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Syllabus [2025Year 2 Term]

Course Information
Course Title International Marketing Credits 3
Required/El
ective
Course Code 320280-3 (For Underg Selective majors
raduate Cou
rses)
) Department of Internationa .
Department or Major ) o ) Language English
| Business Administration
Lecture Roo
Methods of Teaching 24,56/34,5,6(=X 503)

m

Lecture(3) Experiments(0)
Trainging & Practice(0) P Cyber Lectu

Time Allotment

Course

erformance(0) Designing res
& Planning(0)

Type offline

Cyber Lectures Preview

Lecturer
. Assistant Prof Final Acade _
Name Haejoo Han Rank , A stekAL
essor mic Degree

Department Department of International Busin Office
Lect & college ess Administration
urer Office Phon

— e-mail haejoohan@dankook.ac.kr
e Number

Field of Inter

est

Course Summary
This course explores marketing strategies and principles in the global marketplace, with a
focus on how multinational companies operate across diverse cultural and economic envir
onments.

Course Building on theories learned in the Basic Marketing course, students will engage with a va

Description riety of case studies to deepen their understanding of advanced and specialized marketing
theories, global market entry strategies, and localization approaches.
Through this process, students will develop the ability to analyze consumer behavior in gl
obal contexts and make strategic marketing decisions.

Description Prerequisite: Basic Marketing

Related Courses Students must have completed the Basic Marketing course prior to enrolling in this course.

Course Goals
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» Gain a comprehensive understanding of the global market through international marketing
theories and real-world cases.

* Acquire knowledge of various global market entry and localization strategies.

* Develop the ability to analyze global consumer behavior and devise appropriate marketin
g strategies.

* Understand ethical issues and cultural considerations in the global business environmen
t.

Projected Result
S

Percentage of th
e original langua English 100
ge classes(%)

Cyber Lectures P
review

Syllabus
Times Lecture Topic Lecture Goals Lecture Methods Assignments

Course Orientation
1 The Scope and Challenge of Int 4ol EQEESY,
ernational Marketing

5 The Dynamic Environment of Int deo| ELEESTH,
ernational Marketing EHsHZAE&(BPL),

; Developing a Global Vision thro ol EQEE Y,
ugh Marketing Research =AM Zet&(BPL),

4 Global Marketing Management: uo| EQEESY,
Planning and Organization (1) =H &l Z2sH&(BPL),

. Global Marketing Management: Ue ESEESTH,
Planning and Organization (2) X5l Zst&(BPL),

5 Products and Services for Cons Uo| EQEESY,
umers and Businesses (1) X5 2 &t&(BPL),

7 Midterm Exam 2z,

g Products and Services for Cons zo| EQEESTY,
umers and Businesses (2) E2xsZsE(BPL),
Integrated Marketing Communic 2to] EojE= 4o

9 ations and International Advertis ' _ '
. =AMl Z =& (BPL),
ing (1)

Integrated Marketing Communic 2to| Eo|g=aol

10 ations and International Advertis ' _ '
. =Ml Zet&(BPL),
ing (2)

Zol, ESEETY

11 Pricing for International Markets - 3 ’

¢ 2525t (BPL),

1 International Marketing Channel deo| ELEESTH,
s =M Z &5 (BPL),

ol EQEESY,
EIjIH}éFQ(TBL) o
. . = [ =] 3
13 Team Project Preparation = E7|ustS (PR
L),
14 Team Project Presentation 4o ECEESTY,
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Times Lecture Topic Lecture Goals Lecture Methods Assignments

15 Final Exam Ze,

Methods of Grading

seqguen

ce Description Percentage Details
1 Mid—tem Exam 25%
2 Final-exam 25%
3 Pop Quizzes 0%
4 Assignments 15% Individual assignment
5 Reports 0%
6 Presentations & Discussions 5% Participation
7 Attendance 10%
8 0%
9 Others 20% Team project
All 100%
Core of Value
o Al 7| HBAY of g of e (%)
a4 Al ol M 2 s &4 FO{ Al abztmt 2A|
o e ) (Creative problem-s = £ oMoz 5|& Holgk 0%
iscover _
/ olving) a5l 5
Mo Al= (=)
. . =0t gtstr of 0%
(Discovery) (Challenging) o= 4ot Lo
Sl XA ggt MZ2 Z0tE 71H
o e ) (Knowledge conver = StHL EMXMo=z 0%
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Y gence) st = le= 5
MA ssH +4
A MIAH A2 O MSXZEM = 0%
(Dedication) (Universal value) M o|fol cHs&t ’
& 9lE 58
Dol 22X EIM e
. ) 25l Efel ot A5 H oz 0%
(Dedication) (Cooperation) 2ys 8 & oo o
ssHe T2z
] = ° e
A (s ¢ M EHSHE Rl 7 0%
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(Dedication) glelalg 7HE £ U ’
y) = say
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(self- Determinatio (Self--Managing) € FEH0|L 55
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=
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self- Determinatio _ L
(Logical thinking) | X&3tn gtee °
" 2le s
e thsts Salf chebst
-° SIN ol7dig =85t g
self- Determinatio 0%
( (Articulation) ol E o|Zof L £ !
I']) = =2
Textbook(s) & References
Descrip ) )
. Title Author Publisher
tion
Requi Cateor
red T a, Mone )
INTERNATIONAL MARKETING, 19th ed ) McGraw Hill
extbo y, Gilly,
ok Graham
Requi
red T Strategic Marketing Management: Theory a A. Cher
) Cerebellum Press
extbo nd Practice nev
ok
Memo

This course aims to cultivate the ability to apply theoretical knowledge to real-world situations through diverse cas
e studies.

Thus, active participation, discussion, and voluntary presentations by students are ESSENTIAL components of the
class.
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