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International Marketing 
MKTG 572 CRN 40564 

Spring 2018, University of Illinois at Chicago 
 

 
Instructor 

Dr. Eliane Karsaklian Classroom: DH 320 

Office: UH2214 Meeting time: W/F 8.30 – 11AM 

Office hours: Thursday 4.30-5.30PM 

e-mail: ekarsa2@uic.edu 
         phone: 312-355-4953  
 

 
Suggested readings 

International  Marketing, P. Cateora and J. Graham, Irwin Publishing. 

International  Marketing, M. Czinkota and I. Ronkainen, Cengage. 

International  Marketing, P. Ghauri and P. Cateora, McGraw-Hill. 

 

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 an original perspective because it aims at understanding why companies fail 

when settling abroad. Several parameters are used by companies in order to choose their next 

international markets, which are based on labor costs, market attractiveness, foreign trade 

agreements and so forth. Although these figures might be appealing, companies still fail because 

their marketing strategies are misaligned with local cultures.  

 

Learning outcomes: 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 built upon exercises performed by the students at every session. The 
professor will then take it from their presentations and provide the class with theoretical 

insights, practical explanations and real life examples. In addition, there will be online 

discussions every week. 

 

The final project will be worked out throughout the semester and presented at the final sessions. 

Each group will analyze an unsuccessful venture abroad, explain the reasons for failure and 

provide the companies with recommendations. Class attendance is expected and monitored 
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because each session will be based on one specific theme and corresponding short presentations 

made by the students. If you need to be absent, please notify me before class by email. 

 

Assignments 

1. Group project: analyze an unsuccessful product launch abroad 

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 your field experience while developing the 

research skills needed to better understand foreign markets. 

 
Each team will choose a real case of unsuccessful product launch abroad at the beginning of the 

semester. No two groups are to work about the same country.  

 
Your first goal in the process is to understand the reasons for failure. You should check the figures 

and probabilities of being successful in the target market and analyze the marketing reasons for 

failure. Make sure that you choose a case for which you can have access to significant and 

updated information. After you describe and analyze the situation, you should provide the 

company with recommendations about which measures to take next.  

 

Each group will be asked to turn in two project update reports, the first one summarizing what 

you have learned about the market and why you think the launch was unsuccessful and the 

second one outlining your recommendations in terms of 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 5 percentage 

point deduction for each from the total team grade. 

 
Each group will turn in a written marketing report as well as present its findings to the rest of the 

class at the end of the semester.  

 
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 my 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. Both the report and the presentations should flow smoothly.  



3  

2. Participation 

2a. Online discussions 

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 Thursdays most weeks. In some 

cases we will continue to discuss the examples you have presented on the discussion 

board in class.  

 

2b. Marketing innovation presentations 

At the beginning of Wednesdays’ sessions, students, by groups of three, will make a quick 
presentation of a marketing innovation.  

A marketing innovation is a set of increased features added to an existing product which is 
meant to better satisfy consumer needs.  

No written memos are required for this assignment. Only the PowerPoint presentation should 
be uploaded on Blackboard.  

Students will be graded on a basis of pass/fail depending exclusively on their oral presentation 
in class and on the quality of their PowerPoint presentation.  

 

2c. Airline safety video 

At the beginning of Fridays’ sessions, students, by groups of three, will make a quick 
presentation of an airline safety video and explain cultural specificities.  

No written memos are required for this assignment. Only the PowerPoint presentation should 
be uploaded on Blackboard.  

Students will be graded on a basis of pass/fail depending exclusively on their oral presentation 
in class and on the quality of their PowerPoint presentation.  

 

3. Individual market screening analysis  

For this assignment, you will create a short case study. You will be assigned with a foreign brand and 

will identify market opportunities for it in the US market taking into account a specific target you will 

be assigned with. To do so, you will conduct market screening analysis in order to identify and 

evaluate market opportunities in the US for the foreign brand. 

 

You should report your analysis and findings in a 5-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. Interviewing at least 5 people from the target market is required. You will 
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design a questionnaire, analyze the results and make recommendations about how the company 

should manage their marketing strategy to reach that specific target in the US market. 

 

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 Friday February 9th. While I accept late submissions, I will lower your grade with one 

letter grade or more depending on the tardiness of your submission. 

 

4. Market Research 
You will be asked to conduct a market research. The theme will be the motivations consumers 

have to go to Bubba Gump Shrimp Restaurants. This fictitious brand having been created in the 

film Forrest Gump 22 years ago is still developing both in the US and abroad. Your mission is to 

understand why people are still interested and motivated to go to these restaurants. This 

assignment is to be conducted by pairs of students.  

 

You should report your analysis and findings in a 5-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. Interviewing at least 5 people from the target market is required. You will 

design a questionnaire, analyze the results and make recommendations about how the company 

should manage its international marketing strategy to reach other market targets based on the 

motivations you will have identified. 

 

You will also upload your assignment on Blackboard. Your market research will be graded on 

content, as well as presentation and writing. 

 

Blackboard Website 

This course will utilize the Blackboard (Bb) website. 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, schedule changes, and the posting of grades. It is your responsibility 

as a student to stay current with information about the course. While I’m happy to answer 

questions about assignments, 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. 
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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) 10 

Individual market screening analysis 25 

Market research 25 

Group project: marketing plan and presentation 40 

Total 100 

 
 

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 DRCat (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/. 

 

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 or presentation 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. 

http://drc.uic.edu/
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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 Assignments 

Wednesday, Jan. 17 Course Overview 
 

Friday, Jan.19 Introduction to International Marketing  

Wednesday, Jan. 24 
 

International product strategy 

Online: Product standardization 
 

Marketing innovation ( W) 
Safety Video (F) 

Friday, Jan.26 

Wednesday, Jan. 31  

International product strategy 

Online: Brand name adaptation 
 

Marketing innovation ( W) 
Safety Video (F) 

Friday, Feb. 2 

Wednesday, Feb. 7 
 

Market screening analysis presentations 
Online: Use of foreign languages 

and foreign accents 

 Friday, Feb. 9 

Wednesday, Feb. 14 
 

International pricing and distribution 
strategies 

 

Online: Price/distribution 

adaptation 

Marketing innovation ( W) 
Safety Video (F) 

Friday, Feb. 16 

Wednesday, Feb. 21 
Project review day 

 

Online: Mergers and acquisitions 

 

Friday, Feb. 23 Market research presentations 
Online: Ethnic marketing 

Wednesday, Feb. 28 International communication strategy 

 

Online: Cultural evolution 

 
Marketing innovation ( W) 

Safety Video (F) 
Friday, Mar. 2 

Wednesday, Mar. 7 Project presentations 
Online: Packaging 

 
Friday, Mar. 9 
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