
 
 
 
 
 

 
 

 

 

International Management 
Module Descriptions 

1st Year of Study  
 

Year of Study 2020/2021 
 

 
Core Modules BWL 

 

Financial Accounting 

Managerial Accounting 

Methodology and Basics of Business Administration 

Operations Management 

 
International Modules 
 
Basics of International Management 
Introduction to Intercultural Management and Regional Studies 
International Human Resource Management 
 
Electives 
 
Digital Toolbox 

 
Method Modules 

 
Mathematics 
Statistics 
Microeconomics 
Macroeconomics 

 
 



 
 
HSBA Hamburg School of Business Administration 

Financial Accounting 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-FINACC 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

Basic module for the entire financial accounting. 
Contents are used in the modules managerial ac-
counting and also in the module investment and 
financing references are made to the external ac-
counting. For the preparation, monitoring and fol-
low-up of the module see recommended reading 
list. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Torsten Keller and others 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 6 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/h contact 

52 Std Selbststudium/h independent study 

50 dualer Workload/h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Written Exam 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

The student shall be familiar with the basic principles of the company´s management accounting sys-
tems with a strong focus on the financial reporting instruments, which consist of the balance sheet, the 
profit-and-loss statement and the cash flow statement. The student should get in contact with the ma-
jor parts of the company´s financial accounting systems. This concerns concepts like adjusting ac-
counts, completing the accounting cycle, valuation of assets and liabilities. The students shall be able 
to apply these instruments in practice and critically judge them in an operational manner. 

 
Content of the Module 

1) Accounting in Action 
2) The Recording Process 
3) Adjusting the Accounts 
4) Completion of the Accounting Cycle 
5) Inventories 
6) Accounting for Receivables 
7) Fraud, Internal Control, Cash 
8) Plant Assets, Natural Resources, and Intangible Assets 
9) Current Liabilities and Payroll Accounting 
10) Long-Term Liabilities  
11) Investments  
12) Financial Statement Analysis  

 
Teaching and Learning Methods 

Lecture with accompanying presentation tools, practises and case studies. Group and individual work 
help to strengthen the knowledge. The student shall be able to work independently by solving exercis-
es and mini cases. 

 
Demands on Company Training 

To gain basic knowledge in terms of a company´s financial and cost accounting systems, the practical 
training should accompany the theoretical studies. So, the student should be able to 
» get to know the parts of the company’s financial and cost accounting systems, 
» gain experience in the accounting procedures and the financial reporting instruments, 
» get to know the special features of the shipping related accounting matters, 
» get to know the cost accounting systems, especially the product calculation, activity-based cost-

ing, 
» get to know other specific cost accounting systems like the contribution margin analysis, budgeting 

and direct costing. 
 
Recommended Literature (Monographs in English language) 

» Weygandt, Jerry J., Kieso, Donald E., Kimmel, Paul D., Accounting Principles, 13th edition, 
(2018), (basic literature) 

 
 



 
 
HSBA Hamburg School of Business Administration 

Managerial Accounting 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-SSMGT1 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

The subjects of the module financial accounting. 
For the preparation, monitoring and follow-up of 
the module see recommended reading list. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Torsten Keller and others 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 6 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/h contact 

52 Std Selbststudium/h independent study 

50 dualer Workload/h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

written exam 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

In the course of Management Accounting, students can clearly see the relevance of accounting in their 
everyday lives. By introducing challenging accounting concepts with examples that are already familiar 
to the student from their course Financial Accounting, the course includes the major instruments of 
Cost Accounting and shows the relevance of data from Cost Accounting for decision making in busi-
ness. 

 
Content of the Module 

1. Introduction to terms and objectives 
2. Job Order Costing 
3. Process Costing 
4. Cost Behavior 
5. Cost-Volume-Profit-Analysis 
6. Budgetary Planning and Controll 
7. Incremental Analysis for Short Term Decision Making 
8. Standard Costing and Variances 

Teaching and Learning Methods 

Lecture with tutorials and self-study. Using the student resources (examples, exercises, quizzes) from 
the publisher. 
 
Demands on Company Training 

Company training shall serve as a deepening and an amendment to the theoretical studies. It shall train 
a well-grounded approach to microeconomic questions in the company by giving the students the op-
portunity to get a closer look especially to the following aspects: 
 
» The integration of Financial and Managerial Accounting. 
» The decision making on the basis of numbers. 
» The planning and controlling of costs. 
 
Recommended Literature (Monographs in English language) 

» Atkinson, A.A. et al: Management Accounting, 6th edition, 2012, ISBN 10: 0-273-76998-7  
» Bragg, S.: Cost Accounting Fundamentals, 3rd edition, 2012, ISBN 13: 0980069998 
» Garrison, R.H.et al: Introduction to Managerial Accounting, Global Edition, 12th edition, 2012, ISBN 

13: 9781259008184 
» Horngren, C.T. et al: Cost Accounting, 14th edition, 2012, ISBN 10: 0-273- 75387-8 
» Weygandt, J.J.,et al: Accounting Principles, International Student Version, 13th edition; 

ISBN 978-1-118-95974-9 
» Weygandt, J.J. et al: Managerial Accounting: Tools for Business Decision Making, Study Guide, 

2010, 5th edition, ISBN: 978-0-470-50695-0 
» Whitecotton/Libby/Phillips: Managerial Accounting, 2cd edition, 2013, ISBN: 9781259060946 

 
 



 
 
HSBA Hamburg School of Business Administration 

Methodology and Basics of Business Studies 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-METH 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

The module offers an overview of business ad-
ministration and serves as basis for the following 
modules. For the preparation, monitoring and fol-
low-up of the module see recommended reading 
list. 

Name des/der Lehrenden 
Name of lecturer/s 

Jennifer Duseux, Dr. Katja Starken  

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 4 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

36 Std Kontaktzeit/h contact 

54 Std Selbststudium/h independent study 

10 dualer Workload/h dual workload 

SWS/  
Contact hours 

36 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Practical Report 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

This course serves as an introduction to management. Also, students will be given an overview of and 
insights into specific fields of Business Administration. It covers the basics of a manager's job, intro-
duces the various functions of management (planning, organizing, leading, and controlling) as well as 
the fundamental functions within an organization (supply chain, manufacturing, marketing, HR, in-
vestment, finance...). The scope is broad and includes among others basics of organization and man-
agement theory.  
 
In class, exercises as well as case studies will demonstrate practical applications of management con-
cepts. 

 
Content of the Module 

▪ Principles of scientific working 
▪ Goals and tasks of enterprises 
▪ Business models and value creation processes  
▪ Company functions 
▪ Introduction to management and organization  
▪ Constituent decisions 
▪ Global management and corporate responsibility 

 
Teaching and Learning Methods 

Seminar Style: lectures, case studies, group work, presentations, discussions, self study 
 

Demands on Company Training 

The company training shall support the broadening and deepening of the theoretical studies and train 
a conceptual approach to questions in business, in which the students are offered the following possi-
bilities:   
» Familiarise with different company functions and be able to classify them within the business pro-

cess. 
» Receive an insight into the interfaces of business administration and other scientific disciplines 

and understand their meaning for business administration. 
» Familiarise themselves with the company´s vision and its corporate philosophy in order to identify 

the target hierarchy and detect target dependencies.  
» Gain an insight into the company functions' decision processes to recognize to which extent theo-

retical decision rules are applied in practice and to learn how to make practice-oriented decisions 
with the help of these rules.  

» Receive first insights into production theory.  
» Be able to discuss and evaluate constitutive decisions.  
» Increase awareness for ethical challenges companies are facing.  
 
Recommended Literature (Monographs in English language) 

Text Books  
▪ Robbins, S.; Coulter, M. (2017): Management, Harlow, Pearson Education, 12th edition  

Further readings: 
▪ Daft, R.; Marcic, D. (2018): Understanding Management, Cengage Learning, 10th edition 
▪ Needle, D. (2015): Business in Context. An Introduction into Business and its Environment, 

Cengage Learning, 6th edition  
▪ Kelly, M.; Williams, C. (2018):MindTap Introduction to Business, BUSN, Cengage Learning, 

11th edition 
Specific Text Books: 

▪ Kotler, P.; Armstrong, G. (2017): Principles of Marketing, Pearson, 17th edition 
▪ Daft, R.; Murphy, J.; Willmot, H. (2017): Organization Theory and Design: An international 

Perspective, Cengage Learning, 3rd edition 
▪ Robbins S.; Judge T. (2018): Organizational Behavior, 18th edition 
▪  

Recommended additional reading (monographs in German language) 

▪ Wöhe, G.; Döring, U. (2016): Einführung in die Allgemeine Betriebswirtschaftslehre, 26. 
Auflage 
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▪ Schierenbeck, H.; Wöhle, C.(2016): Grundzüge der Betriebswirtschaftslehre, 19. Auflage  
▪ Jung, H.(2016): Allgemeine Betriebswirtschaftslehre, 13. Auflage 
▪ Vahs,D.; Schäfer-Kunz, J.(2015): Einführung in die Betriebswirtschaftslehre, 7. Auflage  
▪ Bea, F.; /Schweitzer, M. (2011):  Allgemeine Betriebswirtschaftslehre, Bd. 1-3, 10. Aufl.  

 
 
Additional material to be announced by lecturer in class. 
 
 



 
 
HSBA Hamburg School of Business Administration 

Operations Management 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-OPMGT 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

For the preparation, monitoring and follow-up of 
the module see recommended reading list. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Peter Klein 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 4 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

34 Std Kontaktzeit/h contact 

48 Std Selbststudium/h independent study 

20 dualer Workload/h dual workload 

SWS/  
Contact hours 

34 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Practical Report 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

- Students can describe phenomena in operations management using technical terms. 
- Students have basic insight into the physics/logic of operations. 
- Students are able to recognize OM problems and can apply appropriate methods to solve them. 
- Students can identify functional and process-related links between OM and other disciplines of Busi-
ness Administration.  
- Students can make basic decisions in operations and supply chain management and explain the 
reasons behind their choice. 

 
Content of the Module 

1. Operations Management and Value Chains 
2. Operations Strategy 
3. Supply Chain Design. 
4. Process Selection, Design, and Analysis 
5. Facility Design 
6. Capacity Management. 
7. Managing Inventories 
8. Measuring Performance in Operations 
 
Teaching and Learning Methods 

Lecture, Exercises, Group Work, self-study 
 

Demands on Company Training 

Company training shall enable the transfer of the theory and the practical examples into the context of 
the company. This shall be enabled by the employers of the students through: 

• Learning about the company’s products, services and combined offers and their different opera-
tion’s needs (market and customer segments and expectations towards offerings) 

• Understand the companies value chain and the performance criteria and measurements 

• Get to know the influences of design of processes, facilities and supply chain on the operations 
performance 

• Deepen the insight in planning mechanisms on a medium-to long-term basis as well as under-
stand the limitation of resources in daily operations 

• See the effects of efficient processes and resources as well as the dilemmas of inventory man-
agement 

 
Recommended Literature (Monographs in English language) 

» Collier, David; Evans, James: OM, 6th edition, Cengage Learning, Mason OH, USA, 2017 
» Collier, David; Evans, James: Operations and Supply Chain Management, 2e, Boston, MA, 2019 
» Heizer, Jay; Render, Barry: Principles of Operations Management, 11e, Prentice Hall 2019 
 
 



 
 
 
HSBA Hamburg School of Business Administration 

Basics of International Management 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B2-BIM 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

For the preparation, monitoring and follow-up of 
the module see recommended reading list. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Sarah Jastram 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 5 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/h contact 

36 Std Selbststudium/h independent study 

41 dualer Workload/h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Präsentation/ 
Presentation 

Sprache der Prüfung/  
Language of examination 

Englisch/ 
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 

 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
Aim of the course 

The students will get a thorough understanding about the challenges and opportunities of international 
business conduct. They will learn to understand the central role of culture as a core determinant of any 
international business success or failure. Furthermore, students will get to understand how culture af-
fects international marketing, leadership and international human resource management. Moreover, 
international market entry strategies will be introduced as well as timing strategies and challenges of 
sustainable international business conduct.  
 
Content of the module 

1. Introduction to Globalization and  
2. Introduction to Culture 
3. Basic Strategic Orientations 
4. Standardization versus Differentiation 
5. International Market Analysis 
6. Market Entry Strategies 
7. Timing Strategies 
8. International HRM and Leadership 
9. International Marketing 
10. International Sustainability 
11. Global Governance 

 
Teaching and Learning Methods 

Lecture, case studies, presentations, group discussions and debates 
 
Demands on company training 

Students should get the opportunity, if possible, to be involved in internationally oriented projects and 
management practice. International business trips would be an ideal opportunity to gain experience 
relevant for this module and to strengthen the students’ intercultural skills.  
 
Recommended literature (monographs in English language) 

• Deresky, H. (2013): International Management: Managing Across Borders and Cultures: Text and 
Cases, 8th edition, Peason Education Limited, Essex.  
Hofstede, G. H. (2003): Culture's Consequences: Comparing Values, Behaviors, Institutions and 
Organizations Across Nations, 2nd edition, Sage Publications, Inc., Thousand Oaks. 

• Crane, A./Matten, D. (2010): Business Ethics, 3rd revised edition, Oxford University Press, Oxford. 

• Further literature recommendations will be provided during the lecture.  
 
Additional Literature 



 
HSBA Hamburg School of Business Administration 

Introduction to Intercultural Management & 
Regional Studies 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code:  

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

None (BSc IM) 

Name des/der Lehrenden 
Name of lecturer/s 

Mike Fischer et al. 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 5 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/h contact 

36 Std Selbststudium/h independent study 

41 dualer Workload/h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Written Exam (90 min) 

Sprache der Prüfung/  
Language of examination 

Englisch/ 
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Aim of the course 

The main objective of this course is for students to gain knowledge and skills in making busi-
ness decisions based on selected country and regional information. Therefore, one of the 
aims of the module is to enhance the ability of the students to understand the need for, the 
use of and the acquisition and critical evaluation of information gained from different sources. 
The framework is provided by specific questions, dealing with international business deci-
sions. Introductions to the concepts of Global Megatrends and 21st Century Skills, introduc-
tion to G7 vs E7 research, an introduction to culture and main concepts of intercultural com-
munication and management establish the foundation. Furthermore, students identify and 
discuss relevant and reliable sources in the field. At the end of module students will have de-
tailed knowledge about the concept and research of culture, intercultural management, and 
the main economic regions RCEP, NAFTA, EU/ EFTA, MERCOSUR and the newest devel-
opment on the African continent. Besides macro and microeconomic environment, political 
and legal systems and socio-cultural environments, ecosystems, fostering innovation, digital-
ization and entre- and intrapreneurial activities of countries and regions will be discussed in 
this module. Based on this knowledge, students will be able to identify the demand for cultur-
al understanding and regional information, develop country and/or regional reports, derive 
entry and expansion strategies, and implement different foreign market entry modes at an in-
dustrial and corporate level. A balance of western and eastern hemispheres and G7 vs E7 
country clusters will be particularly looked at.  
 
Content of the module 

Part I 
1. Foundation and framework 
1.1 Facts and Biases 
1.2  Global Megatrends 
1.3 21st Century Skills 
  
Part II 
2.  Intercultural Management 
2.1. Introduction to Culture and Intercultural Research 
2.2. E.T Hall (Iceberg and 3 Dimensions) 
2.3. Hofstede (4 + 1+ 1 Dimensions) 
2.4. Trompenaars (7S Model) 
2.5.  GLOBE Study 
2.6.  Erin Meyer’s Culture Map 
 
Part III 
3. Introduction to G7 vs E7 Research 
3.1 Overview – The World’s Trading Blocks and Free Trade Agreements 
3.2 EU/ EFTA 
3.3  NAFTA 
3.4 RCEP/ ASEAN 
3.5 MERCOSUR 
3.6  Regional Agreements in Africa 
 
Teaching and Learning Methods 

A mix of different pedagogical techniques, following an active and student-centred learning 
approach, will be used including self-study, reflections, case studies, discussions, presenta-
tions, group work and lectures. The course combines conceptual and experimental ap-
proaches. It involves lectures, action learning, problem-based and project-based learning, 
presentations, and group work. Guest lecturers may be integrated if possible. Students may 
choose a specific model or region (as individual or group) for detailed study, collect in-
formation on the above-mentioned topics and present their analysis during the seminar. 



 
Demands on company training 

To get a solid understanding of international strategy of global operations, corporate training 
should complement and frame the academic course of study by giving the student opportuni-
ties to plan and analyse the international operations or internationalisation strategy of the 
company including the analysis of its operations in different countries. It is possible but not 
mandatory that the company supports the student in researching and experiencing a region 
which is of strategic interest. 

 
Recommended literature (monographs in English language) 

Mandatory literature: 
» Hill, Charles (2020): International Business: Competing in the Global Marketplace. 13th 

Edition, McGraw-Hill. (ISBN-10: 1260262588/ ISBN-13: 9781260262582) 
 

Recommended literature: 
» Aiginger, K. A ‘Framework for Evaluating the Dynamic Competitiveness of Countries’, 

Structural Change and Economic Dynamics, (1998) pp. 159.188. 
» Carlsson, B. 2005. Internationalization of innovation systems: A survey of the literature, 

Research Policy 35 (2006) 56–67.  
» Deresky, H. International Management: Managing Across Borders and Cultures, Text and 

Cases, 9th ed., Pearson, 2016. 
» Fisher, Roger, William L. Ury, and Bruce Patton. Getting to yes: Negotiating agreement 

without giving in. Penguin, 2011. 
» Hall, E. T. Beyond culture. Anchor, 1989. 
» Hill, C., Hult, T., Wickramasekera R., Liesch P., and MacKenzie K. Global Business To-

day Asia-Pacific Perspective. McGraw-Hill Education, 2017. 
» Hofstede, G. Cultures and Organisations: Software for the Mind, 2nd ed., McGraw-Hill 

Professional, 2004. 
» Hofstede, G. "Dimensionalizing cultures: The Hofstede model in context." Online read-

ings in psychology and culture 2, no. 1 (2011): 2307-0919. 
» Hofstede, G. Exploring Cultures: Exercises, Stories and Synthetic Cultures. Intercultural 

Press, 2002. 
» Hoover, Edgar M., and Frank Giarratani. "An introduction to regional economics." (2020). 
» House, R., Javidan, M., Hanges, P., and Dorfman, P. Culture, Leadership, and Organiza-

tions: The GLOBE Study of 62 Societies. Sage Publications, 2004. 
» Krugman, P., Obstfeld, M., Meltz, M. J. International Economics: Theory and Policy, 

Prentice Hall, London, 2011. 
» Loon, M., and Chik, R. "Efficiency-centred, innovation-enabling business models of high- 

tech SMEs: evidence from Hong Kong." Asia Pacific Journal of Management (2018). 
» McFarlin, D.B. & Sweeney, P.D.: International Management: Strategic Opportunities and 

Cultural Challenges, 3rd ed., Houghton Mifflin, 2005. 
» Meyer, E. The culture map: Breaking through the invisible boundaries of global business. 

Public Affairs, 2014. 
» Rilla, N., Deschryvere M., Oksanen, J., Raunio, M., van der Have, R. "Immigrants in the 

Innovation Economy–Lessons from Austria, Canada, Denmark and the Netherlands.", 
2018. 

» Rosling, H. "with Rosling, O. & Rosling Rönnlund A. (2018), Factfulness: Ten Reasons 
We're Wrong About The World-And Why Things Are Better Than You Think." 

» Simmie, J., ‘Trading Places: Competitive Cities in the Global Economy’, European Plan-
ning Studies, Vol. 10, No. 2, 2002, pp. 201-214. 

» Steers, R. M., Nardon, L., Sanches-Runde, C. J. Management Across Cultures. 
Cambridge University 2010. 

» Wojcik, D. The New Oxford Handbook of Economic Geography. Oxford University Press, 
2018. 



Additional Literature 

» Additional literature is chosen according to the region from the following sources (selec-
tion): Commerce Library, the Magazine Archive, the Hamburg World Business Archive 
and the Institute for Asia, Latin America and Africa Studies. 

 
» Recommended online resources (selection, in alphabetical order): 
 

• https://country.eiu.com/AllCountries.aspx  

• https://group.atradius.com/show-all-reports/# 

• https://www.cedefop.europa.eu/de/publications-and-resources/country-reports 

• https://www.countryreports.org/ 

• https://www.eulerhermes.com/economic-research/country-reports/Pages/default.aspx 

• https://www.euromonitor.com/countries 

• https://www.gapminder.org/ 

• https://www.imf.org/external/country/ 

• https://www.worldbank.org/en/country 
 

 
 

https://country.eiu.com/AllCountries.aspx
https://group.atradius.com/show-all-reports/
https://www.cedefop.europa.eu/de/publications-and-resources/country-reports
https://www.countryreports.org/
https://www.eulerhermes.com/economic-research/country-reports/Pages/default.aspx
https://www.euromonitor.com/countries
https://www.gapminder.org/
https://www.imf.org/external/country/
https://www.worldbank.org/en/country
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Business Process Innovation 
Module description 
 
Aim of the module 

The internet, cloud and mobile technologies as well as social media are fundamentally 
changing the ways we work and share information. They open opportunities for new 
business processes, new forms of organization, and new ways for employee engagement. 
Managers with the capability to understand new digital developments, and manage the 
transformation of business processes within organizations, are highly sought after in the job 
market. The profile “Business Process Transformation” prepares students for key roles in the 
shaping of process innovation and in the management of the business and social 
transformation of their organizations  
 
 
Students will be able to 

» discuss the importance of process management in context of digitalization 

» name trends and developments in business process transformation 

» analyze and design a business process by applying modeling techniques and tools 

» describe basic concepts of business process and change management 

» demonstrate the ability to define process measurements  

» create an end-to-end business process and implement it by using SAP software 

 
The module consists of four courses: 

» Process transformation: analysis and design (8 hours) 
» Process transformation and management (8 hours) 
» Business process implementation and measurement (16 hours) 
» Business process analysis, design and implementation with SAP (32 hours) 
 
The module is taught in English. 
The exam will be a final project assignment 
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Process transformation: analysis and design  
(8 hours) 

Aim of the course 

Students will be able to 
» assess company value chain and identify relevant end-to-end processes  
» analyze business processes and discover process improvements 
» demonstrate the ability to design a process by applying modeling techniques and tools 
 
Overview of the course 

11. Process Identification 
 1.1 Company value chain 
 1.2 Process characteristics 
 1.3 Process improvement discovery 
 1.4 End-to-end business processes 
 
2. Process Analysis 
 2.1 Ingredients of business processes 
 2.2 Critical issues of process analysis (scope, granularity, representation etc) 
 2.3 Business process simulation   
 
3. Process Design 
 3.1 Business process modeling techniques 
 3.2 Overview of “BPMN” 
 3.3 Business process modeling tools 
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
 

Process transformation and management  
(8 hours) 
Aim of the course 

Students will be able to 
» describe basic concepts of business process management 
» evaluate organizational aspects of BPM 
» demonstrate how the process management maturity can be assessed 
 
Overview of the course 

1. Basic concepts of BPM 
 1.1 BPM lifecycle 
 1.2 Role and stakeholders 
 1.3 BPM Governance 
 
2. Process organization 
 2.1 Cross-company process organization 
 2.2 Supply Chain Management 
 2.3 Human and cultural aspects of process organization 
 
3. Business process maturity models (BPMM) 
 3.1 Models of BPMM 
 3.2 BPM assessment 
 3.3 BPM blueprint   
 



©   HSBA HAMBURG SCHOOL OF BUSINESS ADMINISTRATION 3

Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 

 
 
 
Business process implementation and measurement  
(16 hours) 

Aim of the course 

Students will be able to 
» discuss business strategy in context of process organizations 
» explain the relation between quality and process management 
» compare technological approaches to process implementation 
» describe basic aspect of change management 
» demonstrate the ability to define process measurements 
 
Overview of the course 

11. Process organization and strategy 
 1.1 Strategic alignment 
 1.2 Functional vs. process organization 
 1.3 Business process excellence 
 
2. Business process and quality management 
 2.1 Principles and concepts of quality management 
 2.2 Quality lifecycle and BPM 
 2.3 Measuring process quality 
 
3. Technological implementation 
 3.1 Workflow Management Systems (WfMS) 
 3.2 Enterprise resource planning systems (ERP) 
 3.2 Web Services 
 
4. Change Management 
 3.1 Objectives and basic concepts of change management 
 3.2 Models and methodologies of change management 
 3.3 BPM audit   
 
5. Process measurement 
 4.1 Importance of KPI definition 
 4.2 Evidence-based process improvements 
 4.3 Process benchmarking 
Teaching and learning methods 
Interactive lecture, group discussions and exercises, case examples 
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Workshop - Business process analysis, design and 
implementation with SAP 
(32 hours) 
Aim of the implementation workshop 

Students will be able to 
» discuss the value chain of a company 
» demonstrate the ability to define and analyze relevant processes 
» design a major end-to-end business process by using BPMN 
» define KPI’s for the designed process 
» use basic SAP features to roughly demonstrate implementing the business process 
» define a blueprint on how to manage organizational change 

 
Overview of the implementation workshop 

The implementation workshop of this profile aims to put the prior modules into practice. 
Throughout the workshop the participants will perform in groups the following interactive 
tasks: 
 
1. Analyze the value chain of a given company  
2. Identify critical business process of that company and define their scope  
3. Design a major business process by using BPM tools and techniques 
4. Develop appropriate KPI’s for the process and ways to measure them 
5. Use SAP to demonstrate roughly the implementation of that process  
6. Define a change management project to implement the process 
 
Teaching and learning methods 

Group discussions, exercises, student presentations and case studies 
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Data Business 
Module description 
 
Aim of the module 

An organization’s data is recognized as the most vital asset of an enterprise. Therefore, it is 
essential for managers to understand current aspects of data storage to deal with this 
important asset. But the large volume of data companies collect from many different sources 
require a common data management and analysis strategy that need to be designed 
carefully. Experience shows that it’s worth the time spent to make sure the core data assets 
of the organization are managed effectively. 
 
Students will be able to 

Students will be able to  

» discuss how data science gains value from business data 

» explain the use of cloud computing and blockchain for data storage 

» describe basic concepts of data mining 

» demonstrate the ability to write, compile and run simple programs using R or Python 

 
The module consists of four courses: 

» Business data architecture (8 hours) 
» Principles of data mining and machine learning (8 hours) 
» Foundations of data analysis with R or Python (16 hours) 
» Workshop - Data analysis with R or Python in action (32 hours) 
 
The module is taught in English. 
The exam will be a final project assignment 
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Business data architecture  
(8 hours) 

Aim of the course 

Students will be able to 
» describe the basic idea of relational databases and their limitations  
» demonstrate the ability to build a database and use SQL 
» explain the role of Hadoop in data architecture 
» select the appropriate database technology (in particular relational vs. NoSQL) in a given 

context 
 
Overview of the course 

1. Introduction to traditional data storage and architecture 
 1.1 Brief history and basic concepts of relational database management  
  systems (RDBMS) 
 1.2 Entity Relationship (ER) Model and the Relational data model 
 1.3 Structured Query Language (SQL) 
 
2. Data architecture for big data 
 2.1 Limitations of relational databases 
 2.2 Distributed data storage and parallel data processing 
 2.3 Hadoop and MapReduce 
 2.4 NoSQL database technologies  
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
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Principles of data mining and machine learning  
(8 hours) 
Aim of the course 

Students will be able to 
» describe basic concepts of data mining 
» discuss principles of machine learning 
» evaluate the impact of data mining on business decision making 
 
Overview of the course 

. Foundations of data mining 
 1.1 Purpose and goals of data mining 
 1.2 Data mining and statistics 
 1.3 Basic concepts of data mining 
 1.4 Overview: data mining tools 
 
2. Understanding machine learning 
 2.1 Role of data in machine learning 
 2.2 Types of machine learning (supervised, unsupervised, reinforcement) 
 2.3 Components of machine learning (representation, evaluation, optimization) 
 
3. Machine learning in action 
 3.1 Traditional programming and machine learning 
 3.2 From machine learning theory to algorithms 
 3.3 Examples of machine learning applications 
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
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Foundations of data analysis with R  
(16 hours) 
Aim of the course 

Students will be able to 
» demonstrate the ability to setup a programming environment 
» demonstrate the ability to write, compile and run simple programs  
 
Overview of the course 

1. Setup and run R 
 1.1 Installation and configuration 
 1.2 Relevant functions 
 1.3 Getting help 
  
2. Basic R programming 
 2.1 Basic statements 
 2.2 Vectors 
 2.2 Data input and output 
 2.3 Data structures 
 2.4 Data transformation 
 2.5 Probability 
 2.6 General statistics 
 2.7 Graphics 
 
3. Linear regression 
 3.1 Simple linear regression 
 3.2 Multiple linear regression 
 3.3 Getting regression statistics 
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
 

Workshop - Data analysis with R in action 
(32 hours) 
Aim of the implementation workshop 

Students will be able to 
» demonstrate the ability to analyze data in practice 

 
Overview of the implementation workshop 

The implementation workshop of this profile aims to put the prior modules into practice. 
Throughout the workshop the participants will perform in groups the following interactive 
tasks: 
 
1. Analyze a given problem 
2. Define the requirements 
3. Setup and configure an R programming environment  
4. Program simple applications using Python 
 
 
 
Teaching and learning methods 

Group discussions, exercises, student presentations and case studies 
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Digital Strategy 
Module description 
 
Aim of the module 

Digitalization in its multi-faceted form offers many new business opportunities based on a 
variety of drivers of change and some fundamental powers of disruption. It also poses a 
fundamental threat to existing business models. The profile “Digital Strategy” prepares 
students to understand, tackle and exploit the resulting business challenges and opportunities. 
 
Students shall 

» understand digitalization’s underlying drivers of change 
» learn to apply strategy models to the rules and requirements of digital markets 
» learn about strategic concepts for the adoption to digital markets within existing companies 
» practice their skill of strategy development 

 
The module consists of four courses: 

» The Ambidextrous Enterprise (8 hours) 
» Platform Economy (8 hours) 
» Digital Business (16 hours) 
» Workshop - Strategy Development for Digital Markets (32 hours) 
 
The module is taught in English. 
The exam will be a final project assignment. 
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The Ambidextrous Enterprise (8 hours) 
 
Aim of the course 

Students will be able to  
» Understand the strategic and managerial implications of the necessity of an organization's 

ability to be both aligned and efficient in the management of today's business demands, 
whilst simultaneously being adaptive to changes in the environment.  

» How to initiate innovation activities beyond the core competencies of the organization and 
possibly even disrupting the existing business model. 

» Understand how ambidexterity affects both the organization at large as well as the 
individual company managers. 

 
Overview of the course 

1) Digital Transformation: Drivers of Disruption 

2) Corporate ambidexterity: exploitation vs. Exploration 

a. Forms and paths to ambidexterity 

b. Strategic acquisitions – as an alternative to ambidexterity? 

3) Toolbox for ambidexterity 

4) Obstacles to ambidexterity 

5) Culture of failure 

6) Case Studies 

 
Teaching and learning methods 

Interactive seminar, case studies, script (online) 
 
 
 

Platform Economy (8 hours) 
Aim of the course 

Students shall 
» learn about the fundamental shift from ‘pipeline’ to platform-business 
» understand the challenges and opportunities for existing companies 
 
Overview of the course 

1. Digital Transformation of Markets 

1.1. Digitization and Cost 

1.2. Network Effects/Externalities 

2. From “Pipeline” to the Platform Markets 

2.1. Two-Sided Markets 

2.2. Platforms 

2.3. Monetization of Platform Activities 

3. Platforms and Market Power 

3.1. Measuring Market Power of Platforms 

3.2. Regulation 

Teaching and learning methods 

Interactive seminar, case studies, summary script (online) 
 



©   HSBA HAMBURG SCHOOL OF BUSINESS ADMINISTRATION 3

Digital Business (16 hours) 
Aim of the course 

Students shall 
» understand the central questions, opportunities and challenges of the digital transformation 
» understand the basic technological foundations of digitalization 
» learn about digital transformation methods and processes within existing companies 
 
Overview of the course 

1) Information Technology as a crucial component of corporate strategy  

2) Developments in corporate communication 

3) Case studies and best practices for digitalisation in existing companies 

4) Role and function of basic IT technologies, e.g. digital signature, blockchain, big data, 

cloud computing, machine learning / artificial intelligence. 

5) Waterfall-models and roadmaps of IT implementation 

Teaching and learning methods 

Interactive seminar, case studies, script 
 
 

Workshop: Strategy Development for Digital Markets (32 
hours) 
Aim of the implementation workshop 

Students shall 
» apply the concepts discussed in the earlier modules to the current and likely future 

developments in individual industries 
» combine the understanding of the underlying digital drivers of change and technological 

developments with standard corporate strategy development tools 
 
 
Overview of the implementation workshop 

Review:  
a) Fundamental drivers of digital transformation 
b) Challenges and opportunities for traditional industries 
c) The Ambidextrous Enterprise 

 
Applied strategy development for digital markets – Case Studies 

a) Resource vs. Market Based View 
b) Applied Game Theory 
c) Platform Economy 

 
Teaching and learning methods 

Interactive seminar, case studies, self-learn and research assignments between seminar 
sessions 
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Intrapreneur 
Module description 
 
Aim of the module 

The digital transformation of products and markets creates many challenges but also 
opportunities for existing businesses. The Intrapreneur-Profile will focus on methods and skills 
necessary to support and enable innovative and possibly disruptive processes within existing 
companies, which cannot solely function as a start-up company but must also keep existing 
processes running and competitive. The successful intrapreneur will use selected start-up 
methods to support the transformation processes from within the company. 
 
Students shall 

» understand the methods and skills employed by start-up companies 
» learn how to apply these methods and skills from within existing companies 
» have an opportunity to test their own or their company’s innovative ideas 

 
The module consists of four courses: 

» Business Model Innovation (8 hours) 
» Lean Start-Up Techniques (8 hours) 
» Design Thinking (16 hours) 
» Proof of Concept Workshop (32 hours) 
 
The module is taught in English. 
The exam will be a final project assignment 
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Business Model Innovation (8 hours) 

Aim of the course 

Students shall 
» Understand the substantial threat of digitalization to existing business models 
» Be able to apply possible solutions to existing business models in order to transfer them to 

a digital market 
 
Overview of the course 

1) Understanding Business Model Challenges due to the Digital Transformation (Review 
Digital Drivers of Change) 

2) Solutions to the Paradox of Online Business Models 
a. Long-Tail 
b. Proprietary System 
c. Kelley’s Generatives 

3) Platform Economy, Network & Lock-In Effects   
4) Components of a business model 
5) The four C´s of Internet business models 
6) Disruption of value chains: Dis-Intermediation and Re-Intermediation 
7) St. Gallen Business Model Navigator 
 
Teaching and learning methods 

Interactive lecture, summary script 
 

Lean Start-Up Techniques (8 Stunden) 
Aim of the course 

Students will be able to 
» Learn how modern companies use entrepreneurial management techniques to transform 

their corporate culture and drive long-term growth – with a particular emphasis on 
innovation and digital transformation 

 
Overview of the course 

1) What is lean management? 

2) Selected lean management techniques 

› Minimal Viable Product 

› Continuous Deployment 

› Growth Hacking 

› Design Thinking & Scrum 

› Business Canvas 

› Visualization Techniques 

3) Best Practice Examples 

4) Obstacles and Prerequisites 

Teaching and learning methods 

Interactive lecture, case examples, summary script (online) 
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Design Thinking (16 Stunden) 
Aim of the course 

Students shall 
» know the basics of Design Thinking and why it is used in digitalization projects 
» be able to apply Design Thinking methods to a given problem 
» have developed a pretotype for a problem and have presented it to an audience 
» have reflected the Design Thinking approach and their experience with it 
 
Overview of the course 

1) Design Thinking – approach and examples 
2) Understand and identify customer needs 
3) Ideation – Conceptualize a product or service 
4) Pretotype and Test the ideas 
5) Presentation, Feedback and Wrap-Up 
 
Teaching and learning methods 

Interactive seminar, problem-based learning, self-learn and group work, home assignments 
between seminar sessions 
 
 

Proof of Concept Workshop (32 hours) 
Aim of the implementation workshop 

Students shall 
» learn how to apply the methods and skills of start-up companies, especially the user-

centred innovation process of Design Thinking combined with agile project tools and a 
lean-start-up approach  

» have an opportunity to test their own or their company’s innovative product ideas 
 
Overview of the implementation workshop 

1) Review methods and tools: 

a. Design Thinking 

b. Minimal Viable Product 

c. Visualisation 

d. Others 

 
2) Test and improve own or given product idea through weekly iteration cycles 

 
3) Pitch final product idea and prototype 
 
Teaching and learning methods 

Interactive workshop, case studies, self-learn and research assignments between seminar 
sessions 
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Programming 
Modul description 
 
Aim of the module 

Algorithms are today at the core of many business applications like manufacturing control 
systems, marketing automation and campaign management as well as healthcare 
information systems and financial services. They play an increasingly important role in the 
daily usage of the internet and internet service like search engines. Programming an 
algorithm is becoming ever more important skill, quickly turning into the core competency for 
all kinds of 21st Century workers.  
 
Students will be able to 

» discuss how algorithms impacts business and private life 

» discuss how companies adopt machine learning and artificial intelligence for their 

business models 

» demonstrate the ability to program a simple website based on HTML and CSS 

» demonstrate the ability to use JavaScript and jQuery in website programming 

» demonstrate the ability to write, compile and run simple java programs and android apps 

using java 

The profile consists of four partial modules: 

» Basic website programming with HTML and CSS (8 hours) 
» Website interactions with JavaScript and jQuery (8 hours) 
» Fundamentals of Java-Programming (16 hours) 
» Workshop - App-Programming in action with Android (32 hours) 
 
The profile is taught in English. 
The exam will be a final project assignment 
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Basic website programming with HTML and CSS  
(8 hours) 

Aim of the course 

Students will be able to 
» describe the basic idea of world wide web  
» explain the role of HTML and CSS in website programming 
» demonstrate the ability to program a simple website based on HTML and CSS 
 
Overview of the course 

1. Introduction to website programming 
 1.1 Brief history of world wide web (WWW) 
 1.2 Approaches to website programming 
 1.3 Role of HTML and CSS 
2. Hypertext Markup Language (HTML) 
 2.1 Basic principles of HTML 
 2.2 HTML-Elements and their usage 
 2.3 Limitations of HTML 
3. Cascading Style Sheets (CSS) 
 3.1 Why using CSS? 
 3.2 CSS basic elements and their usage 
 3.3 Using CSS in HTML   
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
 
 

Website interactions with JavaScript and jQuery  
(8 hours) 
Aim of the course 

Students will be able to 
» describe basic concepts of website interaction 
» demonstrate the ability to use JavaScript in website programming 
» demonstrate the ability to apply JQuery code library for website programming 
 
Overview of the course 

1. Interaction in website programming 
 1.1 Interactive technologies for web programming 
 1.2 Strengths and limitations of each technology 
2. JavaScript 
 2.1 Why using JavaScript? 
 2.2 JavaScript elements and their usage 
 2.3 JavaScript coding with HTML 
3. JQuery 
 3.1 The idea of code libraries 

3.2 Website interaction with JQuery functions 
3.3 Implementing and customizing JQuery functions in HTML websites   

Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
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Fundamentals of Java-Programming  
(16 hours) 
Aim of the course 

Students will be able to 
» discuss different approaches to computer programming 
» explain the main concepts of object oriented programming 
» demonstrate the ability to setup a java programming environment 
» demonstrate the ability to write, compile and run simple java programs using java 

statements 
 
Overview of the course 

1. Approaches to computer programming 
 1.1 History of computer programming 
 1.2 Functional vs. object oriented programming 
2. Object oriented programming 
 2.1 Principles of object oriented design and programming 
 2.2 Advantages and disadvantages  
 2.3 Main concepts of object oriented programming 
3. Java programming environment 
 3.1 Java platform and JDK 
 3.2 Integrated Development Environments (IDE) 
 3.3 Eclipse IDE 
 3.4 Compiling and Running a Simple Program 
4. Java Language 
 3.1 Application structure and elements 
 3.2 Variables 
 3.3 Operators 
 3.4 Program control statements 
 3.5 Arrays and strings 
 3.6 Classes, objects and methods 
 3.7 Inheritance 
 3.8 Java and XML 
 
Teaching and learning methods 

Interactive lecture, group discussions and exercises, case examples 
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Workshop - App-Programming in action with Android  
(32 hours) 
Aim of the implementation workshop 

Students will be able to 
» explain the basics of an app development process 
» demonstrate the ability to analyze a problem and define requirements 
» design a simple layout for your app 
» demonstrate the ability to setup an app programming environment 
» demonstrate the ability to write, compile and run a simple app program 
 
Overview of the implementation workshop 

The implementation workshop of this profile aims to put the prior modules into practice. 
Throughout the workshop the participants will perform in groups the following interactive 
tasks: 
 
1. Analyze a given problem that need to be programmed as an app 
2. Define the requirements for the app 
3. Design an app layout and user interaction 
4. Setup and configure an app programming environment  
5. Program a simple app using Java and XML 
6. Publish the app in the google app store 
 
Teaching and learning methods 

Group discussions, exercises, student presentations and case studies 
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Digital Communication and Marketing 
Technologies 
Module description 
 
Aim of the module 

Corporate communication must adapt to an increasingly digital and social media environment 
with new forms of communication, new user behavior and new third-party intermediaries. The 
changes are fundamental and multi-faceted – to name just a few: from campaign-driven to 
continuous communication, from external asset production to in-house content creation, from 
structured one-way communication to permanent many-to-many relationship management, 
from a focus on optimizing bought communication channels to creating owned and earned 
communication supported by bought media presence. 
 
Students shall 

» understand the new rules of (corporate) communication in an increasingly digital and social 
media environment 

» learn to integrate bought, owned and earned communication channels 
» learn to turn a corporate communication need into information that is of interest to the target 

audience 
» learn to speak for the company and represent the company’s point of view to the media 
» practice their skill of strategy development 
 
The module consists of four courses: 

» Social Media Advertising (8 hours) 
» Search Engine Optimization and Advertising (8 hours) 
» Persuasive (Online) Communication, Storytelling & Monitoring (16 hours) 
» Workshop - Integrated Corporate Communication (32 hours) 

 
The module is taught in English. 
The exam will be a final project assignment 
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Social Media Advertising – Planning, Execution, 
Measurement, Optimization (8 hours) 
Aim of the course 

Students will be able to 
» understand social media advertising 
» navigate the main social-media advertising platforms  
» plan and execute online advertising campaigns in social media channels 
» understand general tagging and tracking techniques 
» optimize advertising through targeting, retargeting and testing techniques 
» evaluate different targeting possibilities  
» monitor ongoing advertising campaigns 
» differentiate between social media advertising and programmatic advertising 
» understand the advantage of data in digital advertising and evaluate different data sources 
 
Overview of the course 

» Relevance of Social Media Advertising 
» Campaign management via social media advertising platforms 
» Campaign set-up and tracking 
» Custom audiences and retargeting 
» Social advertising for brand vs. performance marketing 
» Programmatic advertising 
» Data in programmatic advertising 
» Current trends 
 
Teaching and learning methods 

Interactive seminar, case studies, script (online) 
 
 

Search Engine Optimization and Advertising (8 hours) 
Aim of the course 

Students will be able to 
» range in search engine marketing (in online marketing instruments); 
» distinguish search engine optimization from search engine advertising; 
» learn the basics of (successful) search engine advertising; 
» learn the basics of (successful) search engine optimization and ranging signals, 

respectively. 
 
Overview of the course 

1. Introduction into Search Engine Marketing   
2. (Successful) Search Engine Optimization (SEO) 
2.1. Off-Site SEO 
2.2. Googles’ PageRank 
2.3. On-Site SEO  
3. Search Engine Advertising 
 
Teaching and learning methods 

Interactive seminar, script (online), case studies 
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Persuasive (Online) Communication, Storytelling & 
Monitoring (16 hours) 
Aim of the implementation workshop 

Students shall 
» Understand how users make decisions, with a special focus on digital media 
» Learn how corporate communication works successfully in digital and social media. 
» Learn to create convincing arguments and turn information into compelling stories 
» Learn how to monitor online media and optimize online media campaigns 
 
Overview of the course 

1. Persuastion 

1.1. Slow and Fast Thinking 

1.2. Cognitive Ease 

1.3. Heuristics in Communication 

1.4. Behavioral Economics & Neuro-Marketing Techniques 

2. Story Telling 

2.1. Power of a Story 

2.2. Story Structures and Components 

2.3. Personal and Visual Storytelling  

2.4. Short Argumentation Structrures 

3. Behavioral Engineering in Social Media 

3.1. Social Validation Loop 

Psychological Targeting 

 

Teaching and learning methods 

Interactive seminar, case studies, script 
 

 
Workshop: Integrated Corporate Communication (32 hours) 
Aim of the course 

In an increasingly online, connected and distracting world, no single communication channel 
can capture enough of a target audience's time and attention to effectively communicate a 
marketing message. Boundaries between paid, owned and earned media campaigns are 
increasingly blurred, one communication instrument is almost never engaged with in isolation, 
and most communication channels now employ a mixture of all three types.  Thus, integrated 
online communication can be regarded as the simultaneous deployment of two or more paid, 
owned and earned assets, to present a consistent and cohesive brand message across 
different communication channels. 
 
In this seminar, students will learn about the targets of communication, the characteristics and 
efficiency of different advertising media (with a focus on online communication channels 
(banner, search, social, etc.) and mobile), and how to integrate them in advertising campaigns 
so that their combined employment yields maximum synergy. 
 
Students will be able to… 
» …understand the principles and challenges of integrated online communication. 
» …distinguish between different types of paid, owned and earned media, 
» …apply models of integrated communication planning 
» …apply the instruments of integrated online communication 



©   HSBA HAMBURG SCHOOL OF BUSINESS ADMINISTRATION 4

 
Overview of the course 

a) Introduction to communication management 
b) Principles of online communication 
c) Paid, owned and earned media 
d) Models of integrated communication planning 
e) Instruments of integrated online communication 
f) Workshop, groupwork, presentations 

 
Teaching and learning methods 

Interactive seminar, case studies, self-learn and research assignments between seminar 
sessions 



 
 
HSBA Hamburg School of Business Administration 

Mathematics 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B14-MATH 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

The module provides mathematical background 
and knowledge required in quantitative and for-
mally oriented modules like Economics, Invest-
ment and Finance, etc. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Sönke Hartmann, Prof. Dr. Alkis Otto 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 7 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/ 48 h contact 

109 Std Selbststudium/ 109 h independent study 

18 dualer Workload/ 18 h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ 48 h in academic year 

Art der Prüfung/  
Methods of examination 

Final written examination (100%)  

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

Students are expected to  
» learn about (and deepen their understanding of) basic mathematical tools and methods, 
» gather mathematical knowledge required for other lectures, 
» apply their mathematical skills to practical problems in business life and economics (finance, op-

erations research, etc..) 
 

Content of the Module 

1. Introduction 
 

2. Prelimenaries 
 

3. Linear Algebra 
3.1. Vectors 
3.2. Matrices and Determinants 
3.3. Systems of Linear Equations 

3.3.1. Gaussian Elimination 
3.3.2. Inverse Matrix Approach 

 
4. Analysis 

4.1. Sequences, Series and Limits 
4.2. Differential Calculus (Single-Variable Optimization)  
4.3. Partial Derivatives (Multiple-Variable Optimization)  
4.4. Integration  

 
5. Numerical Methods: Roots of a Function 

5.1. Bisection Method 
5.2. Linear Interpolation (Regula falsi) 
5.3. Newton’s Method 

 
6. Financial Mathematics 

6.1. Compounding, Discounting, Present and Future Value 
6.2. Annuities 

6.2.1. Annuities in Arrear (Ordinary Annuity) 
6.2.2. Annuities in Advance (Annuity Due) 
6.2.3. Perpetuities 

6.3. Nonannual Compounding 
6.3.1. With Periodic Compound Interest  
6.3.2. Without Periodic Compound Interest  

6.4. Continuous Compounding 
 
Teaching and Learning Methods 

Lecture, group work, exercises 
 

Demands on Company Training 

The contents of the module are not directly attributable to operational functional activities within firms. 
However, students may be given the opportunity to participate in financial calculations. 
 
Recommended Literature (Monographs in English language) 

» Sydsaeter, K., Hammond, P., Strom, A., Carvajal, A., Essential Mathematics for Economic 
Analysis, 5thed., Pearson, Harlow 2009. 

» Jacques, I., Mathematics for Economics and Business, 9thed., Pearson, Harlow 2018. 
» Bradley, T., Essential Mathematics for Economics and Business, 4thed., Wiley&Sons Ltd, 2013. 
» Dowling, E.T., Schaum's Outline of Mathematical Methods for Business and Economics, McGraw 

Hill, Boston 1993. 
 
 



 
 
HSBA Hamburg School of Business Administration 

Statistics 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-STAT 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

For the preparation, monitoring and follow-up of 
the module see recommended literature. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. Sönke Hartmann and others 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 7 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

48 Std Kontaktzeit/h contact 

109 Std Selbststudium/h independent study 

18 dualer Workload/h dual workload 

SWS/  
Contact hours 

48 Std im Studienjahr/ h in academic year 

Art der Prüfung/  
Methods of examination 

Written examination 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the module 

The students shall learn when and how to apply statistical methods. In particular, they should 
» understand the difference between observational studies and experiments, 
» organize, describe and present data using appropriate statistical measures, 
» understand the basic concepts of probabilities and probability distributions, 
» understand the impact of the sample size on the accuracy of the estimation, 
» understand statistical tests and the concept of significance, 
» be able to distinguish between correlation and causation, 
» be able to apply linear regression and to interpret the results. 
In addition to the application of statistical formulas and methods, students should gain an intuitive un-
derstanding of statistics, e.g. concerning sample sizes and concepts such as significance and correla-
tion. 
 
Content of the module 

1. Introduction  
 

2. Descriptive Statistics 
2.1. Measures of Central Tendency 

2.1.1. Mean 
2.1.2. Median 
2.1.3. Mode 

2.2. Measures of Variation 
2.2.1. Range 
2.2.2. Variance and Standard Deviation 
2.2.3. Coefficient of Variation 

2.3. Measures of Position 
2.3.1. Percentiles 
2.3.2. Quartiles 

2.4. Handling Outliers 
 

3. Probabilities 
3.1. Definitions 
3.2. Types of Probabilities 

3.2.1. Classical Probability 
3.2.2. Empirical Probability 
3.2.3. Subjective Probability 

3.3. Calculating with Probabilities 
3.3.1. Addition Rules 
3.3.2. Multiplication Rules, Conditional Probability, Bayes’ Rule 

3.4. Combinatorics and Probabilities 
3.4.1. Fundamental Counting Rule 
3.4.2. Permutations 
3.4.3. Combinations 

 
4. Discrete Probability Distributions 

4.1. Definitions, Expected Value and Variance 
4.2. Binomial Distribution 
4.3. Further Discrete Probability Distributions 

4.3.1. Uniform Distribution 
4.3.2. Benford Distribution 

 
5. Continuous Probability Distributions 

5.1. Definitions 
5.2. Normal Distribution 

5.2.1. Properties 
5.2.2. Standard Normal Distribution 

5.3. Distribution of Sample Means: Central Limit Theorem 
5.4. Approximation to the Binomial Distribution 

 
6. Confidence Intervals and Sample Sizes 

6.1. Confidence Interval for a Mean 
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6.1.1. Normal Distribution 
6.1.2. Distribution  

6.2. Confidence Interval for a Proportion 
6.3. Sample Size 

6.3.1. Estimating a Mean 
6.3.2. Estimating a Proportion 

 
7. Hypothesis Tests 

7.1. Testing a Sample Mean 
7.1.1. z Test 
7.1.2. t Test 
7.1.3. Left-Tailed, Right-Tailed and Two-Tailed Tests  

7.2. Testing a Sample Proportion 
7.3. Testing the Difference between two Sample Means 
7.4. Chi Square Tests 

7.4.1. Chi Square Test for Independence, A/B test 
7.4.2. Chi Square Goodness of Fit Test 

7.5. Error Types 
 

8. Correlation and Regression 
8.1. Correlation 

8.1.1. Scatter Plots 
8.1.2. Correlation Coefficient  
8.1.3. Correlation vs. Causation  

8.2. Linear Regression 
8.2.1. Line of Best Fit 
8.2.2. Multiple Linear Regression  
8.2.3. Dummy Variables 

8.3. Quality of the Regression Model 
8.3.1. Residuals 
8.3.2. Coefficient of Determination 
8.3.3. Confidence Intervals for the Coefficients 
8.3.4. Testing the Coefficients  
 

Teaching and Learning Methods 

Interactive lecture with discussions and exercises; case studies 
 
Demands on Company Training 

To deepen the knowledge in statistics, the students should be given the opportunity to gather practical 
experience which should build upon and extend their theoretical knowledge. They should be given the 
opportunity to 
» assess the applicability of statistical methods, 
» analyze data in the company using statistical measures, 
» discuss assumptions such as sample sizes, 
» apply advanced statistics techniques such as regression or hypothesis tests. 
 
Recommended Literature (monographs in English language) 

» Bluman, Alan G.: Elementary Statistics – A brief version. Third Edition, McGrawHill 2006. 
» Bohley, P.: Statistik, München, Wien 2000. 
» Bowerman, B.L., O’Connell, R.T.: Business Statistics in Practice, 4th edition, 2006. (Rec-

ommended) 
» Eckey, Kosfeld, Dreger: Statistik, Wiesbaden 2002. 
» Elpelt, B. und Hartung, J.: Grundkurs Statistik. 3. Auflage. München, Wien 2004. 
» Rumsey, D.: Statistics for Dummies. Wiley and Sons 2003. 
» Schlittgen, Rainer: Einführung in die Statistik , München, Wien 2000. 
» Sharpe, N., De Veaux, R.D., Velleman, P.: Business Statistics. Second Edition, Pearson 2012. 
» Ziegler, B.: Grundlagen der statistischen Methodenlehre, Gernsbach 2001. 
 



 
 
HSBA Hamburg School of Business Administration 

Microeconomics 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-MICR 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

Microeconomics enables students to understand 
and to analyze circumstances under which firms 
operate. As a consequence, economics is inter-
connected with many fields of business admin-
istration. 
For the preparation, monitoring and follow-up of 
the module see recommended reading list. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. A.H. Otto, Prof. Dr. H. Vöpel 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 6 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

50 Std Kontaktzeit/ 50 h contact 

85 Std Selbststudium/ 85 h independent study 

15 dualer Workload/ 15 h dual workload 

SWS/  
Contact hours 

50 Std im Studienjahr/ 50 h in academic year 

Art der Prüfung/  
Methods of examination 

Written examination (90 min., 100 points) 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

Economic science tries to explain the behaviour of individual households and firms and how the in-
teraction of households, firms, and public authorities affects the allocation of a society’s scarce re-
sources. Both economic behaviour as well as the allocation of resources depend upon incentives 
and market structures which – among others – are shaped by market participants, political and le-
gal frameworks, and ethical and cultural norms. 
The aim of the module is to enable students: 
» to understand the basics and the methodology of microeconomics, 
» to understand and assess the economic impact of economic developments, public sector activities 

and policies on firm behaviour, household behaviour, market outcomes, and economic welfare, 
» to apply economic theory in order to describe and analyse market conditions, market mechanisms, 

and to develop appropriate and sustainable business strategies. 
 

Content of the Module 

 
1. Introduction to Microeconomics (Common Lecture) 
2. Markets and economic efficiency 

2.1. The supply and demand framework 
2.2. General equilibrium and efficiency 

3. Consumer behaviour and market demand 
3.1. Consumer behaviour 
3.2. Individual demand and market demand 
3.3. Optimal consumption (incl. Lagrange method) 

4. Firm behaviour and market supply 
4.1. Production and cost 
4.2. Profit maximization and market supply 

5. Competition and market structure 
5.1. Monopoly 
5.2. Oligopoly 

 
Teaching and Learning Methods 

» Lectures  
» Exercises 
» Discussion and analysis of the current economic situation 
» The participants are requested to prepare the lectures by reading the recommended textbooks 

and to deepen their understanding of the lectures by studying the exercises being provided in the 
textbooks. 
 

Demands on Company Training 

The goal of the lecture is to provide students with a theoretical background in microeconomics that 
enhances their understanding of economic behaviour, causes and consequences of economic devel-
opments, and the impact of economic policies. The lecture thereby aims to strengthen their ability to 
make decisions and to develop successful and sustainable business strategies.  
Firms can support this aim and help students to apply and to deepen their microeconomic knowledge 
by providing information and insights about the competitive and institutional environments the firms 
operate in and by providing information about suppliers, customer groups and pricing strategies. 
 
Recommended Literature (Monographs in English language) 

 
 Robert S. Pindyck, Daniel L. Rubinfeld (2018): Microeconomics, 9th Edition, Pearson. 

 
 



 
 
HSBA Hamburg School of Business Administration 

Macroeconomics 
Modulbeschreibung/Module description 
 

Allgemeines / General 

Code: B12-MACR 

Studienjahr/ 
Year of Study 

2020/2021 

Art der Lehrveranstaltung/ 
Form of Course 

Pflicht/  
Obligatory 

Häufigkeit des Angebots der Lehrveranstal-
tung/ 
Frequency of course offer: 

In jedem ersten Studienjahr/  
 
Every first year 

Verwendbarkeit des Moduls/  
Applicability of the module 

Business Administation
 

Business Informatics
 

International Management
 

Logistics Management
 

Maritime Management
 

Media Management & Communication
 

Zugangsvoraussetzung/ 
Prerequisites 

Macroeconomics enables students to understand 
and to analyze circumstances under which firms 
operate. As a consequence, economics is inter-
connected with many fields of business admin-
istration. 

Name des/der Lehrenden 
Name of lecturer/s 

Prof. Dr. A.H. Otto, Prof. Dr. H. Vöpel 

Lehrsprache/ 
Language of teaching 

Englisch/  
English 

ECTS-Credits: 4 

Workload und dessen Zusammensetzung/ 
Workload and its composition 

32 Std Kontaktzeit/ 32 h contact 

58 Std Selbststudium/ 58 h independent study 

10 dualer Workload/ 10 h dual workload 

SWS/  
Contact hours 

32 Std im Studienjahr/ 32 h in academic year 

Art der Prüfung/  
Methods of examination 

Written examination 

Sprache der Prüfung/  
Language of examination 

Englisch/  
English 

Gewichtung der Note in der Gesamtnote/  
Emphasis of the grade for the final grade 

Siehe Studiengangsspezifische Bestimmungen/ 
see course specific provisions 
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Aim of the Module 

Economic science tries to explain the behaviour of individual households and firms and how the in-
teraction of households, firms, and public authorities affects the allocation of a society’s scarce re-
sources. Both economic behaviour as well as the allocation of resources depend upon incentives 
and market structures which – among others – are shaped by market participants, political and le-
gal frameworks, and ethical and cultural norms. 
The aim of the module is to enable students: 
» to understand the basics and the methodology of micro- and macroeconomics, 
» to understand and assess the economic impact of economic developments, public sector activities 

and policies on firm behaviour, household behaviour, market outcomes, and economic welfare, 
» to apply economic theory in order to describe and analyse market conditions, market mechanisms, 

and to develop appropriate and sustainable business strategies. 
 

Content of the Module 

1. Common Lecture: Facts of Growth 
2. Introduction 
3. The short run 

3.1. The goods market 
3.2. Financial markets 
3.3. The IS-LM model 

4. The medium run 
4.1. The labour market 
4.2. The Phillips curve, the natural rate of unemployment and inflation 
4.3. The IS-LM-PC model 

5. Open Economy 
5.1. Openness in goods and financial markets 
5.2. The goods market in an open economy 
5.3. Output, the interest rate and the exchange rate 

 
Teaching and Learning Methods 

» Lectures  
» Exercises 
» Discussion and analysis of the current economic situation 
» The participants are requested to prepare the lectures by reading the recommended textbooks 

and to deepen their understanding of the lectures by studying the exercises being provided in the 
textbooks. 
 

Demands on Company Training 

The goal of the lecture is to provide students with a theoretical background in macroeconomics that 
enhances their understanding of economic behavior, causes and consequences of economic devel-
opments, and the impact of economic policies. The lecture thereby aims to strengthen their ability to 
make decisions and to develop successful and sustainable business strategies.  
Firms can support this aim and help students to apply and to deepen their microeconomic knowledge 
by providing information and insights about the competitive and institutional environments the firms 
operate in and by providing information about suppliers, customer groups and pricing strategies. Fur-
thermore, firms may promote student’s understanding of macroeconomics by explaining the firm’s ex-
posure to and reception of macroeconomic events like unanticipated macroeconomic shocks and the 
business cycle. 
 
Recommended Literature (Monographs in English language) 

» O. Blanchard, A. Amighini and F. Giavazzi (2017): Macroeconomics – A European Perspective, 3rd 
Edition, Pearson. 

 
 


