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INTERNATIONAL MARKETING
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International marketing is a senior undergraduate course that focuses on the
international marketing decisions and deal with those environmental factors
that directly impact these decisions, The typical international marketing
manager' s job consists of three separate tasks: foreign entry, local
marketing, and global management, In addition, marketer must speak for the
local markets at headquarters but also explain the need for global
standardization to local representatives,
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123;22;?? Course Orientation

2 122;222? Chl: The Global Marketing Job
123;22;;? Ch2: Theoretical Foundations (1)

4 123;?3;?? Ch2: Theoretical Foundations (2)

5 12322;2? Ch3: Cultural Foundations

6 1232222~ Ch4: Country Attractiveness

7 12322;;; Ch7: Understanding Local Customers

8 12222;;? Chll: Global Marketing Strategy (1)
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10 12321;?; Chll: Global Marketing Strategy (2)
12321;;& Chl12: Global Products

12 12321;;? Chl13: Global Branding




13 1222%? Chl4: Global Pricing
14| | Ch15: Global Distribution
15| 77| Chi6: Global Advertising
16 1222;;? Final report— Case study (1)
17 12?;;?;?? Final report— Case study (2)
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Global Marketing, 5th edition By Johny K. Johansson
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