
International Marketing 

MKTG 572 – 16676 

Spring 2016, University of Illinois at Chicago 

Instructor  

Dale H. Lichtenstein               Classroom: LH (Lincoln Hall 107) 

Office Hours: By Appointment    Meeting time:  Tuesday,  6:00-8:30pm PM 

Email: dalelich@uic.edu  or DHL51@sbcglobal.net 

Office: 773-465-7665   Mobile:  773-490-4813   

Prerequisites 

MKTG 360  

Required text:  Optional 

Global Marketing Management, 8th Edition, Warren J. Keegan, Pearson Publishing, 

2014, ISBN: 13-978-0-13-615739-7 

Course description and objectives 

This course is designed to provide students with knowledge beyond that of domestic 

marketing to make practical decisions relevant to entering and competing in foreign 

markets. The course introduces the main characteristics of international markets 

and addresses the impact of global environmental factors (economic, social, legal, 

and cultural) on marketing decisions such as market entry, product development, 

pricing, promotion, and distribution.  

The objectives of the course are to help students acquire knowledge of major 

international marketing concepts and develop cross-cultural sensitivities and skills 

that would enable them to identify, analyze, and solve international marketing 

problems. 

 

Other themes and perspectives are: 

• The important trend of emerging/surging Southeast Asian countries, Africa, 

India, and Central and South America. 
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• The recognition that China cannot just be the “world’s factory” but must sell 

and market its own unique, innovative or adapted products to its exploding middle 

class and build/expand its relatively few and unknown brands in developed 

countries. 

• The new trend of migrating production from China to India, Vietnam, 

Cambodia, Myanmar and Indonesia due to rising labor costs, more frequent labor 

shortages, product quality and safety issues. 

• The reality that governments of foreign countries in cross border trade can be 

a significant barrier to entry, a partner, a customer or a competitor. 

 

Learning Outcomes: 

 

• Recognize cultural differences in various global regions and their effect on the 

conduct of international business.  Analyze these cultural differences in terms of 

opportunities and the risks in conducting marketing activities and in segmenting 

global markets. 

• Understand the benefits of engaging in international trade in relation to 

political economic factors such as free trade or regional agreements.   

• Understand how to compete effectively in international markets and the need 

for an organizational structure to capitalize on global opportunities. 

• Develop plans and strategies for a product launch, and market entry into a 

foreign country and quantify and justify the expected revenue. 

• Become familiar with tools, frameworks and techniques to conduct 

opportunity assessments, identify high potential regions, and develop an effective 

channel pricing strategy. 

  

Participation and attendance  

The course will be a mix of traditional lectures and in-class discussions. Class 

attendance is mandatory. If you have to be absent, you need to notify me before 

class by email. Two (2) absences with a legitimate explanation (e.g., illness 

requiring hospitalization, incarceration) will be accepted. Each additional absence 



without prior consent from me results in a 10-point deduction from your 

participation grade.  

Late arrival or early departure will typically be marked as an absence. If you have 

an acceptable reason for having to leave class early, please notify me before class.     

While attending class is a prerequisite for receiving a good participation grade, you 

are expected to participate in class by answering questions or contributing to case 

discussions. To receive an A for your participation grade, you need to both have a 

good attendance record and regularly contribute in class. 

 

Policy of Professional Behavior in the Classroom 

The success of this course depends upon the level and quality of communication in 

the classroom. The College of Business Administration is a professional school 

dedicated to preparing students for careers in business.  A proper classroom 

environment assists students in developing skills that will contribute to their 

success.  These classroom policies help to promote and maintain a professional 

atmosphere conducive for effective learning: 

• Being prepared to contribute each class session 

• Thoughtful listening and interaction 

• Shutting off all cell phones before entering class 

• Arriving for class promptly 

• Being courteous and respecting the views and opinions of your fellow 

students 

• No use of cell phones or computers during class except for in-class 

assignments 

 

Team Project: Video Marketing Plan  

A significant part of the semester will be a group project creating a video marketing 

plan for the launch of a product of your choice, subject to instructor’s approval, in a 

foreign market of your choice outside the U.S. You will be provided with resources 

from which to select a product.  The product will not currently be available in that 



market. You team will present its video during the last week of the semester.  This 

will explained in complete detail at the first class session. 

 

Each team will submit a country report mid-way through the semester. This will 

contain a thorough environmental analysis of the country you have been assigned, 

and conclude with an analysis of which types of foreign products would do well in 

that market. This report should be approximately 5-7 double-spaced pages 

excluding references and appendices. Guidelines for the country analysis report will 

be available on Blackboard.  

You will be asked individually and as a team member to provide both in-class 

discussions and written analysis that will enable you to examine the business 

environment and focus on global marketing problems and opportunities.  You are 

encouraged to bring to class or email me relevant and timely global marketing 

articles for class discussion. 

 

Team Project Description 

Your objective is to prepare a clear and concise overview of the steps your team will 

take to introduce and market your product in the host country. The goal is to deliver 

a team report that is logical and realistic; i.e. the parts of your plan make sense and 

account for the complexity of a successful product launch in a foreign country.  

Guidelines for this assignment are posted on Blackboard. 

 

Your team will ultimately develop a marketing strategy and plan for a global 

enterprise in a foreign country.  The keys to this plan are the revenue justification, 

the assumptions about selling prices and profits for all channel members, if 

required being utilized, and the optimal mix of marketing strategy components.  

Your market, competitor, and cultural investigation will address appropriate 

opportunity and risk assessment, market entry strategies, and the implementation 

of the marketing plan.    

 

 

 



Team issues 

Each team will consist of four (4) individuals formed by the students. Students are 

urged to choose group members early and with great care. Those students unable to 

get into a group will be assigned to one by the instructor. 

You will be asked to put together a group contract that sets forth the guidelines 

that will govern the group throughout the semester. Students are expected to 

contribute equally to the team project. Any student that the majority of the 

team feels is not contributing a fair share can be “fired” from the team. 

Once fired, the student must find another team willing to “hire” him/her.  

Otherwise, that individual must then create a project on his or her 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 must be coordinated and incorporated into the final project. The 

coherence of the report will affect its grade. 

 

Team Written Assignment: 

Country Profile 

To ensure that each student is current with global business events and to learn 

more about specific countries, you will be asked to use the business press, the 

internet, and global databases to investigate the assigned country.  Objective:  to 

justify/defend your choice of country you will market to. 

Each team will present no more than 5 slides (5 images in total) and lead a class 

discussion for 10-12 minutes on key marketing learnings for that country.  You will 

not simply report facts and figures; rather, you will offer marketing insights and 

advice.  For example, India has a complex distribution system with many levels.  

One “takeaway” for a global marketer is that there must be sufficient margin and 

incentive programs to motivate the multiple layers of channel members who may 

have competing objectives and interests. 

Your advice, marketing insights, key learnings and connections must be organized 

around the following global marketing and sales themes/principles: 

 

• Marketing communications…..global branding and promotion 



• Culture…language, religion, values, form of government, politics, legal   

 issues, etc. 

• Pricing and capturing value 

• Distribution channels/market access/sales 

• Alliances, partnerships and joint ventures 

• Products and services…global product development and innovation 

• Segmentation, targeting and positioning 

• Market entry/market expansion 

 

Team Marketing Communications Project: 

Your assignment is to analyze an Advertisement from a competitor or a closely 

related product.  You are to evaluate a current advertising campaign utilizing print, 

television, or social media.  Details are posted on Blackboard and will be discussed 

in class. 

 

Blackboard Website 

This course will utilize the Blackboard (Bb) web site. Please regularly check the 

website for announcements that I may post between classes. I will use Bb for 

posting information about such things as announcements, assignments, case 

preparations, and posting of grades.  It is your responsibility to stay current with 

information about the course.  

 

Performance evaluation 

Your performance in this course is evaluated on a number of activities. Points will 

be distributed as follows:  

 

 

 



Assignment             Points 

Participation: attendance, team work, in class discussions.     100 

 You do NOT get credit for “showing up.”       

Team project:  Project Description       100 

Team project: Country Profile Analysis      250 

Marketing Communications Analysis       150 

Team project: Marketing Plan Presentation (Video)     300 

  

  

Total Points @ full credit for each assignment               900 

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 

 

Academic Honesty 

You 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 on exams will absolutely not be tolerated. 

 

Plagiarism is also a form of academic dishonesty. It includes claiming 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. I 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 me 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. Instructors can easily spot plagiarized papers (in part or in total) as 

well as papers written for other courses.  To update yourself on the honor code for 

the college as well as your rights and responsibilities as a student, please review the 

CBA honor code at: 

http://business.uic.edu/docs/default-source/default-document-library/handbook-

2013-2014-for-website.pdf?sfvrsn=2 

 

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).  You can also find 

out more about disability services at UIC online: 

www.uic.edu/depts/oaa/disability_resources/index.html 

 

** Syllabus topics/assignments/due dates may change during the semester.  

It is your responsibility to check the Announcements page on Blackboard 

regularly for any changes.  
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Course Schedule 

International Marketing 572 

Date  Topic                   Reading/Assignment 

1/12               Course Overview/Review Assignments    Chpt. 1, Form teams 

1/19  Int’l Economy/ Environ./Ted video    Chpt 2.Form teams 

1/26  Global Trade Environ./class exercise    Chpt.3 Product selection 

2/3  Global Culture environment/ Ted video   Chpt. 4 in-class   

           exercise  

2/9            Country Profile        Country  Profile  

           Presentation  

              

     

2/16  Int’l  Market Selection      Chpt. 7, In-class-   

           exercise/video, HBS  

           case—Alpen Bank 

2/23  Int’l Sourcing Strategies     Chpt.8, in-class exercise, 

          video (True Cost) 

3/1  Int’l Market Research     Chpt. 6, 3-min. pitch, in- 

          class exercise 

3/8  Int’l Mktg Strategy     Chpt. 9, Project   

         Description Due, in- 

         class exercise  

             

  

3/15  Competitive Advantage    In-class exercise, video  

         (Merchants of Doubt) 

Spring Break 

3/29  Global Branding Decisions   HBS article- Booster  

         Juice  

4/5  Global Channel Decisions    In-class exercise 



4/12  Team Work Day     Team Mktg. Video 

4/19  Marketing Comm. Decisions   Advertisement   

         assignment due 

4/26  Team Video Presentations 

 

   

Course Evaluations: 

Your thoughts, opinions, and suggestions are valuable and important for me to 

continually improve this course and how it is taught.  Toward the end of this 

semester, you will receive an email requesting that you complete an online course 

evaluation.  After you complete the evaluation, you will receive a confirmation email 

that it is done.  Completing the online evaluation is shown as your final assignment 

of the semester.  Please complete the survey and upload your confirmation email to 

Blackboard.  Your answers remain anonymous and I receive a final summary after 

the semester ends. 

 

 

 


