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INTERNATIONAL MARKETING

[ SN

X A &% =
WJ}-/"‘——A F-"*BE%(

iy HEH 354
TBTXB3A

g (M) % 5 p %

- ~ &g

S

rﬁ“""M@»J SRTIRE W FAN TAREE ) TRESRF L > T 4K

~ ‘E) I; %/J— o

S AEEREAIRRTAOPIfRE B M - F 2T THEFEEE o nd
ST Fdan ) apoc @ o

=~ FARREP G LR R B E H EAl= e ﬂf ) FWK%L/E?__#J 8 ¥ ik o
G S
A BVEFTRESET RELEzd a4 o
ngﬂﬁm%w\%%ﬂ~ﬁmﬂzﬁﬁﬁ4o
C. i%’é)”—,gl.’ﬁ %Z‘F‘LWF\ ’l~ ‘+/h?"i%ﬁ'(ﬁ%7 ﬂb °
D. 33575 hFd@* a4 o
E. 335§ BB 4 B A 452 qp 4 o
Fog By WEsRema R -
G B EF MIrEmEY 244 o
H B2 gF2RemEehesz A45% o
L #3585 B E T8t ¢ PRIF2 44 o
18 PISR 09 E 2 A M m AT AT B AT SHIROR, WA R AT R L 18 S IR R ) T 09
MR A&, AEAMERITHEEANG T/, BRTHEEANNESR T RHE
NERX, EHATIHE 2RATIHE E, VARERIL B 89 B IRAT 85 R g,
ESiA IR

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. As opposed to the traditional view of
one “marketing manager,” the typical international marketing manager’s job
consists of three separate tasks: foreign entry, local marketing, and global
management, There are important decisions to be made about which

countries’ markets and segments to participate in and what modes of entry
to use,
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2. To develop analytical
ability to study international
marketing issues
3. To evaluate the strategy
implementation effectiveness
on international marketing
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1 | 09/13 | Course Orientation
2 | 0920 | Chl: The Global Marketing Job
3 | 09/27 | Ch2: Theoretical Foundations (1)




4 | 10/04 | Ch2: Theoretical Foundations (2)

5| 10/11 | Ch3: Cultural Foundations

6 | 10/18 | Ch4: Country Attractiveness

7 | 10/25 | Ch7: Understanding Local Customers
8 | 11/01 | Chll: Global Marketing Strategy (1)
9 | 11/08 | Chll: Global Marketing Strategy (2)
10 | 11/15 | A+ FHKA
11 | 11/22 | Chl2: Global Products & Services
12 | 11/29 | Chl3: Global Branding
13 | 12/06 | Chl4: Global Pricing
14 | 12/13 | Ch1l5: Global Distribution
15 | 12/20 | Chl6: Global Advertising
16 | 12/27 | Final report— Case study (1)
17 | 01/03 | Final report— Case study (2)
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