VSE/ESAC

Summer course 2011

Course: Global Marketing

Course Code:   2FF302/Undergrad

Credit Hours: Each course is worth 4 US/7 ECTS semester credits (for a total of 8 US/14 ECTS credits)

45 direct contact hours (includes class lectures, mandatory site visits and direct instruction)

Semester: Summer 2012
Instructor: Ciaran S. Kelly (M.A., B.A., B.A.)

Office Hours: By appointment. 

Phone: 732 739 366  

E-mail: czkelly@yahoo.com  

Course description:

This seminar course provides an in-depth study of the nature and determinants of the behavior of organizations in relation to their marketing activities in a global environment. This course will emphasize the cognitive processing perspectives of decision making within ethical marketing both locally and internationally. Students will also gain experience in comprehensively surveying the literature in subject areas such as memory, attitudes, perceptions, preferences, and buyer/seller behavior in a global marketplace. The seminars and discussions will focus on practical, professional decision-making incorporating the challenges faced by marketers who must balance the needs of customers, suppliers, shareholders, employees, and other stakeholders.

In addition, this course investigates various promotional tools used in the communication mix, such as advertising, sales promotion, and publicity, to sell products and services. Concepts include: advertising planning processes, determining advertising and promotional goals and objectives, control and evaluation of advertising and promotional programs, and regulatory issues. Students will develop a comprehensive advertising campaign for a real or imaginary product. 3 credits

Course Prerequisite(s):

None

Course Purpose:

The marketing emphasis area provides students the opportunity to examine all aspects of the marketing mix. The content of this course aligns with the following program outcomes:

Appraise the threats and opportunities of conducting business in a world with fewer barriers.

        Evaluate a company’s marketing strategies and make recommendations.

                     Access and evaluate relevant information to guide business decisions.

Required Readings:

· Marketing across cultures,  4th ed., Prentice Hall, Jean-Claude Usiner, Julie Anne Lee

· Global Marketing, Svend Hollensen

Course pack and assigned readings from the web

http://www.internationalist.com/
http://www.deanfosterassociates.com/learn-about-cultures/quiz/
http://abcnews.go.com/Entertainment/WolfFiles/story?id=90849
http://www.essortment.com/all/deathritualsre_rdpa.htm
Learning Objectives:   

In this course, learners…

Course objectives:

1. To present a cohesive, substantive perspective on the conceptual and managerial nuances of the business marketing field.

2. To compare and contrast domestic and international marketing techniques and strategies.

3. To provide an understanding of the internal and external variables influencing the development and execution of business marketing strategies in the international environment.

4. To focus on specific changes in supply management and how they have altered the purposes and methods of international business marketing.

5. Learn about the elements of the marketing management process, the basic components of marketing programs, and the interaction of marketing with other functions of the organization.

6. Understand the role of marketing managers and how to apply marketing concepts to a wide range of management and international situations.

7. Acquire analytical skills to define marketing problems, identify opportunities, and interpret their implications for decision-making in a global marketplace.

8. Apply both qualitative and quantitative tools to marketing problems.

9. Develop practical communication skills by using persuasive arguments in support of well-grounded marketing actions.

Sub objectives:

· Analyze the expanding environment of media and communication techniques.

· Assess the strengths, weaknesses, opportunities and threats (SWOT) of different kinds of promotional campaigns.

· Examine the importance of market segmentation, position and action objectives to the development of an advertising and promotion program.

· Develop creative strategies for advertising.

· Plan media strategy, scheduling, and vehicle selection.

· Assess strategic uses of sales promotions.

Content of the Course:

1. Marketing and Customers

2. Marketing and Partners

3. The Marketing Environment

4, Managing Market Information

5. Consumer Behavior

6. Segments, Targets and Positioning

7. Branding: products and services

8. Pricing

9. Advertising, Sales and PR

10. Ethics

Attendance Policy  

In accordance with the policies of VSE, class attendance is required and classes will start promptly at the scheduled time.  Students are expected to be on time to class and to return promptly from breaks. If a student arrives 10 minutes late or leaves 10 minutes early this may constitute a class absence.  If a student is absent for more than 2 class sessions in a twelve week course, the final grade for the course will be lowered 5% for each additional absence. 

Academic Honesty  

VSE has a zero tolerance for plagiarism, cheating and other forms of academic dishonesty. Cheating on exams and quizzes will result in a failing grade for the course.  Plagiarism, submitting written assignments that are not your own work,  but work copied from, books, articles, inter net without citations, papers of classmates and papers prepared by person(s) other than yourself may result in a failing grade for the course.  The suspected work will be turned over to the Academic Program Director for evaluation and final decision. See the Student Honor Code for detailed policy. 

Course Requirements

Participation: Participation extends beyond mere attendance. Expect your instructor to keep track of how often you contribute to class discussion (as a whole), particularly during discussion and evaluation sessions.  In general: this class is intensive and interactive. One does not have to give presentation nor speeches in order to do well, but please note that missing class could seriously affect your grade!

Quizzes: Will take place at the beginning of every class on a previously assigned reading.  Quizzes will be objective and can not be made up if missed. There will be 10 quizzes in all, and combined they make up 25% of the students grade.

Exams:  Three take home exams will be assigned.  Each will have a specific due date and time.  Late exams, unlike the quizzes can be made up, but at a lowered grade.

COMPUTERS ARE NOT ALLOWED IN THE CLASS DURING LECTURES

Take home assignments may be completed on computers, but no lap tops will be open during class hours under any circumstances.

General Requirements

Late assignments and absence from tests will not be tolerated. In the event of illness or emergency, contact your instructor IN ADVANCE to determine whether special arrangements are possible. 

· The University’s rules on academic integrity (e.g. cheating, plagiarism, submitting false information) will be strictly enforced. Please familiarize yourself with the STUDENT HONOR CODE or ask your instructor for clarification. 

· Electronic devices may or may not be used in the classroom as determined by the instructor. 

Criteria for Determination of Final Grade, including Evaluation Methods

	Activity
	Percent
	Description

	Quizzes
	25%
	Objective based on weekly reading assignments

	Take Home Exam  1
	25% 
	Written exam based on lectures and reading

	Take Home Exam 2
	25%
	Written exam based on lectures and reading

	Take Home Exam 3
	25%
	Written exam based on lectures and reading

	
	
	


Grading Scale according to the University of Economics, Prague, VSE:

	A
	90 %
	–
	100 %

	B
	75 %
	–
	89 %

	C
	60 %
	–
	74 %

	D/F
	0 %
	–
	59 %

	
	
	
	


However, remember as you study and work on your project, that doing just what you are expected to do and what everyone else does is “average.”  That translates into a C.  To earn a B means that your quality output is “above average”.  To earn an A, means that your attendance, course participation, project, and project participation were “exceptional.”  Trying to skate through the course and throwing together your project at the last minute will almost assuredly result in a “below average” grade.

*A course grade of incomplete will be given only under very unusual circumstances, and only if the student has completed at least 75% of the assigned work by the last day of class.  An incomplete contract must be signed and approved for the grade to be given.

Date Prepared and By Whom Prepared:  Ciaran Kelly May, 2011 
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