Chaminade University

Spring 2018, Global Marketing:

 MKT 436-01-1, MWF:  10:30am-11:20am,  Kieffer 10
Instructor:  Margaret (Peggy) L. Friedman, Phd
Office:  Kieffer Hall #28

Phone:  739-4608
Email:  mfriedma@chaminade.edu
Office Hours:  MWF:  11:30am-1:00pm; TTH:  10:00am-11:00am and 1:00pm-2:00pm; or by appointment
Course Overview:


This course revisits what you have learned about basic marketing principles, considering now the context of the global marketplace rather than domestic markets.  The big issues and controversies surrounding global marketing will be discussed, as well as the "adjustments" that need to be made to the basic marketing tools, methods, and approaches to accommodate the expanded scope of serving global markets.  Special attention is given to an understanding of cultural differences and how they affect marketing decision making.   

Course Objectives:


This course requires that you apply your existing knowledge of marketing to the new challenges presented by a global marketplace.  Hence, making sure that your understanding of the principles of marketing is solid is a prerequisite for understanding the marketing function in a global setting.  Specifically, by the end of the semester, you will:

· be able to enumerate the major issues and controversies surrounding global marketing

· understand the forces in the global macroenvironment that shape global marketing

· use the "jargon" of global marketing appropriately and proficiently

· appreciate the importance of culture in shaping consumer behavior around the globe

· understand the nature of the 4P's in a global environment

· know the challenges facing a successful global brand

· be competent in analyzing actual global marketing situations and developing logical and compelling analyses/critiques of marketing strategies

Texts:

 International Marketing, Cateora, Gilly, Graham, McGraw Hill:  http://www.proz-x.com/stephanlangdon/Library/USCore/international-marketing-15th-ed(1).pdf
 Materials supplied by instructor
Requirements and Grading Procedures:

· Global Marketing Application analysis (5), each worth 5% of your final grade
· Culture Study, worth 20% of your final grade

· Global Brand project, worth 20% of your final grade

· Big Mac Activities, worth 10% of your final grade (4-5=A, 3=B, 2=C, 1=D, 0=F)

· Final Exam worth 25% of your final grade

Final grades will be determined as a weighted average of what you earn on the assignments listed above.  The customary designation of A for EXCELLENT work, B for ABOVE AVERGE, C for AVERAGE, D for BELOW AVERAGE, and F for FAILURE  will be used.

Culture Study
The assignment involves choosing a culture to study in depth (other than your native culture) and reporting your findings both in a written report and in an oral presentation to the class.  Your research should consider a wide range of characteristics of the chosen culture that would be of interest to a marketer considering doing business in the culture.  You will be considering such characteristics as cultural rituals, values, spirituality, language, perceptions, etc. etc. etc..  The aspects of culture you will want to study will become clearer to you when you read the text and other materials.   You should discuss the cultural characteristics in terms of their important implications for marketing strategy (market segmentation and targeting, positioning, the marketing mix).  Your report should be no longer than 10 double-spaced, word-processed pages.  You will also report your most important findings in a short presentation (10 minutes).  You should not simply read your paper for your presentation to the class.  Rather, you should develop an engaging presentation that holds the attention of the class and leaves them with a memorable fact or two regarding the nature of the culture presented.  Your effort will be graded on the following criteria:  the breadth and depth of your effort to identify the important dimensions of the chosen culture, your ability to understand the marketing implications of those dimensions, and clarity in communication, both written and oral (spelling, grammar, organization,  clarity, and creativity).   You will work in pairs on this assignment.
Global Brand Project
This assignment involves choosing a popular global brand and developing a case study of what has been this brand’s experience in the global marketplace.  The point is to research both the successes and the struggles the brand has had in expanding from the domestic to the global arena.  You should consider basic marketing practices (segmentation and targeting, positioning, marketing mix, market research….) to organize the information you gather about your chosen brand.  Your report should include a section where you put yourself in the role of consultant to the brand and provide at least three specific actions that should be taken the next six month to market the brand globally.  Your suggestions should be supported with “proof” that they have a high potential for success.  Your report should be no longer than 10 double-spaced, word-processed pages.  You will also report your most important findings in a short presentation (10 minutes).  You should not read your paper to the class.  You will be down graded considerably if you do this.  Your oral presentation will cover only what is most interesting and can be explained clearly and cleverly in the short time you have for your oral presentation.  Your effort on this assignment will be evaluated according to the following criteria:  the comprehensiveness of your research, your ability to analyze the brand’s situation in terms of what you have learned about global marketing in class, and clarity in communication, both written and oral (spelling, grammar, organization, clarity, and creativity).  You will work in pairs on this assignment.
Global Marketing Application Analysis

You will be provided with a real world example of a global marketing situation which you will analyze using the concepts you are learning about culture and marketing across cultures.  This work will be evaluated on the basis of the breadth and depth of your effort to dig into the situation described, your ability to apply what you are learning to the situation described, and clarity in communicating your understanding (spelling, grammar, organization).
Final Exam

Your final exam will be a case study analysis of a real world global marketing situation.
Miscellaneous Information

· Pay close attention to due dates for assignments shown on the class schedule.  Make-up work is allowed only in the event of a physician-excused absence.  Late assignments will not be accepted.
· Classroom/professional etiquette:  NO “technology” in the classroom—this means cell phones, tablets, laptops or any other device/activity that will distract you and the people around you (for example, doing homework for another class).  You will be asked to leave the classroom if your cell phone disrupts class. 
· Attendance is not calculated as an explicit part of your final grade.  However, you will find that you will not be able to complete assignments successfully without the benefit of the content we cover in class.  Also, I will use attendance, as well as the pattern of your grades on the various assignments (I look for steady improvement), to help me decide whether, say, a C or a B best reflects your standing in the class, if you end up on a borderline between two grades.

· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidences of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/or plagiarism) to their instructors.

· Chaminade University is required by law to provide equal access to qualified individuals with disabilities.  Accommodations are made to ensure that students have equal access to the same educational benefits other students have.  The Chaminade Counseling Center Handles disability accommodations requests.  You may contact that office:

· Chaminade University recognizes the inherent dignity of all individuals and promotes respect for all people.  Sexual misconduct will NOT be tolerated at Chaminade.  If you have been the victim of sexual misconduct, we encourage you to report the matter promptly.  As a faculty member, I am interested in promoting a safe and healthy environment, and should I learn of any sexual misconduct, I must report the matter to the Title IX Coordinator.  Should you want to report to a confidential source you may contact the following:
Course Calendar



Date 


Topic



Assignment

Week 1


1/17, 19

    
Course Overview


Syllabus

Marketing Overview

Ch 1


Week 2

1/22, 1/24, 1/26

Overview of Global Marketing
Ch 4
Week 3

1/29, 31, 2/2

Cultural Dimensions

Ch 5

Week 4

2/5, 2/7, 2/9

Cultural Dimensions con’t

Ch 6, 7









Week 6
2/12, 2/14, 2/17

Political and Legal environment
Ch 9
Week 6

2/21, 23


Economic Development 

Ch 10, 11 
Week 7

2/26, 28, 3/2

Economic Development con’t
Culture study research


Week 8

3/5, 3/7, 3/9

Culture:  Summary observations

Week 9

3/12, 3/14, 3/16

CULTURE PRESENTATIONS
Ch 12
Week 10



3/19, 21, 23

Global Marketing Management
Ch 13


Week 11



4/2, 4/4, 4/6

Marketing Mix:  Product

Ch 15


Week 12



4/9, 11, 13

Marketing Mix:  Place

Ch 16


Week 13



4/16, 4/18, 4/20

Marketing Mix:  IMC

Ch 18


Week 14



4/23, 4/25, 4/27

Marketing Mix:  Price

Brand study research


Week 15



4/30, 5/2, 4

GLOBAL BRAND PRESENTATIONS





FINAL EXAM:  Thursday, May 10, 11:00am-1:00pm
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