University of Regina
                                                            Faculty of Administration


International Marketing – ADMN 415

Fall 2002

COURSE OUTLINE

Semester:

Fall 2002 

Class Time:

Monday & Wednesday 1:00-2:15 p.m. ED 621

Instructor:

Dr. Anne M. Lavack

Office:


Education Building, Room ED 512.2

Phone:


585-4716 (office)

Fax:


585-5361

Email:


Anne.Lavack@uregina.ca

Office Hours:
Office Hours:  Monday & Wednesday 2:30-3:30 p.m.  

Feel free to drop by during office hours, or make an appointment for some other time.  

I am also available via e-mail or telephone.

Special Needs:

If there is any student in this course who, because of a disability, may have a need for accommodations, please come and discuss this with me, as well as contacting the Coordinator of Special Needs Services at 585-463l.

Textbook:

Vern Terpstra & Ravi Sarathy, International Marketing, 8th Edition, Thomson/South-Western Publishers, 2000.

Course Description:

ADMN 415 is intended to introduce students to concepts associated with international marketing.   As an advanced level marketing course, the course builds on your existing knowledge of marketing.  The course will be taught at a level sufficient to keep the interest of a target audience of fourth year marketing students.  The expectation is that you have a sound knowledge of marketing, or are willing to supplement your knowledge on your own time.

Course Objectives:

The intent of the course is to develop an understanding of international marketing.  Key objectives are to:

· Introduce the student to an understanding of the environmental factors affecting international marketing and its similarities and differences versus domestic marketing;

· Provide the knowledge and skills needed for the administration of the international marketing function;

· Introduce and evaluate the impact of recent environmental changes on international marketing;

· Evaluate and ground the international marketing theory in light of your own experience.
Format:

The course will consist of the following components: 

· Assigned readings – drawn from the text and outside sources.  All students are expected to have read all assigned readings for each session.

· Lectures – designed to clarify and augment the assigned readings and cases.

· Guest Lectures – There will be two guest speakers during the semester.  For the first guest speaker, students will be required to hand in a synopsis one week following the lecture.  For the second guest speaker, students will be required to complete an in-class assignment.

· Case Discussion – All cases will be discussed in class, so students must read and thoroughly prepare the cases ahead of time.   Students will be called upon in class, and must be prepared to answer questions about the case.  A grade will be given for participation.

· Written Case Analysis –Five of the cases are designated as written assignment cases, and students must do three (3) out of these five written case assignments.  (Do only 3 written case assignments; no extra credit will be given for doing extra assignments.)

Grading/Feedback:

1. Case Analysis – Individual Written Assignment
3 x 10 marks
30%

2. Guest Speaker Synopsis





  5%

3. Guest Speaker in-class assignment (hand-written in-class)
  5%

4. Case Participation






10%

5. Mid-Term Exam






25%

5.   Final Examination






25%
Requirements: 

· To pass this course, you MUST get a 50% or better average on the mid-term and final exams.
Regulations:

1. All assignments must be typed (either on a typewriter, word-processor, or computer).

2. Late assignments will be penalized at the rate of 20% for each 24 hours of lateness (or portion thereof).

3. If you must miss the midterm exam, the final exam, or an assignment deadline due to a serious medical problem, then you MUST telephone the professor prior to the exam or due date to re-schedule.  A doctor's certificate will be required.

4. Students may be asked for identification when writing the mid-term test and final examination, so students should bring their student card to tests and exams to be used as identification.
5. Students are referred to the University Calendar for information on appeals, withdrawal dates, plagiarism, cheating, and academic misconduct.  Students are expected to abide by these regulations of the University of Regina.
CLASS SCHEDULE

	1
	Sept. 04
	Introduction to International Marketing
	
	Chapter 1

	2
	Sept. 09
	The Concept of Global Marketing

Case 1.1 Agro Industria Exportadora S.A.
	
	Chapter 1

	3
	Sept. 11
	The World Economy

Case 2.2 U.S. Pharmaceuticals, Inc. (A)
	
	Chapter 2

	4
	Sept. 16
	GUEST SPEAKER – SASKATCHEWAN TRADE & EXPORT PARTNERSHIP (STEP)
	
	

	5
	Sept. 18
	Foreign Economies
	
	Chapter 3

	6
	Sept. 23
	Cultural Environment

Case 4.1 Bottled Spirits
	SYNOPSIS DUE
	Chapter 4

	7
	Sept. 25
	Political-Legal Environment
	
	Chapter 5

	8
	Sept. 30
	Case 5.1 The Political-Legal Environment of Cigarette Marketing
	CASE DUE
	Chapter 5

	9
	Oct. 02
	Global Marketing Strategy

Case 6.1 Windmere Corporation
	
	Chapter 6

	10
	Oct. 07
	International Marketing Intelligence

Case 7.2 Whirlpool: The European Market
	
	Chapter 7

	11
	Oct. 09
	International Product Policy: Basic Product & Attributes
	
	Chapter 8

	12
	Oct. 14
	NO CLASS - THANKSGIVING DAY
	
	

	13
	Oct. 16
	Case 8.2 Domino’s Pizza in Japan
	CASE DUE
	Chapter 8

	14
	Oct. 21
	International Product Policy: New-Product Development & Product Line Policies
	
	Chapter 9

	15
	Oct. 23
	Case 9.1 Grand Met: The Development of World Brands
	CASE DUE
	Chapter 9

	16
	Oct. 28
	Distribution: Foreign Market Entry

Case 10.1 BMW: Marketing Subsidiaries in Foreign Markets
	
	Chapter 10

	17
	Oct. 30
	MIDTERM EXAM 
	
	

	18
	Nov. 04
	Distribution: Foreign-Market Channels and Global Logistics

Case 11.1 General Mills Looks Abroad
	
	Chapter 11

	19
	Nov. 06
	International Promotion: Advertising
	
	Chapter 12

	20
	Nov. 11
	NO CLASS – REMEMBRANCE DAY
	
	

	21
	Nov. 13
	Case 12.1 Nestlé (A): The Case of the Dying Babies
	CASE DUE
	Chapter 12

	22
	Nov. 18
	International Promotion: Other Factors

Case 13.1 Nestlé (B): More Trouble in the Baby Market
	
	Chapter 13

	23
	Nov. 20
	Case 13.5 Marketers Can’t Ignore New Ethics Issue
	CASE DUE
	Chapter 13

	24
	Nov. 25
	Pricing in International Marketing

Case 14.2 Federal Cash Registers: Price Competition Overseas
	
	Chapter 14

	25
	Nov. 27
	Pricing in International Marketing II

Case 15.1 Alimentaires de Barria S.A.: Operating in an Inflationary Economy
	
	Chapter 15

	26
	Dec. 02
	GUEST SPEAKER – Rob Giberson, Assistant Dean – “Doing Business in Mexico”
	IN-CLASS ASSIGNMENT
	

	
	Dec. 6
	FINAL EXAM 2:00 p.m. – 5 p.m. (3 hours)
	
	


Guidelines for the Course 

It is expected that you will treat your participation and attendance in this course in a professional manner.  Professionalism will be broadly defined to include the following:

1.
Prepare ahead of time for class.  Read the textbook material before coming to class, and come prepared to ask questions about things that you did not understand.  If you have no questions, it will be assumed that you understand everything in the textbook perfectly!  Remember, exams will include all material in the textbook, as well as material covered in class.

2.
Arrive on time.  When you arrive late, you are sending out a message that says, “Look at me – I’m so much more important than you, and so much busier than you, that I can’t possibly be expected to arrive on time.”  It also sends out a message that you are unreliable and can’t be trusted with even so simple a task as arriving on time!  Employers, clients, and colleagues will take a dim view of tardiness, so get into the habit of arriving on time.

3.
Attend every class, and let the professor know when you will not be attending.  Everything that is discussed in class is potential exam material.  Make sure you exchange names and phone numbers with other students who can take notes for you if you have to miss a class for reasons beyond your control.  It is not the professor’s responsibility to fill you in on what you missed when you are absent without a medical certificate!

4.
Participate!  When there is a discussion going on in the classroom about the current day’s topic or about one of the cases, you are expected to verbally participate.  It is not enough to simply sit in the classroom and soak it all in; you are also expected to provide your analysis and opinions of current topics.  Proactive participation is especially encouraged – feel free to bring in newspaper articles or advertisements relating to the course, and we will discuss these in class.  A grade will be given for participation in the cases, which will depend on both quality and quantity of participation (i.e., high quantity but low quality may result in a low mark).

5.
Enter into intelligent discussions with guest speakers.  Guest speakers are busy people from the business world who give up some of their valuable time to share their experience with you.  There is nothing more embarrassing than having a guest speaker come to the end of their interesting and informative talk, only to be faced with total silence when the audience cannot think of a single question to ask the speaker.  You will be told ahead of time when we are expecting a guest speaker, so please think of some intelligent questions to ask them.  Also, please be aware that material discussed by guest speakers is also potential exam material.

6.
Follow appropriate business etiquette regarding cell phones and pagers.  Think of the class as a meeting, and make sure your cell phones and pagers are turned off when you come to class.

ASSIGNMENT GUIDELINES

1.  
GUEST SPEAKER - SYNOPSIS 


DUE:  

Monday, September 23 at the beginning of class


LENGTH:
1 page double-spaced, 1” margins, 12 point Times-Roman type


VALUE:  
5 marks

On Monday, September 16 we will have a guest speaker from the Saskatchewan Trade & Export Partnership (STEP).  You are required to prepare a synopsis of the talk, highlighting the key features that you found most interesting.  Your report does not have to cover the entire talk; you can focus on a particular area of interest, if you wish.

2.
CASE ANALYSIS WRITE-UP


DUE:  

Sept. 30
)

Oct. 16

)

Oct. 23

)
Choose only 3 out of the 5 dates

Nov. 13

)

Nov. 20

)


LENGTH:
2 pages double-spaced, 1” margins, 12 point Times-Roman type


VALUE:
10 marks each x 3 cases = 30 marks total
For the five classes on the above dates, we will devote the entire class to discussing a case.  You are required to prepare a 2-page written case analysis for three (3) of these five cases, which will be due at the beginning of class on the date when we discuss it.  (Make sure you keep a copy of your written case analysis, to help you with the discussion.)  Your case analysis consists of answering the questions provided at the end (or beginning) of the case.

3.
CASE PARTICIPATION


VALUE:
10 marks total
For every case we discuss in class (i.e., 15 cases in total), students are expected to read and prepare the case ahead of time, and participate in an in-class discussion.  There will be a total of 10 marks assigned for student participation in these cases, to be earned during the course of the semester.  Simply sitting in class without actively participating will not earn any participation points.

4.
GUEST SPEAKER - IN-CLASS ASSIGNMENT


DUE:

December 2


LENGTH:
1 hand-written page


VALUE:
5 marks

We will be having a guest speaker on Monday, December 2.  He will be speaking for approximately 50 minutes.  At the conclusion of his talk, he will hand out an assignment question.  Please hand-write a one-page answer to the assignment question and turn it in before the end of the class that day (maximum one page).
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