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Course Description: International Marketing and Trading

1- Basic Information:

Course Name International Marketing and Trading
Course ID IMT.33
Contact Hours (Synchronized Sessions) 28
Contact Hours with the tutor outside the 17
Synchronized Sessions
Contact Hours (Registered Sessions)
Exam . 130
Registered Sessions Work Load
Synchronized Session Work Load
Credit Hours 7
Course Level 7
2- Pre-Requisites:
Course ID
Marketing MKG.15

3- Course General Objectives:

This course aims to enable the students to critically analyze the international marketing

environment; It focuses on political and legal environment, cultural and social

environment in addition to the economic environment and understand the market

opportunities and challenges for international marketing management. Students should be

able to understand the key strategies of entering foreign market by analyzing the

advantages and disadvantage of each strategy. Finally Students should also be able to

understand how to adapt marketing mix effectively in the international markets.
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4- Intended Learning Outcomes (ILO):

Code

Intended Learning Outcomes

ILO1

Gain understanding of the stages a company goes through as its management orientation
evolves from domestic and ethnocentric to global and geocentric and discus the driving and
restraining forces affecting global integration today.

ILO2

Gain an appreciation of the marketing implication of different environmental elements such
as social, culture, political and legal system, in addition to economic forces that would have
an impact on marketing activities internationally.

ILO3

Identify the various source of international market information and compare the way a
multinational firms organize the marketing research efforts with the way a global firms
approaches the organizing issue.

ILO4

Identify the main international markets entry strategies and assess the advantages and
disadvantages of using each methods.

ILO5

Review the basic product that underlie a successful international marketing product, and
explain the new product developments in international markets.

ILOG6

Identify different pricing strategies’ and objectives that influence decisions in international
markets.

ILOY

List the guidelines companies should follow when establishing channels and working with
intermediaries in international markets.

ILO8

Gain understanding of integrated marketing communication elements and how to adapt these
elements to the international markets and identify the most problems associated with
marketing communication.

5- Course Syllabus (21hours of total Recorded Sessions, 28hours of total synchronized sessions)

RS: Recorded Sessions; SS: Synchronized Sessions;

ILO Course Syllabus RS | SS Type Additional Notes
An assignment which
may studying and
) Exercises examine real business
1 Assignments| related to international
Chapter 1:nature of 1 Seminars marketing by focusing on
ILO1 . . . 3 2 : . : .
international marketing 1 Projects international environment
1 Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
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An assignment which
may studying and
] Exercises examine real business
Chapter 2:International O éssig' nments relstiq tot)int]?rnat[onal
. 1 Seminars marketing by focusing on
ILO2 social _and cultural 312 1 Projects international environment
environment | Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix
An assignment which
may studying and
] Exercises examine real business
1] Assignments| related to international
ILO2 Chapter 3:political and legal 3 | o | Seminars marketing by focusing on
environment 1 Projects international environment
] Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
] Exercises examine real business
] Assignments| related to international
ILO2 Chapter 4: International 3 | o | Seminars marketing by focusing on
economic environment 1 Projects international environment
] Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
Chapter 5: Global ") Exercises examine real business
Information Management O é\sag_ nments relste_d tobintfernati_onal
. 1 Seminars marketing by focusing on
ILO3 and Global Marketing 3|2 ] Projects international environment
Research T Practices and foreign market entry
1 Cases strategy and analyzing the
T international marketing
mix.
ILO 4 Chapter 6: International 3 | o |l Exercises An assignment which
Markets- Entry Strategies ] Assignments may studying and
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1 Seminars examine real business
] Projects related to international
"I Practices marketing by focusing on
] Cases international environment
- and foreign market entry
strategy and analyzing the
international marketing
mix. ILO
An assignment which
may studying and
] Exercises examine real business
[ Assignments| related to international
ILOS Chapter 7: product Strategies 3 | o | Seminars marketing by focusing on
In international markets 1 Projects international environment
] Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
] Exercises examine real business
Chapter 8: New product E —g—g‘SSi. nments re'iti.d tobi”t]?mati.ona'
. eminars marketing by focusing on
ILOS . devel_opment n 3|2 ] Projects international environment
international markets | Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
1 Exercises examine real business
Chapter 9: Pricing Strategies E —g—g‘SSi. nments re'iti.d tobi”t]?mati.ona'
. . eminars marketing by focusing on
ILOs in International Markets 3|2 ] Projects international environment
1 Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
Chapter 10: Distribution - ixef cises An aSSigng“?m Wh(ijCh
- - 1 Assignments may studying an
ILO7 Strategies in International 3 12| Seminars examine real bUsiness
Markets I Projects related to international

4
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1 Practices marketing by focusing on
] Cases international environment
and foreign market entry
strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
Chapter11:Integrated N Exercises examine r_eal busi_ness
Marketing Communication - ?QM re'iti.d tob'”t]?mat'.ona'
. . 1 Seminars marketing by focusing on
ILO8 in International Ma rkets- 3|2 ] Projects international environment
Advertising 7 Practices and foreign market entry
1 Cases strategy and analyzing the
international marketing
mix.
An assignment which
may studying and
Chapter12:Integrated - Exercises examine real business
Marketing Communication ) Sl el to rematonal
ILO8 Elements in International 3|2 ] Projects international environment
Markets 7 Practices and foreign market entry
1 Cases strategy and analyzing the
- international marketing
mix.
6- Assessment Criteria (Related to I1LOs)
ISC | Interactive Synchronized Collaboration Ex |Exams | | Rpt| Reports
PF2F | Presentations and Face-to-Face Assessments PW | Practice Work
ILO Assessment Type
Code ILO Intended Results 1sc | PW | Ex | PE2F | Rpt
Gain understanding of the stages a | Gain understanding
company goes through as its of the stages a
ILO1 . .
management orientation evolves company goes X X X
from domestic and ethnocentric to through as its
global and geocentric and discus management
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the driving and restraining forces

orientation evolves
affecting global integration today. | from domestic and
ethnocentric to
global and
geocentric
assess the driving
and restraining
forces affecting X X
global integration
today
Gain an appreciation of the Gain knowledge
marketing implication of different about social and X X
environmental elements such as culture
social, culture, political and legal environment
ILO2 system in addition to eco_nomical Understand the
forces that would have an impact on | effect of legal and
marketing activities internationally. political X X
environment on
international
business activities
Identify the various source of Understand the
international market information international
and compare the way a marketing
ILO3 multir_1ationa| firms organizg the e_nvironment X X
marketing research efforts with the Discuss how to
way a global firms approaches the conduct
organizing issue. international
marketing research
Identify the main international . .
marketsfg’ntry strategies and assess Gain un_derstandlng
the advantages and disadvantages of foreign ma_rket X X
of using each methods. entry strategies
ILO4 identify and _
compare the main
qdvantages and X X X
disadvantages of
foreign market
entry strategies
Review the basic product that Review the basic
ILO5 underli_e a successful internat_ional product_that X X X
marketing product, and explain the underlie a
successful
6
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new product developments in
international markets.

international
marketing product
strategies

explain the new
product
developments in
international
markets

Identify different pricing strategies’
and objectives that influence
decisions in international markets

ILOG6

Identify different
pricing strategies’
and objectives that
influence decisions

about pricing
product in
international
markets

explain the
factors ’that affect
pricing strategies

List the guidelines companies
should follow when establishing
channels and working with
intermediaries in international
markets.

ILO8

List the guidelines
companies should
follow when
establishing
channels and
working with
intermediaries in
international
markets

explain the
factors ’that affect

distribution

strategies.

Gain understanding of integrated
marketing communication elements
and how to adapt these elements to

the international markets and
identify the most problems

ILO8

Gain understanding
of how at design
marketing
communication in
the international
markets
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associated

with marketing

communication.

Be able to design
marketing
communication
system and
developing its
budget.

7- Practice Tools:

Tool Name

Description

Non

Non

8- Main References
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