中原工学院
Zhongyuan University of Technology

COURSE TITLE: International Marketing

INSTRUCTOR: Dr. Hongman Gao

CONTACT: hongmang@yahoo.com; hmgao2008@gmail.com
SCHEDULE: May 18 – 29 (2 weeks)

TEXTBOOK:
Keegan, Warren, Global Marketing, 6th edition, Prentice-Hall, 2008, ISBN 0131754343.

COURSE OBJECTIVE:

1. Develop a global perspective on strategic marketing problems;

2. Develop the skills to identify and analyze international marketing opportunities;

3. Explain and demonstrate the concepts and tools needed to design, implement, and manage international and global market entry and market expansion strategies;

4. Analyze the tradeoffs between the advantages of global standardization and local customization in entering foreign markets and developing global marketing strategies;

5. Acquaint you with institutional, cultural, and economic knowledge on international markets and marketing, and to provide you with the opportunity to develop an international marketing plan.

LEARNING OUTCOMES:

Upon course completion, you will be able to:

1. Identify the principles of marketing and explain the impact these have on the global economic, social / cultural, legal / political and regulatory environment.

2. Identify regional economic markets and explain how to qualify and quantify potential opportunities using research, segmentation and targeting techniques.

3. Identify when and why to take sourcing decisions and explain the impact of competition on a global marketing strategy.

4. Explain how marketing ‘mix’ decisions – product, price, physical distribution, promotion – impact a global marketing strategy.

5. Explain the strengths and weaknesses of a company’s global marketing plan.

COURSE OUTLINE:

The outline included below is subject to change. Class assignments and complete listing of readings and assignment questions for each class will be discussed in class.

MAY 18, 2009 (Monday):

CHAPTER 1: INTRODUCTION TO GLOBAL MARKETING
Global marketing’s importance today is shaped by the interplay of several driving and restraining forces. The former include market needs and wants, technology, transportation and communication improvements, product costs, quality, world economic trends, and recognition of opportunities to develop leverage by operating globally. Restraining forces include market differences, management myopia, organizational culture, and national controls. After you complete this section, you should be able to answer the following questions:

1. What are the basic goals of marketing? Are these goals relevant to global marketing?

2. What is meant by “global localization?” Is Coca-Cola a global product? Explain.

3. Describe some of the global marketing strategies available to companies. Give examples of companies that use the different strategies. 

Case 1-1: McDonald’s Expands Globally While Adjusting Its Local Recipe.

Assignment:

HW#1

Team Project: Proposal

MAY 19, 2009 (Tuesday):

CHAPTER 2: THE GLOBAL ECONOMIC ENVIRONMENT
The economic environment is a major determinant of global market potential and opportunity. In today’s global economy, capital movements are the driving force, and production is uncoupled from employment. Based on patterns of resource allocation and ownership, the world's economies can be categorized as market capitalism, centrally-lanned capitalism, centrally-planned socialism, and market socialism. The final years of the 20th century were marked by transitions toward market capitalism in many countries that had been centrally controlled. After you complete this section, you should be able to answer the following questions:

1. Why are Brazil, Russia, India, and China (BRIC) highlighted in this chapter? Identify the current stage of economic development for each BRIC nation.

2. A manufacturer of satellite dishes is assessing the world market potential for his products. He asks you if he should consider developing countries as potential markets. How would you advise him?

3. A friend is distressed to learn that America's merchandise trade deficit hit a record $780 billion in 2005. You want to cheer your friend up by demonstrating that the trade picture is not as bleak as it sounds. What do you say?

Case 2-2: Is China’s Currency Too Strong?

Assignment:

HW#2

Team Project: Strategy

MAY 20, 2009 (Wednesday):

CHAPTER 4: SOCIAL AND CULTURAL ENVIRONMENTS

Culture, a society’s “programming of the mind,” has both a pervasive and changing influence on each national market environment. Global marketers must recognize the influence of culture and be prepared to either respond to it or change it. Human behavior is a function of a person’s own unique personality and that person’s interaction with the collective forces of the particular society and culture in which he or she has lived. In particular, attitudes, values, and beliefs can vary significantly from country to country. After you complete this section, you should be able to answer the following questions:

1. What are some of the elements that make up culture? How do these find expression in your native culture?

2. What is the difference between a low-context culture and a high-context culture? Give an example of a country that is an example of each type, and provide evidence for your answer.

3. Compare and contrast the United States and Japan in terms of traditions and organizational behavior and norms.

Case 4-2: Barbie - Growing Pains as the American Girl Goes Global
Assignment:

HW#3

Team Project: Communcation
MAY 21, 2009 (Thursday):

CHAPTER 5: THE POLITICAL, LEGAL, AND REGULATORY ENVIRONMENTS  OF GLOBAL MARKETING
The regulatory environment consists of agencies, both governmental and non-governmental, that enforce laws or set guidelines for conducting business. Global marketing activities can be affected by a number of international or regional economic organizations; in Europe, for example, the European Union makes laws governing member states. The World Trade Organization will have a broad impact on global marketing activities in the years to come. After you complete this section, you should be able to answer the following questions:

1. Briefly describe some of the differences between the legal environment of a country that embraces common law and one that observes civil law.

2. Global marketers can avoid legal conflicts by understanding the reasons conflicts arise in the first place. Identify and describe several legal issues that relate to global commerce.

3. “See you in court” is one way to respond when legal issues arise. Why can that approach backfire when the issue concerns global marketing?

Case 5-2: Gambling Goes Global on the Internet
Assignment:

HW#4

Team Project: Advertising

MAY 22, 2009 (Friday):

CHAPTER 6: GLOBAL INFORMATION SYSTEMS AND MARKET RESEARCH

If collection of primary data can be justified on a cost-benefit basis, research can be conducted via surveys, personal interviews, consumer panels, observation, and focus groups. Before collecting data, researchers must determine whether a probability sample is required. In global marketing, careful attention must be paid to issues such as eliminating cultural bias in research, accurately translating surveys, and ensuring data comparability in different markets. A number of techniques are available for analyzing survey data, including factor analysis, cluster analysis, multidimensional scaling, and conjoint analysis. After you complete this section, you should be able to answer the following questions:

1. Explain how information technology puts powerful tools in the hands of global marketers.

2. Assume that you have been asked by the president of your organization to devise a systematic approach to scanning. The president does not want to be surprised by major market or competitive developments. What would you recommend?

3. Outline the basic steps of the market research process.

Case 6-1: Research Helps Whirlpool Act Local in the Global Market

Assignment:

HW#5

Team Project: Organizing

Midterm Exam 1: (Ch. 1, 2, 4, & 5)

MAY 25, 2009 (Monday):
CHAPTER 7: SEGMENTATION, TARGETING, AND POSITIONING

After marketers have identified segments, the next step is targeting: The identified groups are evaluated and compared, and one or more segments with the greatest potential is selected from them. The groups are evaluated on the basis of several factors, including segment size and growth potential, competition, and compatibility and feasibility. Positioning a product or brand to differentiate it in the minds of target customers can be accomplished in various ways: positioning by attribute or benefit, positioning by quality/price, positioning by use or user, and positioning by competition. After you complete this section, you should be able to answer the following questions:

1. American Izuzu Motors recently introduced the AXIOM SUV in the United States with a base sticker price of $25,985. The base price for a Honda CRV is $18,750; prices for Toyota's RAV4 start at $16,365. Assess Isuzu's decision to target the U.S. market for sport utility vehicles.

2. What is positioning? Identify the different positioning strategies presented in the chapter and give examples of companies or products that illustrate each.

3. What is a high-touch product? Explain the difference between high-tech product positioning and high-touch product positioning. Can some products be positioned using both strategies? Explain.

Case 7-1: Carmakers Target Gen Y

Assignment:

HW#6

Team Project: Targeting
MAY 26, 2009 (Tuesday):

CHAPTER 8: IMPORTING, EXPORTING, AND SOURCING

Exporting and importing is directly related to a company’s sourcing strategy. A number of factors determine whether a company makes or buys the products it markets as well as where it makes or buys. A paramount consideration is factor costs; other issues include customer needs, logistics, country infrastructure, political risk, ease of market access, and foreign exchange rates. However, concern is mounting in the United States and Europe about job losses linked to outsourcing. After you complete this section, you should be able to answer the following questions:

1. Why is exporting from the United States dominated by large companies? What, if anything, could be done to increase exports from smaller companies?

2. Governments often pursue policies that promote exports while limiting imports. What are some of those policies?

3. What criteria should company management consider when making sourcing decisions?

Case 8-2: U.S. Sugar Subsidies: Too Sweet a Deal?

Assignment:

HW#7

Team Project: Sourcing
MAY 27, 2009 (Wednesday):

CHAPTER 10: PRODUCT AND BRAND DECISIONS

A brand is a complex bundle of images and experiences in the mind of the customer. In most countries, local brands compete with international brands and global brands. A global product meets the wants and needs of a global market. A global brand has the same name and a similar image and positioning in most parts of the world. Many global companies leverage favorable brand images and high brand equity by employing combination (tiered) branding, cobranding, and brand extension strategies. Companies can create strong brands in all markets through global brand leadership. After you complete this section, you should be able to answer the following questions:

1. What are some of the elements that make up a brand? Are these elements tangible or intangible?

2. Identify several global brands. What are some of the reasons for the global success of the brands you chose?

3. Compare and contrast the three categories of innovation discussed in the chapter. Which type of innovation do flat panel widescreen HDTVs represent?

Case 10-2: The Smart Car

Assignment:

HW#8

Team Project: Branding
MAY 28, 2009 (Thursday):

CHAPTER 11: PRICING DECISIONS

Pricing decisions are a critical element of the marketing mix that must reflect costs, competitive factors, and customer perceptions regarding value of the product. In a true global market, the law of one price would prevail. Pricing strategies include market skimming, market penetration, and market holding. Novice exporters frequently use cost-plus pricing. International terms of a sale such as ex-works, F.A.S., F.O.B., and C.I.F. are known as Incoterms and specify which party to a transaction is responsible for covering various costs. These and other costs lead to price escalation, the accumulation of costs that occurs when products are shipped from one country to another. Expectations regarding currency fluctuations, inflation, government controls, and the competitive situation must also be factored into pricing decisions. After you complete this section, you should be able to answer the following questions:

1. Define the various types of pricing strategies and objectives available to global marketers. 

2. What is dumping? Why was dumping such an important issue during the Uruguay Round of GATT negotiations?

3. If you were responsible for marketing CAT scanners worldwide (average price,

$1,200,000) and your country of manufacture was experiencing a strong and appreciating currency against almost all other currencies, what options are available to you to maintain your competitive advantage in world markets?

Case 11-1: LVMH and Luxury Goods Marketing

Assignment:

HW#1

Team Project: Reporting
MAY 29, 2009 (Friday):

CHAPTER 12: GLOBAL MARKETING CHANNELS AND PHYSICAL DISTRIBUTION

Transportation and physical distribution issues are critically important in a company’s value chain because of the geographical distances involved in sourcing products and serving customers in different parts of the world. A company’s supply chain includes all the firms that perform support activities such as generating raw materials or fabricating components. Logistics integrates the activities of all companies in a firm’s value chain to ensure an efficient flow of goods through the supply chain. Important activities include order processing, warehousing, and inventory management. To cut costs and improve efficiency, many companies are reconfiguring their supply chains by outsourcing some or all of these activities. Six transportation modes—air, truck, water, rail, pipeline, and Internet—are widely used in global distribution. Distributing products around the globe is made easier by containerization and intermodal transportation. After you complete this section, you should be able to answer the following questions:

1. Identify the four retail market expansion strategies discussed in the text. What factors determine the appropriate mode?

2. Briefly discuss the global issues associated with physical distribution and transportation logistics. Cite one example of a company that is making efficiency improvements in its channel or physical distribution arrangements.

3. What special distribution challenges exist in Japan? What is the best way for a non-Japanese company to deal with these challenges?

Case 12-1: Carrefour Expands Abroad

Assignment:

HW#10

Team Project: Report and Presentation
Final Exam

GROUP TEAM PROJECT:

An exciting (although demanding) part of this course will be a group project on global marketing issues. Projects should cover the issues discussed in class. Students are strongly encouraged to analyze current international marketing opportunities. Find a country or region in which your client firm is not currently marketing (or has very limited presence) and which presents the greatest opportunity for further expansion with an existing product/service according to your analysis. Develop a comprehensive market entry strategy for entry in this country/region. 

Key steps and dates: 

First day: List of group members and brief description of topic with identification of project.

Second day: Due three to six page report on market project proposal. 

Every class: Due the project progress

May 29: Groups present on market projects. 

Groups should be composed of five students. Smaller or larger groups must receive permission of the instructor. Final reports should be 10 – 12 pages with double spaces.

HOMEWORK ASSIGNMENTS:

There are 10 homework assignments, including three questions with case write-ups. All assignments are due at the beginning of next class.

Case write-ups: All students should hand-in and will be graded for the write-up for the project.  Only the best grade of the other 2 case write-ups will count towards your final grade.  You should address the questions for discussion assigned for each case. Reports should be up to three pages plus any number of exhibits (all exhibits must be referred to and interpreted in the text). Please include your name in the report. Reports are due at the beginning of class on its due date. I will not accept any case write-ups after the class.  I will not accept reports sent by email.  

EVALUATION:

The grade for this course will be computed from the following factors:

1. Homework (10)                                  10%

2. Case Analysis & Presentations         10%

2. Midterm Exam                                   30%

3. Final Exam                                         30%

4. Team Project                                      20%

    Total:                                                 100%
Grades: A = (90-100); B = (80-89); C = (70-79); D = (60-69); F = (0-59) 

ACADEMIC INTEGRITY

Students are expected maintain high standards of academic integrity in all work for this course and are expected to demonstrate their own mastery of the subject material on tests, projects and case work. Students are expected to develop good working relationships with other members of the class. Dishonesty in any work may result in the grade of F for the course. Plagiarism is a form of academic dishonesty that may result in the same penalty. Once a grade of F has been assigned on the basis of academic dishonesty, the student may not withdraw from the course

ATTENDANCE

The course consists of five scheduled class meetings. Students are expected to attend all class sessions and to actively participate in all class discussions.

SPECIAL LEARNING NEEDS: 

Students with documented sensory and/or learning disabilities should inform the instructor so that their special needs may be accommodated.

