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FACULTY DETAILS

	Faculty Name
	Dr.rashad AlSaed

	Phone
	065441155 Ext: 241

	Email
	Dr.rashad55@gmail.com

	Office Location
	First Floor Faculty Block Tow ,Room F-5


	Course Code & Name
	International Marketing  MKT714

	Semester
	Spring -2010 Semester

	Start & End Dates
	25.01.10 – 27. 04. 10

	Prerequisite
	MKT601

	Number of Credits
	3

	Course Description
	 This is an advanced course in marketing covering the adaptations needed when marketing outside national boundaries. The course includes discussions of cultures; product and marketing modifications necessary in a variety of situations; and study of various world regions and their consumption, terrain, demographics and geographic as they influence marketing practices.



	Course Objectives
	1. Research the environmental and marketing variables that comprise international marketing country notebooks. 

2. Appraise the potential of international markets for a variety of goods and services. 

3. Craft a marketing mix suitable to a variety of international markets. 

4. Present and defend marketing mix selections against alternatives. 

5. Compose and revise an international marketing plan consistent with the evolution of marketing mix selections. 

6. Evidence an understanding and facility in controlling the implementation of an international marketing plan. 


	Course Contents
	· The Scope and Challenges of International Marketing Ch. 1 

· The Dynamic Environment of International Trade Ch. 2
· Cultural Dynamics in Assessing Global Markets; Culture, Management Style, and Business Systems Ch. 4 and Ch. 5
· The Political Environment; Ch. 6

· International Legal Environment Ch. 7
· Global Marketing Research Ch. 8
· Emerging Markets; Multinational Market Regions and Market Groups Ch. 9 and Ch. 10
· Global Marketing Management; international 11 
· Products and Services for Consumers Ch. 12 
· International Marketing Channel Ch. 14 
· IMC and International Advertising Ch. 16  

· Pricing for International Markets Ch. 18

	Course Policies
	Attendance & Academic Dishonesty: 

Attendance and all types of academic misconduct and their consequences are subject to the Skyline College regulations explicitly stated in the Student’s Handbook

Penalties:

· Quizzes, Seminars:  Student who failed to take a scheduled quiz or participate in a designated seminar receives zero points for this quiz or seminar.  In case of an excusable reason (sickness or critical family matters) a re-take or a verbal assessment could be organized.

· Assignments and Cases Studies:  Assignments and home-works are due on the date specified.  Late submissions are penalized by the top-grade discounts.

Exams:  Penalties, as well as all other regulations for exams are imposed according to current college policies..

	Core Text


	1. Cateora Philip R. and John L.Graham. International Marketing. 11th Edition, Boston, MA: McGraw Hill Companies, 2001


	Other References
	1. Onkvisit, Sak and John J. Shaw. International Marketing: Analysis Strategy. Upper Saddle River, NJ: Prentice Hall, 1996.
2. Keegan Warren J. and Mark C. Green. Global Marketing Management. Upper Saddle River, NJ: Prentice Hall, 2002.


Virtual Library Sources: 

There are around 4000 journals, articles, full-text search, newspaper articles around the world, and case studies available in the following E-library resources

www.proquest.com, www.Netlibrary.com, www.netadvantage.standardpoor.com
www.ebsco.com, www.emeraldinsight.com,  - free  E-library source available for all the students for a period of 30 days free trails offer for every username.

Internet related Sources: 

www.middleeastinfo.org,http:/wwwmebusinessdaily.com, http:/www.marketfacts.com, http:/www.worldopinion.com, www.amsreview.org
CLASS SCHEDULE

Week
             Chapter                             Description 

	Week 1
	1
	The Scope and Challenges of International Marketing

	Week 2
	2
	The Dynamic Environment of International Trade T 

	Week 3
	4&5
	Cultural Dynamics in Assessing Global Markets; Culture, Management Style, and Business Systems

	Week 4
	6
	The Political Environment

	Week 5
	7
	International Legal Environment

	Week 6
	8
	Global Marketing Research

	Week 7
	9&10
	Emerging Markets; Multinational Market Regions and Market Groups

	Week 8
	11
	Global Marketing Management

	Week 9
	12
	Products and Services for Consumers

	Week 10
	14
	International Marketing Channel 

	Week 11
	16
	IMC and International Advertising

	Week 12
	16
	IMC and International Advertising

	Week 13
	18
	Pricing for International Markets

	Week 14
	
	Presentation  International Marketing Plan& Revision

	Week 15
	
	Final Exam


MODE OF ASSESSMENT

End – Term Examination 



:  40%

Continuous Assessments  


            :  60%

	Type of Assessment
	Weight Toward the Final Grade, %
	Schedule/Timing
	Contents

	Quiz 1:
	10
	Week 4
	Chapter 1-2-4-5

	Quiz 2
	10
	Week 8
	Chapter 6-7-8-9

	Assignment International “marketing Plan”
	15
	Week 12
	

	Class & case Presentation
	10
	Week 5&7
	

	Participation & Attendance
	10+5
	Weekly
	

	Final Exam
	40
	
	


Grades:

90% + 

:    A

80 – 89%
:    B

70-79%       
:    C

60-69 %
:    D

<60% 

:    F

DELIVERY MODE DETAILS

(Only for institutional research office)
	WEEK
	Chapter
	CONCEPT / AREA / TOPIC
	MODE / AID

	Week 1
	1
	The Scope and Challenges of International Marketing
	L / T / D

	Week 2
	2
	The Dynamic Environment of International Trade 
	L / T / D

	Week 3
	4&5
	Cultural Dynamics in Assessing Global Markets; Culture, Management Style, and Business Systems
	L / T / D

	Week 4
	6
	The Political Environment
	L / T / D

	Week 5
	7
	International Legal Environment
	L / T / D

	Week 6
	8
	Global Marketing Research
	L / T / D

	Week 7
	9&10
	Emerging Markets; Multinational Market Regions and Market Groups
	L / T / D

	Week 8
	11
	Global Marketing Management
	L / T / D

	Week 9
	12
	Products and Services for Consumers
	L / T / D

	Week 10
	14
	International Marketing Channel 
	L / T / D

	Week 11
	15
	IMC and International Advertising
	L / T / D

	Week 12
	16
	IMC and International Advertising
	L / T / D

	Week 13
	18
	Pricing for International Markets
	L / T / D

	Week 14
	
	Presentation  International Marketing Plan& Revision
	L / T / D

	Week 15
	
	Final Exam
	L / T / D


L = Lecture; T = Transparency; D = Discussion; 

