The Fisher Graduate School of International Business
Monterey Institute of International Studies

Spring, 2008

Course: 

IM656: International Market Development – Strategy & Implementation

Dates/Times:

8th of February 2008,   9:00am – 5:30p.m. 




15th of February 2008,   9:00am – 5:30p.m. 
Room:


MG307
Instructor:

Kevin McGibben, kgm@mcgibbenintl.com, Tel: 831-475-0833

Credits:

 1.00

Enrollment:

Open to business and non-business graduate students
Textbook (required):
Keegan & Green, Global Marketing – 4th Edition, Pearson Prentice Hall Publishing, 2004
I.          Overview & Objectives:
This course is a graduate-level Marketing seminar offering students practical guidance for analysis and implementation of international business development strategy. Anecdotally-based, course themes include the importance of formal market planning, new market evaluation, cultural considerations, formation of market and channel development strategies and remote versus local management considerations. 

This seminar course is highly discussion-based to flush out the fundamental market development principles presented in lectures (which will parallel major concepts presented in the required reading assignments). 

Students are encouraged to study material in groups in order to understand basic concepts in preparation for class time. The course is meant to provide a vehicle for open exchange of ideas and present the realities of developing international business in today’s global marketplace.  Students will be encouraged to utilize critical thinking in order to fully discuss and understand the topics presented in the course.
Upon completion of the course students will have skills necessary to transform international marketing theory into business practice. Students will be equipped with essential skills to be able to influence and drive international market development strategy in a corporate environment.

II.          Assignments:

Advanced Reading:
In preparation for the two class sessions advanced reading will orientate students to the lecture material.  
Group Case Study:
The case study will be assigned the first class day.  Students will work in groups and in between sessions will create an oral presentation of their work for the second class meeting.  
Examination:
There will be one written examination held at the end of the second class session.  The exam will be based on concepts drawn from the readings and class discussions. Class notes will be allowed during the exam.  
III.          Evaluation:

The final course grade will be calculated as follows:

Class Participation:



40%

Group Case Assignment:


35%

Exam





25%


100%
IV.          Course Schedule (Subject to change):

*NOTE: READING SELECTIONS TO BE READ PRIOR TO CLASS

__________________                           Topic / Assignment




                                                          

Day 1
Introduction to Concepts (Getting Started, Cultural Considerations & Planning), What to Know and Where to Look

Overview, Global Marketing, Management Orientations:



Chapter 1 (pg. 1-27, 65-68, 73-74) 
Economic Systems, Stages of Market Development:


Chapter 2 (45-59, 673)

Society & Culture Assessments

Free Trade Agreements – Friend or Foe?

Political, Legal, Regulatory Environment


Chapter 5 (pgs. 152-168, 173-176) 


Case Reading Bud Versus Bud  (pg. 184)

Approaching Global Markets:


Chapter 6 (pgs. 197-200, 218-220)

Segmentation, Targeting & Positioning


Chapter 7 (pgs. 242-254)

Group Case Discussion & Preparation (to be provided in-class)

Day 2
Approaching Global Markets (Where? How? & The Power Question)
Market & Channel Strategy Formation
The Global Marketing Mix:


Chapter 10 (pgs. 328-339, 354-358)


Chapter 11 (pgs. 380-389)

Distribution Channels:


Chapter 12 (pgs. 410-412, 423-431)


Chapter 13 (pgs. 459-463)


Chapter 14 (Pgs. 479-485)

Remote vs. Local Management Considerations
Group Case Presentations
Competitive Advantage


Chapter 15 (pgs. 516-522)

Management Control


Chapter 16 (pgs. 548-552)

Exam
