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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.There are important decisions to be made
about which countries’ markets and segments to participate in and what
modes of entry to use. 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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2. To develop analytical
ability to study international
marketing issues
3. To evaluate the strategy
implementation effectiveness
on international marketing
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