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HAz4w it Course Description

The course aims to provide students with the basic knowledge of marketing management in international
markets. The course introduces students with global marketing, global marketing environments,
principles of foreign market entry and the application of the 4ps of marketing in international
settings. By the end of the semester, the students are expected to acquire the basic understanding of
how marketing strategies play in international environments. It is expected that students would be
able to build the marketing strategy of a firm for an international market

#A2 P &  Course Objectives

The main objective of this course is to develop a managerial understanding of international
marketing. This course will help students enhance their analytical, decision making and
implementation skills in an intense, highly challenging project of developing an actual marketing
plan. The course will place an equal emphasis on managerial and marketing issues faced by firms
operating in many parts of the world
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¥ 3% i& B % Teaching Schedule & Content

#F = Week R % Subject/Topics # 3xRemarks
1 Introductory Class
2 Holiday
3 Introduction to global marketing
4 The global economy




5 Cultural and social forces

6 Political and legal forces
T Global markets and buyers
8 Global marketing strategies
9 Midterm Exam
10
Global market selection and market entry strategy
11 Product: Developing new products for global marketing
12 Place: Managing international channels
13 Activity/Movie Class
14 Promotion: Int’ 1 promotion strategies, Managing global advertising

15 Global Branding

Global Branding Pricing: Pricing for international and global

16 markets
17 Project Presentation
18 Supplementary teaching
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H¥ H P Lecture % B3+ #Group Discussion |:| 289 Y Field Trip
H # Miscellaneous: case study, research article discussion
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7 %% Transdisciplinary Teaching |:| % % %% Inter-collegiate Teaching

|:| # 7 & ¥ Courses Co-taught with Industry Practitioners
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