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	Field of study: Management

	Module / course:  Business strategies in the Asian Market

	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)
	
	
	20C
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	

	LECTURER


	Michał Wojtaszek PhD

	FORM OF CLASSES


	Lecture

	COURSE OBJECTIVES


	Analysis of the most important strategies on the international market.

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

	
	Major-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	BuStAsMa_K01
	Z2_W03
	S2A_W01
S2A_W02
	Student has knowledge of the key strategies on Asian markets.
	Knowledge exam

	Abilities

	BuStAsMa_A02
	Z2_U03
	S2A_U02

S2A_U03
	Student has the ability to analyze and assess the impact of strategies adopted in the development of potential business in Asian markets.
	Knowledge exam

	Social competences:

	BuStAsMa_S03
	Z2_K01
	S2A_K01 
S2A_K06 
	Student is interested in the most important challenges in developing business strategies and self-expanding knowledge in the field.
	Knowledge exam

	
	
	
	
	

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

	Full- time

Participation in lectures = 

Participation in classes = 20h
Preparation to classes = 

Preparation to lectures = 15h
Preparation to an examination = 15h
Project tasks =

e-learning =

Credit/examination = 2h
others  (indicate which) = 

TOTAL: 52h
ECTS points: 2
Including practical classes:2
	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
	Basic knowledge about the Asian market.

	COURSE CONTENT

(Division into contact hours and e-learning)
	Content implemented in direct form:

• Determinants of business strategy making.

• Functioning of the Asian market.
E-learning: not applicable

	LITERATURE

(compulsory reading)
	· C.Giachetti, Competing in Emerging Markets: Performance Implications of Competitive Aggressiveness. Management International Review volume 2016, 56. (https://link.springer.com/article/10.1007/s11575-015-0263-6)
· CFO Guide to Doing Business in China / Ching Mia Kuang. - Singapore : John Wiley & Sons, 2009. 

· Fletcher, Richard, and Tony Fang. "Assessing the impact of culture on relationship creation and network formation in emerging Asian markets." European Journal of Marketing 40.3-4 (2006): 430-446.

· Lasserre, Philippe. "Regional headquarters: The spearhead for Asia Pacific markets." Long Range Planning 29.1 (1996): 30-37. 

	OPTIONAL LITERATURE (including at least two items in English, either books or articles)
	· Peng, Mike W. Business strategies in transition economies. Sage, 2000.

· Roll, Martin. "Asian brand strategy." Asian Brand Strategy (Revised and Updated). Palgrave Macmillan, London, 2015. 107-140.

· Cavusgil, S. Tamer, Pervez N. Ghauri, and Ayse A. Akcal. Doing business in emerging markets. Sage, 2012.

· Tai, Susan HC, and Jackie LM Tam. "A comparative study of Chinese consumers in asian markets-a lefestyle analysis." Journal of International consumer marketing 9.1 (1996): 25-42.
· Moon, Hwy-Chang. Global business strategy: Asian perspective. World Scientific, 2010.

	TEACHING METHODS

(Division into contact hours and e-learning)

	In direct form:

• Issues will be presented by the lecturer and case study.

In the form of e-learning: not applicable

	TEACHING AIDS
	Multimedia presentation

	PROJECT

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

	FORM AND CONDITIONS OF ASSESSMENT

(Division into contact hours and e-learning)
	Passing the grade from lectures


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

