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=  MSc Accountancy (&iHE M t)

= MSc Business Analytics (Bl 2 A2 L)

= MSc Financial Engineering (@ TRREBZW T)

= MSc Marketing & Consumer Insight (B9 ME R & RREBEZM L)
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= Nanyang Professional MBA (B83¥ Professional MBA)

= Nanyang Executive MBA (E3¥ EMBA)

= Nanyang Fellows MBA (B85¥ Fellows MBA)
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