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The School’s Finance faculty has been ranked first in

the Asia Pacific in research articles published in top

academic journals, for the third time in four years.

After topping the regional list in rankings by the

academic journals, Financial Management in 2002 and

Pacific Basin Finance Journal in 2001, the faculty now

has received a similar accolade from Arizona State

University in the United States.

Arizona’s researchers charted the contents of the

Journal of Finance, Journal of Financial Economics,

Journal of Financial and Quantitative Analysis and

Review of Financial Studies from 1991 to 2004.

The number of art icles by university f inance

departments and other institutions were noted and

rankings issued. HKUST came 23rd globally and was

the single Asian university in the top 25. The Chinese

University, the only other Hong Kong school to make

the top 100, was listed at No 79. Asia’s third

representative, Korea University, ranked 72nd.

Dean K.C. Chan noted the importance of the

achievement. “I am thankful to our faculty who are

dedicated to their cutting-edge research. As an

international financial center, Hong Kong needs world-

class academics to create knowledge, provide advice

and develop talent,” he said. “The ranking testifies to

our research strengths and certainly helps us attract

and retain outstanding researchers and students.”

Satisfied customers have helped lift the School’s tailor-
made programs for executive education into top slot in
the region for the third year running through a major
international survey that gives most credence to how
company managers view the end-product.

The Financial Times (FT) annual global rankings for these
non-degree programs gives 80% weighting to responses
from top corporate purchasers, usually a chief executive
or a human resources director. The remaining 20% is
allocated to an evaluation of the strength and diversity
of the school itself.

There’s a financial stipulation as well. The FT will only
look at schools conducting business worth US$2 million
or more on packages tailor-made for companies to
develop and train their executives. This year 58 business
schools were eligible, 50 were ranked and 445

Executive Accolade

purchasers of custom programs interviewed.

The School came in 27th, the same as last year. It was
the only institution in Asia to win a place. The Australian
Graduate School of Management, at 44th, was the sole
other Asia Pacific representative. Of the remainder, 25
came from North America, 20 from Europe and three
from South America.

“Our programs target senior executives who are very
demanding and have high expectations,” said Betty Lau,
Director of Executive Programs. “The FT survey confirms
we have done well in serving the needs of our students
and the companies that hire them.”

The FT evaluation was based on programs conducted
in 2004. During that year, the School organized custom
programs for 39 companies and organizations, of which
43% were based outside Hong Kong and the mainland.

From left: Betty Lau, Prof Yuk-Shee Chan, Vice-President (Academic Affairs), President Paul Chu, Associate Dean Steven DeKrey,
Dean K.C. Chan and Associate Dean Gary Biddle toast for the FT ranking success.

The campus has been bubbling with activity since the
new school year began and I would like to welcome the
incoming classes of undergraduate and postgraduate
students. I am very pleased to report that we have
statistically stellar classes this year, but the numbers
don’t tell the whole story.

Students applying to our undergraduate and MBA
programs are at an all-time high. As usual, we have
enrolled some highly qualified undergraduates to our

BBA and BSc programs.  For example, a student from Shenzhen who achieved the
highest mark in the recent public examinations has joined us this Fall. As well, there
are more than 85 students coming to HKUST via the direct entry scheme for overseas
students and local international school students. The yield rate (the percentage of
students accepting our offers) is among the highest in recent years. The full-time
MBA program, meanwhile,  has admitted 56 students this year, making it the largest
class ever. Both the part-time and Shenzhen programs have slightly bigger classes
with students representing a broad diversity of backgrounds.

For the first time, the undergraduate programs have enrolled students from Italy,
Germany, and Thailand. Other non-local students hail from Canada, Denmark,
Korea, Malaysia, Singapore and the U.K.  Our full-time MBA has always been known
for its international mix, with over 75 per cent of the class coming from outside
Hong Kong. It has also, for the first time, admitted students from Italy and Greece.

I am excited about the potential and the promise of these new classes and look
forward to seeing the energy and dynamics they bring to the classrooms and the
campus.

K.C. Chan
Dean
September 2005
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Accounting giant KPMG has already agreed to offer
programs for finance industry executives at the
purpose-built center which has a classroom with a
capacity of 50, break-out rooms, a lounge area and
offices. Apart from offering its own expertise in training,
the School will now have an important new base from
which its professors can expand their China-related
research.

An office has also been opened by the School in
Shanghai, to go alongside HKUST’s existing strategic
investments on the mainland: the Shenzhen-Hong
Kong Industrial, Educational and Research Institution,
the Nansha IT Park in Guangdong and the Zhejiang

Praise For Papers

A veteran participant in campaigns to keep tobacco
marketing clean shared his conclusions on Big
Tobacco’s push to sell “light” cigarettes, at a seminar
organized by the newly established Center for
Marketing and Distribution.

Professor Joel B Cohen, Distinguished Service
Professor of Marketing and Adjunct Professor of
Anthropology at the University of Florida, has provided

Shedding Light On Big Tobacco

testimony in a succession of cases against tobacco
companies in the United States, including several
dealing specifically with “light” brands.

The promotion of these brands and the potential for
future court action based on such campaigns formed
the crux of his talk, “The ‘Lights’ Fraud and the
Marketing of Illusion, New Directions in Cigarette
Litigation?”, at the American Club. Among the
audience were a number of Hong Kong-based anti-
smoking activists and health department experts.

Professor Cohen has served as a consultant on
advertising, marketing and research design to the
Federal Trade Commission on numerous occasions
since 1972 and has taken part in 12 regulatory actions.
Most recently he acted as an FTC expert in its
investigation and case against R.J. Reynolds for the
company’s Joe Camel campaign (see research story
on page 5).

He has carried out studies, filed reports and acted as
a consultant at a national level on many drug and
alcohol-related issues. His research on attitude
formation and judgment appears in leading journals
in the field.

Debt Of Gratitude

“The Center will provide
us with a base to continue
to advance learning and
knowledge through
teaching and research in
the heart of Beijing’s
business center.”

“Veteran participant in campaigns to keep tobacco
marketing clean shared his conclusions on company’s
push to sell ‘light’ cigarettes.”

Advanced Manufacturing Institute of  HKUST in
Hangzhou.

“Nationally the University’s vision is to contribute to
the economic and social development of China. The
establishment of the Center will provide us with a base
to continue to advance learning and knowledge
through teaching and research in the heart of Beijing’s
business center,” HKUST President Professor Paul
Chu told guests at an opening ceremony in May.

He has promised a one-to-one personal donation of

up to HK$250,000 to be applied to the Alumni

Scholarship Fund and, in recognition of the fine

education he says he received, he will continue to

make a pledge every year.

That means that every dollar given by other alumni

will be matched by Andy, as well as HKUST with

matching funds received from the University Grants

Committee (UGC). It is now possible to hit the million-

dollar mark for the Scholarship Fund this year.

But alumni need to be quick. UGC matching funds

are distributed on a first-come, first-served basis. For

more information, please visit http://www.ust.hk/

alumni/donation.

Four PhD students proved they are capable of
producing high quality research when they
appeared in the finals of the Annual Best Paper
Competition.

Huan Yuan and Hou Qingchuan from Accounting,
Hou Xiaoyang, Finance, and the winner, Remus
Ho Kwok Wah, Information and Systems
Management, presented their work before a
judging panel from Accounting, ISMT, Operations
Management and Finance.

The standard of their work was high, according
to Professor Sudipto Dasgupta, Director of MPhil/
PhD Programs, who commented on the quality
of this year’s submissions.

The School has brought top-notch international
executive training to the heart of Beijing’s financial
world by opening a facility dedicated to the purpose
in the capital’s famous Financial Street.

The initiative came at the invitation of district
developer, Financial Street Holding. It also has the
support of the Beijing International Financial Training
Center which coordinates executive development
matters there.

The aim is to organize customized programs for
companies and for open enrolment as China’s
burgeoning financial industry quickly modernizes after
the country’s World Trade Organization (WTO) accession.

Prof. Paul Chu gives welcoming remarks.

From left: Hou Qingchuan, Huan Yuan, Remus Ho
and Hou Xiaoyang.

Many alumni feel indebted to the institution that
trained them. As a token of gratitude to his alma mater,
Andy Wong, an ISMT graduate in 1995, has made a
donation pledge under the Matching Grant Scheme.

Prof. Joel Cohen

Wang Gongwei, Chairman of The Board,
Financial Street Holding, addresses the
guests at the center opening.
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Franklin Winners

Three teachers from the Department of Accounting
were winners in the most recent Franklin Prize for
Teaching Excellence. ISMT and Economics won
one each.

Assistant Professors Gilles Hilary and Kai Wai Hui and
Associate Professor James Frederickson, all from

Accounting, took the prizes for Year 1, Year 2 and

Postgraduate required respectively. Oliver Zhao,

Adjunct Assistant Professor at ISMT, won the Year 3

award and Associate Professor of Economics Susheng

Wang completed the prize list with the Postgraduate

elective award.

Right Connections

Dean K.C. Chan (far right), Associate Dean Garry Biddle (far left) and Mei Kwong (second right), Donor of the Franklin Prize,
pose with the winners (from second left): Gilles Hilary, Ka Wai Hui, Oliver Zhao and Susheng Wang.

Important information for Finance alumni is only a
few key strokes away now that they have a website of
their own.

The HKUST Finance Alumni Network (http://fnalumni.
ust.hk) aims to help alumni access a host of resources
and services available to them as well as keep in touch
with each other and promote the HKUST finance
community. Advice and support for career planning
are available through its pages, as well as opportunities
to stay in touch.

“We know how valuable it is for our alumni to have
access to this kind of material. A website is the best
way to do it. It also provides a link between former
and current students that will benefit undergraduates
looking for help,” said Finance Department Head,
Professor Kalok Chan.

Apart from containing a library of publications and
advice from other alumni and staff, the careers section
provides job links and acts as a means of connecting
with current students who want to discuss career-
related issues.

The Forum page offers a means for alumni and
students to share information, personal stories and
career concerns while a news section features the

Air Of Achievement

Many of his own students were in the

audience when Dean K. C. Chan took to

the airwaves to co-host an RTHK radio

show, Effective Executive, alongside ex-

Cable TV reporter Sharon Cheung.

The aim was to explore how young

executives and seasoned CEOs develop

their leadership qualities and handle the

problems facing them. It also gave HKUST

students, invited to attend recordings

alongside those from other universities, the

chance to hear first-hand how some

famous names make their decisions.

Guests included fashion designer Dorian

Ho of Dorian Collection/Doriano; Winnie

Ng, Group Managing Director at Roadshow

Holdings; Ricky Wong, who co-founded

City Telecom and now chairs it; Thomas

Wu, Deputy Managing Director at Hopewell

Holdings; and Douglas Young, Managing

Director and Designer of G.O.D.

The program was broadcast in Cantonese

on successive Sundays in July and August.

Good Start for New Staff

and also to give them a good idea of the support they
can expect,” said the Dean, Professor K. C. Chan.

He kicked off the afternoon with welcoming remarks,
which were followed by a “Know Your Organization”
segment in which new staff were given an overview of
the school’s administration, its programs and major
upcoming events.

Other segments included “Research Support” and “To
Teach and Win”. The induction was wrapped up with
four segments on the Undergraduate Programs, MBA
and Kellogg-HKUST EMBA, IEMBA and Executive
Education programs respectively.

Sometimes it helps to break the ice. For the first time
new faculty members were invited to a formal induction
program in late August so they could familiarize
themselves with the university, the business school,
its programs and the people who run them.

A full afternoon of sessions directed by current faculty
members and staff was followed by dinner at the
campus’s Chinese restaurant where they and their
spouses had the chance to get to know their new
colleagues.

“We thought it worthwhile giving our new faculty a
thorough rundown of what’s going on at the School

“It also provides a link between former and
current students that will benefit undergraduates
looking for help.”

latest information about initiatives that concern both
groups.

Contributions don’t always have to be serious. “This
website relies on alumni support. Be it a promotion, a
change of profession, a personal achievement, a
wedding announcement or even a new-born baby,
send in your news,” its home page says.

New faculty and staff at the induction program.
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Debaters
Have Final Word

It pays to graduate from HKUST, as this year’s
placement figures show. At the same time, competition
for enrollment continues to increase as new students
line up to jump on board.

Sometimes the figures can be staggering. Two
students from the School’s Global Business program,
for instance, broke last year’s annual salary record of
HK$588,000 with offers of $630,000 and $609,000
from international investment banks.

Bachelor of Business Administration (BBA) graduates
also received more offers and landed better jobs than
in past years.

“This year our graduates are well sought after by
multinational companies,” said Professor Kar Yan Tam,
the School’s Associate Dean and Director of
Undergraduate Programs. “In a way, our placement
results reflect the quality of the BBA program which
focuses on international exposure and whole-person
development.”

By early July, 19 out of 21 Global Business students
had found jobs, with major commercial banks, Big-4
accounting firms and an aviation company also
seeking them out.

Spoiled For Choice

Their degrees successfully completed and good jobs
secured, Tommy Cheng and Bonnie Shao are taking
the first steps on their career paths, with the help they
received from the School still fresh in their minds.

Tommy had to weigh up the pros and cons of seven
offers before deciding to join Citigroup in Hong Kong
as a management associate. Sifting through the
management trainee and analyst offers from retail and
investment banks was tough going, especially when
an investment bank came through with a position in
its back office.

“I didn’t know if I was suitable for such a position or
not. So I asked our professors,” said Tommy, who
graduated in business administration with majors in
finance and marketing “They offered a lot of help and
told me all about investment banking, the differences
between the departments and so on. They even called
friends working in investment banks and got them to
talk to me. I really appreciate that kind of help.”

Tommy spent some of his formative years in
Vancouver, Canada, a move which influenced him
when choosing a university after returning to Hong
Kong. As a newer institution with a different teaching
style from other local universities, he thought it might
suit him better.

Just the Job for Graduates

One Finance and Marketing graduate from the BBA
program received seven top quality offers and another,
from the second batch of self-financed mainland
students, was hired by an international investment
bank (see separate story below).

Professor Tam highlighted the attributes successful
students have shown and how the School has helped
develop them.

“Communications skills are very important in the
workplace,” said Professor Tam. “We offer an all-
English curriculum, providing many opportunities for
students to improve their English communication skills.

“Our exchange program, the largest in Asia, provides
more than 40% of our students with a one-semester
exchange overseas. That experience allows students
to become more independent and to develop an
appreciation of cultural diversity, which is becoming
more and more important in the business world.”

While at HKUST, he worked at Citigroup and Morgan
Stanley as an intern and is enthusiastic about the
enrichment program that offers such opportunities.

So too is Bonnie Shao, who came to HKUST from
Shanghai on a Jockey Club scholarship and is now
joining Goldman Sachs in Hong Kong as a legal

“Our placement results reflect the quality of the BBA
program which focuses on international exposure and
whole-person development.”

Take care when picking an argument with Jayesh
Peswani. He knows how to get his point across.

Peswani was one of four debaters in the HKUST team
which retained the Joint University Debating
Competition held this year at City University of Hong
Kong.

The Year 2 marketing and finance student was also
named best debater after being praised by one judge,
former Justice Tony Uphan, for his clever use of humor.

The other three debaters were May Kwong, Year 3,
Global Business and Marketing; Adam So, Year 3,
Global Business and Finance; and Diana Poon, Year
2, Marketing and Finance.

After success in the preliminary rounds, HKUST beat
the Chinese University in a challenging semi-final

before taking on the University of Hong Kong for the
big prize. The team was tasked with opposing the
motion “Patents of pharmaceutical drugs for the Third
World should be removed”.

“Winning is great, especially when we’re defending
champions,” said team captain So. “Our success was
a team effort, not only for those speaking on stage,
but also the floor speakers, the researchers and
everyone else supporting us.”

Special thanks went from the team to Alban Furness
of the Language Center for his guidance and
adjudication of debates throughout the year.

Other participants were the Baptist, City, Lingnan and
Polytechnic universities. The final judging panel also
included Michael Tien, who chairs the Kowloon and
Canton Railway Corporation (KCRC).

The first taught her to stand on her own feet, the
second gave her exposure to life outside the campus
through the competition itself and via contact with
financial analysts from companies such as Merrill
Lynch and Goldman Sachs.

“The school doesn’t only teach us from textbooks, but
also through what’s happening in real life,” she said.
“It really helps us prepare for our careers.”

The HKUST Team at the Finals.

Final year students attend the graduation dinner with Paul
Forster, Associate Director of Global Business Program.

analyst. She highlights an exchange visit
to the University of Wisconsin-Madison and
part icipation in a case competit ion
organized by the Hong Kong Society of
Financial Analysts as important elements
in her personal growth. Bonnie Shao on exchange at Wisconsin-Madison.

Tommy Cheng (front right) enjoys a night out
with colleagues during his training session in
Manila.



Based on: Absence makes the mind grow sharper: effects of element omission on subsequent recall
Jaideep Sengupta, Gerald Gorn
Reprinted with permission from Journal of Marketing Research, published by the American Marketing Association,  Vol 39, May 2002

Gerald Gorn is Professor of Marketing, HKUST Business School
Jaideep Sengupta is Associate Professor of Marketing, HKUST Business School
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Anti-smoking advocates who believe that banning
the Marlboro man and Joe Camel from tobacco adverts
will cut down on the ads’ effectiveness should think
again. The opposite may be true, in fact, if tobacco
companies go ahead with the same kind of displays,
minus the crucial images.

When an ad element is as well-known as these two,
removing it can lead to an improvement in recall
later on, not a decrease. The smoking cowboy
walks tall in our memories, even if he’s gone from
the billboard.

This phenomenon is well known to the advertising
industry. One survey shows that 44% of all ads contain
a deliberate omission of one kind or another. There’s
the scotch whisky advert, for instance, featuring the
tag line “...ingle …ells ...ingle …ells...The holidays
aren’t the same without J&B”.  Or the one for Bugle
Boy jeans showing only the lower portion of a man’s
jean-clad legs entwined with the back of  a
woman’s legs.

A campaign for Olympus cameras simply depicts the
outline of a strap hanging around a man’s neck, at the
end of which is the outline of a camera on his chest.
The rest  is  le f t  to  your  imaginat ion.  Some
advertisements compare two brands but omit the
explicit conclusion that the advertiser’s is the better,
leaving the viewers to do that themselves.

Jaideep Sengupta and Gerald Gorn from the HKUST
Business School wanted to expand on research that
shows such ploys keep an advert fresh in our minds
for longer. More specifically, they found support for
their theory that our thought processes link an omission
to what should be there and, going one step further,
to recalling the product or service on offer, rather than
simply registering that there is something unusual,
maybe distinctive, about the image before us.

“A common view [among one body of researchers] is
that generating an item results in greater activation of
an item’s conceptual meaning, which produces better
retention,”  they say. In this case, the item is notable
because it is not there. The alternative view says that
an absent element makes the advert stand out and
improves recall, whether what’s missing has any
relevance to the product or not.

In a series of experiments in which volunteer
undergraduates viewed a variety of adverts under a
range of circumstances, the academics proved that
an ad with a key element omitted
produced bet ter  reca l l  than an
equivalent advert which still had the
element in it. And that runs through the
whole process. Leaving out something
related only to the kind of product, but
n o t  t h e  b r a n d ,  p r o d u c e s  a n
improvement only in category recall.
Brand recall is improved by the omission
of an element related to the brand
name itself.

This, they say, is where tobacco
opponents may trip up. “Legislation in
the United States and the European
Economic Community (EEC) now bans
the use of animated characters  (e.g., Joe Camel) in
cigarette commercials,” they write. “In the EEC, human
figures (e.g., the Marlboro man) are banned as well
and anti-tobacco-advertising advocates in the United
States have argued for a similar policy.”

Later they add: “Policymakers may wish to consider
the potentially adverse consequences of our findings.
Forcing advertisers to omit ad elements that have long
been part of their advertising ... may actually improve
consumers’ memory for these elements.”

Absence Makes The Mind Grow Sharper

“In many situations, particularly for low-involvement
packaged goods, it can be argued that the recall
achieved by an advertisement is at least as important
as the degree of brand liking induced.”

Earlier research has been based on a significant
amount of ad processing. But, Sengupta and Gorn
say, consumers do not always spend much time or
effort on an advert. A cursory look may be all they
give. “Indeed, it is estimated that only 20% of print
advertisements are read even a little, and very few are
read comprehensively,” they say. “Therefore it is
important to examine whether recall can be increased
even with ‘thin slice’ processing such as when
consumers view the advertisement for a very short
time.”

This means coming out of a laboratory setting and, in
this case, on to campus where real-life situations were
simulated. In the case of the Marlboro man, for
instance, the cowboy was deleted from the scene,
leaving his horse, the corral, a packet of cigarettes
and the slogan “Come to Marlboro Country” behind.
The Olympus ad described earlier was produced as
normally printed without the camera and in a version
that included it. The undergraduate business students
recruited for the research saw the adverts for only four
or eight seconds.

The results, the academics say, carry straightforward
implications for advertisers and marketers whether the
element is “overtly” omitted, as in the outline of the
Olympus camera, or “implicitly” omitted as with the
missing Marlboro man.

In these cases, it only took a few seconds for them to
have an effect on the students’ recall. “It therefore
appears that very little processing may sometimes be
required for important consequences to be produced,”
Sengupta and Gorn write.

The fact that a result can be achieved without much
effort on the consumer’s part – sometimes only a four-
second glimpse – is of particular value to the
advertiser, they say, “because consumers typically
have little motivation and/or opportunity to process
advertisements carefully.”

“Leaving out something related only to the kind of
product, but not the brand, produces an improvement
only in category recall. Brand recall is improved by the
omission of an element related to the brand name itself.”

“The study of recall
effects is important
because the high level of
clutter that exists in
today’s marketplace makes
advertising recall a goal
that is both sought after
and difficult to achieve.”

Sengupta and Gorn’s research has obvious relevance
in a wider context. “From a manager’s viewpoint, the
study of recall effects is important because the high
level of clutter that exists in today’s marketplace makes
advertising recall a goal that is both sought after and
difficult to achieve,” the HKUST Business School
academics say.

Gerald Gorn

Jaideep Sengupta
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Going For Growth

Word is spreading about the strength of the
School’s full-time MBA program. Not only does the
56-strong intake for 2005 represent the largest class
size ever for this course, but participants have signed
up from two countries that have not supplied students
before.

More than half of those 56 normally live outside Hong
Kong and the Mainland China, underscoring the
School’s growing international reputation. For the first
time, three come from Italy and one from Greece.

The oldest of the intake is 41, the youngest 23 and
together this year’s class has an average five years of
full-time work under their belts, although one student
boasts 19. More than a quarter f irst studied
engineering, 19% hold business degrees and 13%
have arts degrees. Sales and marketing, consulting
and project management top the list of current
occupations.

Third Dimension

Standards remain high. “The average age of these
students is 40 and the average working experience
is 19 years,” he said. “This indicates that most of
them are very senior executives in their companies.”
The next intake will be April 2006. For more
information, please visit the program website
www.bm.ust.hk/iemba.

The third cohort of International Executive MBA
students got together on campus for their opening
residential module in late summer, with students from
Taiwan joining those from the mainland and Hong
Kong for the first time.

The IEMBA program aims to give leaders of Chinese
enterprises and multinational companies the chance
to learn vital skills and sensibilities in a stimulating
15-month program, which includes three get-
togethers in Hong Kong. Here students listen to talks
by business leaders, take part in activities organized
by HKUST Business School and alumni of respective
postgraduate programs and expand their business
contacts and personal friendships.

Director of China Program Development Prof.
Thomas Wong sees more diversity among the new
s t u d e n t s  i n  t e r m s  o f  i n d u s t r y  f r o m
telecommunication / IT, financial services, real
estate, pharmaceutical, manufacturing and
government sectors.

Recruiters Hit Target

“Firms are starting to target schools such as ours to find
students who have both local and international business
acumen to fill their front-line positions.”

MBA students are benefiting from a trend by
Fortune 500 companies to increasingly target “local”
business schools with a strong international
reputation when lining up new recruits.

This year there have been more potential jobs on offer
at the School than graduates available to take them.

“If this past recruitment season at HKUST is any
indication of a trend, the traditional favorites of
finance and consulting firms are starting to target
schools such as ours to find students who have both
local and international business acumen to fill their
front-line positions,” said Mei Kwong, Director, MBA
Career Services.

“As several years of quality work experience is
required to join our MBA program, and we attract
students from all over the world but particularly from
Asia, we are well-positioned as a source of multi-
dimensional career risers.”

There has been a high success rate this year in
placing students at top companies in all sectors as
either interns or graduates. “In fact, we haven’t had
enough candidates for all the companies that have
come recruiting,” said Kwong whose office helps
MBA students throughout the process and also
liaises with corporate recruiters. Most joined top-tier
firms, some of which are regional.

Nearly all first-year, full-time MBA students secured
internships in the industry they want to move into.
These often turn into permanent offers.

“This is a significant achievement in that it represents
a successful switch from a different career and
industry than they worked in prior to their MBA
education,” she said.

Mei Kwong (center front) and her team (from left): Connie
Wong, Man Kee Wong and Louisa So.

Women outnumber men by 52% to 48% among the
full-timers, whereas 56% of the 139 participants in the
part-time MBA program are male and average work
experience totals eight years. Business, computer
science, accounting and engineering top the part-
timers’ list of first degrees, with 35% of those obtained
outside Hong Kong. Sales and marketing and finance
and investment easily outnumber the remainder of
current work areas.

Across the border, 39 of the 45 participants in the
School’s Shenzhen-based MBA program are based in
the mainland and the list of companies they work for
reads like a Who’s Who of China and foreign-influenced
firms operating there.

China Mobile, China Merchants Bank, CNOOC,
Huawei, Yantian International Container Terminals and
China Resources Petrochemicals are all supplying
students, as are Wal-Mart China, Emerson Heating
Products, UTStarcom, Colgate Palmolive Guangzhou,
Ericsson (HK) and Procter and Gamble.

General management easily tops the list of job
descriptions with finance and investment, sales and
marketing and project management following behind.
Most hold arts, engineering or science degrees and
have an average nine years of full-time work
experience.
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Partnership In Action

There is power in a partnership as new client 3M and the
School’s Executive Program managers proved.

In line with its aim to be more than a mere executive training
provider, the School has been working with 3M on its
development needs, offering innovative business ideas such
as those contained in a four-day Marketing Leadership
Development Program taught by Professor Joseph Salvacruz.

Thirty-two participants from sales and marketing departments
took part in this key component in 3M’s global marketing
development program.

Staff enhanced their marketing skills, learned how to increase
their competitiveness and developed leadership abilities.

Topics included marketing concepts, industry and customer
analysis, pricing, value proposition, value creation and
marketing control. A simulation exercise pitted business
groups against each other in real-life situations.

Participants recognized the value of what they learned. “The
program is not only comprehensive, but also very practical.
Theories were put into practice. It was an excellent experience
for practical sales and marketing executives,” said one.

“Senior executives and EMBA students from
around the world fly in to Asia to listen to the
expert opinions of renowned academics and
business leaders.”

“The program is not only comprehensive, but also
very practical. Theories were put into practice.”

Participants visited Intertek, a lab-test company, and
the Xintiandi restoration in Shanghai’s old French
quarter, which included a presentation by Dr Vincent
Lo, Chairman of the developer, the Shui On Group.

TRIUM aims to give senior executives an international
learning experience that equips them to tackle
business challenges on a global scale. Modules are
hosted at the three partner schools and at two rotating
locales chosen for their relevance to current global
business issues.

Executive Action

Forty-nine Global Executive MBA students from one
of the world’s top programs flew to Shanghai to hear
firsthand about developments in China in one of three
recent initiatives organized by the School’s Executive
Education Unit.

The eight days of lectures, talks and visits made up a
credit-bearing module for the TRIUM program run
jointly by New York University Stern School of
Business, London School of Economics and HEC
School of Management, Paris.

It included lectures by Prof. Albert Ha on operations
management, Prof. David Li on China’s economic
development, Prof. Wilfried Vanhonacker on doing
business in China.

Speakers also included Mr Jean-Luc Chereau,
President of Carrefour China, and Mr Graham
Earnshaw, Managing Director of SinoMedia Ltd.

In May, over 100 EMBA students from Kellogg-
Schulich, Kellogg-Recanati and Kellogg-WHU have
attended two modules - “Doing Business in China” by
Prof. Wilfried Vanhonacker and “Business Strategies
in Asia Pacific” by Prof. Laurence Franklin.  Besides
lectures, visits to DPI Terminals and Hong Kong Jockey
Club were arranged.

Meanwhile, in June, 40 executives from banks and
financial institutions heard Finance Prof. Ann
Routledge speak about credit risk during a panel
discussion at an SAS executive breakfast briefing in
Hong Kong on Managing Risk, The Strategic Use of
Information.

Soon afterwards, 30 of Medtronic Asia Pacific’s top
management spent time at the School for the second
module of their leadership development program. They
return for a third, and final, session in October.
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Appointments And Promotions

Promotion to Associate Professor,
Information and Systems Management

Lancelot James: PhD in Statistics,

State University of New York at

Buffalo,1993.  Before joining HKUST

as a Visiting Scholar in 2001, he was

A s s i s t a n t  P ro f e s s o r  i n  t h e

Depar tment  o f  Mathemat ica l

Sciences at the Johns Hopkins

University.

Promotion to Associate Professor,
Accounting

Peter Chen: he began his tertiary

education at Beijing Agricultural

University before taking his master’s

and then his PhD at the University

of Alberta in 1998. He joined HKUST

in that year.

Promotion to Professor, Economics

In Choi: he studied economics in

Seoul before taking his PhD at Yale,

1990, where he also taught. He

joined HKUST in 2002 from Koomin

University.

Visiting Assistant Professor, Accounting

Zhi Hong Chen: PhD, HKUST 2005.

Resea rch  i n te res t :  f i nanc ia l

reporting, corporate governance.

Visiting Professor, Finance

Douglas Foster: currently Professor

of Finance at the University of New

South Wales, he served on the

faculty of Duke University and

University of Iowa after obtaining his

PhD in 1987 from Cornell University.

His expertise lies in the fields of

a s s e t  p r i c i n g  a n d  m a r k e t

microstructure.

Associate Professor, Finance

Nengjiu Ju: PhD in Finance, UC

Berkeley,  1998, after  earning

degrees in physics from Michigan

State university (PhD 1993) and

Peking University (BS 1986).  Since

1998 he has served as Assistant

Professor of Finance at University of

Maryland.

Other New Appointments

Emily Nason: PhD, UCLA, 2005.

Research interest: organizational

justice, negotiations and conflict

management, behavioral decision-

making, cross-cultural  human

r e s o u r c e  a n d  k n o w l e d g e

management.

Management of Organizations

Jinyu He: PhD, Ill inois, Urbana

Champa ign ,  2005 .  Research

interest: competitive dynamics,

coopetition, strategic factor markets

and corporate governance.

Xuhu Wan: PhD, Southern California,

2005. Research interest: contract

theory, industry organization, risk

measurement pricing and hedging,

enterpr ise r isk  management ,

stochastic analysis and control.

Information and Systems Management

Raymond Sin: PhD, Southern

California, 2005. Research interest:

electronic commerce, information

economics, personalization and

pr ivacy,  business strategy in

electronic markets.

Laura Liu: PhD, Rochester expected.

Research in te rest :  empi r ica l

corporate finance; empirical market

microstructure, market efficiency

anomalies. She will join HKUST in

November.

Finance

New Assistant Professors

Ryo Okui: PhD, Pennsylvania, 2005.

Research interest: econometric

theory, microeconometrics, analysis

of panel data.

Economics

Xinyu Hua: PhD, Northwestern,

2005. Research interest: contract

theory, economics of organization,

industrial organization, law and

economics.

Yong Zhang: PhD, Rochester, 2005.

Research interest: accounting

information and securities pricing,

f inancia l  ana lysts ,  corporate

disclosure, trading volume.

Accounting

Mingshan Zhang: PhD, UCLA, 2005.

Research interest: accounting

information and equity valuation,

stock repurchase, institutions.

Peter MacKay: PhD, Purdue, 1998.

Research interest: corporate finance,

f i n a n c i a l  i n s t i t u t i o n s  a n d

management, international finance,

real options, risk management.

Promotions

Administrative Appointments

Kar Yan Tam, Associate Dean,

Professor of ISMT and Director of

Undergraduate Programs, has been

appointed Associate Vice President

for Academic Affairs.

Francis Lui is Acting Head of

Economics until December 31, 2005.

Angela Ng, Adjunct Associate

Professor, Finance, is now also

A s s o c i a t e  D i r e c t o r  o f  t h e

Quantitative Finance Program.

Paul Forster, Assistant Professor,

ISMT, is now also Associate Director

of the Global Business Program.

Albert Ha is the Head of ISMT to July

31, 2008.


