CASE STUDIES AS A
TEACHING-LEARNING TOOL

IN ACCOUNTING AND
MARKETING COU'RSS
An Instructor’s Pe rSJpectlve

Yusof Ismaiilll | f ‘

[TUM PRESS
INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA



CASE STUDIES AS A TEACHING-
LEARNING TOOL IN ACCOUNTING
AND MARKETING COURSES

An Instructor’s’ Perspective

Yusof Ismail
Department of Business Administration
Kulliyyah of Economics and Management Science
International Islamic Universily Malaysia

(b
<ad

UM Press



Published by:
[IUM Press
[nternational Islamic University Malaysia

First Edition, 2011
CIIUM Press, [TUM

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted, in
any form or by any means, elccironic, mechanical, photocopying, recording, or otherwise, without any prior
written permission of the publisher.

Perpustakaan Negara Malaysia Cataloguing-in-Publication Data

Yusof Ismail: Case Studies As a Teaching-Learning Tool in Accounting and Marketing Courses: An Instructor’s
Perspective

ISBN: 978-967-418-186-4

Member of Majlis Penerbitan Ilmiah Malaysia - MAPIM
{Malaysian Scholarly Publishing Council)

Printed by ;

1IUM PRINTING SDN.BHD.
No. 1, Jalan Industri Batu Caves 1/3

Taman Perindusirian Batu Cayes

Batu Caves Centre Point
68100 Batu Caves
Selangor Darul Ehsan
Tel: +603-6188 1542 / 44 [ 45 Fax: +603-6188 1543

EMAIL: ilumprintingz yahoo.com



TABLE OF CONTENT
Preface

PART I
Chapter 1
* [ntroduction

PART 11
ACCOUNTING
Chapter 2

o Case Studies in Auditing - Ahmad Zamri Osman
Chapter 3

e Case Studies in Decision Making & Control - Muslim Har Sani Mohamad
Chapter 4

s Case Studics in Integrated Case Studies Course - Shamsul Nahar Abdullah
Chapter 5

o Case Studies in Management Accounting - Nurkamariah Binti Kasim
Chapter 6

o Case Study for Issues in Tuxation and Zakat - Siti Normala Sheikh Obid

PART III
MARKETING
Chapter 7

e Case Studies in Consumer Behavior - Kalthom Abdullah
Chapter 8

e Retail Management - Osman M., Zain
Chapter 9

e Case Studies as a Learning Tool in Marketing to Undergraduates: BAcc
Student Experience with Marketing Cases - Ahmed Shakir and Yusof
[smail
Chapter 10
o Case Studies as a Learning Tool in Marketing to Undergraduates: BBA
Student Experience with Marketing Cases - Farida and Yusof Ismail
Chapter 11
o Case Studies as a Learning Tool in Marketing to Undergraduates: BHS
Student  Experience with Marketing Cases - Nurul Atikah Mohd
Redzuan and Yusof Ismail
Chapter 12
o Cuase Studies as a Learning Tool in Marketing to Undergraduates:

BSMS Student Experience with Marketing Cases - Syifa’ Abdull Halim
and Yusof Ismail

vii

17

25

33

41

49

50

57

63

69

73

79



Chapter 13

o Planning to Use Cases in a Marketing Course - Zulkarnain Kedah 87
PART IV 95
EVALUATION
Chapter 14

o End of Semester Examinations - Yusof Ismail 96
Chapter 15

e Types of Assessment - Yusof [smail 115
Biography of Contributors 127

vi



CHAPTER 13

Planning to Use Cases in a Marketing
Course

Zulkarnain Kedah

Introduction

Studying and teaching are inter-related and yet different. I have taught Marketing Principles
equivalent course but not using case studies then. In response to the book editor’s
encouragement Lo coniribute a chapter, [ would like to share my thoughts if' I were (o teaching
the course using case studies. This is my proposed plan, which I may have te modity should |
teach the course again using casc studies.

Objectives of using cases

I imagine these would be three possible benefits I may obtain by doing case studics
assignment in Marketing Principles course:

Firstly, to develop critical thinking and reflective learning in the students as case studies will
encourage them to find ways to bridge the gap between the theories and practices. Usually,
case studies will improve the student’s organisational skills because information acquired is
very dense in nature and to condense it into logical order, a proper organisation is needed 10
address the problems or issues clearly.

Secondly, to enhance communication skills as case studics can be used to improve the
student’s written and oral communication. Non-verbal communication skills are also practised
to train the students such as use of gestures, body language or posture, facial expression and
cyc contact.

Thirdly, to train managerial communication skills such as holding a mecting, negotiating an
mterview session and giving a presentation. Case studies force students into real-life
siluations to require them to get involved in collaborative learning and team-working skills
amongst their group members.

Relevance of the cases

Case study may lead to a clear understanding of marketing strategies in the context of theories
and concepts in a well organised manner. For example, Proton. the largest national car
manufacturer in Malaysia plans 10 penetrate the 7-seater market. So. Proton segments the
market by identifying 7-seater’s customers, defines its target market as those young couples
with children. and positions itself in the market as a budget 7-seater namely Proton Exora.
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