	WSB University


	Field of study: Management

	Module / course Corporate management /International marketing

	Educational profile: General

	Education cycle: II cycle studies

	Number of hours per semester
	1
	2

	
	I
	II
	III
	IV

	Full time studies

(L/C/lab/pr/e)
	12L/12C
	
	
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	

	LECTURER

	Mirosława Malinowska PhD

	FORM OF CLASSES


	Lectures and classes

	COURSE OBJECTIVES


	The aim of the subject is to make students familiar with advanced problems related to marketing activities on international markets.  Students will get the knowledge connected to international marketing and global marketing.

	Course objectives
	References to course objectives:
	Description of educational results  
	Verification of educational results

	
	Major-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	IntMark_K01
	Z2_W04
	S2A_W02
	Student has the avanced knowledge regarding marketing activities and on international market. Knows the concept of global marketing, export marketing, subglobal marketing and cross-cultural marketing.
	Test, presentations, case studies, workshops, discussions 

	IntMark_K02
	Z2_W111
	S2A_W06
	Student knows the ways of gathering the information for international marketing purposes. Student knows specific features of international market research
	Test, presentations, case studies, workshops, discussions 

	Abilities

	IntMark_A03
	Z2_U01
	S2A_U01 S2A_U02 S2A_U03
	Student is able to gather the relevant information and  analyse marketing problems on international markets
	Presentations, case studies, workshops, discussions 

	IntMark_A04
	Z2_U02
	S2A_U02 S2A_U03
	Student is able to analyse and describe  the company and its environment for marketing decisions on international markets 
	Presentations, case studies, workshops, discussions

	Social competences:

	IntMark_S05
	Z2_K02
	S2A_K02
	Student is prepared to work in teams on project related to international marketing
	Presentations, workshops, case studies

	Students’ workload  (in didactic hours 1h did.=45 minutes)** 

	Full- time

Participation in lectures = 12h
Participation in classes = 12h
Preparation to classes = 10h
Preparation to lectures = 4h
Preparation to an examination = 12h 

Project tasks = 
e-learning =

Credit/examination =2h
others  (indicate which) = 

TOTAL:52h
ECTS points: 2
Including practical classes:1
	Part-time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks =  
e-learning =

Credit/examination =

others  (indicate which) = 

TOTAL: 
ECTS points:

Including practical classes:

	PREREQUISITES


	Not applicable

	COURSE CONTENT

(Division to contact classes and e-learning)

	Contact classes:
· Internationalization process
· International and global marketing marketing
· Standardization and adaptation of marketing activities
· The international environment and international market research 
· Product in international marketing
· Pricing policy in international marketing
· Distribution in international marketing 
· Promotion on international markets
E-learning: not applicable

	LITERATURE
(compulsory reading)


	· P. Cateora, International Marketing, Mc Graw-Hill Education Europe 2016. 

· M. Korzh, L. Akіmova, I. Chub, simulation of control strategy for international marketing services. Proceedings of National Aviation University 2017, Vol. 71 (2). (online – EBSCO)

· Y. Wind, S. Douglas, H.V. Perlmutter, Guidelines for Developing International Marketing Strategies. Journal of Marketing 1973, Vol. 37 (2). (online – EBSCO) 
· S. Samiee, S. Chirapanda, International Marketing Strategy in Emerging-Market Exporting Firms. Journal of International Marketing 2019, vol. 27 (1). (online – Sage Journals)

	OPTIONAL LITERATURE
	· Czinkota M. R. , Ronkainen I.A., Principles of international marketing,  Australia : South-Western/Cengage Learning 2010 

· Albaum G., Duerr E., Josiassen A, International marketing and export management,  Pearson Education Limited 2016
· Bradley F.: International Marketing Strategy. Pearson Education Limited 2005 

	TEACHING METHODS

(Division to contact classes and e-learning)

	Contact classes:
· Lecture using multimedia presentations

· Presentations

· Workshops

· Case studies

· Discussions
E-learning: not applicable

	TEACHING AIDS
	Multimedia presentations, case study

	PROJECT

(if implemented in the framework of a classes module)
	1. Presentations prepared by students

2. Poor and good marketing practises on international markets

3. Product adaptation in international marketing




	METHOD Of ASSESSMENT

(Division to contact classes and e-learning 
	Exam, presentations, case studies, workshops

	FORM AND CONDITIONS OF ASSESSMENT
	30 points – Exam, written individual work (10 open short questions)
30 points- presentations, homework
40 points-  workshops, case studies,  (active participation in lectures and classes)
51 points to pass the subject


* L-lecture, C- classes lab- laboratory,  pro- project, e- e-learning
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