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PART A: COURSE-SPECIFIC INFORMATION 
 
1. STAFF CONTACT DETAILS 
 

Course coordinator:  Dr. Gary Gregory 
Office:    Quad Bldg Room 3023A 
Consultation times:  Thurs 1:00-3:00pm (or by appointment) 
Telephone:   9385-3389 
Email:    g.gregory@unsw.edu.au 

 
  
If you need to meet with the lecturer in charge outside consultation hours, please call 
and make an appointment. Alternatively feel free to email me and I will attempt to get 
back to you within 24-48 hours. Additionally, you can post general course enquires 
relating to any aspect of coursework on the discussion board of the Blackboard site for 
this course. Again, I will attempt to address all enquiries within 24-48 hours. 
 
2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 
 
Lecture: Thursdays 6:00 pm – 9:00 pm (Law Theatre G23) 
 
2.2 Units of Credit 
 
This course is worth 6 credits. 
 
2.3 Summary of Course 
 
This course will present various concepts and tools for analyzing international 
marketing strategies, and evaluating the Asian marketplace (competitors, external 
environment: cultural, economic, technological, political/legal, marketing opportunities, 
etc.).  Specifically, the focus will be on developing, evaluating and implementing 
international marketing strategy at the corporate, regional and local levels. By learning 
about both theory and practice, the student will obtain a good conceptual 
understanding of the field of international marketing as well as become firmly grounded 
in the realities of the global marketplace. The student may also be expected to utilize 
analytical techniques (financial analysis using spreadsheets, graphics packages, and 
quantitative analysis) appropriate for completing their final project. 
 
 
2.4 Course Aims and Relationship to Other Courses 
 
Further the more general aim is: 
 
• Provide an understanding of the scope and function of international marketing 

theory and practice. 
• Increase knowledge and skills to help in developing international market entry 

strategies. 

mailto:g.gregory@unsw.edu.au�
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• Develop skills related to the analysis of international marketing data, in particular 
the use of secondary data in assessing the international marketing opportunities in 
Asia. 

 
Students should emerge from this course as knowledgeable business managers, 
capable of formulating marketing objectives, collecting and analyzing data, and 
completing international marketing research projects. Hopefully, students will learn a 
great about international marketing in Asia and will be able to apply their knowledge in 
their personal, disciplinary, and professional endeavors. Ideally, they should gain 
valuable experience and knowledge and enjoy themselves in the process. 
 
For most businesses, understanding the process involved in assessing the 
international marketplace for opportunities to expand operations abroad is a major key 
to success. The concept of international marketing is broad in meaning and can be 
related to all areas of business management where firms must consider expansion 
strategies, as well as possible threats from overseas competitors. International 
marketing in Asia involves assessing the economic, cultural, political and legal 
environments of the various markets in the Asia-Pacific region. In this course we 
examine various marketing management concepts and models covered in other 
marketing courses and consider the complexities of manufacturing and marketing 
within the Asian region. Specifically, we will incorporate techniques from other courses 
to analyse the Asian marketplace relative to: the competitive situation, structure and 
laws governing trade; market potential, demand analysis and potential target markets; 
planning and development of products and services; distribution structure, channel 
dynamics, and service levels;  appropriate and effective pricing strategies and factors 
influencing/restricting price controls; and, necessary product/service support, costs of 
providing support and mechanisms to ensure customer satisfaction. Examining the 
international marketplace in Asia for a broad array of marketing opportunities and 
decisions further complements the wider array of subjects taught in the MCom, 
marketing specialisation, and the MCom in general. 
 
 
2.5 Student Learning Outcomes 
 
The Course Learning Outcomes are what you should be able to DO by the end of this 
course if you participate fully in learning activities and successfully complete the 
assessment items. The following seven (7) student learning outcomes have been 
established for MARK5815. Hence, upon completion of the course students should be 
able to: 

 

1. Identify and analyse opportunities within international marketing environments;  

2. Utilise cases, readings and international business reports to evaluate corporate 
problems/opportunities in an international environment;  

3. Select, research, and enter a new international market;  

4. Prepare an international marketing plan; 

5. Develop a comprehensive course of action for a business firm using formal 
decision making processes; 
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6. Complete a final written project using skills acquired throughout the course; and, 

7. Apply personal and interpersonal presentation skills appropriate to being an 
effective member of an international marketing team. 

 
The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all postgraduate coursework.  Program 
Learning Goals are what we want you to BE or HAVE by the time you successfully 
complete your degree (e.g. ‘be an effective team player’). You demonstrate this by 
achieving specific Program Learning Outcomes - what you are able to DO by the end 
of your degree (e.g. ‘participate collaboratively and responsibly in teams’). Below is a 
list of the ASB Postgraduate Program Learning Goals and Outcomes: 

 

 
 

ASB Postgraduate Program Learning Goals and Outcomes 
 

1. Knowledge: Our graduates will have in-depth disciplinary knowledge applicable in local and global 
contexts.  
You should be able to select and apply disciplinary knowledge to business situations in a local and global 
environment. 
 
2. Critical thinking and problem solving: Our graduates will be critical thinkers and effective problem solvers.  
You should be able to identify and research issues in business situations, analyse the issues, and propose appropriate 
and well-justified solutions. 
 
3. Communication:  Our graduates will be effective professional communicators.  
You should be able to: 

a. Prepare written documents that are clear and concise, using appropriate style   and presentation for the 
intended audience, purpose and context, and  

b. Prepare and deliver oral presentations that are clear, focused, well-structured, and delivered in a 
professional manner.    

 
4. Teamwork:  Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own teamwork, and on 
the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of the ethical, 
social, cultural and environmental implications of business practice.  
You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability considerations in business decision-
making and practice, and  

b. Identify social and cultural implications of business situations. 
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The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed  
 

Program Learning 
Goals and 
Outcomes 

Course Learning Outcomes Course Assessment 
Item 

This course helps you 
to achieve the 
following learning 
goals for all ASB 
postgraduate 
coursework: 

On successful completion of the 
course, you should be able to: 

This learning outcome 
will be assessed in the 
following items: 
 

1 Knowledge 
 
 
 

Utilise cases, readings and 
international business reports to 
evaluate corporate 
problems/opportunities in an 
international environment 

• Team simulation (all 
components)  
 

2 Critical 
thinking and 
problem 
solving 
 

Identify and analyse opportunities 
within international marketing 
environments  
 
Develop a comprehensive course of 
action for a business firm using 
formal decision making processes 

• Mid-term exam 
• Team simulation  
• Final exam 

3a Written 
communication 
 

Complete a final written project using 
skills acquired throughout the course 

• Team simulation 
(International Mkt 
Plan, Debriefing 
presentation)   

3b Oral 
communication 
 

Apply personal and interpersonal 
presentation skills appropriate to 
being an effective member of an 
international marketing team 

• Team simulation 
(Debriefing 
presentation) 
 

4 Teamwork  
 

Apply personal and interpersonal 
skills appropriate to being an 
effective member of an international 
marketing team 

• Team simulation 

5a.   Ethical, 
environmental 
and 
sustainability 
responsibility 

Develop a comprehensive course of 
action for a business firm using 
formal decision making processes 
 
Prepare an international marketing 
plan 

• Team simulation 

5b.  Social and 
cultural 
awareness 

Develop a comprehensive course of 
action for a business firm using 
formal decision making processes 
 
Prepare an international marketing 
plan 

• Mid-term exam 
• Team simulation  
• Final exam 
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3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to Learning and Teaching in the Course 
 
Effective marketers are required to not only master the key tools and techniques of the 
discipline, but also be able to demonstrate strong analytical, creative, team-work and 
communication skills.  The learning experience offered by this course therefore 
includes group projects, case studies, class discussions, presentations and business 
writing. This will be achieved by engaging students in classroom discussion, as well 
guiding students through the international marketing research process by collecting, 
analysing and interpreting information for their simulation project – an international 
market entry plan and implementation in Asia. Students will begin by formulating a plan 
of action for a firm entering into the Asian marketplace. Next, they will work with a firm 
and will proceed to collect and analyse data to address specific entry objectives. 
Teaching staff will provide training in how to gather secondary data and students will 
conduct research throughout the session to develop a comprehensive course of action 
in entering an Asian market. Finally, students will be advised on writing up their 
research results in a managerially-relevant context, culminating in the completion of a 
formal international market entry plan and debriefing presentation. 
 
3.2 Learning Activities and Teaching Strategies 
 
This course will be conducted on a discussion and lecture basis, with a major 
component using team simulation exercises. Importantly it will draw upon the 
experience of both students and lecturer, via classroom discussion, to provide 
relevance via real world examples of concepts and models. Another important element 
is the discussion within the framework of assigned readings and up-to-date case 
studies both in Australia and the Asian region. Students will have an opportunity to 
develop analytical skills and improve their research skills in their major simulation 
project, an international market entry plan (both planning and implementation). This 
simulation will allow students to draw on their acquired research and analytical skills, to 
see how the various marketing concepts and theories can be applied when developing 
a comprehensive course of action for a firm entering the Asia region. It is your 
responsibility to study the reading assignments prior to class in order that you 
may contribute, participate intelligently and thus gain maximum value from the course. 
The lectures will primarily summarise and synthesise the key points in the chapters and 
readings and to explain and/or elaborate upon the more difficult principles. Furthermore 
the lectures will be used to provide real world examples and managerial implications of 
theories, concepts and models. 
 
 
4. ASSESSMENT 
 
4.1 Formal Requirements 
 
In order to pass this course, you must: 
 
• perform satisfactorily in all assessment tasks 
• achieve a composite mark of at least 50%; and 
• gain at least 50% of the allocated marks in the final exam. 
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4.2 Assessment Details 
 
Course Assessment: 
 
Mid-term exam  20% (April 18th) 
Team Simulation Project 50% (May 2nd, June 6th) 
Final Exam 30% (During the scheduled exam week) 
    100% 

 

 

TABLE 4.2. Details for Course Assessments 

Assessment Task Weighting Task/ Length Due 
Date 

1. Mid-term exam 20% Multiple choice/short 
answer questions 

90 minutes 

April 18 

2. Team Simulation – using 
CountryManager 

• International Mkt Plan (20%) 

• Debriefing Presentation 
(20%) 

• Peer Evaluation (10%) 
 

50%  

International Mkting 
Plan/12pgs 

Debriefing 
Presentation/15min plus 
hardcopy 

On-line Peer Evaluation 

 

May 2 

                   

June 6 

 

June 7 

3. Final Exam 30% N/A TBA  
 
 
Mid-Term Exam (20%) 
 
A Mid-term exam will be administered to develop skills involved in scholarly enquiry 
and effective communication of the acquired knowledge through the first half of the 
course. The mid-term exam is 1.5 hour, closed book assessment, and will draw on 
work covered in lectures, discussions, textbook material and course readings.  The 
structure will be a combination of multiple choice and short answer questions covering 
up to (and including) material in the first five weeks of material (chapters 1, 2, 4-7 and 9 
from Kotabe, plus lecture notes, readings, etc.), and will be conducted on April 18th.  

 
Team Simulation (using CountryManager) (50%) 
 
Throughout the course, you will apply your course learning in an international 
marketing simulation. Each student team (4-5 members) will act as a marketing team in 
Allstar Brands, a U.S.-based consumer products company, for a toothpaste brand. The 
team will make decisions for entering and managing the brand business effectively in 
Asia, focusing on six possible countries (China, Japan, India, S. Korea, Philippines, 
Thailand). Teams should thoroughly read the manual and instructions for operating the 
software. 
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CountryManager is a computer simulation focusing on the issue of international market 
entry and expansion. The exercise is designed to allow you to experience this by 
playing the role of a category manager for a major consumer products company. The 
domestic market has matured, and the head of the Consumer Healthcare Division has 
identified a region as the best potential source of future growth. The objective of your 
toothpaste brand management team is to decide how best to enter this potentially 
lucrative market. Unfortunately for your management team, other international 
competitors are already in place and expanding their distribution, while local firms still 
dominate the traditional channels. 
 
The CountryManager simulation will allow you to explore the following topics in an interactive 
and engaging environment:  
 
a) Market Entry: Develop a regional strategy by evaluating country attractiveness and 
market potential. Decide which markets to enter, along with the order and time of entry.  
 
b) Type and Mode of Entry: Local production versus exporting; distribution through a 
company sales organization versus indirect wholesalers; managing types and modes of 
distribution over time.  
 
c) Segmentation, Targeting, and Positioning: Determine consumer segments to target and 
decide how to best position brands for the chosen segments.  
 
d) Product Management: Choose appropriate (“Global” product, adapted product, or local 
product) for a market from an existing set.  
 
e) Pricing: Set product price to meet local market conditions yet maintain multi-country 
pricing consistency, while pricing for profitability. Be aware of the impact of large across-
market price differences.  
 
f) Advertising and Promotion: Use standardized home country ads or develop local 
campaigns (cost and customer tradeoffs). Allocate budget funds across advertising and other 
promotional expenditures. Consider the use of different advertising and promotional 
objectives across markets.  
 
Your decisions on these issues will then be incorporated into a computer-simulated 
market to reveal how both you and your competition performed. Decisions cover a 
time-span of up to 10 simulated years (10 semester weeks), allowing you to observe 
both the short-term and long-term effects of your decisions. 
 
 
International Marketing Plan 
 
Each team will develop a 12-page (double spaced, 12pt font, 2.5cm margins) 
marketing plan for the brand’s entrance into Asia, excluding appendices. This plan 
should detail a 4-year marketing plan based on information provided in the manual.  
 
This plan is due May 2 after each team has made 4 years of simulation decisions, so 
the plan guides the next 4 years and beyond (long-term strategy). More specifically, the 
plan should include the following (important: must provide analysis and clearly stated 
rationale for all choices in the marketing plan): 
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1. Introduction 
• Company 
• Situation 
 
2. Goals for Asia 
• What to achieve and why (be specific, give some metrics) 
• Risks involved and likelihood of accomplishing goals 
 
3. Overall Competitive Strategy for Asia (core of the plan) 
• Situation analysis and SWOT 
• Basis for competing effectively in the long run (specify an overall competitive strategy) 
• Resources and capabilities of the firm 
 
4. Market Entry 
• Which countries to enter, when, and what sequence 
• Entry mode to be used in each country (may not be all the same) 
• Locations for operations in each country (production, sourcing, distribution) 
 
5. Segmentation, Target, Positioning (STP should be consistent with and driven by 
overall competitive strategy) 
• Segmentation options and final basis and analysis for segmentation in each country 
• Target group selected, size, sales potential in each country 
• Positioning options and final analysis and basis for positioning in each country 
 
6. Marketing Mix (4 P’s should be integrated among themselves and consistent w/ 
STP) 
• Product (which one(s), how adapted if at all, degree of standardization/customization, 
why appropriate, what needs products meets, what their advantages would be over 
local and global competitors’ products/services, etc.) 
• Promotion (what media, other promotional efforts, budget and allocations, objectives 
for ads and promos by market, what kind of reach expected, how promotion would be 
culturally appropriate or tailored, degree of standardization, etc.) 
• Pricing (what pricing strategy used, how deal with inflation or other currency issues, 
use of differential pricing across markets, etc.) 
• Place or Distribution (what channels to be used, what channels available, expected 
ease or difficulty of channel access, measures used to overcome difficulties, direct 
distribution or using partners or agents, sales force management, etc.) 
 
7. Expected Results 
• If the plan were successfully implemented, detail the performance expectations, 
including 4 years of revenues, expense, market share, and profit projections 
 
The above is not exhaustive of what you can include in a marketing analysis and plan. 
The goal is to write a plan that is realistic (since no company has infinite funds and 
expertise), logical, coherent, integrated (part x makes sense with part y), and accounts 
for the complexity of successfully introducing products/services abroad. This is where 
the Situation Analysis and SWOT are important, because they guide you in determining 
what the firm is capable of actually doing. Your marketing plan should match this 
analysis. 
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Note the marketing plan should present an integrated, long-term strategy for the region 
as well as specific strategy for each country you’ve chosen to enter; the latter should 
be collectively synergistic to accomplish the former. 
 
Some constraints apply to the simulation: 
 

1. In the first three years, your team is allowed to enter up to one new market per 
year (you can enter fewer if you prefer). After the third year, your team can 
enter as many additional countries each year as you like. Your team can also 
choose to withdraw from countries. 

2. Products sold in year 1 will be sourced from existing U.S. factories. You can 
elect to build or expand an Asian factory at any time, but its capacity will not be 
available until the following year. In other words, there is a lag between building 
and utilizing production capacity in Asia. 

3. No more than one new production facility can be built in Asia, so carefully 
consider this decision in view of a larger strategic plan. An existing plant is in 
the U.S. and will automatically supply your markets in Asia when local 
production (Asian) is non-existent or insufficient. 
 

Warning: Double and triple check your decisions before advancing to the next decision 
period. You cannot replay decisions, i.e. once you advance you have said in effect that 
your decisions are are fixed and irrevocable. Your team will be given 1 period of replay 
(for any period you choose) to recover from an error. Also, everyone on your team can 
input decisions, so it is important to coordinate so all members are aware of what 
decisions have been inputted. It is advised that one person be put in charge of looking 
over all inputs and advancing the program (see TEAM LEADER section below). 
 
International Marketing Simulation Period 
 
Your team will discuss and analyze the company, and make decisions for ten (10) 
decision periods, or years, for the brand. Note that your written marketing plan is 
intended to guide your decisions in the remaining 4-6 years. Decisions for each period 
should be entered on-line by one team member; it is important to double check the 
input before finalizing and advancing the program, so there is no inadvertent error.  
 
A password unique to each period will be given to advance the program. 
Each team plays directly against the computer program (the competitors are directed 
by the computer and do not represent other student teams). Since there are 10 periods 
of play, there is opportunity to learn over time. Your marketing plan is due after the first 
four periods to guide the remaining four. Grading of the simulation will be based on the 
overall quality of decision-making, learning and corrective action over time, and the 
team’s performance by the end of the game. 
 
Debriefing Presentation 
 

On the last day of class (June 6), each team should deliver a presentation as if to the 
CEO of the company showing what marketing strategy the brand team developed and 
implemented and the results of that strategy. The presentation should be composed of 
the following parts: 
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1. Compare the actual strategy and results with the original plan (you must present 
your teams final performance results, e.g. income statement and key market measures; 
include lots of hard numbers in tabular or graph form) 
 
2. Discuss the most important decisions made over 10 years, both in planning and 
during actual market operations. Identify which decisions were most and least 
successful and why. 
 
3. Specify recommendations for future Asian operations for the brand and future 
products (should be in the form of a marketing plan). 
 
4. Key lessons learned about the market and complexities of international marketing. 
 
 
Presentation length should be 15 minutes in length. A corresponding paper copy and 
electronic/file copy should also be provided to the lecturer at the time of presentation. 
All group members should participate in delivery of the presentation (participate means 
talk). Again, since all of the above is a group project, each member is expected to 
participate fully, and to ensure equal contribution.  
 
Peer Evaluations 
 
When teams meet for project work during the semester, it is suggested that a diary be 
kept by one of the team members, highlighting meeting times, attendance, issues 
discussed, and delegation of work to team members. If student teams are having 
problems with one or more team members not meeting group obligations, they should 
first try and work out differences amongst the team, and if unsuccessful, set up a 
meeting with the lecturer as soon as possible. It is not a good idea to wait until 
problems escalate, so please come and see the lecturer immediately if problems exist. 
At the end of the project, team members will be asked to complete an online peer 
evaluation of each team member, DUE JUNE 7th. Students will be expected to be 
honest and fair in how they allocate scores to each team member. It is therefore in your 
interest to make your team work effectively to ensure that it delivers high quality output.  
Working in teams is always challenging, but this is how marketing happens in reality.  
Students also tend to learn a great deal from fellow team members as the course 
progresses. 

 

Group Work 
 
Group work is the way business is most often conducted today. It can be rewarding 
and frustrating. Thus, it is critical that you learn how to make every group experience a 
success. 
 
One of the most frequent complaints with group work is the amount of time wasted in 
trying to get organized and make decisions. There are also complaints that individual 
members are not "pulling their weight." To reduce these problems, your group should 
answer the following questions in their first meeting: 
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1. When, where, and how often should we meet? 
2. How should we efficiently and effectively conduct our meetings? 
3. Should we choose a general manager? What authority should this person have? 
4. How should we divide the marketing tasks among group members? 
5. How do we resolve marketing issues and make final decisions? 
6. How do we encourage and maintain a high quality of contribution? 
7. How will we deal with personal conflicts among group members? 
 
 
Responsibilities of the Team Leader 
 
When playing CountryManager as a team, one member will be designated the “team 
leader”. The team leader is ultimately responsible for making sure the decisions are 
entered correctly and advancing the simulation. The team leader also has the option to 
“lock” decisions so as to block other team members from changing them before the 
simulation is advanced to the next period. Thus, it is important that the team leader be 
carefully chosen by the team and that they be a capable leader and accessible by the 
members of the team and by your instructor. 
 

Final Exam (30%) 
 
The final exam will take place in the formal examination period at the end of the 
session and is worth 30% of your total marks for this course.  It will be a 3-hour, closed 
book exam. It will be comprehensive in nature, and will draw on work covered in 
lectures, discussions, textbook material and course readings.  The structure of the 
exam will be a combination of essay and short answer questions. Details on specific 
topics on the exam will be discussed in the last weeks of the session.  

 
4.3 Assignment Submission Procedure 
 
Assignments (International Mkt Plan; Debriefing Presentation document) are to be 
handed in to the lecturer in charge in class on the due date. A coversheet is required 
to be attached to both group project assessments. This coversheet can be located 
at: 
http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx 

 
4.4 Late Submission 
 
Late submission will incur a penalty of 10% of the percentage weight of the 
assessment component per day after the due date and will not be accepted after 5 
working days.  

Extensions will only be granted on medical or compassionate grounds under extreme 
circumstances, and will not be granted because of work and other commitments. 
Requests for extensions must be made to the lecturer in writing prior to the due date. 
Medical certificates or other evidence of extreme misfortune must be submitted 
through a special consideration form and must contain information that justifies the 
extension sought. 

 

http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#HowtoapplyforSpecialConsideration�
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5. COURSE RESOURCES 
 
 
(A) Simulation Software 
 
All students MUST register for simulation. Cost is $39.95/student. This is the ONLY 
cost for materials for the course. 
 

1. Each Student must go to: www.interpretive.com click on the login tab at top 
right 

2. Login with your Individual User ID and Password.  
3. Follow the on screen directions to complete the registration process. 

 
Each Student will receive an Individual User ID and Password via email from 
Interpretive and/or Course ID code that can be used once registered. 
 
 (B) Text (Recommended): 
 
The text that is recommended only for this course is available from the University 
Bookshop: 

 
Kotabe, M., and Helsen, K., (2010) Global Marketing Management (5th ed), 

John Wiley and Sons, Brisbane. 
 

Textbook website (Student access site):  
http://bcs.wiley.com/he-bcs/Books?action=index&itemId=0470381116&bcsId=5220 
 
 (C) Sources for additional reading: 
 
Numerous international marketing books are available in the library.  Each provides an 
overview of the issues in international and global marketing.  

Kotabe, M., Peloso, T., Gregory, G, Noble, G., MacArthur, W., Neal, C., Riege, A., and 
Helsen, K., (2005) International Marketing: An Asia Pacific Focus, John Wiley and 
Sons, Brisbane. 
 
Kotabe, M. and Helsen, K. (2008) Global Market Management (4rd ed), John Wiley and 
Sons. 
 
Fletcher & Crawford (2011) International Marketing: An Asia-Pacific Perspective (5th 
ed), Prentice Hall, Sydney, Australia.   
 
Craig and Douglas (2005). International Marketing Research (3rd ed.), John Wiley and 
Sons: Australia. 
 

Quality Assurance 
 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential and will not be related to course grades. 
 

http://www.interpretive.com/�
http://bcs.wiley.com/he-bcs/Books?action=index&itemId=0470381116&bcsId=5220�
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Czinkota, M. & Ronkainen, I. (2010). International Marketing (9th ed), Thompson South-
western Publishing 
 
Cateora, Philip R, Gilly, Mary and Graham, John. (2011) International Marketing (15th 
ed.), Irwin McGraw-Hill: Boston, MA 
 

Newspapers/Magazines Academic Journals 
 
Sydney Morning Herald (Bus. Sec.) Journal of International Marketing 
Australian Financial Review Harvard Business Review 
The Australian (Mark. Sec.) Journal of International Business Studies 
B&T Magazine Journal of Global Marketing 
Marketing Management Journal of Advertising 
Advertising News International Journal of Advertising 
Business Review Weekly (BRW) International Marketing Review 
Advertising Age Business Horizons 
 Management International Review 
 Journal of Int’l Consumer Marketing 
 Journal of International Management 
 Columbia Journal of World Business 
 Sloan Management Review 
 
(D) Blackboard: 
 
This course will have a Blackboard site.  You can access this at:  
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
 
 
If you have not used Blackboard  before, you should go to: 
http://support.telt.unsw.edu.au/blackboard/content/default.cfm?ss=0 
 
Blackboard is a critical resource for the course and will be used as follows: 

• All lecture notes, in the form of PowerPoint files, will be posted under the 
‘Lectures’ icon 24 hours before the actual lecture (no hard copies of the notes 
will be distributed at lectures). 

• Any course materials (e.g., web links, project guides, peer evaluations forms, 
etc.) will be posted under appropriate icons. 

• Any course announcements will be made on the ‘Bulletin Board’.  Please check 
this regularly. 

• Any readings, cases, course materials relevant to assignments and preparation 
for lectures and tutorials 

• The Bulletin Board can also be used by students to communicate with other 
class members (note that the authors of all messages will identified), as well as 
with the lecturer outside of office hours. 

• Links to useful web sites will also be posted on the course Home Page. 
 

Note that the Bulletin Board is not to be relied upon as a means of communicating with 
the lecturer/tutor regarding personal matters or issues relating to a student in particular 
(email should be used), but rather for general enquiries dealing with course materials, 
assessments, etc. 

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
http://support.telt.unsw.edu.au/blackboard/content/default.cfm?ss=0�
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NOTE : Students should also utilize the UNSW Library information/subject 
guides, e-journals, databases etc. at :  
 
http://info.library.unsw.edu.au/web/services/services.html 
 
6. COURSE EVALUATION AND DEVELOPMENT 
 
Each year, we seek feedback from students and other stakeholders about the courses 
we offer in the School of Marketing and continual improvements are made based on 
this feedback. Our teaching team reflects on a range of feedback sources over time. 
This continuous improvement process can affect one or more particular areas of the 
course, whether this has to do with structure, content, resources, delivery or 
assessment. The Course and Teaching Evaluation and Improvement (CATEI) Process 
is one of the ways in which we gather student evaluative feedback. Using the CATEI 
results, we communicate significant changes within the course to subsequent cohorts 
of students.  

For example, based on student feedback regarding allocation for course assessments, 
we have adjusted the weights of assessments, placing greater emphasis on the course 
project (where more time is spent) and less emphasis on individual assignments. 
Additionally, we have integrated specific cases and materials focusing on projects and 
cases with ‘real’ companies, with the end-product being an entry plan that the company 
could implement in its long-term strategy. We use constructive feedback throughout the 
course, with the end goal to engage in continuous improvement of this course during 
the semester as well as for the proceeding year in which the course is taught. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://info.library.unsw.edu.au/web/services/services.html�
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7. COURSE SCHEDULE 
 

 
Wk 

 
Date Topic Assigned Tasks/Readings 

1 7 Mar Globalization Imperative 
 Course Outline 
 Economic Environment 

Register for simulation, form Teams 
Read case and student manual 
Text:  Kotabe Ch 1, 2 

2 14 Mar Political and Legal Environments 
 Individual practice rounds in simulation 

Text:  Kotabe Ch 2,5 
Article 1: Note on Marketing Strategy 
Article 2: Global Costs of Opacity 
 

3 21 Mar Cultural Environment 
 SIMULATION STARTS 

Text: Kotabe Ch 4 
Article 3: Chinese Neg.  

4 28 Mar Market Entry Strategies 
 

Text: Kotabe Ch 9 
Article 4: Eclectic Theory on the choice of 
International Entry mode  
 

EASTER HOLIDAY BREAK (March 29 – April 7) 
5 11 Apr Global Segmentation and Positioning 

 

Text: Kotabe Ch 7 
Article 5: Inside the Mind of the Chinese 
Consumer 
Article 6: The New Indian Consumer  

6 18 Apr Global Marketing Research 
Mid-term EXAM 

Text: Kotabe Ch 6 
 

7 25 Apr NO CLASS (Anzac Day - Holiday) 
8 2 May Global Strategies for Emerging 

Markets 
 
International Market Plan DUE 

Text: Kotabe Ch 15 
Article 7: Emerging Giants 
Article 8: Strategies that Fit Emerging 
Markets 
 

9 9 May Global Sourcing Strategy 
 

Text: Kotabe Ch 18 
Article 9: Smarter Offshoring 

10 16 May Global Product/Brand Strategy 
 

 Country of Origin Stereotypes 
 Global Branding Strategies 
 

Text: Kotabe Ch 11 
Article 10: How Global Brands Compete 
 

11 23 May Global Marketing Communications Text:  Kotabe Ch 13 
Article 11: Coordinating International 
Advertising - Goodyear Case Revisited 

12 30 May Global Pricing Text: Kotabe Ch 12 
Article 12: Competing with Gray Mkts 

13 6 June Debriefing Presentations   
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES 
AND SUPPORT 
 

1. PROGRAM LEARNING GOALS AND OUTCOMES  
 
The Australian School of Business Program Learning Goals reflect what we 
want all students to BE or HAVE by the time they successfully complete their 
degree, regardless of their individual majors or specialisations. For example, we 
want all our graduates to HAVE a high level of business knowledge, and a 
sound awareness of ethical, social, cultural and environmental implications of 
business. As well, we want all our graduates to BE effective problem-solvers, 
communicators and team participants. These are our overall learning goals for 
you.   
 
You can demonstrate your achievement of these goals by the specific outcomes 
you achieve by the end of your degree (e.g. be able to analyse and research 
business problems and propose well-justified solutions). Each course 
contributes to your development of two or more program learning 
goals/outcomes by providing opportunities for you to practise these skills and to 
be assessed and receive feedback. 
 
Program Learning Goals for postgraduate students cover the same key areas 
(application of business knowledge, critical thinking, communication and 
teamwork, ethical, social and environmental responsibility), which are key goals 
for all ASB students and essential for success in a globalised world. However, 
the specific outcomes reflect different expectations for these levels of study. 
 
We strongly advise you to choose a range of courses which assist your 
development of these skills, e.g., courses assessing written and oral 
communication skills, and to keep a record of your achievements against the 
Program Learning Goals as part of your portfolio.  
 
ASB Postgraduate Program Learning Goals and Outcomes 
 
1. Knowledge: Our graduates will have in-depth disciplinary knowledge 
applicable in local and global contexts.  
You should be able to select and apply disciplinary knowledge to business 
situations in a local and global environment. 
 
2. Critical thinking and problem solving: Our graduates will be critical 
thinkers and effective problem solvers.  
You should be able to identify and research issues in business situations, 
analyse the issues, and propose appropriate and well-justified solutions. 
 
3. Communication:  Our graduates will be effective professional 
communicators.  
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You should be able to: 
a. Prepare written documents that are clear and concise, using appropriate 

style   and presentation for the intended audience, purpose and context, 
and  

b. Prepare and deliver oral presentations that are clear, focused, well-
structured, and delivered in a professional manner.    

 
4. Teamwork:  Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and 
reflect on your own teamwork, and on the team’s processes and ability to 
achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will 
have a sound awareness of the ethical, social, cultural and environmental 
implications of business practice.  
You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability 
considerations in business decision-making and practice, and  

b. Identify social and cultural implications of business situations. 
 
 
 
2. ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 

For the ASB Harvard Referencing Guide, see ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
 
3.  STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 

http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm�
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html�
http://www.lc.unsw.edu.au/onlib/ref.html�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
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Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
. 

3.1 Workload 
 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, and 
attending classes. In periods where you need to complete assignments or prepare for 
examinations, the workload may be greater. 
 
Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  
 
 

3.2 Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment.  
 

3.3 General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and 
students may be asked to leave the class. More information on student conduct is 
available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

3.4 Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

3.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 

https://my.unsw.edu.au/student/atoz/A.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
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to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
4. SPECIAL CONSIDERATION AND SUPPLEMENTARY 

EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). Then submit the originals or certified copies of your 
completed Professional Authority form (pdf - download here) and other 
supporting documentation to Student Central. For more information, please 
study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html. 

2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodged an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge, not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

  
 
Special Consideration for Final Exams: 
The policy of the School of Marketing is that the lecturer-in-charge will need to 
be satisfied on each of the following before supporting a request for special 
consideration: 

1. Does the medical certificate contain all relevant information? For a 
medical certificate to be accepted, the degree of illness, and impact on 
the student, must be stated by the medical practitioner (severe, 
moderate, mild). A certificate without this will not be valid. 

2. Has the student performed satisfactorily in the other assessment 
items? Satisfactory performance would require at least 50% and. 

https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�
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3. Does the student have a history of previous applications for special 
consideration? A history of previous applications may preclude a 
student from being granted special consideration. 

 
If you attend the regular final exam, you are extremely unlikely to be granted a 
supplementary exam. Hence if you are too ill to perform up to your normal 
standard in the regular final exam, you are strongly advised not to attend. 
However, granting of a supplementary exam in such cases is not automatic. 
You would still need to satisfy the criteria stated above. 
 

 
5. STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for 
students, including: 

• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au   

• Blackboard eLearning Support: For online help using Blackboard, follow the 
links from www.elearning.unsw.edu.au to UNSW Blackboard Support / Support 
for Students. For technical support, email: itservicecentre@unsw.edu.au; ph: 
9385 1333 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor) 

• UNSW Counselling and Psychological Services  
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

• Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have 
a disability or disadvantage that interferes with their learning.  Office: Ground 
Floor, John Goodsell Building; Ph: 9385 4734   

 

 
 

http://www.business.unsw.edu.au/edu�
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