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List of abbreviations

CR

PLH

PLK

PLL

PLM

PLP

PLR

PLS

PLT

PVL
PVL-BVP
PVL-BP
PVL-MP
PVL-PLT
SWS
UPL
WPF

Credits according to the ECTS system

Examination based on term paper

Examination based on written exam

Examination based on laboratory work

Examination based on oral exam

Examination based on project work

Examination based on presentation

Examination based on research project

Examination based on written thesis

Prerequisite examination

Prerequisite examination for bachelor interim overall exam
Prerequisite examination for final bachelor graduation
Prerequisite examination for final master graduation
Prerequisite examination for registration for bachelor thesis
Contact hours per week

Non-graded examination (pass/fail only)

Electives
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Alignment matrix for teaching the competence goals according to KMK - “Interna-
tional Marketing”

Knowledge Appli-
Knowledge and cation and Genera- T » > E
Understanding tion Skills &3 £ 2
cwn O ©
5 . Ss | £8
52| 82| B2 | §9 | g5 | &% | ¢
85| Bt | 35| %2 £% | £§5 | &%
-_ O - O - o ® c © o O o
33T - 3 = = S 3 € s TSa
2o| 28 g g 8o S 5% So
X m ¥ 0 x E << = SO <<
Module °
Interdisciplinary modules
First stage of study
AQM1040 X X X X
AQM1140 X X X X X
BIS1050 X X X X X
ECO1040 X X X X X
ECO1210 X X X X X X
GMT1200 X X X X X X
GMT1210 X X X X X
LAW1010 X X X X X
LAW1200 X X X X X
SIC1050 X X
Program-specific modules
First stage of study
MCO2050 X X X X X X
MMM2170 X X X X
Interdisciplinary modules
Second stage of study
AQM2040 X X X X
ECO02100 X X X X X X
ECO2110 X X X X X X
ESR3100 X X X X X X
GMT2100 X X X X
GMT2110 X X X X X
GMT3040 X X X X X
GMT3100 X X X X X
GMT4100 X X X X X X X
INS3020 X X X
EXA4999 X X X X
THE4999 X X X X
Program-specific modules
Second stage of study
MMM2060 X X X X
MMM4100 X X X X X
MMM2120 X X X X
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First stage of study

SIC1050: GENERAL SKILLS AND COMPETENCIES

General Skills and Competencies

Module ID
Credits
SWS
Semester

Frequency

Associated Courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturer(s)

Subject area / course of study
Applicability in other programs
Pedagogical Approach

SIC1050

4

3

1+3

Every semester

e SIC1041 Social and Methodological Skills (1st semes-
ter, 2 credits).

e SIC1105 or SIC1106 Intercultural Competence (3rd se-
mester, 2 credits).

None

Social and methodological competence: UPL
Intercultural competencies: PLH/PLR

Social and methodological skills:
Successful participation in all courses (compulsory attendance)

Intercultural Competencies:
Successful completion of the exam (graded).

Social and methodological skills:
Not applicable, since the examination is ungraded.

Intercultural Competencies:
The sub-module counts towards the 2nd study section and is
included in the final Bachelor grade with a weight of 2 credits.

Social and methodological competence: 14-18

Intercultural competencies: 25

Social and methodological competence: German

Intercultural Competencies: French or Spanish
3 semesters

Foschiani, Stefan; Burkart, Brigitte; Bacher, Urban;
Bremser, Kerstin

Social and methodological competence:
student tutors

Intercultural competencies:
Professors of the university, IFS staff and lecturers.

General subjects
SIC1041 in all degree programs.

Seminar teaching



Objectives

Content

Social and methodological competence

1. training communication and teamwork:
Students will be able to...

Conduct factual conversations effectively,

can effectively conduct conflict talks,

recognize destructive, ingrained communication pat-
terns and know successful alternatives,

understand how to observe group processes and as-
sess their own behavior within the group,

can consciously perceive their own role in the group
and the effect of their behavior and

can influence and control teamwork in a goal-oriented
manner.

2. business simulation and business administration case study
The students...

know basic methods to analyze business problems,
know business decision-making processes in connec-
tion with essential corporate functions

have initial ideas on how to solve business manage-
ment problems.

3. presentation training
The students

gain confidence when appearing in front of groups

can structure and design presentations in a target- and
audience-oriented manner

can use media, stylistic devices and body language ap-
propriately

Intercultural communication

Students can

explain and apply the basic cultural theories,

deal with communication situations in different cultural
contexts,

Have a basic understanding of other cultures,

deepen their understanding of the cultures of French-
or Spanish-speaking countries.

recognize their own cultural background and reflect on
it critically,

acquire cultural awareness and practice communica-
tion in French and Spanish respectively

The module thus primarily serves to broaden knowledge and to
acquire communicative skills.

Social and methodological competence

1. training communication and teamwork

Perceptual processes
Communication basics

Giving and receiving feedback
Conversational

Characteristics of effective teamwork
Team development



Relation to other Modules

Roles in a group

Leading a group

Application of teamwork in a business administration
case study

2. business simulation + business administration case study

Getting to know complex decision-making methods in
business settings

Making business decisions in small groups

Company as a customer-oriented value chain
Cooperation of different task and decision makers
within a company

3. presentation training

Appearance in front of groups
Practice presentation situations

Use of media for presentations
Giving and taking feedback
Visualization and listener orientation

4. introduction to the study and examination regulations with e-
learning module. Conclusion with online test StuPo Digital.

Intercultural communication

General conditions:
1. Participation in a seminar course. Communication takes

place in Spanish or French to improve communication
skills in the foreign language. Work assignments / role
plays on the intercultural context will be worked on in small
groups.

2. Open to students of other majors and ISP with a minimum
level of B2 in Spanish or French.

Topics:

Critical reflection of cultural theories and their rele-
vance (Globe, Hofstede, Trompenaars, etc.)

culturally relevant standard situations such as greet-
ings, appointments, thanking people, opening conver-
sations, conversation strategies, etc.

Understanding of French- or Spanish-language life sit-
uations (humor, advertising, etc.)

Understanding of communication situations from the
business world, e.g. negotiations, meetings, etc.

Social and methodological competence

Business simulation: Business administration modules
Training: Seminars of the 3rd, 4th and 6th semester -
there an evaluation of the teamwork.

Presentation training: in all seminars of the further
studies - there is an evaluation of the presentations on
the basis of the taught criteria.



Literature

Workload

Additional Remarks

Last edited

Intercultural Competencies:
e Preparation for working in international teams, a study
or internship semester abroad

Social and methodological competence

e SIK Participant documents

e Schulz von Thun, F.: Miteinander reden: Stérungen
und Klarungen. Hamburg

e Birkenbihl, V.: Communication Training, Heidelberg

e Hartmann, M. et al: The convincing presentation, Wein-
heim

e Herbig, A. F.: Lecture and presentation techniques,
Norderstedt

e Kruger, W.: Leading Teams. Munich

Intercultural competence

e Hofstede, Pedersen, Hofstede: Exploring Culture - Ex-
ercises, Stories and Synthetic Cultures

e House, Hanges, Javidan, Dorfman, Gupta: Culture,
Leadership and Organizations - The GLOBE Study of
62 societies und Folgebande

e Minkov: Cross-Cultural Analysis

e Mahadevan, Primecz, Romani: Cases in Critical Cross
Cultural Management - An Intersectional Approach

Contact time: 3 SWS x 15 = 45 SWS + self-study 105 hours

Social and methodological competence

The 1st part (training in communication and teamwork) and the
2nd part (business simulation) take place during the introduc-
tory week of the first semester. They are embedded in the in-
troductory week for the freshmen. The work in small groups
also serves to socialize the freshmen. The 3rd part (presenta-
tion training) takes place at the beginning of the second semes-
ter of study. The training is conducted by student tutors who
also provide peer mentoring for the freshmen. To prepare for
the presentation training, it is recommended to work through
the e-learning tool PowerPoint.

Intercultural competencies

The course is offered in Spanish or French.

March 2020



GMT1200: FOUNDATIONS OF GENERAL MANAGEMENT |

Foundations of General Management |

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language

Module Duration

Module Coordinator
Lecturers

Subject area / course of study

Applicability in other
modules/courses of study

Pedagogical Approach

Objectives

GMT1200
1
6
6

Every semester

e GMT1011 Foundations of Accounting (2 credits)
e GMT1203 Foundations of Business Administration |
(4 credits)

None

Foundation of Accounting: UPL - 60 minutes
Foundations of Business Administration I: PLK - 60 minutes

Foundation of Accounting and Foundations of Business Admin-
istration I: successful completion of the examination

The ungraded examination performance (accounting) is not in-
cluded in any grade. The rest of the module is included in the
preliminary grade of the first study section with a weighting of 4
credits.

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 80 students

German

1 semester

Sander, Frauke and Trauzettel, Volker
Professors of the ABWL department and lecturers

General business administration
All business administration courses

Lecture with exercises

Foundation of Accounting:

Students master the recording of a company's main business
transactions in its internal and external accounting and under-
stand their significance. They will be able to assess the effects
of business transactions on the components of the annual fi-
nancial statements and the internal income statement.



Content

Relation to other modules

Literature

Foundations of Business Administration I:
This course is the first part of two foundation courses designed
to meet the following objectives:

Students understand basic business management, im-
portant objectives of a business, and the essential steps to
pursue them.

They know the basic structure of a company and the inter-
relationships between the parts of the company. They have
a basic understanding of the tasks and economic issues in
the individual operating functions.

Students understand how to assess the effects of opera-
tional business decisions on the company's results and its
social environment, and they are also familiar with the op-
tions available in the context of key constitutive business
decisions.

They understand the importance of customer orientation as
the guiding principle of all entrepreneurial activity and the
company as an entire value creation process focused on
the customer.

The students are familiar with basic problems of operational
management and are able to analyze them, to work out ad-
equate decision criteria as well as to develop procedures
for problem solving.

The module thus primarily serves to broaden and -deepen
knowledge. They realize how digital communication media and
technologies create new problems in firms and offer new ways
to solve them.

Foundation of Accounting:

Accounting obligation

Inventory and stocktaking

Balance sheet and profit and loss accounts
Accounting of business transactions

Basic features of the balance sheet and income state-
ment

Foundations of Business Administration I:

e Basic business terms and principles

e Design of operational functions, in particular>
Marketing>
Procurement & Logistics>
Production

e Ethical issues

Preparation of all other business administration modules

Foundation of Accounting:

e Coenenberg, et al, Introduction to Accounting,
Schaffer-Poeschel

e  Grimm-Curtius, H. and Duchscherer, M.: Finanzbuch-
haltung nach dem GKR und IKR - Lehrbuch mit Buch-
haltungs-Software, Oldenbourg.

10



Workload

Additional Remarks

Keywords

Last edited

e Heinhold, M.: Accounting in case studies, Schaffer -
Poeschel

e Horngren/Sundem/Elliott/Philbrick, Introduction to fi-
nancial accounting, Prentice Hall

e Schmolke, S. and Deitermann, M.: Industrielles Rech-
nungswesen - GKR, Winklers Verlag Gebr. Grimm

e Wedell, H.: Grundlagen des Rechnungswesens, Band
1, Buchfiihrung und Jahresabschluss, NWB

¢ Weygandt/Kimmel/Kieso, Financial accounting IFRS
edition, John Wiley & Sons

e Wohe, G.: Grundziige der Buchfiihrung und Bilanz-
technik, VahlenDaumler,

Foundations of Business Administration I:

e Mariott, S.; Glacki, Steve: Entrepreneurship: Starting
and Operating. A Small Business, Pearson

¢ Nothhelfer, R., Foschiani, S., Rade, K., Trauzettel, V.:
Klausurtraining fir allgemeine Betriebswirtschaftslehre,
De Gruyter

e Schierenbeck, H.: Grundzlge der Betriebswirtschafts-
lehre, Oldenburg

e Thommen, J.-P. and Achleitner, A.-K.: Allgemeine
BWL - Umfassende Einflihrung aus management-ori-
entierter Sicht, SpringerGabler

e Thommen, J.P.; Achleitner, A.-K.: Allgemeine Betriebs-
wirtschaftslehre Arbeitsbuch. Repetition questions -
tasks - solutions, SpringerGabiler.

e Wobhe, G., Doring, U: Einfiihrung in die allgemeine
BWL, Vahlen

In each case in the current edition

Students are expected to spend an additional 90 h for prepara-
tion, independent literature study, exercises and e-learning in
addition to the 6 x 15 = 90 SWS attendance time.

The two associated lectures of this module (Foundation of Ac-
counting and Fundamentals of Business Administration |) are
offered within one semester.

For participants with previous knowledge, an early examination
is offered in the sub-module "Foundation of Accounting" al-
ready in the first third of the semester.

Accounting, Annual financial statements, Accounting, Market-
ing, Production, Materials management

October 2019

11



GMT1210: FOUNDATIONS OF GENRAL MANAGEMENT I

Foundations of General Management Il

Module ID
Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language

Module Duration

Module Coordinator
Lecturers

Subject area / course of study

Applicability in other
modules/courses of study

Pedagogical Approach

Objectives

GMT1210
2

5

4

Every semester

GMT 1023 Foundations of Business Administration Il

None

PLK - 60 minutes

Successful passing of the examination performance

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 80 students

German

1 semester

Trauzettel, Volker

Professors of the ABWL department and lecturers

General business administration
All degree programs.

Lecture with exercises

This course is the second part of two foundation courses de-
signed to achieve the following goals:

¢ Students understand basic business management, im-
portant objectives of a business, and the essential steps to
pursue them.

e They know the basic structure of a company and the inter-
relationships between the parts of the company. They have
a basic understanding of the tasks and economic issues in
the individual operating functions.

e They know the basic principles of business decisions, in-
cluding the making of constitutive business decisions.

¢ They also understand the importance of customer orienta-
tion as the guiding principle of all entrepreneurial activity
and the company as an entire value creation process fo-
cused on the customer.

12



Content

Relation to other modules

Literature

Workload

Keywords

e The students are familiar with basic problems of operational
management and are able to analyze them, to work out ad-
equate decision criteria as well as to develop procedures
for problem solving.

e Students understand how to assess the effects of opera-
tional business decisions on the company's results and its
social environment.

The module thus primarily serves to broaden and -deepen
knowledge.

Constitutive corporate decisions

(location and legal form)

Effects of business management decisions on com-
pany results

Phases of the management process

Design of operational functions, in particular:

> Organization> Personnel

Ethical issues

Preparation of all business management modules in the sec-
ond stage of study.

Drosse, V. and Vossebein, U.: Allgemeine Betriebswirt-
schaftslehre, MLP - Repetitorium, Gabler Verlag
Hopfenbeck, W.: Allgemeine Betriebswirtschafts- und
Managementlehre, Verlag moderne industrie

Jung, H., General Business Administration, R. Olden-
bourg Verlag

Luger, A.E.: Aligemeine BWL Bd. 1: Der Aufbau des
Betriebes, Hanser Verlag

Mariott, S.; Glacki, Steve: Entrepreneurship: Starting
and Operating - A Small Business, Pearson
Nothhelfer, R., Foschiani, S., Rade, K., Trauzettel, V.:
Klausurtraining fir allgemeine Betriebswirtschaftslehre,
De Gruyter

Paul, J.: Praxisorientierte Einfihrung in die Aligemeine
Betriebswirtschaftslehre, SpringerGabler
Schierenbeck, H.: Grundzlige der Betriebswirtschafts-
lehre, Oldenburg Verlag

Straub, T.: Einfihrung in die allgemeinen BWL, Pear-
son.

Thommen, J.-P. and Achleitner, A.-K.: Allgemeine
BWL - Umfassende Einflihrung aus management-ori-
entierter Sicht, Gabler Verlag

Thommen, J.P.; Achleitner, A.-K.: Allgemeine Betriebs-
wirtschaftslehre Arbeitsbuch. Repetition questions -
tasks - solutions, SpringerGabiler.

Wéhe, G., Doéring, U.: Einfuhrung in die allgemeinen
BWL, Verlag Vahlen

Latest edition in each case

Students are expected to spend an additional 90 h for prepara-
tion, independent literature study, exercises and e-learning in
addition to the 4 x 15 = 60 SWS attendance time.

Entrepreneurial processes, Functions, Corporate governance,
Management, Personnel Organization Decisions

13
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Last edited

October 2019
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BIS1050: INTRODUCTION TO BUSINESS INFORMATICS

Introduction to Business Informatics

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other mod-
ules/courses of study

Pedagogical Approach

Objectives

BIS1050

1

5

4

Every semester

BIS1051 Introduction to Information Systems (2 credits)
BIS1052 Computer Exercises (2 credits)

BIS1053 IT learning modules of the university's e-learning plat-
form (1 credit).

None

Introduction to Information Systems: PLK - 60 minutes
Exercises on the computer: PLL

IT learning modules of the university's e-learning platform: PVL
so called “Office Test”, done in the faculties computer lab

The awarding of credits for the module requires the successful
passing of the preliminary examination performance. Credits
for the Introduction to Business Information Systems and the
exercises on the computer: require the successful passing of
the respective examination performance.

The preliminary examination credit does not count towards any
grade. The rest of the module is included in the preliminary
grade of the first study section with a weighting of 2 credits
each.

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

Introduction to Information Systems: max. 100 students
Exercise and e-learning: small groups

German

1 semester

Burkard, Werner

Professors of the study program Business Informatics

Business Informatics
All study programs

Lecture + Exercise + E-Learning

Students ...

e know categories of information systems, their functions
and field of application.
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Content

Relation to other modules

Literature

Workload

Last edited

can apply methods for modeling the organizational,
functional, data and control view.

know basics of information system project manage-
ment.

know selected technical basics of information and com-
munication systems.

Have a basic understanding of security measures in
the operation of information systems.

can apply spreadsheets to simple business problems.
can map simple data structures in a database and cre-
ate evaluations.

The module primarily serves to broaden and deepen
knowledge.

Information technology in business and society
Introduction to central concepts of information pro-
cessing with computers

Structure, operation and classification of computers
Overview of operational information systems
Information systems management and operation
Modeling of operational information systems
Creation process of an information system: plan-
ning/design/development

Office information systems at a glance

Teamwork: communication forms, groupware, work-
flow, knowledge management

ERP systems at a glance: Management of company-
wide resources and processes

Components of ERP systems

Networking basics for business economists: network
economics and portals

Consumer information systems and CRM (customer
relationship management)

Information systems between companies and suppli-
ers: from EDI to EAI

Information systems to support management

Data management and analysis with data warehouse,
OLAP and data mining

Selected exercises / discussion of tasks / e-learning
modules

Thesmann, St. / Burkard, W.: Wirtschaftsinformaitk fir Dum-
mies, 2. Auflage, Weinheim

Hansen, H. R. / Neumann, G.: Wirtschaftsinformatik 1, Bd.1
Grundlagen und Anwendungen, Stuttgart

Course, exercises and e-learning require 4 x 15 = 60 SWS at-
tendance time. In addition, approx. 90 h are required for prepa-
ration, independent literature study, own supplementary exer-
cises and e-learning.

April 2021
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ECO1040: FOUNDATIONS OF ECONOMICS |

Foundations of Economics |
Module ID

Semester

Credits

SWS

Frequency

Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other
modules/courses of study

Pedagogical Approach

Objectives

ECO1040

1

6

4

Every semester

ECO1041 Introduction and Microeconomics

German language: None
English language: proof of competence level B2 in English

PLK - 60 minutes

Successful passing of the examination performance

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 80 participants

German or English optional

1 semester

Beck, Hanno

Professors and lecturers of the department "Economics”

Economics
All degree programs

Lecture + Exercise

Changes in the economy as a whole and economic policy deci-
sions have a considerable influence on the success of individ-
ual businesses. The economic modules are designed to give
students the ability to independently assess the macroeco-
nomic framework for individual economic activity. Such
knowledge is indispensable for decision-making competence in
many business functions, especially for investment decisions,
from which in turn other business decisions are derived. The
module teaches principles of regulatory and competition policy
and familiarizes students with microeconomic approaches to
the analysis of economic problems in closed economies. In de-
tail, the following objectives are pursued:

e Students will be able to identify the essential elements
that determine the success of an economic system and
the competitiveness of a location.
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Content

Relation to other modules

Literature

e They are able to assess decisions on competition pol-
icy and competition law with a view to the conse-
quences for the individual and the economy as a
whole.

e You will learn to apply microeconomic analysis tech-
niques to understand the functioning of markets under
different market forms and under government interven-
tion.

The module primarily serves to broaden and deepen
knowledge.

e Subject, basic concepts and methods of economics

e Economic systems (ideal types and real types),
ordoliberalism and social market economy

e Demand and supply on goods markets, elasticities,
production and cost functions

e Price formation: perfect and imperfect competition, mo-
nopolistic price formation, oligopoly markets

e government intervention in market pricing: Maximum
prices, minimum prices, taxes, internalization of exter-
nal effects.

e Competition concepts and competition policy

Methodological basics are created, which are expanded in the
VWL module "International Economic Relations" in the context
of foreign trade and applied independently in the "Economic
Policy Seminar".

The derivation of supply on goods markets is linked to general
business administration (production and cost theory). The deri-
vation of demand for goods, pricing in different market forms
and competition policy have numerous points of contact with
marketing issues. Competition theory and policy complement
business courses on pricing and legal courses on competition
and antitrust law.

In each case in the latest edition:

e Beck, Hanno, Economics. Micro- and macroeconomics

e Krugman, Paul/Wells, Robin, Economics.

e Mankiw, Nicholas G./Taylor, Mark P., Basic Econom-
ics.

e Pindyck, Robert S./Rubinfeld, Daniel L., Microeconom-
ics.

e Samuelson, Paul A./Nordhaus, William D., Economics.
The international standard work on macroeconomics
and microeconomics.

e Stiglitz, Joseph E./Walsh, Carl E., Microeconomics,
Volume | on Economics.

e Varian, Hal R., Principles of Microeconomics.

e Wienert, Helmut, Grundzlige der Volkswirtschaftslehre,
Vol. 1: Introduction and Microeconomics.
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The course requires 4 x 15 = 60 h attendance time. In addition,
Workload approx. 120 h are required for preparation, independent litera-
ture study, working through the legal texts and exercises.

The module is also offered in English as part of the Interna-
Additional Remarks tional Study Program. Credits earned in English will count to-
ward the existing Credt requirement in English.

Keywords Microeconomics, microeconomics, economics

Last edited November 2019
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ECO1210: FOUNDATIONS OF ECONOMICS II

Foundations of Economics |l
Module ID

Semester

Credits

SWS

Frequency

Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

ECO1210

2

5

4

Every semester

ECO1012 Macroeconomics

German language: None
English language: proof of competence level B2 in English

PLK - 90 minutes

Successful passing of the examination performance

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

Max. 80 students

German and English (optional)

1 semester

Strotmann, Harald

Professors of the Department of Economics and Lecturers

Economics
All degree programs

Lecture

Changes in the economy as a whole and economic policy deci-
sions have a considerable influence on the success of individ-
ual businesses. The economic modules are designed to give
students the ability to independently assess the macroeco-
nomic framework for individual economic activity. Such
knowledge is indispensable for decision-making competence in
many business functions, especially for investment decisions,
from which in turn other business decisions are derived. The
module familiarizes students with macroeconomic approaches
to the analysis of economic problems in closed economies.
Specifically, the following objectives are pursued:

e Students will be able to identify the essential elements
that determine the success of an economic system and
the competitiveness of a location.

e Macroeconomic analysis gives students access to ex-
planations of the most important macroeconomic fac-
tors affecting business activity: unemployment, infla-
tion, economic growth, structural change and cyclical
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Content

Relation to other modules

Literature

Workload

Additional Remarks

Keywords
Last edited

fluctuations. They are able to explain these phenom-
ena and evaluate economic policy options for correct-
ing macroeconomic imbalances and their conse-
quences for business decisions.

The module thus primarily serves to broaden and -deepen
knowledge.

Subject, basic concepts and methods of economics
classical macroeconomic approach (full employment,
flexible prices)

Keynesian macroeconomic approach (underemploy-
ment, price rigidities)

Monetary theory and monetary policy, interest rate and
inflation explanation

Causes and possibilities of government influence on
economic fluctuations

Economic growth: determinants and limits

Structural change: causes and effects

Methodological basics are created, which are ex-
panded in the VWL module "International Economic
Relations" in the context of foreign trade and applied
independently in the "Economic Policy Seminar”.
Macroeconomic developments and their determinants
are relevant at many points in general business admin-
istration, e.g. when it comes to interest rate and price
developments or location decisions. Selected partial
aspects are of particular importance for individual
courses of study, e.g. economic fluctuations for pro-
curement and sales decisions.

Beck, Hanno, Economics. Micro- and macroeconomics
Blanchard, Olivier/llling, Gerhard, Macroeconomics
Krugman, Paul/Wells, Robin, Economics.

Mankiw, Nicholas G./Taylor, Mark P., Basic Econom-
ics.

Mankiw, Nicholas G., Macroeconomics.

Samuelson, Paul A./Nordhaus, William D., Economics.
The international standard work on macroeconomics
and microeconomics.

Wienert, Helmut, Grundzlige der Volkswirtschaftslehre,
Vol. 2: Makrodkonomie

Each of the two courses requires 4 x 15 SWS = 60 SWS at-
tendance time. In addition, approx. 60 h are required for inde-
pendent literature study, exercises, e-learning and exam prepa-

ration.

The module is also offered in English as part of the Interna-
tional Study Program. Credits earned in English will count to-
ward the existing credit requirement in English.

Macroeconomics, macroeconomics, economics, basics

November 2019
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LAW1010: LAW I
Law |

Module ID
Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

Content

LAW1010

1

5

4

Every semester
LAW1011 Business Law |

None

PLK - 60 minutes

A pass mark on the required examination

The credits earned are included in the final grade of the bache-
lor degree. Credits are a requirement for the 1st phase of the
study programme.

max. 80 students

German

1 semester

Head of the Business Law Department

Professors from the business law program and lecturers
Law

All business degree programs, except BSBA/Digital Enterprise
Management

Lecture with exercise

The Module contributes toward the achievement of the follow-
ing programme objectives:

Legal Knowledge

Acquire a profound knowledge of the principles of Business law
enabling them to analyse and develop acceptable solutions
and informed conclusions to legal problems which can be used
in practice. Define and solve legal cases based on the method
“Falllésung nach Anspruchsgrundlagen”.

Critical thinking and analytical skills- problem solving
Capable to unserstand complex legal isues and develop practi-
cally acceptable solutions. Students are able todo a proper re-
searcg and use the relevant information to draw a conclusion
on legal issues.

The following topics will be addressed:

¢ Introduction to Business Law and legal methods
¢ Principles of civil law
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Relation to other modules

Literature

Workload

Keywords
Last edited

¢ Principles of contract law

Foundations for Law Il and all other law lectures

e Gildeggen/Lorinser/Willburger et al, Private Commercial
Law

e Eisenmann/Quittnat/Tavakoli, Legal Cases from Private

Commercial Law

Fahrich, Private Commercial Law

Mehrings, Fundamentals of Private Commercial Law

Mussig, Private Commercial Law

Woarlen/Metzler-Muller, BGB AT

Latest edition respectively

150 credit hours with a split of 60 hours - attendance and 90
hours - self-study (prior and post preparation).

Law, Civil law

March 2021
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LAW1200: LAW I
Law Il

Module ID
Semester

Credits

SWS

Frequency
Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

LAW1200

2

6

6

Every semester

LAW1201 Business Law Il and Property Law and Law of Se-
cured Transactions

None

Written Examination

A pass mark on the required examination

The credits (30 credits) earned are included in the final grade
of the bachelor degree. Credits are a requirement for the 1st
phase of the study programme.

max. 80 students

German

1 semester

Head of the Business Law Department

Professors from the business law program and lecturers
Business Law

All business degree programs, except BSBA/Digital Enterprise
Management

Lecture and exercise

The Module contributes toward the achievement of the follow-
ing programme objectives:

Legal Knowledge

Acquire a profound knowledge of the principles of Business law
enabling them to analyse and develop acceptable solutions
and informed conclusions to legal problems which can be used
in practice.

Critical thinking and analytical skills

Capable to understand complex legal issues and develop prac-
tically acceptable solutions. Students are able to do a proper
research and use the relevant information to draw a conclusion
on legal issues.

The module primarily serves to broaden and deepen
knowledge.
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The following topics will be addressed:

Business Law Il
e Performance problems
Principles of Sales Law and contract law
Torts
Product liabilities
As well as selected problems in the areas of
o Service and employment contract
o Commercial agency contract
Content o Company law
o Loan Law

Law of Secured Transactions

¢ Acquisition of ownership over movable property

Acquisition of receivables

Basics of real estate property law

Overview of personnel securities - surety

Overview of real estate security (retention of title; transfer of
ownership by way of security; assignment by way of security

Relation to other modules Continuation of Law [; basis for all further law lectures.

e Gildeggen/Lorinser/Willburger et al, Private Commercial
Law

Brox/Walker, General Law of Obligations

Brox/Walker, Special Law of Obligations

Dutz/Thising, Labor Law

Eisenmann/Quittnat/Tavakoli, Legal Cases from Private
Commercial Law

Fahrich, Private Commercial Law

Mehrings, Fundamentals of Private Commercial Law
Mussig, Private Commercial Law

Schéfer, Corporate Law

Woérlen/Metzler-Miller, Law of Obligations General Part
Woérlen/Metzler-Mller, Law of Obligations Special Part
Wodrlen/Kokemoor, Property Law

Literature

Latest edition respectively

180 credit hours with a split of 90 hours - attendance and 90

Workload hours - self-study (prior and post preparation).

Keywords Law, Civil law

Last edited March 2021

25



AQM1040: MATHEMATICAL FOUNDATIONS FOR BUSINESS

Mathematical Foundations for Business

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language
Module Duration

Module Coordinator
Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

AQM1040

1

5

4

Every semester

AQM1041e Fundamentals of Analysis and Linear Algebra (3
credits)
AQM1042e Fundamentals of Financial Mathematics (2 credits).

German language: None
English language: proof of competence level B2 in English

Fundamentals of Analysis and Linear Algebra: PLK - 90
minutes
Fundamentals of Financial Mathematics: PLK - 60 minutes

Analysis and Linear Algebra: successful passing of the exami-
nation performance

Fundamentals of financial mathematics: successful passing of
the examination performance

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 200 students
German and English

1 semester
Kuhlenkasper, Torben

Professors of the Department of Quantitative Methods and Lec-
turers

Quantitative methods

All business administration courses, "Financial Mathematics" is
also used in the "Business Law" course.

Lecture with exercises

The students...
« can translate simple economic facts into mathematical

models

« are able to analyze economic functions by applying dif-
ferential and integral calculus

« Understand basic concepts of optimization methods by
applying the method of Lagrange multipliers.

+ master the handling of linear systems of equations and
matrices

»  Upon successful completion of the course, are
equipped with mathematical knowledge that will allow
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Content

Relation to other modules

Literature

them to access advanced courses in Statistics and
Quantitative Planning.

» know classic financial products

* master classical financial mathematical procedures
and methods of interest calculation, annuity calcula-
tion, investment calculation and redemption calculation

» can critically assess various offers from financial pro-
viders for investing money and taking out loans

* know how modern financial instruments (especially in-
terest rate derivatives) work and how they are used, as
well as their opportunities and risks

The module thus primarily serves to broaden and -deepen
knowledge.

The module consists of the two courses "Fundamentals of
Analysis and Linear Algebra" and "Fundamentals of Financial
Mathematics". Within the first course, the concepts of analysis
of functions with one variable (limit / continuity, homogeneity /
elasticity, differential and integral calculus) are first worked out.
Furthermore, the basic concepts of matrix-vector calculus (incl.
determinant, inverse) and the solution of linear systems of
equations are the subject of this course. Building on these two
areas, the basic methods of analysis of functions with several
variables (partial homogeneity, partial elasticity, partial / total
differential, differential calculus, multiple integrals, optimization
under constraints) are discussed. The course "Fundamentals
of Financial Mathematics" provides the necessary mathemati-
cal tools for the financial mathematics part of the course (expo-
nential / logarithm functions, sequences, series). Basics of in-
terest calculation serve as a basis for the following chapters.
Investment theory, annuity calculation, repayment calculation
and a chapter on prices and yields of securities introduce stu-
dents to entrepreneurial decision-making situations. An intro-
duction to interest rate financial derivatives provides an insight
into modern corporate financial planning.

Methodological foundations are laid for all other subjects from
the areas of Applied Quantitative Methods, General Economics
and Business Administration. Furthermore, this subject is the
basis for the specialization subjects Financing and Accounting.

Analysis

e Sydsaeter/Hammond: Mathematics for Economists,
Munich

e Schwarze: Mathematics for Economists - Volume 1:
Fundamentals, Herne.

e Schwarze: Mathematics for Economists - Volume 2:
Differential and Integral Calculus, Herne

e Schwarze: Mathematics for Economists - Volume 3:
Linear Algebra, Linear Optimization and Graph Theory,
Herne

e Tietze: EinfUhrung in die angewandte Wirtschaftsma-
thematik, Wiesbaden.
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Workload

Additional Remarks

Keywords

Last edited

Financial Mathematics

o Waist, K.: Finanzmathematik - Vom klassischen Spar-

buch zum modernen Zinsderivat, Wiesbaden.

Kuppinger, B.: Finanzmathematik, Wiley, Weinheim

Martin, T.: Finanzmathematik, Leipzig

Kobelt/Schulte: Financial Mathematics, Berlin

Beicke/Barckow: Risk-Management mit Finanzderiva-

ten, Munich et al.

Muller-Mohl, E.: Options and Futures. Stuttgart.

e Hull, J.: Options, Futures and Other Derivatives, Mu-
nich.

e Renger, K.: Finanzmathematik mit Excel, Wiesbaden.

e Tietze, J.: Einfihrung in die Finanzmathematik, Wies-
baden

Fundamentals of Analysis and Linear Algebra: 2 x 15 SWS =
30 SWS attendance time. In addition, approx. 60 h are required
for preparation, independent literature study, exercises and e-
learning.

Fundamentals of Financial Mathematics: 2 x 15 SWS = 30
SWS attendance time. In addition, approx. 30 h are required for
preparation, independent literature study, exercises and e-
learning.

The module assumes knowledge of a basic mathematics
course in high school. In the written exam of Analysis and Lin-
ear Algebra, basic mathematical skills are tested.

The course Fundamentals of Analysis and Linear Algebra is
also offered in the winter semester as a Fast Track in German
with 4 SWS/week and an early exam before Christmas.

The course Fundamentals of Analysis and Linear Algebra is
also offered in the winter semester as Fast Track (with an early
exam before Christmas).

Interest calculation, Differential and integral calculus, Linear
equations, Investment calculation, Pension calculation, Re-
demption calculation, Modern financial products

April 2021
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AQM1140: QUANTITATIVE METHODS |

Quantitative Methods |
Module ID

Semester

Credits

SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language
Module Duration

Module
Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical
Approach

Objectives

AQM1140

2

5

4

Every semester

AQM1141e Fundamentals of Descriptive Statistics (3 credits).
AQM1142e Mathematical Optimization (2 credits)

German language: None
English language: proof of competence level B2 in English

Fundamentals of Descriptive Statistics (3 credits): PLK - 60
minutes.
Mathematical Optimization (2 credits): PLK - 60 minutes

Basics of descriptive statistics: successful passing of the exam-
ination performance

Mathematical optimization: successful passing of the examina-
tion performance

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 200 students
German

1 semester
Kuhlenkasper, Torben

Professors of the Department of Quantitative Methods and Lec-
turers

Quantitative methods

All business administration courses

Lecture

The students...

1. Understand the importance of simple statistical concepts in
an economic setting;

2. Learn the statistical language R;

3. can analyze economic data sets using descriptive statisti-
cal functions in R;

4. can calculate and interpret decision-relevant information
from a data set using graphs and descriptive univariate ra-
tios;

5. Have the ability to correctly apply and interpret bivariate
techniques of correlation and regression.
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Content

Relation to other modules

Literature

6. can apply simple techniques of time series analysis, such
as index and forecast calculation, and interpret their re-
sults.

Can apply basic concepts of propability calculations;

can recognize and avoid statistical sources of error and at-
tempts at manipulation.

o ~N

The students ...

1. can think in a model-oriented way,

2. Know and understand the basic principles of quantitative
business planning,

3. know when and how to use the presented methods in busi-
ness planning and

4. can solve application-oriented problems independently us-
ing an algorithmic approach.

The module thus primarily serves to broaden and -deepen
knowledge -as well as to acquire instrumental competence.

The course "Fundamentals of Descriptive Statistics" addresses
the basic methods of univariate and bivariate procedures,
which are applied to business examples with the help of own or
computer-based calculations. Content ranges from survey and
scaling, to presentation and univariate analysis of quantitative
data, to analysis of bivariate relationships. An introduction to
probability theory is given.

In the course "Mathematical Optimization", the fundamentals of
a model-theoretical approach as the basis of quantitative cor-
porate planning as well as the most important methods of linear
planning calculation are taught. This includes in particular the
methods of linear programming and quantitative project plan-
ning. Emphasis is placed on the application of solution meth-
ods to business problems and on their economic interpretation.
For this purpose, a number of didactically useful examples from
the planning practice of the respective business administration
functional areas are discussed. In addition, special emphasis is
placed on the use of computer-aided solutions.

Methodological foundations are laid for the subjects of induc-
tive statistics, operations research, computer-aided manage-
ment methods, economics, and for individual aspects of busi-
ness administration and data analysis.

Basics of descriptive statistics

e Handl, A., Kuhlenkasper, T: Einflhrung in die Statistik
— Theorie und Praxis mit R, Heidelberg.

o Cleff, T.: Descriptive Statistics and Modern Data Analy-
sis. A computer-based introduction with Excel, SPSS
and Stata, Wiesbaden.

e Bortz, J.: Statistik fir Human- und Sozialwissenschaft-
ler, Berlin et al.

e Fahrmeier, L.: Statistics. Der Weg zur Datenanalyse,
Berlin et al.

e Schwarze, J.: Statistik 1, Statistik 2 und Aufgaben-
sammlung, Berlin

e Anderson, D. R., Sweeney, D.J., Williams T.A.: Statis-
tics for Business and Economics, Mason
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Workload

Additional
Remarks

Keywords

Last edited

Mathematical optimization

e Gritzmann, P.: Grundlagen der mathematischen Opti-
mierung, Springer, Wiesbaden.

e Koop, A., Moock, H.: Lineare Optimierung - Eine An-
wendungsorientierte Einfiihrung in Operations Rese-
arch, Spektrum Akademischer Verlag.

e Jarre, F., Stoer, J.: Optimization, Springer, Berling.

e Runzheimer, B., Cleff, T., Schafer, W.: Operations Re-
search Band 1: Lineare Planungsrechnung und Netz-
planchnik, Wiesbaden

e Gohout, W.: Operations Research, Munich, Vienna

e Domschke, W., Drexl, A.: Introduction to Operations
Research, Berlin et al.

e Hillier, F. S., Lieberman, G. J.: Introduction to Opera-
tions Research, Boston u.a.

e Taha, H. A.: Introduction to Operations Research, New
Jersey

Fundamentals of Descriptive Statistics: 2 x 15 = 30 SWS at-
tendance time. In addition, approx. 60 h are required for prepa-
ration, independent literature study, exercises and internet/e-
learning.

Mathematical optimization: 2 x 15 = 30 SWS attendance time.
In addition, approx. 30 hours are required for preparation, inde-
pendent literature study, exercises and internet/e-learning.

The course Fundamentals of Descriptive Statistics is also of-
fered in English in the summer semester as part of the Interna-
tional Study Program. Credits earned in English will count to-
ward the existing credit requirement in English

The german-language course is offered in the summer semes-
ter as a fast-track course with 4 SWS/week and an early exam
well before the normal exam period.

regression analysis, data collection, data reduction, data sum-
mary, probability analysis of contingency correlation

April 2021
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First stage of studies - modules specific to the study program

MCO2050: FUNDAMENTALS OF MARKETING

Fundamentals of Marketing
Module ID

Semester

Credits

SWS

Frequency

Associated courses
Prerequisites

Kind of examination -Duration of
Examination

Prerequisite for granting of credits

Importance of grade for end grade

Planned group size
Language

Duration of module
Responsible person
Lecturer

Study program
Pedagogical Approach

Applicability in other programs

Objectives

Content

MCO02050

2

5

4

Each semester

MCO2052 Fundamentals of Marketing

None
PLK — 60 minutes

Successful passing of the examination

The module is included in the credit-weighted average grade of
the preliminary examination (examination achievements of the
first study section, §17 Abs. 3 Stu-PO), which in turn counts to
the final bachelor grade with a weight of 30 credits.

max. 90 students

English

1 Semester

Walter, Nadine

Walter, Nadine

Bachelor International Marketing
Lecture with exercises

This module can also be taken by the study programs ,Be-
triebswirtschaft / Werbung® and ,Betriebswirtschaft / Marktfor-
schung und Konsumentenpsychologie® (there: MAR1100).

The course will provide the students with a comprehensive un-
derstanding of the concepts and principles of Marketing and its
applications.

Market environment and marketing strategy
e Marketing concept
e Market environment
e Marketing strategies
e Consumer buying behaviour
e Market segmentation, targeting and positioning

Marketing mix

e Product

e Brand

e Price

e Promotion
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Relation to other modules

Workload

Literature

Additional Remarks

Keywords

Last edited

e Place

Marketing plan and implementation
e Marketing plans
¢ Implementation and control

This module provides the basis for advanced courses of the
study program Bachelor International Marketing.

It is expected that the students spend (on top of the class times
of 4 x 15 = 60 SWS) 90 hours of preparation and debrief time,
individual literature study, preparation of cases and exercises
and preparation on final examination.

e Jobber, D./ Fahy, J.: Foundations of Marketing,
McGraw-Hill Higher Education.

e Kotler, P./Keller, K.L.: Marketing Management, Pear-
son.

e Jobber, D.: Principles and Practice of Marketing,
McGraw-Hill Higher Education.

The module is also offered to exchange students of the Interna-
tional Study Program

Fundamentals, marketing, marketing strategy, marketing mix,
marketing instruments, marketing planning, branding

June 2021
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MMM2170: FUNDAMENTALS OF MARKETING COMMUNICATION AND MEDIA

Fundamentals of marketing communication and media

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study
Applicability in other programs
Pedagogical Approach

Objectives

MMM2170

2

5

4

once a year in the summer semester

MMM2071: Fundamentals of Media and Introduction to Media
Economics
(2 SWS)

MMM2072: Fundamentals of Marketing Communication (2
SWS)

PVL (Digital Image Editing / Production of Audiovisual Media
Offerings) + PLK - 90 minutes

Successful completion of the PVL and passing of the exam

The credit-weighted average grade of the preliminary examina-
tion (examination results of the first study section, §17 para. 3
StuPO) is included in the final grade with a weight of 30 credits.

max. 50 students

German

1 semester

Prof. Dr. Lindstadt-Dreusicke

Prof. Dr. Lindstadt-Dreusicke; Prof. Dr. Yasmin Merz
Media Management and Psychology of Advertising
None

Lecture with exercises & discussions

Fundamentals of Media and Introduction to Media Economics:

The students can classify and categorize the media. They know
about the importance of the media for society, politics and the
economy. They can also assess the impact of the media on so-
ciety as well as their effect on the individual recipient. Further-
more, the students know the economic characteristics of media
markets as well as the relevant theories of modern media mar-
kets. Based on this knowledge, the functioning of media markets
as well as the behavior of the different market participants can
be explained. This knowledge is essential for the Media Man-
agement module in the 4" semester.
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Content

Relation to other modules

Literature

Fundamentals of Marketing Communication:

The students know about the meaning, conditions and contents
of modern marketing communication. They are familiar with the
objectives, functions and the various forms of advertising. Stu-
dents can distinguish different instruments of marketing commu-
nication and apply them in a targeted manner. They master the
strategic planning of communication and advertising and de-
velop an understanding of integrated communication. The stu-
dents acquire methodological skills and learn how to apply the-
oretical knowledge in practice. By doing so, they are able to clas-
sify and analyze business case studies.

The module primarily serves to broaden and deepen knowledge.
Both courses also contribute significantly to gaining communica-
tive competences.

Fundamentals of Media and Introduction to Media Economics:
¢ C(Classification of the media

e Importance of the media for society, politics and the
economy

e Media system

e Impact of the media

e Media usage

e Media economics and characteristics of media markets

e Digital Image Editing / Production of Audiovisual Media
Offerings (PVL)

Fundamentals of Marketing communication:

e Terms and contents of modern marketing communica-
tion

¢ Significance and general conditions of modern market-
ing communication

e Functions and objectives of advertising

e Instruments of Marketing communication

e Case studies: Discussion and solution

The module forms the basis for understanding the more ad-
vanced courses in the study program Media Management and
Psychology of Advertising as well as their application in upcom-
ing (business) projects.

Fundamentals of Media and Introduction to Media Economics:

e Schellmann, B./ Baumann, A./ Gaida, P./ Glaser, M./
Kegel, T., Medien verstehen gestalten produzieren

e Jackel, M., Medienwirkungen

e Beck, K., Das Mediensystem Deutschlands: Struktu-
ren, Markte, Regulierung

e Beyer, A/ Carl, P., EinfUhrung in die Medien6konomie
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Workload

Additional Remarks

Keywords

Last edited

e Dewenter, R./ Résch, J., Einfiihrung in die neue Oko-
nomie der Medienmarkte: eine wettbewerbsékonomi-
sche Betrachtung aus Sicht der Theorie der zweiseiti-
gen Markte

e Glaser, M., Medienmanagement

e Wirtz, B., Medien- und Internetmanagement

o  Selected resarch articles

Fundamentals of Marketing Communication:

e Bruhn, Manfred: Kommunikationspolitik, 8. Aufl., Vah-
len 2015

e Bruhn, Manfred: Unternehmens- und Marketingkom-
munikation: Handbuch fir ein integriertes Kommunika-
tionsmanagement. 3. Aufl., Vahlen 2014

e Gaiser, Brigitte; Theobald, Elke: Marketingkommunika-
tion im digitalen Wandel. In: Theobald, Elke (Hrsg):
Brand Evolution, 2. Aufl., Gabler 2017

e Tropp, Jorg: Moderne Marketing-Kommunikation: Sys-
tem - Prozess — Management, 2. Aufl., Springer VS
2014

e Trade Journals: W&V, Horizont for current topics oft he
advertising industry

Fundamentals of Media and Introduction to Media Economics
(with Digital Image Editing / Production of Audiovisual Media
Offerings (PVL)):

2 x 15 SWS = 30 SWS attendance time, plus 45h for prepara-
tion and wrap-up as well as independent literature study

Fundamentals of Marketing Communication:

2 x 15 SWS = 30 SWS attendance time, plus 45h for prepara-
tion and wrap-up, independent literature study and working on
case studies

Fundamentals of Media and Introduction to Media Economics:

media, media impact, media use, media economics

Fundamentals of marketing communication:

Marketing, marketing communication, advertising

March 2023
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Second stage of studies - interdisciplinary modules

GMT2100: FOUNDATIONS OF MANAGEMENT ACCOUNTING

Foundations of Management Accounting

Module ID
Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

GMT2100

3

5

4

Every semester

GMT2101 Management Accounting

None

PLK - 90 minutes

Successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 80 students

German or English (optional)

1 semester

Kropp, Matthias

Professors of the ABWL department and lecturers

General business administration
All business administration courses

Lecture

The students will be able

e ... to define and explain the central goals, terms, tasks
and contents of cost and activity accounting.
e ... toindependently carry out cost type, cost center and

cost unit calculations. They will also be able to calcu-
late contribution margin and operating result and work
out solutions for different questions from practice.

e ... independently carry out cost type, cost center and
cost unit calculations as well as contribution margin
and operating result calculations and work out solu-
tions for different questions from practice.

The module thus primarily serves to broaden and -deepen
knowledge.
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Content

Relation to other modules

Literature

Workload

Additional Remarks

Keywords
Last edited

Basic concepts of cost accounting

Cost Element Accounting

Cost Center Accounting

Cost Object Controlling

Partial costing

Decision-oriented cost accounting / direct costing

Preparation of all other BWL - modules of the second study
section, builds on the BWL modules of the first study section.

Coenenberg, A.G.: Kostenrechnung und Kostenana-
lyse. Schaffer-Poeschel

Daumler, K.-D., Grabe, J.: Kostenrechnung 1, Grundla-
gen

Daumler, K.-D., Grabe, J.: Cost Accounting 2, Contri-
bution Margin Accounting

Haberstock, L.: Kostenrechnung, Bd. 1: Einfihrung: mit
Fragen, Aufgaben und Lésungen, S + W Steuer- u.
Wirtschaftsverlag

Joos-Sachse, Th.: Controlling, Cost Accounting and
Cost Management, Gabler

Olfert, K.: Kostenrechnung, Kiehl-Verlag

Taschner, A./Charifzadeh, M.: Management and Cost
Accounting, Wiley

It is expected that the students spend 90 h for preparation, in-
dependent literature study, exercises and e-learning, in addi-
tion to the 4 x 15 = 60 SWS attendance time.

The module is offered in the winter semester as part of the In-
ternational Study Program as an English-language fast track
with 6 contact hours/week and an early exam before Christmas

Accounting, Calculation, Cost Accounting

March 2021
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GMT2110: FINANCIAL MANAGEMENT

Financial Managament
Module ID

Semester

Credits

SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

GMT2110

4 (but see notes)
7

6

Every semester

GMT2111 Financial Accounting, Investment and Finance | (3
credits)
GMT2112 Financial Accounting, Investment and Finance Il (4
credits)

None

PLK - 90 minutes

Successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 80 students

German or English (optional)

1 semester

Eichner, Korbinian

Professors of the ABWL Department

General business administration
All study programs

Lecture with exercises

The students

e know the legal and business fundamentals of the prep-
aration of commercial and international financial state-
ments and

e can assess the informative value of the financial state-
ments.

e can analyze the parts of a financial statement and as-
sess and propose accounting policy measures.

e know the essential criteria for assessing the profitability
of operational investments and can apply, evaluate and
compare methods of investment appraisal.

e know the essential sources of financing of the com-
pany. They can assess the various sources in terms of
their prerequisites and their advantages and compare
them qualitatively and quantitatively in terms of their ef-
fects on the company's results.

Objectives
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Content

Relation to other modules

Literature

Workload

Additional Remarks

e know the main instruments of credit protection and can
determine the capital requirements and debt servicing
capacity of a company.

The module thus primarily serves to broaden and -deepen
knowledge.

e Fundamentals of the annual financial statements (legal
basis, tasks and elements, recognition and measure-
ment principles)

e Balance Sheet, Income Statement, Notes and Man-

agement Report

Balance sheet analysis and balance sheet policy

Operational investment management

Financial planning and capital structure design

External and internal financing

Credit protection, debt service capability

Fundamentals of international accounting (IAS / IFRS)

Builds on the business administration modules of the first study
section

e Bacher. U.: Bilanzierung, Investition und Finanzierung,
nwb-Verlag

e Coenenberg, A.: Jahresabschluss und Jahresab-
schlussanalyse, Verlag Moderne Industrie

e Daumler, K.-D.: Betriebliche Finanzwirtschaft, Verlag
NWB

e Hillier, D. et al, Corporate Finance, McGraw-Hill.

e Meyer, C.: Bilanzierung nach Handels- und Steuer-
recht, Verlag NWB

¢ Nothhelfer, R.: Financial Accounting, De Gruyter
Oldenbourg

e Nothhelfer, R. et al: Ubungsbuch zur Finanzwirtschaft,
Oldenbourg

e Olfert/Reichel: Financing, Friedrich Kiehl Verlag

e Perridon, L. and Steiner, M.: Finanzwirtschaft der Un-
ternehmung, Verlag Vahlen

e Schildbach/Stobbe/Brosel: Der handelsrechtliche Jah-
resabschluss, Sternfels Verlag Wissenschaft und Pra-
Xis

e Zantow, R.: Financing, Pearson

6 x 15 = 90 SWS attendance time still 120 h for preparation, in-
dependent literature study, exercises and accompanying work

The module is offered for the study programs "Business Ad-
ministration / Taxes and Auditing" and "Business Administra-
tion / International Marketing" in semesters 2 +3, for the study
program "Business Administration / Controlling, Finance and
Accounting” it is already offered in semester 3.

Successful completion of the module is a prerequisite for the
THE4999 module.

The module is also offered in English at least once a year in
the summer semester as part of the International Study Pro-
gram. The credits achieved in English will be counted towards
the existing credit requirement in English.
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Accounting, Financial Management, Financing Investment, Fi-

Keywords nancial Management

Last edited March 2021
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GMT3040: BUSINESS ELECTIVE

Business Elective
Module ID
Semester

Credits

SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration
Module Coordinator
Lecturer(s)

Subject area / course of study

Applicability in other programs

Pedagogical Approach

Objectives

GMT3040

6

5

3-4

Every semester

TAX1011: Corporate Taxation (4 SWS)
CONZ2031: Fundamentals of Management Accounting (4 SWS)
GMT3041: Digital Entrepreneurship (3 SWS)

None

TAX1011: PLK-90 minutes
CON2031: PLK-60 minutes
GMT3041: PLH/PLR/PLM/PLK-60 minutes

Successful completion of the examination(s)

The module is weighted with its credits in the Bachelor final
grade.

max. 60 students

TAX1011: German
CON2031: German
GMT3041: English

1 semester

Lindstadt-Dreusicke

Various professors of the faculty
Various

TAX1011: all bachelor

CON2031: BW/Controlling, Finance and Accounting
GMT3041: ISP und BW-International Business-Double-De-
grees

Lecture with exercise

TAX1011

e Students understand the different tasks of tax jurispru-
dence, finance and business taxation.

e They use the legal texts to determine the taxable facts
and their bases of assessment in various types of tax.

e They recognize the effects of the sales tax system
(sales tax as a transitory item or as a cost item).

e You will be able to determine the income tax burdens
(including the tax base) of individuals (including case
studies on income tax assessment) as well as compa-
nies (especially partnerships and corporations) and en-
trepreneurs (partners).
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Content

e You will recognize the impact of taxes on business de-
cisions (option for VAT liability for small businesses,
choice of legal form, distribution policy, equity or debt
capital)

CON2031

Students understand management control as a business ser-
vice function for management with the sub-tasks of planning

coordination, plan control and the supply of relevant steering
information.

Students know the contribution of management control to strat-
egy, result and financial transparency.

They understand how the controlling function is related to and
differentiated from other functional areas within the company
(e.g. internal auditing, finance).

Students will become familiar with important instruments of
strategic and operational management control, can critically
evaluate and apply the main instruments in practice. Further-
more, they know the different approaches to the organization of
controlling.

GMT3041

After the successful completion of the module, stu-dents will
deeply understand the fundamentals of IT-driven and digital en-
trepreneurship. Light is shed on strategic dimensions of recent
developments in IT such as E-Business, Web 2.0, Social Media
Analy tics, and Cloud Computing together with their use for
new ventures and business models.

Based on these insights, the managerial implications for com-
petitive advantage, innovation, electronic marketing and pricing
will be acquired. Students will train tools and techniques such
as the Lean Startup approach and apply the learned topics
while devel-oping and presenting their own business idea in a
team.

The learned skills allow entrepreneurs to successful-ly enter
the market but also support managers of existing firms in de-
veloping IT-driven intrapreneurial innovation strategies helping
them to stay ahead of competition.

TAX1011

e Basics of the taxation system

e Value added tax (tax liability, EU internal market, dis-
play of value added tax, deductible input tax, VAT as a
cost, options, declaration requirements)

e Income tax (tax liability, types of income, determination
of taxable profit, wage tax, capital gains tax, determina-
tion of income tax burden, assessment cases)

e Trade tax (tax liability, determination) and trade tax
credit and their economic effects
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e Corporate income tax (tax liability, tax base, etc.)

e Determination of the total income tax burden with vari-
ous case studies and exercises

e Comparison of legal forms (partnerships and corpora-
tions)

CON2031

e Introduction and foundations of management control
e Forms and organizational approaches of controlling
e Instruments of strategic management control

e Instruments of operational management control

e Company valuation and value-based management
e Key performance indicators and reporting

e Functional aspects of management control

GMT3041

In this course, students will be grouped into hetero-geneous
teams of 4-6 students by the chair. Within these teams, they
will develop their own startup idea, write a business plan for it,
and pitch it to a jury of professional investors, founders etc. to-
wards the end of the semester.

Each group will eventually structure itself into the fol-lowing
roles:

1. Project manager and communicator (write-up or-gani-
zation)

Product/service operations expert

Market research expert

(Sales manager)

Financial manager & HR

SANE

. Builds on the business administration modules of the first study
Relation to other modules

section
e TAX1011
e Stobbe, Thomas: Steuern Kompakt, Sternenfels
e Grefe, Cord: Corporate Taxes, Ludwigshafen
e Important tax laws (NWB or Beck texts)

CON2031

e Baum, H.-G./Coenenberg, A.G./Glnther, T.: Strategi-
Literature sches Controlling.

e Britzelmaier, B.: Controlling: Grundlagen, Praxis,
Handlungsfelder.

e Horvath, P./Gleich, R./Seiter, M.: Controlling.

e Joos, T.: Controlling, Kostenrechnung und Kostenma-
nagement.

e Weber, J./Schéffer, U.: Einflhrung in das Controlling.
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Workload

Additional Remarks

Keywords
Last edited

GMT3041

e Blank, S. & Dorf, B.: The Startup Owner’s Manual: The
Step-By-Step Guide for Building a Great Company.
Pescadero (California), K&S Ranch.

e Maurya, A.: Running Lean: Iterate from Plan A to a
Plan That Works, 2. ed., Sebastopol, CA: O’Reilly &
Associates.

e Osterwalder und Pigneur: Business Model Generation:
A Handbook for Visionaries, Game Changers, and
Challengers, ISBN: 9780470876411, John Wiley &
Sons

Latest edition in each case

TAX1011: Students are expected to spend an additional 90 h
for preparation, independent literature study, exercises and e-
learning in addition to the 4 x 15 = 60 SWS attendance time.

CON2031: 150 hours, thereof contact time 60 hours (4 SWS x
15); self-study (preparation and wrap-up) and taking the exam
90 hours.

GMT3041: Students are expected to spend an additional 105 h
for homework, presentation, preparation, independent literature
study, exercises and e-learning in addition to the 3 x 15 =45
SWS attendance time.

The course GMT3041: Digital Entrepreneurship is offered in
English as part of the International Study Program. In the win-
ter semester, this course is offered as a fast track with 4
SWS/week and early examination before Christmas. Credits
earned in English will count toward the existing credit require-
ment in English.

The module can be taken as part of the mandatory semester
abroad at the partner university.

Marz 2022
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GMT3100: BUSINESS MANAGEMENT

Business Management
Module ID

Semester

Credits

SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

GMT3100
5and 6

5

4

Every semester

Semester 5: GMT3025 Management Simulation (2 credits)
Semester 6: GMT3013 Strategic Management (3 credits)

Completed first stage of studies

Management Simulation: UPL
Strategic Management: PLK - 60 minutes

Business simulation: successful passing of the examination
performance

Strategic Management: successful passing of the examination
performance

The ungraded examination performance (business simulation)
is not included in any grade. The remainder of the module is in-
cluded in the Bachelor's final grade with a weighting of 3 cred-
its.

Management Simulation: max. 25 students
Strategic Management: max. 80 students
German or English (optional)

2 semesters

Foschiani, Stefan; Terporten, Michael
Professors of the ABWL Department
General business administration

All degree programs with the exception of BW/International
Marketing

Business game: Business game

Strategic Management: Lecture with case study

The students
e understand the process of developing appropriate busi-
ness objectives and managing their implementation in
practice (management - process).
¢ Understand the company as a customer-oriented value
creation process
¢ know methods for its analysis and improvement.
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Content

Relation to other modules

Literature

e are familiar with various management principles, tech-
niques and models and can assess and apply their ad-
vantages and disadvantages as well as their impact on
the management and results of a company.

e have a holistic view of a commercially managed com-
pany and can assess the consequences of business
decisions on the company's results.

e know basic strategies for increasing corporate value
and know how to apply these to corporate functions.

e possess skills for the goal-oriented management of a
company (especially business planning processes), as
well as for dealing with team conflicts and complex de-
cision-making situations that have to be mastered un-
der time pressure and uncertain future expectations.

The module thus primarily serves to deepen knowledge and to
acquire instrumental competence. In particular, the sub-module
"Management Simulation" also contributes significantly to the
teaching of systemic competence and communicative compe-
tence.

This course "Corporate Governance" considers the strategic
problems that a company faces and the current explanatory
principles and tools that lead to a solution. The main topics are:
Introduction to Strategic Management, the strategic options,
the operational audit, the analysis of the performance chain,
benchmarking, the analysis of the industry, competitive analy-
sis, evaluation of the strategic position, the forecast of the fu-
ture as well as the corporate culture and mission statement.

Builds on the previous business administration modules.

A participant manual is provided for the Management Simula-
tion.

Strategic Management:

e Barney/ Hesterly (2012): Strategic Management and
Competitive Advantage, Pearson

e Bea, F.X./Haas, J.: Strategisches Management, Verlag
Lucius & Lucius

e Grant, R. M., "Contemporary Strategy Analysis", Black-
well Publishing

e Johnson, G./ Whittington, R./Scholes, K./ Angwin, D./
Regner, P. (2013): Exploring Corporate Strategy, Pear-
son

e Johnson, G. und Scholes, K. and Whittington, R., Ex-
ploring Corporate Strategy 8th Edition, Prentice Hall

e Korndorfer, W.: Unternehmensfiihrungslehre, Gabler

o Kotler / Berger / Bickhoff (2010): The Quintessence of
Strategic Management, Berlin / Heidelberg

e Mintzberg, H./Lampel, J./Quinn, J./Ghoshal, S.: The
Strategy Process, Prentice Hall.

e Steinmann, H./Schreybgg, G.: Management, Schaffer-
Poeschel
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Workload

Additional Remarks

Keywords
Last edited

e Welge, M. and Al-Laham, A.: Strategic Management:
Fundamentals, Process, Implementation, Gabler - Ver-

lag

Latest edition in each case

In addition to the 4 x 15 = 60 SWS attendance time (over 2 se-
mesters), students are expected to spend an additional 90 h for
preparation, independent literature study, exercises and ac-
companying work.

The Management Simulation takes place as part of the practi-
cal semester of the degree programs as a block event during
the lecture-free period. It takes place in small groups, so that
number of participants is limited. Advance registration is re-
quired.

The sub-performance "Strategic Management" can also be
completed as part of an equivalent performance during a se-
mester of study abroad.

The module is also offered in English as part of the Interna-
tional Study Program; participation restrictions apply to the
Business Simulation sub-credit. Credits earned in English will
count towards the existing credit requirement in English.
Please note that not every semester an English-language
course is offered and that the number of English-language
seminar places is limited in any case.

Corporate Governance, Management

July 2019
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GMT3400: MANAGEMENT IN SPECIFIC INDUSTRIES

Management in Specific Industries

Module ID GMT3400
Semester 6

Credits 6

SWS 5

Frequency Every semester

Selection from (6 credits each):

e GMT3401 Business Administration - Focus Manunfac-
turing

e GMT3402 Business Administration — Focus Financial
Industry / Banking

e GMT3403 Business Administration — Focus: Mobility

e GMT3421 Retail Management (in English)

e GMT3422 International Management (in English)

e GMT3423 Investment Banking and Corporate Finance
(in Englisch)

e |IDS3010 Interdisciplinary Studies

Associated courses

Deviating/additional offers are possible.

Prerequisites Completed first stage of studies

PLK - 90 minutes
(for IDS3010 depending on the courses taken by the Faculty of
Engineering).

Assessment Methods and
duration

Requirements for granting of

credits Successful passing of the exam

Significance for the Final Grade The module is weighted with its credits in the Bachelor final

grade.
Planned group size max. 80 students
Language German or English
Module Duration 1 semester
Module Coordinator Sander, Frauke
Lecturers Professors of the ABWL Department
Subject area / course of study General business administration
Applicability in other modules / All degree programs with the exception of BW/International
courses of study Management
Pedagogical Approach Lecture with exercises

The students can apply the so far acquired knowledge and
Objectives skills to the management of a company in a specific industry
(such as manufacturing, retail, banking). They know the special
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conditions and problems of doing business in the respective in-
dustry and can therefore also take on initial projects and man-
agement tasks relatively quickly.

Business Administration - Focus Manufacturing:

The students

can apply the knowledge and skills acquired in the pre-
vious business administration modules to the manage-
ment of a manufacturingcompany.

are familiar with the special conditions and problems of
doing business in this industry and are therefore able
to take on their first professional and personal manage-
ment tasks relatively soon.

Business Administration — Focus Financial Industry/ Banking:

The students

can apply the knowledge and skills acquired in previ-
ous business studies to the management of a financial
institution.

know the investment objectives and can assess and
evaluate all common forms of investments (deposits,
bonds, shares, investment funds, derivatives).

can apply a bank's credit services to companies and
their accounting systems.

know the essential instruments of loan protection/
credit risk mitigation.

can determine a company's debt service capacity and
thus arrive at a sound credit assessment.

are familiar with the interdependencies and the special
conditions of the banking industry and can therefore
take on their first professional and personal manage-
ment tasks in this field relatively quickly.

Business Administration — Fokus: Mobility:

The students

can apply the knowledge and skills acquired in the pre-
vious business administration modules.

acquire knowledge about the special conditions, prob-
lems and technical terms of economic work in compa-
nies of the mobility industry (especially the automotive
industry)

are proficient in methods of R&D management, pro-
duction control and logistics

and therefore have the qualifications to take on their
first professional and personal management tasks rela-
tively quickly.

Retail Management (English only):

The students

know the institutional characteristics of retail compa-
nies (retailers are service providers),

are familiar with typical tasks and problems in retail
companies, such as site selection, customer-oriented
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Content

product range development, brand policy, employee
management, especially in sales,

obtain knowledge in the management of commercial
enterprises and service enterprises

International Management (English only):

Students:

know the possible forms of the internationalization pro-
cess of a company and can work successfully in an in-
ternational environment.

are able, based on the knowledge and skills acquired,
to market products and services internationally and to
handle the necessary financing processes accordingly.
are familiar with the special conditions and problems of
internationally operating companies and can therefore
take on their first professional and personal manage-
ment tasks in this area relatively quickly.

Investment Banking and Corporate Finance

Upon completion of the module, students will possess:

An overview of the objectives and main subject areas
of corporate finance,

An understanding of how investment banking can as-
sist in achieving these objectives,

A solid understanding of how to identify and evaluate
value enhancement potential of capital projects,

the ability to approximate the value of a company from
an income, cost and market value perspective,

An in-depth understanding of long-term corporate fi-
nance with equity and debt instruments,

An understanding of how a company's capital structure
decision affects its enterprise value.

In-depth knowledge of specialized areas of Corporate
Finance Mergers & Acquisitions, Corporate Restructur-
ings, LBOs and Corporate Governance.

Interdisciplinary studies

The students

broaden their horizons by taking courses offered by the
faculty of engineering
know technical/IT framework conditions of the industry

The module thus primarily serves to deepen knowledge and to
acquire instrumental as well as systemic competence.

Special business administration:

Business Administration Fokus: Manufacturing:

The lecture focuses on the topics "Research and Development
in Manufacturing” as a key function for future competitiveness,
as well as production and logistics in the context of increasing

globalization.
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Business Administration — Fokus Financial Industry/ Banking
This lecture covers, among other things, the special features of
credit institutions institutions and their relulations as well as the
banking system in Germany. In addition, the various forms of
investments (deposits, bonds, shares, etc.) and the credit busi-
ness (forms of credit, loan expiration, security, credit-wothi-
ness) are dealt with, with particular emphasis on typical bank-
ing risks, especially interest rate and credit risk.

Business Administration — Fokus Mobility:

In the first part, Prof. Dr. Haugrund deals with topics relating to
the beginning of the value chain in the automotive industry.
Starting with fundamental questions about future global mobil-
ity, areas of responsibility for strategic R&D in the automotive
industry are mapped out. Subsequently, questions of R&D
management are dealt with in detail. Selected focal points of
the areas of production and logistics at suppliers as well as at
OEMs round off the first part of the lecture. Building on this,
Prof. Dr. Terporten focuses on the subsequent part of the value
chain such as sales and aftersales organizations. The dis-
cussed topics go beyond the automotive industry and shed
light on the challenges of mobility management as a whole.

Retail Management (English only):

This course covers the fundamentals of retail management.
The functions, trade marketing, procurement and logistics, em-
ployee management and corporate management are deep-
ened specifically for this industry. Practical examples and pro-
jects are used to work out specific tasks in retail companies.

The course is aimed at students who wish to work profession-
ally in a retail company. It is also aimed at students who will
work in sales and marketing in companies whose customers
are trading companies. Due to the proximity of retail services to
services, you will also gain insight into the specific characteris-
tics of service companies.

International Management (English only):

This lecture deals with the internationalization process of the
company, international marketing and the legal framework of
foreign activities.

Investment Banking and Corporate Finance

In the course Prof. Dr. Eichner deals with the following topics:
Principles of Investment Banking, Principles of Corporate Fi-
nance, Capital Budgeting and Value Creation, Corporate Valu-
ation, Capital Structure and Policy Structure, Mergers & Ac-
quistions and Capital Restructuring, LBOs and Corporate Gov-
ernance.

The Investment Banking and Corporate Finance course aims to
provide students with analytical skills to make corporate fi-
nance decisions in practice from a corporate value enhance-
ment perspective.
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Relation to other modules

Literature

Interdisciplinary studies

The contents taught depend on the chosen course: For the
module, different modules predefined on the part of the depart-
ment "General Business Administration" or courses of other
faculties can be provided.

Builds on the previous business administration modules.

Depending on the special business administration offered, lat-
est edition in each case.
Business Administration — Fokus Manufacturing:

Glnter Specht/Christoph Beckmann/Jenny Ameling-
meyer: R&D Management, Competence in Innovation
Management

Dietmar Vahs/Ralf Burmester: Innovationsmanage-
ment, Von der Produktidee zur erfolgreichen Vermark-
tung, Edited by Bernd P. Pietschmann and Dietmar
Vahs,

Klaus Brockhoff, Research and Development, Planning
and Control

Business Administration - Focus Financial Industry/ Banking:

Bacher, U.: Bank Management, Hartung-Gorre
Becker/Peppmeier: Banking Management, Ludwigsha-
fen

Hartmann-Wendels/Pfingsten/Weber: Bankbetriebs-
lehre, Springer
Steiner/Bruns: Securities Management, Stuttgart

Business Administration — Fokus Mobility:

Glnter Specht/Christoph Beckmann/Jenny Ameling-
meyer: R&D Management, Competence in Innovation
Management

Dietmar Vahs/Ralf Burmester: Innovationsmanage-
ment, Von der Produktidee zur erfolgreichen Vermark-
tung, Edited by Bernd P. Pietschmann and Dietmar
Vahs

Klaus Brockhoff: Research and development, planning
and control

Salima Sheila Douven: Brand effects in the automotive
supply industry: A cross-cultural comparison consider-
ing alternative marketing orientations by Salima Sheila
Douven, Wiesbaden.

Hans G Brunn: Globalization and Product Life Cycles
in the Automotive Sector: Methods, Concepts and Re-
sults from an Econometric Perspective, 2009.
Andreas Crone and Henning Werner: Crisis Manage-
ment in the Automotive Supply Industry, Berlin 2008
Dusan Gruden: Environmental Protection in the Auto-
motive Industry: Engine, Fuels, Recycling, 2008
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Oliver Kertész and Klaus M. Miller: Brand Equity in the
Automotive Industry: Willingness to Recommend and
Price Premium Acceptance, 2007

Helmut Becker: Ausgebremst: Wie die Autoindustrie
Deutschland in die Krise fahrt, 2007

Hannes Brachat, Willi Dietz, and Stefan Reindl: Funda-
mentals of Automotive Economics, 2005

Becker, H. 2007, Auf Crashkurs. Automobilindustrie im
globalen Verdrangungswettbewerb, Berlin Heidelberg.
Ebel, B. (Ed.): Automotive Management. Strategie und
Marketing in der Automobilwirtschaft; mit 34 Tabellen,
Berlin 2004.

Retail Management (English only):

Berman, Berry/Evans, Joel R., Retail Management: A
Strategic Approach, Upper Saddle River (NJ)

Dunne, Patrick/ Carver, James/ Lusch, Robert F.: Re-
tailing, Thomson South-Western

Levy, Michael/Weitz, Barton A./Grewal, Dhruv: Retail-
ing Management, 9th ed. McGraw-Hill
MunichMduller-Hagedorn, Lothar (1998), Der Handel,
Stuttgart

Tietz, Bruno (1993), The Trading Company, Munich

International Management (English only):

Czinkota, M.R., Ronkainen, |.A. et. al, International
Business.

Griffin, R.W., Pustay, M.W., International Business.
Hollensen, S. (2014): Global Marketing, Pearson
Johannson, J.J., Global Marketing

Investment Banking and Corporate Finance

Berk, J./DeMarzo, P.: Corporate Finance, Addison
Wesley.

Brealey, R./Myers, S./Allen, F.: Principles of Corporate
Finance, McGraw-Hill.

Damodaran, A.: Applied Corporate Finance, Wiley.
Damodaran, A.: Investment Valuation, Wiley.

Hacker, J./Ernst, D.: Applied International Corporate
Finance, Vahlen.

Ross, S./Westerfield, R./Jaffe, J.: Corporate Finance,
McGraw-Hill.

Vernimmen, P./Quiry, P./Dallocchio, M./Le Fur,
Y./Salvi, A.: Corporate Finance - Theory and Practice,
Wiley.

Interdisciplinary studies

Depending on the specific subject chosen

Workload

5x 15 =75 SWS contact hours and 105 h for preparation, in-
dependent literature study, exercises and accompanying work
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Additional Remarks

Keywords
Last edited

At least three elective courses are offered each semester, at
least one of which is in English.

The module may also be taken as part of an equivalent perfor-
mance during a semester of study abroad.

English language electives are offered as part of the Interna-
tional Study Program. Credits earned in English will count to-
ward the existing credit requirement in English.

Retail Banking, International Business Simulation

November 2019
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GMT4100: ADVANCES TOPICS IN MANAGEMENT

Advanced Topics in Management

Module ID
Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language

Module Coordinator
Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

Content

Relation to other modules

Literature

Workload

GMT4100

7

2

5

Every semester

GMT4101 Management seminar

Completed first stage of studies

PLR/PLH/PLP/PLM

Successful completion of the examination

The module is weighted with its credits in the Bachelor final
grade.

max. 24 students

German or English

Nothhelfer, Robert

Professors of the ABWL department and lecturers
General business administration

All business degree programs, except BSBA/Digital Enterprise
Management.

Seminar teaching

Within a short period of time, students are able to familiarize
themselves with specific, complex economic issues, penetrate
and analyze them, and come up with their own solutions. They
understand how to summarize and professionally present the
solutions in writing, both scientifically and for practical imple-
mentation.

The module thus primarily serves the acquisition of instrumen-
tal and systemic competence. In addition, communicative com-
petence is taught to a significant extent.

Selected scientific and practice-oriented topics from the field of
business administration

Builds on the courses of the previous business administration
modules.

Depending on the topics offered in each case

2 x 15 = 30 SWS attendance time and 120 h for preparation,
independent literature study, exercises and accompanying
work (esp. scientific paper and presentation).
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Additional Remarks

Keywords
Last edited

The module takes place in small groups, there are limitations
on the number of participants. Pre-registration is required. Im-
mediately following pre-registration, attendance at a kick-off
event is mandatory.

There are two timed formats for the module:

e The module is offered in the 7th semester as a block
within the first 6 or 7 weeks of lectures. The topics are
assigned at the end of the lecture period of the previ-
ous semester, so that the majority of the homework
can be completed during the lecture-free period.

e In addition, the seminar is also offered in the last half of
the lecture period, in which case registration for this
seminar takes place at the beginning of the lecture pe-
riod. The target group of this seminar format are stu-
dents who are not yet back at the university at the end
of the pre-semester, e.g. due to a semester abroad or
internship.

The module can also be taken as part of an equivalent perfor-
mance during a semester of study abroad. If the seminar per-
formance is provided in English, the credits will be counted to-
wards the existing credit requirement in English. Please note
that English-language courses are not offered every semester
and that the number of English-language seminar places is lim-
ited in any case.

Corporate Governance, Management

August 2019
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ECO02100: INTERNATIONAL ECONOMICS

International Economics
Module ID

Semester

Credits

SWS

Frequency

Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Teaching form

Objectives

ECO2100

3

5

4

Every semester

ECO2011 International Economics

None

PLK - 60 minutes

Successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 80 students

German or English (optional)

1 semester

Strotmann, Harald

Professors of the Department of Economics

Economics
all business administration courses

Lecture

Changes in the economy as a whole and economic policy deci-
sions have a considerable influence on the success of individ-
ual businesses. The economic modules are designed to give
students the ability to independently assess the macroeco-
nomic framework for individual economic activity. Such
knowledge is indispensable for decision-making competence in
many business functions, especially for investment decisions,
from which in turn other business decisions are derived. The
module extends the economic analysis of closed economies to
include international contexts, which have become considera-
bly more important for companies due to the globalization of
value chains. In detail, the following objectives are pursued:

e Students grasp the close integration of the German
economy into the global economy.

e They know the advantages and disadvantages of dif-
ferent exchange rate systems and the determinants of
exchange rate developments.
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e They understand the benefits of the international divi-
sion of labor and the drivers of the globalization pro-
cess.

e They are familiar with the most important international
organizations (IMF, World Bank, WTO, etc.) and can
assess their importance for international economic re-
lations.

The module thus primarily serves to broaden and -deepen
knowledge -as well as to acquire systemic competence.

Balance of Payments Analysis

Currency theory and policy

international trade in goods and services

international capital flows

Effects of globalization on industrialized and develop-
ing countries

e international regulatory framework (global governance)

Content

The economic analysis of real and monetary aspects of inter-
national economic relations is relevant for all business admin-
istration courses, as globalization now touches all industries,
company sizes and operational functions.

Relation to other modules

e Appleyard, Dennis R./Field, Alfred J./Cobb, Steven L.,
International Economics
e Feenstra, Robert C./Taylor, Alan M., International Eco-

nomics.
Literature . Krug.man, Paul/Obstfeld, Maurice, International Eco-
nomics
e Mankiw, Nicholas G./Taylor, Mark P., Basic Econom-
ics.

e  Wienert, Helmut, Grundziige der Volkswirtschaftslehre,
Vol. 2: MakroGkonomie

The lecture requires 4 x 15 SWS = 60 SWS attendance time. In
Workload addition, approx. 90 h are required for independent literature
study, exercises, e-learning and exam preparation.

Successful completion of the module is a prerequisite for the

modules THE4999 of the seventh semester (except for the de-

gree programs "Business Administration / International Busi-

Additional Remarks ness" and "Business Administration / International Marketing").
The module is also offered in English as part of the Interna-
tional Study Program. Credits earned in English will count to-
ward the existing credit requirement in English.

Keywords International economics, economics, foreign trade, economics

Last edited August 2019
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ECO2110: ADVANCED STUDIES AND APPLICATIONS IN ECONOMICS

Advanced Studies and Applications in Economics

Module ID
Semester
Credits
SWS

Frequency

Associated Courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area / course of study

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

ECO2110

3+4

5

3

Every semester

Semester 3: ECO2111 Scientific Writing; Media Competence
and Information Recherche

Semester 4;: ECO2112 Seminar in Economic Policy

Scientific Writing; Media Competence and Information Recher-
che: None.

Seminar in Economic Policy: passing the PVL Scientific work;
media competence, information acquisition/research.

PVL + PLH + PLR

For both courses: successful passing of the examinations in
each case

The module is included in the Bachelor's final grade with a
weighting of 5 credits.

Scientific Writing; Media Competence and Information Recher-
che: plenary session (up to 350 participants) with tutorial exer-
cises.

Seminar in Economic Policy: max. 24 students

German
Seminar in Economic Policy: also English (optional)

2 semesters

Strotmann, Harald

Professors of the Department of Economics and Lecturers
Economics

All business administration degree programs with the exception
of the "BW / International Marketing" degree program

Lecture/Workshop + Seminar

Changes in the economy as a whole and economic policy deci-
sions have a considerable influence on the success of individ-
ual businesses. The economic modules are designed to give
students the ability to independently assess the macroeco-
nomic framework for individual economic activity. Such
knowledge is indispensable for decision-making competence in
many business management functions, especially for invest-
ment decisions, from which in turn other business management
decisions are derived. The module consolidates the knowledge
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Content

Relation to other modules

Literature

acquired so far by independently applying economic methods
to a selected economic problem while observing the subject-

specific rules of scientific work. In detail, the following objecti-
ves are pursued:

¢ You demonstrate mastery of the techniques of scien-
tific work. You are competent in dealing with the media
and are familiar with the targeted research, processing,
preparation and communication of information.

e You will independently apply your knowledge of eco-
nomics to economic policy issues in the Economic Pol-
icy Seminar.

The module thus primarily serves the acquisition of instrumen-
tal and systemic competence. It also contributes significantly to
the teaching of communicative competence.

Scientific Writing (acquisition of the basics in the lecture and
guided application in the tutorial exercises):

Preparatory work for the seminar and final thesis
Literature research for the seminar and final paper
Literature acquisition, assessment and management
Discussions with the supervisor and other experts
Structuring the seminar paper and final paper
Manuscript preparation

Citation in a scientific paper

Manuscript Control

Seminar in Economic Policy (term paper on a selected eco-
nomic issue and presentation and discussion of the central re-
sults in the seminar), e.g. from the following areas:

Labor market policy and theory

Poverty and development

Economics of Education

Demography and economic development
Immigration in Germany and Europe

Energy policy in Germany and Europe

Financial market crises and banking supervision
Research and innovation policy

Monetary policy and theory

Globalization and competition between locations
Resource use and sustainability

Sports Economics

Entrepreneurship and Corporate Governance
Behavioral Economics

Monetary and fiscal policy

The Seminar in Economic Policy builds on the three preceding
Economics modules. The techniques of scientific work prac-
ticed in the Economic Policy Seminar through intensive super-
vision contribute significantly to the acquisition of methodologi-
cal competence and the preparation of a qualified Bachelor
thesis.

Scientific Writing:
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Workload

Additional Remarks

Keywords

Last edited

e Brink, Alfred, Anfertigung wissenschaftlicher Arbeiten.
A process-oriented guide to the preparation of bache-
lor's, master's and diploma theses.

e Franck, Norbert/Stary, Joachim (eds.), The Technique
of Scientific Work. A practical guide

e Theisen, Manuel R., ABC des wissenschaftlichen Ar-
beitens. Successful in school, university and career

¢ In addition, we recommend that you take a look at the
homepage of the Department of Economics, where you
will find further documents and literature references in
addition to the faculty's guidelines for writing papers in
economics under Studium/Wissenschaftliches Ar-
beiten.

Seminar in Economic Policy: depending on the specific semi-
nar topic

The module requires 3 SWS x 15 = 45 SWS attendance time.
Of these, 1 SWS x 15 are allocated to the course "Scientific
Writing" (1 credit) and 2 SWS x 15 to the course " Seminar in
Economic Policy" (4 credits). In addition, approx. 105 h are re-
quired for preparation, independent literature study, preparation
of the term paper and preparation of the seminar presentation.
Of these, 15 h are allotted to the course "Scientific Writing" and
90 h to the course " Seminar in Economic Policy".

Successful completion of the module is a prerequisite exam for
the module THE4999.

The competences taught in the course "Scientific Writing; Me-
dia Competence and Information Recherche " will be examined
separately by means of a preliminary examination; without
passing this examination, students will not be admitted to the
seminar.

Registration for the Seminar in Economic Policy and the as-
signment of topics takes place in the pre-semester. The major-
ity of the term paper is written during the semester break.

The Seminar in Economic Policy is also offered in English.
Seminar credits earned in English will count toward the existing
5 credit requirement in English.

Scientific Writing, economic policy seminar, seminar, econom-
ics

August 2019
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AQM2040: QUANTITAIVE METHODS I

Quantitative Methods I
Module ID

Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration
Module Coordinator
Lecturers

Subject area

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

AQM2040

3

5

4

Every semester

AQM2101 Fundamentals of Inferential Statistics (3 credits).
AQM2041 Operations Research (2 credits)

None

Fundamentals of inductive statistics: PLK - 60 minutes
Operations Research: PLK - 60 minutes

Fundamentals of inductive statistics:
Successful passing of the examination performance

Operations Research:
successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

Fundamentals of inductive statistics: max. 200 students.

Operations Research: max. 100 students

German

1 semester

Kuhlenkasper, Torben

Professors of the Department of Quantitative Methods
Quantitative methods

All business administration courses, except
BW/International Marketing

Lectures with exercises

Basics of inductive statistics

The students...

1. understand simple procedures of inductive statistics
and can implement them with R;

2. master the basic rules of probability theory;

3. know the concepts of probability distributions (chi-
square, binomial, hypergeometric, Poisson, Student,
normal and F-distributions) and can apply them to eco-
nomic issues;

4. can calculate and interpret confidence intervals for
means, variance and proportions;

5. can apply basic nonparametric tests;

6. can perform and interpret parametric one-sample and
two-sample T-tests;
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Content

Relation to other modules

Literature

can perform and interpret the non-parametric chi-square test.
Operations Research

The students ...
1. can represent course-specific problems in quantitative
models,
2. can solve course-specific problems independently us-
ing an algorithmic approach,
3. know computer-assisted solutions to problems specific
to the course of study.

The module thus primarily serves to broaden and -deepen
knowledge -as well as to acquire instrumental competence.

Students will gain insight into probability theory, parameter esti-
mation procedures, the various types of frequency procedures,
hypothesis testing, and interpretation of the major parametric
and non-parametric testing procedures.

In the Operations Research course, the methods of Mathemati-
cal Optimization are supplemented by applied methods of busi-
ness planning, whereby the respective topic focus depends on
the composition of the respective platoon. Topics include trans-
portation and location planning, simulation and queuing theory,
portfolio approaches to strategy evaluation, methods for invest-
ment and financing planning, game theory for understanding
cooperative and non-cooperative (economic) behavior, etc.
Emphasis is placed on demonstrating the solution methods on
business problems and on their economic interpretation. For
this purpose, a number of didactically useful examples from the
planning practice of the respective functional areas of business
administration will be discussed.

Methodological foundations are laid for the subjects of com-
puter-aided management methods as well as for individual as-
pects of business administration of the second study section
and the respective specialization.

Basics of inferential statistics

e Handl, A., Kuhlenkasper, T.: Einfihrung in die Statistik
— Theorie und Praxis mit R, Heidelberg.

e Bortz, J.: Statistik fir Human- und Sozialwissenschaft-
ler, Berlin et al.

e Fahrmeier, L.: Statistics. Der Weg zur Datenanalyse,
Berlin et al.

o Zofel, P.: Statistics for Social Scientists, Munich.

e Schwarze, J.: Statistik 1, Statistik 2 und Aufgaben-
sammlung, Berlin

e Anderson, D. R., Sweeney, D.J., Williams T.A.: Statis-
tics for Business and Economics, Mason

Operations Research

e Runzheimer, B., Cleff, T., Schafer, W.: Operations Re-
search Band 1: Lineare Planungsrechnung und Netz-
planchnik, Wiesbaden

e Gohout, W.: Operations Research, Munich, Vienna.
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Workload

Additional Remarks

Keywords

Last edited

HS PF ===

\
\

\
\
\

\

e Domschke, W., Drexl, A.: Introduction to Operations
Research, Berlin et al.

e Homburg, C.: Quantitative Betriebswirtschaftslehre,
Wiesbaden

e Hillier, F. S., Lieberman, G. J.: Introduction to Opera-
tions Research, Boston u.a.

e Taha, H. A.: An Introduction to Operations Research,
New Jersey

e Thonemann, U.: Operations Management, Munich

Fundamentals of inductive statistics:

2 x 15 SWS = 30 SWS attendance time, additionally approx. 60
h for preparation, independent literature study, exercises and
internet/e-learning

Operations Research:

2 x 15 SWS = 60 SWS attendance time, additional approx. 30
h for preparation, independent literature study, exercises and
internet/e-learning

Successful completion of the module is a prerequisite for the
module THE4999.

The course Fundamentals of Inductive Statistics is also offered
in the winter semester as part of the International Study Pro-
gram as an English-language fast track with 4 SWS/week and
an early exam before Christmas. If this course is held in Eng-
lish, a successful completion of 3 credits on the existing credit
requirement in English is suggested.

Linear programming (simplex), Corporate planning, Implemen-
tation of planning calculation, hypothesis testing, probability
distributions, confidence intervals

April 2021
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ESR3100: ETHICS AND SOCIAL RESPONSIBILITY (ELECTIVES)

Ethics and Social Responsibility (Electives)

Module ID
Semester
Credits
SWS

Frequency

Associated Courses

Prerequisites
Assessment Methods and duration

Requirements for granting of
credits

Significance for the Final Grade
Planned group size

Language

Module Duration

Module Coordinator

Lecturers

Subject area

Applicability in other modules /
courses of study

Pedagogigcal Approach

Objectives

ESR3100

6

5

4

Every semester

electives:

e ESR3101 Business Ethics: Economic and Social His-
tory Perspectives.
ESR3102 Business Ethics (in English)
ESR3103 Environmental management
ESR3104 Sustainable Development
ESR3105 Sustainable Development (in Englisch)
ESR3106 Ethics, Business and Society (in Englisch)
ESR3107 Corporate Environmental and Sustainable
Management (in Englisch)
e ESR3108 Ethics, Business and Society

(Other / alternative events possible)
Completed first stage of studies

PLK/PLR/PLP/PLM; PLK - 60 minutes
Successful completion of the examination

The module is weighted with its credits in the Bachelor final
grade.

max. 80 students

German
Sustainable Development: English

1 semester
Volkert, Jurgen

Professors of the Faculty of Economics and Law, especially
from the Department of Economics

Economics
All business administration courses

Lecture with exercises

Expansion of the economic value perspective to include ethical
and social perspectives as well as their consequences for the
increasingly significant social responsibility of companies in -
globalization. The aim is to impart fundamental knowledge and
skills for dealing with different demands on companies as well
as approaches for expanded value and conflict management.

66



Content

Literature

Workload

Additional Remarks

Last edited

The module thus primarily serves to deepen knowledge and to
acquire instrumental and systemic competence.

The course is offered as an elective with the aforementioned
specializations. All specializations deal with questions of corpo-
rate responsibility against the background of different value
concepts and social demands in different cultures. The result-
ing restrictions and conflicts for entrepreneurial action as well
as different alternatives for their goal-oriented consideration are
discussed.

In the specialization ESR3102/ESR3106/ESR3108, the im-
portance of different values and norms for companies and soci-
ety are discussed. The focus is on the goal-oriented handling of
conflicts and dilemma situations with the help of ethics man-
agement systems, while at the same time clarifying the im-
portance of order and individual ethics. Furthermore, special
ethical challenges and strategies for the perception of corpo-
rate responsibility in globalization are discussed.

In the specialization ESR3103/ESR3107, the consideration of
ecological requirements in entrepreneurial activities is dealt
with from an operational perspective. The focus is on sustaina-
ble development and the consequences this has for the econ-
omy. Conflicts of objectives are highlighted and solution strate-
gies as well as concrete decision-making instruments are pre-
sented as examples.

The specialization ESR3104/3105 provides insights into socio-
economic processes and challenges regarding the need for
sustainable development. The focus of the course is on the
economic and social aspects of sustainability and their interre-
lationships. Students will understand the opportunities, chal-
lenges and responsibilities that arise from good governance,
from society, from firms and from the national economy. An-
other goal is the competent handling of globalization criticism.

The specialization "ESR3101 addresses social and economic
conflicts from a historical context. It shows long-term economic
and social structures in society, which are important for under-
standing today's economic and socio-political conflicts and an
economic and social policy based on them.

Depending on the elective chosen

Contact time 4 x 15 = 60 SWS and self-study to the extent of
90 h

The module may also be taken as part of an equivalent perfor-
mance during a semester of study abroad.

English language modules are also offered in English as part of
the International Study Program. Seminar credits earned in
English will count toward the existing credit requirement in Eng-
lish.

August 2019
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INS3020: INTERNSHIP SEMESTER

Internship Semester
Module ID
Semester

Credits

SWS

Frequency

Associated courses

Associated Courses

Prerequisites

Assessment Methods and duration

Requirements for granting of
credits

Planned group size

Language

Module Duration
Module Coordinator
Lecturers

Subject area

Applicability in other modules /
courses of study

Pedagogical Approach

Prerequisite modules / courses

Objectives

INS3020

5

28 credits

2

Every semester

Work experience internship semester (26 credits)
Lecture accompanying the practical semester (2 credits)

Registration for the internship semester takes place ex officio
at the beginning of the 4th semester of study.

If the first study section has not been completed at the begin-
ning of the 4th semester, the internship semester will be com-
pulsorily postponed and cannot be started in the 5th semester.

Accompanying lecture to the practical semester: UPL / Partici-
pation

Work experience internship semester must be evidenced by an
internship contract of at least 100 working days (after adjust-
ment for vacation/iliness) and internship reports.

The accompanying lecture for the practical semester requires a
successful passing of the examination performance and partici-
pation

The module does not count towards the bachelor's final grade.

Work experience internship semester: not applicable

Accompanying lecture to the practical semester: max. 80 stu-
dents

German

1 semester

Depending on the course of study
Professors of the university

Respective study program
Depending on the course of study

Seminar-based teaching (Accompanying lecture)

Completed first stage of studies
(=entry requirement for internship semester)

Students
e learn to navigate the environment of their internship
site
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Content

Literature

Workload

Additional Remarks

Last edited

e are able to apply the skills they have acquired during
their previous studies

e get to know the fields of application of the previous
study contents and expand their knowledge

The module thus primarily serves the acquisition of instrumen-
tal and systemic competence. It also makes a significant contri-
bution to communicative competence.

The internship semester must be completed in an occupational
field appropriate to the occupational field of the respective de-
gree program. An internship abroad is possible.

None

The internship semester consists of 26 credits and requires a
period of at least 100 working days in the internship.

The accompanying block course requires a total of 30 SWS at-
tendance time. In addition, approx. 30 h are required for their
preparation.

The internship semester can be postponed upon request via
the respective internship semester supervisor in the degree
program, e.g. in order to bring forward a semester of study
abroad.

An internship abroad is not recognized under the International
Study Program and cannot be counted toward the existing
credit requirement in English.

August 2019
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EXA4999: FINAL EXAMINATIONS

Final Examinations

Module ID EXA4999
Semester 7

Credits 5

SWS 2

Frequency Every semester

. Scholarly Colloquium (2 credits)
Associated Courses Oral Examination (oral exam) (3 credits)
Prerequisites Successful completion of the first study section
q Enroliment is only possible from the 6th semester onwards.
COL4999 Scholarly Colloquium: UPL / Attendance.

Assessment Methods and duration ORA4999 Bachelor Examination: PLM

Scholarly Colloquium: Participation
Bachelor examination: successful passing of the examination
performance

Requirements for granting of
credits

The Scholarly Colloquium does not count towards the bache-
lor's degree grade, while the oral bachelor's examination
counts towards the bachelor's degree grade with a weighting of
3 credits.

Significance for the Final Grade

Planned group size max. 3 students

Scholarly Colloquium: German or English (optional)

Language Bachelor Examination (oral exam): German
Module Duration 1 semester
Module Coordinator Respective program director
Lecturer(s) All courses and fields of study
Subject area / course of study Respective dean of studies/program director
Applicability in other programs All business administration courses
Pedagogical Approach Scholarly Colloquium: teaching talk
Scholarly Colloquium:
The students
e discuss the essential contents of the planned bachelor
thesis with the first reviewer
e are able to present the most important aspects of the
Objectives chosen topic, engaging in critical discussion.

e structure the chosen topic in a meaningful way
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Content

Relation to other modules

Literature

Workload

Additional Remarks

Keywords
Last edited

Oral Examination:

The students
e are able to answer questions regarding the content of
their major in particular

The module thus primarily serves the acquisition of instrumen-
tal and systemic competence. It also contributes to the
teaching of communicative competence.

Scholarly Colloquium:

Presentation of the contents of the planned or just started
bachelor thesis and its critical discussion with the first examiner

Oral Examination:

Reflection, esp. of the contents of the study program emphasis
Final event for the modules of the respective study program
Depending on the course of study and topic of the final thesis

Scientific colloquium: 60h
Bachelor Examination (oral exam): 90 h
for preparation / self-study

The oral Bachelor examination requires separate registration
with the examination office.

The " Scholarly Colloquium" can also be completed in English.

However, credits earned in English will only count towards the

existing credit requirement if the thesis was also written in Eng-
lish.

Thesis preparation, final exam

August 2019
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THE4999: THESIS
Thesis
Module ID
Semester
Credits
SWS
Frequency

Associated course

Prerequisites

Assessment Methods and duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language

Module Duration
Module Coordinator
Lecturers

Subject area

Applicability in other modules /
courses of study

Pedagogical Approach

Objectives

Contents
Relation to other modules
Literature

Workload

THE4999
7
12 credits
None
Anytime
- (Thesis)
1. Completed first study section and

Completion of coursework in the 3rd and 4th semesters of
study.

PLT
Passing the examination performance

The module is included in the Bachelor's final grade with a
weighting of 12 credits.

Not applicable

German or English (optional)

3 months

Respective dean of studies/program director
Professors of the university

All courses and fields of study
All business administration courses

Scientific work

Students will be able to

e work on a topic scientifically and to analyze its aspects
critically
e develop possible solutions

The module thus primarily serves to deepen knowledge and to
acquire instrumental and systemic competence. It also contrib-
utes significantly to the teaching of communicative compe-
tence.

Preparation of a comprehensive scientific paper (thesis)
Depends on the chosen topic
Depends on the chosen topic

360 hours of self-study/thesis preparation
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Additional Remarks

Keywords
Last edited

The duration of the thesis is three months.

If the thesis is written in English, its credits will count toward the
credit requirement in English.

Thesis

August 2019
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Second stage of Study — Program Specific Modules

MMM2060: FUNDAMENTALS AND METHODS IN PSYCHOLOGY

Fundamentals and Methods in Psychology

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study
Applicability in other programs
Pedagogical Approach

Objectives

MMM2060

3

7

6

At least once a year in the winter semester

MMM2061: Empirical Research Methods in Psychology (4
SWS, 5 Credits)

MMM2062: Introduction to Psychology and Applied Economic
Psychology (2 SWS, 2 Credits)

None

PLK - 90 minutes + PLR

Successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 50 students

German

1 semester

Prof. Dr. Fohl

Prof. Dr. Fohl

Media Management and Psychology of Advertising
Lecture with exercises

None

Empirical research methods in psychology:

Students are able to work scientifically and to design and con-
duct empirical studies. They know the different research meth-
ods of psychology of advertising and can apply them to differ-
ent problems.

Students learn sample selection procedures as well as evalua-
tion methods in psychology of advertising research. They will
be able to analyze and interpret both qualitative and quantita-
tive data.

Students will be able to critically reflect on empirical studies
and will know the main limitations of each survey and evalua-
tion method.
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Content

Relation to other modules

Literature

Introduction to Psychology and Applied Economic Psychology:
The students know the most important psychological principles
from general psychology, social psychology and differential
psychology in the context of business. They are able to apply
these principles to examples of application in business, adver-
tising and the media. The students have an overview of central
fields of application of business psychology such as work psy-
chology, organizational psychology as well as market and con-
sumer psychology.

The module thus primarily serves to broaden and deepen
knowledge. The course also contributes significantly to the ac-
quisition of methodological competence.

Empirical Research Methods in Psychology:

e Introduction to empirical work

¢ Quantitative methods of research in psychology of ad-
vertising

e Qualitative methods of research in psychology of ad-
vertising

e The experiment and apparative measuring methods

e Sampling and selection procedure

e Analysis of qualitative and quantitative data

Introduction to Psychology and Applied Economic Psychology:

e General psychology (perception, cognition, learning,
memory, motivation, and emotion).

e Social psychology (social perception and cognition, at-
titude and persuasion, social relationships and groups).

o Differential psychology (models and theories, personal-
ity domains)

e Overview of typical fields of application in business
psychology (industrial/organizational psychology, com-
munication psychology, market and consumer psychol-

ogy)

This module forms the basis for understanding the more ad-
vanced courses in the field of advertising psychology in the Me-
dia Management and Psychology of Advertising program.

The module is the basis for further courses and projects in psy-
chology of advertising.

Empirical Research Methods in Psychology: In addition to the 4
x 15 = 60 SWS attendance time, students are expected to
spend an additional 90 h for preparation and wrap-up, presen-
tation/thesis preparation, independent literature study, pro-
cessing of exercise cases and exam preparation.

Introduction to Psychology and Applied Economic Psychology:

2 x 15 = 30 SWS attendance time, plus 30 h for preparation
and wrap-up/exam preparation.
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Empirical Research Methods in Psychology:

Workload .

Berekoven, L./ Eckert, W./ Ellenrieder, P., Marktfor-
schung: Methodische Grundlagen und praktische An-
wendung, Wiesbaden

Brosius, H.-B./ Haas, A./ Koschel, F., Methoden der
empirischen Kommunikationsforschung, Miinchen
Schnell, R./ Hill, P. B./ Esser, E., Methoden der empiri-
schen Sozialforschung, Miinchen

Theisen, M. R, Wissenschaftliches Arbeiten, Miinchen
Weis, H. C./ Steinmetz, P., Marktforschung, Ludwigs-
hafen

Sedlmeier, P./ Renkewitz, F., Forschungsmethoden
und Statistik in der Psychologie, Minchen

Introduction to Psychology and Applied Economic Psychology:

Keywords -

Myers, D.G./ Hoppe-Graff, S./ Keller, B./ Wahl, S., Psy-
chologie, Berlin

Gerrig, R. J./ Zimbardo, P.G, Psychologie, Miinchen
Smith, E. R./ Mackie, D. M., Social Psychology, Phila-
delphia

Moser, K., Wirtschaftspsychologie, Heidelberg

Selection procedure, Empirical work, Data collection methods,
Data analysis, Experiment, Quantitative survey, Qualitative sur-

Additional Remarks vey

Emotion, Cognition, Motivation, Social psychology, Differential
psychology, Perception, Business psychology

Last edited June 2021
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MMM4100: LAW IN MARKETING

Law in marketing
Module ID
Semester
Credits

SWS

Frequency
Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size
Language

Module Duration
Module Coordinator
Lecturer(s)

Subject area / course of study

Applicability in other programs

Pedagogical Approach

Objectives

MMM4100

3

5

4

Every semester

LAW4101: Law in Marketing: Intellectual Property, Information
and Data Protection Law (5 credits)

None

PLR/PLP/PLK - 90 minutes

Passing the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 90 students

German

1 semester

Prof. Dr. Buchmann / Prof. Dr. Wechsler
Professors from the Business Law program
Law

The course "Law in Marketing: Intellectual Property, Infor-
mation and Data Protection Law" is also offered in the study
programs "BW/Marketing", BW/Marketing Communication and
Advertising" and "BW/Market Research and Consumer Psy-
chology".

Lecture with exercises

LAW4101:

Legal expertise.

The students...

e acquire knowledge of the nature, justification and structure of
intellectual property law, multimedia and Internet law and
know the different types of property rights

¢ have the necessary basic knowledge to protect industrial
property rights (patents, utility models, registered designs,
trademarks) nationally, European and internationally

¢ know and understand the relevance of the international di-
mension of legal protection.

e are able to exploit and defend industrial property rights and
copyrighted works
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Content

Relation to other modules

Literature

Workload

Additional Remarks

Keywords

Last edited

¢ have basic knowledge in the field of new media and in-depth
knowledge in the field of substantive competition law

Critical thinking and analytical skills

Students are able to apply legal rules to life situations, i.e. to
solve cases in a legal way of thinking and to master the sub-
sumption technique. They learn conflict resolution models and
methods and master the special way of thinking in legal argu-
mentation. Furthermore, students have a critical understanding
of intellectual property and personal rights in the media. They
are also able to work on concrete strategic challenges of a
company or entrepreneur in this legal field in project and
presentation work.

Ethical awareness

Students will be able to recognize the business and ethical di-
mension of legal problems in intellectual property law and in
multimedia and Internet law and will be able to grasp the contri-
bution of law to finding solutions. Students will learn that law
can also provide ideas for business management.

Communication skills

Students learn to grasp the form of intellectual property rights
and multimedia and Internet rights (patent specification, trade-
mark law, registered design, etc.) and to communicate appro-
priately with legal advisors. Furthermore, they are able to for-
mulate legal problems in the context of written case work in an
expert opinion style.

¢ Overview of the various industrial property rights as well as
copyright law

¢ Basic features of the

Trademark Law

Copyright

Competition law

Data protection law

Telemedia law

e Current issues in intellectual property law, multimedia and
Internet law, with special attention to their relevance for the
media industry.

o O 0O O O

Basis are all law lectures

e Eisenmann/Jautz: Grundriss Gewerblicher Rechtsschutz und
Urheberrecht, Heidelberg

4 x 15 SWS = 60 SWS attendance time plus 90 h for prepara-
tion and post-processing (self-study)

Competition law, copyright law, data protection, trademark law,
intellectual property rights, internet law, multimedia law, media
law

February 2021
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MMM2120: PSYCHOLOGY OF ADVERTISING AND CONSUMER PSYCHOLOGY

Psychology of Advertising and Consumer Psychology

Module ID
Semester

Credits

SWS

Frequency
Associated courses
Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study
Applicability in other programs

Pedagogical Approach

Objectives

Content

MMM2120

4

5

4

At least once a year in the summer semester
Psychology of Advertising and Consumer psychology

None

PLK - 90 minutes + PLR

Successful passing of the examination performance

The module is weighted with its credits in the Bachelor final
grade.

max. 50 students

German

1 semester

Prof. Dr. Féhl

Prof. Dr. Fohl

Media Management and Psychology of Advertising
None

Lecture with exercises

Students will be familiar with the psychological constructs and
mechanisms that influence consumer behavior. They are famil-
iar with models of advertising impact and purchase decisions
and can analyze and evaluate advertising on this basis. The
students are able to make psychologically sound recommenda-
tions for advertising stimuli in different media and to scientifi-
cally substantiate their approach.

The module thus primarily serves to deepen knowledge and to
acquire instrumental competence.

e Psychological determinants of consumer behavior (ac-
tivating processes such as motivation and emotion,
cognitive processes)

e Personal and social determinants of consumer behav-
ior (e.g., lifestyle, involvement, roles, media environ-
ment, culture)

e Purchase decisions (decision models, importance of
heuristics, types of purchase)

e Advertising impact (models, measurement)

79



e Design of advertising stimuli according to psychological
principles, discussion of case studies

The module is based on the module Fundamentals and Meth-
Relation to other modules ods in Psychology and is the basis for the following practical
semester as well as the Business Project in the 7th semester.

o Felser, G., Werbe- und Konsumentenpsychologie, Ber-
lin

e Foscht, Th. / Swoboda, B./ Schramm-Klein, H., Kaufer-
verhalten — Grundlagen — Perspektiven — Anwendun-
gen, Wiesbaden

e Kroeber-Riel, W./ Weinberg, P./ Gréppel-Klein, A,

Literature Konsumentenverhalten
e Solomon, M./ Bamossy, G.J./ Askegaard, S./ Hogg, M.,
Consumer Behaviour — A European Perspective, Har-
low
e Trommsdorff, V. /Teichert, T.: Konsumentenverhalten,
Stuttgart
In addition to the 4 x 15 = 60 SWS attendance time, students
Workload are expected to spend an additional 90 h for preparation and

wrap-up, presentation preparation, independent literature
study, processing of exercise cases and exam preparation.

Additional Remarks

Activation, Attitude, Emotion, Information processing, Purchase
Keywords process, Buyer behavior, Purchase decision, Motivation Adver-
tising effect

Last edited February 2021
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MMM2050: COMPUTER-AIDED MARKETING

Computer-aided Marketing
Module ID

Semester

Credits

SWS

Frequency
Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language
Module Duration
Module Coordinator

Lecturer(s)

Subject area / course of study

Applicability in other programs

Pedagogical Approach

Objectives

MMM2050

4

7

4

At least once a year in the summer semester

MMM2051: Digital Marketing (2 SWS, 3 credits)
AQM2051: Multivariate Statistical Methods (2 SWS, 4 credits).

None

Digital Marketing: PLK - 60 minutes
Multivariate Statistical Methods: PLH/PLR

In each case: Successful passing of the respective examination
performance

The module is weighted with its credits in the Bachelor final
grade.

Digital Marketing: Max. 90 students
Multivariate Statistical methods:
Max. 50 students

German

1 semester

Prof. Dr. Theobald

Prof. Dr. Theobald, Prof. Dr. Fohl

Digital marketing: marketing communication and advertising
Multivariate Statistical Methods: Quantitative methods

Also offered for the Bachelor's degree program "Business Ad-
ministration / Marketing Communication and Advertising".

Digital Marketing: Lecture with exercises
Multivariate Statistical Methods:
Seminar-style teaching with case studies

Digital Marketing:

Students acquire a sound knowledge of online marketing and
its integration into integrated corporate communication. They
know the possibilities and limitations of these technologies. The
students are able to examine and evaluate the meaningfulness
of the use of certain communication technologies. They are fa-
miliar with the various forms of advertising on the Internet and
with e-commerce business models. Students will be able to an-
alyze and optimize web sites with regard to search engine opti-
mization, communicative support and usability.

Multivariate Statistical Methods:

Students are familiar with statistical data analysis methods and
can apply them to specific research questions. They are able to
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Content

Relation to other modules

Literature

Workload

Additional Remarks

Keywords

Last edited

analyze data with SPSS and to interpret and present the re-
sults.

The module thus primarily serves to deepen knowledge and to
acquire instrumental competence. The course Multivariate Sta-
tistical Methods also contributes significantly to the acquisition

of systemic and communicative competencies.

Digital Marketing:
¢ Introduction to modern media and communication tech-
nologies
e Strategic analysis of the use of new media
e Online advertising and e-commerce
e Optimization of web sites

Multivariate Statistical Methods:
e Data evaluation with statistical methods

e Application of computer-aided data analysis
e Interpretation and presentation of results

The module builds on the modules on Quantitative Methods.

Digital Marketing:
e Kreutzer, R. Praxisorientiertes Online-Marketing, 2.
Auflage
e Fischer, M., Zeitschrift Website-Boosting
e Theobald, E., Brand Evolution, 2. Auflage

Multivariate Statistical Methods:
e Brosius, F., SPSS. Heidelberg
e Bihl, A., SPSS, Einfiihrung in die moderne Datenana-
lyse, Minchen

Digital Marketing: 2 x 15 SWS = 30 SWS contact hours plus
60h for preparation / rework

Multivariate Statistical Methods: 2 x 15 SWS = 30 SWS contact
hours plus 90h for preparation / rework

The course "Multivariate Statistical Analysis Methods" can also
be taken in the winter semester in English in the BW/Interna-
tional Marketing program. This course ends with its exams be-
fore Christmas.

Data Analysis, Digital Marketing, Search Engine Marketing,
Website Design, Display Advertising, Affiliate Marketing, Digital
Strategies, Simulation

Multivariate methods, SPSS Statistics
June 2021
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MMM3210: ADVANCED MEDIA MANAGEMENT

Advanced Media Management
Module ID

Semester

Credits

SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study
Applicability in other programs

Pedagogical Approach

Objectives

MMM3210

4

7

4

At least once a year in the summer semester

MMM3211: Media Management (3 SWS, 6 Credits)

Elective training in media and communication (total 1 SWS, 1
credit; 1 SWS, 1 credit per offering):

o Writing

e Photo

e Digital media
e DTP

e Movie/TV

e Psychological interview and moderation techniques
e Presentation techniques

(alternative trainings possible)
None

Media Management: PLK/PLH + PLR — 90 minutes
Elective trainings: UPL

Passing the examination requirements, successful completion
of one elective training (1 credit)

MMM3210: The module is weighted with its credits in the Bach-
elor final grade.

Media Management: 50 students
Elective trainings: max. 20-25 students

German

1 semester

Prof. Dr. Lindstadt-Dreusicke

Prof. Dr. Lindstadt-Dreusicke

Media Management and Psychology of Advertising
None

Lecture with exercises and discussions

Media Management:

The students are familiar with the German media landscape.
They can identify the dynamic changes and developments of the
respective media markets and, consequently, are aware of the
arising challenges for media companies and their media man-
agement. The students learn the essential aspects of media
management which are illustrated with suitable business cases.
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Content

Relation to other modules

Literature

- In that way the students are able to develop and implement
strategies, take decisions (strategic, operational) which are all
based on thorough and differenciated (market) analyses.

Elective training in media and communications:

Objectives differ depending on the particular training:

Each training shall give an understanding for the respective
discipline as well as the conception and thinking of the crea-
tives and production groups (this particularly holds for the train-
ings in text, photography, digital media). Other trainings aim at
passing practical knowledge for particular fields of activities
(e.g. interview and moderation techniques, presentation tech-
niques).

The module primarily serves to deepen knowledge and to ac-
quire instrumental competencies. The Media Management
course furthermore contributes significantly to earn and broaden
systemic and communicative competencies.

Media Management:

e Media system & media landscape

e Media Economics

e Management of media companies

e Strategies of media companies

e Current challenges for media companies

Elective Training:
Writing (semantics, according techniques, peculiarities in tex-
ting advertising materials)

Photo (basic terms, designing images, conception, applied im-
plementation of certain topics)

Digital media (basic terms, digital conception, editing systems
and digital formats, digital publishing)

DTP (insights into hardware and software, creation of
graphics/layouts with according software, print technology).

Movie/TV (from pre to post production, tasks of writers/direc-
tors etc., current trends)

Psychological interview and moderation techniques (different
interview forms, interviewer behavior, overview of different
group settings and behaviors of the moderator, according and
applied exercises).

Presentation techniques (designing presentations in the con-
text of empirical consumer research, storytelling with data).

(alternative trainings possible)

The module builds up on the module Fundamentals of Marketing
Communication and Media. It builds the foundation for the up-
coming internship semester and the business project in the 6th
semester.

Media Management:
e Glaser, M., Medienmanagement
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Workload

Additional Remarks
Keywords

Last edited

e Wirtz, B., Medien- und Internetmanagement

e Scholz, Chr., Handbuch Medienmanagement

e Beck, K., Das Mediensystem Deutschlands: Struktu-
ren, Markte, Regulierung

e Dewenter, R./ Résch, J., Einfiihrung in die neue Oko-
nomie der Medienmarkte: eine wettbewerbsékonomi-
sche Betrachtung aus Sicht der Theorie der zweiseiti-
gen Markte

e Selected research articles

Elective Training:
To be announced in the different trainings

Media Management:

3 x 15 SWS =45 SWS attendance time plus 135h for prepara-
tion and wrap-up, preparing the presentation, independent liter-
ature study

Elective Training:
1 training x 15 SWS = 15 SWS attendance time plus 15h for
preparation and wrap-up.

Media Management, Media Economics, Media, Management of
Media Companies, Strategies of Media Companies

June 2021
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MMM3110: ELECTIVES MEDIA MANAGEMENT AND PSYCHOLOGY OF ADVERTISING

Electives Media Management and Psychology of Advertising

Module ID MMM3110
Semester 6+7

Credits 9(6+3)

SWS 6(4+2)
Frequency Every semester

e Advertising research (3 credits)

e Social Media Research (3 credits)

e Media Planning and Media Studies (3 credits)
e Public Relations (2 SWS, 3 Credits)

¢ International Marketing (3 credits)

Associated courses e Specific approaches of market research (3 credits)

e Specific Topics in the Psychology of Advertising (3
credits)

¢ International Media (3 credits)

e Customer Journey Management (3 credits)

(alternative offers possible)
Prerequisites Completed first study section

e Advertising research PLH/PLR/PLK - 45 minutes

e Social Media Research PLR/PLH/PLK - 45 minutes

¢ Media Planning and Media Studies PLR/PLH

e Public Relations PLH/PLR/PLK - 60 minutes

e International Marketing PLK/PLH/PLM - 60 minutes

e Specific approaches of market research PLH/PLR/PLK
- 45 minutes

e Specific Topics in the Psychology of Advertising
PLH/PLR

e International Media PLK/PLR/PLH - 60 minutes

e Customer Journey Management PLK/PLH/PLR - 60
Minutes

Assessment Methods and
duration

In each case: Successful passing of the respective examination

Requirements for granting of performance

credits Elective offerings in the amount of 9 credits must be success-

fully completed

The module is weighted with its credits in the Bachelor final

Significance for the Final Grade
grade.

Planned group size max. 50 students
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Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study
Applicability in other programs

Pedagogical Approach

Objectives

Content

In general German
English courses: International Marketing, International Media,
Customer Journey Management

1 semester

Prof. Dr. Lindstadt-Dreusicke

Professors of different subject areas / study programs
Media Management and Psychology of Advertising
Elective offerings can also be taken by other majors.
Lectures with exercises

The Elective module is designed to provide students with the
opportunity to set an individual focus related to their study pro-
gram. The objectives differ depending on the electives offered.

Students will gain in-depth knowledge in the selected areas of-
fered.

The module thus primarily serves to broaden and deepen
knowledge as well as to acquire instrumental competence.

Advertising research
e Current advertising research studies

¢ New insights into advertising reception and advertising
acceptance

¢ New instruments for measuring advertising effective-
ness

Social Media Research
e Types and characteristics of social media

e Netnography

e Social media monitoring

¢ Online Research Communities

e New methods of social media research

Media planning and media studies
e Overview of market media studies in Germany and
worldwide
e Analysis of and working with market media studies
e Media planning with the help of market media studies

Public Relations
e Classification and terms of PR

e Stakeholders of PR

¢ Functions and objectives

e PRinstruments

e PR strategy and PR conception

International Marketing
¢ Challenges of international marketing

o Marketing strategies on global markets
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e Cultural characteristics of target markets (cultural di-
mensions according to Hofstede and Hall)

Specific approaches of market research
e  Current topics of market research

e Specific methods (eye-tracking, mobile research, etc.)

Specific topics in the Psychology of Advertising
e Current topics in psychology of advertising
e Special methods of consumer and psychology of ad-
vertising

International Media
e (Selected) international media markets
e Challenges and developments on international media
markets

¢ International Media Management

Customer Journey Management:

e Fundamentals, definitions and models of customer
journey management, customer retention and cus-
tomer value

e Measuring and metrics of customer journey manage-
ment

e Management of customer retention, customer experi-
ence and customer value

e Application of the fundamentals to case studies

The module is based on the study program specific courses of

Relation to other modules the 3rd and 4th semester.

Literature To be announced in the elective courses.

Each elective: 2 x 15 SWS = 30 SWS attendance time, plus 60
Workload hours each for preparation and wrap-up, independent literature
study, case studies and exercises, and exam preparation.

6 out of 9 credits within the module should always be com-
pleted as part of the compulsory study semester abroad at one
of the partner universities. Modules or courses related to the
major field of study are eligible for recognition.

The above mentioned 6 credits can only be taken at the HS
Pforzheim if no credit transfer is possible.

Additional Remarks The remaining 3 credits within the module are taken, as
planned, in the 7t semester at the HS Pforzheim.

English language courses within the module are offered as part
of the International Study Program. The credits earned will be
counted towards the 24-credit requirement in the program.

The elective courses, especially if they are offered in English
by visiting professors, can be organized as fast-track courses
with an examination well before the normal examination period.
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Dialog marketing, International Marketing, International Media,
Market media studies, Media Planning, PR, Social Media Re-

Keywords
search, Advertising Research, Customer Journey Management

Last edited June 2021
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MMM4010: CURRENT TOPICS OF MEDIA MANAGEMENT AND PSYCHOLOGY OF AD-

VERTISING

Current Topics of Media Management and Psychology of Advertising

Module ID
Semester
Credits
SWS

Frequency

Associated courses

Prerequisites

Assessment Methods and
duration

Requirements for granting of
credits

Significance for the Final Grade

Planned group size

Language

Module Duration

Module Coordinator
Lecturer(s)

Subject area / course of study

Applicability in other programs

Pedagogical Approach

Objectives

MMM4010

7

10

4

Every semester

MMM4011: Current Topics of Media Management and Psy-
chology of Advertising (2 Credits)

MMM3022: Business Project in Media Management and Psy-
chology of Advertising (8 credits)

Completed first study section

Current Topics of Media Management and Psychology of Ad-
vertising: PLR

Business Project in Media Management and Psychology of Ad-
vertising: PLP

In each case: Successful passing of the respective examination
performance

The module is weighted with its credits in the Bachelor final
grade.

Current Topics of Media Management and Psychology of Ad-
vertising: max. 50 students

Business Project in Media Management and Psychology of Ad-
vertising: max. 30 students

Current Topics of Media Management and Psychology of Ad-
vertising: English

Business Project in Media Management and the Psychology of
Advertising: German

1 semester

Prof. Dr. Lindstadt-Dreusicke

Prof. Dr. Lindstadt-Dreusicke Prof. Dr. Merz, Prof. Dr. Fohl
Media Management and Psychology of Advertising

None

Current Topics of Media Management and Psychology of Ad-
vertising: seminar

Business Project in Media Management and the Psychology of
Advertising: project work

Current Topics of Media Management and Psychology of Ad-
vertising:

Students are familiar with current developments and chal-
lenges in the media industry and learn to critically examine and
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Content

Relation to other modules

Literature

evaluate these through comprehensive discussions in the sem-
inar.

The module primarily serves to broaden and deepen
knowledge.

Business Project in media management and Psychology of Ad-
vertising:

Within the scope of a business project, a complex research
task from the field of psychology of advertising or media man-
agement has to be solved.

Based on a briefing from practice (usually by a company), the
project is to be worked on independently by student teams un-
der the supervision of a professor. This includes the analysis of
the initial situation, the development of the methodological ap-
proach, the implementation and evaluation of an empirical
study up to the presentation of results and managerial implica-
tions for the company. The results are documented in writing
and presented orally to the company. In addition to the applica-
tion and consolidation of expert knowledge, interdisciplinary
skills, social skills and methodological skills (presentation) are
trained as well.

The module thus primarily serves to deepen knowledge and to
acquire instrumental, systemic and communicative competen-
cies.

Current Topics of Media Management and Psychology of Ad-
vertising:

Working on and discussing various and current topics occurring
in the media industry that affect both the media as well as the
advertising industry.

Business Project in Media Management and Psychology of Ad-
vertising:

Assignment for the development and implementation of an ap-
plied business project. The contents as well as the concrete
task depend on the respective project.

The module is based on the study program specific courses of
the 3rd, 4th and 6th semester. In particular, the business pro-
ject prepares the students for the thesis.

Literature for "Current Topics of Media Management and Psy-
chology of Advertising" will be announced depending on the
current topics covered in each semester.

Literature for the "Business Project in Media Management and
Psychology of Advertising" will also be announced depending
on the respective project and the assignment.
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Workload

Additional Remarks

Keywords

Last edited

Current Topics of Media Management and Psychology of Ad-
vertising: 2x7 SWS = 14 SWS attendance time plus 46h for
preparation and wrap-up, independent literature study, prepa-
ration of presentation.

Business Project in Media Management and Psychology of Ad-
vertising: 6 x 7 SWS =42 SWS attendance time plus 198h for
preparation, wrap-up and independent project work

The course "Current Topics of Media Management and Psy-
chology of Advertising" of the module can also be taken as part
of an equivalent course during the study semester abroad.

Credits earned in English count toward the 24-credit require-
ment in the study program.

The module is offered in the 7th semester blocked within the
first 6 or 7 lecture weeks of the term.

Media economics, media management, media industry, busi-
ness project media management and psychology of advertising

June 2021
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