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This course explores the dynamic world of international marketing, preparing
students to understand and navigate diverse international markets, Covering
key areas such as economic and cultural environments, trade agreements,
branding, pricing, market entry strategies, and global communication, students
will develop strategic thinking and practical skills for international success,
Topics also include digital marketing, corporate social responsibility, and
building competitive advantage.
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4. Understand the impact of digital transformation
and corporate social responsibility on global
marketing,

5. Develop strategic thinking for managing
cross—border marketing activities effectively,
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Keegan, W, J, & Green, M. C. (2011). Global marketing (Six edition, Global
edition.). Prentice—Hall.
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