
MA in International Business Communication – 1st semester 
 

International Strategic Management - 7,5 ECTS 
(Common core course for both concentrations on MA IBC) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors:  

 explain how the different theories of strategy form an organisation’s view of the world and limit its choices 

 make qualified analyses of a company’s possibilities of action within the constraint of different strategic frameworks 

 present, discuss and criticise a company’s strategic choices in the global marketplace from an industry-based view, a 
resource-based view and an institutional view 

 present and discuss their recommended actions vis-a-vis business cases and appreciate the limitations of those 
recommendations 

 critically evaluate the benefits and drawbacks of the different strategies discussed in the course 

Examination 

Exam ECTS 7,5 

Examination form Written sit-in exam 

Individual or group exam Individual 

Assignment type Case based assignment 

Duration 3 hours 

Grading scale 7-step scale 

Examiner(s) One internal examiner 

Exam period Winter 

Aids allowed to bring to the exam Limited aids: written-sit-in-exam on CBS' computers 
 

Course content and structure 

The purpose of this course is to give students an understanding of the different theoretical views of strategy, as well as giving 
them an understanding of the practical application of the different approaches when designing international business strategy. 

First, the course addresses the theoretical and managerial consequences of different schools of strategy and examine the 
advantages, disadvantages and blind spots of each theoretical framework. These theories will give an insight into descriptive 
theories of strategy and the analytical processes of formulating prescriptive strategies, in order to show how strategy is used in 
business analysis and planning. 

The second part of the course focuses on international business strategy, including how the industry structure influences an 
organisation’s choice of position in the global marketplace, how the company’s resources determine the competitive advantage, 
and the role on the institutional environment. This latter perspective will examine how formal and informal institutions reduce 
uncertainty, how and why isomorphism constrains an organisation’s space of action, and how path dependency influences, and 
limits, future possibilities of strategy decisions. 

Business cases are used throughout the course in order to train students to identify and evaluate different strategies and 
problem solving methods. The cases touch on concrete, strategic choices faced by managers and organisations and cover 
international strategy from different, geographical directions. They will address the strategic choices which confront Western 
MNEs, and how enterprises from the developing world engage in the mature markets for products and services in the West. 
Students’ ability to engage in qualified discussions on the basis of the above is developed through business cases and group 
presentations throughout the course. 

Indicative literature: 
Mintzberg et al.: Strategy Safari. The free Press.  

 
 

 



MA in International Business Communication – 1st semester 
 

Cross-cultural Management - 7,5 ECTS 
(Common core course for both concentrations on MA IBC) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors:  

 explain and analyze the content of the different types of society and culture, their differences and the causes of cultural 
change as discussed in the course literature. 

 explain how the different types of society and culture discussed in the course gives rise to culturally different business 
relationships and organizational and managerial structures. 

 critically evaluate the advantages and limitations of the concepts of culture and cultural change and the societal level of 
analysis. 

 critically evaluate the advantages and limitations of the theories of organizational culture, including the role of 
theoretical perspectives in the management of cultural diversity, including inter-firm cooperation and mergers and 
acquisitions. 

Examination 

Exam ECTS 7,5 

Examination form Oral exam based on written product 
In order to participate in the oral exam, the written product must be handed in before the oral 
exam; by the set deadline. The grade is based on an overall assessment of the written product and 
the individual oral performance. 

Individual or group exam Individual 

Size of written product Max. 2 pages 

Assignment type Synopsis 

Duration Written product to be submitted on specified date and time. 
20 min. per student, including examiners' discussion of grade, and informing plus explaining the 
grade 

Grading scale 7-step scale 

Examiner(s) Internal examiner and second internal examiner 

Exam period Winter 
 

Course content and structure 

The aim of the course is to provide students with a theory of culture and cultural change as they affect markets and 
organizations. 
 
The first part of the course focusses on Inglehart’s distinction between traditional, modern and postmodern society and culture 
with the aim of showing how the different socio-cultural types give rise to different business and organizational cultures across 
the world’s countries. Using cases from China, Africa and Latin America it is shown how personal relationships of family and 
friendship structure business relations constituting the cultural context of management in developing countries. The modern, 
industrial type of organization, the technical-bureaucratic structure and the values it contains, is illustrated using McDonald’s, 
and the use of postmodern values and ideals as a business opportunity is illustrated using the Body shop as an exemplary case. 
 
The second half of the course focuses on the organizational culture of international companies, how it reflects values and norms 
in the environment and on the analytical perspectives used in the analysis of organizational culture. The course presents and 
discusses different approaches to the management of cultural diversity with particular attention to the importance of 
managers’view on culture and how it may be reflected in their management of cultural diversity. 
 
The last part of the course deals with importance of culture in interfirm relationships and in mergers and acquisitions.  
 
Indicative literature: 
Kragh and Dyrhauge eds.: Cross-Cultural Management. Latest edition. (Compilation of texts)  
Nina Jacob: Intercultural Management. MBA Masterclass. Kogan page. 2003 

 

 



MA in International Business Communication – 1st semester 
 

Financial and Legal Communication - 7,5 ECTS 
(Common core course for both concentrations on MA IBC) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors: The 
exam should demonstrate that, based on the theories and knowledge domains covered during the course, the students can  

 Understand specialised texts within the legal, financial and economic areas covered during the course, and select and 
reproduce relevant content of such specialised texts in a way that fits the frame of understanding of a new audience, 
e.g. a non-expert audience 

 Select communicative and linguistic strategies that match a given situational context and genre, and explain these 
choices 

 Implement a concrete communication by producing written texts in professional English based on the relevant strategic 
choices made in the given situational context 

Examination 

Exam ECTS 7,5 

Examination form Home assignment - written product 

Individual or group exam Individual 

Size of written product Max. 5 pages 

Assignment type Written assignment 

Duration 72 hours to prepare 

Grading scale 7-step scale 

Examiner(s) One internal examiner 

Exam period Winter 

Make-up exam/re-exam Same examination form as the ordinary exam 
 

Course content and structure 

The aim of the course is for students to acquire knowledge about selected areas within the domains of law, finance and 
economics, and to develop skills to communicate such knowledge in professional English across occupational sub-cultures and 
between experts and non-experts. Additionally, students will acquire theoretical communicative and linguistic knowledge 
required for successful professional communication. 
 
The focus will be on selected areas within the knowledge domains of law, economics and finance. Examples of thematic 
modules covered during the course could be companies’ financial reporting, mergers and acquisitions and employment law. 
Furthermore, students will gain a theoretical and practical understanding of communicative and linguistic aspects which are 
relevant for successful professional communication, including aspects such as genre and register, reformulation and 
popularization strategies, crisis communication strategies and argumentative structure.  

Teaching methods 

Teaching methods will vary, depending on the task at hand. The main components will be introductions by the teachers, 
(student) presentations, reflecting teams, analytical exercises, case study discussions, tutorials and written assignments relating 
to the case(s) used etc. 

Expected literature 

A number of textbook chapters and journal articles, to be published on the course platform prior to semester start, covering the 
relevant knowledge domains and communicative and linguistic topics dealt with during the course. 

 
 

 

 



MA in International Business Communication – 1st semester 
 

English Proficiency Management - 7,5 ECTS 
(Common core course for both concentrations on MA IBC) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors: At the 
end of the course, students are expected to be able to  

 Identify features of communication that would not be appropriate or correct or could lead to misunderstanding in a 
given professional context 

 Use their theoretical insight to diagnose and distinguish between different types of language error: grammar, lexicon 
and/or style 

 Use their theoretical insight to explain to the language user in question what the challenge is and why a given, 
proposed solution may not be the most appropriate choice 

 Use their theoretical insight to identify problems related to corporate language choice and language policy 

 Assist their future colleagues in adjusting their English language communication to suit their professional purpose, 
demonstrating the appropriate level of awareness and interpersonal considerations when they convey information 
about the non-suitability of a given example of English language communication 

Examination 

Exam ECTS 7,5 

Examination form Oral Exam 

Individual or group exam Individual 

 Case based individual oral exam, based on pair synopsis 

Duration 20 min. per student, including examiners' discussion of grade, informing plus explaining the grade 

Grading scale 7-step scale 

Examiner(s) Internal examiner and external examiner 

Exam period Winter 

Make-up exam/re-exam Same examination form as the ordinary exam 
 

Course content and structure 

Organizations communicate in English and increasingly choose English as their corporate language. To address the English 
proficiency of the increasing number of professionals working in English irrespective of their language background, the course 
aims to provide theoretical and empirical insight into how, upon graduation, students can assist their future colleagues in 
developing their English language communication for professional purposes. Students will work with texts – oral as well as 
written –that are problematic as regards both language specific quality and meeting target audience expectations. Issues in 
corporate language choice(s) and language policy will be discussed and assessed as well as employee challenges using English as 
a lingua franca for corporate communication. Course work will primarily be case based thus allowing students to identify 
communication chokepoints, understand and remedy these and explain the causes and reasons for amendments made. 
Communicative competences involving linguistic, pragmatic, discourse, cultural and strategic competences will be part of the 
student’s portfolio of theoretical knowledge providing students with methods to identify, diagnose, explain and help remedy 
language use that is not appropriate in a given professional context.  

Teaching methods 

Teaching methods will vary, depending on the task at hand. The main components will be introductions by the teacher(s) and 
potential guest lecturers, (student) presentations, reflecting teams, analytical exercises, case study discussions, negotiation 
and/or mediation exercises, tutorials, written assignments relating to the case(s) used etc. The students will be encouraged to 
actively use a synchronous ICT platform for sharing ideas, information, documents etc. to support and enhance learning through 
collaborative activities. An additional purpose of the use of ICT is to allow students to monitor their own learning progress and 
to develop their learning capabilities for use beyond the course 

Expected literature 

A number of textbook chapters and journal articles, to be published on the course platform prior to semester start, on the 
various topics covered during the term 

 



MA in International Business Communication – 1st semester 
 

Marketing Strategy and Planning in an International Perspective - 7,5 ECTS 
(Course within the concentration ICM) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors:  

 explain the activities and processes involved in the formulation and implementation of marketing strategies and plans. 

 make qualified analyses of the market environment of the organization, its marketing strategic opportunities, its 
competencies and resources 

 critically asses the different approaches to strategy which constitute the foundation of marketing strategy and practice 

 link internal and external information including the use of market data in order to evaluate marketing strategic options. 

Prerequisites for registering for the exam: Number of mandatory activities: 1 

Examination 

Exam ECTS 7,5 

Examination form Home assignment - written product 

Individual or group exam Individual 

Size of written product Max. 10 pages 

Assignment type Written assignment 

Duration Written product to be submitted on specified date and time. 

Grading scale 7-step scale 

Examiner(s) One internal examiner 

Exam period Winter 

Make-up exam/re-exam Same examination form as the ordinary exam 
 

Course content and structure 

The course takes an outset in the process of strategic marketing planning in which the choice, drawing up and implementation 
of marketing strategies on the one hand are grounded in insights into the capabilities and resources of the company, and on the 
other, on analyses its external environment. With regard to the companies’own resources, the course concentrates on the 
mission, cultures, values, stakeholders, relationships and networks, and the strengths and weaknesses that define the strategic 
options. With regard to the external factors, the course introduces various models and tools which serve to analyze the 
marketing environment, including customers, the industry, the competitive situation, distribution channels as well as the culture 
of the market. 
 
The link between the internal and external factors constitute the starting point for the formulation and choice of strategic 
marketing alternatives,, implementation and performance management. In particular, the course emphasizes the connection 
between the theoretical concepts and models used in marketing strategic analysis, and marketing practice. 
 
Students’ ability to analyze, plan and make qualified marketing decisions are developed and through participation in the 
strategic marketing simulation game, MARKOPS. 
 
The last part of the course reflects on the way strategic thinking is used in marketing practice and how it contributes to 
efficiency, flexibility, innovation and organizational learning. 
 
Indicative literature: 
Hooley, Piercy and Nicouleaud, Marketing Strategy and Competitive Positioning. Prentice Hall. Latest edition. 

Teaching methods 

Lectures and case-discussions 

 
 

 



MA in International Business Communication – 1st semester 
 

Organizational Communication I: Structures and Dynamics - 7,5 ECTS 
(Course within the concentration MCO) 

Learning objectives 

To achieve the grade 12, students should meet the following learning objectives with no or only minor mistakes or errors: Ability 
to: 

 identify and describe organizational issues in communicative terms, 

 analyze and explain the causes for these issues by drawing upon the scholarly literature introduced in the course, 

 critically reflect on key theoretical concepts and apply them to empirical data, 

 put arguments into good academic writing (clear, accurate, and precise prose, correct use of relevant terminology, 
coherent structure of arguments, correct use of references). 

Examination 

Exam ECTS 7,5 

Examination form Home assignment - written product 

Individual or group exam Individual 

Size of written product Max. 5 pages 

Assignment type Written assignment 

Duration 72 hours to prepare 

Grading scale 7-step scale 

Examiner(s) One internal examiner 

Exam period Winter 

Make-up exam/re-exam Same examination form as the ordinary exam 
 

Course content and structure 

The course introduces students to communicative approaches to the management of organizational structures and dynamics. In 
particular, it addresses issues of hierarchy and heterarchy, power and politics, leadership and governance, as well as change and 
resistance, creativity and innovation, conflict and crisis. 
The range of themes and topics in organizational communication comprises: 
1. Text and Conversation: A Communicative Theory of the Firm 
2. Organizational Structures Between Hierarchy and Heterarchy 
3. Organizing and Organization: From Single Communication Events to Networks of Communication Episodes 
4. Playing Language Games: Power and Politics 
5. Discursive Management: Leadership and Governance 
6. Overcoming Resistance to Change 
7. From Creativity to (Open) Innovation 
8. Weathering the Storms of Conflict and Crisis 

Teaching methods 

The course features a series of lectures that introduces students to the theory and practice of organizational communication. 
Accompanying individual and group exercises offer the opportunity for students to put the respective theory into practice 
themselves. A mid-term exam execise will receive individual feedback. 

Expected literature 

* Ashcraft, K. L., Kuhn, T. R., & Cooren, F. (2009). Constitutional Amendments: ``Materializing’' Organizational Communication. 
Academy of Management Annals, 3(1), 1–64. 
* Blaschke, S., Schoeneborn, D., & Seidl, D. (2012). Organizations as Networks of Communication Episodes: Turning the Network 
Perspective Inside Out. Organization Studies, 33(7), 879–906. 
* Boje, D. M., Oswick, C., & Ford, J. D. (2004). Language and Organization: The Doing of Discourse. Academy of Management 
Review, 29(4), 571–577. doi:10.2307/20159071 
* Ford, J. D., & Ford, L. W. (1995). The Role of Conversations in Producing Intentional Change in Organizations. Academy of 
Management Review, 20(3), 541–570. 
* Cooren, F., Kuhn, T. R., Cornelissen, J. P., & Clark, T. (2011). Communication, Organizing and Organization: An Overview and 
Introduction to the Special Issue. Organization Studies, 32(9), 1–22. 
* Fairhurst, G. T., & Putnam, L. L. (2004). Organizations as Discursive Constructions. Communication Theory, 14(1), 5–26. 



MA in International Business Communication – 1st semester 
 

* Kuhn, T. (2008). A Communicative Theory of the Firm: Developing an Alternative Perspective on Intra-organizational Power 
and Stakeholder Relationships. Organization Studies, 29(8--9), 1227–1254. 
* Robichaud, D., Giroux, H., & Taylor, J. R. (2004). The Metaconversation: The Recursive Property of Language as a Key to 
Organizing. Academy of Management Review, 29(4), 617–634. 
* Schoeneborn, D., Blaschke, S., Cooren, F., McPhee, R. D., Seidl, D., & Taylor, J. R. (2014). The Three Schools of CCO Thinking: 
Interactive Dialogue and Systematic Comparison. Management Communication Quarterly, 28(2), 285–316. 
A complete list of the literature will be posted to Learn. 

 


