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Course Objectives and Outcomes:

Global/International Marketing 
Course Introduction/Objective
 In this course, students explore all aspects of marketing from a global perspective to better respond to international opportunities and competitive situations. Topics include an overview of international marketing; social, cultural, political, and legal environments; international market-entry opportunities; planning and managing market entry strategies and products; global distribution and pricing; international promotion, sales, and negotiation; and international market planning. Hence, the objective of the course is to teach the concept of International Marketing applied in different organizations and markets in order to make students understand what actually International Marketing is and how it affects business strategy of a firm. Learning Outcomes 
Upon completion of this course, students should be able to: 
 Apply the key terms, definitions, and concepts used in marketing with an international perspective. Compare the value of developing global awareness vs. a local perspective in marketing. 
 Explain the impact of global and regional influences on products and services for consumers and businesses. Apply basic internationally oriented marketing strategies (total product concept, pricing, place, and promotion).
  Understand the importance of the Internet for global business. 
 Explain the differences in negotiating with marketing partners from different countries and the implications for the marketing strategies (4Ps). 
 Develop an effective international marketing plan for use in a foreign market
Textbooks/Articles and References:
Essentials 
1. John J Shaw, International Marketing, (5th edition).
2. Cateora, P. Papadopoulos, N. Gilly, M. Graham, J. International Marketing, (3rd Canadian edition). Toronto, ON: McGraw-Hill Ryerson, 2011. 
3. Cateora, Philip Gilly, Mary and Graham, John (2013), International Marketing, (16th edition), Sydney, Australia: McGraw Hill.

ASSESSMENT INSTRUMENT WITH WEIGHTS:
	S.NO
	Items 
	Marks

	1.
	Mid Term Exam
	30

	2.
	End Term Exam
	50

	3.
	Internal Evaluation Breakdown

	
	Quiz(s)
	
	

	
	Assignements(s)
	
	

	
	Class Participation
	
	

	
	Présentations
	
	

	
	Lab Work/Practical Project
	
	

	
	Any Other
	
	

	
	Total 
	20
	20

	
	Grand  Total
	100








COURSE CONTENT

	Week
	Topics to be Covered
	Suggested Reading

	
	Global/International Marketing 
global Economic, Cultural,
Political, Legal & Regulatory
Competitive Analysis & Strategy
Global Marketing
Global Marketing
[bookmark: _GoBack]Managing the Global Marketing Effort

	

	1
	OVERVIEW OF WORLD BUSINESS 
 Nature of international marketing: challenges and opportunities, Marketing strategy: the sound of "global" entertainment, Process of international marketing, International dimensions of marketing, Domestic marketing vs. international marketing, The applicability of marketing, Multinational corporations (MNCs), Characteristics of MNCs, The process of internationalization
	

	
	TRADE THEORIES AND ECONOMIC COOPERATION 
 Marketing strategy: Botswana - the world's fastest growing economy, Basis for international trade, Exchange ratios, trade, and gain, Factor endowment theory, The competitive advantage of nations, The validity of trade theories, Limitations of trade theories and suggested refinements, Economic cooperation
	

	2
	TRADE DISTORTIONS AND MARKETING BARRIERS
  Marketing strategy: the best things in life are (not] free, Protection of local industries, Marketing barriers: tariffs, Marketing barriers: nontariff barriers, Private barriers, World Trade Organization (WTO),Generalized System of Preferences (GSP), Some remarks on protectionism
	

	3
	POLITICAL ENVIRONMENT
 Marketing strategy: the Indian Bengals of information services, Multiplicity of political environments, Types of government: political systems, Types of government: economic systems, Political risks
  Privatization, Indicators of political instability, Analysis of political risk or country risk, Management of political risk, Measures to minimize political risk, Political insurance 

	Readings:
 


	4
	LEGAL ENVIRONMENT
  Marketing strategy: the long arm of the law, Multiplicity of legal environments, Legal systems, Jurisdiction and extraterritoriality, Legal form of organization, Branch vs. subsidiary
  Litigation vs. arbitration, Bribery, Intellectual property, Counterfeiting 
	Readings:


	5
	CULTURE 
 Marketing strategy: fish story, Culture and its characteristics, Influence of culture on consumption, Influence of culture on thinking processes 
 Influence of culture on communication processes, Cultural universals, Cultural similarities: an illusion, Communication through verbal language, Communication through nonverbal language, Subculture
	Reading:



	6

	CONSUMER BEHAVIOR IN THE INTERNATIONAL CONTEXT
  Marketing strategy: the samurai and luxury cars, Perspectives on consumer behavior, Motivation, Learning, Personality, Psychographics, Perception
  Attitude, Social class, Group, Family, Opinion leadership, Diffusion process of innovation MARKETING RES 
	Reading:


	7
	MARKETING RESEARCH AND INFORMATION SYSTEMS 
 Marketing strategy: phones as companions, Nature of marketing research, Marketing information sources, Secondary research 
 Primary research, Sampling, Basic methods of data collection, Measurement, Marketing information system
	.

	
	Quiz and Discussion on Research Proposal
	

	
	FOREIGN MARKET ENTRY STRATEGIES 
 Marketing strategy: Raging Bull, Foreign direct investment (FDI), Exporting, Licensing, Management contract, Joint venture, Manufacturing 
 Assembly operations, Turnkey operation, Acquisition, Strategic alliances, Analysis of entry strategies, Free trade zones (FTZs)
	Reading:


	8
	PRODUCT STRATEGIES 
 Marketing strategy: East is East and West is West, What is a product?, New product development, Market segmentation, Product adoption 
 Theory of international product life cycle, Product standardization vs. product adaptation, A move toward world product: international or national product? Marketing of services
	

	9
	PRODUCT STRATEGIES: BRANDING AND PACKAGING DECISIONS 
 Marketing strategy: global brands and mega brands, Branding decisions, Branding levels and alternatives, Brand consolidation, Brand origin and selection, Brand characteristics 
 Brand protection, Packaging: functions and criteria, Mandatory package modification, Optional package modification
	Reading:



	
	Mid term
	

	10
	CHANNELS OF DISTRIBUTION 
 Marketing strategy: blood diamonds and De Beers (Part 1), Direct and indirect selling channels, Types of intermediaries: direct channel, Types of intermediaries: indirect channel, Channel development, Channel adaptation, Channel decisions
 Determinants of channel types, Selection of channel members, Representation agreement and termination, Black market, Gray market, Distribution of services 
	Readings:



	11
	PHYSICAL DISTRIBUTION AND DOCUMENTATION 
 Marketing strategy: booming economies and headaches, Modes of transportation, Cargo or transportation insurance, Packing, Containers, Freight forwarder and customs broker, Contract logistics, Documentation 
	Readings:


	12
	PROMOTION STRATEGIES: PERSONAL SELLING, PUBLICITY, AND SALES PROMOTION 
 Marketing strategy: book worms. Promotion and communication, Promotion mix, Personal selling, Publicity, Sales promotion, Overseas product exhibitions 
	Readings:


	 13
	PROMOTION STRATEGIES: ADVERTISING  Marketing strategy: soft and not-so-soft drinks, The role of advertising, Patterns of advertising expenditures, Advertising and regulations 
 Advertising media, Standardized international advertising, Global advertising: true geocentricity
	Readings:



	15

	PRICING STRATEGIES: BASIC DECISIONS  Marketing illustration: the price is right, The role of price, Price standardization, Pricing decisions, Alternative pricing strategies
  Dumping, Price distortion, Price fixing, Inflation, Transfer pricing

	

	
	PRICING STRATEGIES: COUNTERTRADE AND TERMS OF SALE/PAYMENT 
 Marketing strategy: noncash trade, Countertrade, Price quotation, Terms of sale, Methods of financing and means of paymen 
	Readings:


	16
	FINANCIAL STRATEGIES: FINANCING AND CURRENCIES 
 Marketing strategy: the Big Mac Index, Trade finance, Nonfinancial institutions, Financial institutions, Government agencies, International financial institutions/development banks, International Monetary Fund (IMF)
  Money, Foreign exchange, Foreign exchange market, Foreign exchange rate, Exchange rate systems, Official classification of exchange rate regimes, Evaluation of floating rates, Financial implications and strategies 
	

	17
	Final
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