
UNIVERSITY OF BRIDGEPORT

Global Marketing Strategy
Spring 2014
Syllabus

Instructor:  Robin Chase
Starting Date: Sat., Jan. 25
Office Location: TBD
Home Tel:
(860) 727-8419

Office Hours: By appointment
Home Fax:
(860) 727-8570



e-mail:  chasemktg@me.com

COURSE OBJECTIVES: 


In a sense global marketing is just about serving other segments of consumers. However, in the wired Internet world, the questions for marketers go far beyond understanding consumers in other parts of the world. Today globalizing goes far beyond whether to standardize the 4 P’s. Today it means determining the best place(s) to develop and produce your product so as to best meet the needs of customers in the various markets the company serves. It entails more than finding a local retailer or distributor; marketers must also determine how best to enter a market (export, joint venture, etc.) and how best to get the finished product to the customer (logistics). It entails determining how much adaptation of communications, both media and message, will be necessary.

In short, the central issue for international marketers today is just how global to be and how to best deliver the appropriate balance of standardization and localization.

This course will examine:

· The various aspects of the environment, both global and local that the marketer must consider.

· What the appropriate balance is between standardization and localization.

· The variety of ways to enter markets and when and how each should be used.

· How to establish competitive advantage in the global marketplace, whether in the domestic market or in foreign markets.

· Specific aspects of implementation including the role of the global supply chain and how to organize for globalization.

· Emerging markets, such as, India and China, and how to market to customers there as well as how companies from developed markets can best compete in the emerging markets and how they can best compete with global giants in their home markets.

· In brief, what to consider when analyzing a global opportunity, how to develop competitive advantage and an appropriate strategy, and how to implement the plan.

We will also continue to work on case analysis and communications skills. The latter will include both written and oral communications.

REQUIRED TEXT(S):


1. Winning in Emerging Markets: A Road Map for Strategy and Execution by Tarun Khanna and Krishna G. Palepu. Harvard Business Press, 2010.

Can be purchased from Amazon: Kindel edition = ~ $20, Hard copy = ~ $30.

2. Course packet including cases and readings to be purchased from the Harvard Business School Publishing website. 
3. Handouts may also be distributed in class.

COURSE REQUIREMENTS:


Attendance -- I assume that you are grown ups and that if you come late, leave early or miss class, that you have a (good) reason. What that reason is is your business. It is not necessary to tell me or to apologize.
Guideline for impact of absences on Attendance and Participation grade:

Absences




Absences
0-1 No penalty


4
35 point penalty
2 
15 point penalty

> 4
45 point penalty 
3
25 point penalty

Participation - Class participation is evaluated according to the following criteria:

1. Is the student helpful in moving the discussion forward?

2. Does the student raise issues which are of interest to his/her peers?

3. Does the student go backwards in the discussion to attempt to “win” a point, but lack persuasive evidence and so appears to be wasting time?

4. Does the student participate well in role plays, including unflattering roles, to assist the moderator in building understanding and insight for the class as a whole?

Students are expected to prepare each session’s readings and case to participate actively in discussions of the readings and cases. The quality and level of preparedness of each student’s contributions matters as much as the number of times a student volunteers in class. The objective: regular weekly, substantial contributions to class discussions.

Written Assignments – There will be two (2) Written Assignments. They will be due on March 1 and April 12. Instructions will be handed out in class.

Team Projects – The team project will consist of completing a marketing audit for a company that markets one or more products in more than one country. The team will be responsible for identifying a company, examining its operations and marketing by using the conceptual models of global marketing and management that will be presented throughout the semester. It is expected that information will come mostly from library sources and other secondary informational sources. For additional guidelines, please see Appendix A. Each group will make an in-class presentation of their findings along with their written presentation.

A proposal for this project is due on February 22 at the beginning of class. The proposal should consist of one page, single-spaced. It should state the company and product(s) that you will be examining and briefly summarize what you have learned about that company so far.

Each group member will receive the same grade for all the project’s parts.  If there are any problems with group members not participating fully, see the instructor as soon as possible. You will complete a Peer Evaluation on May 9.
Final Written and Oral Presentations – Due May 9.
This should include a complete written presentation of your findings for the professor as well as an oral presentation of your findings for the class. 

GRADING:
The learning criteria for both written and oral work are the extent to which the student has:

Learned fundamental theories (models) of global marketing and management.

Learned to apply course material to clarify thinking and/or to solve problems.

Developed specific skills, competencies, and points of view needed to work effectively with professionals in global marketing and management.

Final Project:
Written presentation

30%



Oral presentation

  5%



Proposal


  5%

First Written Assignment


20%

Second Written Assignment


20%

 

Attendance and participation:


10%

Team participation


10%






-------






100%

NO LATE ASSIGNMENTS WILL BE ACCEPTED AND NO MAKE-UP ASSIGNMENTS WILL BE PROVIDED.

COURSE SCHEDULE:   



Session 1
Introduction to Course; Introduction to Global Marketing

Sat.
Introduction to Course


1/25
Introduction to Global Marketing



Global Trading Environment - Lecture

February 1 – NO CLASS

Session 2
Environment: Countries


Sat. 
Country Analysis 

2/8

Distance Still Matters





National Culture & Management – Lecture





Case:
Mary Kay
First Written Assignment handed out – due March 1
Session 3
Emerging Markets – Part 1

Sat.
Winning in Emerging Markets – Introduction, Chapter 1-2

2/15


Session 4
Emerging Markets – Part 2

Sat.
Winning in Emerging Markets – Chapters 3-4

2/22



Final Project Proposal Due
Session 5:
Emerging Markets – Part 3 

Sat.
Winning in Emerging Markets – Chapters 5-7

3/1



First Written Assignment Due
Session 6
Emerging Markets – Part 4 

Sat. 
The End of Corporate Imperialism

3/8
Hidden Dragons



Session 7
Emerging Markets – Part 5 


Sat.
Segmenting the Base of the Pyramid

3/15
Diasporas: Causes and Effects
March 22 – Spring Break – No class!

Session 8
Emerging Markets – Part 6

Sat. 
Case:
Novozymes

3/29
Case:
Narayana Hrudayalaya Heart Hospital
Session 9
Global Brands 

Sat.
How Global Brands Compete

4/5
Global Branding




Diaspora Marketing

Session 10
Strategy: How to Enter New Markets

Sat.
Lecture

4/12
Additional activities TBA

Second Written Assignment Due
Session 11
Strategy and Implementation

Sat.
All Strategy Is Local


4/19
Managing Differences: The Central Challenge of Global Strategy Thriving  




Locally in the Global Economy
Session 12
Implementation: “The Disassembly Line”
Sat. 
Building a Resilient Supply Chain
4/26 
Beyond Offshoring

Case:
Li & Fung 2006

Session 13
Implementation: Organizing for Global Marketing

Sat.
What Is a Global Manager?

5/3

Optimal Marketing




Marketing: Who’s Really Minding the Store Globally?
Session 14
Final Projects Due

Sat.




5/6


Appendix A

Components of a Marketing Audit(
Part 1: 
Marketing Environment Audit

Macroenvironment

A. Demographic

What major demographic developments and trends pose opportunities or threats to this company? What actions has the company taken in response to these developments and trends? To what extent are these similar from market to market?

B. Economic


What major developments, both globally and in each relevant country in income, prices, savings and credit will affect the company? What actions has the company been taking in response to these developments and trends? What aspects of the global trading system impact this company and product? What is the state of infrastructure? To what extent are these similar from market to market? 

C. Environmental

What is the outlook for the cost and availability of natural

resources and energy needed by the company? What concerns have been expressed about the company’s role in pollution and conservation, and what steps has the company taken?

D. Technological

What major changes are occurring in product and process

technology? What is the company’s position in these technologies? What major generic substitutes might replace this product? To what extent are these similar from market to market?

E. Political


What aspects of the global trading system impact this company and product? What aspects of national, state/province, county, local, etc. government may impact this company and product? To what extent are these similar from market to market?

F. Cultural


What changes in customer lifestyles and values might affect the 

company? What is the public’s attitude toward business and toward the company’s products? To what extent is culture similar from market to market? 

Task Environment (Microenvironment)

A. Markets


What is happening to market size, growth, geographical 

distribution and profits? What are the major market segments?

B. Customers


What are the customers’ needs and buying processes? How 

customers and prospects rate the company and it competition on reputation, product quality, service, sales force, and price? How do different customers segments make their buying decisions?

C. Competitors


Who are the major competitors? What are their objectives,

strategies, strengths, weaknesses, sizes and market shares? What trends will affect future competition and substitutes for the company’s products?

D. Distribution and

What are the main trade channels for bringing products to

Dealers 
customers? What are the efficiency levels and growth potentials of the different trade channels?

E. Suppliers


What is the outlook for the availability of key resources

used in production? What trends are occurring among suppliers?

F. Facilitators and

What is the cost and availability outlook for transportation

Marketing Firms
services, warehousing facilities, and financial resources? How effective are the company’s advertising agencies and marketing research firms?

G. Publics


Which publics represent particular opportunities or problems

for the company? What steps has the company taken to deal 

effectively with each public? FYI, The “publics” are financial, 

media, government, citizen-action, local, general, internal.

Part 2: 
Marketing Strategy Audit

A. Business Mission

Is the business mission clearly stated in market oriented

terms? Is it feasible?

B. Marketing Objectives
Are the apparent company and marketing objectives and goals 

and Goals


stated clearly enough to guide marketing planning and 

performance measurement? Are the apparent marketing 

objectives appropriate, given the company’s competitive position, 

resources and opportunities?

C. Corporate Strategy

Has the management appear to have articulated a clear 

marketing strategy for achieving its marketing objectives? Is the 

strategy convincing? Is the strategy appropriate to the stage of 

the product’s life cycle, competitors’ strategies, and the state of 

the economy? Is the company using the best basis for market 

segmentation? Does it have clear criteria for rating the segments 

and choosing the best ones? Has it developed accurate profiles 

of each target segment? Has the company developed an 

effective positioning and marketing mix for each target segment? 

Are marketing resources allocated optimally to the major 

elements of the marketing mix? Are enough resources or too 

many resources budgeted to accomplish the marketing 

objectives?

Part 3:

Marketing Function Audits

A. Products


What are the company’s product line objectives? Are 

they sound? Is the current product line meeting the objectives? Should the product line be stretched or contracted upward, downward or both ways? Which products should be phased out? Which products should be added? What are the buyers’ knowledge and attitudes toward the company’s and competitors’ product quality, feature, styling, brand names and so on? What areas of product and brand strategy need improvement.

B. Price


What are the company’s pricing objectives, policies, 

strategies and procedures? To what extent are prices set on cost, demand and competitive criteria? Do the customers see the company’s prices as being in line with the value of its offer? What does management know about the price elasticity of demand, experience curve effects and competitors’ prices and pricing policies? To what extent  are price policies compatible with the needs of distributors and dealers, suppliers and government regulation?

C. Distribution


What are the company’s distribution objectives and 

strategies? Is there adequate market coverage and service? How effective are distributors, dealers, manufacturers’ representatives, brokers, agents and others? Should the company consider changing its distribution channels?

D. Advertising,


What are the organization’s advertising objectives? 

Sales Promo- 

Are they sound? Is the right amount being spent on

tion, Publicity

advertising? Are the ad themes and copy

and Direct 

effective? What do customers and the public

Marketing
think about the advertising? Are the advertising media well chosen? Is the internal advertising staff adequate? Is the sales promotion budget adequate? Is there effective and sufficient use of sales promotion tools such as samples, coupons, displays and sales contests? Is the public relations staff competent and creative? Is the company making enough use of direct, online and database marketing?

E. Sales Force


What are the sales force’s objectives? Is the sales 

force large enough to accomplish the company’s objectives? Is the sales force organized along with the proper principles of specialization (territory, market, product)? Are there enough (or too many) sales managers to guide the field sales representatives? Do the sales compensation level and structure provide adequate incentive and rewards? Does the sales force show high morale, ability and effort? Are the procedures adequate for setting quotas and evaluating performance? How does the company’s sales force compare to competitors’ sales forces?

Part 4:

Issues and Recommendations

Based on what you have learned in the marketing audit, how are they doing? What are the key issues that your review of their situation raises? What the would you recommend the company  do going forward to address these issues and take advantage of opportunities available to them?

Consider:

· Objectives going forward

· Segmentation, targeting, positioning

· Competitive advantage/strategy

· 4 P’s***

· Timing

· How will you assess/measure performance? (control)

A Final Note

Your objective here, along with your learning, is to demonstrate to the professor that you have learned some things. The way to do this is to utilize the concepts and models developed in class in your analysis of the situation your chosen company faces. Oh yes, and don’t forget to use the appropriate vocabulary.

What you are doing in this exercise is essentially developing and analyzing a case. You must gather the facts of the case. Then you must analyze those facts (using the concepts and models developed in class) to determine what their significance is; i.e., how is the company doing and why and what would you recommend to improve the situation.
UNIVERSITY OF BRIDGEPORT
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ACADEMIC INTEGRITY: 

All forms of dishonesty are violations of trust between students and teachers and will not be tolerated.  Students should familiarize themselves with the penalties, including expulsion, for plagiarism, and other forms of cheating.  

It is the student's responsibility to familiarize himself or herself with and adhere to the standards set forth in the policies on cheating and plagiarism as defined in Chapters 2 and 5 of the Key to UB at www.bridgeport.edu/pages/2623.asp or in the appropriate graduate program handbook. 
 

FAILURE TO PROVIDE A PROPER BIBLIOGRAPHY/ REFERENCES AND CITATIONS WITHIN THE TEXT ARE GROUNDS FOR A FAILING GRADE AND MAY BE GROUDS FOR EXPULSION FROM SCHOOL. At minimum, I will mark any such paper down by two full letter grades; i.e., from A to C.

I would also note: the failure to provide appropriate references correlates highly with a failure to write a good paper in terms of both the content and the quality of the writing. With the two grade minimum grade reduction, even minor weaknesses in a paper can quickly reduce the grade to a D or E/F.
Common Courtesy in the Classroom – Recent experience has taught me that it is, unfortunately, necessary to spell out my expectations regarding behavior in the classroom.

1. Rude behavior of any kind will not be tolerated. This includes, inter alia: talking while others are talking, interrupting other speakers, speaking without raising a hand and being recognized by the professor, phones or other devices ringing, surfing the internet or other activity on the computer that is not directly related to what is going on in class, etc. Or, any other inconsiderate behavior not listed here.
a. Note: Rude behavior to classmates may result in the party being asked to leave the room for the rest of the class. In particular, when a classmate is speaking, no other conversation should be going on in the classroom, and no one should interrupt.

2. If you have not prepared the material for the class, do not comment on the specifics of a case or other readings. In short, if you are not prepared, then you should not be “taking shots” (guessing) at what might be relevant to the discussion.

3. Students are expected to come to class prepared (see below in Discussion Participation) with the materials necessary for full participation in class. These include, at minimum, paper, pen or pencil, and a copy of the cases and readings for that class. It is acceptable to bring cases and readings on a computer. Even if you bring a computer to class, it is strongly recommended that you always have paper and pen or pencil with you. Don’t be quite so obvious that you really don’t care about the class.
4. In general, at least pretend that you are interested in the course. An apparent lack of interest is likely to have a negative effect on the class participation grade.

Attendance – I assume that you are grown ups and that if you come late, leave early or miss class, that you have a (good) reason. What that reason is is your business. It is not necessary to tell me or to apologize.

If you come in late or leave early, please do so quietly. You do not need to wait outside for a break or my acknowledgement. Just, come in or leave quietly and in a manner that is least likely to be disruptive.

If you must miss class (whether for a good reason or not), you must be prepared to face the consequences. For example, if you are not in class, you cannot participate. There is no process for making up participation if you do miss class. More than one (1) absence is likely to lead to a lower grade for class participation. Furthermore, you may miss something that will help you in your coursework. You may also not be able to participate fully in your team. Note: These apply even if you miss class for a “good” reason.

[image: image1.png]



( Adapted from Kotler & Armstrong, Marketing Management.
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