International Marketing
Course Syllabus

Instructor: Pi-Chi Han

Office: B 1029

Office hour: Tuesday, Wednesday, Thursday, and Friday
Phone: 022621-5656 Ext. 3327 

Objectives: This course will discuss global marketing environment, analyze global marketing opportunities, develop global marketing opportunities, designing global marketing programs, and manage the global marketing effort as a whole.


Grading: The course grade will be based on your grades on the Team Journal (30%), the team presentation (30%), the web searching or case analyses (20%), and class participation (20%).


Text Books:

Hennessey, J. I. (2004). Global Marketing Strategies. Houghton Mifflin Company: Boston, MA.

COURSE FORMAT

Most of the classes will consist of discussion and activities promoting active learning, for example, joint exercises discussion, presentation, and critique. Lectures will also include. Your preparation and participation is vital. Please take good notes of lectures and other activities as the content of “JOURNAL”. Random checks will be made on your class notes. 
1. INTRODUCTION the course

Introducing the course, Grouping students, terminology

2. Introduction to global marketing: Ch.1

3. The global economy: Ch. 2

4. Cultural and social forces: Ch. 3

5. Global markets and buyers: Ch. 5

6. Developing a global mindset: Ch. 7

7. Global marketing strategies: Ch. 8

8. Global market entry strategies; Ch. 9

9. Global communication strategies: Ch.11

10. Midterm: no class

11. Managing global advertising; Ch. 12

12. Global Product and services strategies: Ch. 13

13. Developing New products for global markets; Ch.14

14. Managing global distribution channels: Ch.15

15. Organizing for global marketing: Ch. 16

16. Planning and controlling global marketing: Ch.17 

17. Final: no class

