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Institute for
International
Marketing Management

100+

Presentations at
International
Conferences

Research and
Teaching Awards

Our Research “U

100+

Publications in
Top Journals

10+

National and
European
Research Projects

20+

Journal Review
Board Memberships
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Our Research

SADISTIC
ENTERTAINMENT

CLAN
WARFARE

POPULAR
JUSTICE

BLOOD
GAMES
verbal conflicts performed

in front of an audience
for their entertainment

HEDONIC
DARWINISM

promotion of
exploitation for fun

STATUS
BATTLES

competing subgroups vie for
dominance or recognition

CLAN
TYRANNY

leading clans systematically
oppress others

VIGILANTE
POLICING

members violently enforce
community norms themselves

MINARCHY

ultra-minimal levels
of formal governing

NARRATIVES OF

HARMLESS PLAY

online violence is
merely a staged drama

NARRATIVES OF
CULTURAL
DEGRADATION

online violence needed to fight
invasion or dogmatism

NARRATIVES OF
JUST PUNISHMENT

members must punish
offenders when moderators
fail to enforce norms

Narratives that legitimize direct
and structural violence.

DIRECT VIOLENCE STRUCTURAL VIOLENCE
Interactions that inflict Relational structures that dis-
harm on individuals advantage, exploit, or otherwise
or groups. harm certain members of groups.
CULTURAL VIOLENCE

Sibai, Luedicke, and deValk (2024), “Why Online Consumption
Communities Brutalize”, Journal of Consumer Research
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Our Teaching
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B.Sc. in Business and
Economics
B.Sc. in Wirtschafts- und
Sozialwissenschaften

Global Branding

Global Media Marketing
Global Marketing Research
Marketing in the Emerging
Markets

Future Trends in International
Business

» Global Marketing
Communication

» International Marketing in Asia
» Global B-2-B Marketing

vVVvVvVvyy

v

M.Sc. in Marketing

P MSc Strategic Marketing in a
Globalized Economy

» CEMS Global Marketing
Management

» Special Topics in IM
P> Qualitative Insights
» Marketing Study Project

Ph.D. in Marketing

>

>

Advanced Qualitative
Methods

Paper Development
Workshop

Methods II
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Why Specialize in International “U SSSSSSSSSS
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Marketing Management? e

SSSSSSSSSSS

(1

The business enterprise has

two - and only two - basic
functions: marketing and
innovation. Marketing and
innovation produce results;

all the rest are costs.

Marketing is the

distinguishing, unique

function of the business. 99

i
| IR
_ Peter Drucker
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Why Specialize in International “U

UNIVERSITAT
WIEN VIENNA

Marketing Management? e

AND BUSINESS

The world has become a gigantic global market. The most exciting
companies you can work for today are operating in multiple countries.

Trade as share of GDP, 1960 to 2021 Our World
Shown is the 'trade openness index' - the sum of exports and imports of goods and services, divided by the gross domestic
product.

0 Add country or region All together v

60%
World
50%
/ India
40%
China
30%
United States
>
o -/\/\/
10%
O% I T T T T T 1
1960 1970 1980 1990 2000 2010 2021
Source: World Bank and OECD OurWorldInData.org/trade-and-globalization ¢ CC BY

SEITE 12 DATA FROM WORLD BANK - HTTPS://OURWORLDINDATA.ORG/GRAPHER/TRADE-AS-SHARE-OF-GDP Equis Il ancss <GPAMBA



Why Specialize in International “U SSSSSSSSSS
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Marketing Management? e

SSSSSSSSSSS

If you want to serve, or even save, the world, you need a profound
understanding of how companies compete and collaborate
internationally.

SEITE 13 equis [ aacse <G AMBA
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https://en.wikipedia.org/wiki/File:H%26M_World_map.svg

Why Specialize in International

Marketing Management?
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Currently, trade tensions are rising between USA/EU and China based on
“uneven playing fields"*. As a trained global marketer, you will be
able to navigate these challenges and compete internationally.

Largest automakers by market capitalization
companies: 38  total market cap: $2.154 T

Rank * Name

TSLA

¢ Toyota
2 SR iyt

Volkswagen

4+ & BOD

cozseasz
NIO
s |1

1~ Daimlar

33
3.1 3.1
3
2.8
@ 2.7 26
S
2
N
5 21 21 22 21 21
g 2 18
5 1.6
s
c
1
0.6 0.6 0.6 0.6 0.6 0.6 o5
I I I I I I I 1 0'4 oi i oi I
2014 2016 2018 2020 2022 2024 2026

® China @ Deutschland

Quelle: Statista Market Insights

Market Cap Price Today Price (30 days) Country
$773528 $816.04  794% J\\,J\'/ EUSA
$21167B $15267  -0.56% jl\ﬁ o Japan
$98.74 B $18167  -0.03% /\,\/\/“-\, == Germany
$87678 $3369  0.09% v\/va\/, W China
$84.61B $54.28  7.49% W\TN wChina
7626 B $7129  0.66% ”’\/\/—\\/ = Germany
52.00 B $

36.89 B $8}

56.39B $2

52.33B

18.39B

—

BUSINESS | GERMANY

Electric cars: Chinese carmakers outpace
German giants

Klaus Ulrich
08/106/2023

High costs, lower demand, fiercer ition — the German ive industry is coming under
pressure. The lucrative Chinese market, in particular, is proving difficult as Chinese consumers
choose national brands.

f X v

n

* SEE HTTPS://POLICY.TRADE.EC.EUROPA.EU/EU-TRADE-RELATIONSHIPS-COUNTRY-AND-REGION/COUNTRIES-AND-REGIONS/CHINA_EN EQUIS . léACSB QQA‘AW[%R

HTTPS://COMPANIESMARKETCAP.COM/AUTOMAKERS/LARGEST-AUTOMAKERS-BY-MARKET-CAP/
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AND BUSINESS

Today, people, money, products, fashions, tastes, and ideas travel across
the globe in all directions. As a global marketer, you follow
international trends to build the strongest brands.

pO D

(> SINGING IN KOREAN J)

“People from Hong Kong, Japan and the Philippines loved the mop- “50 years after ,Beatlesmania” swept the globe, Korean band BTS
topped Englishmen from Liverpool in the 1960s. In Japan, a Beatles fan successfully invaded the US, fans from all around the world also cry,
described their show as a “social phenomenon” which led to the birth scream and sing along at concerts. In 2019, BTS became the first band
of a real Japanese rock music scene.” since The Beatles to have three Billboard No.1 albums in a single

15 EQUIS I '%%%BD “Q:\A‘Mg'&j
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https://youtu.be/Wp2DqGnlShM
https://www.beatlesstory.com/blog/2021/02/10/the-beatles-in-asia/
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https://www.beatlesstory.com/blog/2021/02/10/the-beatles-in-asia/

Marketing Management?

UNIVERSITY OF

Why Specialize in International “U

ECONOMICS
AND BUSINESS

As a global marketer, you will have a global impact. You can
contribute proactively to shaping our future which “could last for millions of
years or end tomorrow ... depending on what we choose to do today."™*

( Agriculture
-12,000 YEARS End of typical
Homo sapiens )

mammalian species
-300,000 YEARS

700,000 YEARS

-300,000

IIIIIIIIIIIIIIIIIII|IIIIIIIIIIIIII|IIII|IIIIIIIII|IIIIIIIII|IIII|IIII
0 700,000

Figure 1.2. The potential future of civilisation, if humans survive as long as the average mammalian species

SEITE 16 * WILLIAM MCASKILL 2022, “WHAT WE OWE THE FUTURE"
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SBWL International Marketing “U TTTTTTTTTT
Management: Overview :
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-

IMM Major \

1. Term

/ 2. Term

0 MY 4 4 OIGD 4 ) WIOE 1 0N 4 0 WGB v 4 DR bt mem

r/’

Foundations }
|

. i |
Applications |
|

Elective 1 : :
|

Elective 2 o

Seminar: Global

Business Planning /

Contents
= 5 courses (10 SWS/20 ECTS)
= 2 semesters minimum

= International electives with IMM
contents are acceptable (upon approval)

= GBP can be studied online from abroad

Language
= English

Bachelor Thesis

= Common Body of Knowledgel
“Wissenschaftliches Arbeiten” courses
completed

= English language

= IMM students preferred

EQUIS

AAcsB s AMBA
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SBWL International Marketing
Management: Didactical Concept
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Foundations

(1. Sem.)

Key concepts::
Int. market entry,
STP, marketing
mix, contemp.
topics, etc.

Content

Along the
international
marketing plan

Organization

Selected concepts &
practical application

c Cases
(V=)
Ao
tS Examples
mc S
- 0
[ ) .
° Discussions etc.

Applications

(1. Sem.)

Implementation
via simulation:
Make STP,
product portfolio,
budget, KPIs,
strategy decisions

Marketing plan
elements
integrating
quantitative
marketing aspects

Concrete & hands-
on decision-making
in simulation

Global Business

Planning
(2. Sem., online)

Implementation
via consulting:
Work in multi-
cultural teams to
advise a company

Along the lines of
an international
marketing plan
integrating market
research

Marketing strategy
development &
execution for a
real-life company
situation

Holistic & comprehensive

practical application

wwwwwwwwwww

EQuis IR aacse <" AMBA
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SBWL International Marketing
Management: Electives

NNNNNNNNNN
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Future Trends in
International Global Branding
Business

Global

Marketing
Communication

Global Media
Marketing

Global B-2-B
Marketing

International Marketing in
Marketing in Emerging
Asia Markets

cccccccccc



SBWL International Marketing “U TTTTTTTTTT

Management: Teaching Methods
Case Studies Teamwork & Presentations Online
Coaching & Reports elements

8

e

U

Concepts & Project work Cooperation with Active
Theories renowned companies participation in
& start-ups discussions

cccccccccc



SBWL International Marketing “U TTTTTTTTTT

NIVERSITAT

Management: Bachelor Thesis e

SSSSSSSSSSS

Topics are typically assigned in line with IMM’s research focus

Examples of topics:
= Sustainability and Corporate Social Responsibility

The role of brands in consumer decisions

"Euro consumer" - does it exist and what characterizes it? ¢\‘\ : |1/ 4

Brand counterfeiting / digital piracy: attitudes, emotions, @
etc.

International Pricing in SME

))) Find out more at our Bachelor Thesis Info Event!

EQuis R ancse <" AMBA
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SBWL International Marketing

WIRTSCHAFTS
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UNIVERSITY OF

Management: Entry Exam S

DATE AND TIME Cﬁ

REGISTRATIONS L%]

VA

—
PREREQUISITES o=

CONTENT —[]ﬂﬂﬂ%

FORMAT

LANGUAGE

10th Sept. 2024, 9:30 am - 10:15 am (online)

28th August - 5th September 2024, via LPIS

For BaWiSo and BaWiRe students:
- min 27 ECTS and
- completed basic Marketing Course (Dr. Margit

Kastner)
For BBE students:
- min 42 ECTS
Bl
http://short.wu.ac.at/imm-entry iEI

Single-choice questions (40%) and multiple-choice
questions (60%). Online via LEARN

English

EQUIS ﬂé&%&% %‘:;Rﬁg%
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The IMM Network: Join a Global
Community of IMM Graduates
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Institute for
International
Marketing Management

IMM Business Club

Alumni
Association

(J Over 600 members in the group

@ Network of current IMM students
and graduates

¢/ Internships and job opportunities

(J Lectures, meetings, etc.

o
() 2% linkedin.com/compan  +

3 Q Search

Institute for International Marketing

Management - IMM WU
Higher Education

ﬁ- 2 connections work here

About us

The Institute for International Marketing
Management (IMM) focuses on creating and
sharing knowledge in the field of international
marketing management. To this end, we strive to
publish our research in highly respected journals
read by leading scholars and senior executives,
and seek to use innovative teaching approaches
that involve case studies, simulations and real-life
cases. We are intent on maintaining strict

Start here, on LinkedIn
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