THEORY PAPER

Part A Introduction

Program: Honours / Research | Class : B.Com. | Year: IV | Session: 2024-25
Subject: Advertising Sales promotion and Management
1 Course Code M4-ASPM2D
2 Course Title Globalization and International Marketing
3 Course Type (Core Course/ Discipline Specific Elective - II
Discipline Specific Elective/)
4 Pre-requisite To study this course, a student must have had this
subject in Degree.
5 Course Learning outcomes On successful completion of this course, the
(CLO) students will be able to:
1. Understand Globalization and International
Marketing
2. Pricing and its factors in Foreign Trade
3. Payment Policy of International Marketing
4. Role of Export credit
6 Credit Value 4
7 Total Marks Max. Marks: 30 + 70 \ Min. Passing Marks: 35

Part B- Content of the Course

Total No. of Lectures- 60 (in 2 hours per week):

Units Topics No. of
Lectures
I Globalization and International Marketing: Meaning. Scope Environment 12
Nature and Significance International Marketing, Internal and External
Environment. International market: orientation, Identification and selection
of foreign market, Functions and Qualities of an Export Manager.
11 Export Organization: Meaning, Affecting Factors and types, Overseas 12
Product development — concepts and methods, Pricing and its factors,
Methods of pricing, Price Quotations.
I Direct and Indirect Trading: Meaning and methods of Payment in 12
International Marketing.
v Export Credit: Meaning, Nature, Influencing factors and significance, 12
Methods of Export Credit, Export credit and finance in India, Risk in
export trade, Role of Export credit guarantee corporation of India Limited.
The Export - import Bank of India.
A\ Export and import Procedure: Documentations in foreign trade, Bilateral 12

and multilateral trade agreements — its meaning, Objective, Types and
Significance SAARC, Role of WTO in foreign trade.

Keywords/Tags: Globalization , foreign market, Export Credit, SAARC, WTO.




Part C-Learning Resources

Text Books, Reference Books, Other resources

Suggested Readings:
1- Philip RCateor aandJohn L Graham, International Marketing_IrwinMcGrawHill1999.

2 KotabeM,HelsenK.“GlobalMarketingManagement” Wiley,Jhon&Sons,Inc
3 NargundkarRajendra“InternationalMarketing”ExcelBooks

4 JoshiRakeshMohan“InternationalMarketing”OxfordUniversityPress
2. Suggestive digital platforms/ web links

https://www.ifheindia.org/dlp/selflearningmaterial2021/Book/5.1%20International%20Marketing%20
Block%

https://thinkib.net/businessmanagement/page/23796/implications-of-globalization-on-
international-marketing

Suggested equivalent online courses:

Part D-Assessment and Evaluation

Suggested Continuous Evaluation Methods:
Maximum Marks : 100
Continuous Comprehensive Evaluation (CCE) : 30 Marks University Exam (UE): 70 Marks

Internal Assessment : Continuous Class Test Assignment/Presentation

Comprehensive Evaluation (CCE) 30
External Assessment : Section(A) : Very Short Questions

University Exam Section Section (B) : Short Questions 70
Time : 03.00 Hours Section (C) : Long Questions

Any remarks/ suggestions:
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