
SS 2017 

1 
 

Module: Marketing and International Busi-
ness Case Studies 

Module Coordinator: Prof. Dr. Axel Schlich 

Lecturers:   Prof. Dr. Axel Schlich 
    Dipl. Kfm. Andreas Hesse 

Date:    Monday, 10.00 – 17.15  

Room:   A 249 

ECTS points:  10 

Module content  

With an increasing importance of international exchange and transactions, businesses, 

regardless of size, have to direct their attention to the international market place.  In 

order to compete effectively in foreign markets, not only to fill incoming orders from 

abroad every now and then, a well-focused international marketing strategy based on 

a thorough understanding of target markets is indispensable. 

This course introduces students to a range of international marketing topics and the 

various challenges that international marketers are facing, i.e.  

 the complexity of the international marketing environment, 

 

 cultural diversity, 

 

 newly emerging markets, 

 

 the need to balance adaption and standardization of international marketing 

campaigns, 

 

 the many facets of customer relationship management in international markets, 

 

 consumer behaviour issues including digital consumer behaviour. 

 

The module will be delivered by a selection of case studies with a focus on international 

marketing management decisions. 
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Learning objectives 

Upon successful completion of this module, students should have gathered deeper 

insights into strategic and operative key issues with Marketing and International Busi-

ness. The course has been designed to give students a chance to apply theory on a 

selection of real-life business scenarios. At the same time, course participants will im-

prove presentation skills, the ability to work in teams as well as critical investigation, 

and self-motivating study skills. 

Learning approach  

A successful completion of the module requires students to commit about 300 learning 
hours. The workload is composed of 128 hours of class sessions, 160 - 180 hours of 
independent and self-directed learning activities outside of class and an exam. 

The module will draw upon a mixture of activities including lectures, case study analy-
sis, group work, presentations and discussions. 

Learning support material will be provided in OLAT.  

Assessment 

In this course, students are graded for a group work. Each student team will have to 
work on a selected case study dealt with in class. The group work includes both a 
written report and a presentation. The results will be graded on a scale from 1 to 5 
whereas “1” is the best possible grade and indicates an “outstanding performance” and 
“5” is a “fail”.  

As the goal of assessment is to improve student learning, class-room based indicators 
of the students´ learning achievements, such as attendance and participation, are con-
sidered but do not directly affect the grade. 
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Course materials 

Course participants will be provided with a selection of case studies, articles and lec-

ture notes during the course. In addition, students may use the following textbooks in 

order to deepen their understanding of international marketing issues. 

1) Czinkota, M. R. / Ronkainen, I. A. (2013): International Marketing, 10th edition, 
international edition, Cengage Learning. 

2) Grafers, H.W./ Schlich, A. W. (2006): Strategic Export Management, Helsinki: 
WSOY. 

3) Hollensen, S. / Opresnik, M. (2010): Marketing – A Relationship Perspective, 
Munich. 

4) Kotabe, M. & Helsen, K. (2014): Global Marketing Management, 6th edition 
New York.  

 

 


