	WSB University


	Field of study: Management

	Module / course: Global Strategies of International Companies 

	Educational profile: General

	Education cycle: II cycle studies

	Number of hours per semester
	1
	2

	
	I
	II
	III
	IV

	Full time studies

(L/C/lab/pr/e)
	
	
	
	16L

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	

	LECTURER
	Olgierd Witczak PhD 

	FORM OF CLASSES
	Lecture

	COURSE OBJECTIVES


	Today all companies must consider the opportunities offered by globalization. Researching and planning before engaging in international operations allow companies to decrease risk and launch a profitable business. Strategy needs to match environmental conditions and company objectives. The appropriate strategic choice is vital for a company to make the right choices. The main objective of the course is to teach students understanding the influence of the international environment on global strategies. The course gives also the student an analytic framework for the development and implementation of a global strategy for multinational companies.

	Course objectives
	References to course objectives:
	Description of educational results  
	Verification of educational results

	
	Major-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	GloStMulCo_K01
	Z_W06
	S1A_W03
	Students have knowledge on the conditions and determinants of activities on an international scale
	a written exam

	
	
	
	Abilities

	GloStMulCo_A02
	Z_U10
	S1A_U07

S1A_U06
	Is able to plan strategy taking into account of conditions of international environment
	a written exam

	
	
	
	Social competences:

	GloStMulCo_S03
	Z_K05
	S1A_K05
	Students are able to create an international-oriented team to achieve the objectives in the global market
	a written exam

	Students’ workload  (in didactic hours 1h did.=45 minutes)** 

	Full- time

Participation in lectures = 16h
Participation in classes = 

Preparation to classes = 

Preparation to lectures = 10h
Preparation to an examination = 12h
Project tasks =

e-learning = 2h
Credit/examination = 
others  (indicate which) = 

TOTAL: 40h
ECTS points: 1,5
Including practical classes: 1,5
	Part-time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks =

e-learning =

Credit/examination =

others  (indicate which) = 

TOTAL:

ECTS points:

Including practical classes:



	PREREQUISITES
	Fundamentals of marketing

	COURSE CONTENT

(Division to contact classes and e-learning)

	Contact classes:
· Process of company internationalisation – globalization process
· The multinational company challenges – trends and conditions
· Global strategy – typology
·  Export
·  Standardization
· Multidomestic
· Transnational.
E-learning: not applicable

	LITERATURE
(compulsory reading)
	· Hill C., Hult G. Global business today, McGraw Hill Education, New York, 2016
· J.B.Steenkamp, Global brand strategy : world-wise marketing in the age of branding. Palgrave Macmillan 2017.
· M. Sagan, Management in international business. Warsaw School of Economics 2015.

	OPTIONAL LITERATURE
	· Luthans F., Doh J., International management, McGraw Hill-Irwin, New York, 2015 

· Peng M.W., Global strategy, South-Western, Cengage Learning, Mason, OH, 2014

· International Relations Theory / Oliver Daddow. - London : Sage Publications Ltd , 2017.

	TEACHING METHODS

(Division to contact classes and e-learning)
	Contact classes:
The teaching methods is lecture illustrated with case studies of international strategies of multinational companies.
E-learning: not applicable

	TEACHING AIDS
	None

	PROJECT

(if implemented in the framework of a classes module)
	not applicable

	METHOD Of ASSESSMENT

(Division to contact classes and e-learning)
	a written exam

	FORM AND CONDITIONS OF ASSESSMENT
	a written exam (minimum 50% correct answers)


* L-lecture, C- classes lab- laboratory,  pro- project, e- e-learning
