International Marketing OAKLAND

MKT 6500 UNIVERSITY.
Winter 2018

Professor: Janell D. Townsend, Ph.D.

Office: 348 Elliott Hall

Phone: 248-370-2544

Email: townsend@oakland.edu

Office Hours: By appointment, and before and after class

Professor’s Website: http://www.sba.oakland.edu/faculty/townsend/

Email is typically the best way to contact me. Every attempt will be made to respond to
any correspondence within 24 hours.

Please make sure your Oakland University email account is accessed regularly and/or
forwarded to your primary email address. Moodle announcements will automatically go
to your Oakland University email. Itis your responsibility to be aware of information sent
electronically to the class as a whole, or to you individually.

TEXT:

No formal text is required. If you feel more comfortable following the course material via
a text, then I can recommend: International Marketing, 17th Edition
by Philip R. Cateora, John Graham, Mary C Gilly.

COURSE OBJECTIVES:

The fundamental objective of this course is to provide students with a substantive
introduction to the unique concepts and tools associated with marketing across and within
geographically and culturally diverse markets. The content will focus on the analysis of
international markets, including the role of socio-cultural, economic, financial, political
and legal dimensions of marketing in a global environment. In addition, the
internationalization objectives and strategies of the firms will be introduced. The
differences and similarities of core marketing activities across markets will be explored.
To achieve the objectives, the course is presented as an integration of conceptual and
managerial issues in contemporary international marketing
through the application of course material to practical
issues.

Students completing the course will have an understanding
of key international marketing terms, concepts, and
theoretical foundations. They will be able to evaluate the
international environment, identify market opportunities
and assess international market situations, determine
market entry strategies, and plan for international
marketing activities.

Page 1 of 3



COURSE FORMAT AND GRADING:

The course is presented in an interactive lecture format. The lectures present key concepts
to motivate students to think critically about the various dimensions of the global
marketplace and the role of marketing. Strategic thinking exercises that apply theoretical
frameworks and concepts to practical situations will be used to evaluate current events in
the global marketplace. A simulation project will draw together the course content into
an international marketing plan.

CountryManager: An International Marketing Simulation (60 points total)

A course simulation based project intended to stimulate thinking and apply international
marketing concepts will be completed during the course. It will be conducted in a group
format. A separate handout with more information about the simulation and the
associated assignments will be provided.

Interpretive Simulations will e-mail you a username and password. Once you receive your
username and password, order and download the manual & software online at
www.interpretive.com/students.

Cases (25 points)

Two cases are assigned through the semester. Specific questions will be posted for
completion and submission prior to the date they will be discussed. = The cases will be
available via the Interpretive website.

Class Participation (15 points)

Participation includes regular attendance, contribution to class discussion, and
demonstrated knowledge of course material. Quality of class contribution will weigh more
heavily than quantity - just because you have a lot to say does not mean it adds value to
the class discussion. Class participation will be used to modify grades at the discretion of
the professor. Caveat: Attendance is not a measure of participation! It is a necessary
but insufficient condition to participate, but is not a measure, in and of itself.

There will be some in class, online discussions, and homework assignments to provoke
thought of how marketing functions in the global marketplace. Each class a student will be
asked to raise a topic relevant to international marketing. Record will be kept of topics
raised and will count substantially towards class participation.

The final grade structure will be based on the University’s grading policies. A curve of
final course percentages will be developed where 94% equals a 4.0, based on a 4.0 scale
and equal distribution at .10 intervals.

Peer Evaluations (mandatory to get your grade!)

Part of the learning experience of this course involves learning to work as a team. This
means that if you believe a group member or members are underperforming you must
pick up the slack or motivate them to do so. It also means that if you do not pull your
weight, you can expect to receive a poor evaluation. Students are responsible for group
activities as a team. It is important to let your fellow group members know how they are
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doing. No one should be surprised by a poor evaluation. Each group member should be
frank with the others in evaluating their performance and should let them know how they
can improve. You will evaluate your team members’ contributions at the end of the
semester.

Group evaluations must be received from each student at the end of the course in order to
receive a grade for the class. This is absolutely mandatory to ensure group participation
is balanced. The Professor reserves the right to re-distribute group related grades when
there is clear written evidence from the members of the group that there is a lack of
participation from a member(s).

POLICIES:

e Please adhere to professional behavior in class. Refrain from chatting, reading the
newspaper, answering phones, wearing headsets etc. Generally, I prefer that laptops
are not open during lectures or presentations, but if you choose to do so, be advised I
may call on you to look things up or participate in other ways. Electronic devices
should be put away if guest speakers are present.

e Submitted work must be typewritten, and submitted in both hard copy and electronic
form (via moodle) when required. NO handwritten material will be accepted, except
for impromptu in-class assignments.

e Final course grades are final. Changes will only be made if there is a mistake in the
calculation of the final grade. No incomplete or deferred grades will be given.

e Any act of academic dishonesty during the course will result in a 0.0 grade for the
course and possible suspension from the University in accordance with the
University’s academic policy guidelines.

e In accordance with the university policy, students with documented sensory and/or
other special needs should inform the professor, so that their circumstances can be
accommodated.

e Extensions and make-ups will only be granted on medical or compassionate grounds
and will not necessarily be granted because of work or other commitments. Requests
for extensions should be made in writing prior to the due date. Late assignments that
have not been granted an extension will be penalized by deducting 20% of the possible
mark for each day overdue.

e All course material is protected by U.S. copyright law. You must not take notes for the
purpose of selling or re-distribution (this includes social media of any kind).
Furthermore, any type of recording (audio or video) is not allowed without written
consent of the professor.
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