Syllabus of International Marketing Management

LECTURER

Dr. Chun-Tuan (Debbie) Chang
Institute of Economics and Management

National University of Kaohsiung

Tel: (07) 591-9335

Fax: (07) 591-9342

Email: c.chang@nuk.edu.tw
Homepage:  http://nft01.nuk.edu.tw/iem/teacher/pro-web/Debbi-chang.htm

Office Hours: Monday afternoon 1-3 or by appointment

COURSE DESCRIPTION

This course is a required course for master students with global management majors and will be taught in English. This is a course that focuses on global business level marketing strategy. It is, specifically, an examination of the global marketing-related issues and solutions to problems arising from trying to market products or services in competitive international business environments. It assumes you have developed a basic understanding of marketing concepts and principles and have had some in-depth exposure to some of the specialized areas of marketing.
COURSE OBJECTIVES

The objectives of this course include the following:

1. To apply marketing theory and concepts to what international marketers do in “the real world” 

2. To help you develop your skills in establishing and evaluating marketing plans, strategies, and action programs so that you will be better prepared to tackle the problems you will encounter in your profession. 

3. To help you build your skills in this area and help teach you how to avoid teamwork pitfalls in the future through a group project. 
4. To use English fluently in written reports and oral presentations.
TEXTS REQUIRED
Cateora, P. R., and Graham, J. L. (2003), “International Marketing,” International Edition, 11th edition, McGraw Hill (ISBN: 0-07-123307-5)

15 Papers (see Appendix 4)

1 Case (Benetton or Acer)
SUGGESTED SOURCES

1. Jeannet, J., and Hennessey, H. D. (2004), Global Marketing Strategies, 6th edition, Houghton Mifflin (ISBN: 0618310592) and Cases in Global Marketing Strategies, 6th edition, Houghton Mifflin (ISBN: 0618310606)

2. Czinkota, Michael R., and ronkainen, Ilkka A. (2004), “International Marketing,” International Student Edition, 7th edition, ISBN: 0-324-28289-3
3. Cateora, P. R., and Graham, J. L., “International Marketing,” International Edition, 11th edition, McGraw Hill, 中文翻譯本, 顏文裕譯, 國際行銷學, ISBN: 957-493-554-X.

TOPICS
	Week
	Date
	Topic
	Readings 

(additional readings may be assigned)

	1
	Sep. 19
	Introduction to International Marketing + Housekeeping 

Tips for reading and presenting paper(s)
	Syllabus 

Exercise on World Mapping

	2
	Sep. 26
	Tips for doing a case study
Global Economy, Cultural and Factors in Global Marketing
	Material about how to do a case study (See Appendix 3)

Chapter 1

Chapter 2

	3
	Oct. 3
	Social and Political Factors in Global Marketing
 
	Paper 1 

Chapter 3

Chapter 4 

Team members’ name list due

	4
	Oct. 10
	No class (National Holiday)
	

	5
	Oct. 17
	Global Markets and Buyers and Global Marketing Research
	Paper 2

Chapter 5

Chapter 6

	6
	Oct.24
	Developing a Global Mindset and Global Marketing Strategies 


	Paper 3

Chapter 7

Chapter 8

	7
	Oct. 4
	Global Market Entry Strategies 


	Paper 4

Chapter 9

	8
	Oct. 31
	Case Study 


	Group case presentations 

Chapter 10

	9
	Nov. 7
	Developing Global Marketing Strategies

Global Product Strategies and New Product Developments (Product)
	Paper 5

Chapter 11

Chapter 12

	10
	Nov. 21
	Global Service Strategies
	Paper 6

Chapter 13

	11
	Dec. 5
	Pricing Issues in International Marketing (Price)


	Paper 7

Chapter 18

	12
	Dec. 12
	Managing International Distribution Channels (Place)
	Paper 8

Chapter 14

Chapter 15

	13
	Dec. 19
	International Communications and Advertising Strategies (Promotion)
	Paper 9

Chapter 16

Chapter 17

	14
	Dec. 26
	Planning and Controlling International Marketing 
	Chapter 19

	15
	Dec. 30
	Course Wrap-Up

Tips for final exam

Q & A
	

	16
	Jan.2
	Final Exam
	

	17
	Jan. 9
	Group preparation week
	No class

	18
	Jan. 16
	Group Project Presentations
	Group project due (Written report and PowerPoint slides due)


The approximate organization of the course is provided above. In case changes in the approximate organization become necessary, the students will be informed at least two weeks prior to the adjustment. 

GRADING POLICY

Group project ..............……………………………..………..... 30% (written 20% + oral 10%)

Paper summary .....………………………..………………….... 15% (individual work)

(oral presentation with PowerPoint for 20 minutes, leaving 30  minutes for class discussion)

Case study…………………………….………………………... 15% (Group Presentation)

Class participation ….…………………………………………..10%                                         
Final Exam ……………………………...……………………... 30% Total......................................…………………………………....100%
** All Assignments are due in the first ten minutes of the relevant meeting. Nothing hand-written will be accepted unless otherwise specified. Under special circumstances, late submission might be accepted but with serious penalty. 

PAPERS

Students will be randomly assigned to the papers at the first week. Each student will present an assigned paper with around 20 minutes and prepare one-page summary for distributing to all the classmates. The student also needs to prepare a few questions for follow-up discussion. All the other students are free to raise more related issues during the discussion. 

CASE FOR IN-CLASS DISCUSSION AND PRESENTATION

United Colors of Benetton — From Sweaters to Success

Or
Exploring the Practical Effects of Country of Origin, Animosity, and Price—Quality Issues: Two Case Studies of Taiwan and Acer in China

A hard copy of presentation slides will be due on Oct. 31 before you present. 

CLASS PARICIPATION

Students are expected to attend all classes. Class participation is expected and the students will be graded on the participation. Every student is responsible to preview cases and the reading materials and participate in class discussions and be ready to express your understanding of the case and subject matters. Class participation is NOT merely being present BUT contributing to and participating in class discussions. Students are encouraged to share their opinions in the discussed issues. 

FINAL EXAM

The exam will cover the textbook, lectures, cases, and any articles passed out. Lectures will not exactly mirror the textbook. 

GROUP PROJECT

You will form groups of three to four members with instructor approval. Group problems should be brought promptly to the attention of the instructor for resolution. Please note that it will be very difficult to change team in the middle of the semester. Please carefully select your team members before you hand in the name list (Oct. 3). 

In the group project, you should be able to:

1. produce a clear and coherent report based on group work

2. apply theoretical frameworks to the analysis of the client’s problem and its context, drawing on relevant literature

3. suggest and justify appropriate marketing objectives and a marketing program to achieve them. 
The continuous assessment project requires you to work in groups of three or four, writing a report which sets out a marketing plan which will develop appropriate global marketing strategy for a renown food company. Each group will submit one report and present that analysis to the class at the end of the semester.

Written Paper Submission Procedures And Penalties For Late Submission/Excess Length

Each group is required to hand in a double-space typed report not exceeding 4,000 words (excluding tables, figures, references and appendices) no later than 12.00 noon on the due date (January 16, 2005). A precise word count must be included on the title page together with the plagiarism declaration as detailed in the following section. As coursework is retained for Teaching Quality Assessment purposes, please make a copy of your work for your own reference. 

Any report submitted after the deadline will receive zero marks unless students have formally received an extension to this deadline due to extenuating circumstances. Students seeking an extension should contact me. Marks will be deducted for excess length or abuses of the word limit (e.g. by relegating sections of text from the report to an appendix!). 
Plagiarism is a form of cheating and will be penalized severely, as detailed later in this booklet. Students must be on their guard against copying, whether unconscious or deliberate, and against requests for the use or borrowing of their unsubmitted work by other students. In group work in particular, as well as in other areas where students are expected to discuss topics in tutorials and to share views and ideas outside the classroom. It is important to distinguish between exchanging ideas before the preparation of a particular piece of work, and submitting two similar versions of the same work. The latter is a form of plagiarism. Students are therefore advised to work independently once engaged in actual writing, even of group work.

NB: On this course, students are required to work in groups of three or four, preparing and writing a single report representing their joint efforts. You are required to include and sign a declaration that the submitted work to be marked is the work of your particular group, as follows:

We declare that this report is our own work

Signatures: 
……………………………….……


    
……………………………………..

…………………………………….

…………………………………….

Date ……………………..

Definition Of Plagiarism

Cheating and plagiarism are academic offences. Plagiarism can be defined as the act of including or copying, without adequate acknowledgement, the work of another in one’s work as if it were one’s own. Plagiarism attacks the fundamental principles of scholarship and the foundations upon which the academic community rests. The plagiarist denies appropriate credit to the author of the work copied and seeks to secure it for him/herself. Plagiarism could also involve the civil wrong of breach of copyright.

While it is perfectly normal in most academic disciplines and especially in first and second year undergraduate work to make use of another person’s ideas and to take factual information from books and articles, the overall structure of the argument being presented, the weighing of the significance of the different points being made, and the final conclusion reached in response to the question posed, are expected to be the student’s personal and original work. 

All work submitted for assessment by students is accepted on the understanding that it is the student’s own unassisted effort. In so far as students rely on sources, they should indicate what these are according to the appropriate convention in their discipline. This condition applies in particular to essays, assignments and dissertations, as well as to questions written under supervision in examination halls; the degree of referencing required will be appropriate to the type of work produced. Students are expected to offer their own analysis and presentation of information gleaned from personal research, even when group exercises are carried out, and should be on their guard against copying, whether subconscious or deliberate.
The innocent misuse or citation of material without formal and proper acknowledgement, can constitute plagiarism without the presence of deliberate intent to cheat. Examples of plagiarism include using another person’s material with or without permission, buying or being allowed to copy another person’s essay; copying the precise wording of sentences, paragraphs or pages from a paper or electronically published source as if it were the student’s prose; paraphrasing an entire argument or section of a published work without referring to the source of this material in a footnote or essay bibliography; and the passing off of an entire essay or significant part of an essay as a student’s own work when it had in fact been written by another person, whoever the other person was. Work may be considered to be plagiarized if it consists of close paraphrase or unacknowledged summary of a source as well as word-for-word transcription. Any failure adequately to acknowledge or properly reference other sources in submitted work could lead to lower marks or to a mark of zero being returned or to disciplinary action being taken.

The two most common forms of plagiarism by students are:

1. a student copying material from published sources and presenting it as his/her own work, and

2. a student copying material from past or current students and presenting it as his/her own work.

Oral Presentation

In addition to the written report, the group will formally present its findings and strategic plan to the class. A maximum of 25 minutes will be allowed for the presentation. Each group member must participate in delivering the presentation EAQUALLY. Quality of presentation is important (audible, clear, organized, good visual, know the material, engaging). Assume you are making a presentation to the CEO of the firm. A hard copy of the presentation slides must be given to the instructor on the presentation day.

I will give you more details about the criteria for grading later in the semester.

APPENDIX 1: A NOTE ON WORKING IN GROUPS FOR THE CONTINUOUS ASSESSMENT PROJECT (materials from U. of Edinburgh)
Why Is This A Group Project?

Working in a self-managed group is an excellent way to become involved in your own learning and although you may feel nervous about it at the beginning, most students find it an enjoyable and worthwhile process (Chadwick 1994) 

Working in groups for this project offers you opportunities to deepen your marketing knowledge and to develop your communication and organizational skills:

· a group can undertake a larger project than one person working alone; this gives each of you experience of working through more complex marketing issues than you could examine alone. 

· the group setting gives you a more realistic insight into marketing practice, as marketing activities are hardly ever undertaken by one person working in isolation.

· explaining your ideas to others and having them discussed is an important part of learning, and doing this among yourselves rather than with a tutor encourages independent learning. 

· working in a group will help you to develop interpersonal and team skills, which are important in academic, working and social life; these skills include speaking (and listening!), leadership, motivation, managing a project, and coordinating your work with others. 

· reflecting on the group’s progress and your role within it will help you develop a better understanding of your own strengths and weaknesses. 
Successful Group Work

The following material draws on the work of Chadwick (1994) who has researched students’ experiences of working in groups. She suggests that thinking about the following issues can help groups of students work more effectively:

If you haven’t met the others in your group before, it is helpful to spend some time at the outset getting to know each other. On a practical note, it is useful if everyone has a way of contacting everyone else, for arranging or changing meetings, passing on information, etc. It can also save some awkwardness later on if the group draws up some ground rules for how it will operate; for example, that everyone will try to attend all meetings, that the work will be shared fairly, that everyone will contribute, and that individual tasks will be completed by agreed times. 

At the beginning, the group should ensure that everyone is clear about the overall task to be accomplished, how that can be broken down into smaller tasks and whether someone has skills which are suited to particular parts of the project. It is also crucial to discuss how you will manage the time over the project. In this case, the deadline is January 12, 2005. It is important to agree as a group when you plan to do the bulk of the work, how often you will meet, and how the schedule of work fits in with individual members’ other commitments (e.g. examinations, other continuous assessment work) and plans over the Easter vacation. If these issues are discussed at the beginning, a great deal of potential conflict can be avoided at later stages.

Group meetings are important for reviewing progress, identifying problems, and planning the next stage of the work. They are likely to be more constructive if people take responsibility for functional roles, such as a chairperson, time-keeper, and note-taker (a written note of what was agreed at each meeting is very helpful).  
Potential Problems

Many of the common problems in group work can be traced back to the lack of clarification at the beginning regarding the group’s task and how it to be handled. If you do not discuss your expectations or constraints initially, or do not review the group’s progress regularly, there may be problems in organizing meetings, coordinating and building on each other’s work, and meeting the deadline. In some cases, there may be problems if someone is too dominant, does not do his or her fair share of the work, or feels excluded. There may also be conflict if people are not prepared to compromise, or to consider alternative views. Clearly, it is better if such problems between group members can be resolved internally. If this is not possible, then please approach me to act as a facilitator.

Reference:

Chadwick, A. (1994) Group Work: An Introductory Guide for Students, Centre for Educational Development, University of Aberdeen.

APPENDIX 2: SUGGESTED REPORT WRITING GUIDELINES

Source: K. Waite and D.B. Grant, 2000

Although both the Library and the Internet provide information on writing marketing research proposals and reports. The following is intended to supplement that information from the lecturer’s perspective as teacher and grader.

A good report is well-structured with a clear executive summary, logically developed arguments and a conclusion/recommendations section that pulls together and builds on the preceding analysis. 

In previous years group projects have been criticized by the markers for the following:

· Lack of coherency i.e. looking like they were put together by individuals rather than a team. Ideas and suggestions did not flow from the earlier sections of the report.

· Simplistic and descriptive analysis i.e. mainly recycling the information contained in the brief and there were only superficial attempts to think through the issues and their implications

· Lack of correct use of evidence to support claims i.e. “Students represent a good segment” – How? Why? How relevant is this for the client?

· Poor presentation – mainly incomplete and sloppy referencing and diagrams and figures presented without sources, headings or explanation in the text. 

· Forgetting the plagiarism declaration and the word count.

Kotler (2003) Ch4 set out the contents of a marketing plan which you should follow but note that you will be focusing on the communication plan in the marketing strategy section. 

Some of you may be unsure what you should be writing in an executive summary. The purpose is to orientate the reader and it should seek to answer briefly the following questions:

1. What is the purpose of the report?

2. How is the report structured? I.e. Where are the main recommendations(s) in the report?

3. What are the implications of the report?

An executive summary should cover no more than 2 sides of A4. Too many students use the executive summary to restate the set question or the opening paragraph of the issue. It is important to establish the purpose of the report but you should show that you have "unpacked" the issue to discover the various parts implicit in it. Include any background information in your own words - do not plagiarize! Pick out information that relates to the main themes. For example,

“Students as a group suffer many common stresses and worries. This report seeks to analyze the nature of these worries and suggest ways of relieving stress. In Section One this report discusses the nature of worry with reference to several significant studies into this phenomenon, Section Two examines several causes of worry amongst the student population and Section Three outlines various strategies for alleviating worry and stress. This report concludes that students may be more proactive in managing their stress through pre-planning and time management”

When writing the report avoid the use of “I” and “We” in report writing. Write using the impersonal voice, i.e. instead of “I will now look at consumer trends” write “The report will now consider several consumer trends…”

Make sure that you structure your answer well. Note down what you want to say, then use each paragraph to build that answer – view it as a sort of building block. At the end of each section do a mini conclusion provide the answer to the question being addressed. For example below is a mini conclusion for the subsection on “The Nature of Worry,”

“Previous research has shown that worry is a state of mind that varies from one individual to the next however it has also been shown that students who share a common set of stresses exhibit similar worry states. Similarities include:

· Sleeplessness

· Displacement Activity

· Vulnerability to minor ailments. 

This report will now discuss the causes of this worry.”

A conclusion should follow naturally from the main body of the report. There should be no new material at this stage but rather a re-statement of the main arguments developed in your report. Do not be afraid to repeat the substance of what you are saying. This is where you tie everything up together. You should look back over what you have written and summarize the main points. DO NOT be afraid of using bullet points especially if this will save you word count/time. However, bullet points must completely make a point and not just be a fragment of a sentence that doesn’t make sense. For example,
Conclusion

This proposal has discussed why students often worry about academic performance and it has argued that a student's tendency to worry is linked to two main influences:

· Internal pressures i.e. level of aspiration, degree of uncertainty, fear of failure

· External pressures i.e. the requirement of good grades to secure over-subscribed jobs or university places. 

Students at different stages of the education process will worry about academic performance by varying degrees. There is a significant distinction between secondary school pupils, who are generally coached intensively and University students, who are expected to undertake self-directed study.

It can also be concluded that it is possible for students to reduce their level of worry by making sure that they familiarize themselves thoroughly with the academic requirements (particularly if the assessment is in an unusual form such as a business report or a practical exercise). Following this recommendation will minimize stress and maximize performance.
Word Count

You must stick to the given word count limit. You are usually given some leeway but any more than say 10% and you will be penalized. Note that tables, figures, references and appendices are not included in the word count.

Some students may not be dividing up the amount of space adequately. It is important to get the balance between the sections right – a common mistake is laboring the earlier sections and then running out of words at the end leading to insufficient focus on the conclusions/recommendations section. This report will be marked on an overall basis, i.e. there are no section marks. 

You can cut down on words by not writing in the passive voice. For example,

“It can also be concluded that it is possible for students to reduce their level of worry planning their time.” (20 words) becomes “To conclude, students may reduce their level of worry by planning their time.” (13 words)

Also go back and take out any “qualifiers” and use a thesaurus. For example,

“…it is very important…” becomes “…it is crucial…”

Tables are not included in the word count and can also used to summarize detailed analysis and can be used to clarify complex issues for the reader. You should always comment on the table content i.e. discuss the conclusions that might be drawn from the information contained in the tables. Finally tables must be used judiciously (ie do not over use), have a header and must not be split across pages.  For example:

Table I. Matrix Of Participants Perceptions Of Barriers To Internet Usage  (Extract)
	FINANCIAL
	Age 15-17: Usage is restricted to off-peak times. “after six”

Age 18-24: Usage was not restricted to certain times however certain times of the day were preferred for specific activities, i.e. “leisure activities in the evening.”

	TEMPORAL
	Age 15-17: Internet is used in short bursts due to pressure on time from other activities. 

Age 18-24: Internet is used as a background to other activities

Both groups: Desire speed of use and dislike factors that reduce download efficiency i.e. pop-up ads. 

	SOCIAL
	Age 15-17: Internet use conflicts with phone usage leading to lack of contact with friends and conflicts with parents

Age 18-24: Internet usage causes conflicts with flat-mates over telephone usage but is seen as a way of facilitating contact with friends. 


Source: Grant, I and Waite, K, (2002), ““Following The Yellow Brick Road With Dorothy" - Young Adults' Perceptions Of Navigating The Information Superhighway”, published at the Academy of Marketing Conference. July 2002, Nottingham University.

Common failings regarding appendices are either lack of use of appendices (which helps with the word limit) or overuse (i.e. putting in lots of information which looks good but which is not referred to in the main report). Appendices are useful for material such as tables, figures and discussions that provide additional but not crucial information for your argument. Appendices should always be mentioned in the report.

Most common mistakes in references are poorly referenced material and incomplete lists of references. You need to include full details in the list of references at the end of the essay including: authors name, date, title, publication, place of publication. References are a list of sources that you have directly cited in your work – do not include a book if you have not made use of it in your report.

APPENDIX 3: GUILDLINES FOR CASE ANALYSES

It is imperative that a businessperson be competent in the process of problem solving. Through the use of case studies, this course will develop your skills in analyzing global marketing problems. Therefore, a basic methodology for situation analysis and decision-making is presented which will be useful in most areas of policy making. The major steps in this process are:

2. Define the problem

2. Determine which information is relevant and organize it into separate issues

2. Analyze each issue

2. Formulate viable alternatives

2. Evaluate the alternatives

2. Make a decision

2. Devise a plan for implementation and contingency

In preparing yourself for the case(s), the following process may be helpful:

2. Through familiarize yourself with all the information given in the case. As you go through the information, take notes and/or highlight and be sure you differentiate between face and opinion.

2. State the central problem(s) in terms of the decision to be made. Your problem statement should be very direct and very concise. (Take care not to identify a symptom of the problem as the problem itself. For example, low sales volume is a symptom of a problem. Stating asking yourself why? Sales may be declining because morale is low and turnover is high. Why is morale low and turnover high? There effects may be caused by inadequate compensation plan, which in turn may be caused by inadequate profit margins. Profit margins may be low because products have been improperly priced or the distribution system is outdated.) 

3. Divide the problem(s) into logical areas of consideration. For example, a decision whether to enter a new market may be involve analyses of issues such as size and growth of the market, existing and potential competition, competitive fit of current marketing programs, and government regulation and policy. Analyze the case information in each area and try to draw conclusions about the situation with regard to each area. 

4. Formulate alternative courses of action. Brainstorm to develop as many potential solutions as possible. Then reduce the alternatives down to the most logical (perhaps 3-4 alternatives, depending on the situation).

5. Evaluate the “pros” and “cons” of each alternative. Be sure to consider the long-term impact of each alternative. Try to determine how sensitive each alternative will be to outcomes/changes in the business environment which are different from what you are projecting.

6. Decide which course of action you recommend. Know the weaknesses as well as the strengths of your chosen plan.

7. Develop a plan for implementation that is realistic and which attempts to minimize or avoid the weaknesses in your recommendation. An implementation plan is often a listing of who is going to do what, when, and how. Depending on the case, your implementation plan might include a set of action priorities, time-lines, personnel recommendations, policy changes, and/or organizational and system changes. In some cases, you may need to include contingency plans for environmental changes from the projections on which you base your recommendation. 
APPENDIX 4: PAPER READING LIST

7. Lee C. Simmons and Robert M., Schindler (2003), “Cultural Superstitions and the Price Ending Used in Chinese Advertising,” Journal of International Marketing, Vol. 11 (2), pp.101-111.
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7. Seynep Gurhan-Canli and Durairaj Mahewaran (2000), “Cultural Variations in Country of Origin Effects,” Journal of Marketing Research, Vol. 37 (August), pp. 309-317.
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