
Course descriptor

	Title of the course
	Introduction to International Business

	Title of the Academic Programme 
	Management

	Type of the course
	Required

	Prerequisites
	Economic theory

	ECTS workload
	4

	Total indicative study hours
	Directed Study
	Self-directed study 
	Total

	
	54
	98
	152

	Course Overview
	The Introduction to International Business course objectives are:
· Acquirement of core competencies in the sphere of International Business;
· Acquirement of necessary theoretical base and practical skills in the sphere of International Business;
· Students’ preparation for managerial, analytical, research and roles in companies and organizations.


	Intended Learning Outcomes (ILO)
	Upon completing this course, students should
· Have acquired the core competencies in the sphere of international business
· Have acquired the necessary theoretical base and practical skills in the sphere of international business
· Be prepared for managerial, analytical, research, and entrepreneurial roles in companies and organizations

	Indicative Course Content
	1. Globalization and internationalization
2. International marketing
3. Sustainability, Corporate Social Responsibility and Cause Marketing
4. National Differences and Cross-cultural Management
5. International Organizations and the European Union
6. Risks of Internationalization
7. Basics of International Presence
8. International Monetary Agreements
9. International Factor Movement and Multinational Corporations
10. International Operations
11. International Companies. Benchmarks

	Teaching and Learning Methods
	Seminars, lectures

	Indicative Assessment Methods and Strategy
	The evaluation for the course will be based on participation and activity in class, interim assignments, and a final exam.
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