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Assessment Details

Category Short Description Weighting Exam
Description (%) Duration
Essay AS1 Team based report on case 60.0

study (3,500 words)- max 4
members per group.

Exam AS2 Examination based on case 40.0 2.00
study.

Aims
To equip students with a range of skills to evaluate and develop international
business strategies including the assessment of risk.

Learning Outcomes
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After completing the module the student should be able to:

1

2
3
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Critically evaluate process ideas to analyse and improve international management
operations.

Critique management operations issues, so that quality and reliability are achieved.
Synthesise the marketing mix and services marketing mix in a contextually relevant
way in international markets.

Analyse market research information in the development of the marketing strategy
of an international organisation.

Appraise and analyse the key marketing and operations issues in the international
business environment.

Critically evaluate a set of published accounts to assist in strategic decision making.
Undertake an examination of the financial appraisal of an international business
opportunity using financial tools and techniques.

Synthesise the financial, marketing and operations processes of an international
organisation with a view to developing short and long term plans.

Learning Outcomes of Assessments

The assessment item list is assessed via the learning outcomes listed:

Essay

EXAM

Outline Syllabus

Introduction to the key marketing issues in global/international marketing;
Analysing the external business environment to include: demographic issues,
economic issues, political issues, infrastructure issues, competitive factors,
technological issues, socio-legal and cultural factors, global market research
strategy;

Interpretation and analysis of published financial statements;

Long and short term financial decision making;

Financial risk assessment;

Finance of international trends;

Analysis of market entry strategies;

Deploying an appropriate marketing mix in overseas markets;
Representing and understanding operations processes;

Assessing processes, parameters, process improvement;

Global operations and business competitiveness;

Designing global networks, plant and service facilities;

Partnering, outsourcing and global supply chains;

Establishing and managing international operations;

Service operations: local to international, international to local;

Risk, forecasting and flexibility;

Globalisation of quality standards;

Managerial problems throughout the global network.

Strategic decision making.
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Learning Activities

Lectures, case studies, tutorials.
Guerst speakers to be encouraged.
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Notes

Case study materials will be used so that students can relate the theoretical
concepts to business organisations. The student has to submit 1 piece of

coursework and sit one examination (2 hours). Feedback will be given throughout

the module.

Visits to industry will be a strong element of this module together with guest

speakers.
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