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COURSE DESCRIPTION – AIMS: 

The primary objective of this course is to provide an overview of international marketing 
operations. The business is becoming increasingly more aware of the international marketplace. 
We will have a look at general examples and frameworks of international marketing through 
the text, lecture, and discussion. Given the rapid internationalization of business activities, 
critical understanding of marketing activity at an international level is a requirement for a 
general management and a marketing career. 
This course should 
◼ sensitize students to economic, political, and cultural differences among nations as they 

effect marketing
◼ introduce students to the international framework of organizations, laws, and practices that 

affect marketing
◼ develop students abilities to gather information, draw conclusions and present the material



LEARNING OUTCOMES: 

At the end of the course, students are expected to:
◼ understand important concepts of international marketing,
◼ understand the impact of trade environments and socio-cultural environments on the 

international marketing strategy,
◼ recognize factors affecting international marketing decisions,
◼ know how companies can succeed in the competitive international arena.



EVALUATION SCALE

◼ 90 ≤ A ≤ 100 - EXCELLENT – excellent execution only with the two-bit of errors
◼ 82≤ B < 89 - GOOD – in general correct work with the certain amount of errors
◼ 74≤ C < 81 - good
◼ 64≤ D < 73 - SATISFACTORY – not bad, but with the considerable number of errors
◼ 60≤ E < 63 - satisfactory
◼ 35≤ FX < 59 - UNSATISFACTORY – repeated passing is possible
◼ F < 34 - UNACCEPTABLE – expulsion from the University



TEXTBOOK & REQUIRED MATERIALS:

Available in the library

◼ Bearden, W. O. Marketing : Principles and perspectives / W. O. Bearden. — 1995. — 631. 
# 339.138 in SumSU library

◼ Frank, G.Bungham  Business marketing management / G. B. Frank. — 1998. — 632 c. 
# 005:658.8 in SumSU library

Additional Readings:

◼ Daniel W. Baack, Eric G. Harris, and Donald Baack International Marketing - Studet`s site 
http://studysites.uk.sagepub.com/baack/study/resources.htm

◼ Bradley (2002), International Marketing Strategy 4th Edition, London FT Prentice Hall.

◼ Muhlbacher, Leihs & Dahringer, (2006) International Marketing: A Global Perspective 3rd Edition International 
Thomson Business



OTHER READINGS

Students are encouraged to use any other resources on International or Global 
Marketing.
Recommended
◼ · Journal of International Marketing
◼ · International Marketing Review
◼ · Journal of International Business Studies
◼ · European Journal of Marketing
◼ · Journal of International Management
◼ · Journal of Global Marketing



INTERNATIONAL MARKETS AND 
GLOBALIZATION
TOPIC 1



LECTURE KEY POINTS

1. Globalization
2. Worldwide Competition
3. Domestic Marketing
4. International Marketing
5. Global Marketing
6. Why Businesses Enter International Markets
7. International Marketing Strategies



1. GLOBALIZATION



International marketing is an evolutionary process for companies with an 
appetite for growth and the stomach for risk

◼ Nike sells 120 million pairs of athletic shoes worldwide each year, 
representing 31 percent of the worldwide market. Over 60 percent of 
these sales are in 160 international country markets outside the U.S. 
This is an amazing feat given the complexity of international markets 
with respect to differences in consumer needs, language, culture, 
economies, political environment, government regulations, logistics and 
retail market infrastructures

◼ Nike also designs, contract manufactures, distributes and sells sports 
apparel and equipment.



Figure 1 Nike worldwide marketing system & regional performance



DEFINITION OF GLOBALIZATION

Globalization has had a significant impact on international marketing. More 
and more markets have become open to international organizations as the 
cost and complexity of operating overseas has been reduced by 
globalization
◼ Globalization -  the development and selling of products or services 

intended for the global market, but adapted to suit local culture and 
behavior. (Think globally, act locally)



THE BENEFITS OF GLOBALIZATION

◼ lower cost resources
◼ decrease in the prices of products
◼ increase a business’s market potential due to continuously improving 

communications technologies
◼ globalization has changed the way people shop
◼ more efficient transportation and distribution systems
◼ faster and more secure international transactions

Globalization will continue to bring buyers and sellers together into the future. 
Businesses that are able to operate in a globalized market have the best chance of 

succeeding with their international marketing strategies.



II. WORLDWIDE COMPETITION 



THREE FACTORS A PRODUCT-MARKET MANAGER MIGHT 
CONSIDER IN THE GLOBAL CAR MARKET:

◼ (1) How many cars are on the road worldwide?
◼ (2) How many cars are produced everyday around the world?
◼ (3) How many cars are there in China per 1000 people vs. the 

U.S. and Europe?



ANSWERS: 

◼ (1) How many cars are on the road worldwide?
It is estimated that there are over 1 billion passenger cars in the world today (3); Only 19 
percent are located in the U.S. 
◼ (2) How many cars are produced everyday around the world?
 A car is produced somewhere in the world every second, a total of 86,400 vehicles per 
day. 
◼ (3) How many cars are there in China per 1000 people vs. the U.S. and 

Europe?
 In China there are about 40 vehicles per 1,000 people, compared with approximately 700 
vehicles per 1,000 people in the mature markets like the U.S., Canada, and Western Europe.



FIGURE 2: WORLDWIDE CAR PRODUCTION



FIGURE 3: OWNERSHIP CREATES GLOBAL COMPETITION





III. DOMESTIC MARKETING



DOMESTIC MARKETING

◼ Domestic marketing is restricted to the geographical boundaries of a country.  A 
company marketing only within its national boundaries only has to consider domestic 
competition. Even if that competition includes companies from foreign markets, it still 
only has to focus on the competition that exists in its home market. Products and 
services are developed for customers in the home market without consideration of 
how the product or service could be used in other markets.

◼ One of the most significant challenges that domestic marketers face is being 
blindsided by emerging global marketers. Because domestic marketers do not 
generally focus on the changes in the global marketplace, they may not be aware of 
potential competitors who are market leaders on other continents. These marketers 
can be considered ethnocentric, as they are most concerned with how they are 
perceived in their home country.



IV. INTERNATIONAL MARKETING



◼ International marketing is the export, franchising, licensing or full direct 
entry of a marketing organization into another country. This can be 
achieved by exporting a company's product into another country; entry 
through franchising or licensing in the target country; or direct 
investment in a foreign country. The development of the marketing mix 
for that country requires international marketing. This can be as 
straightforward as an extension of existing marketing strategies to a total 
customization of the marketing mix (product, price, place and 
promotion) for a specific country.



V. GLOBAL MARKETING



DEFINITION OF GLOBAL MARKETING

Global marketing is defined as the firm’s commitment to coordinate its marketing 
activities across national boundaries in order to find and satisfy global customer 
needs better than the competition. This implies that the firm is able to:
◼ develop a global marketing strategy, based on similarities and differences 

between markets;
◼ exploit the knowledge of the headquarters (home organization) through 

worldwide diffusion (learning) and adaptations;
◼ transfer knowledge and ‘best practices’ from any of its markets and use them in 

other international markets.



WHY BUSINESSES ENTER INTERNATIONAL MARKETS
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INTERNATIONAL MARKETING STRATEGIES
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