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MAR 6158

GLOBAL MARKETING

Spring 2000

Instructor:
Hudson Rogers

Office:

Academic II – Room 124

Office Hours:
9:00 a.m. – 12:00 noon and 1:00 p.m. – 4:00 p.m. (M-F)



4:30 p.m. to 6:30 p.m. Tuesday & by appointment

Phone:

(941) 590-7403
FAX:
(941) 590-7330

E-Mail:

hrogers@fgcu.edu
Homepage:
http://ruby.fgcu.edu/courses/hrogers/
Classroom:
AB3 Room 107
Class Time:
6:30 p.m. to 9:15 p.m. Tuesdays

_____________________________________________________________________________________________

TEXT:
Keegan, Warren J., and Mark S. Green (1999), Global Marketing Management, Sixth ed., Upper Saddle River, NJ: Prentice-Hall.

Buzzell, Robert D., John A. Quelch and Christopher A. Barlett (1995), Global Marketing Management: Cases and Readings, Reading, MA: Addison-Wesley Publishing Company.

Hamilton, J. Brooke (1992), Business Ethics Decision Making (Business & Society).

SUPPLEMENTS:  (7 Day Time Limit)
Daniels, John D. & Radebaugh, Lee H. (1992) International Business, Reading, Mass: Addison-Wesley Publishing Company.

Folks, William R. and Raj Aggarwal (1988) International Dimensions of Financial Management .  Boston, MA: PWS-Kent.

Guy, Vincent and John Mattock (1993) The International Business Book.  Lincolnwood, IL: NTC Business Books.

Grosse, Robert and Duane Kujawa (1988), International Business, Homewood, IL.: Irwin

Litka, Michael (1991), International Dimensions: The Legal Environment of Business, Boston, MS: PWS-Kent.

Mueller, Gerhard G., Helen Gernon, and Gary Meek (1991), Accounting: An International Perspective, 2nd., Homewood, IL: Irwin. (MGM)

Robock, Stefan H. & Kenneth Simmonds, (1989) International Business and Multinational Enterprises, 4th ed., Homewood, IL: Irwin.

Schuster, Camille, and Michael Copeland (1996). Global Business: Planning for Sales and Negotiations. Fort Worth, TX: The Dryden Press.

Terpstra, Vern (1993). International Dimensions of Marketing, 3rd edition. Belmont, CA: Wadsworth Publishing 

Victor, David A. (1992). International Business Communication.  New York: Harper Collins Publishers.

International Monetary Fund, Balance of Payments Yearbook, (most recent issue).

SOME HELPFUL INTERNET SOURCES

CIBER at MSU:


http://ciber.bus.msu.edu/ 

An index of international business resources on the web. Includes resources on countries, governments, statistics, news sources, mailing lists, directories, trade leads, and more. Michigan State University - Center for International Business Education and Research (CIBER)

CIBER at Hawaii:

http://www.cba.hawaii.edu/ciber/home.htm
CIBER at Indiana:

http://www.bus.indiana.edu/ipweb/ciber.htm
CIBER at West Texas A & M:
http://wtfaculty.wtamu.edu/~sanwar.bus/otherlinks.htm
1200 plus links in International Business, Marketing, and other Business related areas!  Used in the U.S. and overseas by many academics, students and businesses.  Fast with no graphics. You've got to see this!

CIBER Web:


http://ciber.centers.purdue.edu/




This site links ALL of the CIBERS in the USA.

CityNet:



http://www.excite.com/travel/




Can be used to obtain country information

Country Information:

http://www.photius.com/flags/flag_identifier.html
Provides information on various aspects of countries to include flags, geography, World Fact Book, and more.  Use the helpful frame on the left hand side of the web page to access lots of information.

National Anthems:

http://dir.yahoo.com/Government/National_Symbols_and_Songs/National_Anthems/




National anthems, flags & other information by country

SBDC Import/Export Info:

http://www.exportSBDC.org
Letters of Credit Information:
http://www.AVGTSG.com
General Export Information:
http://www.exportsource.GC.CA
Trucking:


http://www.getloaded.com
US Department of Commerce:
http://www.doc.gov/
TradeNet's Export Advisor

http://www.tradenet.gov 
SBA-net site with “one-stop” Int’l trade information

COURSE OBJECTIVE: 
MAR 6158 Global Marketing is intended to be an introduction and broad survey of the field of international marketing.  The course is intended to develop the student's decision-making skills in global business with a focus on marketing.  The first section of the course examines the theory and the other sections focus upon international marketing operations with some reference to the other aspects of international business (e.g., investments, organization, accounting, taxation, and management).  The course is taught from a managerial perspective and will provide the student with the skills required to make informed decisions concerning the selection of target markets and the strategies best suited to capitalize on identifiable market opportunities.  Environmental and social responsibility issues will be viewed with respect to the international business environment and functions.  Many parts of the class involve current events that will require students to follow and discuss ongoing developments.

COURSE REQUIREMENTS:

· You are fully responsible for all the material in the text(s).

· You are responsible for any readings and writing assignments.

· You are responsible for note taking and class participation, as this is a lecture/discussion course.

· You are responsible for presenting assignments on time.

· You are responsible for all work covered in class regardless of your attendance record.

· You are responsible for reading all assigned materials BEFORE CLASS.

TEACHING METHOD:
The course has been divided into sections and streamlined so as to present a comprehensive coverage of international marketing. In general, the course will follow the Keegan and Green (2000) textbook.  In each case, students are expected to view the various sections/topics from an overall business perspective.  Therefore, apart from the specifics presented in each section/topic, discussion will also focus on such interrelated aspects as the accounting, economic, environmental, ethical, financial, legal, socio-cultural, and management implications.

Lectures, cases and seminar discussion formats will be used in this course.   Case analyses and written reports make-up the primary assignments in this course.  A series of discussion questions and/or case problems will be utilized to enable students to grasp and develop the skills required for decision-making in the global market place.  Students will be required to prepare written reports on the assigned cases/questions.  Auxiliary readings are assigned on a regular basis.  Students are also required to fully participate in classroom discussion.

Students will prepare WRITTEN presentations of a number of assignments.  The written assignments should be typed and double-spaced.  Such reports should reflect careful research, analysis, logical synthesis, and attention to every element of the assignment.  Proper English Language usage is required for all assignments.

RESEARCH PROJECT
An important part of the class is your GROUP research project.  Each group must find an area company that is interested in exporting an identified product/service to an identified country (preferably in Latin America).  The choice of the specific product/service and or company is a function of your own interest and background.  The main criterion is that the research project be in the area of international marketing/business.  However, your choice must be such that you are able to address some or all of the areas that constitute the course but with a focus on exporting a named product to the selected country.  Regardless of your major focus, you are expected to integrate your topic with the various areas presented in the course.  Since the project will be absorbing a significant amount of your semester, it is suggested that you select a project that really interests you.  Each group is required to make an ORAL presentation of the project.  Details about this assignment is included on a separate sheet in this handout.  Please submit a one-paragraph paper describing your project by February 8th, 2000.

EXAMINATIONS AND GRADING:
Grade assignment will be made on the basis of a total of 500 points.  The two 2 exams will each account for 20 percent of the total grade assignment, readings and or cases will count for 20 percent, and your written project will account for 40 percent.   Your final grade will be determined by summing the scores assigned.

Grade distribution will be as follows:

A = 90 to 100%

B = 80 to 89% 

C = 70 to 79%

F = Below 709%

Tests and assignments will be designed to check knowledge of specific concepts as well as comprehensive understanding of principles and interrelationships.  Essay questions, and ALL written reports, will be graded on the basis of how logically supported the response is to the question.  You must be prepared to integrate material from the text and lecture into the development of your answer.  Regardless of the section/topic under consideration, you are expected, where possible, to present a holistic (rather than strictly a functional) view. Students will also be required to submit readings and case analyses for grading.  Two term exams will be given on the course materials and the group project will count as the final examination.  Proper usage of the English Language is expected and required for all written assignments.  Points will be subtracted for improper language usage.

ATTENDANCE:
This course demands regular attendance and participation.  You will be held accountable for all policies and regulations described in the current university catalog.  Please note that tardiness is very disruptive.

MAKE‑UP POLICY:
I do not like to give make-up examinations simply because I prefer grading all examination/assignment scripts at the same time.  This allows for consistency in grading across the class.  If it is absolutely necessary to be absent, you must make arrangements beforehand to merit handing in an assignment after the stipulated time or rescheduling a test.  No late assignments will be accepted and no make‑up examinations will be given unless prior approval is obtained from the professor.  

PREREQUISITES:
MAR 6851 Marketing Management or equivalent.

ACADEMIC DISHONESTY AND CODE OF CONDUCT:
The University Policy on Academic Honesty and Conduct will be adhered to in class (FGCU Student Guidebook: 1999-2000, pp. 27-80).

· Cheating and plagiarism are absolutely unacceptable in an academic environment and will not be tolerated.  The university regulations provide for the assignment of a failing grade for anyone found guilty of such misconduct.

NOTE:

· This syllabus is not to be considered as a contract.  It is merely a guide to assist the student in planning and preparing for class.  With reasonable notice, this syllabus is subject to change.

· All written assignments are to be typed (double spaced) and handed in on the date indicated.

STATEMENT ON EMERGENCY EVACUATION PROCEDURES:
Please familiarize yourself with the layout of the classroom and the building.  Exit sign are posted in all hallways. Students who may need assistance should identify themselves to the teaching faculty.

TERM PROJECT

MAR 6158 – GLOBAL MARKETING


EXPORT PROJECT OUTLINE


SPRING 2000
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 – no more than three pages long

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 in the home market



- 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. References - APA Style required.  Note that points will be deducted for non-conformance either in the body of the paper or in the reference section of the paper.  For more information get the APA Style Manual or visit the web at: http://www.hotbot.com/?MT=APA).

9.
Appendices: Maps, etc.
COURSE OUTLINE

Week #1: 1-11-2000


Introduction to the Course


Chapter 1 – Introduction to Global Marketing


Appendix – Chapter 1 “The 18 Guiding Principles of the Marketing Company,” pp. 27-36

Week #2: 1-18-2000


Chapter 2 – The Global Marketing Environment


Reading:

Levitt, Theodore (1983) “The Globalization of Markets,” Harvard Business Review, (May/June).

Week #3: 1-25-2000

Chapter 3 – Social and Cultural Environments

Reading:
Buzzell, Robert D. (1968),  “Can You Standardize Multinational Marketing?” Harvard Business Review, (Nov./Dec.)

Quelch, John A. and Edward J. Hoff ((1986), “Customizing Global Marketing,” Harvard Business Review, (May/June).

Week #4: 2-1-2000


Chapter 4 – The Political, Legal, and Regulatory Environments of Global Marketing


Chapter 5 – Global Markets and Buyers


Reading Assignments:

Managing Cultural Differences – Each student is required to prepare a 10- 15 minutes presentation on one of the following:


Doing Business with North Americans – Canada

Doing Business with Latin Americans – Mexico, Central & South America

Doing Business with Asians – Japan, China, Pacific Basin & India

Doing Business with Europeans

Other (to be selected in conjunction with the instructor).

Week #5: 2-8-2000


Chapter 6 – Global Information Systems and Market Research

Chapter 7 – Segmentation, Targeting and Positioning

Week #6: 2-15-2000


Chapter 8 – Sourcing: Exporting and Importing

Buzzell, Robert D. (1968), “Can You Standardize Multinational Marketing?” Harvard Business Review, (November/December):xx-xx.

Quelch, John A. and Edward J. Hoff (1986), “Customizing Global Marketing,” Harvard Business Review, (May/June):xx-xx.

Week #7: 2-22-2000


Chapter 9 – Global Marketing Strategy: Entry and Expansion


Chapter 10 – Competitive Analysis and Strategy

Week #8: 2-29-2000


Chapter 11 – Cooperative Strategies and Global Strategic Partnerships

Week #9: 3-7-2000


Spring Break (3/6 to 3/12, 2000)

Week #10: 3-14-2000


Chapter 12 – Product Decisions

Chapter 13 - Pricing Decisions

Week #11: 3-21-2000


Chapter 14 – Global Marketing Channels and Physical Distribution

Week #12: 3-28-2000


Chapter 15 – Global Advertising

Week #13: 4-4-2000

Chapter 16 – Global Marketing Communications Decisions, Public Relations, Sales Promotion, Personal Selling, Direct Marketing, Database Marketing, and the Internet

Week #14: 4-11-2000


Chapter 17 – Leading, Organizing, and Controlling the Global marketing Effort

Week #15: 4-18-2000


Chapter 18 – The Future of Global Marketing

Week #16: 4-25-2000

Oral Presentation of Project(s)

FINAL EXAM WEEK


4/26/2000 to 5/2/2000

12/20/99

MAR 6158 Global Marketing

Spring 2000 Syllabus


