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International Marketing Management –Subject to change –

International Marketing 
1 General Information
1.1 Contact Address
Prof. Dr. JUSTIN PAUL
Faculty of Business Administration. Graduate school of business administration.
Phone: 407 961 0811
Email: justin.paul@upr.edu  jpaul@rollins.edu
1.2 Office hours

I’m available during my office hours on Monday and Wed from 4 PM to 5.15 pm. & by appointment.  In addition to my office hours, I’m also available by e-mail, phone, or any other time by appointment.

1.3 Purpose of course

This course presents an overview of managing international marketing strategies and decisions, including choice of markets, modes of entry, appropriate organization for international expansion, and degree of adaptation, standardization or internationalization of marketing mix elements. This course provides useful tools and frameworks helping to deciding how, where, why and when to best internationalize, select markets, penetrate markets (market entry), how to build, manage and coordinate international products, international pricing, international promotion, and international distribution channels and sell to various customer segments across different cultures/countries.

2. About the Professor : 
Dr. Justin Paul is a confirmed full professor with the University of PR, visiting Professor at Rollins and holds an honorary title as - Distinguished Scholar at India’s premier business school- IIM. 
He is known as an author/co-author of text books such as Business Environment (4th ed), International Marketing, Export-Import Management (2nd edition) by McGraw-Hill & Oxford University Press respectively, with over 100,000 copies sold. He has served as a full-time faculty member with premier institutions such as the University of Washington, Nagoya University- Japan and Indian Institute of Management (IIM). Dr. Paul serves as Senior/Guest/Associate Editor with the International Business Review, Journal of Retailing & Consumer Services, Small Bus Economics, The Services Industries Journal, European Journal of International Management, Journal of Promotion Management & International Journal of Emerging Markets. In addition, he has taught full courses at Aarhus University- Denmark, Grenoble Eco le de Management-France, Universite De Versailles -France, ISM University-Lithuania, Warsaw School of Economics-Poland and has conducted research paper development workshops in countries such as Austria, USA, Croatia, China. He has also served as Visiting Professor with institutions such as University of Chicago, Fudan & UIBE-China, Autonomous Universities in Barcelona and Madrid. Dr. Paul has been a Program Director for training diplomats from different countries and served as a consultant to several firms. He has been an invited speaker at several and has published over 80 research papers and bestselling case studies with Ivey & Harvard. He is one of the most downloaded authors in the world with over 500,000 downloads. Paul introduced Masstige Index and Masstige Mean score scale as an alternative measure for brand equity measurement, CPP Model for internationalization of firms and 7-P Framework for International Marketing. He speaks four and half languages (English, Japanese, Malayalam, Hindi, and 50% Spanish) and has lived or visited over 60 countries.

His publications are available on https://www.researchgate.net/profile/Justin_Paul2 and his homepage is drjustinpaul.com & page is facebook.com/drjustinpaul.
3.Course Objectives

The following outlines the main course objectives of this course. 

Basics of Marketing and International Marketing Plan 

Providing the basics of marketing planning, analyzing current situation, understanding markets and customers, segmentation, targeting, positioning, developing product and brand strategy, pricing, distribution and integrated marketing communication strategy.

International Marketing Environment 
Understanding international markets and marketing, assessing international or global marketing environment, evaluating cultural and social environment.
International Market Research and Market Selection 
 Conducting marketing research, selecting international markets. Discuss the four market expansion/growth strategies, contrast the expansion vs. contractible approach, contrast the market concentration vs. spreading strategies, provides a systematic approach to international market selection. 

Entering Global Markets 
Outline the various types of entry modes, factors influencing entry modes, discuss the advantages and disadvantages of each, breakdown of distribution costs and present INCOTERMS.
Segmenting, Targeting, and Positioning International Markets 

International market segmentation strategies (i.e. country-based; consumer-based), apply criteria for targeting markets, how gain competitive advantage through positioning.
International Product and Branding 
Review the dimensions of product adaptation/standardization, international product life cycle, look at the debate about standardization vs. adaptation of products for international markets, country of origin (COO) aspects, product and branding strategies in international markets.
International Pricing 

Understand the various dimensions of pricing, discuss export pricing strategies, outlining factors determine pricing, learn how to manage price escalation, learn how to manage currency risk, outline the different terms of sales, understand transfer pricing and their importance in international marketing.

Global Placement and Distribution Channels 
Outline factors influencing distribution decisions, outline direct and indirect export options and pro and cons of each, outline criteria for selecting distributor, managing international distribution channels, and show the importance of export regulations and enforcement.

International Promotional and Advertising 
Outline the steps to plan a promotional strategy, show how to budget a promotional strategy, understand what is a media strategy, show the various legal restrictions related to ad/promotion, present ways to overcome such legal restrictions, measure the effectiveness of an advertising campaign, understand the AIDA concept and usage for promotion, present the Customer Response Index (CRI), present some international promotional blunders.

4. Video Case
Video cases for this course will be available on http;//facebook.com/drjustinpaul ; facebook.com/eximandmarketing and most classes will have a video exercise to enhance the learning opportunity.
5.Reading Material
The following reading materials have to be purchased:

Course Book (Bookstore or Amazon)

International Marketing, 2nd edition by Justin Paul & R.Kapoor, McGraw-Hill, Web: mhhe.com/paul-kapoor (Professor Paul will share the PDF Version of selected chapters with the students. Therefore, no need to buy this book). 
Additional Reading (on Blackboard or by email/ online)
· Justin Paul & C.Ferroul, Louis Vuitton in Japan, Best selling Ivey-Harvard case.  https://www.iveycases.com/ProductView.aspx?id=42893 (relates to week 6).
· Justin Paul et.al , Ferro Industries, Exporting Challenge in a Small Firm, Ivey/Harvard Case. https://hbr.org/product/ferro-industries-exporting-challenge-in-a-small-firm/W11620-PDF-ENG. (relates to week 12)
· Paul, J., & Mas, E. (2019). Toward a 7-P framework for international marketing. Journal of Strategic Marketing, 1-21.
.    Justin Paul (2015).  Masstige Marketing Redefined and Mapped. Marketing 
     Intelligence & Planning . Vol. 33 Issue: 5, pp.691-706,
     https://doi.org/10.1108/MIP-02-2014-0028.
6. Assignment Submission on Blackboard.
· You are welcome to submit a copy of your Essay assignment to the Professor by email  to justin.paul@upr.edu,  jpaul@rollins.edu .  
7.Learning Facilitators
7.1In-class and Online Tests

Description: During the semester you undertake couple of small tests about the book chapters and additional readings. They will assess the content discussed so far. The goal is to give you during the semester feedback of your understanding and mastering of the content of this course. 
Delivery: Complete the tests according to the guidelines being provided time to time.. Please read carefully the instructions prior doing the tests.

7.2 ESSAY
Description: 
Delivery: Write an essay (no more than 3,000 words). Focus on quality and not quantity. Make it look professionally formatted. The report needs to be handed to me at the end of the course.
7.3 Final Exam

Description: The final exam assesses the student’s knowledge about the course. The exam enables the student to look if s/he has understood the material, where he stands, what are the course requirements and course level. The exam must be taken at the time it is scheduled unless a change is granted by the professor. Should you be seriously ill, participate in college approved activities, or have other reasons you regard as valid, contact me before the exam.

Delivery: Undertake an in-class final exam.

2 Course Policy
The course consists on lectures where it is necessary, but more on discussing real world examples, cases, assignments, presentation and class discussions. You will be asked to explain concepts and ideas to your peers in class (individually and in groups). Poor in-class participation has an impact your final grade.

2.1 Course Involvement and Attendance

Read and complete the assigned material for the date due, attending and participating in class discussion individually and as part of a team if needed and engage actively in any other course activities. Consistent before–class preparation and in–class participation are essential parts of this course and will be important in all classes. Attendance is taken into account for the final grade. All assignments will be done on time, there are no exceptions as you need to plan that ahead. Late delivery of any work results in zero points. 
2.2 Deadlines 

The deadline for all assignments is at the beginning of the class, except otherwise mentioned. The final version of the IMP needs to be submitted prior the deadline.
2.3 Class attendance

I expect all students to be ready to start class on time. Class attendance is necessary. You need to check your e-mail (Rollins e-mail) daily. All communications are done over the e-mail account. We can have a what’s app group for faster communication, if required, taking into account, the hurricane possibilities.
2.4 In-Class behavior

As a student you should expect the professor to come well prepared and on time, and you should expect this of yourself too. You should be able to count on the professor to devote his full attention to the activities in the class and to neither eat nor sleep in class, and you should do likewise (. You may not bring food in classroom…. unless you bring enough for everyone to share. Also, please turn the cell phones “off” and arrive hatless, I do the same.
3 Course Evaluation

Class participation- 20%
Mid term exam- 20%

Final exam -30%

Case presentation (1 Case- 10%)- Max 3 members in a team
Case analysis (5 x 2 cases = 10%). Max 3 members in a team.
Essay with references- 10%
-------------- 
Total 100%

3.1 Means of Evaluation

This course employs a competitive, relative of grading. 
Final course grades are non-negotiable. It will only change if the lower grade results from a mathematical error, or if a higher grade was given by mistake. It is important that each student frequently check their class grades and immediately notify the instructor of any discrepancies. If you are absent, without permission, remember, there are no make-up’s or extensions in general and you might earn zero points for that work.  In-class tests and final exam will consists of objective questions (Multiple choice etc) and short answer questions.
4 Timing/Schedule 
	Week
	Topic
	Reading 
	To Do/ Assignments

	1 Wed
	Course Introduction.

Toward a 7-P framework for international marketing
	Article title- Toward a 7-P framework for international marketing from Journal of strategic marketing
	Video Cases- 

1. Uber in Germany

2. Kahoot



	Week 2 


	Understanding Global Markets & International Marketing 
	Chap 1 
	Download Seterra software in advance.

	
	Exercise- Seterra International Geography Game
	Seterra software ,

Cases:

1. Tata group’s internationalization strategy

2. Does Japanese acquisition in Ranbaxy mean international marketing strategy
	Downlaod Seterra on Laptop/ Phone 

	Week 3
	Cultural Differences & International Marketing
	Chap 6-IM: Paul & Kapoor
	Video Exercise-

Domino’s cultural Adjustment.

	
	Doing Business in Japan
	PPT 
	

	Week 4 


	Country analysis & Marketing Mix
	CASE 1: Toyota’s international marketing mix (to be given –from the book- IM by Paul & Kapoor).

2. Global Marketing Mix- Internationalization 

	Video on EU, NAFTA & ASEAN

	Week 5 


	Foreign market entry modes
	Chapter 9
	Case: Licensing of Philips’ Range of Products from chap 9

	
	
	
	

	Week 6  
	International Market entry strategies with ref to MPI, GPRI etc
	Chap 16
	International Market Planning & Selection

(with 30 circle challenge exercise)

	
	Article- 

Debate: Does Distance still matter? (3 points) – Harvard bus review article.
	
	

	Week  7: 


	Mid -Term exam 
	
	

	Week 8 

	International Product Policy, Planning & Strategy
	Chapter 12
	Video case: Oreo in China

	
	Case  : Luis Vuitton in Japan, Ivey/Harvard case (also in chap 12). Analyse with ref to 1.Product, Promotion, Place and Price strategy of LV  2. 4 As (Awareness, Availability, Affordability, Acceptability)

	Ivey’s Best selling case- LV in Japan  

	Week 9
	Pricing Strategy / Setting Global Prices.


	Chap 12
	Masstige Model & measure for Brand management

	WEEK 10 
	International Distribution: Channels etc.
	
	Kahoot

	Week 11 
	Global communication, Promotion & Advertising
	Chapter 14 & Case- Salomon
	Video on McDonalds’s advertising in the US & Korea.

	Week 12

Week 13


	Export-Import Documentation, Procedures & Incoterms
	Chapter 18 & 19
	

	
	Ferro Industries: Exporting challenges in a Small Firm. Ivey/Harvard case study.
	
	1 page Case analysis to be submitted- Qs: What, Where, Who, Why & How to resolve the dilemma?

	Week 14
	Presentation of Essay topics by students
	
	

	Week 
	Final exam
	
	


*Additional readings, currently unlisted, in the form of handouts, articles, or any other written or audio-visual material will be assigned and made available before they are due. Moreover, this syllabus may be altered at the discretion of the professor if necessary. The professor reserves the right to make any changes for anything. 

5 General Statements
Academic Honor Code:
Academic Honor Code Reaffirmation. The student commitment to uphold the values of honor - honesty, trust, respect, fairness, and responsibility - particularly manifests itself in two public aspects of student life. First, as part of the admission process to the College, students agree to commit themselves to the Honor Code. Then, as part of the matriculation process during Orientation, students sign a more detailed pledge to uphold the Honor Code and to conduct themselves honorably in all their activities, both academic and social, as a UPR student. A student signature on the following pledge is a binding commitment by the student that lasts for his or her entire tenure at the University.
 

Accessibility Services Rollins 
College is committed to equal access and inclusion for all students, faculty and staff. The Rehabilitation Act of 1973 and the Americans with Disabilities Act of 1990 create a foundation of legal obligations to provide an accessible educational environment that does not discriminate against persons with disabilities. It is the spirit of these laws which guides the college toward expanding access in all courses and programs, utilizing innovative instructional design, and identifying and removing barriers whenever possible. If you are a person with a disability and anticipate needing any type of academic accommodations in order to fully participate in your classes, please contact the Office of Accessibility Services, as soon as possible. Official accommodation letters must be received by and discussed with the faculty in advance. 

