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College of Management, National Sun Yet-Sen University
	Chinese Course Title
	國際行銷
	課號
	M4010103

	English Course Title
	International Marketing 

	Class Format
	Elective
	Requirement
	none
	Department
	B.M.

	Instructor
	Tai-Hwa Chow
	Credit
	3

	Course Objectives

	The course has an international emphasis. Examples of foreign companies are used throughout the course to understand the global environment in which Taiwanese firms are operating.

The objectives of the course are (1) to provide a broad understanding of the different sociocultural, economic, and geopolitical environments in which global marketing strategies and programs are formulated and implemented; (2) to examine the cumulative impact of changes in these environments on marketing opportunities and threats; (3) to provide a working knowledge of the many different ways in which a company can respond to improve its market position; (4) to provide an appreciation of the importance of foreign competition; and (5) to underscore the importance of continuous improvement in all facets of a company’s marketing operations. Breadth is emphasized through the use of a large number of cases.

	Course Outline

	The purpose of this course is to provide an understanding of the global marketing issues facing managers and to explore how companies can be managed to compete more successfully. The course focuses on the following issues:

* The environment of global markets

* The needs and wants of global consumer

* Assessing the global market opportunities

* Developing global marketing strategies

* Implementing global marketing strategies

* Control, review and modify global marketing strategies.

	Teaching Format

	Lecture /Discussion

	Office Hours:

	Friday 7:00~9:00; Saturday 7:00~9:00

	Grading Standard: 

	Class participation (20%) ; Written exam (50%) ; Written reports (30%)

	Reference/Text

	No designated textbook, but the legal foundation for the book, as a necessary tool.

	Course content/ Progress / Documents

	Week

Date

Content

1

2009/09/14~2009/09/20

Course introduction

2

2009/09/21~2009/09/27

Introduction to global marketing management

3

2009/09/28~2009/10/04

Economic environments

4

2009/10/05~2009/10/11

Social and cultural environments

5

2009/10/12~2009/10/18

Political, legal, and regulatory environments

6

2009/10/19~2009/10/25

Global customers

7

2009/10/26~2009/11/01

Midterm exam

8

2009/11/02~2009/11/08

Global marketing information systems and marketing research

9

2009/11/09~2009/11/15

Segmentation, targeting, positioning

10

2009/11/16~2009/11/22

Global market entry and expansion strategies

11

2009/11/23~2009/11/29

Strategic planning and competitive advantage

12

2009/11/30~2009/12/06

Product decisions

13

2009/12/07~2009/12/13

Global marketing channels and physical distribution

14

2009/12/14~2009/12/20

Global communication decisions – advertising and promotion

15

2009/12/21~2009/12/27

Global communication decisions – advertising and promotion

16

2009/12/28~2010/01/03

Case reports

17

2010/01/04~2010/01/10

Case reports

18

2010/01/11~2010/01/17

Final exam




