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This course examines the impact of economic, cultural, political, legal and other environment
influences on international marketing. It identifies and analyzes worldwide marketing opportunities
and examines product, pricing, distribution and promotion strategies.
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Make student to understand global environment elements (macro and micro). J¥) g
1.1 The student has the ability to possess knowledge and understanding in plail) cilajia
different marketing fields Jo¥) caagll

1.2 Enabling students to learn and understand the principles and values of

ethical, organizational and social responsibilities for marketing

Develop student abilities to identify and evaluate marketing opportunities abroad. BN Cisgl
2.1 The student has the ability to use information technology to achieve the pladl) clayia
desired goals (A daglt

2.2 The student has the ability to apply knowledge and skills in various

marketing functions efficiently

Develop student abilities to identify market entry strategies. Y Ciagd)
3.1 Enabling students to learn and understand the principles and values of pladll cilayia
ethical, organizational and social responsibilities for marketing Gallil) daglt

3.2 The student has the ability to apply knowledge and skills in various

marketing functions efficiently

Make student able to understand and to identify market entry research. bl isgd
4.1 The student has the ability to apply critical thinking skills and problem aladll cilajia
solving using quantitative and / or qualitative analysis techniques bl caagll

4.2 Provide the student with the abilities and skills of teamwork
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1-keegan, W. and Green, M. (2011) Global Marketing. 7" Edition. Upper s Adinal) st
Saddle River, N.J: Prentice Hall
1-International And Global Concepts And Cases (Irwin / McGraw Hill) tdsalal) an)yal)
2" Edition (By Meloan And Graham)
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Ch 1- 26-51 The concept of global marketing 3 01
Importance of global marketing
Ch 1-26-51 Globalization and global industries 3 02
Ch 1-26-51 Management orientations 3 03
Ch 1-26-51 environment elements (macro and micro) 3 04
Ch2- 58-84 World economic trend 3 05
Economic system in the would
Ch3-90-120 Regional market preferential agreements 3 06
Transportation and communication improvement
Ch4- 124-145 Social and culture environment 3 07
Ch4- 124-145 Cultural typology 08
The self reference criterion
Ch5- 150-180 Sovereignty 3 09
Political risk
Ch5-150-180 Common law, code law, and Islamic law 3 10
Ch6- 184-210 International market research concept and stage 3
International market research in development 11
countries
Ch6- 184-210 Source of market information 3 12
Formal market research
Ch7-216-245 Global segmentation overview 3
Domestic, psychographic and behavior segmentation 13
Global targeting overview
Global positioning overview
Ch8- 248-274 Import, export and source 3 14
Export selling, export marketing and tariff system
Ch 9- 278- Global market entry strategy 3 15
305 Licensing, investment and global strategy partnership
Ch 10- 308- Global marketing mix 3 16
340
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