MAR 4156 International Marketing ManagementPRIVATE 


Course Syllabus
PRIVATE 

Fall 1999tc  \l 1 "
Fall 1999"
Instructor: Hudson Rogers


Office Hours: 8:30 a.m. to 9:30 a.m. M & W

Office:  Academic II  Room 124

10‑12:00 noon & 1:00 p.m.- 4:00 p.m. T&Th

Phone:   590-7403



 Virtual Hours: 6:00 p.m. – 7:00 p.m. Tuesdays

E-Mail: hrogers@fgcu.edu


 & by appointment

Homepage: http://www.fgcu.edu/hrogers/
COURSE URL: http://ruby.fgcu.edu/courses/hrogers/81453/syllabus.htm

COURSE CRN: 81453

______________________________________________________________________________

Required Textbook:
Cateora, Philip R. and Graham, John L. (1999), International Marketing, 10th, ed. Homewood, Illinois: Irwin/McGraw-Hill.

Optional Texts:
Ricks, David A. (1993), Blunders in International Business, Blackwell Business.

Harris, Philip R. and Moran, Robert T. (1991), Managing Cultural Differences, Houston: Gulf Publishing Company.

Course Description:
This course entails a study of international trade concepts, world markets, international marketing strategies, and the processes and problems associated with establishing marketing operations in foreign countries.  The course also examines issues involving trends, factors, and forces (institutions, culture, politics, law, and environment) which affect global marketing activities.  Course Prerequisite: MAR 3023 Intro to Marketing with a minimum grade of C.

GOALS:
This course will seek first, to familiarize students with the body of knowledge on international marketing and second, to help students develop special sensitivities, attitudes, flexibility and tolerance.  Against this background, the course will also promote the development of decision-making skills in handling the problems of international marketing.  As such, the course seeks to integrate the knowledge gained from courses in such fields as Accounting, Economics, Finance, Management and Marketing.

· LEARNING OBJECTIVES:
By the end of the semester students will be able to:

· Differentiate between domestic and international marketing.

· Identify and discuss the elements of the environment and their relationship to the practice of marketing across national boundaries.

· Identify the major regional trading regions and market groups and locate them on a world map.

· Discuss the market entry strategies open to firms wishing to become involved in international marketing.

· Discuss some of the basic issues involved in developing and executing an international marketing strategy.

· Discuss the major challenges facing small and medium-sized export capable firms.

· Develop a marketing plan to export a named product to a named Latin –American country or to Germany.

LEARNING STRATEGY:
While providing the structure of the typical on-campus environment, this course is designed to provide each student with the opportunity of cover the course material in a self-paced mode.  The use of the WebBoard for reviews and discussion provides the classroom structure of the non-virtual class and represents an integral part of the classroom experience.  Therefore, the WEBBOARD sessions are MANDATORY for all class participants.  It is the dynamic class environment within which the students and the instructor communicate. The initial Thursday August 26, 1999 WEB session will be held from 7:00 p.m. to 8:00 p.m.  This session will enable you to make the initial electronic contact with the instructor and with other students. This is your chance to practice posting messages to the WebBoard and to ask questions if problems arise.  I will be monitoring the “Initial” WebBoard conferencing session during that time period to answer questions and to respond to your postings. During this time (7-8 p.m. on Thursday 8-26-99) I will be in my office.  If you are having technical problems and cannot access or post to the WebBoard I can be contacted by e-mail (hrogers@fgcu.edu) or by phone (941-590-7403).  It is important that you participate in this exercise since your first assignment (requiring you to use the WebBoard) is due by Sunday August 29, 1999.

· TEACHING METHOD:
Electronic based lecture/discussion, and individualized learning formats will be used in this course.  Readings, case analyses and reports make-up the primary assignments in this course.  A project will be utilized to enable students to grasp and develop the skills required for international decision-making.  Each student is required to prepare two page-typed and double spaced summaries on the assigned readings. Additionally, students are required to post reviews (150 to 300 words) about the readings to the web-board to include reactions about the postings by other students in the class. Auxiliary readings will be assigned on a regular basis.  Students are also required to fully participate in classroom and or web-board discussion as this is a graded assignment.

EXAMINATIONS AND GRADING:

There will be a mid-term and a final exam each worth 100 points.  Ten (10) weekly on-line quizzes (each worth 10 points) will also be given.  Each quiz will cover the assigned materials as indicated on the course outline.  Quizzes will be some combination of multiple choice and short answers.  Each quiz will be posted on the day of the examination and students will have no more than X hours to complete the quiz.  Each students is also required to complete a term project.  The specifics of the term project are contained in the Module Schedule and on my homepage (http://    ).   The attached syllabus provides the deadlines for completing assignments, quizzes, exams, and the term project.


Mid-Term Exam 



100 points


Final Exam




100 points


Weekly Quizzes



100 points


Readings




  50 points


Web-Board Postings



  50 points


Project





100 points


Grade distribution is as follows:


A = 92 to 100%


B = 82 to  91%


C = 72 to 81%



D = 62 to 71%


F = Below 62%

ATTENDANCE:
There are no mandatory in-class sessions for this class.  However, students are required to actively participate in the weekly web-board conferencing sessions.  Each weekly web-board will be accessible from 6:00 a.m. on Mondays until midnight on Sunday.  Your posting must occur within that seven-day period for it to count.  At mid-night on Sundays the web-board for the week in question will be converted into a read-only file and no further postings to that week will be allowed.  Students will be able however, read previous weeks postings.  In addition to the internet access, the class instructor will also be available for at least one weekly in-class session for student who desire or prefer to be taught via the traditional face-to-face mode.  While the in-class sessions will follow the lecture/discussion format the materials, quizzes, examinations, and other requirements, to include deadlines, will be the same as those posted on the web.  In short, the aim is to create a class experience that is same regardless of whether you choose to take the course via the net on in the on-campus classroom – the choice is left strictly up to the student.  Some students may even want to combine the two modes.  Again, that is being left up to you as the student.

MAKE‑UP POLICY:
Absolutely no assignments will be accepted late.  No make‑up examinations or quizzes will be given unless prior approval is obtained from the professor.  The course is designed for you to complete the work over time.  Therefore, it is anticipated that no grade of “incomplete” will be assigned for this course.  It is therefore imperative that you keep pace with the assignments.
ACADEMIC DISHONESTY:

“All students are expected to demonstrate honesty in their academic pursuits.”  The University Policy on Academic Honesty will be adhered to in this class.  For further information on your responsibilities as students, and the consequences for violating the policies see the FGCU Student Guidebook – 1998-99 (pp. 19-36).

DISABILITY ACCOMMODATIONS SERVICES:
Florida Gulf Coast University, in accordance with the American with Disabilities Act and the university’s guiding principles, will provide classroom and academic accommodation to students with documented disabilities.  If you need to request accommodation in this class due to disability, or you suspect that your academic performance is affected by a disability, please see me or contact the Office of Multi Access Services (OMAS).  OMAS is located in the Student Services Building, room 214.  The phone number is (941) 590-7925.


MAR 4156 - INTERNATIONAL MARKETING MANAGEMENT


IMPORT/EXPORT PROJECT OUTLINE


FALL 1999
This outline is intended to provide you with an idea of some of the things you need to address in your project.  It is not intended to suggest that these items must be included or that only these items must be included.

TOPIC: Title of the Paper ("Exporting Whatever to Where-ever")

1.
Table of Contents

2.
Executive Summary

3.
Objective of the Study (To Export Whatever to Where-ever)

4.
Company Profile (History & Analysis)



- Product(s)



- Financial Status (provide data where possible)



- Market Position



- Strengths & Weaknesses Analysis



- Sustainable Competitive Advantage(s) enjoyed by the firm



- Sources of funds for the project



- Pro-Forma Balance Sheet & Income Statement for 5 years



- Cash-Flow Statement

4.
Country Profile (Background & Analysis)



- Geographic & Historical Data



- Political & Legal Environment



- Business Customs & Practices



- Economic Environment




(Socio-economic Analysis should include factors of concern.  For example: Population characteristics, Language, GDP, Taxation, Personal Income, Labor, Industries, Communication Networks, Imports/Exports, Major trading partners etc.)



- Trade Volume & partners



- Market Structure and Analysis (Channels)



- Currency considerations



- Other Factors of importance



- PROSPECTS FOR TRADE


6.
Market Plan



- Stated International Objective (with some specified timeframe)



- Market entry Strategy (address the 4 P's)



- Terms of Trade

7.
Summary/Conclusion

8. Preferences (APA Style required  points will be deducted for non-conformance.  For more information get the APA Style Manual or visit the web at: http://www.hotbot.com/?MT=APA).

9.
Appendices


Department of Marketing


Florida Gulf Coast University


MAR 4156 - International Marketing Management


Course Outline

PRIVATE 
Week #1: 8/23/99tc  \l 2 "Week #1\: 8/24/99"
 
Introduction to Web Course


Introduction to International Marketing

1. 
Assignments:

2. Send e-mail to the instructor (hrogers@fgcu.edu) letting him know what you expect out of this course and the mode of delivery you want to use to facilitate your individualized learning (web only, in-class only, combination of web and in-class).  You may post this to the webboard if you wish.

3. Post a short but complete biography about your self (to include your e-mail address) on the webboard.  At a minimum, your biography should include name, gender, city in which you live (no addresses please), major, when you hope to graduate, employment status, expected date of graduation, why you chose to take this course, and any other information you wish to share.

4. Send an e-mail to the other members of the class (CC the instructor) that would indicate that you read their bios.

5. Post one discussion question concerning the material covered in the “Introduction to International Marketing)

Deadline for completing this assignment: Sunday 8/29/99 @ 11:00 p.m.

Week #2: 8/30/99


Chap. 1 - The Scope and Challenge of International Marketing


Chap. 2  The Dynamic Environment of International Trade


Assignment:
Week #3: 9/6/99


Chap. 3 - Geography and History: The Foundations of Cultural Understanding


Chap. 4 - Cultural Dynamics in Assessing Global Markets


Assignment:
Week #4: 9/13/99


Chap. 5 - Business Customs and Practices in Global Marketing


Chap. 6  The Political Environment: A Critical Concern


Assignment:
Week #5: 9/20/99


Chap. 7 - The International Legal Environment: Playing by the Rules


Ethics and International Marketing

Week #6: 9/27/99


Chap. 8 - Developing a Global Vision through Market Research

Week #7: 10/4/99


Chap. 9  Emerging Markets


Chap. 10  Multinational Market regions and Market Groups

Week #8: 10/11/99


Chap. 11 - Global Marketing Management: Planning and Organization

Week #9: 10/18/99


Chap. 12  Creating Products for Consumers in Global Markets


Chap. 13 - Marketing Industrial Products and Services

Week #10: 10/25/99


Chap. 14 - International Distribution Systems


Chap. 15  Exporting and Logistics: Special Issues for Small Business

Week #11: 11/1/99


Chap. 16 - The Global Advertising and Promotion Effort


Chap. 17 - Personal Selling and Sales Management

Week #12: 11/8/99


Chap. 18 - Pricing for International Markets

Week #14: 11/15/99


Chap. 19  Negotiating with International Customers, Partners, and regulators

Project Due Date: December 2, 1999 at 5:00 p.m.

Final Exam: December 7, 1999 due December 9, 1999 at 5:00 p.m.


The mid-term and final exams will be posted to the webboard.  Without fail, the completed exam MUST be received (by e-mail, hand delivered, or mailed) by the due date.  Failure to adhere to the strict deadline will result in a lowering of your grade for the examination by 20 points.

PRIVATE 
Readingstc  \l 3 "Readings"

 WW #1, 2 & 3.


Levitt (p. 10 - BQB) & Ohmae ( p. 38 - BQB)


Foreign Exchange and International Money Markets


The International Monetary System


The Balance of Payments


The International Trade Framework


The International Legal Environment


Building a Global Strategy


Assessing & Forecasting National Economies & Demands


Readings: WW * #6, #10


National Controls over International Business


Measuring Benefits to Countries and Negotiating Agreements


Doing Business with Eastern Europe


Doing Business with Latin America


Assessing Political Risk and National Controls


Multinational Marketing Management


Readings: BQB - Porter, WW # 22, #23, #30, BSS-p. 76


Chap. 20 - Managing International Technology Transfers


Readings: WW #26, #31


REFERENCE MATERIALS

1. A Basic Guide to Exporting, U.S. Department of Commerce.

2. National Trade Data Bank: User's Guide, U.S. Department of Commerce.
