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	Course Syllabus
	2013-01-19

	Doctoral course

	International  Entrepreneurship and Marketing (7,5 credits)

	Course coordinators

	Svante Andersson, Halmstad University
	Svante.andersson@hh.se

	Gabriel Awuah, Halmstad University
	Gabriel.Awuah@hh.se

	Teachers

	Svante Andersson, Halmstad University
	Svante.andersson@hh.se

	Gabriel Awuah, Halmstad University
	Gabriel.Awuah@hh.se

	Natasha Evers, National University of Ireland, Galway, Ireland
	Natasha.Evers@nuigalway.ie

	Background

	Globalization, with lower trade barriers, new technology in communication and information technology, and consumer behaviour that has been more similar across borders, have made internationalization an important strategic aspect for an increasing amount of firms. Already from inception some firms aim for international markets, while others still focus on their home market. In this course the development from a firm’s inception, its early international development, and a firm’s ability to market its goods/services, using innovative and creative approaches will be in focus. Theories treating international entrepreneurship and marketing will be studied. 

	Purpose and objectives

	The overall objective of the course is to enable the student to develop the ability to independently and critically review literature in the subject areas of international entrepreneurship and marketing respectively. Thereafter, the student is expected to independently write own scientific essay (s) in a chosen problem area. The purpose of the course, therefore, is to give the student an up to date knowledge in international entrepreneurship and marketing.

	Learning outcomes

	After completion of the course, the student shall be able to: 

	Knowledge and understanding

	· Critically and systematically integrate literature and theory within the subject areas of international entrepreneurship and marketing.

· Understand the relevance of the literature for the students’ own projects.

	Skills and abilities 

	· Design, write and present an academic paper.

· Review and asses academic research.

· Collect primary data and use theory to analyse the collected data.

	Assessment and attitude skills

	· Show awareness regarding ethical aspects in research and show responsibility for the own development of knowledge.

· Evaluate and judge presented theories and empirical research done during the course and scientific research in the subject areas.

	Primary contents 

	The course seeks to offer a comprehensive review of the main areas of studies in international entrepreneurship and marketing. Here, active participation at all seminars is necessary. The student shall write an independent scientific work and present it orally.  

	Course examination

	· The student will write a short summary of the literature treated in each seminar and prepare questions and participate in the discussion. (The papers should be 3-5 pages including a short summary, strengths and weakness in the literature, and a reflection on how the literature connects to one’s own research interest. The paper shall also include three questions that the student shall use as a base for a discussion at the seminar).

· Prepare question for a study visit, and present and discuss the findings in seminar.

· A written research paper shall be presented (individually or in teams of two) in the last session and an opposition on another paper should be carried out. The form of the paper can be a journal article, conference paper or part of the participant’s thesis. The form should be discussed and confirmed by the course coordinator. 

	The overall grades of fail or pass will be awarded for the course.


	Course Evaluation

Course evaluation is part of the course. This evaluation should offer guidance in the future development and planning of the course. Course evaluations should be documented and made available to the students.
Schedule

	The course will take place during the spring 2013 and includes lecture, seminars, study visits and individual supervision after agreement with the tutors.

	Course contents

	

	Part 1
	Wednesday   January 16

	Lecture/seminar
	Introduction to International Entrepreneurship and Marketing

	
	Svante Andersson, Gabriel Awuah

	
	Time: 10.00 -17.00

	
	Place: Halmstad University, Room 0219

	Part 2
	Wednesday March 6

	Lecture/seminar
	Internationalization and Innovation 

	
	Svante Andersson, Gabriel Awuah

	
	Time: 10.00 -17.00

	
	Place: Halmstad University, Room 0219

	Study visit
	Thursday March 7

	
	HMS 

	
	Time: 08.30 -12.00

	Seminar
	Thursday 13.00-16.00

	
	Time: 10.00 -17.00

	
	Place: Halmstad University, Room 0219

	Ph D defence
	Friday March 8

	
	Navid Ghannad is defending his Ph D in the International Entreprenurship Area

	
	Time: 10. 00 -13.00

	
	Place: Halmstad University, Room O125

	Individual supervision
	Please make an appointment with Svante Andersson and Gabriel Awuah.

	Part 3
	Wednesday April 10

	
	International Business Creation and Dynamic Capabilities

	
	Natasha Evers

	
	Time: 09.30 -15.30

	
	Place: Halmstad University, Room 0219

	Final seminar
	Thursday April 11 09.00-19.00

	
	Final seminar 

	
	Svante Andersson, Gabriel Awuah

	Applicants/target group

	The course is open for 15 participants and is primarily intended for doctoral students at Halmstad University and Jönköping International Business School. However, other students are also welcome, if there are vacancies. 


	Send an e-mail with name and home university to Christel Sjunnesson (christel.sjunnesson@hh.se). 

Last day to Apply: 24 November 2012.


	Preleminary Literature

	Part 1
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Andersson, S. and Wictor, I. (2003) Innovative internationalisation in new firms – Born Globals the Swedish case. Journal of International Entrepreneurship. Vol 1, No 3. pp 249-276.  

Autio, E. (2005) Creative Tension. the significance of Ben Oviatt’s and Patricia McDougall’s article ‘Toward a theory of international new ventures’. Journal of International Business Studies, 36 : 9-19. 

Jones, M.V., Coviello, N. and Tang, Y. K. (2011) International Entrepreneurship research (1989–2009): A domain ontology and thematic analysis, Journal of Business Venturing. 26 (6), 632-659.

Knight, G. A. and Cavusgil, S. T. (1996) The Born Global Firm: A challenge to traditional internationalization theory. Advances in International Marketing, 8, 11-26.

Madsen, T. K. and Servais, P. (1997) The Internationalization of Born Globals: an Evolutionary Process? International Business Review, 6 (6), 561-583.

Oviatt, B. M. and McDougall, P. P. (1994) Toward a theory of international new ventures. Journal of International Business Studies, Vol. 24 (First quarter), pp. 45-64. 

Johanson, J. and Vahlne, J-E. (2009) The Uppsala internationalization process model revisited: From liability of foreignness to liability of outsidership. Journal of International Business Studies, pp. 1-21.

Cass, A.O. and Ngo, L. V. (2011) Winning through innovation and marketing: Lessons from Australia and Vietnam. Industrial Marketing Management 40, pp. 1319-1329.

	Part 2

Andersson, S. (2004) Internationalization in different industrial contexts. Journal of Business Venturing. Vol 19.No. 6. pp. 851-875.

Andersson, S. (2006) International growth strategies in consumer and business-to- business markets in manufacturing and service sectors. Journal of Euromarketing. Vol 15. No. 4. Pp. 35-56.

Fernhaber, S., McDougall P. and Oviatt B. (2007) Exploring the role of industry structure in new venture internationalization. Entrep Theor Pract 31(4):517–542.

Mariados, B.J., Tansuhaj, P. S. and Mouri, N. (2011) Marketing capabilities and innovation-based strategies for environmental sustainability: An exploratory investigation of B2B firms. Industrial Marketing Management 40, pp. 1305-1318.

Coelho, F. and Sousa, C. M.P. (2011) From personal values to creativity: evidence from frontline services employees. European Journal of Marketing. Vol. 45 No 7/8, pp. 1029-1050.

Rae, A., and Harris, L. (2009). Social networks: the future of marketing for small business. Journal of Business Strategy. Vol. 30 No. 5, pp. 24-31

Awuah, G.B., Gebrekidan, D.A. and Osarenkhoe, A. (2011) Interactive (networked) internationalization: the case of Swedish firms. European Journal of Marketing. Vol. 45 No 7/8, 99 1112-1129.

Leonidou, L.C., Barnes, B. R., Spyropoulou, S. and Katsikeas, C.S. (2010). Assessing the contribution of leading mainstream marketing journals to the international marketing discipline. International Marketing Review. Vol 27 No. 5., pp. 491-518.

	Part  3

Andersson, S. (2011) International entrepreneurship, born globals and the theory of effectuation. Journal of Small Business and Enterprise Development. Vol. 18. No. 3, pp.627 – 643. 

Dew, N., Read, S., Sarasvathy, S.D. and Wiltbank, R. (2009) “Effectual versus predictive logics in entrepreneurial decision making: differences between experts and novices”, Journal of Business Venturing, Vol. 24 No. 4, pp. 287-309.

Evers, N. (2011) 'International new ventures in low-tech sectors - a dynamic capabilities perspective', Journal of Small Business & Enterprise Development, Vol. 18, No. 3, pp. 502-528. 

Evers, N. (2010) 'Factors influencing the internationalization of new ventures in the Irish Aquacultural Industry:  An exploratory study', Journal of International Entrepreneurship, Vol. 8, pp. 392-416. 

Evers, N., Andersson, S. and Hannibal, M. (2012) Stakeholders and Marketing Capabilities in International New Ventures:  Evidence from Ireland, Sweden and Denmark. Journal of International Marketing (accepted for publication).

Evers, N. and O'Gorman, C. (2011)  'Improvised internationalisation in new ventures:  the role of prior knowledge and networks', Entrepreneurship and Regional Development:  an International Journal, Vol. 23, Nos. 7-8, pp. 549-574. 

Sarasvathy, S.D. (2001) “Causation and effectuation: toward a theoretical shift from economic inevitability to entrepreneurial contingency”, Academy of Management Review, Vol. 26 No. 2, pp. 243-63.
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