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Section - l

1) INTERNATIONAL MARKETING:

. Meaning
',: . Reasoni for companies going global

. Which markPts to enter

. Differences among countries

. Mode of entrY in foreign market

o International market strategY

. Global brand

o Multinational companies from developing countries

2) PRODUCT POLICY AND PLANNING

. Meaning of Product

o International Product Planning

., ? . Product design strategy:standardization and

. Developing an international product line

o Foreign product diversification

o International Packaging
'. lnternational'warranties and trademarks

3) INTERNATIONAL PRlclNG:

o Factors affecting Pricing

o Aspects of international price sdtting

e Transfer Pricing

o Handling interdivisional conflicts

customization
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. o Dumping

o Meeting the import challenge

. leasing

4) INTERNATIONAL CHANNELS OF DISTRIBUTION: Lo%

o Perspectives of international distribution channels

o International channet members

o Channet management

o Wholeselling and retailing in foreign environment

. International franchising

G: . International physical distribution

Section - ll

5) INTERNATIONAL MARKETING RESEARCH: !o%

? Framework f6r international malketing research

. Gathering secondarydata at home

. Secondary research abroad

o Prim'dry data collection

. Organisation for international marketing research
r',r3r\"9 e International marketing information systems

L0%V, 6) EXPORT PROCEDURE AND DOCUMENTS:

o Preliminaries

. inquiryand offer confirmation of offer exports licenses

. finances-ploductions/proburement of good

--o shipping"sPace

. pac(jng_and marking

o quality control and preshipment insepection

. exciseS clearance custom formalities

o insurance
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" shipping thegoods
o negotiation of documents

" preshipment documents
. documents retated to goods

. documents related to shipments

7) MARKETING PLANNING AND STRATEGY FOR INTERNATIONAL BUSSINES S: 15%

. Dimensions of international planning and strategy

o Planning at a subsidiary level

. Marketing planning at corporate level

ii:'.' . Informationscanning monitorin-g

o Achieving planning effectiveness

o New emphasis on globalstratigic market planning

8) ORGANTTATTON AND CONTROL rN TNTERNATIONAL MARKETING:

e Atternative organitational designs

o Choosing apporiate organisational structure

c New perspectives on organisation:corporate networking

. Delegating decesion-making authority to foreign subsidiaries

. Performance evaluationand control of foreign operations

,t . . Conflicts and-their resolution

9) CASE STUDY LA%,Y
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4)Marketing Management By Meenakshi &

5)international Trade and export management,byFrancis Cherunilam( Himalaya

Publishing House.)
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