificate in Entrepreneurship. In 2006, those courses are likely to include 

	Entrepreneurial Foundations
	BUSS 5298

	Entrepreneurial Planning
	BUSS 5315

	Entrepreneurial Marketing
	BUSS 5299



The 2006 timetable for these courses is available from the Centre for Entrepreneurs, and enquiries about enrolment in these courses should be directed to Mr Peter Balan on 8302-5121 or by email to peter.balan@unisa.edu.au. 

SINGAPORE

NUS

The NUS MBA does not have any specialisation in Entrepreneurship.  There are some stand alone electives, eg

BMA 5404 Entrepreneurship

This course aims to provide an introduction to the high growth venture creation process. It provides an overview of the major elements of high growth entrepreneurial activity, including evaluating and planning a new business, financing, team building, typical marketing and management issues, models for revenue and growth, and exit strategies.

The course covers a wide span of business subjects. Students with no business training are expected to read up on their own additional background materials, or consult and learn from their classmates, where necessary. The course utilizes lectures and class discussions of weekly assignments. Discussion of assigned cases and a field project are integral to meeting the course objectives
The NUS Entrepreneurship Centre (NEC) is offering an exciting range of Technopreneurship courses as electives. We welcome graduate students from Business, Engineering, Science and Computing to enrol for the following electives: 

· TR5105/ BMA5108- Technopreneurship 

· BMA5251- Management of Technological Innovation 

SMU 

does not currently offer an MBA, nor any entrepreneurship program.   Does have some staff who could offer an entrepreneurship program and is well located.  

NTU

does not have any specialisation in entrepreneurship.  Does have a couple of electives:

B6054 Entrepreneurship
The course is designed to cover both the theoretical aspects of the discipline as well as the practical aspects of "Entrepreneurs in Action". Topics include an examination of entrepreneurship as a discipline, venture creation and management, the development of enterprising culture and the continuing pursuit of opportunities.
B6089 Technopreneurship and Venture Creation
We are living in the midst of a new revolution - the technology revolution. This revolution has an impact on all aspects of our life: health, education, administration, communication, business, recreation, and others. The main revolutionary forces are the increasing number of large and small innovative companies. These have created a demand for competent and well-educated entrepreneurs and managers with the ability to recognise opportunities and lead in the complex and challenging technology-based business environment. Another important characteristic of the technology revolution is its global facets. Success in technology requires today, more than ever, a broad international perspective. Innovation, talent and entrepreneurship know no boundaries but only well prepared entrepreneurs and managers will be able to lead successfully in the "global village". This course focuses on the major challenges and issues a technopreneur is likely to face in real life and reflects not only the latest thinking in specific areas but also the practical experience and lessons learned in the real business environment of today's high technology revolution.
HONG KONG

HKU

no specialisation, one unit in entrepreneurship

	PMBA2337:
	Entrepreneurship, Creativity and Innovation


City U HK

no evident entrepreneurship electives

Chinese U HK

no specialisation, two electives

	MGT 6820
	Entrepreneurship and Value Creation (1.5 units)

	MGT 7560
	Global E-Entrepreneurship (3 units)


Baptist U

no entrepreneurship 

HK Polytechnic

has MBA in innovation and design

· Part Two includes 4 Concentration Subjects and an Elective Subject that are designed to enhance your knowledge on the management of innovation and design. The 4 Concentration Subjects include Brand Experience Management for the PRC, Consumer as Producer: Critical Trends in Product Development & Consumer Culture, Globalisation & Design, Innovation Tools for Strategic Design, Innovative Products & Services Development, Strategic Design: Regional Case studies and Strategies for Sustainable Product-Service Systems. The Elective Subject can be selected from a common pool electives, including Entrepreneurship, Financial Integration between the Chinese mainland and Hong Kong, Integrative Fashion Studies, Managerial Economics, Services Marketing and System Dynamics for Business Policy. 
Appendix B  - MII Program

POSTGRADUATE CERTIFICATE IN ENTREPRENEURSHIP

The postgraduate certificate in entrepreneurship is the entry-point postgraduate coursework qualification whose aims and objectives are to provide participants with the understanding and skills required to make decisions about their future involvement as entrepreneurs or as members of an early-stage entrepreneurial venture. It has been designed for students across all discipline backgrounds who aspire to develop skills and expertise in new enterprise creation and innovation. Our units will target those wishing to start new initiatives or business ventures, those responsible for developing innovative new divisions within established corporations, or those serving as change agents in corporate or not-for-profit environments. MII’s Graduate Certificate in Entrepreneurship can be undertaken on a part-time basis and completed within a 12-month period by successfully completing three units (each worth 4 credit points) within the following options: 

Two units to be selected from:

INOV801 Principles of Business Management (Semester One – Mondays 6-9pm)

INOV802  Intellectual Property Management (Semester One – Tuesdays 6-9pm)

INOV803  Resourcing Entrepreneurial Activities (Semester Two – Mondays 6-9pm)

And one unit to be chosen from:

INOV804  Technology-based Entrepreneurship (Semester Two – Tuesdays 6-9pm)

INOV805  Biotechnology Entrepreneurship (Semester One – 10am-1pm)

INOV806  Social Entrepreneurship (Semester Two – Wednesdays 6-9pm)

In successive years, students may take additional units in order to articulate to a Graduate Diploma in Entrepreneurship and a Masters in Entrepreneurship by Coursework and Project (being approved to commence in 2007).

In addition to the University fees payable for each unit ($1700), candidates for the postgraduate certificate need to pay student activities fees of $180 per semester.  
Students seeking direct entry into the Postgraduate Certificate should possess an undergraduate degree. (Those who have experience equivalent to a first degree and wish to enrol should contact MII for advice.)

Master of Management (Financial Management) – Nothing submitted
Models of MBAs

MGSM Master of Business Administration Review 2008

Report of task force on “Models of MBAs and associated structures and alliances”
3 March, 2008

Taskforce membership

Gayle Avery, Sandra Burke, Guy Ford, Andrew Heys

Background

The taskforce’s work fell into four parts: 

1. Examining the context in which MBA programs around the world operate;

2. Summarising information about the Top 50 MBAs; 

3. Identifying issues for MGSM to consider in relation to its MBA; 

4. Proposing two alternative structures for consideration. 

As part of its main activities, the taskforce has

1. circulated a request to the entire faculty for suggestions about programs to include in its deliberations. 

2. collected and examined information about a number of other MBA programs.

3. identified context and threats to MBA’s program, along with strengths and opportunities.

4. developed two alternative structures to address MGSM’s particular circumstances.

This work is regarded as preliminary because structure typically follows function, rather than coming ahead of the objectives. MGSM has special needs and circumstances that may not apply to other programs. For example, we are a much smaller and more cost-constrained business school than we were several years ago, and than some of our competitors appear to be (eg Sydney University and AGSM). These constraints influence the kind of MBA structure that we can afford and staff under AACSB and other accreditation requirements (eg in Hong Kong). 

Approaching the work

How the new MBA is to function is expected to emerge from the work of other taskforces. Therefore, the ideas presented here should be regarded as preliminary until the MBA has been fully reviewed. Three strategies that the taskforce considered in recommending structures for the MBA at MGSM are:

1. Find an appropriate structure to copy from among the thousands of other business schools. However, simply copying someone else would probably result in an imperfect fit for MGSM.

2. Develop a structure that suits the specific vision, values, resources, markets and needs of MGSM as identified by the other taskforces and the MBA review committee. This was not feasible without the input from other taskforces.

3. Suggest some options that appear to address some of MGSM’s current constraints, strengths and opportunities. This approach was adopted. 

Under Strategy 3, the adopted approach, a review of the present status of the MBA in its context and relative to other business schools, and two options have been put forward. 

This report is structured to cover where the MGSM MBA is at, MGSM student evaluation data of core units between 2005-2007, core curricula units at the Top 50 US business schools, curriculum redesign at business schools, value of ratings, followed by two options for a new structure.

THE MGSM MBA: WHERE ARE WE?

This section examines the context and market in which MGSM is operating, differentiators of our MBA, sources of growth and weaknesses and threats. 

Context

· General Management Admissions Council (GMAC) reports that in 2006 there were 927 business schools in the United States, 658 in Europe and 953 in India. This represents significant growth over the preceding five years.

· The majority of new full-time programs are shorter in length than the standard two-year MBA model taught in the US, with many offering one-year programs.

· Five of the top 15 Schools in the Financial Times (FT) rankings in 2007 have programs shorter than two-years.

· Eight of the top ten US Schools in the FT rankings have endowments of at least US$200 million.

· Many Business Schools have large undergraduate business programs which provide a feeder of students for Master programs and a substantial funding base for their more costly MBA programs.  

What is the market looking for?

· Management education versus technical business education – insight into the shifting context of modern business and the art/practice of management.

· While building of skills in finance, marketing and other core business disciplines remains central to most MBA programs, recruiters are demanding MBAs who are better communicators, team-builders, leaders and creative/strategic thinkers.

· Reputation of program and high calibre teaching.

· Access to a powerful network of contacts and integration with the business community.

· Strong career support and an entry point for national and international managerial labour markets.

· Ability to specialise beyond the core – targeted elective streams in finance and marketing are proving popular with full-time students who tend to be younger than our part-time students and who are looking to build a base for career change.

· Asia-Pacific/global focus –  it appears from student feedback that we do not deliver in this area.

What are the differentiators?

· Quality students – MGSM is recognised for having more mature/experienced students, and this reflects in the consistently high rating for student quality in the Economist Intelligence Unit Survey.

· Single MBA – the School has resisted temptation to grow though executive MBA offerings or other ‘game breakers’ which history shows are short-lived and carry the potential to devalue the core product.

· One-year time span for the full-time MBA is cited as key attraction for international students, although more restrictive visa requirements mean those who wish to extend their studies to slow the pace or take on study tours/exchange programs now find it difficult to do so. Previously students carried a free option to extend their studies to 15 months, and this suited some students and proved to be an effective marketing tool. We are exploring options with the International Office that will allow students to extend their degree to 15 months.

· Study Tours have been popular but require considerable effort on the part of program leaders.

· Articulation path has provided a feeder of students into Diplomas, Masters and MBA programs. MGSM has a high articulation rate (around 90%) – positive reinforcement of the quality of our programs and the value of the qualifications we provide.  

What are the sources of growth?

· Availability of faculty and quality adjuncts places some restrictions on growth.  There are some views that the high growth in student numbers in 2002/3 resulted in student dissatisfaction and this has impacted on some ratings over recent years.

· Full-time program has been the source of growth over recent years and has supplemented declining numbers in the part-time program. Focus has been on key regions in Latin America and Europe, and solidifying relationships with agents. Students are willing to recommend MGSM and this has resulted in a growing number of referrals. International alumni also willing to attend recruitment exhibitions with MGSM staff. A new position has been created in the SSC which is entirely devoted to managing relationships with alumni of the full-time program.

· Potential to grow existing part-time program – overseas, interstate and through reverse scholarships. Currently the ANZ Bank, Westpac and General Electric are sending part-time students to MGSM under the reverse scholarship program.  It is too early to gauge the success of this initiative, but it has given MGSM significant internal exposure in these firms and has secured attendance of these firms at proposed recruitment functions. Students who articulate will result in incremental business to MGSM, with virtually no costs to the business while capacity exists in classrooms. 

· MGSM Board has expressed a desire that the global MBA proceed (entailing students studying at MGSM and two other international business schools).

· Discussions with Fairfax are ongoing with the potential to develop a co-branded Masters program with a blend of face-to-face learning and on-line support. Fairfax wishes to maintain a long-term partnership with the MGSM.

· MBA programs in collaboration with other corporate sponsors such as the successful Woolworths Academy-MGSM relationship. 

Weaknesses and threats

· Resource constraints at MGSM. The AGSM now has access to sizeable funds through the Australian School of Business (including a large undergraduate student base) and can draw on the data of the entire School when it comes to international surveys.

· Both AGSM and MBS are now recruiting international students in some of our key markets.

· Entry of Sydney University into the market with an open chequebook for marketing, facilities and faculty recruitment (including potential for poaching MGSM faculty).

· Small faculty makes it difficult to qualify for some key ratings – research output in terms of publications in key journals is proving to be an inhibitor.

· Our program has come under heavy criticism for content overlap in a number of core units. Despite alumni surveys and other written evidence from students, some faculty consistently deny there is a problem in their area.

· Inconsistencies in content and assessment still exist in some core units. 

· Silo approach of disciplines – structure of core related more to historical/political issues regarding equal representation of disciplines. 

· Perception that MGSM should have GMAT as mandatory for entry into MBA program, despite the fact that MGSM has the high entry hurdles for management/professional experience. Given the one-MBA philosophy of MGSM, GMAT would need to be implemented in both full and part-time programs, with questions over impact on entry to diplomas, certificates, Masters and subsequent articulation paths.

· Heavy reliance on some key adjuncts such as Graham Millet, Rod Lopez, Tom Valentine and Lynda Spillane. In some cases these individuals carry a higher teaching load than some full-time faculty, exposing the School to significant risk should one or more unexpectedly become unable or unwilling to teach. 

· Faculty in some disciplines refuse to teach in full-time program – this means we have to place adjuncts into these key classes where the preferred option would be to have full-time faculty engagement.

· Law not in core – this recommendation consistently appears in Alumni Surveys and course evaluations.

· Negotiation theory and practice not in core (as above).

· Restrictions on extension of visas means we are can only issue one-year visas to students given this matches the minimum period over which the full-time program can be completed. While the one-year degree attracts many students, our inability to extend the visa by three months means we may lose prospective students who would like to extend their study period to take internships, study tours or reduce their unit load to three units per term. A potential solution is to establish a second full-time program that can be taken over 18 months – this program could include a specific research component (formal research reports, consulting projects, etc). Students who wish to extend their program could switch to this program.  Schools such as the Bocconi School of Management in Italy headline a one-year full-time program in general management with specialist elective streams and a 13-month ‘specialised’ MBA in International Economics and Management. Registering two full-time MBA programs (a one-year program and a 15 month program with research component) may be worthy of consideration for the MGSM.

· Resources at all levels are stretched by overseas teaching in Hong Kong and Singapore.  However, this also provides desirable internationalisation of MGSM’s programs, which could be built on further eg by actively encouraging students to take classes at different campuses. 

MGSM STUDENT EVALUATION DATA: CORE UNITS 2005-2007

The MGSM requires student evaluation of all classes. The following data applies to the core over the period 2005-2007, in the following segments:

A
Overall teacher rating

B
Overall unit rating

C
“I acquired useful skills or knowledge that I expect to use in the future”

Standard deviation in brackets and sample refers to number of classes.

	
	Classes
	A
	B
	C

	MGSM800 

Human Resource Management 
	21


	4.26

(0.37)
	3.97

(0.40)
	4.13

(0.40)

	MGSM820

Marketing Management
	32
	4.24

(0.34)
	4.07

(0.34)
	4.11

(0.29)

	MGSM835

Financial Management
	21
	4.80

(0.16)
	4.55

(0.18)
	4.50

(0.11)

	MGSM840

Accounting for Management
	35
	4.76

(0.23)
	4.49

(0.25)
	4.49

(0.14)

	MGSM845

Economic Context of Management
	21
	4.05

(0.42)
	3.83

(0.37)
	3.95

(0.26)

	MGSM860

Strategic Management
	24
	4.25

(0.32)
	4.16

(0.24)
	4.22

(0.23)

	MGSM870

Organisational Behaviour
	30
	4.23

(0.33)
	4.06

(0.32)
	4.16

(0.25)

	MGSM880

Foundations of Management Thought
	14
	4.63

(0.32)
	4.36

(0.40)
	4.08

(0.31)

	MGSM890

Operations Management
	21
	4.03

(0.61)
	3.89

(0.52)
	4.05

(0.40)

	MGSM960

Information and Decision Analysis
	26
	4.24

(0.42)
	3.94

(0.41)
	4.05

(0.32)


The above table highlights that finance and accounting were perceived as providing the most useful skills or knowledge that students expect to use in the future, followed by strategic management, organisational behaviour and human resource management. Overall unit rating was highest for financial management, accounting, and foundations of managerial thought, followed by strategic management. 

Only economic context falls below 4.0 for providing skills and knowledge that students say they expect to use in the future. In terms of unit rating scores, those falling below 4.0 are: HR, economics, operations management and IDA. The content of these courses could be reviewed in the light of these statistics to see if their value to students could be increased. 

CORE CURRICULUM AT TOP 50 BUSINESS SCHOOLS

The composition of the core curriculum at the top 50 US Business Schools is as follows:

Strategy and Tactics




  

Strategy
92%

Macroeconomics
66%

Tools

Quantitative Analysis (Statistics/Decision Analysis)
94%

Managerial Economics
92%

Functional

Operations Management
96%

Marketing
100%

Financial Accounting
98%

Managerial Accounting
66%

Finance
100%

Information Technology
50%

Organization and Leadership

Organisational Behaviour and Leadership
90%

Human Resource Management
28%

Political/Regulatory

Business and Government
28%

Ethics
40%

This table indicates that MGSM is reasonably aligned with the top 50 Business Schools in the United States with respect to the content of core. Interestingly, Macroeconomics features in only 66% of the top 50 Schools, while Managerial Economics is taught in 92% of programs. The unit Economic Context of Management tends to focus on macroeconomic factors and this may explain the relatively poor scores achieved by the unit in the categories of ‘overall unit rating’ and ‘usefulness of skills acquired’ in the previous table. 

Human Resource Management appears in the core in 28% of programs.  Note that MGSM does not have ethics in its core although 40% of the top 50 schools do.
CURRICULUM REDESIGN AT BUSINESS SCHOOLS

An examination of changes to curricula at international business schools over recent years suggests that schools, in large part, are responding to the same market trends, and as such are making similar choices in their program restructures. Without doubt, the focus of changes has been to produce graduates with skills that are marketable to recruiters – schools are taking a product development approach to education, revamping their curricula to meet the skill sets and career paths most sought by organisations that employ their graduates. This path also supports the goal of achieving high ratings in MBA surveys given the proliferation of surveys that put heavy emphasis on measures of reputation and recruiter assessment (although one can question whether these measures are accurate representations of program quality).  

The essential features of the redesign of the MBA curriculum at a number a business schools over the last three years are summarised as follows:

· Focus on core and industry-specific courses and activities, offered in a sequence designed to build skills over time. Some programs consist of interconnected courses in which the lessons learned in one are applied or expanded in another – consecutively and simultaneously. Students are required to work in teams for a semester, and in some cases, over the entire program. Wharton is a good example of this, with the first year structure progressing from foundations of learning (pre-term) to units around leadership essentials, followed by units around analytical foundations, followed by core business fundamentals (strategy, finance, accounting, operations and marketing). The second year of study is dedicated entirely to electives. 

· Some programs require students to choose a specialisation in their first year of study – students are essentially required to plan for their future career at the time they commence their studies. In some cases the core has been condensed into just one semester (Sloan School of Management at MIT). Students are increasingly required to take electives at predetermined times in their programs, based on their chosen specialisation.

· Introduction of interdisciplinary programs of study that work across public and private sector boundaries and address the demands of both internal and external constituents, with courses carrying titles such as employee, investor, state and society. This requires faculty to work in teams to integrate several disciplines in a single course or project.

· Development of communication and career management skills throughout all courses in the MBA program, instead of as a separate course or activity.

· Facilitation of mentors, executive coaches and industry leaders to give students advice and feedback from the start of their programs, in contrast to the current practice of staff-provided career counselling to students in the second year of their program.

· Attention to helping students become better problem-solvers and decision-makers by requiring students to complete at least two company projects, in addition to compulsory internships.

· Compulsory study tours in a limited number of revamped programs, emphasising commitment to a global MBA program.  

Commentary

· The trend towards career-path specialisation evident in the redesign of many MBA curricula is transforming programs into something akin to a two-year job search. There is a danger that restructuring programs solely to cater to more job offers to students (or to meet external accreditation requirements or achieve high ratings in the ‘survey of the moment’) may compromise the quality of education provided to students – sacrificing a broad understanding of core business ideas and principles. If the objective of the MGSM is to take experienced individuals and transform them into competent managers and leaders, then the trend towards silo-like, specialised MBA education should be resisted in any program reorientation. A more vocationally-orientated degree may be suited to younger students looking for an entry-level job in marketing or finance (typical of US programs), but at the cost of detracting from the ability to develop the whole person and their leadership and management capabilities. The MGSM MBA should not be seen as a passport to a glittering business career (despite the expectations of some full-time students), but rather, an academic challenge providing opportunities for career reorientation and managerial/personal development.           

· In keeping with the trend to hire external consultants to mentor students in careers and other areas, MGSM does provide external careers support to students, although this has largely been in the form of advice on the preparation of CVs.  The appointment of a full-time Careers Manager is the first step towards developing a fully-integrated careers function which, in addition to student recruitment initiatives, should facilitate internships that are better suited to the experience and aspirations of our full-time MBA students and cement relationships with the external business community.      

· There has been some integration of content in the MGSM elective stream. The elective ‘Strategic Finance’ was developed specifically to bridge the divide that typically exists between corporate finance and corporate strategy in MBA programs. This unit teaches students how structured financial analysis can be used to support decision-making when current investments interact with future investments (growth options), confer strategic advantages, or impact (or are impacted by) the actions and reactions of competitors and other external parties. A proposed new Masters of Management in leadership and sustainability represents an attempt to integrate material across disciplinary areas, as do individual units such as ‘Managing Sustainable Organisations’, the study tour in ‘Sustainable Leadership’ and ‘Doing business in China’, and  ‘Management Consulting and Research’.  Further, it has often been recommended by students that the core ‘Strategic Management’ and the elective ‘Corporate Acquisitions’ be taken concurrently given the synthesis of content across these two areas.  

· Research report electives are becoming increasingly popular with full-time students and can be used tactically to support career aspirations or as an adjunct to internships or entry to doctoral programs. Over recent years a number of full-time students attracted to the private equity market have worked on research propositions related to specific aspects of the market, such as incentive design, deal structure and performance measurement. This provides a win-win situation in which students are able to develop and enhance research skills while orientating their learning with their career goals. In one case the research report became the hub for a relationship between the MGSM, a corporate entity (ANZ Bank) and the student – a research question was set in conjunction with the Bank and the research completed by the student (with access to data and staff in the corporate entity). The bank provided a letter to the student providing positive commentary on the project and this was used as evidence of business engagement when the student sought work overseas.              

RATINGS

The Dean has established a task force to examine why the MGSM fails to achieve a rating in the top 100 global MBA programs in the Financial Times Survey.
 Rankings produce different results because there is no consensus on how to measure the success/quality of a MBA program. Within the context of the MBA Review, this raises the question as to whether any changes to the curriculum are warranted in order to increase the likelihood of entry into the global MBA rankings. To address this question, consider the key elements of each of the major MBA Surveys in which Australian Business Schools feature:

· Financial Times Global Top 100

This survey is compiled from a survey of alumni who graduated three years previously, plus school data and an assessment of research. The three pillars of the ranking are career progress of alumni, the global focus on the program and the generation of intellectual capital (publications in specific journals by faculty and students).  MGSM is at a disadvantage given the size of the faculty and the number of faculty who are not research-active. AGSM is at an advantage given the research output of the entire faculty of the School of Business (previously Faculty of Commerce and Economics) can now be included in the data capture – there is little doubt that the AGSM (and other larger Schools) will use this advantage to game the measure and inflate their rankings. 

· Economist Intelligence Unit Global Top 100

The EIU publishes an annual ranking for full-time MBAs based on a survey of alumni and students and on data supplied by the Schools. The ranking examines how Business Schools meet the expectations of Students. Research output of faculty does not feature. MGSM has achieved a ranking in the survey over the last five years.

POSSIBLE STRUCTURE FOR THE MBA: OPTIONS 1 AND 2

In this section, two options are presented for a new structure for the MGSM MBA. Both options share similar premises and are intended to address the call for more creative thinking, teamwork, integrative thinking and internationalisation in graduates. 

As part of the process of benchmarking models of the MBA from around the world our group noticed that many high ranking MBAs have some organising logic to their curriculum, which provides continuity and a statement of purpose that links to educational outcomes. MGSM does not really have any logic or positioning of why we offer the courses we do other than perhaps to ‘manage people’, ‘manage money’ and ‘manage markets’. This is really more of a marketing device and reflects outmoded function or discipline centric learning.  We discussed ways to meet the challenge of a more logical, purposeful organisation of our MBA curriculum. 

Option 1 is described next, followed by Option 2.

Option 1

Created in discussions between AH, SB & GF, apology overseas from GA 
Option 1 follows and builds on our existing lockstep tradition, trying to eliminate repetition. It aims to build a solid foundation at the start of a student’s postgraduate study in the same way that an undergraduate degree builds fundamentals in the early stages of a program of study.

1. The first layer….business fundamentals.

We feel that a foundation level should underlie all that we do at MGSM. This underpinning might be called business fundamentals. This is different to our managing people, managing markets and managing money foundation which we argue is more tactical. This layer of study could have several distinct but interconnected themes for example:

A. The Competition

Understanding the competition and the competitive environment

Strategic Marketing

Understanding Markets

Competitive intelligence

Understanding the Customer Clients Perception of Value 

B. Developing a Strategy

The whole of business approach embracing ideas such as 

Developing and implementing strategies

Aligning an organisation’s culture to its strategy
Understanding business metrics

Strategic management disciplines

Operational Imperatives

C. The Context of Business

The operating environment of a business 

International business

Globalisation

Ethics

Law and Management/Governance

Economics for business

D. Managing Self and Others, Effective Communication 

Leadership

Culture

Managerial Soft Skills

Business Communication

This might consist of three units to allow for the certificate qualification to remain intact or it might consist of more units. The key point is that at this level students would be exposed to many of the major ideas/theories which any postgraduate management student should master, for example, major strategy concepts (Porter’s differentiation/cost/niche idea), key theorists (Mintzberg) and so on. 

All teachers at MGSM could then be sure that students have a working understanding of key concepts and ideas, a shared vocabulary from which to develop more advanced study or applications of these key ideas. For example theories of motivation might be covered in a foundation course and applied to performance management or conflict resolution in a more advanced course. This would eliminate the need for many of us to teach fundamentals in the context of more applied or advanced units. This would also relieve perceptions of repetition.

We could even incorporate some distance learning or pre-course options at this stage of the program – we could use technology to deliver or support the learning of some of this material.

2. The second layer could be more tactical and functional….. 

This level could reflect our market’s money, operations and people approach but this could be taught in a more tactical way. It would require some revision of our core courses and perhaps some integration of two or more existing courses, for example:

· Accounting – Financial Management, Business Performance Metrics-IDA

· Operations – Project Management

· Human Resource Management, Organisational Behaviour, Leadership and Motivation

· Marketing for Management, Services Marketing, Strategic Marketing

This might mark the completion of the PGDip 

3. The third layer… higher level skills 

The third layer would involve taking students to higher skill levels with an expectation of advanced study, project work, analytical & reflective activities… for example – we could still have a ‘core’ here for the MBA and some elective options

· Foundations of Management Thought – Managerial Psychology,  Executive Coaching

· Mergers and Acquisitions

· New Enterprise Management

· Managing Sustainable Organisations

· Advanced HR - Negotiation

· Competition in the Asia-Pacific

· Public Performance For Management

· International Study Tours

4. A final advanced layer

At the advanced level we might offer talented or highly committed students a further option post completion of their MBA. For example, entry into an Executive Cohort for an additional 6 months of specialisation in streams such as: 

Consulting

Research Intensive – Pre PhD or DBA work or applied industry research

Leadership – Sustainability

Entrepreneur

Option 2

At the faculty meeting held on 1 May, 2007, faculty discussed a very different structure for MGSM’s MBA from the existing degree. This is developed and presented here as Option 2.

This option is similar in structure to Option 1 in many ways, comprising a foundation level of fundamental knowledge that MBAs are expected to have in order to go into the second, more focused layer of functional electives. Finally, students complete the MBA with units that demand integratively-complex thinking, team-taught by cross-disciplinary faculty. 

This approach is designed to provide general competency in the basics of management at the first level, while enabling students to pursue their own personal career aspirations at the second level. Finally, the third level stimulates and stretches students’ ability to integrate and deal with the complex issues found in the workplace, as required of senior executives and strategic leaders. 

This proposal addresses some problems inherent in the current MBA structure:

1. MGSM has become a smaller school and its faculty are overextended.

2. MGSM needs to watch its costs closely, and using fulltime faculty to teach elementary subjects is expensive. 

3. Our current flexibility means that the same subject can have students at different stages of their MBA courses, making it difficult to pitch content at an appropriate level. This proposal retains flexibility but in a modified form, and allows students to exit at different stages as they currently can.

4. Complexity faces managers and leaders in today’s organisations, and learning in a complex and interdisciplinary environment prepares students for these challenging roles. 

5. Competitors have redesigned their programs for more integration across functional units, to prepare students for working in today’s organisations, just as the highest level subjects in this proposal do.

structure of option 2

Option 2 consists of three levels: the foundation, functional and complex thinking levels.

1. Foundation level 

What? At this level, students demonstrate that they have acquired, through a variety of means, basic knowledge on which later subjects can build. Content covered at this level would include the fundamentals of accounting and finance, marketing, statistics, economics, HR, OB, business law, technology and operations, as well as critical thinking and business philosophy. A ‘standard’ of required knowledge would be established and students invited to demonstrate their achieving that standard through examination or other forms of assessment. 

How would it work? Some students would bring the required standard of knowledge in some subjects with them at entry. For example, business degree graduates would be expected to have covered most of the basics of marketing, economics, business law etc in their first degrees, just as CPAs have covered accounting now. Where students want to gain new knowledge or update past learning to meet the set standard, MGSM can offer inexpensive faculty as tutors (eg HDR students) in conjunction with e-learning or face-to-face classes or students can get up to speed through self-learning. The important thing is that students demonstrably meet the standard before progressing, irrespective of how they get to the standard.

Why? The foundation layer could be taught 

a) inexpensively for students as a pre-MBA preparation; 

b) inexpensively for MGSM by using HDR and adjunct tutors and alternate learning modes rather than expensive faculty; 

c) all students entering the second level of the MBA would meet defined standards of basic knowledge enabling faculty to build on this instead of having to work to the lowest level of knowledge in the class; this would raise the level at which these subjects could be taught; 

d) as a flexible mode of learning what a student does not already know, rather than requiring students to sit through classes they have attended before, eg in an undergraduate degree; and 

e) by making use of modern educational technology.

Exit award: Students exiting at this level would receive a certificate or diploma in management depending on the breadth of subjects taken.

2. Functional skills level 

What? At this level, students choose a combination of electives (possibly some cores not covered at the foundation level might be specified, such as ethics and leadership) to focus on their own professional and personal development and interests. Teachers of these subjects would assume fundamental knowledge from the foundation level, and build on it to enhance students’ management capability. Interpersonal skills would be emphasised in all classes through a continued focus on group learning and teamwork.

How would it work? All students would bring the required standard of knowledge in the foundation units at entry to the functional skills level. Subjects at this level would be taught by MGSM fulltime faculty in line with the expertise of the faculty member concerned. Students could pursue concentrations of subjects or spread their interests across a range of topics.  

Why? The functional skills level could be taught 

a) at a higher level than current MBA subjects because all students have reached a minimum standard; 

b) expertly by MGSM fulltime faculty, which justifies use of high level and expensive faculty; 

c) to enable students to gather higher level functional knowledge;

d) to allow students to pursue many of their own interests; and 

e) enable specialisations similar to those found in the existing Master of Management.

Exit degree: Masters of Management 

3. Integratively complex thinking level 

What? At this level, students engage in complex activities that foster integrative thinking. These include strategic projects, research projects, international study tours, consulting projects, and other challenging experiential subjects. The focus is on linking experiences from the outside world and relevant theories and models, to promote evidence-based leadership and management. Integratively complex thinking is essential in strategic leadership roles and would distinguish MGSM graduates from others.

How would it work? All students bring considerable functional knowledge from the second level and apply it together with critical thinking processes to challenging problems. Some or all subjects at this level are taught by MGSM fulltime faculty working in teams. This makes teaching at this level more expensive than teaching at the other levels but the benefits of team teaching would be restricted to those students who have passed the previous levels to enter Level 3 of the MBA. Learning is generally project and group-based, and applied to ‘real’ problems. Students have considerable choice in pursuing topics of their own interest at this level, promoting personal development. Emphasis is on developing strategic leadership skills and thinking.  

Why? The integratively complex skills level is taught 

a) at a higher level that current MBA subjects because all students have reached a minimum standard and covered some common material; 

b) across disciplinary silos;

c) by cross-disciplinary teams of MGSM fulltime faculty; 

d) to enable students to develop higher level integrative thinking and strategic skills, which requires input from multiple high level and expensive faculty; 

e) enables students to be able to pursue their own interests

f) since integration and complex thinking are essential in strategic leadership roles, this level of learning distinguishes MGSM graduates from others.

Exit degree: MBA, with research skills to prepare for doctorate level work. 

Teaching and Learning
Interim Report on Learning and Teaching for the MBA Review

This report identifies the assessment approach recommended for a comprehensive review process for MGSM’s core and elective subjects, so that the MBA Review is able to consider the quality of learning and teaching at MGSM in a fashion that articulates with Macquarie University’s learning and teaching goals as well as best practice in teaching and learning for business schools, as set out in AACSB’s Assurance of Learning Standards.

Currently, MGSM relies primarily on a single measure of teaching effectiveness, namely the Student Evaluation of Teaching Scores (SETS) questionnaire. It has been developed in-house with its most recent revision in 2006. Although it is the instrument by which “we live or die” as teachers, it does not articulate with Macquarie University policies on measuring student learning and teaching effectiveness. It also falls well short of the multifactor methods of assessment identified as best practice in assessing learning and teaching in business schools.

Over the last year, new initiatives have substantially broadened the scope for evaluation of MGSM’s Learning and Teaching measures. We are now expected to articulate with the Macquarie @50 policy and the new Macquarie University Learning and Teaching Plan. In addition, as MGSM is currently seeking AACSB accreditation we will have to demonstrate our adherence to the AACSB’s Assurance of Learning Standards. 

Macquarie @50’s primary thrust in respect to learning and teaching is its focus on research-linked teaching. This is based on the premise that “(a)cademics who are doing scholarly work at the cutting edge of their disciplines make the best teachers. They convey the excitement of their fields to their students and they are less likely to become jaded than teachers who are not research-active.”
 As such, we can expect that MGSM will be required to demonstrate how our teaching is being informed and enhanced by our research. In addition to the increased focus on research-linked teaching, Macquarie @50 also states that Macquarie University “will aim for leadership in the use of technology in education, in work-related teaching, and in providing students with an international experience” and “provide opportunities for students to serve their communities and develop their leadership skills”
. Progress towards these learning and teaching goals will be assessed using “robust quality assurance processes and managerial oversight”
.

The new Macquarie University Learning and Teaching Plan states “our students develop a comprehensive range of generic, analytical and critical skills, as autonomous and independent learners…. Macquarie graduates will be lifelong learners, with the skills and competencies to succeed in the dynamic and changing world of work. They will be capable of engaging in local and global communities with energy and integrity. As leaders in their professional fields, they will be ethically, socially and environmentally aware.”
 Two of the Plan’s priorities of special importance to our MBA Review are to “review... postgraduate coursework…. and assessment in light of the Graduate Capabilities Project” and to “enhance learning through the integration of ICTs (information and communication technologies) and a variety of pedagogical strategies”
. The Plan sets out Macquarie University’s Goals – most of which are directly linked to quality learning and teaching practices, a culture of continuous improvement, and goal-linked learning and teaching assessment. 

AACSB’s Assurance of Learning Standards are primarily geared towards goal driven assessment. That is, each subject should articulate its learning and teaching goals to those of the MBA (or other) course, which are, in turn, linked to MGSM’s goals and mission. Assessment can be defined as “a continuous, systematic process, the goal of which is to improve student learning”. It requires MGSM to “(a) identify learning goals and objectives for programs and courses; (b) set meaningful expectations and make them public; (c) systematically gather, analyse, and interpret evidence to determine how well performance matches those expectations and standards; and (d) use the resulting information to document, explain and improve performance.”
 Carrying out this assessment approach to learning and teaching requires faculty and administration support, shared values with respect to program goals and expectations for student learning, the allocation of resources, and information technology for storing, processing, reporting, and managing assessment data and formation. The goals and objectives set drive the curriculum alignment and the assessment methods used. 

Assessment of learning and teaching is expected to be multifaceted in approach. Clear direction is provided by AACSB with respect to how student learning is to be assessed, with primary emphasis being placed on direct assessment of students’ demonstration of their knowledge or skills. Direct assessment might be course (subject unit) embedded or program (MBA course) embedded, with ‘authentic’ (real world) tasks being preferred in the assessment of business student learning. Indirect approaches using surveys are not likely to be sufficient to meet emerging standards for the assessment of learning. 

Given the above, it is clear that MGSM will have to move to a student learning centred mode of assessment when reviewing its MBA course and constituent subjects. This will involve a substantial commitment of resources over a relatively tight timeline. A/Prof. Suzan Burton’s “Actions to Achieve A Fully Implemented And Integrated Evaluation and Feedback System”, as prepared for the AACSB sets out our recommended approach. It is attached below. 

A/Prof. Donald Ross

Associate Dean (Learning and Teaching)

Actions to achieve a fully implemented and integrated evaluation and feedback system.

The implementation of the Assurance of Learning Plan is being conducted in tandem with a review of the mission and vision of the School, and a review of the objectives of different subjects. 

The model aims to:

1) Identify learning goals and objectives

2) Ensure our curriculum is aligned with these goals

3) Identify instruments and measures 

4) Collect, analyse and disseminate assessment data 

5) Use the assessment data for continuous improvement


	Action
	Resources available
	Person/s responsible
	By when

	Review school mission
	Senior management, faculty time, led by Richard Badham
	Dean, faculty, led by Richard Badham
	February 2008

	Obtain agreement by a large majority of faculty with the School vision and learning goals
	Senior management, faculty time
	Dean
	February 2008

	Review program learning goals and objectives
	Senior management, faculty time
	Dean, faculty, AD L&T, Director of Academic Programs led by Richard Badham
	March 2008

	Matching of learning goals against program objectives
	Senior faculty time
	Subject convenors, led by AD L&T, Director of Academic Programs, teaching faculty
	March 2008

	Matching of subject assessment against core subject objectives 
	Senior faculty time
	Subject convenors
	April 2008

	Matching of subject assessment against learning goals
	Senior faculty time
	AD, L&T
	May 2008

	Assessment of any gaps between subject and learning goals
	Senior faculty time
	Faculty, led by AD, L&T
	July 2008

	Action plan to address any gaps between subject objectives and learning goals
	Senior management, faculty time
	Dean, Deputy Dean, AD, L&T, Director of Academic Progams
	September 2008

	Development of matrix of achievement of subject objectives across faculty
	Senior faculty time
	Subject convenors, teaching faculty
	November 2008

	Analysis and comparison across faculty of attainment of objectives


	Senior faculty time, admin staff time
	Admin staff, AD, L&T
	January 15

	Review of process and learnings
	Senior faculty time
	Dean, Deputy Dean, AD, L&T

Faculty
	March 15, 2009

	Extension of matrix matching of learning goals to non-core subjects
	Senior faculty time
	All faculty teaching non-core subjects
	August 2009


This plan relies on timely completion of all steps of the process. Completion of all steps will require substantial time by faculty, attendance at sessions as required, and timely response to requests for information. This is only likely to occur if compliance with requests is considered to be a critical part of the performance management system, and it the Dean takes personal ownership of the process, and is prepared to personally intervene if some faculty do not co-operate with the process. 
Learning Technologies

MBA-08-Review – Technology & Learning Focus Group

	Date & Time:
	Thursday, 7 February 2008, 3pm
	Meeting

	Location:
	MGSM
	1

	Convenor: 

Members:
	Paul Nesbit

Elizabeth More, Yiming Tang, Norma Harrison, Sheri Evans


	


Overview

An MBA review commenced 6 months ago. As part of the review sub-committees are being asked for input. The terms of reference are flexible regarding, content, direction, and scope. The importance of technology in teaching has been widely accepted by government, educationalists, quality organisations and other key stakeholders.

Aim

The aim is to provide recommendations on the role of technology and learning for the MBA.

Rationale

Starting with the questions, ‘What should a modern MBA graduate knowledge base and skill set comprise?, and, “To what extent should an MBA’s knowledge and skills incorporate technology knowledge and skill competence”?, the focus group took the view that firstly, technology knowledge and skills are essential, secondly that a balance needs to be struck between face-2-face (f2f) teaching and online/ blended learning delivery, and thirdly that technology should support, not replace, MGSMs dominant face-to-face teaching paradigm which underpins its brand. Finally, it was noted that technology has some presence in the MBA through online student resources; curriculum content, course materials, outlines, fees, results, email, and library access. Therefore extending technology use is regarded as evolutionary not revolutionary in the MBA. It is essentially a matter of maintaining f2f delivery as dominant pedagogy but balancing it with an appropriate technology focus in content and delivery of education and learning. 

Implications

Two major technology implications arose in the discussions by the MBA Technology and Learning Focus Group. Firstly technology has implications for the design of curriculum content, there are implications for the education delivery process. The extent and scope of any curriculum changes therefore should consider inclusion of options ranging from allocating technology as a core unit and/or as a theme throughout all units and/or a mandated online unit/s as a compulsory requirement. Resourcing and supporting staff will need to be considered, particularly assistance with online curriculum design and delivery, on-going training, development, monitoring and review. Delivery of content of programs is currently being addressed with the planned implementation of Blackboard for all Sydney course units from term 3 2008 and in Hong Kong and Singapore from term 1 2009. Additionally, wireless broadband access for students at the Ryde and CBD campuses is expected early in 2008. These two initiatives provide opportunities for increasing sophistication use of technology in course delivery. Training and support for academic staff to take advantage of these initiatives is however a high priority.

Recommendations

On the basis of discussions about implications for the MBA review arising from technology the technology and learning Focus Group proposes the following recommendations to the MBA review committee.

 Content

· Four (4) core units should be developed and offered online in the MBA. Specifically, it is recommended that the subjects, Organisational Behaviour, Accounting for Managers, Marketing Management, and one other subject from the broad discipline of operations, have online versions in addition to the f2f version.

· Mandate that all students must do one online unit/s of study in the MBA.

· Develop a MBA Super Case curriculum based approach by developing and integrating the Super Case thematically as subsections which are applicable to each cluster area. Generic contexts: innovation, knowledge management, globalisation to be incorporated. Involve a corporate sponsor/s eg McGrawHill, Cisco, IBM, Oracle, Johnson & Johnson.

· Leverage content and technology capability to reach a global MBA market. Build collaborative flexible MBA degree content with specialised sub-discipline areas via partnerships eg health & medical, entertainment & event management.

· Develop and offer one online Research Methods for all and use as pre-entry for the DBA 

Process

· Build blended learning capability through staff development, training, and resourcing.

· Build blended learning delivery capability by standardising Blackboard/WebCT and wireless. 

· Build partnerships that leverage MGSMs core strengths and build competitive global reach.

In conclusion, the Technology and Learning sub-committee agreed that technology in the MBA curriculum is important and should be recognised. Recognition should translate into changes to both MBA content and process. Furthermore MGSM should focus on building its own capability achieved via integrating online/ blended pedagogy generically, and specifically in areas including; knowledge management, innovation, globalisation. Moreover technology and learning initiatives should leverage opportunities beyond the MBA to executive education and pathway options: single unit, postgraduate certificates, diplomas, master of management, DBA.

APPENDIX 7 PROPOSAL FOR AN MBA UNIT ON RESEARCH METHODS ENTITLED

RESEARCH METHODS FOR MANAGEMENT STUDENTS

(Steven Segal)

Research methods contain a valuable set of tools for management students, enabling students to develop the skills and practices of checking, questioning and demonstrating proof of policy, consultant’s reports, or research projects that they may need to develop or evaluate. While managers need to demonstrate the skills of being able to argue for a particular case or perspective, they also need, as Mintzberg has maintained, to be able to falsify decisions that they have made as a way of checking on the reliability and validity of their perspectives.  In a similar way, Peter Drucker has claimed that managers need to be able to abandon their cherished theories of the business in order to critically assess their business. Managers also need to know when and how to use empirical and when and how to use logical evidence.
Practices for questioning, checking, and demonstrating proof of visions, strategies and management decisions  is not an arbitrary activity but is contained in a practical appreciation of the methodologies, methods and theories of research which underpin the sciences and the social sciences. It is crucial that managers who are considerate in their vision and strategy development and execution have an understanding of research methods. It is also crucial for managers to know which kinds of research methods to ue with which kinds of problems. For many mistakes have been made when managers use quantitative or qualitative methods inappropriately for their subject matter. 

A course in research methodology does not only give managers a set of specific tools to analyse and validate information. It gives managers the flexibility of designing the tools themselves. Furthermore, in times where organizational and environmental sustainability is such a central issue it is only prudent that managers develop practices of critically assessing their strategies. 

Such research methods will enable managers to:

· Read and evaluate research projects, policies and reports

· Develop policies, strategies and reports in methodological ways

· Developing practices for turning organizational problems into researchable opportunities. 

· Develop an understanding of how to ask and frame research questions

· Develop an appreciation of the significance of research practices for managerial practice Developing the sensitivity for matching of research method with research problem and context

· Appreciate the stages in the research process

· Develop an objective and rigorous perspective towards their own theories

· Appreciate the role of empirical methodologies in research

· Appreciate the role of interpretation in research

In this course we will look at 

1. The Role of Method in Research and Strategy Development

2. History of Method as a basis of research and strategy development

3. Scientific method

4. Statistical analysis

5. Social Science as method

6. Interpretative methods

7. Critical Theory as Method

8. Action research 

9. Grounded theory

Textbook:

Walliman N (2005) Your Research Project London: Sage Publications
Analysis discussed at LOT Discipline meeting and given to Discipline Convenor to progress
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Response to MBA review team questions posed in September 2007
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