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Learning outcomes 
Upon the successful completion of this module, the student should be able to demonstrate the ability to:
1. Critically compare and contrast the impact of cultural differences and similarities between nations in a marketing content.
2. Identify and critically reflect on the contemporary ethical and practical frameworks of marketing within a global context.


Indicative content 
1. The global marketplace and economic environmental issues such as the barriers to free trade.
2. Cultural and social forces and their impact on marketing activities and consumer buying behaviour.
3. International market research including sources of information, primary and secondary research and data collection issues in an international context.
4. The development of global marketing strategies and international communications such as advertising, sales promotion, public relations and sponsorship.
5. Global branding and the cultural implications, ethical issues on a multinational and local scale.
6. The consideration involved in the planning of international marketing entry  strategies and the use of appropriate channels.
7. International pricing issues including export pricing and pricing strategies and issues such as the ‘dumping’ of goods.
8. Issues of application of marketing tools and techniques in an international setting.

Weekly schedule
	Week
	Session 1
	Session 2

	Week 1: Introduction to International Marketing


Learning outcomes:  LO1, LO2







	Key topics: Introduction to the module, the difference between marketing strategies and international marketing strategies. The difference between MNCs and born global companies. International marketing approaches. Home Vs Host country.

Key theories and frameworks: EPRG Framework, Drivers of Globalisation, Glocal marketing 

Activities: Icebreaker, introduction, identification of MNC home and host country/countries class activity.

	Key topics: What is globalisation and the main drivers of globalisation, international marketing complexity

Activities: Class activity.
Independent Study introduction.

	Week 2: 
International Marketing Environment


Learning outcomes: LO1, LO2
	Key topics:  The main elements of the micro and macro environment. Comparison of different economic systems, identification of trade agreements. 
Key theories and frameworks: PESTLE analysis

Activities: Case study and class activity


	Key topics: The political and legal environment


Activities: Class activity, group presentation based on the macro environment
Independent Study review.





	Week 3: Socio-cultural Environments in International Marketing 


Learning outcomes: LO1, LO2
	Key topics: understanding of what socio-cultural environment is, the various elements of culture, and how they affect consumer behaviour and marketing. 
Key theories and frameworks: 
Hofstede model, Globe

Activities: Case study and class activity


	Key topics: Analysis of cultural comparison models such as Hofstede, Globe and Schwartz

Activities: Class activity. Assessment clinic 1.


	Week 4: Segmentation, Targeting and Positioning



Learning outcomes: LO1, LO2



Learning outcomes: LO1, LO2
	Key topics: Analysis of different segmentation variables and targeting strategies. 
Key theories and frameworks:
Segmentation variables,
Targeting strategies, Perceptual mapping 

Activities Case study: Use of AI in segmentation, targeting and positioning
	Key topics: Analysis of product positioning strategies and perceptual mapping.


Activities: Group Presentation
Independent Study review.



	Week 5: International Product Strategies and Branding




Learning outcomes: LO1, LO2
	Key topics: Understand basic product categories and product dimensions available in domestic and international markets

Key theories and frameworks: Core, Actual and Augmented Product, Depth and Width
 
Activities: Case study and class activity
 
	Key topics: Adaptation and standardisation, international brand management and branding strategies.

Activities: 
Assessment Clinic 2

Independent Study review.

	Week 6: International Pricing Strategies and Promotion

Learning outcomes:  LO1, LO2


	Key topics: Comprehension of the most common strategic objectives associated with prices and what methods may be used to achieve those objectives. Pricing strategies

Key theories and frameworks: Pricing Strategies, Push and Pull strategies, IMC

Activities: Case study and class activity
	Key topics: Understand traditional and culturally based types of advertising appeals that marketing professionals use. Discussion of different types of promotion. Integrated Marketing Communication

Activities: Group Presentation
Independent Study review.

	Week 7: 
Managing international distribution and logistics

Learning outcomes: LO1, LO2


	Key topics: Channels of distribution, intensive, exclusive and selective distribution.


Key theories and frameworks:
Channels of distribution, distribution strategies   

Activities: Class activity based on use of middlemen
	Key topics: Discussion of what international marketing channel functions various intermediaries perform. Discussion of international retailing.
Activities: 
Assessment clinic 3.
Independent Study review.

	Week 8: 
Market Entry Methods
Learning outcomes:  LO1
	Key topics: Comparison of market entry methods such as exporting, franchising, licensing, wholly owned subsidiary, joint venture, strategic alliance.

Key theories and frameworks: 
Market entry methods

Activities: Case study and class activity
	Key topics: Critical Analysis of market entry methods.

Activities: Group Presentation

Independent Study review.

	[bookmark: _Hlk199956763]Week 9:
Ethical issues in international marketing



Learning outcomes: LO1, LO2


	Key topics: Ethical issues with marketing mix elements 
Key theories and frameworks:
Cultural relativism, Justice approach 

Activities: Individual class activity. The impact of AI on ethical marketing.

	Key topics 
Activities: Group work and group discussion.
Independent Study review.

	Week 10:
International Marketing Research



Learning outcomes: LO1, LO2
	Key topics: International marketing research

Activities: Group class activity.
	Key topics and activities: 
Revision and formative feedback

Activities: Assessment Clinic 4 

	Week 11
	Assessment Period (Assignment Submission/Exam)

	Week 12
	Assessment Period (Assignment Submission/Exam)
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