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Course Objective
The international marketing course is designed to provide students with (a) familiarity with the problems and perspectives of marketing across national boundaries and within foreign countries; (b) insights into environmental perspectives of doing business outside the home country; (c) analytical ability to make marketing decisions facing all firms (exporters, licensor/licensee, joint venture firms, firms with overseas subsidiaries) engaged in business outside the U.S.; and (d) knowledge of tools and practices for structuring and controlling marketing programs related to overseas business. 

Specific Pedagogical Objectives

1. Gain perspectives of global marketing; how is it different from domestic marketing?

2. Develop an understanding of international organizations and agreements and how they affect trade and global marketing decisions.

3. Develop skills in analyzing economic and non-economic (i.e., political, legal, cultural etc.) factors for identifying, evaluating, and approaching foreign marketing opportunities.
4. Become familiar with alternative schemes for segmenting the global market.

5. Develop skills in formulating product, price, distributions, and promotion strategies in the context of business outside the U.S. For example:

(a) Product: opportunity and need for product adaptation;

(b) Price: uniform pricing worldwide vs. differentiated price;

(c) Distribution: differences in overseas distribution arrangements, and choice and appointment of middlemen, and;

(d) Promotion: transfer of U.S. advertising copy overseas and media selection.

Text Book

Not required.  Outline of each of the course modules will be available on the web for you to download and bring to class.  If and when the need arise, it is likely that I will supplement some of these modules with additional reading material.  In this case, I will provide you the new material before I go over it in class.  I will also have some popular International and Global Marketing text books available at the college library for any student who wants to look them up as reference material.  
Recommended Outside Reading

The Wall Street Journal, Business Week, Harvard Business Review, Financial Times, Fortune and other periodicals with international content. I will also be assigning articles from some of these sources for you to summarize for submission and for in class discussion.

Several activities have been planned to facilitate your learning. These include lectures, videos, guest speakers, current readings, group presentations etc. You should enthusiastically participate in all of these activities.

Some "Do"s and "Don't"s

DO:

*Attend classes regularly and take class notes diligently




*Submit assignments on time




*Participate enthusiastically in class discussions




*Ask questions when you do not understand




*Work hard and earn a good grade


DON'T:
*Ever miss an exam or a quiz unless absolutely necessary




*Ask for any special favors regarding exam or quiz scheduling


The class follows lecture/discussion format and as such each student is expected to contribute to class discussions with comments on the topics being covered.  

Course Requirements & Grading

Your final grade will be based on your performance in the following activities:










Weight

Points

+
First exam





20%


100

+
Second exam





20%


100

+
Final exam (not comprehensive)


20%


100

+
Quizzes  (each out of 15 points)


10%

  
  50

+
Individual assignments (6 to 8)


18%

  
  90

+
Group exercise


  

  7%

 
  35

+
Class participation




  5%

  
  25


TOTAL








500


Letter grades will be assigned based on the traditional cut-off percentages: 90% (A), 80% (B), 70% (C), & 60% (D). Below 60% would assure an F grade.


I reserve the right to change the relative weights under unavoidable circumstances.  If so, any changes are likely to be beneficial to you.


Exams:

Exams will consist of multiple choice and essay type questions (50% multiple choice and 50% essay). 


Quizzes:

You will have approximately 6 quizzes.  Tentative dates for these quizzes are provided in the schedule attached to the syllabus.  Under certain circumstances (i.e., material not covered), I may be forced to postpone a quiz to a future date. In this case, I will announce in class at least one day before, the new scheduled date for the quiz.

Each quiz will be first completed individually.  Once the answers have been submitted, students will work with their representative groups and submit a group answer.  Each quiz will be worth 10 points when done individually and 5 points when done as a group.  


Students must take all exams and quizzes at scheduled times except in case of an unavoidable emergency (medical, death of near relative or unavoidable university related engagement). Documentary proof is required for such excused absences. If I am convinced of the validity of the excuse for missing an exam or a quiz, I will give the student a make-up exam or a quiz during the dead day.   


Individual Assignments:


During the semester, I will ask you to complete between six and eight short individual assignments.  These assignments can be to summarize a recent article, write a brief summary of a guest speaker’s presentation, answer a few questions based on video you watched in class, a short library or internet assignment, etc.  I will provide you more details about these assignments as the semester progress. Your answers should be typed.

Group Exercise:


I will create groups consisting of 4 members in each.  Each group will complete one group exercise.  I will expect the group to present their project in class the day it is due.  Please make it a professional presentation (i.e., power point etc.).  Also, make a hardcopy of your presentation before it is presented so that I can give it back with a grade.  It will be mandatory for each student to complete a group evaluation sheet and submit it the day of the presentation.  If you have any concerns about a group member or members, please let me know as soon as possible so that I can see what needs to be done.  


Class Participation: 
Most of this grade will be based on attendance.  Paying attention and participating in a meaningful way in class will get you the rest of the points. 


Attendance Policy: 

Attendance will be taken each day.  Missing more than 15 minutes any time during the class period will constitute an absence.  Part of your class participation grade WILL include attendance.

Late Assignments: 

Penalty for any late assignment is half credit.  If you are submitting any late assignment for a grade, make sure it is handed over on or before the next class period. I will not collect any late assignment that is more than one week overdue unless this has been discussed with me ahead of time.

Framework of Course



Area of Competence


Broad Topics Covered



1. Overview 



Overview of Global Marketing 

Module 1

2. Uncontrollable Environment

Economic, Trade, Political, Legal, Cultural






Modules 2, 3, 4, 5, and 6

3. Analyzing and Approaching

Segmentation, Competition, Entry Strategies, and Exporting

 Global Marketing Opportunities
Modules 7, 8, 9, and 10
4. Marketing Programs


Product, Promotion, Price, and Place






(Modules 11, 12, 13, and 14)


Tentative Schedule

Date


Topic







Module
1/9 


Introduction to Course

1/11


Global Marketing - Overview




1

1/16 


Global Marketing – Overview Continued



1




Articles
1/18


Global Economic Environment




2




Articles
1/23


Global Economic Environment Continued


2




Articles

1/25


The Global Trade Environment




3




Articles






Quiz – 1 (Modules 1 and 2)
1/30


The Global Trade Environment Continued


3




Articles

1/31


The Political Environment




4



Articles




Group Exercise (1)
2/6


Legal Environment 





5



Article




Group Exercise
 (1)









Quiz – 2 (Modules 3 and 4)
2/8


Exam 1 (Modules 1, 2, 3, and 4)
2/13


Social and Cultural Environment 



6
2/15


Social and Cultural Environment Continued


6




Group exercise (2)
2/20 


Social and Cultural Environment Continued


6




Group exercise (2)
2/22


Social and Cultural Environment Continued


6




Group exercise (2)
2/27


Social and Cultural Environment Continued


6

2/29


Segmenting, Targeting, and Positioning



7




Articles




Quiz 3 (Module 6)

3/6


Segmenting, Targeting, and Positioning



7




Articles
3/8


Global Market Entry Strategies




9



Group Exercise (3)



Video

3/13


Competition






10




Articles
3/15


Competition continued





10




Quiz 4 (Modules 7 and 9)
3/20 & 3/22

Spring Break!! 

3/27


Exam 2 (Modules 5, 6, 7, 9, 10)

3/29


Product and Brand Decisions




11
4/3


Product and Brand Decisions Continued



11



4/5


Product and Brand Decisions Continued



11



Group exercise 3
4/10 


Pricing Decisions





12




Quiz 5 (Module 11)

4/12


Promotion Decisions





12

4/17


Promotion Decisions Continued




13




Group exercise – 4
4/19


Distribution Decisions





14




Quiz 6 (Module 12 and 13)
Reading List

	Discussion 
	Articles
	Relevancy in…

	Globalization – Module 1
	“Harnessing the Power of Marketing,”

“A Finger Licking Good Time in China,” BusinessWeek, October 30, 2006, P. 50.

“Shrimp Burgers to the Rescue,” BusinessWeek, September 11, 2006, p. 36.

“Think Simple at Philips,” BusinessWeek, December, 11, 2006, p. 50.
	M11, 13

M11, 13

M11, 13

M10

	Economic and Trade - Modules 2 and 3.

Political Environment - Module 4

Legal Environment - Module 5

Segmentation, Targeting, and Positioning - Module 7

Market Entry Strategies - Module 9

Competition – Module 10

Four P’s – Modules 11-14


	“Shaking Up Trade Theory,” BusinessWeek, December 6, 2004, pages 116-120.

“The Three Scariest Words in U.S. Industry: The China Price,” BusinessWeek, December 6, 2004, pages 102- 112.

“China and India: The Challenges and the Opportunity,” BusinessWeek, August 22/29, 2005, pages 50-58.
“How China Will Change Your Business,” Inc. Magazine, Issue 3, March 2005, pages 7-84.

“Three Dimensional,” Marketing Management, March/April, 2006, pages 39-43.

“Where Consumers Are All Keyed Up,” BusinessWeek, December 25, 2006/January 1, 2007, page 86.

“Dipping a Toe In the Risk Pool,” BusinessWeek, December 25, 2006/January 1, 2007, page 84-85.

“Selling to the Poor,” Foreign Policy, May/June 2004. pages 30, 32-37.

“Go East, Young Man,” BusinessWeek, October 30, 2006, pages 46-47.

“Hyundai: Too Far, Too Fast,” BusinessWeek, December 25, 2006/January 1, 2007, page 39.

“Don’t Let the Dollar Get You Down,” BusinessWeek, December 25, 2006/January 1, 2007, page 102.

“Public Scorn for Private Equity,” BusinessWeek, December 4, 2006 page 48.

“The Strange Case of..,” The Marketer, Vol 17 (October), 2005. pages 17-18.

“Three Dimensional, ” Marketing Management, March/April, 2006, pages 39-43.

“Wal-Mart With Wings,” BusinessWeek, November 27, 2006, pages 44-45.

“Trim Value Proposition to Give Customers More,” Marketing News, December 15, 2006, p. 8.

“Expand Marketing to Emerging Economies,” Marketing News, November 15, 2006, page 8.

“Red Hot White Goods,” BusinessWeek, October 30, 2006. page 48.

Several articles relating to this topic will be provided.

Will be provided if necessary.

	M9, 10, 11

M9, 10, 11

M7, 11, 12

M7, M11

M7, M10

M7, M11

M7, M11

M11

M11
M7, 11

M11

M11

M11



International Marketing

Peer Evaluation Form on Group Assignments

This form is for you to evaluate your group members. Please submit the completed form to me at the end of your presentation in a sealed envelope.

Your name: _____________________________________

Group Presentation (specify case/presentation title): ________________________________ 

	Name of Project 

Group Member
	     No                     Average                Outstanding 

Contribution   Contribution            Contribution



	1.
	1           2           3           4           5           6           7

	2.
	1           2           3           4           5           6           7

	3.
	1           2           3           4           5           6           7

	4.
	1           2           3           4           5           6           7

	5.
	1           2           3           4           5           6           7


Please elaborate on your evaluation for group members who scored exceptionally low (2 marks or less) or high (6 marks or more):

Your signature: _________________________
  Date: _______________
Student Assessment of Group Presentations—Part II

Please circle: E = Excellent; S = Satisfactory; N = Needs Improvement

	Organization of His/Her Section:
	
	

	Well thought-out and rehearsed opening
	E     S     N
	Slow, shaky start, not well rehearsed

	Good structure and logical flow
	E     S     N
	Disjointed—does not flow well.

	Used hot spice to get attention and keep interest
	E     S     N
	Lost attention and interest of audience

	Good summary, with strong close
	E     S     N
	Did not summarize, inconclusive finish

	Began on time, finished on time
	E     S     N
	Began late, ran over time

	His/Her Preparedness:
	
	

	Well prepared, well rehearsed, knows material
	E     S     N
	Not well prepared, not well rehearsed, not sure of material

	Presentation Skills:
	
	

	Friendly, relaxed, confident
	E     S     N
	Nervous, defensive

	Enthusiastic, inspiring
	E     S     N
	Dull, dry, and boring

	Good questions and audience participation
	E     S     N
	No questions, little or no audience participation

	Used good examples and analogies
	E     S     N
	Poor examples, few analogies

	Strong audible voice with variations
	E     S     N
	Weak monotone voice

	Good eye contact
	E     S     N
	Stares at floor, ceiling, or space 

	Natural stage movement
	E     S     N
	Frozen in one spot or paces about

	Smooth, strong gestures
	E     S     N
	Few gestures or jerky and unnatural

	No bad habits or distracting mannerisms
	E     S     N
	Few bad habits or distracting Mannerisms

	Visual Aids
	
	

	Used to clarify, simplify, and emphasize
	E     S     N
	Too many, too wordy, too busy

	Used multiple visual media/aid devices
	E     S     N
	Used only one visual aid device

	Good use of pictures, diagrams, graphs
	E     S     N
	Mainly words and numbers

	Source: Adapted from David A. Peoples, Presentations Plus, John Wiley & Sons.


