
MKTG 469: INTERNATIONAL MARKETING (CRN #31296) 

Spring 2017, T & R, 3:30-4:45pm, BSB 250 

University of Illinois at Chicago 

 

Professor: Cheryl Nakata, Ph.D.    Graduate TAs: Suzana Tesla & Dana Kadro 

Phone: 312-355-1337      Phone: 312-355-1337  

Email: cnakat1@uic.edu                      Email: stesla2@uic.edu, dkadro2@uic.edu 

Office: University Hall 2212    Office: University Hall 2212 

Office Hours: T & R, 2:00 – 3:15pm   Office Hours: T & R, 1:00 – 3:15pm 

   

Prerequisites 

 

Mktg 360, Introduction to Marketing 

BA 200, Business Communications 

 

Course Objectives 

 

Each student should be able to do the following by the end of the course: 

 

 Identify and explain fundamental issues facing companies expanding into foreign markets 

 Identify and evaluate approaches for entering international markets 

 Analyze global marketing situations and develop effective marketing plans  

 Describe how culture impacts marketing plans and strategies 

 

Course Format 

 

Although this is a large-section course, students will not be anonymous due to assigned seating, a team 

project, and class participation. Grades are based on points earned for each individual and team 

assignment as well as quizzes and exams.  

 

Required Materials 

 

Global Marketing, 9th edition, by Warren Keegan and Mark Green, 2017, Pearson (e-text version is 

available).  

 

Learning Catalytic in MyMarketingLab (a classroom response tool included with book, details provided 

in class) 

 

Attendance  

 

Attendance of each class is not required but strongly encouraged. When attending class, please arrive on 

time and depart at the end of the scheduled time.  

 

Participation 

 

Participation is determined by a classroom response tool (to be explained in class) as well as involvement 

in exercises done in class. Graduate assistants will be recording your in-class participation. 

 

 

 

mailto:cnakat1@uic.edu
mailto:stesla2@uic.edu
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Classroom Policies 

 

The College of Business Administration is a professional school dedicated to preparing students for 

careers in business.  A proper classroom climate assists students in developing the skills that contribute to 

their future career success. These classroom policies promote and maintain a professional atmosphere in 

the classroom conducive for learning: 

 

Students are to treat fellow students and the instructor and teaching assistants with respect and courtesy 

by… 

 

o Thoughtful listening and interaction 

o Refraining from side conversations  

o Putting to sleep all and closing cell phones, pagers, tablets, and laptops before entering class 

o Not texting, reading a book, typing on a laptop or tablet or being on social media unless instructed 

o Arriving for class on time and leaving at the end of the designated period 

o Respecting others’ views that may differ from their own 

o Using appropriate, professional language 

o Supporting the instructor’s ability to teach and other students’ ability to learn 

o Refraining from loud, distracting, aggressive behaviors and communications toward others 

(derogatory comments or threatening actions will not be tolerated) 

o Not sleeping in class 

o Conducting themselves in a courteous, attentive, and professional manner at all times 

o Raising hands to make comments or ask questions  

 

Students who cannot abide by these policies should consider not enrolling in the course.  If necessary, 

students not complying with these policies will be asked to leave the classroom, possibly escorted by the 

campus police, and be subjected to actions under the University’s Student Disciplinary Procedure.   

 

Academic Honesty 

 

Students are expected to abide by the CBA Student Code of Ethics.  In keeping with CBA policy, 

evidence of academic dishonesty, including cheating on an exam, will automatically result in a failing 

grade for the course and disciplinary review by the University.  Cheating will absolutely not be 

tolerated.   

 

Plagiarism is also a form of academic dishonesty.  It includes passing off someone else’s work or ideas as 

your own, or paraphrasing material from a source (e.g. the Internet) without proper acknowledgement and 

citation (whether from web or hard copy sources).  Changing one or a few words from an original source 

can constitute plagiarism.  The instructor will use an electronic service to check for plagiarism. 

 

To avoid plagiarism, do not copy chunks of material from your sources.  You are expected to read the 

material, and then express the ideas in your own words while giving credit to the source.  Plagiarism is 

such a serious offense it is grounds for expulsion from the University and can mar your academic 

transcripts and reduce prospects for hiring and graduate program admission. See the UIC Student 

Handbook.  Please consult the instructor before writing your paper if you have questions.  All cases of 

academic dishonesty will be vigorously pursued and brought before the University Disciplinary 

Committee.   

 

Also not tolerated is passing off papers written for other courses as uniquely produced for this course.  

Courses are sufficiently distinct in content to warrant distinct papers.  The instructor can easily spot 

plagiarized papers (in part or in total) as well as papers written for other courses.   
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Disability Accommodations 
 

The University of Illinois at Chicago is committed to maintaining a barrier-free environment so that 

individuals with disabilities can fully access programs, courses, services, and activities at UIC. Students 

with disabilities who require accommodations for full access and participation in UIC Programs must be 

registered with and can receive aid from the Disability Resource Center (DRC). Please contact DRC at 

(312) 413-2183 (voice) or (312) 413- 0123 (TDD).  

 

Grading 

   

Exams (400 points)      

Class Participation (200 points)  

CATME Peer Review (100 points)      

Group Project (400 points) 

 Written Parts of International Marketing Plan (270 points) 

 Video Powerpoint & TV Ad for International Marketing Plan (130 points) 

Total (1100 points)   

 

Grades will be assigned as follows: 

 

  

Percentage Range Grade 

90 – 100%  A 

80 – 89%  B 

70 – 79%  C 

60 – 69%  D 

< 60%  F 

 

Grades reflect mastery of the subject (international marketing), which requires a high level of skill and 

knowledge in the real business world.  An “A” is given for exceptional work.  Showing up for class 

regularly and doing the exams does not constitute exceptional work.  “B” is for above average, or good, 

work.  C” is for average work, i.e. acceptable.  “D” is for poor work.  “F” is for failing work.  In 

companies very few employees are evaluated as exceptional, most are deemed good to average. Grades 

are not negotiated. Students desiring a different, easier grading system are advised NOT to enroll in this 

course. 

 

Extra Credit 

 

You have the ability to earn 2% extra credit via participation in the Department of Managerial Studies’ 

Study Pool or via the alternative methods on the Menu of Extra Credit Alternatives. Note that a student 

may not receive more than 2% extra credit through participation in study pool research and/or the 

research alternatives. Complete information about the study pool is available on Blackboard. 

 

Short Exams 

 

There are five short multiple-choice exams done in class over the semester. The exams cover the lectures, 

textbook, and discussions/exercises done in class. The exams are not cumulative. The lowest scoring 

exam and points will be dropped from your final course grade calculation. Each exam is worth 100 points, 

and with four exams counting you can earn a total of 400 points. Any untaken exam will be scored as a 

zero and be automatically dropped from your final grade calculation.  
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The best way to prepare for these exams is to read the textbook, come to class and take careful notes by 

printing out the PowerPoint handout before class (posted no later than 10:30am the day of lecture). If you 

do this and review lecture and textbook notes before the exam, you should perform well. Note that the 

handout does not have all the points made in class, so it is best to take notes. Also, the class policy is that 

laptops, tablets, and cell phones are NOT to be turned on or viewed in class unless instructed. There will 

be a lot of content coming at you visually and verbally, so you will need to be fully attentive to what is 

going on in the front of the classroom rather than distracted by electronic technologies.  
 

To ensure equity for the entire class, under no circumstances will make ups, alternative dates and times, 

or extra time be permitted for exams.  If you miss an exam for any reason such as illness, the score for 

that exam will be a zero.  By default that would be the one exam score dropped, assuming you take the 

remaining 4 exams.  If you are tardy, no extra time will be permitted.  As with regular exams and work 

life, it is best to be punctual.   

 

Students must bring a UIC ID and number 2 pencil with an eraser to take the exams. Cheating or 

aiding in cheating on any exam will result automatically in a Failing (F) grade for the course.  
 

Class Participation 
 

Periodically, you will have an opportunity to answer questions electronically in class through your cell 

phone, tablet, or laptop. These answers will be recorded but not corrected. In other words, you are not 

being tested and scored for correct answers, only for providing an answer.  

 

It is therefore important to bring to class on each occasion a cell phone, tablet, or laptop and make sure 

you have connectivity in the classroom. However, as previously stated, keep the device off and/or muted 

during class time until instructed otherwise. The instructor will explain how this electronic answering and 

recording will be done.  

 

Participation will also occur through exercises done in class. If you are present on the days that in-class 

exercises are done, this will be recorded for points.  

 

The total possible participation points that can be earned are 200. If for example there are 20 participation 

events (such as answering a question electronically, contributing to an in-class team exercise) over the 

course of the semester, then each event is worth 10 points. Your Bb MyGrade site will display the number 

of events you have participated in, and the total participation points earned will be assigned at the end of 

the course based on the number of events you have participated in.  

 

The instructor has the right to call on any student in class, as is the case in all other classes (not recorded).  

 

Blackboard (Bb), Piazza, and MyMarketingLab (MML) 

 

To aid in class communications, Blackboard will be used to post announcements, documents, and 

handouts; Piazza will be used for students to ask questions and share answers with the entire class on 

assignments and other student matters (the instructor and graduate assistants will also chime in); and 

MyMarketingLab (MML) will be used for the class response tool (accessed through Bb or directly 

through Pearson). Students are encouraged to regularly check these sites for information. 

 

Group Project 

 

All students will complete in teams several assignments that collectively form an international marketing 

plan. The plan will be done in four (4) parts, each with a distinct deadline. Once students are assigned to 

teams (via CATME), they will sit together in class for the duration of the semester for ease of in-class 
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group work and exercises. For each assignment, a different team member will lead and organize the 

effort.  

 

Team Work 

 

Teams will be created based on student information and schedules by CATME, an online team formation 

and management program. Students will be informed about which team they are assigned to and 

members’ meeting availability. Details about using CATME are provided on the following website 

(viewing the videos is highly recommended): http://info.catme.org/catme-student-videos/ 

Teamwork is challenging in college, just as it is in business. To aid in this process and acquire stronger 

team skills and awareness, you will assess yourself and fellow teammates several times over the semester. 

Please see the syllabus for specific dates these assessments must be completed. You will then receive  

anonymous but individual feedback from CATME on how your peers are evaluating you. Please use the 

feedback to improve your teamwork skills and the quality of the team project. The instructor and graduate 

assistants can also view all ratings and feedback.  

 

You must complete the CATME team assessments by the specified due dates and times. Altogether there 

are four (4) CATME evaluations, worth a total of 100 points. If you miss a deadline, then you earn zero 

points for that evaluation. The first evaluation is worth 10 points, the second 20, the third 30, and the 

fourth 40 points.  

 

Finally, please note that there is no recourse to remove yourself from your, or switch to another, team, so 

please apply the CATME feedback to improve yourself and the dynamics of your team. Also, team 

members can by unanimous vote eject a member from the team no later than the third written group 

assignment due date but no earlier than the second written group assignment due date. If this happens,  

then you have no recourse but to accept zero points for the third and fourth assignments. Every attempt 

should be made by the team to address the source of the problem with that team member before ejecting 

him/her. The instructor or graduate assistants can be consulted. No replacement team member will be 

provided.  

 

Each team will write out a contract of team work (rules to abide by) and develop a Research & 

Responsibility (R&R) Plan, which will be electronically submitted on the specified due dates. The 

contract and plan will provide the parameters for team work. 

 

Written Assignments 

 

The first three assignments (each worth 90 points) are summaries of key sections of an international 

marketing plan for an actual company based on secondary marketing research. The plan describes how 

the company will enter and market a product or service in a foreign country it has not previously entered. 

Teams will choose the firm, but certain firms will not be allowed (list to be provided later) and the U.S. 

cannot be the target country. The firm may be experienced or inexperienced internationally, public or 

privately held, domestically or foreign based. Teams will also choose the specific product and/or service 

and country to be introduced.  

 

Each written assignment, which your team posts on Bb or another website for instructor and graduate 

assistant viewing only, is 1,200 words double-spaced, 12-point font, in complete sentences (avoid putting 

the entire text in bullet points), excluding title page, bibliography, and appendices (tables, figures, charts). 

The bibliography and appendices have altogether a 3-page maximum (appendices if any should be 

concise and readable). The assignments will be scored and commented through the same website, and the 

points recorded in Bb.  
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Each assignment is led by a different member(s) of the team to give everyone a chance at leadership. The 

last assignment (video) may be co-led by two members. Leadership by assignment must be specified on 

the R & R plan. Importantly, ALL members of the team must contribute to each assignment rather than 

delegating each assignment to one member to complete. Since each assignment rests on comprehensive 

secondary marketing research (primary research is optional but encouraged), that effort can only be done 

collectively given its complexity and breadth, and then shared and discussed as a team to formulate a 

coherent marketing plan. It will be very obvious when a plan’s parts have been independently created as 

indicated by a disconnection among the parts and low quality and quantity of marketing research 

performed (presented in the appendices).  

 

It is important that all written assignments be written clearly, concisely, logically, in keeping with rules of 

Standard English. Poor spelling, grammar, syntax, and punctuation will be penalized. If you know your 

team has a writing problem, you are strongly advised to seek a tutor free of charge at the UIC Writing 

Center. Papers with excessive writing problems will be given zero points. References must be cited in a 

bibliography. Any standard referencing format may be used, so long as it is consistent throughout the 

written assignments. Suggested referencing formats will be posted on Bb.  

 

Each written assignment MUST include a minimum of three (3) concepts from the lectures. Concepts are 

main ideas that appear on the PowerPoint handouts. Failing this minimum will result in significant point 

deductions. All assignments MUST be consistent with one another to form collectively a coherent and 

integrated marketing plan. If the parts are disparate or inconsistent, significant points will be deducted.  

 

The written assignments are briefly described below and more details will be provided in class and 

through the Bb site. Each is worth 90 points for a total of 270 points: 

 

Assignment 1 (Part 1 of International Marketing Plan): Company, product/service, and country choice 

 based on Country Matrix and SWOT  

Assignment 2 (Part 2 of Plan): Entry mode and competitive strategy  

Assignment 3 (Part 3 of Plan): Product and pricing strategies  

 

Starting with the second assignment, a continuous Word file should be made and submitted of all parts of 

the written marketing plan. In other words, the second part of the plan will be added to the first, and the 

third will be added to the second and first in a single file when submitted on the specified due dates.  
 

Video Assignment 

 

The fourth assignment is for your team to create a 3-minute video capturing Part 4 of the international 

marketing plan, namely the Segmentation, Targeting, Position (STP) and Promotion strategies.  

 

The first part of the video presents the STP and promotion strategies, including the advertising strategy 

and style. The advertising style should be consistent with the culture of the targeted country as discussed 

in class. Any key secondary data used should be highlighted in the slides. It is recommended that this 

portion of the video run 2-1/2 to 2-3/4 minutes.  

 

The second part of the video shows an original team-created TV ad (15 to 30 seconds in length) based on 

the chosen STP and advertising strategies as well as advertising style. The ad should not mimic an 

existing ad for this product/service or firm. Teams will develop, act out, and film a script for the ad. 

 

The total maximum length of the video is 3 minutes. The first and second parts must be combined into a 

single video file, not two files. You will need to merge two files into one for continuous viewing. Plan 

sufficient time to work out technical editing details, such as merging two video files into one. More 
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instructions will be given in class about creating and merging videos. Videos exceeding 3 minutes will 

suffer major point reduction. Teams will post the videos on Bb by the specified deadline. The instructor 

will show some or all videos in class. The assignment is worth 130 points.  

 

In addition the team must submit on the same due date on Bb a single Word document that includes the 

Powerpoint slides, bibliography (1 page) and appendices (2 pages) for the STP/Promotion strategies.  

 

Marketing Research 

 

When selecting a company and country, it is strongly advised you choose ones where team members can 

access solid and useful secondary data.  

 

You must do secondary research to complete the group project, as specified. Primary research is 

optional. The instructor will discuss both types of research in class and ways to broach them. The more 

research done, the better. An assignment based on a few secondary data sources will not earn as many 

points as an assignment based on many sources. You should also provide proof of the data in the 

appendices.  

 

It is as critical to analyze, integrate, show, and apply the data, not just mark it off on the checklist. The 

best marketing plans incorporate substantial research AND analyze, show, apply, integrate it, so it is clear 

that the plans are not just the result of personal opinion or seat-of-the-pants thinking. It is also advised to 

summarize the research findings in tables or figures in appendices, which demonstrates your team did this 

work. 

 

There are many accessible sources of secondary international marketing information: 

 

Secondary Sources  

 

 The UIC library website is a treasure trove of information and data. Go to the research guide for 

business to access multiple, very useful databases ( http://researchguides.uic.edu/business), including 

Passport GMID, Mintel, OECD iLibrary, World Development Indicators online 

 Articles from 1,200 business newspapers and journals can be searched via ABI-Inform Global, 

Business Knowledge Research, Hoover’s Online, Business Source Elite through the UIC Library 

website (look up your company or product/service) 

 Economic and social data, such as from the World Bank and United Nations, can be searched on the 

web by going directly to their websites 

 Directories of firms provide detailed information on companies, e.g. Principal International 

Businesses, Directory of U.S. Exporters, and are available in the UIC library reference section 

 Most countries have web sites for their trade offices, which give data about market conditions, 

import/export regulations, foreign investment prospects, currency issues, legal and regulatory 

requirements, economic growth, and so on.  

 Many countries also have consulates in Chicago.  You are encouraged to visit a consulate and talk 

with a commercial or trade officer for detailed information about that country.   

 Internet (only a small list) 

 

- CIA World Factbook 

- World Trade Organization 

- World Bank  

- Michigan State University CIBER Global Edge 

      -  US Department of Commerce 

 

http://researchguides.uic.edu/business
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Examples of primary research include collecting information first hand from the firm, current or 

prospective customers, government and trade officials, and/or import-export dealers and distributors. You 

can conduct interviews or surveys by phone, Internet, Facebook, M-Turk, and personal networks or by 

visiting ethnic-national communities here in Chicago and asking strangers to complete a short survey or 

interview them in person. You can also do observational (e.g. in-store) research and conduct a focus 

group or two. But again primary research is optional and not required to earn full credit and points. What 

matters is the quality and integration of the data as a basis for your team’s decisions and strategies.  

Primary Sources if Used  

 

 Company managers and other employees 

 Current or prospective customers (you are encouraged to do a Qualtrics or M-Turk survey) 

 Country experts (e.g. current or former residents, UIC professors with knowledge, government 

representatives e.g. at country consulates) 

 Industry experts (e.g. wholesalers or distributors for product, trading houses, retailers, trade 

association representatives, government bureaucrats) 

 Consumers from the country/culture (people who formerly lived there and are now living in Chicago, 

or persons who are living in that country/culture and can be interviewed or surveyed electronically or 

by phone; look for persons in the ethnic communities and neighborhoods of relevance, including 

through community organizations, local business associations) 

 

Required Course Evaluation Completion 

 

Students are to complete a confidential online course evaluation as part of the Campus Program for 

the Student Evaluation of Teaching by the designated date and time. These evaluations provide very 

important feedback to the instructor will be used for course improvement. Several weeks before the 

end of the semester, you will receive an email to your UIC email address from the Office of Faculty 

Affairs. The email invites you to complete your course evaluations. When you complete the 

evaluation, you will receive an email confirmation. Please save the completion confirmation (NOT 

the evaluation itself) and post it to the instructor/graduate assistant on Bb per the deadline, as a 

requirement for the course. Your evaluation will remain completely anonymous and will not be 

shared with the instructor. 

 

Late Completion Policy 

 

Late submissions for any group assignment will be accepted with a penalty: each day (24 hours from due 

date and hour) late will result in a 20% point penalty for that assignment. 

 

The group is responsible for notifying the instructor by email or phone of late submission and the exact 

date of submission. Papers submitted after the deadline will be considered as submitted the following day.  

 

Late completion for any CATME assessment will earn zero points and your evaluation of fellow team 

members may not be used.  

 

Other Information 

 

Students should use and check their UIC email addresses to access and send information or questions to 

the instructor and graduate assistants. Do not assume that your personal email address is known or used to 

send you information. 
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Students are advised to read this syllabus carefully to understand course parameters.  Receipt of this 

syllabus constitutes acknowledgement of the policies and requirements of the course, and therefore 

attempts to negotiate special deadlines, assignments, or policies will not be entertained.   
If a student anticipates the course assignments to be incompatible with work and class schedules or other 

time demands and interests, s/he is strongly advised to enroll in another course.  This is an upper level 

elective for undergraduate business majors, mostly graduating seniors, and thus assignments are 

consistent with advanced university coursework. 



 

COURSE SCHEDULE (Subject to Change, 1/10/17) 

 

Date Chapters Subject Exams Due Dates 

1/10 & 12 1 Course Overview; Intro to Global Marketing   

1/17 & 19 2, 3 Global Economic Environment,  

Global Trade Environment 

 -CATME Online Team Maker Survey btw 1/20 

(Friday) 5pm and 1/23 (Monday), 12pm 

1/24 & 26 4 Global Socio-Cultural Environment 

 

 -Teams Assigned & Contracts Written and Posted 

1/26 (in class) 

1/31 & 2/2 5 Global Political-Legal-Regulatory 

Environment 

Exam 1 on 1/31  

(Ch. 1-4) 

-Team R & R Plan on Bb by 2/2, 3:30pm 

2/7 & 9 6 Global Marketing Research   

2/14 & 16 7 Global STP 

 

 -Assignment 1 on Bb by 2/14, 3:30pm 

 

2/21 & 23 8, 9 Global Sourcing & Market Entry  

 

Exam 2 on 2/21  

(Ch. 5-7) 

-CATME Online Eval 1 by 2/21, 3:30pm 

2/28 & 3/2 16 Global Strategy & Competitive Advantage   

3/7 & 9 10 Global Product & Brand Decisions 

 

Exam 3 on 3/7  

(Ch. 8, 9, 16) 

-Assignment 2 on Bb by 3/7, 3:30pm 

 

3/14 & 16 11 Global Pricing Decisions 

 

 -CATME Online Eval 2 by 3/14, 3:30pm 

3/21 & 23  SPRING BREAK – NO CLASS 

 

3/28 & 30 12, 15 Global Digital Revolution & Channel 

Decisions 

Exam 4 on 3/28  

(Ch. 10, 11) 

-Assignment 3 on Bb by 3/28, 3:30pm 

 

4/4 & 6 13, 14 Global Marketing Communications Decisions  -CATME Online Eval 3 by 4/4, 3:30pm 

4/11 & 13 No Chapter Global Marketing Ethics 

 

Exam 5 on 4/11  

(Ch. 12 –15)  
 

4/18 & 20  TEAMWORK WEEK*  -Assignment 4 (video + biblio/appendix) on MML 

by 4/21 (Friday), 12pm 

4/25 & 27  VIDEO PRESENTATIONS** 

 

 -Course Eval Confirmation on Bb by 4/25, 3:30pm 

-CATME Online Eval 4 by 4/25, 3:30pm 

5/2 & 4  NO FINAL EXAMS -- NO CLASS 

 
*All teamwork times are tentative and may constitute part or all of a class  

**These are full class sessions and students may earn participation points  


