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Course Description & Main Objectives 

The course foundations of value management deals with current issues and develop-

ments in managing value in business. Offering three different perspectives on this 

topic, the course is held jointly by the Institute for Market-based Management (Prof. 

Schwaiger), the Institute of Strategic Management (Prof. Tuschke), and the Institute 

for Innovation Management (Prof. Spanjol). A complementary 4-hour tutorial aims to 

deepen the subjects outlined in the lecture.  

Teaching contents: A changing global landscape in which businesses operate neces-

sitates a focus on effective and efficient value management, encompassing value cre-

ation, transfer, and capture as well as addressing a variety of stakeholders.  

In this course, we see value management as a process. First, we discuss the founda-

tion of value management through communication from various perspectives. On the 

company level, the course deals with central company values and describes how to 

leverage corporate communications in order to achieve competitive advantages. On 

an individual level, the course describes the fundamentals of business negotiations 

with a specific focus on negotiation techniques. Second, building on this foundation, 

we dive deeper into the value management for managers and discuss how to bring 

together organizational goals and values. Finally, we discuss value management de-

cisions are enacted through innovation, exploring both value creation and value cap-

ture dynamics. The lectures and tutorials comprise exercises and a broad range of 

case studies. 

Teaching aims: Students gain a broad understanding of how to effectively manage 

value within firms. They further understand how companies achieve competitive ad-

vantages with the help of the central value drivers and communication methods.  

Lectures Overview 
1. Value management through communication  

1.1 Introduction and overview of corporate communications  

1.2 Corporate reputation management  

1.3 Corporate social responsibility  

1.4 Crisis communication  

1.5 Introduction and overview of negotiation analysis  

1.6 Negotiation workshop (tutorial) 

 

2. Value management for managers 

2.1 Organizational goal setting 

2.2 Governing the manager-stakeholder relationship 

2.2.1 Introduction to governance 
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2.2.2 Incentives for the TMT and its consequences for stakeholders 

2.2.3 New approach to governance: TMTs as stewards of the corporation 

2.3 Public perception and firm reaction 

 

3. Value management through innovation  

3.1 Innovation as a value creation process 

3.2 Value creation for internal and external customers 

3.3 Value transfer models 

3.4 Value capture dynamics 

3.4.1 Extracting value within a closed innovation system 

3.4.2 Extracting value within an open innovation system 
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