BWLB360M International Economics and Marketing

International Economics and Marketing

Module overview

EDP designation: BWLB360M

Module coordinator(s): Prof. Dr Hagen Kramer, Prof. Dr Christian Seiter.

Module scope (ECTS): 5 CP (45 hours of attendance and 105 hours of self-study including
exam preparation)

Classification (semester): 3™ or 4™ curriculum semester

Content requirements:
Basic knowledge of microeconomics, macroeconomics, general business administration,
marketing, comparable to the modules of the same name

Prerequisites according to SPO:
None

Competences:

International Economics

Students can reproduce the basic theories of international economic relations and, on the
basis of these and in conjunction with basic concepts and methods of micro- and
macroeconomics, analyse the consequences and prerequisites of globalisation and economic
and political integration in the European Union and develop recommendations for corporate
strategy in global markets by applying the concepts, theories and methods used.

International Marketing

Students will gain theoretical insights and practical knowledge of international economics,
trade models, global business concepts and strategies. They will expand their knowledge of
management practices of large, medium and small companies seeking to enter global
markets and will be able to develop sound business plans in an international context.

Examination:

Written examination (90 minutes) or a written examination (45 minutes) and a term paper
(duration 4 weeks) or two term papers (duration 4 weeks each).

The specific form of examination will be announced at the beginning of the course.

Usability:

Course: International Economics

EDP designation: BWLB361M

Lecturer: Prof. Dr Hagen Kramer/Prof. Dr Johannes Schmidt

Hours per week (SWS): 2 SWS

Availability: annually in the summer semester

Type and mode: Lecture / compulsory subject in the specialization International
Management

Teaching language: German or English

Contents:
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Theories of international trade and direct investment, world trade and foreign trade links,
international trade policy, balance of payments and external equilibrium, determinants of
exchange rate developments, currency integration and currency co-operation

Recommended literature:

Gerber, J.: International Economics, Pearson Education, Boston (in the current edition).

de Grauwe, P.: Economics of Monetary Union, Oxford University Press, Oxford (in the
current edition).

Krugman, P.: What do Undergrads Need to Know about Trade?, American Economic
Review, May 1993, pp. 23-26.

Krugman, P., Obstfeld, M., Melitz, M.: International Economics, Addison Wesley Prentice
Hall, Upper Saddle River, NJ (in the current edition).

von Weizsacker, C. Chr., Kramer, H., Saving and Investment in the Twenty-First Century, The
Great Divergence, Springer Nature, Cham 2021.

Notes:

The possibility of limited participation of international students from the International
Programme/Studium Generale is possible, provided that the language of instruction is
English.

Course: International Marketing

EDP designation: BWLB362M

Lecturer: Prof. Dr Christian Seiter

Hours per week (SWS): 2 SWS

Availability: annually in the summer semester

Type and mode: Lecture / compulsory subject in the specialization International
Management

Teaching language: German or English

Contents:

Globalisation has become a major socio-economic force and an important topic of discussion
in the 215t century. The course examines the forces driving this phenomenon and the criticism
of this process, both from a macro- and microeconomic as well as a business perspective.

The course first sets out the rationale for the existence of international markets and a
conceptual basis for the study of the international trade process, it also examines trade
patterns in the light of theories of country size, factor shares and country similarity. It also
looks at the role of distance and discusses factor mobility and its relationship to the
international trade process. Protectionism and the development and objectives of the World
Trade Organisation are discussed, with a focus on its influence on the marketing decision-
making process.

The second part deals with the objectives that companies pursue when they engage in
international business activities. The process of country evaluation and selection determines
the geographic opportunities that companies pursue. The course will outline the different
types of market entry that can be utilised. The process is then examined by describing the
selection and weighting of variables used for opportunity and risk analysis (e.g. the BERI
model, shift-share models, country evaluation models, Herfindahl index) and the problems
associated with data collection and analysis. Subsequently, concepts for country comparisons
are presented and possibilities for resource allocation (e.g. response modelling) are
discussed. The cultural and legal basis for ethical behaviour will be examined.
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In addition, the course examines the ways in which marketing managers analyse a country's
market potential in order to develop effective international marketing mix strategies. The
course looks at the debate over adaptation or standardisation and discusses the reasons for
choosing a national or globally integrated marketing strategy.

The course discusses each of the marketing mix variables from an international perspective
and concludes with an introduction to international e-commerce.

e Chapter 1: Introduction to international markets, international trade models, case
studies.

e Chapter 2: Global marketing management processes and models (e.g. Keegan
customisation strategies, EPRG model), case study.

e Chapter 3: Scope and challenge of international marketing, theory of global
awareness and self-reference criteria, development of global marketing strategies,
case study.

e Chapter 4: Models for the selection of international markets, models for
opportunity and risk assessment (e.g. the BERI model, shift-share models, country
assessment models), models for global resource allocation (e.g. workload models,
response models, Herfindahl index), case study.

e Chapter 5: The international marketing mix, discussion standardisation vs.
customisation, pricing models for international markets, theory and models for
products and services for industrial markets and consumers, the global advertising
and promotion effort, international channel management, global e-commerce and
the influence of social networks, case study.

Recommended literature:
References will be announced at the beginning of the lecture.

Notes:
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