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Course Content Summary  

 

Course Prefix and Number: MKT 275        Credits: 3 

 

Course Title:  International _Marketing 

 

Course Description (including lecture hours, lab hours, total contacts) 

Examines the role of the multinational firm, as well as the environments in which they operate. 

Covers such factors as exchange rates, government foreign trade policy, and social-cultural factors. 

Compares international and domestic marketing strategies. Lecture 3 hours per week.  

 

General Course Purpose  

For the student to obtain a broad overview of the dynamic and complex subject of international 

marketing, to distinguish between international marketing and marketing in the domestic context, to 

show how different nations are interdependent within the world economy and to show how the 

above theory applies to businesses and how the various marketing functions are modified to suit an 

international spectrum of operations. 

 

Course Prerequisites/Corequisites (Entry-level competencies required for enrollment) 

none 

 

Course Objectives (Each item should complete the following sentence.) 

Upon completing the course, the student will be able to: 

 Describe the nature and environment of international marketing, impact on the economy,    

and trends for the future 

 Discuss foreign consumers and foreign markets in the global economy  

 Explain product promotion strategies for world markets  

 Identify international distribution/placement strategies and their effectiveness  

 Explain international strategies of pricing methods in the global marketplace  

 Discuss various international promotion strategies that apply to businesses 

 Discuss the implementation of export/import strategies  

 

Major Topics to be Included 

 Importance of Global Marketing 

 Global Marketing Environment 

 The Global Trade Environment 

 The Political, Legal, and Regulatory Environments of Global Marketing 

 Global Information Systems and Market Research 

 Global Market Segmentation 

 Organizational Export Activities 

 Global Market Entry Strategies 

1. Pricing Decisions 

2. Global Market Channels and Distribution 

3. Global Advertising 

4. Global Competition 

 

Effective Date of Course Content Summary (Month, Date Year):  August 25, 2008 


