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Philadelphia University 

Faculty of –Business Administration and Financial Sciences------------------ 

Department of Marketing-------------- 

Semester,  

 

 

Course syllabus 

Course code:  
Course title: International 

Marketing 

Course prerequisite (s) and/or corequisite (s): Course level: 4 

Credit hours: 3 Lecture time:  

 

 

  Academic Staff Specifics   

E-mail address 
Office 

hours 
Office number and location Rank Name 

     

 

Course module description: 

 

This course aims to introduce the student to key international marketing concepts, theories, and 

applications. Students are expected to thoroughly comprehend the impact of international 

marketing and its activities on firms and societies on one hand, and to be able to suitably select 

and apply international marketing strategies.  

 

 

Course module objectives: 

 

¶ To understand the main international marketing concepts and basic 

terminologies. 

¶ To recognize the practical applications of international marketing. 

¶ To understand the structure of trade policy and institutions.  

¶ To evaluate the effects of the economic and cultural environment on 

international marketing activities.   

¶ To be able to use international marketing communication tools in a manner 

that aligns with the organizational objectives.  

¶ To be able to employ suitable marketing mix that match with the international 

demands and requirements.  

¶ To use the core marketing concepts to identify and respond to unsatisfied 

market needs. 

¶  

¶ To identify the key elements of the internal and external marketing 

environment in order to successfully assess the organization’s existing 

opportunities and threats. 

¶  



 

 

Course/ module components  

 

¶ Books (title , author (s), publisher, year of publication) 

 

 
Czinkota & Ronkainen 2010 “Principles of International Marketingò, 9ed, South-Western: 

Cengage Learning,  

 

¶ Support material (s) (vcs, acs, etc). 

¶ Study guide (s) (if applicable) 

¶ Homework and laboratory guide (s) if (applicable).  

 

Teaching methods: 

Lectures, discussion groups, tutorials, problem solving, debates, etc. 

 

Learning outcomes: 

¶ Knowledge and understanding 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

 

¶ Cognitive skills (thinking and analysis).  

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

 

¶ Communication skills (personal and academic). 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

 

¶ Practical and subject specific skills (Transferable Skills). 

-------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

--------------------------------------------------------------------------------------------------------------------- 

 

Assessment instruments  

  

¶ Short reports and/ or presentations, and/ or Short research projects  

¶ Homework 

¶ Final examination: 50 marks 

 

 

 

 

 

 

 

 

 



Allocation of Marks 

Mark Assessment Instruments 

20 First examination 

20 Second examination 

40 Final examination 

20 Reports, research projects, quizzes, homework, 

Projects 

100 Total 

 

 

Documentation and academic honesty  

 

 

¶ Documentation style (with illustrative examples) 

In the case of any information citation when preparing reports, presentation or search, you must 

follow the APA Style: 

Articles in scientific journals: Author. (Year of publication). The title of the article. Name 

Journal, Vol (number), the page number . 

Example:  

Anderson, R. E.; Srinivasan, S. S. (2003). E-satisfaction and E-loyalty: A contingency 

framework. Psychology and Marketing, 20 (2), 99-121. 

Books: Author. (Year of publication). The title of the book (ed). City: Publishing  

Example: 

Kotler, P. (2000). Marketing Management. New Jersey: Prentice Hall. 

Websites: Website (year). Address. available on the www……com. Retrieved day/month/year 

Example: Alexa. Top sites-shopping. Available in www.alexa.com. Retrieved 5/10/2012. 

 

¶ Protection by copyright: This is done through formal documentation and assign the rights to 

their owners by official method and legal 

¶ Avoiding plagiarism 

 

 Course/module academic calendar    

 

 

 

week 

Basic and support 

material to be 

covered 

Homework/reports and 

their due dates 

(1) The Global Marketing 

Imperative (C1) 
 

The International 

Market Place  

 

What International 

Market Is 

 

 

Visit to the library to 

review the available 

references on 

international marketing 

(2)  
The Global Marketing 

Imperative (C1) 
 

 

The Importance of 

 



World Trade  

 

The Opportunities 

and Challenges in 

International 

Marketing 

(3) The Economic 

Environment (C2) 

 

Regional Economic 

Integration  

 

Effects of Change 

Report  

(4) The Cultural 

Environment (C4) 

 

Culture Defined 

 

The Elements of 

Culture 

 
 

 

(5) The Cultural 

Environment (C4) 

 

The International 

Market Place 

Report 

(6) 

First examination 

Trade Policy and 

Institutions 

 

World Trade 

Organization 

 

International 

Monetary  

Fund 
 

  

 

(7) Trade Policy and 

Institutions    

 

World Bank 

 

The Impact of Trade 

on Investment 

 

Policy Response to 

Trade Problems  

Quiz 

(8) Marketing 

Communication 

(C12)  

 

The Marketing 

Communication 

Process  

 

International 

 



Negotiations 

 
 

  

(9) Marketing 

Communication 

(C12)  

 

 

Communication 

Tools  
 

Group Work 

(10) Distribution 

Management (C13) 
 

Channel Structure 

 

Channel Design   
 

 

 

(11) 

Second examination 

Distribution 

Management (C13) 

 

The Eleven Cs 
 

  

 

(12) Distribution 

Management (C13) 

 

Intermediary 

Selection 

 

Channel Management   
 

 

Quiz 

(13) Pricing  

 

Determinants of an 

Export Policy 

 

Fundamental Export 

Pricing Strategy 
 

 

(14) Pricing  

Relation of Export to 

Domestic Price 

Policies    
 

Currency Issues  
 

Case Study  

(15) 

Specimen examination 

(Optional) 

Pricing 

 

The Price Quotations 

 

Transfer Pricing 

 

 

 

 



 

 

Expected workload: 

  

On average students need to spend 2 hours of study and preparation for each 50-minute 

lecture/tutorial. 

 

 

 

 

Attendance policy: 

 

Absence from lectures and/or tutorials shall not exceed 15%. Students who exceed the 15% 

limit without a medical or emergency excuse acceptable to and approved by the Dean of the 

relevant college/faculty  shall not be allowed to take the final examination and shall receive 

a mark of zero for the course. If the excuse is approved by the Dean, the student shall be 

considered to have withdrawn from the course. 

 

 

Module references 

 

Books 

 
Czinkota & Ronkainen 2010 “Principles of International Marketingò, 9ed, South-Western: Cengage 

Learning,  

Philip R. Cateora , John L. Graham, 2007, “International Marketingò, McGraw-Hill  

Cateora,Philip R. & Graham,John L., International marketing. -Boston : Mcgraw-Hill 2̪007.. -

13th ed.-xxxii, p702  

Czinkota,Michael R. & Ronkainen,Ilkka A., International marketing. -Mason, Ohio :Thomson 

South-Western 2̪002.. -2002 update-XXXIII, p815 

 

 
Journals  

 

Journal of Marketing  

Journal of International Marketing and Marketing Research 

 

 

Websites 

 

WWW. Prideferrell.com 

 

http://www.zainbooks.com/books/marketing/principles-of-marketing.html  
 

 

 

 

 

 

 

http://www.google.jo/search?hl=ar&tbo=p&tbm=bks&q=inauthor:%22Philip+R.+Cateora%22
http://www.google.jo/search?hl=ar&tbo=p&tbm=bks&q=inauthor:%22John+L.+Graham%22
http://www.zainbooks.com/books/marketing/principles-of-marketing.html

