
DEPARTMENT OF MANAGEMENT, MARKETING & LOGISTICS 
 
 
TERM:    Spring 2005 
 
COURSE NUMBER: MAR4156/Monday and Wednesday 1:30 p.m. – 2:45 p.m.  
 
COURSE TITLE:  International Marketing 
 
CATALOG 
DESCRIPTION AND 
PREREQUISITE: Prerequisite: MAR3023.  A study of the significance of 

international markets to multinational firms, with emphasis on 
the presentation of a conceptual framework for marketing within 
foreign countries.   

 
PROFESSOR:   Robert Frankel 
 
OFFICE:   Building 42, Room 3141 
 
OFFICE HOURS: Monday and Wednesday 3:30-5:30; or by appointment 
 
TELEPHONE:   Office: 904-620-2780; 1346 
    Home: 904-388-8324 
    Email: rfrankel@unf.edu 
 
REQUIRED TEXTS: International Marketing, Cateora and Graham (2005), 12th 

edition; Irwin-McGraw Hill 
Other readings will be distributed in class 

 
COURSE CONTENT:  
Course Outline          Weeks 
Impact of World Geography         1.0 
The Challenges of International Business       1.0 
Dynamic Environment of International Trade      1.0 
Logistics and International Marketing       1.0 
International Marketing Research        1.0 
Cross-Cultural Dynamics         2.5 
The International Political and Legal Environment      0.5 
Emerging Markets          1.0 
Multinational Market Regions and Groups       0.5 
Global Consumer Products and Services       1.0 
Global Advertising and Promotion        1.0 
Currency, Pricing and Trade Strategy       1.0 
International Distribution Channels        1.0 
Cases/Quizzes/Tests (preparation and Final)      2.5 
          TOTAL          16.0 
 
 
 



GRADING:   Percentages subject to change; if so, it will be announced 
 
Written Assignments (3)  140  pts 
Exams (3)/Quizzes   190 pts 
Export Feasibility Project     200 pts 
Class Participation     70 pts 
Total      600 pts 
 
Final grades will be based upon the following point totals, which represent the maximum 
level of points necessary to achieve each grade.  The instructor reserves the right to adjust 
the point levels as necessary.   
 
93-100 (558 - 600 points) = A  90-92 (540-557 points) = A- 
87-89   (522 - 539 points) = B+  83-86 (498-521 points) = B 
80-82   (480 - 497 points) = B-  77-79 (462-479 points) = C+ 
70-76   (420 - 461 points) = C  60-69 (360-419 points) = D 
0-59     (0- 359 points)      = F 
 
The material for each exam will cover any concepts from the text, reading packet, 
handouts, class lecture and discussion, exercises, speakers and videos assigned for that 
exam.  Exams will be composed of short essay questions, multiple choice and fill-in-the-
blank questions.  Lectures, class discussions and in-class exercises are not designed to 
reiterate the textbook material, so they will cover material that is not in the textbook.  The 
three exams are take-home exams - there will be no make-up exams; see me in advance if 
and when you have a problem/difficulty with an upcoming exam.  Exams handed in late 
are a bad idea – I accept such exams but assess a severe “late” point deduction.  It is the 
responsibility of the student to contact the instructor to review the results of an exam.  Pop 
quizzes (announced or unannounced) may be given at the instructor’s discretion.  There is 
no final exam in this course.       
 
Optional Extra Credit is available in this course by displaying your international cooking skill.  
Food is an important (and fun) element of a country’s culture.  Consistent with that 
importance, each student or a small group (2-3) of students will have the opportunity to earn 
extra points by preparing a representative sampling of cooking from a country of your choice 
(NOT the United States).  Each students will be assigned a time-frame during the semester 
when he/she make take advantage of this opportunity.  The cooking/food must be brought to 
class for the entire class’ inspection, tasting and evaluation.  The standard for a successful 
evaluation is that no class members die (or become sick) from your cooking.  You must be able 
to explain the origin, composition and importance of the food you have prepared, as well as 
that you were actively involved in (partially responsible) for the food preparation.  Up to 
fifteen (15) points are available for completing this option. 
 
 
LIBRARY  
ASSIGNMENTS:  None 
 
 
 
 
 



WRITTEN 
COMMUNICATION 
REQUIREMENTS: The written assignments will be handed out in class approximately 
1-2 weeks prior to the due date indicated on the syllabus, depending on the nature of the 
assignment.  The assignments may be cases from the textbook, cases combined with 
textbook material, analysis of course material, web-based research, or personal interviews. 
The purpose of each assignment is to get you involved in the course material, and to help 
you to understand the marketing issues by making them personal and realistic.  The 
specific requirements for each written assignment will be completely discussed at the 
appropriate points in time.  Each completed assignment will vary in length, typically from 
approximately 3-5 pages in length.     
 
All written communication must be word-processed: this means exams, any take-home 
quizzes and the three Written Assignments.  Provide a cover page with your name for all 
written communication.  Use 12 point/font type, and number the questions/answers.  Use 
no more than 1 inch top/bottom and left/right margins for all written communication.  
Failure to follow these guidelines will result in a loss of points.  How you say something is 
just as important as what you say -- so punctuation, grammar and spelling are an important 
part of all written communications’ grade.  All written communication is due at the 
beginning of the class period on the given due date; anything handed in late is a bad idea – 
I accept such material but assess a severe “late” point deduction.   
 
ORAL 
COMMUNICATION 
REQUIREMENTS: This is a very important aspect of this course.  Attendance will be 
formally taken on the days when we have guest speakers, discuss written assignments, 
and in-class exercises (note that accounts for a lot of classes), as well as on a random basis 
on the other days.  An un-excused absence on those days will result in subtraction of 
points from a student’s “Participation” points.  Note #1: you can't participate if you aren't 
in class.  Note #2: the act of physically being in class is not the same as participating.  
Students are encouraged to attend class each day and will be called upon to take a 
discussion position on issues raised during each class session.  It is expected that all 
assigned materials have been read prior to class.  To make the class as beneficial and 
interesting as possible, questions and discussion are encouraged.  Remember, there is no 
such thing as a stupid question or comment.   
 
The "Not Playing" Rule: When a question is addressed to a student during class, if for any 
reason you do not wish to participate on that subject - simply state "Not Playing" and I will 
move on to another student.  (Note: Groups may not invoke the "Not Playing" rule.) 
 
COMPUTER 
APPLICATIONS:  No specific requirements. 
 
INTERNATIONAL 
COVERAGE: This course is exclusively international in scope. 
 
ENVIRONMENTAL 
ETHICAL ISSUES: Coverage is included within an international/cultural context. 
 
 



ACADEMIC 
INTEGRITY: The exams and written assignments are not group 

assignments. In other words, I expect each student to do their 
own research and writing.  Given the nature of these 
assignments, it is possible that students may utilize similar 
resources -- however, it is very unlikely that students will 
have the same things to discuss or analyze about what they 
have seen or done.  Students are expected and required to 
adhere to the university code of conduct as outlined in the 
catalog.  Failure to do so will result in appropriate penalties. 

 
If you have a disability, as defined by the Americans with Disabilities Act (ADA), that might  
impair your performance in this course, please inform me of  that disability during the first 
week of class so that I may take appropriate action.  You should also notify the Office of 

Disabled Services Programs at (904) 620-2769 concerning any 
needs you may have. 

 
COURSE OBJECTIVES: 
 
1. To provide students with a better understanding of the nature of the complex 
interrelationships between and among firms and countries which produce and distribute 
materials, finished goods and services to satisfy industrial and consumer needs in 
international markets. 
 
2. To enable students to identify global market opportunities, and address problems and 
develop appropriate solutions to those problems for a firm entering (or expanding 
operations) in international markets. 
 
3. To prepare students to develop and implement an international marketing program by 
making decisions which are common for entry level marketing managers. 
 
4. To provide students with a variety of different and (hopefully) interesting methods to 
learn about international marketing. 
________________________________________________________________________________ 
THE EXPORT FEASIBILITY PROJECT (EFP) 
 
The EFP is both a group project (early in the semester) and an individual project (the 
balance of the semester).  The class will be divided into small groups (2-3 students) who 
will (1) initially work together and then (2) work independently.  In its initial stage, each 
group selects a country of interest and jointly produces an (approximately) 20-25 page 
paper.  This stage of the project is relatively easy to research and put together.  The second 
stage of the project requires that each group member complete their own, individual paper 
of (approximately) 20 pages using the group portion of the project as a foundation.  Each 
student will therefore produce a paper that is approximately 40-45 pages in length, equally 
divided between the group paper and their individual paper.  Composition of the groups 
will be determined by the instructor.  The project is the primary method in which the 
course material is integrated.  
 
The primary objective of the project is to provide some experience in developing an 
international marketing plan for a specific product.  The second objective emphasizes the 



importance of understanding the scope and complexity of international environmental 
factors before preparing that marketing program.  The third objective is to reinforce the 
key concepts of this course (and other courses), and to expand your horizons by exposure 
to issues not addressed in other business courses. 
 
The selection of a country is each group’s choice (subject to instructor approval).  One 
suggestion: select a country in which you have some specific interest.  Product choices are 
to be determined by the instructor.  Five or six products will be available as choices - each 
group member selects only one product.  The products will be consumer durable or non-
durable products.  You will be informed of the products in week four of the semester, and 
an information sheet and a sample will be made available for each product. 
 
EFP Project components and instructions (4 pages in length) regarding format, structure 
and content are available on my homepage listed under MAR4156-Spring 2005.  
Students will need this information to complete the project.  Samples of previous 
students’ EFPs to look at are available in my office and in class later in the semester. 
 
Groups and individuals are encouraged to meet with your instructor as you feel necessary.  
The following is an approximate assignment schedule for the project (see Tentative Course 
Schedule for specific due dates). 
 
Week 4 -  Groups assigned 
Week 4 -  Group country choices due (subject to instructor approval); Product Information 

Release 
Week 5 -  Group Counseling/Progress Meetings (encouraged but not mandatory) 
Week 7 - Stage One of EFP Paper  Due 
Week 8 - Return of Stage One of EFP Papers 
Week 14 - Final Version (Stage Two) of EFP Papers Due  

 
Grading 

 
The project is worth 200 points.  The group portion of the project (stage one) is worth 75 
points: it will be read, graded and comments/suggestions will be placed in the margins of 
the pages.  The individual portion of the project (stage two) is worth 100 points.  You are 
encouraged to submit a “rough draft” of parts of the stage two portion of the project at any 
time during weeks 7-12 of the semester; turnaround time is obviously a function of when 
you turn something in to me, and the condition it is in.  Grading of the project will be 
based on (1) adequacy and coverage of material; (2) ability to synthesize and interpret the 
material;  (3) quality of writing; and for the second stage of the project (4) creativity; and (5) 
application of the material to the problem (i.e., developing a marketing plan).   The 
remaining 25 points of the project are based on peer evaluations conducted at the 
completion of the group portion of the project (stage one).  Each student will be provided 
an evaluation form by the instructor with the name of their group members (including 
yourself), and each group member will submit those evaluations (on a number of criteria) 
of his/her fellow group members to the instructor at the end of class that day.  A score for 
each group member will be computed based upon an average of the evaluations by all the 
group members.  



TENTATIVE COURSE OUTLINE 
 

Date  Topic     Assignment 
1/05  Course Introduction    Syllabus 
 
1/10  The Global Challenge   Chapter 1; A1 
 
1/12    Dynamic Environment of  Chapter 2,18 (pp. bottom 548-554) 
  International Trade    
 
1/17  NO CLASS (MLK BIRTHDAY) 
 
1/19  Class Discussion Case 1-3  Written Assignment #1 (Case 1) Due  
 
1/24  Geography and Its Impact  Chapter 3; A2 
        
1/26  Dynamic Environment of  Chapter 2,18 (pp. bottom 562-567); A3 
  International Trade   Take-Home Quiz #1 Due 
       EFP Groups assigned 
 
1/31  International Marketing Research Chapter 8, including Appendix pp. 235-241  
                      Resources EFP Country Choices Due; EFP Product 

Information Release  
 
2/02  International Marketing Research  Chapter 8, including Appendix pp. 235-241 
       A4 
             
2/07  Cross-Cultural Dynamics  Chapters 4,5 
 Exam #1 Due (Assigned Material: Syllabus, 

Chapters 1, 2, 3, 8; A1-A4) 
  
2/09  Cross-Cultural Dynamics  Chapters 4,5 
  
   
2/14  Cross-Cultural Dynamics  Chapters 4,5 
                       Speakers: TBD  
 
2/16    Cross-Cultural Dynamics  Chapters 4,5 
 Written Assignment #2 (Case 2) Due 
 
2/21  The Political Environment  Chapter 6   
 
  The International Legal   Chapter 7; A5, A6   
  Environment     
 
2/23  Emerging Markets     Chapter 9 (pp. 239-257; skim 258-271) 
       A7 
       EFP Stage 1-Group Due  
 
 



Date  Topic     Assignment 
        
2/28  Emerging Markets     Chapter 9 (pp. 239-257; skim 258-271) 
       A7; Field Trip Jax Zoo 
 
3/02  Multinational Market Regions Chapter 10; A8 
  and Market Groups 
 Exam #2 Due at beginning of class (Assigned 

Material: Chapters 6, 7, 9, 10; A5-A8) 
 
3/07  Logistics and International   Chapter 15 (pp. 455-464); A9 
  Marketing     
 
3/09  Export Trade, Terminology and Chapter 15 (pp. 435-454)  
  Freight Forwarding   Quiz #2 (In-class) 
 
3/14  Developing Global Consumer Chapter 12; A10 
  Products and Services   
 
3/16  Developing Global Consumer Chapter 12 
  Products and Services  Written Assignment #3 (Case 3) Due 
        
3/21,23 NO CLASS (SPRING BREAK)  
 
3/28  IMC and Advertising   Chapter 16 
 
3/30  IMC and Advertising   Chapter 16; A11 
 
4/04  Pricing for International Markets Chapter 18 (pp. 529-547); Handout 
 
4/06  Pricing for International Markets Chapter 18 (pp. 529-547); Handout 
       Quiz #3 (In-Class) 
  
4/11  International Distribution Channels Chapter 14; A12  
 
4/13  International Distribution Channels Chapter 14  
       EFP Stage 2-Individual Due (@ 1:30 p.m.) 
       Pass out Exam #3 
 
4/18  Culture and Its Impact Revisited       
 
4/20  Geography and Its Impact Revisited Exam #3 Due  
 
4/22  TBD 
 
4/25  Office Meeting time from  EFP Stage 2 Review 
  1:30 p.m. - 2:45 p.m. (replaces 
  Final Exam)  


