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International Marketing  
Course Syllabus 

Chiang Mai, Thailand 
 
 (100/200 Level) 
 
COURSE INFORMATION 

International Marketing  
3 (3-0-6) credits 
45 hours 
 
PROFESSOR 

Chirawan, Chaisuwan, Ph.D. Faculty members of the Faculty of Business Administration,  
Marketing Department, CMU 
Mike Meallem, Lecturer (part time), of the Faculty of Business Administration CMU 
 
DESCRIPTION 

This course introduces the principles of international marketing.   It emphasizes analysis 
of external environmental factors affecting international marketing strategies.  
Understanding consumer behaviours in different cultures is crucial to the success of 
international marketing. 
 
TEXTBOOKS & COURSE MATERIALS 

Texts and Main Documents 

Keegan  Warren, Green Mark , Global Marketing, 8th ed, Pearson,2015 

Cateora, Gilly, Graham, International marketing 14/e, McGraw-Hill., 2013. 

 
Recommended Teaching Resources 

In addition to textbooks and supplementary handouts, students will be assigned to do 

additional reading outside of class for their assignments. Readings can range from 

newspapers to journals, magazines to the Internet. 

 
OBJECTIVES 

By the end of this session we should achieve the following major objectives: 
 
 

1. To introduce students to issues in marketing in a business environment 
that is increasingly international in scope and global in philosophy. 
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2. To improve students' knowledge of the processes of doing business 

internationally and the marketing issues that arise in determining market 
entry strategies and in decisions about the product/service, pricing, 
distribution, marketing communications and people. 

 

 
 
EXPECTED STUDENT OUTCOMES 

After successful completion of this course, students will be able to:  
 

1. Explain the key principles involved within international marketing  
2. Understand the external issues affecting international marketing activities 

including the economic, social/cultural and political/legal environments. 
3. Identify and assess global marketing opportunities and threats in the 

 international marketplace. 
4. Understand the process of adapting and implementing global marketing 

strategies  to specific market needs 
5. Understand the cultural context within which international marketing 

takes place, with a focus on the ASEAN countries 
6.  Develop concern of ethical and global issues relevant to contemporary 

 marketing 
 
 
TEACHING METHOD AND STUDENT RESPONSIBILITY 

 

The course instructors will employ lectures, classroom activities, and field trips. 

 

Students are expected to: 

1. Participate in class discussions. 

2. Demonstrate respect to the fellow students in order to create a suitable 

learning environment. 

3. Complete assigned readings prior to class. 

4. Submit assignments in a timely manner. 

5. Access the course regularly to follow postings and schedule changes.  

 
COURSE OUTLINE 

 

Unit Topic 

1  Introduction to international Marketing 
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2 The Importance of culture for International 
Marketers 

3-4 Business Customs and Impact of Cultures 

5 The Impact of Politics on International 
Marketing 

6 Economic Development and its impacts on 
Marketing 

7 Marketing in ASEAN countries : Experiences of Thai Exporters 

        8 Market Research: Secondary data –Euromonitor Database 

9-10 Marketing Research:  Primary data 

11 Entry into international Markets 

12-13 International Products and Services     

14-15 International Marketing Channels 

16-17 Pricing for International Markets 

18-19 Integrated Marketing 
Communications and International Advertising 

20 Presentation and Feedback 

21 Final Exam 

 
 
ASSESSMENT 

The course grade is based on assignments as follows: 
 

 Participation (10%) 
Students will be evaluated on their participation in class. Students are 
expected to contribute to class discussions. This includes preparation for class 
by reading the text and presenting their opinions of materials covered in class. 
Questions, comments and participation in discussions are encouraged. Not 
coming to class will not negatively affect your grade but restrict your 
opportunity to positively affect your grade. Every student is responsible for all 
material covered in class when absent. 
 

 Quizzes (15%) 
These 5 quizzes, each worth 3% will assess the student’s completion of all 
required readings from the course as well as information delivered during the 
lectures. The quizzes will be in a short answer format and will be given 
without prior notice. 
 

 Case Study (15%) 
This presentation is based on a case study assigned by the instructor. The 
students are expected to present a detailed and analytical summary of the 
case study and answer any questions. The assignment will require critical 
thinking skills as well as knowledge gained from the course. The objective of 
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this assignment is to show the students’ ability to apply the theory which has 
been taught in class to a real life situation. 
 

 International Marketing Launch Plan- Group Work (30%) 
This assignment involves students working in groups of 4-5 to develop an International 
Marketing Launch Plan. Your company is considering introducing a product in a foreign 
country. You have been asked to prepare a report to your company President and Board 
of Directors. The assignment has two main parts. First, students will research and then 
present a detailed cultural analysis of their chosen country (10%). They will then write a 
final report detailing their strategy for launching a product into a new international 
market (20%) 
    
 

 Guest Lecturer Report (10%): Students will have a chance to meet 
with a Thai Exporter and learn from his/her experiences. During the 
presentation try to determine the followings: 

  

 how the decision was made to go abroad 

 how the decision was made which market(s) to enter 

 how the specific market entry decision was made 

 what organization design and marketing program was (and is being) used 

 what the company's current level of success is in the market 

 what errors, mistakes, setbacks did the company encounter and what has 

the company done to overcome these 

 what is your analysis of the strengths, weaknesses, opportunities and  

threats facing the company currently in this market and what strategy and 

tactics should be taken to ensure optimal success in that market. 
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 Final Exam – Individual (20%) 
Cumulative knowledge from class discussions, assignments focussing on the chapters 
covered in the first half of the units 

 
Final Grade scale: 
 (Grade  % point) 

A 90-100 
B+ 87-89 
B 80-86 
C+ 77-79 
C 70-76 
D+ 67-69 
D 60-66 
F        under 60 

 
STUDENT RESPONSIBILITY 

Students are responsible to confirm all assignments are received by their instructor. This 
includes assignments submitted electronically or mailbox when the instructor is not present. 
 
DISABILITY POLICY 

Every effort will be made to accommodate students with disabilities or special learning 
needs.  If you have a documented disability for which you have already requested 
accommodations through the office, your instructor will have been notified so that 
arrangements can be made early in the term. 
 
ACADEMIC HONESTY POLICY 

Plagiarism, cheating, submitting work of another person or work previously used and other 
forms of academic dishonesty will lead to lowered course grades, failure of the course or 
more severe measures, depending on judgments of the gravity of the individual case. 


