INTERNATIONAL MARKETING

Marketing 453

Spring 2008
Instructor:
Jim Gentry



Class Time:
TR 2:00 – 3:15
Office:

322 CBA



Class Room:
CBA 117
Phone:

472-3278





E-mail:
jgentry1@unl.edu
Office Hours:
TR, 5:00-6:00 PM; late Monday and Wednesday afternoons

PREREQUISITES

Six hours of marketing; for CBA students only, MNGT 150; ENGL 101,102, 150 or 151; MATH 104 or 106; CURR 120; COMM 311; ACCT 201 & 202 or 306; ECON 211 & 212  or 210; ECON 215 or STAT 218/180.

REQUIRED TEXT

Kotabe and Helsen, Global Marketing Management, 4th Edition, Wiley, 2007.
COURSE DESCRIPTION

This course will consist of lectures, class presentations and discussion, guest speakers, individual and group projects, a midterm exam, and a final.

COURSE OBJECTIVES

The course will sensitize you to cultural differences and increase your awareness of the processes used to market internationally.

The Power Point slides used in the class are available on Blackboard.
Students are advised that neither the Marketing Department nor the College of Business Administration will tolerate sexual or racial harassment in the classroom.  If you have such a complaint, you may take it up with the instructor, the department chair, the dean, or the campus EEO/Affirmative Action Office.

Students with disabilities are encouraged to contact the instructor for a confidential discussion of their individual needs for academic accommodation. It is the policy of the University of Nebraska-Lincoln to provide flexible and individualized accommodation to students with documented disabilities that may affect their ability to fully participate in course activities or to meet course requirements.  To receive accommodation services, students must be registered with the Services for Students with Disabilities (SSD) office, 132 Canfield Administration, 472-3787 voice or TTY.  

OPTIMISTIC, FLEXIBLE SCHEDULE

Date
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          Presentation #

Reading Assignment
Jan       15
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22 

Culture


    

Chapter 4

24 
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29
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Values
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Values
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            Chapter 4
            21                    Values 
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Chapter 4
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    10

Chapter 5
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  4

Political Environment
    11

Chapter 5

  6

Mid Term

11

Market Entry

    12

Chapter 9

13

Mkt Entry Proj 2 Due    

Chapter 9
19

SPRING BREAK
21

SPRING BREAK

25

Market Entry                   13

Chapter 17
27

Slack 


    14
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  1

Global Product
    15

Chapter 11
  3

Global Product
     

Chapter 11

  8
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    16

Chapter 12




10  

Global Pricing

    17

Chapter 13

15

Pricing  Proj 3 Due
    18 
            Chapter 13

17

Global Pricing

    19

Chapter 13

22

Global Promotion
    20

Chapter 14

24

Global Promotion
    21

Chapter 14

29

Global Distribution         22

Chapter 16
May
  1

Distribution  Proj 4 Due 23

Chapter 16

May
  7

Final Exam, Wednesday 1-3 PM
2

Basis for Grade


Points
Mid Term Exam


150
Final Exam



200
Presentation



120
Participation



  50


Projects



480
Total



          1000

GRADE SCALE
92.6 – 100.0



A

90.0 – 92.5



A-

87.5 – 89.9



B+

82.6 – 87.4



B

80.0 – 82.4



B-

77.5 – 79.9  



C+

72.6 – 77.4



C

70.0 – 72.5



C-

67.5 – 69.9



D+

62.5 – 67.4



D

60.0 – 62.4



D-

Below 60.0



F

It may be possible to get a grade higher than what the total points earned would indicate if there is a natural break below the set boundaries.

POLICIES

1.
This course is not available on a pass/no pass basis.

2.
I do not give incompletes.

3.
Students may withdraw passing prior to the University deadlines regardless of their performance prior to the time.

4.
Academic dishonesty is repugnant to me.  I will “kiss and tell,” meaning that I will share my discovery of your discretion with my colleagues in the CBA.  Such negative word of mouth can be very harmful when one is seeking job recommendations.

5.
Class attendance is up to you.  Should you miss class for any reason, you are responsible for getting the notes from one of your fellow classmates.  (Hint: use the space on the next page to record some names and phone numbers should you need to borrow notes).  If you do not deem it important to come to class, rest assured that I will not deem it important enough to repeat the lecture on a one-to-one basis in my office.

Other Marketing 453 Students:



Name



Phone Number

E-Mail

________________________________
________________    ___________________

________________________________
________________    ___________________

________________________________
________________    ___________________

6.
I do not give make-up exams.  If you will not be able to be at the exam, let me know ahead of time and we will work out a compromise (usually this means taking the exam early).

7.
Late assignments will be penalized; the magnitude of the penalty increases directly with the amount of time that it is late.  Given that the grade is based on a point system, an F (59% or less) is far preferable to a 0, so turn in the assignment.  A second late assignment will be penalized more heavily that the first one was.

8.
You will be required to return the exam to the instructor after we discuss it in class.  If there are questions about the grading, put a star (*) on the front and indicate what question(s) you want to be regraded.  I will not record the exam scores until I pick up the exam after discussing them; any not returned will get a 0.

MID TERM EXAM AND FINAL EXAM
Both exams will be a mixture of short answer and essay questions.

WRITTEN PROJECT GUIDELINES
Each project will be due at the beginning of the class on the predetermined due date.  Late projects will be penalized; however, a low grade is still much preferable to a 0, so make sure that you do turn in the project sometime.

The use of headings for the different sections of the project is encouraged.  This greatly aids 
the readability of the project. Please double space all written work.
 Do not start sentences with a number (bad example:  4 respondents said….”).

Proofread—if you have difficulties with spelling or grammar, have someone else edit your 

work.  PROOFREAD carefully.

Plagiarism is a true lose-lose situation, and it can be avoided easily. Use other people’s work, but paraphrase their points and cite them. Use scientific notation: author(s) last names (year) in the text where you discuss their work. In the References, use the form Authors, year, title of article or book, journal or publisher, volume if applicable, and pages. If it is a web site, list authors and date of origination and give the web site.

PROJECTS FOR INTERNATIONAL MARKETING

1.
Individual Project
If your home culture is not that of the U.S., list the three things which you found the hardest to adjust to during you time here.  Discuss briefly why you found these adjustments difficult. Try to provide insight as to the reasons why these adjustment were necessary; i.e., what cultural, climatic, historical, and economic differences explain the need to adjust.
If you are from the U.S. but have spent a relatively long period of time in another culture (i.e., at least seven months), list the three things which you found the hardest adjustments during your time there.  Discuss briefly why you found these adjustments difficult; ; i.e., what cultural, climatic, historical, and economic differences explain the need to adjust.
If you are from the U.S. but have not spent much time abroad, list three things that most Americans do routinely that you cannot explain why.  Try to come up with a possible explanation for each thing.  An example would be why men wear ties.

Note:  for these to be deemed “cultural” examples, they need to reflect generalized behavioral patterns of the masses and not just the actions of a small number of people.  At least one page is required.

The project is worth 30 points.

IN-CLASS PRESENTATION/PARTICIPATION


Most class periods will start with a short presentation by one or two students about some aspect of the day’s subject material. The instructor’s power point slides are available on Blackboard, and the topic chosen should relate to material covered there for the day assigned. If the day is only one of several covering the topic, select a topic in the first fourth of the slides if the material is covered four days and yours is the first day. If yours is the third day on the material, pick a topic near the front of the 2nd half of the slides.


On the second day of class, students will randomly select a piece of paper with a number on it that corresponds with a date in the semester on which they are to present. You will be allowed five minutes to negotiate swaps with your classmates should you not like the date originally assigned. Presentation days will have two numbers assigned; the two students are to coordinate on one presentation.


The basis for the presentation will be an article which you select. Use ABI inform, some other scholarly-based database on the Internet, Business Week, or the Economist as sources for the article. You are to provide a cite via Blackboard to your instructor and classmates (or hard copies of the article) the period before you are to present. If this is not done, you will receive a penalty of 20 points (out of the 100 for the presentation grade). Along with the article, you are to provide five thought-provoking, integrative questions which will serve to guide the class discussion following your presentation. Your summary of the article should take no more than five minutes. After the student presenters have given the summary, they should start with the prepared questions. If the students in the class do not respond, the presenters are responsible for elaborating the question until the class begins to participate. Students in the audience will be graded on their participation as the instructor will note quality contributions. The question/answer session is to last no more than five minutes.

On the second day of class, I will give a sample presentation on an article that will be handed out during the first day of class. 


The presentation is worth120 points. The first pair of students to present will be graded on the basis of 125 points, as their presentation will be subject to evaluation by the instructor and the class members after it is finished.


The criteria used in the grading are listed below. The top one is critical, as your article should relate closely to the material to be covered that day in class, as indicated by the topics listed on the power point slides.
The article selected: [This is critical. The more I can refer to your presentation during lecture, the better your grade will be.]
Your coverage of the article: [Assume that the class has read the article, so mainly cover its 


highlights.]
New material covered: [Go beyond the content of the article selected by discussing related

issues from other articles, which  will not be shared with the class.]
Presentation itself: [Please dress ‘casual formal’ – better than t-shirts and jeans.]
Questions: [Are they thought provoking? Did they generate good discussion? How did you 


handle the reponses?]
GROUP PROJECTS
At the beginning of the semester, you will be given the opportunity to select a country of interest to you.  You will be assigned to a group of three or four students based on your preference.  

2.
Group Project: Country Background

You are to do extensive background research on your group’s country. Statistics such as population, GDP, per capita income, unemployment, education levels, inflation rates, and size of the military are expected to be included, but also go below the surface to generate real understanding of lifestyles in the country. Not only discuss religion (i.e., predominantly Catholic) but also discuss the role that religion plays in the lives of the people. For example, both France and Chile are “predominantly Catholic” countries, but the role of religion is far, far more extensive in Chile. What is the official (and unofficial) status of abortion? Is credit readily available to consumers? How often do consumers shop for food? Where do they buy their groceries? What is the product mix encountered in their most frequented retail outlets? Do wholesalers deliver goods to retailers, or is a cash-and-carry system predominant? Discuss the country’s history in depth. What subcultural groups reside there? Are relationships among subcultures friendly? Are there frictions with nearby countries? Why? An enjoyable source of insight about culture is movies, and you are encouraged to discuss insights learned from watching relevant movies. For instance, should you select Australia or South Africa, you might view BREAKER MORANT, about Aussie soldiers in South Africa in the Boer War. It captures well the British role as colonialists.

In addition to the extensive search at least one individual from the country (for example, an international student at UNL) or someone who has spent an extensive amount of time there (over one year, fairly recently). The more interviews your group conducts, the better. The following topics are possible issues to cover:  product/brand availability, service availability, brand counterfeiting, language, religion, business culture, non-verbal behaviors, educational opportunities, business opportunities, and family relations.  Please be flexible in your approach to the interviews, and let the individuals discuss what s/he likes (or dislikes) most about the country. There are two levels of analysis for the interviews.  First provide a vivid description of what was said.  Second, analyze the differences and similarities with the culture (s) with which you are familiar.  Using concepts discussed in class such as individualism/collectivism, time orientation, materialism and context, attempt to explain why differences exist. Further, try to reconcile what the informants say with your background information search.
Hint 1: Do your preliminary background search before you conduct your interviews.

Hint 2: Read the next two assignments and use the interviews to generate ideas for the 

relevant unique product from that country and ask about access to a magazine from the 


country.
This project is worth 200 points.

3. 
Group Project: Product Introduction in the US
You are to uncover a product made in your assigned country that is not marketed extensively in the U.S.  (This may require fairly intense contact with an international student or with an immigrant community.)  You are to describe the product’s meaning (history, symbolism, etc.) in the country, and then discuss whether one can expect that this meaning will transfer smoothly to the US market. If not, suggest the types of modifications that will be necessary in the product’s positioning. These last two sentences provide the key to the project’s evaluation; select a target market for which the modified positioning will be attractive and develop a marketing plan to reach that target market.
Identify your likely competition and position your product accordingly. The focus of this marketing plan should be the target market, and the marketing strategy should flow from that selection. For example, should you decide to target hyphenated-Americans originally from your selected country, you would probably advertise in a specialty magazine in the home culture’s language, distribute through specialty stores (rather than through Wal-Mart), etc.

This written project should be in the neighborhood of five pages and is worth 125 points.

4.
Group Project: Advertising Comparison
Compare a print medium (preferably a magazine) from your country to one in the U.S. that has a very similar target market.  Do a content analysis of the two magazines, noting the number of ads in each, number of pages, types of products advertised, the presence and role of women, people vs. nature focus, time orientations present, age of people in the ads, hard sell vs. soft sell, etc.

Summarize your counts in tables using percentages.  Draw conclusions about the cultural differences which are reflected by the different advertising approaches.
Second, look for ads in the two magazines that advertise the same brand (or at least the same product class).  Compare in detail the two ads, noting the implication about cultural differences.

For some students in the past, one of the more difficult aspects of this task has been finding a magazine from the country studied. Please start early in your search for the magazine. For instance, when you interview international students from your country, ask if you may borrow a magazine.

Make certain that the magazine is indeed from your country. In the past, one group used a French magazine for Italy and another group used a French-Canadian magazine for France. A more common issue is the choice of a magazine targeted at Hispanic-Americans being used for Mexico. The point of the task is to consider the foreign country, not hyphenated-American sub-cultures. Should you find an English-language magazine from a country where English is not the most common language, note that the target market is probably far more upscale (especially in terms of education) than a magazine in the local language would be.

This project is worth 125 points.           

