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COURSE DESCRIPTION 
Explanatory Theories of International Marketing and the Exploration of the Global Market. International Market Entry 
Decisions. The International Marketing Program. Positioning in Global Markets. Organization of Global Activities. 

COURSE OBJECTIVES 
By the end of the course, students should be able to: 

•​ Understand the concepts and characteristics of international marketing. 
•​ Develop an international marketing planning program. 
•​ Create global positioning and communication strategies. 

METHODOLOGY 
Lectures with the use of case studies. 

COURSE CONTENT 
1. Explanatory Theories of International Marketing and the Exploration of the Global Market. 

1.1 Factor endowment theories. 
1.2 Comparative advantage theory. 
1.3 Market imperfection theory. 

2. International Market Entry Decisions: Which Markets to Enter. 
2.1 Developed and Developing Markets. 
2.2 Assessment of Potential Markets. 
2.3 PEST Analysis. 
2.4 CAGE Model. 
2.5 Cultural Sensitivity. 

3. International Market Entry Decisions: Modes of Entry into the Global Market. 
3.1 Direct and Indirect Exporting. 
3.2 Licensing. 
3.3 Joint Ventures. 
3.4 Direct Investment. 

4. The International Marketing Program. 
4.1 Global Similarities and Differences. 
4.2 Standardization and Market Adaptation. 
4.3 Global Product Strategies. 
4.4 Global Communication, Pricing and Distribution Strategies. 

5. Positioning in Global Markets. 
5.1 Building the Country Image. 
5.2 Consumer Perceptions of Country of Origin. 

6. Organization of Global Activities. 
6.1 Export Department. 
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OUTRAS PUBLICAÇÕES, VIDEOS E SITES 

ASSESSMENT CRITERIA 
TRUNCATE((((N1F*4) + (N2F*6))/10),1) 

ASSESSMENT CRITERIA DESCRIPTION 
N1F Exam P1 (40%) 
N2F Individual / Group Assignments (60%) 


