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Last update: 10.12.2007. All information is subject to change. 
 
 
Jan 2. - Jan 4. Orientation Week 
 
Jan 7. - Jan 24. Mergers and Acquisitions, 09.00 am – 01.00 pm, 
Monday to Thursday 
Professor Professor Chul Woo Moon, Sungkyunkwan University, Korea, 
cwmoon@skku.edu   
   
Jan 28.  - Feb 14. Global Business Environment, 09.00 am - 01.00 pm,  
1
st
 week Monday to Friday, 2

nd
 week New Year Break, 3

rd
 week Monday to Friday 

Professor Francis Piron, Ph.D., University Technology Malaysia, 
francispiron@gmail.com   
 
Jan 7. - Feb 14. Asian Business Environment  
(two afternoons per week, dates to be announced) 
Dr. Leo Fredericks,  FX Consulting Sdn Bhd, Kuala Lumpur,  
leofredericks@gmail.com 
 
Feb 16.- Feb 24. Break 
 
Feb 25. - March 13. Cross-Cultural Management 09.00 am – 01.00 pm 
Monday to Thursday 
Mr. Martin Desmaras Director, IBI-Asia,  
Kuala Lumpur, martindesmaras@hotmail.com 
 
March 19. - April 3. Integrated Marketing Communication 
1st week Wednesday to Friday, 2nd & 3rd week Monday to, Thursday + 
one afternoon 
Professor Francis Piron, Ph.D., University Technology Malaysia, 
francispiron@gmail.com   
 
International Strategic Management, (Dates to be announced) 
Mohar bin Yusof, Tun Abdul Razak University (UNITAR)



 

Global Industry Structures (6ECTS units) 

CHUL WOO MOON, lecturer profile 

AREAS OF EXPERTISE: M&A and alliance strategy; Integration strategy 
for post-M&A and post-JV formation; Internationalization strategy; 
Management of headquarters-foreign subsidiary relationship; 
Management of venture businesses in high technology industries; 
Competitive strategy for e-business; Strategic management in cultural 
and entertainment industry 

 
EDUCATION: Ph.D. in Business Administration (Major in Strategy)- The 
University of Maryland, College Park, Maryland, USA (1994) Master of 
International Business Studies (MIBS)- The University of South 
Carolina, Columbia, South Carolina, USA (1988) Bachelor of Business 
Administration- Seoul National University, Seoul, Korea (1986). 

 
ACADEMIC EXPERIENCES: Assistant Professor, International Business 
& Strategy (1998- current). Graduate School of International Studies, 
Ewha Womans University, Seoul, Korea. Assistant Professor, Strategy 
and Organization (1994-1998). College of Business Administration, 
Cleveland State University, Cleveland, Ohio, USA. Instructor, Strategy 
and International Business (1991-1994). College of Business and 
Management, University of Maryland, College Park, Maryland, USA. 
 

RESEARCH ACTIVITIES: Recently authored two books on M&As -- 
“Integration Strategy for M&A Success” (2001, in Korean) and “New 
Trends in Global M&As” (2002, in Korean). Academic writings appeared 
in such international journals as Journal of Management (US), Journal 
of Asian Economics (US), Journal of High Technology Management 
Research (US). Wrote articles for the major newspapers such as Maeil 
Business Newspaper, The Korea Economic Daily, Hankook Ilbo, and 
Korea Herald. Appeared as expert on M&A issues in TV programs 
(Arirang TV and EBS). Member and frequent participant in the 
Academy of Management and Strategic Management Society (both US-
based). Board positions held at the Korean Strategic Management 
Society, Korean Academy of International Business, and Korean 
Academy of Management.  
 



CONSULTING & EXECUTIVE TRAINING: Representative companies 
include Compaq, Vivendi, LG Electronics, POSCO, Kukmin Bank, 
Samsung Insurance, Hanjin Express. Three times winner of ‘Best 
Teacher Award’ from HSE (Finland)-IPS Korean Executive MBA 
program (2000-2002).  
 

BUSINESS EXPERIENCES:  Board positions held at Brandcell 
(consulting firm specializing in brand strategy with a global focus), 
Venkus (venture incubation firm), Ebooksolutions (solutions provider 
for e-books). Also worked as marketing analyst for PPG Industries, 
Cleveland, Ohio, USA (1987).  

 
OTHERS: Project Director for multinational task force team on 
Knowledge-based Economy Project of APEC (1999-2000)-awarded for 
‘Excellence in Service’ by Korean Minister of Foreign Affairs and Trade 
(2001). Secretary General-Korean Forum for Cultural Industries. 
Member-Advisory Council to Korean Ministry of Planning and Budget 
and Ministry of Industry and Resources.   
 

Course Description 

 
This is a course designed for both current and future managers who 
are interested in M&As. Around the world, increasingly more number of 
managers are being faced with M&A activities directly or indirectly. In 
1998 alone, the total deal value of M&As in the world exceeded $2.5 
trillion. Practically, it would be extremely rare if one cannot find an 
M&A news on the Wall Street Journal or the Financial Times in any 
particular day.  
 
The purpose of this course is two-fold: first, to offer a basic and 
theoretical understanding of the M&As, and second, to provide 
practical skills that are needed for pursuing M&A strategy in real-world 
corporate settings. Content-wise, this course will have an equal 
emphasis on both phases of M&As i.e. pre-merger strategy and post-
merger integration. The first phase of M&A, i.e. pre-merger strategy 
involves the issues of synergy analysis, valuation, bidding and 
negotiation strategies, anti-takeover tactics and governance process in 
M&As. On the other hand, the second phase i.e. post-merger 
integration involves such tasks as, between the two firms being 
merged, how to combine vision, strategy and leadership, and how to 
address the difficulties associated with cultural differences and 



employee resistance or morale problems frequently observed in M&As. 
For student’s maximum benefit from this course, an elementary level 
of understanding of business functions including accounting, finance, 
marketing, and management would be desirable.  
 
Pedagogically, the course relies heavily on case analysis. Bulk of the 
class time will be devoted to “participative learning” i.e., analyses of 
the cases to derive action recommendations for the company’s 
management. The cases for our discussion are real world M&A 
examples of firms from various industries, including American 
Cyanamid -American Home Products, Cooper Industries-Nicholson, 
Consolidated Rail-CSX, Chase Manhattan Bank-Chemical Bank, and 
Kraft-General Foods. The following is the list of topics to be covered in 
the course: 
 

1. The Nature and Process of M&A 
- definition of M&A, M&A’s trends, M&A performances, key 
success factors in M&A, understanding synergy 
 

2. Valuation Methods for Successful M&A Strategy 
- DCF analysis, multiples approach, EPS-based approach 
 

3. Formulation of Bidding Strategy in M&A 
- friendly and hostile M&A processes 
 

4. Dealing with Anti-takeover Tactics and Bidding Dynamics in M&A 
- two-tier offer, poison pill, lock-up options, break-up fees 
 

5. Management of Corporate Governance Process in M&A 
- stockholder vs. stakeholder views, agency problems in M&A, 
management compensation in M&A  
 

6. Post-M&A Integration 
- vision and strategy integration, model of PMI process, three 
types of integration approaches, role of integration managers 
and leadership, interim organizational structure, boundary 
spanning, motivation strategy, cultural gap, communication for 
PMI 

 
 
 



Global Business Environment, 6 ECTS units 
 

Instructor: Professor Francis Piron, Ph.D 

Email: francispiron@gmail.com 

 

Welcome to my Global Business Environment class! To be successful in this class, 

you should expect to spend several hours a day on readings, preparation for 

class discussion and participation, cases and group project. You are expected to 

read the textbook chapters before class as well as the leading business journals 

such as the Asian Wall Street Journal, The Economist, Business Week, etc. 

 

Course Description: We will discuss the different environments in which businesses 

operate: politico-legal, socio-cultural, technological, competitive, etc. 

Altogether, I will try to bring a pragmatic approach to the class through 

examples, short cases and assignments. 

 

Course Objectives:  The prime objective of this course is to help you acquire the 

skills to understand the dynamics and complexities of the international/global 

business environment. In spite of such complexities the recipe for success is quite 

simple: focus on understanding the markets (i.e., the consumer) and profitability. 

Yet, most enterprises fail to focus on these simple objectives and embark on 

“sophisticated” and often disastrous strategies. 

 

Specific objectives: 

1. Acquire an overview and understanding of global business environment. 

2. Acquire proper, professional global business vocabulary. 

3. Become familiar with the concepts of global business. 

4. Understand how information and its management can help build a 

customer-focused organization. 

5. Understand how the components of the marketing mix interact to create 

the image consumers use to position a product or brand in their 

perceptual map. 

 

Textbook: 
John S. Hill, World Business: Globalization, Strategy & Analysis, Thomson 

Southwestern Publishing. 

 

Grading: 
1. Group Project   40 % (includes oral and written 

presentations) 

2. In-class Cassette Presentations 40 % (includes oral and written 

presentations) 

3. In-class participation  20 % 

Total     100 % 

 

 



 

Professor Francis Piron 

 
Dr. Francis Piron is a Professor of International Business at the International 
Business School of Universiti Technologi Malaysia in Kuala Lumpur, Malaysia. 
He received his B.Sc. degree from University of Louisiana, USA, his MBA-MIM 
degree from American Graduate School of International Management, 
Glendale, Arizona, USA and his Ph.D. degree in Business Administration from 
Graduate School of Business, University of South Carolina, USA. 
He has been Assistant Professor at the School of Business, the University of 
Alaska, Anchorage, Lecturer in International Business at the Chinese 
University of Hong Kong, Senior Lecturer in Marketing at the Nanyang 
Technological University in Singapore and a Professor of Marketing at the 
University of Macau, Peoples Republic of China. 
Dr. Piron has taught in MBA Programs at the China-Europe International 
Business School in Shanghai and Guang Hua School of Management of 
Peking University. He has also taught at leading business schools in France 
such as ESSEC in Paris and CERAM in Nice. 
 
All courses are subject to change. 



Asian Business Environment (6 ECTS units) 
 
Lecturer:   
Prof L.J.Fredericks, Information Resources Inc. , Kuala Lumpur 
 
B.A. (Hons) First Class University of Malaya, 1963 
M.S.A. University of British Columbia, 1965 
Agr. Dr. Royal Agricultural College of Sweden 
 
Lecturer, Department of Economics, University of Malaya, 1965-1975 
Associate Professor, Rural Development Division, Faculty of Economics and 
Administration, University of Malaya, 1975 
Deputy Dean, Faculty of Economics and Administration, University of Malaya, 1979 
Chairman, Rural Development Division, Faculty of Economics and Administration, 
University of Malaya, 1979 
Deputy Vice-Chancellor, University of Malaya, 1979-1983 
Deputy Director and Director, ASEAN Food Handling Bureau, 1984-1987 
P.A. to GMD, SungeiWay Group, 1987-1988 
GM, HRD, SungeiWay Group, 1988 
Director, Sunway College, 1989-1991 
Director, Post-Graduate Centre, HELP Institute, 1991-2000 
Director, CSU DBA Programme, IGS, 2000-2001 
Senior Adviser, IRI, 2001- 
Adjunct Professor, Charles Stuart University, 2000- 
 
Course content: 
 
1. Defining Asia - it's growth, political, economic and social systems and their 
significance in the world. 
2. Globalization and regional integration. 
3. The Asian Miracle. 
4. The Asian Flu. 
5. Asia - post-9/11 and SARS 
6. Analysis of selected countries in Asia: Japan, China, Malaysia, India, 
HK/Singapore 
7. Drawing lessons for the West. 
This course is based on a wide diversity of sources. what is given below is 
just a sample of the readings covered in ABE. 
 1. Magazines such as the Economist, Far Eastern Economic Review, Asian 
Wall Street Journal, Asia Inc.,   Time, Newsweek, Businessweek, etc. 
2.  World Bank,  Asian Development Bank, UNESCAP websites and 
publications. 
3. The best www resources on Asia Pacific. (to be distributed) 
4. Michael Blackman, Asian Eclipse: Exposing the Dark Side of Business in 
Asia, John Wiley and Sons, Singapore, 1999. 
5. The World Factbook, Basic Background Material on Asian Countries, 
www.cia.gov/cia/publications/factbook/geos/ 



Cross-cultural Management (6ECTS units) 

  

Lecturer: 

José Martín Desmaras Luzuriaga 
 
MSC Cultural Anthropology 
Director, International Business Intelligence Asia-Pacific. 
Senior Director, Santa Trade (Santa Catarina Trade Office)  
Lecturer of International Relations, International Logistics and Cross-
Cultural Management.  

Educational Background 

• Master in Anthropology, Universidade Federal de Pernambuco, 
Brazil, 2001 

• Bachelor in Political Science, Universidad del Salvador, 
Argentina, 1996 

Professional Background 

• Lecturer of Graduate Programs (Master’s and Specialization 
Level) at the following higher education institutions: California 
State University, East Bay; International Trade Institute, Taiwan; 
Centro Universitário de Jaraguá do Sul, Brazil; Universidade do 
Alto Vale do Itajaí, Brazil; Universidade do Vale de Itajaí, Brazil. 
Teching Field: Cross-Cultural Management, Global Business and 
Business English. 

• Lecturer of Undergraduate Programs at the following higher 
education institutions: Centro Universitário de Jaraguá do Sul, 
Brazil; Chinese Culture University, Taiwan. Teaching Field: 
Cross-Cultural Management, International Relations, Global 
Business, International Logistics, Research Methodology and 
Business English. 

• Director of International Business Intelligence Asia-Pacific (IBI-
Asia) – Consulting Firm with a focus on international market 
intelligence and business promotion for enterprises, consortia 
and governments (2005 through present). 

• Director of International Business Intelligence of the Americas 
(IBI-Americas) – Consulting Firm with a focus on international 



market intelligence and business promotion for enterprises, 
consortia and governments (2004 through present). 

Consulting and/or Executive Training 

• Clients include companies, associations and government 
agencies in Brazil, Argentina and Taiwan. 

Subjects of Interest 

• Cross-Cultural Management 
• International Business 
• International Relations 
• Internationalization of SMEs. 

 

Course Description: 

This is a course in cross-cultural management, with a focus on Asian 
markets, designed to develop and implement an integrated approach 
to managing multicultural business relations. Its purpose is to enable 
participants to sharpen the quality of communication, negotiation and 
conflict-resolution skills within an intercultural context. Emphasis is 
placed on organizational culture, cross-cultural management and 
multicultural environment analysis. The course correlates theory with 
real-world examples, the instructor’s/participants' experiences, 
intensive case analysis, and interactive exercises to develop the cross-
cultural skills and capabilities demanded in Asian cultures to develop 
effective business and work relations.  

Course Objectives: 

This course is designed to enhance management and negotiation skills 
for executives to operate successfully across cultural borders. It 
proposes a theoretical framework to analyze the nature of cross-
cultural communication and negotiation strategies and tactics. It 
addresses features of Asian business cultures and discusses how to 
communicate, negotiate and manage conflict effectively. 

The course is organized into five distinct sections. The first section 
develops a framework for understanding the types of organizational 
cultures, discusses the challenges involving the management of 
multicultural groups, and turns the spotlight on corporate culture 



issues that affect the operation of global firms. The second section 
examines the role of intercultural communication when dealing with 
Asian cultures and discusses practical approaches to reach win-win 
situations. The third section builds an understanding of cultural values 
behind the different Asian negotiation styles, analyses processes and 
outcomes, and proposes practical ways of attaining “zones of common 
agreement”. The final section aims at further developing analytical 
capabilities to understand the impact of culture in real-life global 
business situations and at gaining “communicational empathy” in 
multicultural environments.   

The following are the major objectives of this course: 

1. To help participants gain an appreciation and understanding of the 
nature of 

culture and cross-cultural communication, emphasizing on the 
impact of culture on business practices in Asia. 
2. To develop skills to improve communication with individuals from 

Asian 
cultures, with the aim of enhancing management skills in multicultural 
environments. 
3. To enable participants to develop cross-cultural negotiation skills with  
business people of Chinese, Indian, and Malay origin, determined by 

specific  
cultural/national contexts. 
4. To gain insight in global human resource management issues, 
related to executive posting in Asia. 
5. To enable participants to exercise cross-cultural abilities  
through real-life communication and negotiation practices.  

Text: 

Managing Cultural Differences, Sixth Edition: Global Leadership 
Strategies for the 21st Century (Managing Cultural Differences), Philip 
R. Harris, Robert T. Moran, and Sarah V. Moran, 2004 

Course Format  

This course will be conducted as a seminar with a discursive coverage of 
the selected topics. The instructor will present the material in an 
interactive format and the presentation will be interspersed with the 
discussion of cases. Participants will be called upon to contribute to the 
discussions and to make presentations of the cases assigned. The 
course will consist of lecture/discussion sessions combined with case 



presentations, discussions of classic and recent articles, group 
discussions, and role playing.  

Course Evaluation Method 

Participants are required to analyze and present a major cross-cultural 
business strategy case, critique other case presentations, participate in 
class discussions, and complete two written assignments. The final 
grade will be determined on the basis of an arbitrary weighting of these 
criteria. Teamwork will be at a premium but care will also be taken to 
isolate independent and original work by each participant. The grade for 
the course will be determined as follows: 

Final test                      50% 

Written Assignments       30% 

Class Participation           20% 

Total                          100% 

All courses are subject to change. 



Integrated Marketing Communication (6ECTS 
units) 
 
Instructor:  Francis Piron, Ph.D. 
e-mail: francispiron@gmail.com 
 
Welcome to my IMC class! To be successful in this class, you should 
expect to spend time on reading, preparation for class discussion and 
participation, cases, and projects. You are expected to read the 
chapters before class, as well as the professional business magazines 
and reviews. 
Course Description: This course is designed to introduce you the field 
of advertising and promotion.  The emphasis in this course will be on 
the role of advertising and other promotional mix elements in the 
integrated marketing communications program (IMC) of an 
organization. The development of an integrated marketing 
communications programs requires an understanding of the overall 
marketing process, how companies organize for advertising and other 
promotional functions, customer behavior, communications theory, 
and how to set goals, objectives and budgets. Attention will be given 
to the various IMC tools used in contemporary marketing including 
advertising, direct marketing, Internet and interactive marketing, sales 
promotion, publicity and public relations, and personal selling. We will 
examine the process by which integrated marketing communications 
programs are planned, developed and executed as wells as the various 
factors and considerations that influence this process. We will also 
discuss the environment in which advertising and promotion takes 
place and the various regulatory, social and economic factors that 
affect an organizations IMC program.  
Altogether, I will try to bring a pragmatic approach to the class, 
through examples, short cases and assignments.  
Course Objectives: The prime objective of this course is to help you 
acquire the skills to understand the dynamics and complexities of the 
international/global business environment. In spite of such 
complexities, the recipe for success is quite simple: focus on 
understanding the market(s) (i.e., the consumer) and profitability. Yet, 
most enterprises fail to focus on these simple objectives and embark 
on “sophisticated” and often disastrous strategies. 
Specific Objectives: 
1. Acquire an overview and understanding of IMC, 
2. Acquire proper, professional IMC vocabulary, 
3. Become familiar with the elements of IMC, 
4. Understand how IMC elements can be integrated to deliver a 



customer-focused message and communication strategy, 
5. Become familiar with the process of measuring communication 

effectiveness. 
 
Textbook: 
Duncan, Tom, Principles of Advertising & IMC, McGraw-Hill/Irwin, 2nd 
edition 
Grading: 

1. Individual assignment  20 % 
2. Written Project   40 % 
3. Oral Project Presentation 20 % 
4. In-class participation  20 % 

Total     100 % 
 



International Strategic Management,  
6 ECTS units  
 
 
Course Description 
 
This course is an exploration of the concepts and processes of the 
development and maintenance of long-range planning and vision for 
conducting international business. The course examines strategic direction 
and the management of the strategic process, detection of and adaptation to 
environmental change, procurement and allocation of resources, integration 
of activities across subparts of the organization and the determination of 
purpose and the setting of corporate direction. 
 
Learning Outcomes 
 
The learning outcomes of the course, upon successful completion, include the 
ability to: 
know and understand the essential concepts of international business 
strategy and strategic planning, 
understand concepts and procedures of industry and competitive analysis, 
evaluate company resources and competitive capabilities, 
understand strategic management processes, 
understand how to control and evaluate strategic plans, and 
understand the role of culture, leadership, and international agencies in 
strategic planning and implementation. 
 
Textbook 
 
Fred R. David, Strategic Management (10th edition), Prentice Hall 
 
 

 

Lecturer Mohar bin Yusof 
 

Senior Lecturer Mohar bin Yusof is a Doctoral Candidate in the PhD in 

Management Program of the Tun Abdul Razak University (UNITAR), Malaysia. He 

has received his Graduate Diploma in Management (Fellow) from  International 

Professional Managers Association, UK, 2003, Master of Business Administration 

degree from University Putra Malaysia 1998 and Bachelor of Economics degree 

from International Islamic University Malaysia 1992. 

 

He has been a Lecturer in the Faculty of Business Administration, UNITAR, 1998 – 

2006 and Senior Lecturer, 2006 – currently. He has also acted as Program 

Coordinator of the UNITAR MBA Program in 1998 – 2002 and as Deputy Dean of 

Student Affairs in 2003 – 2006. 



 

He has published several articles in Malaysian and Indian Academic Journals. 

 

In his prior career he worked as a Managing Director of DSW Solutions 

(Investment Holding Company), Kumpulan Duction (Microfilming and Data Entry) 

and Kaizan Industries in 1992 – 1998. 

 

 


