
 

 

 

MKT3130 International Marketing  

 
Dates:                        Four weeks, 4 to 26 July  
Times:               Weeks 1 to 3:10am to 3pm Monday, Tuesday and Thursday   
              Week 4: 10am to 3pm Monday and Tuesday 
Credits:             30 
Lecturer:                    tbc 
Prerequisites: General knowledge of marketing preferred (Middlesex students 
                                    require MKT1111, MKT1112 or MKT1113) 
Assessment:  Coursework (60%), Examination (40%)  
 
 
Introduction: 
Welcome to International Marketing (MKT 3130). In this module students are introduced to a 

wide range of concepts in the field of international marketing. As the world develops into a 

‘global business village’, there is a greater need to know how managers cope with and 

manage an ever-increasing set of complex and unfamiliar factors and issues that may have 

a drastic impact on the business. This module will allow the students to become familiar with 

the nature of a selection of international issues and gain an understanding of their 

implications on the firm’s marketing strategies and activities, and the wider environment. . 

 
Aims: 
This module puts marketing into the global context and shows the importance of 

international marketing in the era of globalization. It familiarizes students with the theoretical 

base for international marketing and provides them with a thorough understanding of the 

nature of the international market place and the complex and challenging forces that shape 

the current international business environment. Students will learn how to critically assess 

the implications of such forces and trends for marketing strategy and decision making across 

borders. They will also develop international marketing decision-making skills and know-how 

that will assist them in pursuing a career in international marketing or business.     

 
Learning Outcomes: 
On completion of the module, the successful student will have acquired: 
 
 
Knowledge: 

 The differences between the domestic and international marketing contexts 

 The diversity of international markets and the range of environmental factors affecting 
them 

 The definitions, theories of and debates around globalization 

 The importance of cultural factors in international buyer behaviour and in developing 
international marketing strategies 

 The scope and limitations of market research in an international context 



 Risk analysis in international market selection, including political, economic, demand-
related and partner risks 

 The selection process of potential international markets for entry 

 Alternative market entry strategies 

 The standardisation vs. adaptation debate in international marketing and ways to 
standardize and/or adapt elements of the marketing programme for a particular 
market 

 The relationship between international market analysis, international marketing 
strategy and international marketing decisions and activities 

 How companies move from an internationalizing approach to a fully global approach 
to marketing, using value chain analysis and other tools   

Skills: 

 Effectively search for, identify, and analyse information related to foreign market 
opportunities 

 Critically evaluate the economic, political, demand–related, cultural and inter-cultural 
issues and risks facing firms entering international markets, and their implications for 
marketing strategies, activities and decisions 

 Conduct a foreign market risk analysis 

 Determine appropriate market entry strategies  

 Develop appropriate marketing programmes for foreign markets 

 Research, plan, write and evaluate a business report 

 Demonstrate self-awareness, sensitivity, and openness to diverse peoples and 
cultures 

 Critically assess the ethical and social issues and debates in globalization 
 

Syllabus: 

The module relies on the relevant international marketing theories, concepts and practices to 

enhance students' understanding of the international environment and the strategies 

required to increase firms' international competitive advantage. Consequently, the main 

focus of the syllabus, among other, will be on the following topics: 

 Definition and scope of international marketing, and examination of the drivers of 
globalization 

 Key players in globalization and the international marketing environment 

 The globalization debate:  proponents and critics 

 The political, economic, social, cultural and technological factors shaping the 
international business environment and their impact on international marketing 
strategies and activities  

 Risk analysis for international markets 

 International marketing orientations 

 International and marketing research  

 Screening international marketing 
      opportunities 

 Selection of appropriate market entry strategies 

 International marketing mix decisions  

 Digital Media and International Marketing 

 Ethical issues in international marketing 

 

 



Learning, Teaching and Assessment Strategies: 

The module will be delivered by a means of a weekly lecture series dealing with the main 

concepts and practices in international marketing. Students will also attend weekly seminar 

classes which will be used for a variety of activities, including multiple choice formative tests, 

presentations, case study analysis, and discussion exercises. The module will be supported 

with moodle. 

The assessment includes a formative group presentation, a  report, a group presentation 

and an examination. 

Learning Materials: 

 
Required Text 
Ghauri, P.N and Cateora P (2014) International Marketing. (4th Edition). London: McGraw 

Hill. 

Recommended texts: 
Keegan, W. & Green, M. (2013). ‘Global Marketing (7th edition).  London: Pearson Education. 
 

Recommended Texts continued: 
Hollensen, S. (2007). Global Marketing: A Decision-Oriented Approach (4rd edition). London: 
Pearson Education 
Jeannet, J. and Hennessey, H.D. (2004). Global Marketing Strategies (6th edition). Boston: 
Houghton Mifflin  
Ghauri, P. and Cateora, P. (2005). International Marketing (2nd edition). London: McGraw 
 

Recommended Readings: 
Hall, E.T (1990) The Hidden Dimension and Silent Language Bantam Doubleday Dell 

Publishing Group 

Hofstede, G (2001) Culture's Consequence: Comparing Values, Behaviours, Institutions and 

Organizations Across Nations (2nd edition) Corwin Press, Sage Publications 

Schneider, S and Barsoux, J-L (2002) Managing Across Cultures (2nd edition) FT Prentice 

Hall 

Yip, G.S. (2002) Total Global Strategy II Saddle River, NJ: Prentice Hall 

 
Key Articles: 
 Abdelal, R & Tedlow, R.S (2003) “Theodore Levitt's 'The Globalization of Markets': An 

Evaluation  after Two Decades”  Harvard NOM Working Paper No. 03-20; Harvard Business 

School Working Paper No. 03-082. 

Chermak, JM (1992) ‘Political Risk Analysis:  Past and Present’  Resource Policy 18(3): 167-

178 

Leelapanyalert, K & Ghauri, P.  (2007) ‘Managing International Market Entry Strategy:  The 

Case of Retailing Firms’ Advances in International Marketing 17: pp: 193 – 215. 

Levitt, T (1983)‘The Globalisation of Markets’ Harvard Business Review, May-June: pp 2-11 



Porter, M (2000) ‘Location, Competition, and Economic Development: Local Clusters in a 

Global Economy’ Economic Development Quarterly, 14(1):  pp 15-34 

Szymanski, D.M, Bharadwai, S.G. & Varadarajan, P.R. (1993) ‘Standardization versus 

Adaptation of International Marketing Strategy: An Empirical Investigation’ Journal of 

Marketing 

Witkowski, T (2005) ‘Antiglobal Challenges to Marketing in Developing Countries: Exploring 

the Ideological Divide’, Journal of Public Policy & Marketing, Spring 2005, (24(1): pp7-23. 

Journals: 
 European Journal of Marketing 
 Harvard Business Review 
 International Marketing Review 
 International Studies of Management and Organisation 
 Journal of Marketing 
 Journal of International Business Studies 
 Journal of International Management 
 Journal of International Marketing 
 Journal of Euromarketing 
 Journal of Global Marketing 
 Journal of East-West  Business 
 Journal of Marketing Management 
 Journal of Services Marketing 
 Research in International Marketing 

 
 

 For the full range of Middlesex electronic resources visit: 
 

www.irls.mdx.ac.uk/lib/emedia/index.htm 

  
Then pull down the ‘choose a subject area’ menu and select ‘business’. This gives 

descriptions, access details and links into a wide range of useful databases for Hendon-based 

students. In particular:  

 
 Business Source Elite (EBSCO) (journal articles),  
 EMERALD (type www.emeraldinsight.com  (with HE campus) or 

www.emeraldinsight.com/athens.htm (for home access) 
 UK Proquest Newsstand (for all UK national/regional newspapers) 
 MINTEL (market research) 

 

INTERNATIONAL MARKETING WEB SITE: 

The International Marketing Web site is at: OASISplus  

http://oasisplus.mdx.ac.uk/ 

 

OASISplus is the University's virtual learning environment. It contains online learning 

components and additional materials for your modules. It will include: 

http://links.jstor.org/sici?sici=0022-2429(199310)57%3A4%3C1%3ASVAOIM%3E2.0.CO%3B2-5
http://links.jstor.org/sici?sici=0022-2429(199310)57%3A4%3C1%3ASVAOIM%3E2.0.CO%3B2-5
http://web.ebscohost.com/ehost/viewarticle?data=dGJyMPPp44rp2%2fdV0%2bnjisfk5Ie46bNMrq%2b3TLSk63nn5Kx95uXxjL6nrUm3pbBIrq2eSriqsVKvrZ5oy5zyit%2fk8Xnh6ueH7N%2fiVauntU2yrLRRs6euPurX7H%2b72%2bw%2b4ti7evLepIzf3btZzJzfhruntUmwp7dJspzkh%2fDj34y73POE6srjkPIA&hid=16
http://web.ebscohost.com/ehost/viewarticle?data=dGJyMPPp44rp2%2fdV0%2bnjisfk5Ie46bNMrq%2b3TLSk63nn5Kx95uXxjL6nrUm3pbBIrq2eSriqsVKvrZ5oy5zyit%2fk8Xnh6ueH7N%2fiVauntU2yrLRRs6euPurX7H%2b72%2bw%2b4ti7evLepIzf3btZzJzfhruntUmwp7dJspzkh%2fDj34y73POE6srjkPIA&hid=16
http://www.irls.mdx.ac.uk/lib/emedia/index.htm
http://www.emeraldinsight.com/
http://www.emeraldinsight.com/athens.htm
http://oasisplus.mdx.ac.uk/


 Updated information on issues covered in this course book 
 Lecture slides 
 Lecture and seminar timetables 
 Seminar activities 
 Internet links to marketing related sites 
 Notice board that you should check regularly 

 

Lecture Programme  

 

Days Lecture Topic Associated Reading 

 The Scope of International  

Marketing 

Keegan & Green Ch. 1  

Ghauri & Cateora Ch. 1 & 2 

Jeannet & Hennessey Ch. 1  

 

 The Scope of International 

Marketing 

 

As Above 

 

 The Global Cultural 

Environment 

 

Ghauri & Cateora Ch., 3 , 4 

 The Global Cultural & Social 

Environment 

- Emerging Markets and Market 

Behaviour 

The Global Political & Legal 

Environment & Risk Analysis 

Keegan & Green Ch. 4 

Ghauri & Cateora Ch. 3, 4 & 

5 

Hollensen Ch. 7 

 

 Global Marketing Research Keegan & Green Ch. 6 

Jenannet & Hennessey Ch. 6 

Ghauri & Cateora Ch. 7  

 

 Global Segmentation, Country 

Screening and Market 

Selection 

Global Market Entry Strategies 

**Jeannet & Hennessey Ch. 5 

Hollensen Ch. 8 

Keegan & Green Ch. 7 



Ghauri & Cateora Ch. 11 

 

 Lecture Topic Associated Reading 

 Marketing  Products &  Services 

Global Product Policy Decisions 

Global Pricing Decisions 

Keegan & Green Ch. 10 

Ghauri & Cateora Ch. 13 

Hollensen Ch. 14 

Jeannet & Hennessey Ch. 13 

 

 Global Marketing Channels and 

Distribution 

Global Marketing Communication 

Decisions I: Advertising and Public 

Relations 

 

Keegan & Green Ch. 12 

Jeannet & Hennessey Ch. 8 

Ghauri & Cateora Ch. 10 

 

 Strategic Elements of Competitive 

Advantage 

Planning, Organizing and Control of 

Global Marketing Operations 

Keegan & Green Ch. 15 

Ghauri & Cateora Ch. 16 

 

 


