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I. Course description  

1. Title of a Course  -  “International Marketing”.   The course amounts to 4 ECTS 

credits: 40 hours in-class work (lectures 20 hours, seminars - 20 hours). 

2. Pre-requisites.  The course “International Marketing” assumes basic knowledge 

of Management and Marketing (basic definitions and theories). Economics, as 

well as major issues of the course “World Economy” are strongly desirable.  

A good command of written and spoken English is required.  

3. Course Type - compulsory, elective, optional for 4
th
 year students. The course is 

open for international students accepted by approved assignment procedure. 

4.  Abstract 

  The course provides knowledge of the theoretical approaches and major prac-

tical instruments of international marketing, gives its understanding as integral ele-

ment of corporate management systems, as well as dynamic leverage of market pro-

cesses in world economy.  

  Marketing is the business function that deals with customers' needs and wants. 

The role of international marketing/management is give better understanding of cus-

tomer requirements and expectations worldwide, to offer appropriate products and 

services, as well as design and implement appropriate methods to communicate, to 

deliver, and to sell desirable goods. 

  Accordingly, the course build up a broad view of business environment, mod-

ern trends and changes on international markets, as well as shifts in world competi-

tion and leadership grounded by business cases and relevant data.  

Course format combines lectures, take-home in-depth analysis and research 

projects (essays), as well as seminars focused on discussions and students’ in-

class presentations.  

Knowledge Assessment envisages several steps including two key forms - essays 

and final exam. List of Essays’ Topics and List of Exam Questions  are enclosed (see 

Appendixes). 

The course is open for regulated assignment to foreign exchange students. 
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II.   Learning Objectives  

The course “International Marketing” realizes a concept of knowledge-

based education and research trough the sound emphasis on synergy between lec-

turing and students’ self-work, including research projects.  

Self-work plays an important role, as it covers in fact the main part of the 

time devoted to the course. It changes the traditional role of the teacher, stretch-

ing his/her functions over the lecturing towards conducting original research, 

consulting and coaching.  

The goals of the teacher/lectures in this context are as following: 

1. To make overview of business environment, as well as main actors, stakeholders 

and motives of company market activities. 

2. To understand core principles, ideas and instruments of international marketing. 

3. To make overview of main actors, stakeholders and motives of international 

companies (mainly, MNCs and TNCs)  activities in global environment. 

4. To understand core principles, ideas and instruments of practical use of marketing 

in international business. 

5. Build up and stimulate an interest to the course and knowledge-formation pro-

cess. 

6. Identify the main processes and trends taking place in global environment; 

7. Stimulate self-work (cabinet and field studies) for in-depth understanding of the 

course material. 

8. Provide an advice on the search in Internet of the most reliable, respectful and 

knowledge-based websites,web-pages and video-recourses.  

9. Coach and consult students in research projects. 

10. Motivate for excellent results of research projects and its presentations in-class. 

 

III. Learning Outcomes  
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1. To enhance problem-solving skills in marketing by offering a set of analytical 

tools (i.e., frameworks, concepts, models, and techniques) relevant to interna-

tional business. 

2. To give understanding of marketing activities in different branches and sectors 

in local and global environment; 

3. To give an opportunity to refine oral and written communication skills, as well 

as ability to work effectively in a team, i.e. improve the skills which are essen-

tial to a business career. 

4. Networking and sharing of ideas among the Russian and foreign students stu-

dents in the process of learning and cross-cultural understanding.  

The Course develops the following competencies: 

General Competences 

 To understand the role of international business in the context of the world econ-

omy. 

 To make overview of business environment, as well as main actors, stakeholders 

and motives of company market activities. 

 Public presentation and defense of the proposed decisions.  

 Participation in preparation of collective/team projects 

Professional (Marketing) Competences 

 To understand core principles, ideas and instruments of international marketing. 

 To enhance problem-solving skills in marketing by offering a set of analytical 

tools (i.e., frameworks, concepts, models, and techniques). 

 To identify marketing activities in different branches and sectors, as well as coun-

tries and regions. 

 Preparation for decision-making process, assessment of their consequences and 

outcomes. 

Professional (Marketing) Skills 
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 To develop oral and written communication skills, as well as ability to 

work effectively in a team, i.e. improve the skills which are essential to a 

business career. 

 To get understanding of market research methods (cabinet and field stud-

ies). 

IV. Course Plan 

Week 1 

The World of International Company: External and Internal 

Business Environment. Actors and Stakeholders. Mission and Vi-

sion.  The Role of Visionary Thinking and Pre-empting Future in 

Market Activities. 

Week 2 

Evolution of Marketing Concepts and Practices.  

Prerequisites for Marketing Thinking. Essential Ideas, Theories 

and Pioneer Theoreticians.   Differences in American, European 

and Asian requirements for marketing managers. 

Week 3 

Principles of Marketing. Marketing in Management Context. 

System of Marketing Functions.  

The Theory of the Leisure Class by Thorstein Bunde Veblen. 

Maslow’s Hierarchy of Needs. 

McCarthy’s 4 Ps. Evolution of Ps’Approach. 

Wendell Smith. “Product Differentiation and Market Segmenta-

tion”. 

Theodore Levitt. "Marketing Myopia”. 

Philip Kotler. Input to Customer Behavior Theory. 

Week 4 

 Analytical Function in Marketing.  

 Understanding of Consumer Behavior.   
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Perceptions and Product Knowledge: Consumers in the Market-

place. 

 Requirements and Attributes.  

Power of Personality and Motivation in Buyer Behavior. 

Attitudes as Predictors of Behavior. 

Consumers as Decision Makers. 

Group and Family Decision Making. 

The Influence of Culture on Consumer Behavior. 

Consumption in a Cultural Context. 

Segmentation and Targeting: Local and Global Aspects.  

Week 5 

 Instrument of Market Research. Cabinet and Field Studies of In-

ternational Markets. 

Role of Market-Oriented Production. Product Policy in Overseas 

markets.  

 Product Portfolio Revision and Up-grading.   

Week 6 

International Product Life Cycle (IPLC). Successful Strategies of              

International Companies based on IPLC (case studies), 

New Product Development: Goals and Stages. Challenges and 

breakthrough Technologies. 

Innovation versus Cannibalization. 

Week 7 

 Consuming Power and Price Sensitivity. 

 Pricing Strategies: Basic Prerequisites, Types and IPLC’s Im-

pact.  

Week 8 

  Sales Channels and Distribution. Analysis of business logistics 

and supply chain principles including customer service, customer 
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service operations, warehouse and distribution center operations, 

order processing, facility design and operations, information 

technology in supply chain management, supply chain relation-

ships, the interaction of logistics and other firm processes, and 

the effects of supply chain management on firm performance. 

 Supply Chain Management as Integrated Element of Marketing 

System.  

Week 9 

  International Brands. Arts of Brand-Building and Brand Devel-

opment. 

  Core Business of Positioning on International Markets. 

Social Media and Social Networks as Channels of Market Re-

search. 

Consumer Behavior Management and Communications. 

Week 10 

Digital Marketing. AIDA’s Operating through Digital Channels. 

Marketing Communications in Cross-Cultural Environment. Ad-

vertising and Public Relations: Localization, Globalization, “Glo-

calization”.  

 

V. Reading List 

 Required reading: 

1. Philip Kotler and Gary Armstrong. Marketing - An Introduction, 5th Ed., 

McGraw-Hill, New York, 2008. 

2. Philip Kotler and Gary Armstrong. Principles of Marketing 9th Edition, 

McGraw-Hill, 2012. 

3. Peter, P. J., Olson, J. C., Consumer Behavior and Marketing Strategy. 

8th Edition, Macmillan, 2013.  
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Optional reading: 

1. Anderson James, Narus James. Business Market Management, 3d edi-

tion. Prentice Hall, 2014. 

2. Churchill Gilbert, Iacobucci Dawn. Marketing Research: Methodological 

Foundations, 8
th

 edition. South-Western, Cengage learning, 2010. 

3. Iacobucci Dawn. Marketing Management, 3rd Edition. Cengage learn-

ing, 2014. 

4. Competitive Industrial Performance Report. UNIDO. 2013-2016.  

5. The Global Competitiveness Report 2014–2016, Edited by Professor 

Klaus Schwab World Economic Forum, Geneva, 2015. 

6. Collins Jim. Built to Last: Successful Habits of Visionary Companies: 

Harpercollins, 2004. 

7. Gannon, Martin J and Newman, Karen L. The Blackwell handbook of 

cross-cultural management. Oxford, UK, Malden, MA: Blackwell Busi-

ness, 2002. 

8. Hall Richard.  Brilliant Marketing. Prentice Hall, 2009. 

9. Heifetz Ronald, Alexander Grashow, Marty Linsky. Leadership in a 

(Permanent) Crisis: Harvard Business Review, 2009. 

10. Kotler Philip. Marketing Management. Prentice Hall, 2009. 

11. Манн И.Б. Маркетинг на 100%. Как стать хорошим менедже-

ром по маркетингу, Манн, Фербер, Иванов, 2014.  

12.  Shimp Terence.: Advertising Promotion and Other Aspects of Inte-

grated Marketing Communications, 8
th
 edition. Cengage learniing, 

2010. 

13. Winer Russel. Marketing Management, 3d edition. Pearson Prentice 

Hall, 2007. 

Cases/Teaching Notes: 

1. Dove: Evolution of a Brand (HBS case). 

2. The Fashion Channel (HBS Brief Case). 
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3. Ikea Invades America (HBS case). 

4. Marketing Simulation: Managing Segments and Customers V2 (HBS 

Simulation). 

5. Mountain Man Brewing Co.: Bringing the Brand to Light (HBS Brief 

Case). 

6. Natureview Farm (HBS Brief Case). 

7. Starbucks: Delivering Customer Service (HBS case). 

VI. Grading System 

The grading (in 10-scale). 

 Grading consists of three elements: 

1. Class attendance -30%. 

2. Class and participation (presentation, Q&As) - 25%. 

3. Research project  (essay) - 25%. 

4. Final examination/assessment - 20%. 

 

VII. Guidelines for Knowledge Assessment 

Individual participation and individual oral presentations 

As the course is based on discussion of course problems in the following formants: 

 Individual oral presentations. 

 Answers to the Professor’s questions addressed to the audience. 

 Answers to the Professor’s questions addressed to a particular students. 

 Students’ questions to the professor. 

 Discussion between several students. 

 

Participation in group oral and collective presentations  

Besides individual research and presentations students can work in teams with group 

tasks: 

 Group presentation (up to 3 persons) of the studied topic; 
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 Selection of illustrations (company cases) from the current business press, com-

pany reports etc. 

 Written presentation of the results of the wok (5-7 slides). 

Essay as an individual research project 

Individual research project is implemented in the assay format (10-15 pages).  

Topic is recommended from the List of Essays’Topics (see Enclosure 1). Corporate cas-

es or special individual aspects of the essay can be discussed and reconciled with the 

professor.   

Final Exam  

The questions for examination from the List of Exam Questions  (see Enclosure 

2). can be used in the three following formants: 

1. Self-assessment of the students. 

2. Midterm Exam (open-book exam with 2 test questions from the list in writing) 

3. Final Exam (closed book exam, including 1 test questions in a written-form from 

the list and 1 additional question in colloquium format) 

Student who will receive unsatisfactory grades for the whole course have to re-

peat the course or write a new research essay and repeat the exam. 

VIII. Methods of Instruction 

 The method of instruction includes lectures, discussion, videos, case’s analysis and 

meetings with guest-marketing experts (practitioners from marketing departments 

of international companies).  

Please, define mentioned below terms, give an idea of their history, and describe con-

tent and core characteristics, give examples. Or answer questions. 

IX. Special Equipment and Software Support  

Standard technical equipment (PC+CPr) and requirements, including Wi-Fi 

access.  

X. About the Lecturer  

Natalia S. Karpova, Ph.D.,  
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http://www.hse.ru/org/persons/69809/   

                                                      Appendixes 

                                                      Appendix 1 

List of Essays’ Topics 

1. Goals and Principles of Marketing. 

2. Internal and External environment of Business. 

3. The role of Customer in Marketing Priorities. Its impact on marketing goals 

and decisions. 

4. Consumer Behavior (definition and explanation). Consumer Motivations. 

5. Marketing as an Instrument of Managing Customer Behavior. 

6. The Theory of the Leisure Class by Thorstein Bunde Veblen. 

7. Personology by Henry Alexander Murray. 

8. Maslow’s Hierarchy of Needs. 

9. Personality and Consumer Behavior. 

10. Wendell Smith. “Product Differentiation and Market Segmentation” 

11. Theodore Levitt. "Marketing Myopia” and Globalization Ideas. 

12. Philip Kotler. Input to Customer Behavior Theory. 

13. Relationship between Consumer Behavior and Customer Values, Satisfaction, 

Trust, and Retention. 

14.  Types of Consumers in terms of attitude towards new products and adoption 

process. 

15. Marketing Mix: Essence and Evolution.  

16. McCarthy’s 4 Ps and other classifications. 

17. System of Marketing Functions. 

18. Market Analysis: Main Objectives. 

19. Main Steps in the Consumer Research Process. 
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20. Market Analysis: Key Methods. 

21. Purposes and Types of Primary (Field) Studies. 

22. Purposes and Types of Secondary (Cabinet) Studies. 

23. Segmentation: theory and practice. The types of statistical sampling. 

24. Target Group of Customers. How to identify?  

25. Instruments of Targeting. How to benefit from target group? 

26. Positioning and System of Marketing Functions.  

27. How New Technologies Are Enabling Marketers to Better Satisfy the Needs and 

Wants of Consumers? 

28. How Marketers Are Able to Reach Consumers in Social Networks? 

29. What Culture Is and How It Impacts Consumer Behavior? 

30. Pricing strategies.  

31. The Role and Types of Distribution Channels. 

32. Main objectives of Supply chain Management. 

33. Marketing Communications’ and Promotion Tools. 

34. The Role of Advertising in Marketing Promotion. How to make Advertising 

work? 

35. Sales promotion and Discount Instruments. 

36. Buzz-marketing. 

37. Digital Marketing. 

38. Direct marketing. 

39. Marketing in E-commerce.  

40. The Role of PR in Marketing Communications. 

41. The World Leading Brands. 

42. Main Tools of Brand-building. 

43. How the Impact of Culture on Consumer Behavior Is Measured? 

44. How Core Cultural Values Impact Local (say, the Russian) Consumers? 

45. Why and How Culture in many countries became a “Shopping Culture”? 
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46. Subcultures and Consumer Behavior. 

47. Cross-Border Diffusion of Popular Culture. 

48. Consumers and the Diffusion of Innovations. 

49. Consumer Decision Making Process. 

50. Marketing Ethics and Social Responsibility. 

51. How the World’s Economic Conditions Lead to Consumption Instability and 

Change? 

                                                 Appendix 2 

List of Exam Questions  

1. Goals and Principles of Marketing 

2. Consumer Behavior (definition and explanation).  

3. System of Marketing Functions. 

4. Composition of a Model of Consumer Behavior.  

5. Types of Consumers.  

6. Relationship between Consumer Behavior and Customer Value, Satisfaction, 

Trust, and Retention. 

7. Consumer Motivation. 

8. Rational versus Emotional Motives. 

9. What Culture Is and How It Impacts Consumer Behaviors? 

10. How Culture Acts as an “Invisible Hand” that Guides Consumption-Related Atti-

tudes, Values, and Behavior? 

11. How Culture Sets Standards for What Satisfies Consumers’ Needs? 

12. How Core Cultural Values Impact the  Local (say, Russian, German, French, 

Finnish, Swiss, Mexican, etc.) Consumers? 

13. How Culture in many countries became a “Shopping Culture”? 

14. Cross-Cultural Consumer Behavior: A global Perspective? 

15. Consumer Decision Making Process. 
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16. Segmentation: history, content and usage of the term.  

17. Principles of Segmentation. 

18. Target Group of Consumers. Process of Targeting.  

19. Positioning as Integral Instrument of Marketing 

20. The Theory of the Leisure Class by Thorstein Bunde Veblen. 

21. Maslow’s Hierarchy of Needs. 

22. McCarthy’s 4 Ps. 

23. Wendell Smith. “Product Differentiation and Market Segmentation” 

24. Theodore Levitt. "Marketing Myopia” 

25. Philip Kotler. Input to Customer Behavior Theory. 

26. Evolution of Marketing in Modern Russia. 

27. B2B Marketing.  

28. B2C Marketing. 

29. Main Steps in the Market Research Process. 

30. Purposes and Methods of Primary Research. 

31. Purposes and Dimensions of Secondary Research. 

32. Societal consequences of market globalization. 

33. Nature and tendencies of global competition. 

34. The challenge of crossing cultural boundaries. 

35. Why culture matters in international business.  

36. Consumers and the Diffusion of Innovations. 

37. How Innovative Products and Services Spread (or Fail to Spread) Within a Social 

System? 

38. How Individual Consumers Decide Whether or Not to Try and Adopt a Particu-

larly Innovative Product or Service? 

39. Personal Characteristics of Consumers in their relation to Innovations (Innova-

tors, etc.). 

40. Pricing Strategies. 
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41. Channels of Distribution. 

42. Promotional Tools. 

43. Modes of Advertising. 

44. Main Elements and Role of Public Relations (PR). 

45. CSR and marketing concept. What it in common, what is different? 

46. Please, define the term stakeholder. Name the list of stakeholders of the mod-

ern business.  

47. Describe a core directions and character of relationships between business and 

customers/consumers. 

48. Describe a core directions and character of relationships between business and 

shareholders business and shareholders.  

49. What is in common and what is different in relationships between business 

and shareholders, and business and investors? 

50. Describe a core directions and character of relationships between business and 

employees. Why loyalty of employees is important? 

51. What are the main instruments and programs to provide loyalty of employees?  

52. If you were an employer what measures you undertake and programs conduct 

to make employees effective and loyal to the company?  

53. Problems of global leadership. 

54. Goals and subjects of global leadership. 

55. Define visionary leadership.   

56. What are the traits of a manager who has visionary leadership?   

57. Please, define social responsibility.  

58. Describe and give your comments to the Pyramid of social responsibilities.  

59. Why the economic level of responsibilities could be considered as the most 

important? 
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60. What are the core ideas and functions of business in the field of legal responsi-

bilities? 

61. What are the core ideas and functions of business in the field of ethical responsi-

bilities? 

62. What are the core ideas and functions of business in the field of philanthropic re-

sponsibilities? 

63. How do the definition of social responsibility and the relevant role of business 

differ from your previous perceptions?  

64. How the social responsibility concept is consistent with your attitudes, beliefs 

and expectations about business?  

65. Does the social responsibility depend on the size of the company?  

66. Does the social responsibility depend on the level of trasnationality and opera-

tional scale of the company? 

67. Describe core directions and character of relationships between business and 

its partners. 

68. Describe a core directions and character of relationships between business and 

the government. 

69. Describe a core directions and character of relationships between business and 

society in the field of environmental issues. 

70. What is the harm of greenwashing? 

71. How can businesses become more sustainable? What are the advantages and 

disadvantages of striving to become more sustainable? 

72. Describe a core directions and character of relationships between business and 

local communities. 

73. Give examples of the companies’ activities, programs and achievements in lo-

cal communities’ development. Give examples of the companies’ conflicts of in-
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terest, problems and contradictions in the relationships with local communities 

worldwide or in one country/region. 

74. Digital Marketing. Definitions and methods. 

75. How new technologies change marketing concept and methods? 

76. What are the main periods in marketing evolution? 
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