		
COURSE OUTLINE

	Name of Course
	Course Code

	International Marketing 
	DCPMMM209



SECTION 1 – GENERAL INFORMATION

	Program Name

	Term
	Level (Core or elective)
	Course Faculty
	Delivery Mode (Online/Offline)

	2 Year PGDM (DCP)
	Term – V
	Core of Major
	Prof. Anirban Das
	Offline



Pre-requisite
Are students required to have undertaken a prerequisite subject for this course?	
 No	      [image: ]   Yes

If YES, provide details of the prerequisite requirements below
Coursera Certification course: International Marketing & Cross Industry Growth, Yonsei University
Students need to complete this course and submit the certificate to the concerned faculty by the end of the module.

Other resource requirements 
Do students require access to specialist facilities and/or equipment for this subject (for example, special computer access, and physical education equipment)?
[image: ] No	          Yes

If YES, provide details of specialist facilities and/or equipment below.
NA

Subject weightage

	Subject credit points
Example: 03 credit points
	Total course credit points
Example: 111 credit points 

	03 credit points
	113 credit points



Student workload

	No. time tabled hours per week (average)*
	No. personal study hours  per week** (including Group Work)
	Total workload hours per week***

	4.5
	7.5
	12 hrs


*	Total time spent per week at lectures.
**	Total time students are expected to spend per week in studying, completing assignments, etc.
***	That is, * + ** = workload hours.

Course Description 

“The next phase of globalization is upon us, and emerging markets are claiming their piece of the action. Only 5% of Fortune Global 500 companies were based in developing regions in 2000, and by 2025, emerging-market companies will likely make up more than 45% of that list.” Mark Minevich, Principle founder of Going Global Ventures.
As countries compete fiercely with each other for attracting capital and creating local jobs, nations are becoming increasingly coupled and intertwined. With the Internet explosion, emergence of the service and knowledge economies, and the promise (or threat) of Artificial Intelligence, a new order of businesses and nations is challenging the hegemony of the established ones even as companies strategize to stay relevant in the face of relentless global competition. 
Globalization is happening all around us, touching our daily lives as consumers in ways that we may not be even aware about. The ongoing Covid 19 pandemic, rising nationalistic sentiments in major economic markets may have slowed down globalization and will perhaps change the dynamics of competing, but make no mistake, globalization is here to stay. With an uncertain post pandemic world, rise in global brands, new technologies, and increasing dominance of emerging markets especially China, companies will need to adapt quickly to the changes or perish. Hence it is imperative that managers of tomorrow be fully aware of the art and science of international marketing.
In this course, students will learn about the scope and challenges of International Marketing and acquire an understanding about the primary ingredients required for marketing products and services in the international arena. 


SECTION 2 – ACADEMIC DETAILS

Learning Outcome of the Course (Use Bloom’s Taxonomy as applicable)

	Learning outcomes for the Course  (Course Outcomes)

	

	1. To develop students’ capacity to develop international marketing strategies through a deeper understanding of cultural differences.
2. To build students’ skills in asking themselves the right questions when analyzing a complex intercultural environment.
3. To give students hands-on experience in crafting international brand strategy through understanding consumers in environments that involve a high degree of cultural diversity.
4. To develop soft skills enabling to make tactical adaptation: the ability to unlearn, intuition working under pressure and developing self-confidence
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Mapping of Course Outcomes to Program Learning Objectives/ Program Outcomes 

	[bookmark: _GoBack]
	
	PO1 - Apply knowledge of management theories and practices to solve business problems
	PO2 - Foster analytical and critical thinking abilities for data-based decision making
	PO3 - Ability to develop value-based leadership
	PO4 - Ability to understand, analyse, and communicate global, economic, legal and ethical aspects of business
	PO5 - Ability to lead themselves and others in the achievement of organizational goals, contributing effectively to a team environment 

	
	
	LO1.1 Identify and analyze key business issues across different environments


LO1.2 Develop and justify effective solutions appropriate for diverse markets
	LO3.1 Collect and analyze relevant quantitative and qualitative business data

LO3.2 Utilize data analysis and research findings for business decision making
	LO4.1 Demonstrate awareness of sustainability practices in international business
	LO5.1 To apply knowledge of international business and trade practices to support effective global business operations and decision-making

LO2.1 Demonstrate effective oral and written communication for diverse international audiences
	LO2.2 Demonstrate ability to work effectively in cross-cultural teams and distributed environments

	International Marketing 
 
 
	To develop students’ capacity to develop international marketing strategies through a deeper understanding of cultural differences.
	3
	1
	2
	2
	3

	
	To build students’ skills in asking themselves the right questions when analyzing a complex intercultural environment.
	3

	1
	3
	2
	4

	
	To give students hands-on experience in crafting international brand strategy through understanding consumers in environments that involve a high degree of cultural diversity.
	3
	1
	2
	3
	3

	
	To develop soft skills enabling to make tactical adaptation: the ability to unlearn, intuition working under pressure and developing self-confidence
	3
	1
	1
	2
	2




Assessment Tasks

	Assessment tasks

	Type

	When assessed – term,  session and week
	Weightage
(% of total marks  for subject)

	Group Presentation (case study analysis)
	Ongoing
	20%

	Class Participation
	On-going
	10%

	Final Group Presentation (Each group will develop a fully integrated marketing plan for a product or service to be introduced in a foreign country that the group has selected).
	Last 2 sessions
	20%

	End Term Exam
	End of Course
	50%

	Total
	
	100%




AOL Assessment Table
 
	Specific Assessment Method
	1
	2
	3
	4

	Group Presentation (case study analysis)
	√

	√

	√

	√


	Class Participation
	√
	√
	√
	√

	Final Group Presentation (Each group will develop a fully integrated marketing plan for a product or service to be introduced in a foreign country that the group has selected).
	√
	√
	√

	√


	End Term Exam
	√
	√
	√

	√



NOTE:
· Group final presentation: Ideally, there should be 4-6 participants in a group. The presenting group must submit PowerPoint slides the day before making the presentation. The presentation should demonstrate an understanding of theoretical frameworks seen in class, a good understanding of the brands and pertinent marketing strategy recommendations.
· Group case presentation in each class: Groups will have to present their understanding of the cases and initial responses to the challenges presented. One group will be selected at random to present in front of the class. 
· Do your comments show evidence of appropriate, insightful analysis of the case?
· Are you willing to participate?
· Are you a good listener as well as a good speaker?
·  Are you willing to test new ideas?


    Session Wise Details

	Session
	Topic
	Reading Material/Case

	1
	The Global Marketing Environment 
-Nature & Challenges of International marketing
	Google exit from China


	2
	The Global Marketing Environment (cont.)
· Factors that affect Globalization
 (Political, Legal, Economic, Socio-Cultural, Technological and Competitive Environment)
· Major Trends in International Marketing 
· Future of International Marketing post Pandemic
-Trade Distortions & Marketing barriers
· - Cross National Co-operation and Agreements  

	
GM exit from India


	3
	Understanding Global Cultures and Buyer Behavior
- Culture & Consumer Behavior
- Hofstede’s theory of cultural differences
-Managing Cultural Differences

	1. Walmart Failure in Germany
2. Vikram Bakshi vs McDonalds

Reading: Working across cultures by Nirmalya Kumar

	4
	Understanding Global Cultures and Buyer Behaviour ( cont.)
- Ethics
	Siemens in Argentina

	5
	Opportunity Analysis and Selection of Markets
-Marketing Information System
-International Marketing Research
	Volvo in India

	6
	Opportunity Analysis and Selection of Markets
- Country evaluation and selection
- CAGE framework

	Reading: CAGE framework_ Distance Still Matters by Pankaj Ghemawat_HBR

	7
	Market Entry Strategies
	Case study: Mahindra’s exit from Brazil

	8
	Market Entry Strategies
	HBR case: Acorai_ Listening to your heart with AI

	9
	Market Entry Strategies of Global Brands from Emerging Markets
	

	10
	Global Marketing Strategies
- Integration responsiveness framework 
- International strategies


	Case: Starbucks failure in Australia
1. Reading1: The Lure of Global Branding_HBR
2. Reading2:How Global Brands compete_HBR
3. Reading3: How Global Brands can respond to local competitors_HBR

	11
	Global Marketing Mix (Product)
- Product and Brand Management
- Global brands vs local brands
- Quality and Global Standards
	Article
Reverse Innovation: A new world order for global innovation? By Simone Corsi and Max Von Zedtwitz (2016)

	12
	Global Marketing Mix (Promotion)
-Management of Global Marketing Communications
-Promotion Strategies
	

	13
	Global Marketing Strategies (Place)
-Factors affecting choice of distribution channels

	Reading:  Seven  rules  of International  distribution  by David Arnold

	14
	Global Marketing Strategies (Pricing)
-Pricing strategies
	Brewing the perfect blend: Starbucks enters India_HBR case

	15
	Global Marketing Mix
	Case: HBR Kameida Seika Cracking the US market

	16
	Global Organization structure and its Impact on International Marketing 
	Wiley Case study: P&G Org Structure 2005

	17
	Global Supply Chain
	1. Zara
2.Samsonite supply chain 

	18

	IM Case study analysis
	Swades Tractors in Sri Lanka 

	19
	Group Presentations
	

	20
	Group Presentations
	



    Note: Cases mentioned above are subject to change

Recommended Books
a) International Marketing, 19th edition (22 March 2023) by Philip R. Cateora, John L. Graham (McGraw Hill)
b) Brand breakout: How Emerging Market Brands Will Go Global by Nirmalya Kumar & Steenkamp (Palgrave Macmillan; 2013th edition, June 2013)
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