MKTG 3780, International Marketing 

College of Business Administration

University of Missouri-St. Louis

2025 Spring Semester
Instructor:


Dr. Min Ju
Office:



ABH 221
Office Hours:


Tuesday 10:00am– 11:00am
or by appointment
Phone:


            314.516.4075
Email:



jum@umsl.edu
Research areas:                       Relationship Management and International Marketing Strategy
Class schedule:                       Tuesday 11:00am-12:15pm, Clark Hall 217
Course Overview
This course addresses the complexities of marketing in a global context and how to adapt marketing strategies to meet specific national market needs.  Specifically, the course is designed to cover, but is not limited to (a) the nature, problems, and perspectives of marketing activities across country boundaries; (b) how the environmental factors (economic, social, cultural, political, and legal) affect international marketing strategies; (c) the global entry strategies including exporting, licensing, foreign direct investment, and strategic alliances; (d) international product, branding, pricing, distribution, and marketing communication strategies.  Students will learn to develop the knowledge and skills in the formulation, implementation, and evaluation of marketing strategies and business operations in international markets. 
The course will help students achieve the following objectives:
1) Students will get up-to-date knowledge of key markets in the world, different cultural, socio-economic, and legal environments encountered in the international marketplace;

2) Students will be able to articulate international marketing strategies and solve practical business problems in specific national markets from the real business world. 
This course emphasizes an active learning process.  Active participation in both in-class discussion and out-of-class project preparation of students will be central to the learning process.  The course will adopt a variety of approaches, including lectures, case/video discussions, and group projects presentation.  
Textbook: International Marketing, Cateora, P. R., Gilly, M. C., and Graham, J., 19th edition, published by McGraw-Hill, ISBN: 1266830332, ISBN-13: 9781266830334.

Course Site: Canvas
--I will post class announcements, grades, and provide PowerPoint slides, etc.  
Course Assessment
Grades will be assigned based on the following requirements and corresponding weights:

                                       Exams                                               40%

                                       Group Project:

             25%

                                       Individual Presentation:

 15%

                                       Individual Assignments:

 10%

               Class Participation:
                         10%

             Total:


                       100%

The breakdown of grade ranges:
A = 93% and above; A- = 90-92%; B+ = 87-89%; B = 83-86%; B- = 80-82%; C+ = 77-79%; 

C = 73-76%; C- = 70-72%; D+ = 67-69%; D = 63-66%; D- = 60-62%; F= Below 60%

Course Requirements

1. Exams
There will be two exams. Questions would include multiple-choices and essays. Reading the textbook and attending class is strongly recommended. 

2. Group Project
In this course, each group is required to develop a Country Notebook for a designated company.  Students can choose the market that are familiar with, or plan to work there in future. Please select from the following countries: China, South Korea, Mexico, India, Brazil, and Russia. A country can only be chosen by one group on a first come first serve basis. 

The groups will conduct a detailed study on how to do business in that country/region. Topics include:

1) Brief introduction of the market information of the country/market (Cultural Analysis and Economic Analysis);

2) Competitive advantages of that country/market in global economy and global trade;

3) Major trends in consumption and in marketing in that country/region in recent years;

4) Develop a market entry strategy for an US-based company to that host market. 

The presentation is scheduled at the end of the semester and the presentation should be around 25 minutes. A written report and a copy of the slides should be submitted to the instructor before the presentation. The report must be typed out and the length of the text should not exceed fifteen (15) double-spaced pages.    

The grade will be based on four criteria: (1) organization of presentation; (2) degree of creativity (making topic interesting); (3) quality of research and recommendations; and (4) ability to handle class questions.  

3. Individual Presentations 
To add new perspectives on specific international marketing issues, each student will be required to find a “related topic" and give one 15-minute (approximate) video presentation. Students need to submit a copy of the slides and post the presentation video online.

Topics include and are not limited to (1) International Marketing Strategy and Environment; (2) Country market and entry challenges; (3) International Products and Pricing; and (4) Channels and Marketing Communication.   

For example, for the issue of international marketing research, an appropriate topic would be "The Challenge of Data Quality in Developing Markets." I suggest students find several major reference articles or consult some current information sources (trade magazines, newspapers, etc.).  
4. Individual Assignments. 

There will be two individual assignments. Each one will account for 5% of the final grade.
5. Class Participation and Contribution. 

We will discuss multiple video cases in class throughout this semester. Your contribution to the video case discussion will be evaluated individually. 

Aside from lectures, there will be in-class group and individual exercises and discussions. Students are expected to participate actively and contribute to the learning environment. 

Student class participation grade will be based on the quality and input in class, and class attendance. Attendance will be taken during the class period.
Course Schedule 
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	Week

	Date
	Topic
	Textbook Ch (s)

	1
	Jan 21
	Introduction and Course Administration


	Ch. 1



	2
	Jan 28
	The Dynamic Environment of International Trade


	Ch. 2

	3
	Feb 4
	Culture and Legal Environment 
	Ch. 4,5,6



	4
	Feb 11
	Culture and Legal Environment 
	Ch. 4,5,6



	5
	Feb 18
	Global Marketing Research 
	Ch. 8



	6
	Feb 25
	Market Entry Strategy  


	Ch. 9

	7
	Mar 4
	Multinational Market Regions and Market Groups  


	Ch. 11

	8
	Mar 11
	Q&A

	

	9
	Mar 18
	Mid-term Exam
	

	10
	Mar 25
	Spring Break
  
	             

	11
	Apr 1
	Global Marketing Management

  
	             Ch. 12

	12
	Apr 8
	Pricing for International Markets
	Ch. 18


	13
	Apr 15

	Global Distribution

	Ch. 15

	14
	Apr 22

	Integrated Marketing Communications

	Ch. 16


	15
	Apr 29
	Group Presentation

	

	16
	May 6

	Group Presentation
	

	17
	May 13

	Final Exam
	


The information in this syllabus may be subject to change and any changes will be announced in class. 
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