COURSE SYLABUS – INTERNATONAL MARKETING – MK 361
PROFESSOR: Associate Professor Dr. ARTHUR GOGATZ

gogatz@yahoo.com
Mobile: 0873257472

Thursdays 14H-17H

Description: 

This course covers a broad range of marketing concepts and focuses on the applications of marketing strategies used by international marketing managers. The role of marketing in an international MNC firm is determining, creating, communicating and delivering a value proposition that meets the needs of the customer. Students will learn how this is done and evaluate the marketing campaigns of several successful international companies. Students will develop a solid understanding of international marketing issues, models and practices. The marketing functions will be examined via lecture and case analysis to successfully integrate all elements of the managerial process.

This course provides concepts and theories of international marketing, which cover market systems and other factors influencing international business. Topics include marketing concepts without geographical boundaries, international marketing strategy, analysis of new challenges and ethical issues related to international marketing.
This course will encourage and require students to analyze marketing from multiple angles, including customer, provider and agency. Students will be required to be able to think strategically and integrate all areas of marketing

Aims and Objectives:

Aims: This course aims to provide students with an understanding of the business environment in international marketing today. It seeks to equip students with practical knowledge and skills in marketing systems, business strategies and practices, as well as make them aware of the state of international marketing today.

It also aims to enable students to “connect the dots” in today’s complex global business world and to be able to analyze and synthesize information from various sources in order to see the relationships between ideas, concepts, things and people.

Objectives:

Upon completion of this course, students should be able to:

· Understand the complexities of marketing in today’s demanding global arena

· Understand how firms can encourage and nurture a spirit of innovation in marketing and how that translates into new products and services in a global context
· Recognize and understand how marketing functions so that they will be able to think like a marketing professional
· Better analyze and synthesize information to see the relationships rather than the differences in the complex world of global marketing

Contents and Planning:

Session One: Introduction to Course and Marketing
· Introduction and description of course and contents

· Description of course assessment
· The basics of marketing, marketing theories that apply to 21st century international marketing

Session Two: International Marketing Strategies and Communications 
· The role of communications

· Communications and marketing

· Marketing strategies of international companies
Session Three:

· Customer defections

· Relationship marketing

· Transaction and relationship buyers

· Sales resistance

Session Four:

· Case Study

Session Five: Globalization

· Influence of globalization on business
· Influence of globalization on you personally
· Why people are afraid of globalization
· Impact of globalization on international marketing
Session Six: Marketing strategies – positioning and segmentation
· Definitions and background of positioning
· Target marketing

· Product segmentation

Session Seven: 
· Case Study

Session Eight: Media
· Comparative international advertising strategies

· Media sources
· Image as it pertains to advertising

· Advertising psychology

Session Nine: Entrepreneurship and international marketing
· Why people buy

· Similarities between entrepreneurship and intl. marketing strategies

· Conversion and interception rates and analysis

· Retailing techniques

· Customer loyalty
· Taking your product to the global level

Session Ten: International marketing strategies

· global marketing, cases for and against

· worldwide research and expansion

· international criteria

Section Eleven: International marketing strategies

· marketing analysis

· types of entry
· product positioning and adaptation

· private brands and emerging markets

Session Twelve:

· Case Study
Session Thirteen: Internet marketing (the international aspects)
· internet history and characteristics

· the similarities between the internet and direct mail

· internet marketing

· branding

· startups and entrepreneurship

Session Fourteen:

· Case Study

Section Fifteen: Wrap up and synthesis

· International marketing strategies
· Matching the strategy to the product
*All case studies used are original case studies written by the course professor

Methodology: Lecture, case study, discussion, exercises, video
Bibliography:

No textbook will be assigned. Assigned readings (articles) will be posted on the Moodle weekly. Students will be required to be prepared to discuss the articles in class using a criteria assigned by the professor

Assessment:

· 50% evaluation of all work done in class, including participation, exercises, case studies 

· 50% final exam.

Appendix A

Evaluation of Class work: (50% of final grade)

Criteria: 
Engagement – 

· Student displays a positive attitude in class and actively and attentively follows the lectures and the contributions of fellow classmates

· Student contributes to class by offering ideas, asking questions and attempting to answer questions

· Student recognizes that the subject requires outside reading and reads more than what is assigned

Analysis –

· Evidence of original thinking, good organization of course materials, capacity to analyze and synthesize, capacity to connect the dots of the materials presented in course and also to connect them to general knowledge

Preparation –

· Student is prepared for class with assignments and required class materials

· Student reflects on what has been taught and takes a personal interest in the subject

· Student is aware of current events and their relation to the course

Students will be provided copies of the power point used during the lectures, (mainly for language purposes). . 

Power point of the case studies will only be provided after the case is discussed in class. This is because students need to make decisions in all the case studies used and thus if the power point is supplied beforehand students would have the answers to the questions posed. Case study analysis, (which will be done both in groups and individually) is an important part of the course.

This is an exciting course which will challenge the student to integrate and blend their knowledge of marketing with their experiences both professionally (corporate) and privately (consumers).

Appendix B

Grading the Exam (50% of final grade)

Criteria:
Analysis –

· Capacity to analyze and synthesize, capacity to connect the dots of the materials presented in course and further to connect them to general knowledge

Understanding -

· Grasp of the subject matter, evidence that the student fully understand the course

Application -

· Evidence that the student can apply knowledge obtained in the course to problems and situations that they have not been given the answers to. (application of data rather than retention of data)

