Table 5.2. Course specification 
	Study program: Economics

	Course title:  International Marketing

	Teacher/Teachers: Goran Milovanović, Milica Jovanović Vujatović

	Course status: 
А) compulsory/required for the module International Management (5th semester) and the module Marketing (7th semester) 
Б) elective for the module Enterprise Management (5th semester) for the module Tourism Management  and the module Accounting, Auditing and Financial Management.

	ECTS points:       7                                                                     7

	Requirements:                                                                                      -

	Course goals
Provide students with essential knowledge about the logic, motives and goals of international marketing activities, and then, based on the analysis of the marketing experiences of selected firms, help them create and implement the most promising marketing mix for selected markets.

	Course outcomes
After lectures and exams, students will be competent to:

a. Recognize business-relevant characteristics of the environment.

b. Choose the most lucrative forms of firm entry into selected foreign markets.

c. Develop marketing programs for long-term profitable infiltration of firms in those markets.



	Садржај предмета

Theoretical teaching
International trade and international marketing; market globalization; the influence of culture on international marketing; foreign market research techniques; selection, clustering, filtering and comparative analysis of international markets; variants of international market expansion; variants of entering and doing business in foreign markets; quality, design, packaging and labelling of products in international marketing; price determinants in international marketing; discriminatory and unfair forms of prices in international marketing; transfer prices in international marketing; personal selling and sales promotion in international marketing;; international fairs and exhibitions, sponsorship, public relations, advertising and state promotion; management of international competitive advantage; international competitive positioning and differentiation; international destination and nation branding; international relationship and direct marketing; perspective of Internet marketing.
Practical teaching
Practical, other teaching methods, study research work. Identifying trends in selected markets; analysis of the business effects of individual entry strategies; analysis of the impact of controlling and non-controlling variables on formulating an international marketing strategy and program; and analysis of examples of good business practice.

	Literature 
- Rakita, B., Mitić, S. (2017). Međunarodni marketing - od lokalne do globalne perspektive. Beograd:  

  Ekonomski fakultet.
- Milovanović, G. (2015). Relevantnost kulturnog okruženja za međunarodni marketing. Niš: 
  Ekonomski fakultet.
- Cateora, P.R., Gilly, M.C., Graham, J.L. & Money, B.R. (2016). International Marketing. Seventeenth edition. 
  New York: McGraw-Hill Education.

	Classes of active learning  
	Theory classes:                 4
	Practical coursework:   1

	Teaching methods and activities
Analysis of trends in the global environment; discussions between workshop members to identify the most promising forms of international expansion of companies; analysis of case studies to develop and implement strategies that enable companies to market marketing programs in selected markets profitably.

	Assessment (100-point overall maximum)

	Pre examination activities
	points
	Final exam 
	points

	Activities in class
	10
	Written exam
	

	Practical coursework
	
	Oral exam
	50

	Colloquium/s
	15+15
	
	

	Seminar/s
	10
	
	

	The way of assessing knowledge can be different. The table shows only some options: (written exams, oral exams, project presentations, seminars, etc.

	


