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	Faculty Name
	Dr. Rashad Al-Saed 

	Phone
	06 544 1155 ext. 218

	Email
	ralsaed@skylineuniversity.com

	Office Location
	F- 17: Block- 2

	Office Hours
	


	Introduction

	Dear Students;
I welcome you all to the new academic session of year 2013 on behalf of Skyline University College and on my own behalf. The subject for which we shall be together during this  spring semester is MKT414 International Marketing

The course details are attached in the following pages and I suggest that you go through them very carefully. I am sure it will be a mutually satisfying semester. We will be learning what is international marketing, how to plan the international  marketing activities, mange international marketing activities and  how to achieve the desired goals and objectives   by working as a team 
It certainly is a pleasure to be here with you all. You are all, most welcome, to approach me whenever you need any assistance. I shall be available at my office during the office hours as mentioned below. You are also free to call me on my phone number given below or email me. Let us make this semester yet another memorable chapter of our lives.

Dr.Rashad Al Saed



COURSE CODE AND NAME

Syllabus
	Course Code & Name
	MKT414 International Marketing

	Semester
	Spring 2013

	OFFICE  LOCATION
	F- 17 : Block- 3

	Start & End Dates
	06/01/2013 - 02/05/2013



	Prerequisite
	MKT 211 Principles of Marketing

	Number of Credits
	3


	COURSE INTRODUCTION 

	This course dwells on the applications of marketing theory in the field of international market context. The emergence of Global markets requires students to understand factors influencing marketing strategies in global markets. This   course aims at empowering students to understand, analyze and evaluate international marketing contexts in an rational manner and help them take decisions to tap international market opportunities. 




	COURSE LEARNING OUTCOMES

	At the end of the course the students should be able to:
LO1. Understand the different aspects of international marketing and the economic rationale of global trade
LO2. Understand and comprehend international marketing organization, management and control
LO3. Apply the marketing mix concepts in the international business  context

LO4. Analyze  how environmental factors such as cultural and legal impact international marketing
LO5. Evaluate marketing planning and strategy for successful international business


	COURSE CONTENT

	· THE INTERNATIONAL MARKETING ENVIORNEMNT: The global marketing imperative; the economic marketing; the cultural environment. 
· INTERNATIONAL MARKETING ENTERY AND DEVELOPMENT: Strategic planning; Marketing organizing and implementation, and marketing entry and expansions.
· EXPORT MANAGEMENT: Product adaptation and Distribution Management.
· THE GLOBAL MARKETING MIXE: Global Product management and branding; Global Pricing and Global Promotional strategies.



	ACADEMIC STRATEGIES

	Lectures 

Case Discussions 

Group Discussions discussing in the class
Project &Presentation



	CORE TEXT

	· Czinkota & Ronkainen(2010),   Principles of International Marketing, 9th Edition, South- Western, Cengage Learning,  Canada

· http://czinkota.swlearning.com


	REFERENCE BOOKS

	· Cateora/ Gilly/Graham.(2009) International Marketing 14th Edition; McGraw-Hill. ISBN 0-07-128838-5 (IE))

· Keegan, Warren (2006) Global Marketing Management, 2nd Edition, Financial Times / Prentice-Hall, USA ISBN 0273701525


	COURSE POLICIES

	  Attendance: 

                    As per the policy provided in students handbook of the University College
Academic Dishonesty: 

                    As per the policy provided in students handbook of the University College                  


	NON-SUBMISSION PENALTIES

	For violating pre-specified deadlines, following penalty will be applied:

· Work received one day later will attract 10 % penalty

· Work received two days later will receive 20 % penalty

· Work received three days later will receive 50 % penalty

· Any work received after the third day will not be graded


MODE OF ASSESSMENTS
	Continuous Assessment                                               : 50%

	 * Two quizzes @10 % each  
                                                  :   20%
 Case study                                                                                            :  10%                                        
Attendance                                                                                            :   5%

Project
 dissertation
                                                                          : 15%

	Midterm Examination                                                   : 20%

	Final Examination                                                         : 30%

	Total                                                                              : 100%


ASSESSMENT SCHEDULE

	CONTINUOUS ASSESSMENT

	 Quizzes

First Quiz 
 :   Fourth   week 

Second Quiz:       Tenth week
Mid-Term             Eighths week
Final Exam           Sixteenth  Week
Two  Assignments: 

1.  case study one  to be released during the second week: Presentation, Viva and Submission during the seventh week, 
2. Project dissertation :  The topics will be uploaded in the portal of the university and submission will be during the  Twelfth week


	CLASS SCHEDULE
	

	Week One (Jan 6th –10th )
	Ch 1 THE GLOBAL MARKETING IMPERITIVE
	www.wto.org

	Week Two (Jan 13th – 17th )
	Ch – 2 THE ECONOMIC ENVIRONMENT
	www.businessroundtable.org


	Week Three  (Jan 20th – 24th )
	 Ch 4 THE CULTURAL ENVIRONMENT 
	www.coca-cola.com &www.cocacola.co.jp

	Week Four (Jan 27th – 31th )
	Ch 6 STRATEGIC PLANNING
         Quiz one : 27/31/1/2013

	www.unilever.com

	Week Five & Six (Feb 3th – 14th)
	Chap 7  MARKETINGORGANIZATION, IMPLEMENTATION AND CONTROL 
	

	Week Seven (Feb 17th – 21th )
	Ch- 9 MARKET ENTRY AND EXPANSION




	

	Week Eight (Feb 24th – 28th )
	Midterm Exam
	

	Week Nine (Mar 3th – 7th )
	 Ch – 10  PRODUCT ADAPTION

	www.gruenerpunket.de


	Week Ten (Mar 10th – 14th )
	Ch – 14  GLOBAL PRODUCT MANAGEMENT AND BRANDING

Quiz: 10/03/2013
	www.interbrnd.com


	Week Eleven (Mar 17th – 21th )
	 Ch – 13 DISTRIBUTION MANAGEMENT


	www.trde.gov/cs


	Week Twelve (Mar 24th – 28th )
	Ch 17  GLOBAL PRICING  
  
 Project Submission
	www.apca.net


	Week Thirteen (Apr 14h – 18th )
	Ch 18 GLOBAL PROMOTIONAL STRATEGIES 
                                              
	www.fifa.com


	Week Fourteen  (Apr 14h – 18th )
	REVISION
	

	Week Fifteen

(Apr 28th – 2th May)
	FINAL EXAMS
	


	GRADES 

	A

: 90 % +    

B                          
: 80 – 89  %                  

C                          
: 70 – 79  %

D                          
: 60 – 69  %

F                          
: < 60       


Learning outcomes matrix

MKT 414 International Marketing
	Learning outcome 
	Category as per Blooms Taxonomy
	Assessment Tools
	
	
	Learning Outcomes Total Weight

	
	
	QUIZ-1
10%
	QUIZ-2
10%
	CASE STUDY-1
10%
	Project

15%
	MID TERM
20%
	FINAL EXAM
30%
	

	LO1
	Knowledge
	2%


	2%


	2%


	3%
	4%
	6%
	19%

	LO2
	Comprehension
	2%
	2%


	2%


	3%
	4%
	6%
	19%

	LO3
	Application
	2%


	2%


	2%


	3%
	4%
	6%
	19%

	LO4
	Analysis
	2%
	2%


	2%


	3%
	4%
	6%
	19%

	LO5
	Evaluation
	2%


	2%


	2%


	3%
	4%
	6%
	19%

	Assessment Tools Total weight
	10%
	10%
	10%
	15%
	20%
	30%
	95%
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