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Course syllabus for Global Management: Cross-Cultural Service and Business
Culture in the Global Era
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Course summary:

The forces of globalization have reached all aspects of our lives. We think, act, and connect
globally. It is safe to say that globalization has not only changed our approach to market
segmentation and consumer behavior. The free flow of material and intellectual capital also
impacted the way we perceive a culture and its geographical boundaries. Consequently, it
modified the way we view one's personal identity as a consumer of its own local culture as well

as of the global culture.

The course deals with the effects of globalization on identity, culture, market segmentation, and
service values. This course combines different disciplines (management, marketing, sociology,

and communication) in order to fully comprehend the development of today's marketplace.

Course goals:
The goal of this course is to deepen the understanding of cross-cultural behavior and cross-

cultural management in order to qualify students to do innovative business with partners from a
wide range of cultures. This course will provide students the set of skills that will allow them to

function effectively in today's multilateral environment.

The course will be based on participation, case studies, and active exchanges about real-life

events.
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Subject

Reading List

Introduction to culture & social categorization

*Hofstede cultural dimensions (2011)

Globalization & consumer identity

*Shofek & Erez (2006)
Cleveland et al. (2015)

Customer profiling: Understanding our customers

Fromm & Garton (2013)

Cultural Intelligence (CQ): models & implications
Global Dexterity: how to adapt your behavior

across cultures

*Textbook 2, Chapter 1 & 3
*Earley, P. C., & Mosakowski, E. (2004)
Molisnky (2013)

The art of negotiation
Conducting successful business abroad: negotiate

like a local

*Coene & Jacobs (2017)

Redefining geographical borders: market
segmentation in the global era

Case study's evaluations

Textbook 1, Chapter 2
Bartlett & Ghoshal (1998)
*Case study: Descamps et al. (2003)

Cross-cultural awareness: business etiquette in the
global world

Workshop: Manners for the everyday life

*Pachter & Cowie (2013)
Trompenaars & Hampden-Turner (1998)

From the west to east: Doing business and

networking across cultures

Storti (2017)

Social Media Etiquette for business

Personal Branding in the global era

Kim (2014)

Cross-cultural dialogues

*Hinner (2017)
Storti (2017)

The impact of global identity on consumer
expectations regarding services

Service failure and service recovery

Lucas (2011) Chapter 1& 2
*Van Ittersum, K., & Wong, N. (2010)
Ostrom, A., & lacobucci, D. (1995)




*Pine, J.B., Pine 11, B.J., & Gilmore, J.H. (1999)
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