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OBJECTIVES 
 
Knowledge 
 
• Describe the international marketing environment. 
• List the factors that differentiate international marketing strategic from domestic marketing 

management and strategies. 
• Describe the various methods of entering the international market. 
 
Skills 
 
• Be able to identify, analyse and provide solutions to problems encountered in international 

marketing operations. 
• Analyse international marketing opportunities. 
• Develop an international marketing mix. 
• Strategically evaluate international marketing strategies. 
• Develop an analytical framework to enable the implementation of international marketing 

strategies. 
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Attitudes 
 
• Appreciate the importance of marketing in the overall structure and function of organisations 

operating internationally. 
• Appreciate the need for sensitivity to cultural diversity in international markets. 
• Value the benefits of international marketing strategies for the growth and development of 

domestic organisations. 
 
CONTENT 
 
• Topics and sub-topics include: 
• The necessity for global approaches to marketing. 
• Environmental and cultural approaches to international marketing. 
• A comparison of the various approaches to international marketing management. 
• Competitive challenges and opportunities facing today's international marketer. 
• The importance of recognising cultural differences in the development of a global orientation. 
• The growth and development of trading blocs, regional market groups and strategic 

international alliances. 
• International and global marketing management tasks and decisions. 
• Implementing the strategic international marketing programme including managing international 

distribution, selling and negotiating in international markets, managing international marketing 
operations. 

 
LEARNING TASKS AND ASSESSMENT 
 

Learning Task Graded (Assessment Tasks) 

On Campus 

Weighting  

Group Assignment Yes 25% 
Individual Assignment Yes 25% 
Tutorial Participation Yes 10% 
Examination Yes 40% 

 
 
METHODOLOGY 
 
The unit will involve lectures, interactive tutorials including case study presentations 
together with a significant block of private study. 
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