
Strategic Management  

Module 

STRATMAN 

Workload 

180 h 

Credits  

6 

Study semester 

5. 

Frequency of the offer: 

each semester 

Duration: 

1 semester 

Teaching style: 

lecture 

Contact time 

4 SWS / 64 h 

Self-study time 

86 h 

Planned group size: 

no restriction 

Teaching language: 

German / English 

   

Learning outcomes and competences:  

 

Learning outcomes 

After completing the module, the students will be familiar with the questions of the strategic Managements. They are 

able to analyze concrete strategic questions independently. They are also familiar with the techniques and starting 

points for implementing strategies. 
 

Contents: 

 
1. nature of the strategy 
2. goals, values and performance 
3. basics of the industry analysis 
4. further topics of industry and competition analysis 
5. analysis of resources and capabilities 
6. organisational structures and management systems 
7. nature and sources of competitive advantage 
8. cost advantages 
9. differentiation advantages 
10th industry evolution 
11. technology-based industries and management of innovation 
12. competitive advantages in mature industries 
13. vertical integration and scope of the company's activities 
14. global strategies 
15. diversification strategies 
16. management of companies with several business areas 
 

Forms of teaching: 

Seminaristic lessons (depending on the number of participants) with lecture, discussion and exercise elements. 

Key competences: 

 Teamwork (arguing about given contents, moderating team meetings) 

 Conception of thesis papers 

 Oral presentation of contents in presentation form 

 Ability to communicate (written and oral) 

Language of instruction: German and English 

Knowledge transfer via:  

Beamer, blackboard, slide script and practical contributions on current topics 

strategic management 

 

Eligibility requirements 

Formal: Admission to the Master's programme 

By content: none 



Examination type: 

exam or paper 

Prerequisites for the allocation of credit points 

Module examination passed. 

Ssignificance of the grade for the final grade: 

Weighting according to the number of ECTS points. 
 

Responsible for the module: 

Prof. Dr. Martin Kaschny  
Lecturer: 

Prof. Dr. Martin Kaschny 
 

Additional information 

References: (The current edition in each case) 

 Grant, R. M., Nippa, M.: Strategisches Management. 

 Grant, Robert: Contemporary Strategy. 

 Porter, M. E.: Competitive Advantage, Creating and Sustaining Superior Performance. 

 Lynch, Richard: Corporate Strategy. 

Further literature will be mentioned in individual cases. 

 







Corporate Management 
Module 

BPMAN 

Workload 

150 h 

Credits  

5 

Study semester 

5. 

Frequency of the offer: 

each semester 

Duration: 

1 semester 

Teaching style: 

lecture 

Contact time 

4 SWS / 64 h 

Self-study time 

86 h 

Planned group size: 

no restriction 

Teaching language: 
German / English 

   

Usage of the module (by study programme) 

☒  Bachelor-Studiengang: Business Administration  

☒  Bachelor-Studiengang: Business Administration dual 

☒  Bachelor-Studiengang: Business Administration - Steuern dual  

☒  Bachelor-Studiengang: Business Administration (berufsbegleitendes Studium)   „VWA“ 

☐  Bachelor-Studiengang: Marketing and International Business  

☒  Bachelor-Studiengang: Mittelstandsmanagement  

☐  Bachelor-Studiengang: Bau-Wirtschaftsingenieurwesen  

☐  Bachelor-Studiengang: Wirtschaftsingenieurwesen  
 

Learning outcomes and competences:  
 
Learning outcomes 
After this module, students will be familiar with various analysis grids with which they can examine typical questions of 
business administration or general management and relate various subareas and topics of business administration to 
one another. 
 
Competences:  
The students are familiar with various management tools that they can use in a targeted manner. Social competence 
is built up by working in groups. 
Teamwork (arguing about given contents; moderating team meetings); conception of thesis papers; oral presentation 
of contents in presentation form; ability to communicate in English (specialist terminology and idioms). 

Contents: 
 
I. Fundamentals of corporate management 

 definitions 
 corporate constitution 

II. corporate governance functions 
 Areas of responsibility of the management 

III. support systems for corporate governance 
 design concepts 
 techniques 
 information management 

IV. Corporate environmental policy 
 

Forms of teaching: 
Lecture with discussion and exercise elements. 



Eligibility requirements 
Formal: Admission to the Bachelor's programme 
By content: none 

Examination type: 
exam  
Prerequisites for the allocation of credit points 
Module examination passed. 
Ssignificance of the grade for the final grade: 
Weighting according to the number of ECTS points. 
 

Responsible for the module: 
Prof. Dr. Andreas Mengen  
Lecturer: 
Prof. Dr. Andreas Mengen; Prof. Dr. Clemens Büter  
 

References: (The current edition in each case) 

 Bartol, Kathryn M. and Martin, David C.: Management.  
 Macharzina, Klaus und. Wolf, Joachim: Unternehmensführung.  
 Case-Study z.B. „Ryanair“ (in english). 

 
 



Diversity in Marketing  
Modul  
 

 

Workload  
150 h  

 

Credits  
5  

 

Study semester  
3. or 4. semester  

 

Frequency of 
supply  
Every semester  

 

Duration  
1 semester  

Course  
Seminar 

Contact time  
4 SWS / 64 h 

Self-study  
86 h  

Group size  
30 students  

Teaching 
language  
English  

 

 

Use of module (Study program)  
 
☐ Bachelor-Studiengang: Business Administration  
☐ Bachelor-Studiengang: Business Administration dual  
☐ Bachelor-Studiengang: Business Administration - Steuern dual  
☐ Bachelor-Studiengang: Business Administration (berufsbegleitendes Studium) „VWA“  
☒ Bachelor-Studiengang: Marketing and International Business 
☐ Bachelor-Studiengang: Mittelstandsmanagement  
☐ Bachelor-Studiengang: Bau-Wirtschaftsingenieurwesen  
☐ Bachelor-Studiengang: Wirtschaftsingenieurwesen  
☐ Bachelor-Studiengang: Keramik-Wirtschaftsingenieurwesen  
 
Learning outcome  
Upon the successful completion of this module, students should have detailed knowledge and 
understanding of diversity in the marketing management process. The course has been designed to 
provide students with the opportunity to practically apply theory on a selection of business scenarios in 
practice. At the same time, course participants will learn how to solve problems through responsible 
decision-making and critical or creative thinking. Course participants will learn how to work effectively 
with others, e.g., as a member of a team or group. To organise and manage oneself, e.g., through 
effective time management. Collect, analyse, organise, and critically evaluate information. To 
communicate effectively in visual, oral and/or written presentation. To use scientific resources and 
technology such as computers effectively and responsibly. To show understanding of systems and 
those problems cannot be solved in isolation. 
Content  
Customers are increasingly opting for brands based upon how diverse and inclusive they are in their 
marketing. Research has proven that consumers want diversity in marketing and yet many brands 
struggle to achieve this and do not know how to fix it. Customers who feel that they belong to and feel 
included in the marketing of their favourite brands or products will become loyal which will fuel business 
growth and offer improved customer experiences.  
 
This course will look at how diversity is incorporated in the workplace as well as in practice from a 
marketing perspective. In this course students are introduced to racial diversity, inclusion, and 
representation in marketing.  
 
Throughout the course, participants will be provided with an introduction to the theories, strategies, and 
practices of diversity in marketing in different contexts. Topics that will be included:   
 

 How brands and marketers speak to and through diversity  
 The rewards that diversity in marketing offers  
 The risk of executing diversity in marketing 
 Diversity in marketing in the 21st century  
 The role of online pressure groups  
 Diversifying demographics in targeting 
 Media regulations  
 Diversity in retail  
 Responding to diverse marketing environments and managing diversity  

 



The module includes an introduction to diversity marketing. In an increasingly complex global 
marketing environment, marketers are continuously challenged to develop inclusive brands. This 
module introduces students to address the contemporary consumer. Finally, the students will 
develop an understanding of how to analyse how brands adapt to the mercurial conditions of 
media today and how to respond.  

 

Learning approach 
The module will draw upon a mixture of activities including lectures, case study analysis, group work, 
presentations, and discussions. Learning support material will be provided in OLAT.  
Course participants  
Students enrolled to the “BSc Marketing and International Business” programme and students from 
international partner institutions.  
Assessment 
In this course, students must take a written exam and complete a group assignment/project.  
Module coordinator  
 Ms. Simone Thomas   
 
Lecturers  
 Ms. Simone Thomas   
 
Course materials  
Course participants will be provided with case studies, articles, and lecture notes during the course. In 
addition, it´s recommended using the following textbooks to deepen the understanding of marketing 
theory and practice.  
 

 Fulp, C. (2018). Success Through Diversity: Why the Most Inclusive Companies Will Win. 
Beacon Press: Massachusetts. 

 Khamis, S. (2020). Branding Diversity: New Advertising and Cultural Strategies. Routledge: 
New York.  

 Rudolph, T., Schlegelmilch, B.B. & Bauer, A. (2012). Diversity in European Marketing: Text 
and Cases. Springer Gabler: Germany.  

 
 


