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Course outline: 
The topics discussed involve: 
 
1. Definition and scope of international marketing: export and global marketing 
 
2. International marketing trends and challenges at the beginning of the century 
 
3. Polycentric and global marketing strategy 
 
4. Assessing the role of the international environment of the firm: 

a) The competitive environment. Role of transnational firms. 
b) The economic environment. Influence of regional economic integration 
c) The political-legal environment. Its stability versus risk associated with market entry 
d) The socio-cultural environment. Cultural values and business customs 
e) The technological environment. 
 

5. Marketing research  
a) Breadth and scope of international marketing research 
b) Sources of data 
c) Assessing market potential  
 

6. Motives and forms of foreign market entry 
 
7. The process of foreign market entry and expansion. Target country choice, market 
segmentation, target segment choice and product positioning and repositioning 
 
8. Product strategy 

a) Standardization versus adaptation 
b) Branding options 
c) Packaging 
d) Country image effect 

 
9. Pricing strategy  

a) Pricing objectives 
b) Approaches to international pricing 
c) Determining export pricing 
d) Transfer pricing 
e) Price escalation 

 
10. Distribution strategy  

a) Factors affecting choice of channels  
b) Logistics 



 
11. Promotion strategy  

a) Export promotion 
b) Standardizing or adapting the promotion mix 

 
12. The influence of E-business on marketing decisions 
 
Required readings: 
• W.J.Keegan, M.S.Green: Global Marketing. Prentice-Hall. Upper Saddle River 2000.  
 
Suggested  readings: 
• L. S. Amine, S. T. Cavusgil: Demand Estimation in a Developing Country. Journal of the 
• Market Research Society. Vol. 28 No. 1. 
• E.Anderson, A. T. Coughlan: International Market Entry and Expansion via Independent 

or 
• Integrated Channels of Distribution. Journal of Marketing. January 1987. 
• M. R. Czinkota, L. A. Ronkainen: Global Marketing 2000: a Marketing Survival Guide. 

Marketing Management I/1992. 
• T. Levitt: The Globalisation of Markets. Harvard Business Review. May-June 1983. 
• M. E. Porter: The Strategic Role of International Marketing: Journal of Consumer 

Marketing. Vo1. 3 No. 2. 
• J. A. Quelch, E. J. Hoff Customizing Global Marketing. Harvard Business Review. May-

June 1986. 
• M. S. Roth, J. B. Romeo: Matching Product Category and Country Image Perceptions: a 

Framework for Managing Country of Origin Effects. Journal of International Business 
Studies. Vo1. 23 No. 3. 

• Y. Wind: The Myth of Globalisation. Journal of Consumer Marketing. Vo1. 3 No.2. 
 
 
 
 
 
 


