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International Marketing 
MKTG 469 - 35560 

Fall 2018, University of Illinois at Chicago 
 
 

Instructor  

Dr. Anne Mägi Classroom: DH 210 

Office: UH 2224 Meeting time: TR 12.30 - 1.45 PM 
Office hours: T 2.00-3.00 PM, 
W. 11 am - noon 

 

e-mail: amagi@uic.edu  
phone: 312-996-4480  

 
Prerequisites 
MKTG 360 and BA 200 
 
Required text 
Global Marketing, 4th edition, by Kate Gillespie and David Hennessey, Routledge Publishing.  
 
 
Course description and objectives  
We live in a globalized world. As consumers we buy products that are either partially or fully 
manufactured abroad, and follow global trends in entertainment and fashion, and US companies 
are increasingly looking for growth opportunities in foreign markets. Understanding how the 
global economy works is therefore essential for anyone majoring in business.  
 
This course takes the perspective of a US company that is, or will be, expanding abroad. The 
learning outcomes for the course are that at the end of the semester students will be able to: 
 

• 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 design and attendance 
The course will be a mix of traditional lectures and in-class, and online discussions. You will also 
be working on a semester-long group project in which you will be putting together a marketing 
plan for the launch of a product in a foreign market. Class attendance is expected and monitored, 
in part because I will provide teams with time in class to work on the project, and students who 
don’t show up in class will not be able to contribute to team progress. If you need to be absent, 
please notify me before class by email. 
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Group project: marketing plan for an international product launch 
The purpose of the project is to give you an opportunity to apply marketing knowledge you have 
gained in this and previous courses, as well as develop research skills needed to better 
understand foreign markets.  
 
You will be assigned a country at the beginning of the semester but will choose the product or 
service you would like to launch in the country. The brand should not currently be available in 
that market even though the product category may exist. For example, you can decide to launch 
Hershey’s in Sweden since the brand is not yet available there even though there are other 
brands of chocolate available in that market.  
 
Your first goal in the process of developing the marketing plan is to learn as much as possible 
about the country that you have been assigned. This will help you figure out which product or 
service to launch into that market. For this project you should focus on a product or service for 
the consumer market. Important: You need to choose a product or service category that is 
covered in the Passport/Euromonitor database. This will ensure that you have access to relevant 
data for your project. 
 
Each group will be asked to turn in two project update reports, the first summarizing what you 
have learned about the market and what product categories you think would be a good fit with 
that market, the second outlining your marketing strategy. These will be graded on a pass/fail 
basis. Failure to turn in each report on the due date will lead to a five percentage point deduction 
for each from the total team grade. 
 
Each group will turn in a written marketing plan as well as present its findings to the rest of the 
class at the end of the semester. Detailed guidelines for the project will be available on 
Blackboard.  
 
Final projects remain the property of the instructor and will not be returned to the team. Team 
members may examine the graded projects in my office during normal office hours or by 
appointment.  
 
 
Team issues 
Each group will consist of five individuals. I will use the catme.org platform to create groups based 
on your schedule compatibility. 
 
Students are expected to contribute equally to the team project. Confidential peer evaluations 
will be used to deduct points for inferior or negative contributions. Students receiving poor peer 
evaluations will have their grade lowered. Additionally, any student that the majority of the 
team feels is not contributing a fair share can be “fired” from the team. If you are fired you must 
become self-employed, that is, write a project on your own.  
 
Students, undoubtedly, will assume various roles within their team based on their interests and 
areas of expertise. However, this is a team project and individual contributions should be 
coordinated and incorporated into the final project. The coherence of the report will affect its 
grade. 
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Online discussion assignments 
Much of what makes marketing both challenging and interesting is that the decision maker has to 
adapt to the rapidly changing environment. This is particularly true when it comes to global 
marketing. To become a good marketer, you need to stay on top of the information flow about 
everything from general societal trends, to changes in your specific industry. To incorporate this 
element into the course, you will be asked to post and comment on current and relevant articles 
in an online discussion forum.  
 
The online contributions are graded on a pass/fail basis. Adequate submissions before the 
deadline will receive full credit while inadequate and/or late submissions will receive a zero. You 
will need to submit one original post of at least 100 words, as well as a shorter reply to at least 
one other student’s post.  
 
There will be a discussion post due on Blackboards on Thursday most weeks before class. In some 
cases, we will continue to discuss the examples you have presented on the discussion board in 
class. More details about the nature of this assignment will be found on the course website on 
Blackboard.    
 
 
Individual market screening analysis assignment 
For this assignment, you will assume that you have gotten an internship at a medium sized US 
company that is looking to expand globally. You will be conducting a market screening analysis in 
order to identify and evaluate foreign market opportunities. You should report your analysis and 
findings in a 2-page memo. Your raw data, sources and analyses should be included in an 
appendix. Your analyses and data need to be incorporated in the same file as the memo. 
 
Detailed information about the assignment will be available on Blackboard. You will also upload 
your assignment on Blackboard. Your individual assignment will be graded on content, as well as 
presentation and writing.  
 
If you are concerned about your writing skills, you are strongly advised to seek a tutor (free of 
charge) at the UIC writing center. Your memo needs to be uploaded on Blackboard by the end of 
the day on Wednesday, Oct. 29. While I accept late submissions, I will lower your grade with one 
letter grade or more depending on the tardiness of your submission.  
 
 
Exams 
There are two exams this semester, each worth 20 percent of your grade. The exams will cover 
material from the textbook as well as lectures and discussions. Study guides outlining the issues 
that will be on the exam will be available on Blackboard about a week prior to the exam. 
 
 
Blackboard Website 
This course will utilize the Blackboard (Bb) web site. Please make a habit of checking the website 
for announcements that I may post between classes. I will use Bb for posting information about 
such things as assignments, case preparations, and the posting of grades.  
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It is your responsibility as a student to stay current with information about the course. While I’m 
happy to answer questions about assignments or the course project, I expect students to first 
check the course Bb pages for information.  
 
 
Course Evaluations  
As a final assignment, you are expected to complete a confidential online course evaluation as 
part of the Campus Program for Student Evaluation of Teaching. These evaluations provide very 
important feedback to me as well as the college and will be used for course improvement. You 
will receive an email from the Office of Faculty Affairs inviting you to complete your course 
evaluations and will receive an email confirmation when you have completed each one. Please 
save and upload your confirmation email for this course to Blackboard. Your answers will remain 
completely confidential and will not be shared with me. 
 
 
Performance evaluation 
Your performance in this course is evaluated on a number of activities. Points will be distributed 
as follows:  
 

Assignment Points 

Participation (online and in class) 100 

Individual written assignment 175 

Exams (2) 400 

Group project: marketing plan and presentation 325 
Total 1000 

 
 
Letter grades will be assigned based on the percentage structure below. I do not use a curve at 
the end of the semester. I would like to emphasize that I do not negotiate grades! If you have 
difficulty with the course, see me in time to do something about it.  
 
 

 Percentage range Grade 

90.0% - 100.0% A 

80.0% -   89.9% B 
 70.0% -   79.9% C 

60.0% -   69.9% D 

< 60.0% F 

 
 
Disability Services 
Concerning disabled students, 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 the Disability Resource Center 
(DRC). Please contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD).  More information 
may also be found at the DRC Website located at http://drc.uic.edu/. 

http://drc.uic.edu/
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Students requesting accommodation must provide me with a letter outlining the specific 
accommodations requested for this course. These letters are developed by the DRC in 
coordination with any student who requires accommodations. 
 
 
Religious Observances 
Students who have a major religious observance that conflicts with an exam must provide notice 
of the date(s) to your TA, in writing, during the first three weeks of the semester so we can 
arrange an alternative testing time. No make-up exams will be given without this notification. 
 
 
Honor Code 
As an academic community, the College of Business Administration at the University of Illinois at 
Chicago is committed to providing an environment in which teaching, learning, research, and 
scholarship can flourish and in which all endeavors are guided by academic and professional 
integrity. All members of the college community—students, faculty, staff, and administrators—
share the responsibility of insuring that high standards of integrity are upheld so that such an 
environment exists. 
 
In pursuit of these high ideals and standards of academic life, students will be expected to respect 
and uphold the UIC College of Business Administration Honor Code throughout their academic life 
at UIC. They will be expected to maintain the highest moral and ethical standards in all academic 
and business endeavors and to conduct themselves honorably as responsible members of the 
college academic community. This includes the following:  
 

• Not to seek unfair advantage over other students, including but not limited to giving or 
receiving unauthorized aid during completion of academic requirements; 

• To represent fact and self truthfully at all times; 

• To respect the property and personal rights of all members of the academic community. 
 
Violations of the Honor Code are just causes for discipline under the University of Illinois at 
Chicago Student Disciplinary Policy, and all allegations of Honor Code violations shall be handled 
pursuant to that Policy. 
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Tentative schedule 

The schedule may change over the course of the semester. Please check Blackboard regularly for 
updates to the schedule.  

 

Date Topic Readings/ Assignments 

Tuesday, Aug. 28 Course Overview  

Thursday, Aug. 30 Introduction to Global Marketing Ch. 1 

Tuesday, Sept. 4 
The Global Economy  Ch. 2 

Thursday, Sept. 6 

Tuesday, Sept. 11 Participating in the Global Market  
Review of individual market screening 
assignment 

Ch. 8 
Thursday, Sept. 13 

Tuesday, Sept. 18 
Cultural and Social Forces Ch. 3 

Thursday, Sept. 20 

Tuesday, Sept. 25 
The Political and Regulatory Climate Ch. 4 

Thursday, Sept. 27 

Tuesday, Oct. 2 Exam 1 Chapters 1-4, 8 

Thursday, Oct. 4 Global Competitors Ch. 6 

Tuesday, Oct. 9 
Market Strategy Review – project update 

Team project update report 1 
due in class on Tuesday 

Thursday, Oct. 11 

Tuesday, Oct. 16 
Global Market Entry Strategies Ch. 9 

Thursday, Oct. 18 

Tuesday, Oct. 23 

Global Product and Branding Strategies 

Individual market selection 
assignment due on Bb before 
class on Tuesday  
Ch. 10 and 11 

Thursday, Oct. 25 

Tuesday, Oct.30 
Global Pricing Decisions 

Ch. 12 
Team project update report 2 
due in class on Thursday Thursday, Nov. 1 
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Date Topic Readings/ Assignments 

Tuesday, Nov. 6 
Global Distribution Channels Ch. 13 

Thursday, Nov. 8 

Tuesday, Nov. 13 
Global Marketing Communication 

Ch. 14 and 15 
 

Thursday, Nov. 15 

Tuesday, Nov. 20 Project review day  

Thursday, Nov. 22 Thanksgiving  

Tuesday, Nov. 27 Course summary  

Thursday, Nov. 29 Group presentations All marketing plans due 

Tuesday, Dec. 4 Group presentations  

Thursday, Dec. 6 Group presentations  

Finals week Final exam  
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