International Marketing Management

FALL 2009
Department of International Business

National Taiwan University

Instructor: Chen, Homin

Office: Room 703, Building 2, College of Management
Phone: 33664969

Email: hmchen@management.ntu.edu.tw

Class hours: Tuesday 14:20 — 17:10

Office hours: Wednesday 9:30 - 11:30 or by appointment

Course Materials:

1. Keegan, W. and Green, M. (2008), Global Marketing, 5th ed., Prentice Hall
2. Cateora, P. R. and Graham, J. L. (2005), International Marketing, 12th ed., McGraw-Hill
3. Handouts

Course Objective:

This course examines the challenges of entering and operating effectively in foreign markets. Decisions
must be made regarding international marketing objectives, strategies and policies, foreign market
selection, adaptation of products, distribution channels and communications to fit each foreign market,
and systems of international marketing organization, information gathering, planning and control.
These topics, along with exploration of cultural issues, are examined through reading, case discussion,
class presentations and a term project. It covers the main issues faced in strategic, tactical, and

administrative international marketing.

Grading Policy:
Course grades will be based on the following elements:

1. Attendance and Class Participation 20%
2. Case and Reading Assignments 30%
3. Term Project 20%

4. Final Exam 30%



Course Agenda:

.9/15 Introduction

. 9/22 Global Marketing Environment; Daphne Case; Ganso Case

. 9/29 Global Segmentation and Positioning, Global MIS; Johnson Health Case; Tcase 1-1; Tcase 1-

2

. 10/6 Global Entry Strategy and Strategic Alliance; ASO Case; Natural Beauty Bio Case; Tcase 4-

2; Tcase 6-1; Reading 1

. 10/13 Global Brand Management; MAXXIS Case; Tcase 7-1; Tcase 8-1; Reading 2

. 10/20 Nike Case: Build a Global Brand; Reading 3

. 10/27 Intel Case: Building an Ingredient; Reading 4

. 11/3 Bull Case: Building Branding Equity in New Ways; Reading 5

9.

11/10 Ducati Case: Rebuilding a Passion Brand; Reading 6

10

. 11/17 Global Marketing Mix (I); Tcase 10-2; Tcase 11-1; Tcase 12-1; Reading 7

11.

11/24 Global Marketing Mix (I); Tcase 13-1; Tcase 15-1; Tcase 16-1; Reading 8

12.

12/1 Samsung Case; Reading 9

13.

12/8 Starbucks Case: Managing a High Growth Brand; Reading 10

14.

12/15 P&G Case: The SK-II Globalization Project; Reading 11

15.

12/22 Nivea Case: Managing a Brand Hierarchy; Reading 12

16.

12/29 Students Present Term Project Report

17.

1/5 Students Present Term Project Report

18.

1/12 Final Exam
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