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III. CATALOG DESCRIPTION
Marketing execution in an international environment.Impact of cultural, economic, legal,
and political environments on creating, pricing, promoting, and distributing
products/services.Role of global trade organizations on international marketing strategy.

IV. MAJOR LEARNING OUTCOMES
Upon completion of this course a student will be able to:

A. Evaluate the marketing environment in key world regions in terms of economic,
political and legal issues.

B. Explain the role of international organizations involved in regulating global trade.
C. Predict demand on products and services.
D. Select the appropriate international distribution channels for a product or service.
E. Formulate pricing for a product or service in an international market.
F. Adapt a product for an international market.
G. Create an appropriate promotion strategy for a product in an international market.
H. Propose appropriate modes of entry into an international market.
I. Set up a market research plan.
J. Produce a written marketing plan that demonstrates conventions of standard

written English and includes appropriate research with proper citations.

V. CONTENTS
A. General economic, political, and legal issues in key world regions
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1. Asia
2. Africa
3. Middle East
4. Western Europe/ European Union
5. Eastern Europe/ Former Soviet Bloc
6. North America
7. South America

B. International organizations involved in regulating global trade
1. Cross-governmental organizations (such as IMF, UN, WTO and others)
2. Governmental organizations (such as US ITA and others)
3. Non-governmental organizations (such as Amnesty International and others)

C. Segments in non-US consumer markets
1. Emerging global middle class
2. Bottom of pyramid populations

D. Factors in selecting distribution channels
1. Quality of roads and other utilities
2. Structure ofbanking systems
3. Organization of distribution systems
4. Comparing local costs versus importing and shipping
5. Local habits, expectations for purchasing products and services

E. Pricing a product/service given economic and trade issues
1. Economic development cycles
2. Demand for products and services based on disposable income
3. Impact of inflation, interest rates on exchange rates
4. Trade barriers and their effect on prices

F. Products and services for an international environment
1. Brand names and language barriers
2. Cultural experience, patterns, and behavior towards particular products and

categories
3. Local regulatory and other standards that impact product design
4. Availability of electricity, water and other utilities
5. Climate, geography

G. Promotion strategies in an international market
1. Use of historical events to brand and market a product
2. Evaluation of cultural touch points
3. Legal and other political factors in mass communication rules
4. Target markets - demographics, geographics, psychographics,

behaviorgraphics
5. The different uses of media in various countries

H. Modes of entry into international markets
1. Exporting-importing
2. Joint venture
3. Direct foreign investment

I. Developing a market research plan
1. Types of data
2. Sources of data
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J. Writing an international marketing plan
1. Home country political, legal and economic analysis
2. Host counry political, legal and economic analysis
3. Target market
4. Product or service definition
5. Price
6. Promotion
7. Place/distribution
8. Mode of entry
9. Sources of information

VI. INSTRUCTIONAL METHODOLOGY
A. Assignments

1. In-class assignments
a. Group discussions of case studies, such as identifying cultural factors that

impacted a product's success or failure in different countries.
b. Class discussions of current events and their impact on the international

marketing environment.
2. Out-of-class assignments

a. A minimum of three out-of-class short written reflections or homework
assignments on assigned readings, such as how a company succeeded or
struggled in a country due to its handling ofhistorical issues.

b. A final marketing project requiring out-of class research, evaluation, and
report preparation, and an in-class presentation related to marketing a
product or service in a different country. Students should identify salient
factors in the global, political, economic and cultural environments and
propose a market strategy that successfully addresses these.

B. Evaluation
1. Out-of-class written reflections and homework assignments, as described

above in section VI.A.2.a
2. Final marketing project, as described above in section VI.A.2.b.
3. Exams assessing the student's application ofknowledge of topics related to

international marketing, such as critiquing a company's strategy for
influencing a local culture in order to improve sales of a consumer product.

C. Textbooks and other instructional materials
1. International Marketing. 15e. Cateora, Gilly, Graham. McGraw- Hill Irwin,

2011.
2. Business magazines and publications such as The Economist, Fortune, or The

Wall Street Journal.

VII. TITLE 5 CLASSIFICATION
CREDIT/DEGREE APPLICABLE (meets all standards of Title 5. Section 55002(a)).
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