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Department 10 Business Administration  

Course title Cross-cultural Management: Regional Specialization

Hours per week (SWS) 4

Number of ECTS credits 5

Course objective Professional competences:
By the end of the module, students should:
(1)	Adopt an Asian business perspective, focusing particularly on the changing business environment 
for European firms. 
(2)	Understand the political, economic, and business environments of leading, individual East Asian 
business systems (most notably China, Japan, and South Korea) and their implications for 
organisations and actors within them interested in operating in these economies; 
(3)	Have an awareness of the complexity of doing business in Asia and how these relate to Euro-Asia 
management and marketing practices;
(4)	Appreciate business customs and cultural values across the three countries and resultant barriers 
that can arise when engaging with Asian organisations and markets.
Technical competences:
After successful completion of this module, students will be able to 
(1)	Reflect norms, practices and conventions in Asian business cultures;  
(2)	Display a critical and self-reflective approach to intercultural communication and navigate the 
change of Euro-Asian settings; 
(3)	Adapt communication styles and behaviour to effectively engage with Asian organisations and 
actors within them.
Social competences:
After successful completion of this module, students will be able to 
(1)	deal with challenges emerging from cross-cultural engagement with Asia;
(2)	work with people from Asian cultures and learning from them;
(3)	see conflicts as an opportunity and Euro-Asia diversity as a source of creativity. 
Personal competences:
After successful completion of this module, students will be able to 
(1)	Recognise cultural similarities and differences and understand what these mean;
(2)	Reflect on cross-cultural experiences in an Euro-Asia context and learn from them;
(3)	Remain effective in unclear situations ‘without’ becoming overly anxious.

Prerequisites Seminars 2.2, 3.2, 5.2
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Teaching methods •	Interactive seminar
•	Group work
•	Case studies
•	In-class Presentations
•	Independent and guided reading

Assessment methods ModA

Language of instruction English

Name of lecturer Prof. Dr. Sierk Horn

Email sierk.horn@hm.edu 

Link

Course content The Covid-pandemic has ushered in a new era in which the economic importance of Asia is now 
obvious. It will become even more critical to build functioning organisations in such an increasingly 
interconnected world cultural. And cultural considerations are key to meaningful Asian business 
interactions. As a consequence, students need to hone their intercultural competence skills to perform 
well in future specialist or executive positions at home or abroad. This advanced module provides a 
deeper understanding of cross-cultural management and marketing practices with a regional emphasis 
on the nature of business in and organisations from East Asia. The module encourages student 
engagement with Asia’s three largest economies – China, Japan, and South Korea – while paying 
attention to self-reflective consideration of their cultural background. Upon completing this module, 
students should demonstrate the necessary knowledge, skills, attitudes and awareness to operate 
more effectively in Euro-Asian business environments. 
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