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Course Objectives

This course will address the challenges specific to marketing products and services in foreign markets. It is assumed that you have a basic knowledge of the marketing functions. 

Today, all firms have to compete on a global scale and must adapt to an ever-changing environment. The tasks of the Marketing Manager are much more complex when the enterprise operates in several countries where the needs and preferences of customers are different. 

The Marketing Manager must learn new skills to detect the emerging customer needs, to adapt the products to local requirements, to enter or exit foreign markets, to implement a worldwide organization, which motivates local managers with different cultures while insuring the proper flow of information.

We will analyze the alternatives to enter foreign markets, the benefits and pitfalls of global marketing, the challenges of managing products that address fast changing customer needs, keeping in mind that the Sales and Marketing Manager is directly accountable for the revenues and profits of the enterprise.

One of the subjects of our discussions will be the difficult choice between the centralization of the Marketing activities at the headquarters to benefit from economies of scale and consistency, and the larger freedom to be provided to the local Management to adapt to local needs. 

This course will address these challenges with contemporary readings and business cases that will take place in the major regions of the world and will cover different business sectors such as retail, consumer products, industrial products, services and high tech industries. Your analysis and the class discussions of business cases will prepare you to make recommendations and decisions based on your own judgment.

Course Materials
The coursepack contains all the business cases used in this course. 

The textbook is International Marketing by Cotera and Graham, 12th edition, McGraw-Hill.
Optional readings referred to in the class assignment page are available either online or at the SOM Library. It is highly recommended that you read them.
Course Requirements
A. You are expected to read the assigned material prior to the beginning of the class. You should have a solid understanding of the case and have developed your own analysis and recommendation for actions. The value for you of the class discussions is directly related to your preparation and the recommendations you arrived at before coming to the class. You are encouraged to form small study groups to discuss the readings and share your opinions on the cases prior to coming to class.
B. It is your responsibility to participate to the class discussions. Sharing your personal experience and debating others’ opinion make the analysis of the business situation more effective and more interesting for you and for the other students.
C. You will prepare a written report of three cases that you select among the cases listed in the course outline.  Papers should be 5 to 7 pages (typed and double-spaced) The papers are due at the beginning of class on the day the case is due to be discussed, no exception. If you submit more than three case reports, the top three grades will be used to compute your final grade.

To guide you in the development of your written report, the analysis of each case and the identification of the main issues, you will find for each case several questions listed at the end of this syllabus. These questions are also meant to be the starting point for the discussion during the class. It is particularly critical that your report includes your detailed recommendations to the management of the firm under study. These recommendations carry the highest weight in your grade.
Generally, the questions include the following components:
1. An analysis of the firm, its performance and the competitive environment,  

2. The identification and a description of the main issues,  

3. The identification of alternative solutions followed by a brief discussion of their respective benefits. You should consider broad alternatives beyond the firm current practices.

4. Your recommendations of the appropriate solution and course of actions for its implementation.

D. Foreign students or students with a personal business experience of a foreign country will be able to replace one business report by making a 30 minutes presentation to the class of the business conditions and practices in their country. They will provide copies of the slides they use to support their presentation. Instructor approval must be obtained on the subject by March 1.
E. I encourage you to contact me at any time to discuss the issues of the cases as well as any problem you encounter. I will be delighted to review and advise you on plans for future career.  When you know that you will be missing a class, please let me know by sending an email.
Grading





% of total grade

Three written case analysis, each case: 

 30%**  

Individual participation to class discussion

 10%

** For foreign students, one class presentation on the business situation in their country would replace one case report.

Students Needing Special Accommodations
Reasonable accommodations will be provided for students with documented physical, sensory, systemic, cognitive, learning, and psychiatric disabilities.  If you have a disability and anticipate that you will need a reasonable accommodation in this class, it is important that you contact the Center for Academic Achievement early in the semester.  Call Ext. 2474, or stop by the center in the Palace Road building, Suite 304A.  Students with disabilities receiving accommodations are also encouraged to contact their instructor within the first week or two of the semester to discuss their individual needs for accommodations.
Honor Code
I expect you to adhere to the highest standards of honesty and integrity—in your dealings with me and with one another.  Please read and take to heart the sections on the honor system in the Simmons College Student Handbook.  You are expected to comply with all provision of the Simmons College Honor Code—violations will not be tolerated. 

A student is not expected to collaborate with another student on a graded assignment in this class. All graded assignments are to be a student’s individual work. Homework assignments are not to be turned-in and can and should be discussed with classmates prior to coming to class.
