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COURSE PREREQUISITE: MBA 8230

REQUIRED COURSE MATERIALS:

1) 
Jain, Subhash C. (2002), International Marketing Management, 5th edition, Belmont, CA: Wadsworth Publishing Company.

2) 
The Wall Street Journal - Articles will be assigned for class discussion each week.  

3)
Assigned readings.  

4)
Manual and software for Country Manager – International Marketing Simulation.   Two to three copies per group is recommended.
OTHER INFORMATION SOURCES:

Relevant

Journals:

Journal of International Business Studies; Journal of International Marketing; International Marketing Review; Columbia Journal of World Business; Harvard Business Review; Journal of Global Marketing; Sloan Management Review; Journal of International Consumer Marketing.

Relevant 

Periodicals:
Business Week; Fortune; Journal of Commerce; The Economist; Forbes.

COURSE OBJECTIVES

1) 
To provide the student with a deeper understanding of the world's trading system and its players.  The student should come out of this course with improved knowledge of the geography, economic strength, political systems, and culture of those countries that play an important role in the world's economic system.  Obtaining this knowledge will require: a) exposure to a substantial volume of historical/background literature; and b) closely following and assessing the impact of current events on the global economy.     

2)
To expose the student to the environmental forces that must be analyzed by international marketers, including economic, financial, political, legal, and cultural forces.  Toward this end, students will be exposed to: changes in the global economy and the ways in which firms are affected, the impact of government policies on global competition and marketing strategy/operation.

3) 
To gain managerial perspectives and analytical ability in the  definition and solution of international marketing problems.  Also, to gain practice in applying textbook or business press concepts to "real world" situations.  

4) 
To develop the students' understanding and appreciation of the unique cultural environment in which international marketing takes place and to heighten cultural sensitivity, which is vital to success in international marketing.

5)
To expose the student to information sources and research applications.  Additionally, to allow the student to gain the skills to assess international market opportunities and entry strategy options. 

ASSIGNMENTS AND SCHEDULE
Week 1:
Introduction to Course

 1/14     The International Marketing Imperative/ 

          Aspects of International Marketing

Reading Assignments: Chapter 1 

Topical coverage: Growing importance of international marketing; Deficits and trade policy; Opportunities and challenges in international marketing; Historical perspective on international trade;  Impact of trade on the U.S. economy.

Week 2
Economic Analysis of Multinational Trade

 1/21      Trade Barriers

Reading Assignments: Chapter 2



Country Manager Manual Sections 1 and 2

#1 David A. Ricks (1984), "How to Avoid Business Blunders," Business, 98-109.

Topical Coverage: Theories of comparative advantage and production sharing; Internalization theory; Various types of tariff and non-tariff barriers. Import controls and export controls.

Week 3    Global Markets 

 1/28     World Trade Institutions



Introduction to Country Manager Simulation          

Reading Assignments: Chapter 3 & Appendix 

Country Manager Manual Section 3 and Appendix

Country Manager Assignment 1 Due on 1/28


#2 Eduardo G. Camargo and Michitaka Saito (1995), "Understanding the Reasons for the Failure of U.S. Firms in Japan," in International and Global Marketing: Concepts and Cases, T. Meloan and J.L. Graham (eds.), 146-162.

Topical coverage: Globalization and the triad; Regional groupings of countries; Other groupings; Market segmentation; The Latin American debt crisis; The role of institutions such as WTO, IMF, and the World Bank.

Week 4
Regional Market Agreements

 2/4               

          Reading Assignment: Chapter 7.

Country Manager Decision #1 Due

#3 Salil S. Pitroda (1995), "From GATT to WTO," Harvard International Review, (Spring), 46-47, 66-67.

#4 Charles R. Taylor and Michael G. Walsh (2002) “Standards Disputes in the Agricultural Sector Between the U.S. and EU:
 The Challenge Faced by the World Trade Organization,” forthcoming in Journal of Consumer Affairs.

Topical coverage: Motivations for and impact of regional trading blocs; Types of regional trade agreements; The European Union, NAFTA, and other agreements; The impact of micro and macroeconomic environments on global marketing mix strategies. 

Week 5    The Cultural Environment of International Marketing

 2/11     

Reading Assignment: Chapter 9

Country Manager Decision #2 Due



#5 “Education and the Wealth of Nations,” and “World

 Education League,” (1997), The Economist, (March 29), 

15-16 and 21-23.

#6  Gordon E. Miracle, Charles R. Taylor and Kyu Yeol Chang (1992), "Culture and Advertising Executions: A Comparison of Selected Characteristics of Japanese and U.S. Television Commercials," Journal of International Consumer Marketing 4 (4), 89-113.

Topical coverage: Elements of culture; Cultural analysis as a means of market assessment; The self-reference criterion; The impact of cultural variation on the global marketing mixes.

Week 6
The Political Environment

 2/18
Legal and Regulatory Issues

Reading Assignment: Chapters 10 & 11 

Country Manager Decision #3 Due

#7  Llewellyn D. Howell (1992), "Political Risk and Political Loss for Foreign Investment," The International Executive, 34 (6), 485-498.

#8  Warren Strugatch (1991), "Rip-Off," World Trade, (August/September), 204-209.

Topical Coverage: Politics and its association with marketing; Political intervention; Political risk and its assessment; Strategic response to various political situations; Types of legal systems; Dumping and gray marketing; U.S. trade laws; International laws. 

Week 7
International Marketing Research

 2/25    

Reading Assignment: Chapter 4

Country Manager Decision #4 Due

#9 "Greasing Wheels," (1995) Wall Street Journal.  

#10 Michael L. Maynard and Charles R. Taylor (1996), "A Comparative Analysis of Japanese and U.S. Attitudes Toward Direct Marketing," Journal of Direct Marketing Winter), 34-44.

Topical coverage: Means of analyzing market potential; The international marketing research process;  Differences between domestic and international marketing research; Problems in international marketing research; Secondary data sources; Performing effective primary international marketing research; Decision support systems.

Week 8    SPRING SEMESTER RECESS

 3/4

Week 9
MIDTERM EXAMINATION (10/26)

 3/11   



Country Manager Decision #5 Due

Week 10
Product Policy and Planning

 3/18    



Reading Assignment: Chapter 12



Country Manager Decision #6 Due

#11 Theodore Levitt (1983), "The Globalization of Markets," Harvard Business Review, 61 (May-June), 92-102.



#12  “The Best Global Brands” (2001), Business Week, 50-

64.  

Topical coverage: The standardization/adaptation 

controversy;  Adoption and diffusion of innovation 

patterns in other countries; Product development in a

global environment; Country of origin issues. 

Week 11
International Pricing Strategy

 3/25

Reading assignment: Chapter 13

Country Manager Decision #7 Due

#13  George Hanks and Lucinda Van Alst (1999) “Foreign Trade Zones,” Management Accounting, 20-23. 

#14  John Templeton (1999), “A Worldwide Rise in Living 

Standards,” The Futurist,” 17-22.

Topical coverage: Alternative pricing strategies; Dealing with escalation; Terms of sale and payment; Transfer pricing; Pricing considerations within individual markets.   

Week 12
Easter Recess – No Class Meeting

 4/1

Week 13
International Advertising Strategy

 4/8    

Reading assignment: Chapter 15

Country Manager Decision #8 Due

#15 Charles R. Taylor, R. Dale Wilson, and Gordon E. Miracle (1994), "The Impact of Brand Differentiating Messages on the Effectiveness of Korean Advertising," Journal of International Marketing, 2 (4), 31-52.

#16 Charles R. Taylor and Mary Anne Raymond (2000),

“Legal Issues Affecting the Development and

Implementation of Advertising Strategies Across 

Product Types and Media in Asia,” International 

Marketing Review, 17 (June), 287-304.

Topical coverage: Planning for promotional campaigns; Media issues; Advertising regulation; Standardized vs. adapted advertising; Obstacles to global advertising.

Week 14
International Channels of Distribution

  4/15



Reading Assignment: Chapter 14



Country Manager Decision #9 Due

#17 Haigh, Robert W. (1994), "Thinking of Exporting?" Export Management Companies Could Be the Answer," Columbia Journal of International Business, (Winter), 66-81.

Types of channel arrangements; Considerations in choosing the channel arrangement; Selection of intermediaries; Wholesaling and retailing; types of export intermediaries and their advantages and disadvantages. International transportation issues; Additional considerations in international logistics.

Week 15   International Sales Management and Promotion


 4/22     Exporting

Reading Assignment: Chapters 16 &17



Country Manager Decision #10 Due

#18 Thomas F. Clasen (1991), "An Exporter's Guide to Selecting Foreign Sales Agents and Distributors," Journal of European Business, 3 (November/December), 28-32. 

#19 Ronald E. Dulek, John S. Fielden and John S. Hill 

1991), "International Communication: An Executive 

Primer," Business Horizons, (Jan/Feb), 20-25.

Topical coverage:  Personal selling, sales promotion, and public relations. Why firms need to think about exporting and how they are motivated to do so; Assessing readiness to export;  Problems in internationalization. 

Week 16   Country Manager Presentations

 4/29    



Country Manager Assignments #2 and #3 Due

Week 17   FINAL EXAMINATION    

 5/6




COURSE REQUIREMENTS
1)
Assigned chapters and readings must be read and studied prior to their discussion and review in class.  Format of the class will primarily be directed discussion within the framework of reading assignments.  In addition to the above assignments from the textbook, reading assignments from the Wall Street Journal will be made.  Each student is expected to make constructive contributions to class discussion.  Ethical issues in international marketing are an important concern.  Such issues are evident in assignments and will be highlighted at appropriate times during the semester.

2) Participation - Thoughtful participation in this class is required of all students.  Students may be called on randomly and are required to attend class prepared.  Quality of participation is an important factor -- quantity alone does not necessarily result in a high participation grade.  Relating concepts covered in the textbooks to other assigned readings or "real world" situations is viewed positively.

3)
Attendance: While it is understood that business/travel commitments sometimes preclude an MBA student from attending class, attendance at class meetings is highly desirable.  Please let me know ahead of time if you are going to miss class.  If you do miss, you are responsible for any announcements made in class and remain responsible for turning assignments in on time.  Also, remember that class participation accounts for 20% of your grade.  Excessive absences will negatively affect the participation grade.

4)
Grading

Country Manager



30%

 Assignment #1  5%

 Assignment #2  5%

 Assignment #3 20% 

Midterm Exam 




25%

Final Exam




25%

Participation




20%

5)
Notes on Graded Assignments:

Exams: The exams are a combination of objective questions and essays and are given in class (closed-book).  Exams cover all material covered in the course, including textbook readings, other assigned readings, and Wall Street Journal articles.

6) The Code of Academic Integrity of Villanova University addresses cheating, fabrication of submitted work, plagiarism, handing in work completed for another course without the instructor’s approval, and other forms of dishonesty.  For the first offense, a student who violates the Code of Villanova University will receive 0 points for the assignment.  The violation will be reported by the instructor to the Dean’s office and recorded in the student’s file.  In addition, the student will be expected to complete an education program.  For the second offense, the student will be dismissed from the University and the reason noted on the student’s official transcript.

7)
Letter Grades:

A
90 - 100%

B+
87 -  89%

B
80 -  86%

C+
77 -  79%

C    70 -  76%

MKT 8345

International Marketing and Trade

Prof. C.R. Taylor

Country Manager Assignment #1

Market Attractiveness Assessment

Country Manager will give you an opportunity to launch and manage a brand in a dynamic, growing international market and expand your presence regionally throughout Latin America.

The first big decision you will have to make is which market to enter.  Using information provided in the case as well as the Country Attractiveness spreadsheet that comes with the software, perform an analysis of what markets your group believes are the most attractive.  Refer to the Country Manager manual for guidance on which factors may be important to consider in deciding whether to enter a market.

The written assignment is to develop and submit a memo in which you justify your choice of countries to enter.  Please explicitly identify the country you plan to enter first and justify why you chose it.  Then provide detail on the pros and cons of other countries and indicate whether you believe they will be worth entering in the future (yes, no, or maybe).  Regardless of your recommendation, please provide detail on why think you will or will not enter each market.  Include a spreadsheet as part of your analysis as is suggested in the manual.

The assignment is limited to 10 pages of text double-spaced plus your Country Attractiveness spreadsheet and any other Exhibits or Tables you wish to attach.

MKT 8345

International Marketing and Trade

Prof. C.R. Taylor

Country Manager Assignment #2
Simulation Results

Your group is required to run the Country Manager simulation for a game of ten periods. In the first three years you will be allowed to enter only one new market per year.  You are not required to enter additional markets after year one.  Your primary goals should be to establish both strong market share and strong contribution.  Creating brand equity should also be a major goal.

Once you start the simulation you will not be permitted to perform restarts.  Up to one replay per period is allowed.

You will be evaluated based on your team’s performance in the simulation.  Note that in addition to profit and market share figures, scores on the indices provided in the administator report will be factored in.

For this assignment, please include printouts of the Decision Summary and Administrator Report from all periods.  No formal write-up is required.

MKT 8345

International Marketing and Trade

Prof. C.R. Taylor

GUIDELINES FOR COUNTRY MANAGER ASSIGNMENT #3

Your assignment is to develop a strategic marketing plan for your company’s operations. Your group will also present highlights of your plan to the class as a whole.  While the plan should provide some historical perspective on decisions your group has made, keep in mind that it must also be forward looking and should give insight into the future strategies and goals of your company.

The assignment is limited to 25 double spaced pages of text, plus any charts and/or Exhibits your group would like to include.  A sample structure for the plan is provided below.  

I. Market Entry Strategy

· Historical perspective on your firm’s operations.

· Choice of markets entered and future plans.  (should be kept brief as much rationale was provided in assignment 1).

· Mode of entry.

II. Markerting Plan

1) Target Markets

· Similar across markets served or different.

· Process for choosing key segments (which bases of segmentation are important to your firm and what led your firm to choose specific segments).

· Any difficulties encountered to date with respect to specific target markets and how you have responded.

2) Marketing Objectives

· Sales objectives.

· Profit objectives.

· Market penetration and coverage.

· Brand equity index objectives.

· Time frame associated with objectives.

     3) Product Strategy

· Number of SKUs offered

· Rationale for choice of specific SKUs marketed by your firm

· Company strategy regarding standardized vs. locally adapted offerings.

· What you have learned about product strategy in Country Manager.

4) Promotion Strategy

· Choice of ad campaigns

· Determination of advertising budget.

· Advertising objectives.

· Standardized vs. local advertising strategy in country manager.

· Approach to sales promotion.

· What have you learned about advertising and sales promotion in Country Manager.

5) Distribution

· Strategy for choosing channels of distribution.

· Salesforce allocation strategies in various retail outlets.

· Plant location.  

· Production levels for U.S. vs. Latin plant (if applicable)

· What you have learned about distribution in Country Manager.

6) Pricing

· General pricing strategy

· Approach to setting price (what factors were considered)

· Cost reduction strategies

· Local or consistent pricing

· What you have learned about pricing in Country Manager.
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