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COURSE DATA

Data Subject

Code 42050

Name Management of international companies

Cycle Master's degree

ECTS Credits 5.0

Academic year 2022 - 2023

Study (s)

Degree Center Acad. Period
year

2114 - M.D. in Marketing and Market Faculty of Economics 1 Firstterm

Research

Subject-matter

Degree Subject-matter Character

2114 - M.D. in Marketing and Market 4 - Specialty in international Optional

Research marketing

Coordination

Name Department

CUENCA BALLESTER, ANTONIO CARLOS 43 - Marketing and Market Research

SUMMARY

Management of international companies. Its purpose is to provide the theoretical knowledge and tools; necessary to
identify and analyse international aspects of the business strategy. Aspects such as the impact of globalization on
the geographical boundaries of industries, and the intensity of competition, the exploitation of national differences
in the allocation of national resources, the selection of modes of entry into foreign markets, the management of
learning in the organization and the design of organizational structures and management systems to implement
international strategies

PREVIOUS KNOWLEDGE
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Relationship to other subjects of the same degree

There are no specified enrollment restrictions with other subjects of the curriculum.

Other requirements

No enrolment restrictions have been specified with other subjects of the curriculum.

In relation to other subjects of the same degree, no enrolment restrictions have been specified with other
subjects of the curriculum. The previous knowledge is that of access to the Master

OUTCOMES

2114 - M.D. in Marketing and Market Research

Saber aplicar los conocimientos adquiridos y ser capaces de resolver problemas en entornos nuevos
0 poco conocidos dentro de contextos mas amplios (o multidisciplinares) relacionados con su area de
estudio.

Poseer las habilidades de aprendizaje que les permitan continuar estudiando de un modo que habra
de ser en gran medida autodirigido o autbnomo.

Ser capaces de integrar conocimientos y enfrentarse a la complejidad de formular juicios a partir de
una informacién que, siendo incompleta o limitada, incluya reflexiones sobre las responsabilidades
sociales y éticas vinculadas a la aplicacion de sus conocimientos y juicios.

Saber comunicar sus conclusiones y los conocimientos y razones ultimas que las sustentan a
publicos especializados y no especializados de un modo claro y sin ambigliedades.

Students should possess and understand foundational knowledge that enables original thinking and
research in the field.

Ser capaces de buscar, ordenar, analizar y sintetizar la informacién, seleccionando aquella que
resulta pertinente para la toma de decisiones.

Saber trabajar en equipo con eficacia y eficiencia.

Ser capaces de tomar decisiones tanto individuales como colectivas en su labor profesional y/o
investigadora.

Have a proactive attitude towards possible changes that may occur in their professional and/or
investigative work.

Be able to integrate new technologies in their professional and/or research work.
Know how to write and prepare presentations to present and defend them later.
Ser capaces de analizar de forma critica tanto su trabajo como el de su compafieros.

Conocer las herramientas del marketing mix y ser capaz de utilizarlas de forma adecuada a cada
contexto.
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- Ser capaces de establecer los procesos de recogida de informacion y el tipo de datos necesarios
para llevar a cabo la planificacién en marketing.

- Saber presentar en publico los objetivos del plan de marketing y responder a las criticas de otros,
mediante juicios argumentados y defenderse con rigor y tolerancia.

- Ser capaces de seleccionar y desarrollar en su defecto herramientas de andlisis del mercado.
- Disenar estrategias de marketing.
- Ser capaces de tomar decisiones, desarrollar acciones y resolver problemas en marketing.

- Disefiar mecanismos de control sobre las decisiones de marketing e investigacion comercial e
implementar posibles medidas correctoras.

- Saber realizar las labores propias de su profesion, tanto en empresas privadas como en organismos
publicos.

LEARNING OUTCOMES

1. Select and correctly use different sources of information in both traditional and electronic formats.

2. Handle and correctly interpret quantitative and qualitative data to convert them into useful information
for decision-making.

3. Prepare documents and reports presented in a written text in a comprehensible organized, documented
and illustrated way.

4. Articulate an oral discourse, structured, coherent, with good diction and use of technical vocabulary.
5. Argue and counter-argue.

6. Analyse the market situation of a company in an international context.

7. Set objectives and design marketing strategies to achieve these in an international context.

8. Make decisions in a complex competitive environment.

9. Select and appropriately use market research tools in decision-making.

10. Design marketing actions in an international context.

11. Use the technical vocabulary of the subject

DESCRIPTION OF CONTENTS

1. TOPIC 1. THE GLOBALIZATION AND DIRECTION OF INTERNATIONAL COMPANIES

1.1. The phenomenon of globalization. Globalization at the level of country, sector and company
1.2. Globalization and the direction of international companies
1.3. The competitive advantage in an international context

2. TOPIC 2: ANALYSIS OF THE ENVIRONMENT IN AN INTERNATIONAL CONTEXT

2.1. Internationalization of the company and analysis of the environment

2.2. Analysis of the general environment in international business: institutions, culture and ethics
2.2.1. The general environment from an institutional perspective

2.2.2. The political, legal and economic environment

2.2.3. The cultural environment
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2.2.4. Ethics in international business

2.3. The analysis of the industry in an international context

2.3.1. Consequences of globalization on the attractiveness of the industrial sector
2.3.2. Drivers of the globalization of industries

3. TOPIC 3. THE INTERNATIONALIZATION OF THE COMPANY

3.1. The internationalization of the company.
3.2. Risks associated with internationalization.
3.3. Main challenges associated with internationalization.

4. TOPIC 4. METHODS OF ENTRY IN INTERNATIONAL MARKETS

4.1. Export as an input method

4.2. Direct investment abroad.

4.3. Cooperation as an entry method.

4.4. Internal and external factors of the company that influence the choice of different modes of entry

5. TOPIC 5. DIFFERENT PROCESSES OF INTERNATIONALIZATION OF THE COMPANY

5.1. Sequentialist or gradualist process.

5.2. New international companies.

5.2.1. Determinants of the rapid internationalization of new companies

5.2.2. Explanatory factors of the competitive advantages of the new international companies

6. TOPIC.6. STRATEGIC OPTIONS IN THE MULTINATIONAL COMPANY

6.1. Pressures towards globalization and the fragmentation of business
6.2. Strategic approaches to international competition
6.3. The strategy of the external subsidiary

7. TOPIC 7. THE ORGANIZATION OF THE INTERNATIONAL COMPANY

7.1. Organizational designs in the international company
7.2. Mechanisms of coordination and control in the international company
7.3. The human resources management in the international company
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ACTIVITY Hours % To be attended
Theoretical and practical classes 35,00 100
Theory classes 0,00 100
Attendance at events and external activities 2,50 0

Study and independent work 4,50 0
Preparation of evaluation activities 23,00 0
Preparing lectures 30,00 0
Preparation of practical classes and problem 30,00 0

TOTAL| 125,00

TEACHING METHODOLOGY

Theoretical classes participatory master class
Discussion of articles (readings)

Resolution of practical cases

Problems

Project development

Discussion or directed discussion

Expert conferences

Workgroup

The proposed methodology can be devel oped both in person and remotely if the circumstances require it.

EVALUATION

Exam (40%) and teamwork (60%). In order to pass the coursg, it is necessary to pass the continuous
assessment and practical work. This evaluation system will be maintained for the second ordinary session,
so the note of the approved part will be saved.

If necessary, the weight of academic assignments may be increased, to adjust to possible teaching
situations until reaching 100% of the grade.

REFERENCES
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Yip, G. and Hult, G.T. (2012). Total Global Strategy, Pearson Education, New Jersey, Third
edition.

42050 Management of international companies 6



