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І. ANNOTATION 
 

As global economic growth occurs, understanding marketing in all cultures is increasingly impor-
tant. This course will help students to understand the foundations of international marketing  and the 
challenges that an international marketer faces developing and targeting marketing strategies at foreign 
markets. The aim of the course is to enable students to understand the specifics of international marketing 
as well as the difference between globalisation of the market and the global marketing strategy. This 
course addresses global issues and describes concepts relevant to all international marketers, regardless 
of the extent of their international involvement. Emphasis is on the strategic implications of competition 
in the markets of different countries. The teaching approach focuses on identification and analysis of cul-
tural and environmental uniqueness of any country or global region. Special attention is given to CEE 
markets, Black Sea Region and the Balkans.  

Through the course duration, students are expected to: 1/ Develop understanding about what is 
involved in making international marketing decisions, including product, price, promotion, and place 
decisions to create a marketing mix; 2/ Acquire an overview on the contemporary issues in global 
marketing and the unique challenges faced by marketing managers in the dynamic global environment; 3/ 
Develop insights into how differences in global economic, cultural, social, political, and legal 
environments can affect marketing decisions; 4/ Develop strategic thinking in the context of complex 
problems and challenges faced by the contemporary global executives and managers; 5/ Develop 
leadership skills necessary to deal with the uncertainty and changes faced by today’s global marketers; 6/ 
Develop ability to integrate the important global societal dimensions of diversity, environmental 
concerns, ethics, and technological change into their thinking; 7/ Develop knowledge and skills to 
analyse cross-cultural variables and their impact on international marketing; 8/ Discover sources of 
information for researching and evaluating international markets; 9/ Communicate effectively about 
marketing issues in group discussions, oral presentations and written reports; 10/ Work effectively as a 
team member in analysing marketing issues.     

 
II. T H E M A T I C  C O N T E N T  
 

No.  TITLE OF UNIT AND SUBTOPICS NUMBER OF HOURS 

  L S LS 

I. The Scope and Challenge of International Marketing. International 
Marketing Environment 5 2  

1. Introduction to international and global marketing.    
2. The international economic environment.    
3. The global trade environment.    

4. The political, legal, and regulatory environments of international 
marketing.    

II. The Impact of Cultural and Historical Traditions on International 
Marketing 5 4  

1. Cultural dynamics in international marketing.    

2. Cultural and historical components of the social environment. Ele-
ments of culture.    

3. Cultural knowledge. Cultural change. Hofstede dimensions of cul-
ture.    

4. Business customs and practices in international marketing.    
III. The Assessment Process of International Market Opportunities  8 5  
1. Researching international markets.    
2. International market segmentation and positioning.    
3. Market audit and competitive market analysis.    

4. Methods and tools for international marketing analysis and assess-
ment.    

IV. Developing International Marketing Strategies 6 4  
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1. International market entry strategies.    
2. International branding strategies.     
3. Export strategies.    
4. Contract and investment strategies of market entry    

V. International Marketing Decisions 6 6  
1. Product decisions for international markets.    
2. International marketing channels. International distribution.    
3. Pricing for international markets.    
4. International IMC.     

VI. Challenges of Global Marketing 5 2  
1. Global vs. international marketing. Global marketplace.    
2. Multinational market regions and market groups.    
3. Developing countries and emerging markets.    
4. The Americas and BRIC.    

VII. International and Regional Marketing Strategies 5 5  
1. Specifics of regional markets and respective strategies.    
2. EU market strategies. Specifics of CEE market.    
3. Marketing realities on the Balkans and Black Sea Region.     

4. The international marketing and the Bulgarian features and business 
practice.    

VIII. International Marketing Organisation 5 2  
1. Competences and leadership in the international marketing.    
2. Creative functions of the international marketing activities.    
3. Organisational forms and structures of international marketing.    
4. Ethics and social responsibility in international marketing.    
5. Cross-cultural negotiations.    
 Total: 45 30  

 
 
 
ІІІ.  FORMS OF CONTROL: 
  
No. 
by 

row 
TYPE AND FORM OF CONTROL №   

extra-
curricu-
lar, h. 

 
1. Midterm control   
1.1. Project assignment  1 90 
1.2. Test 1 30 

Total midterm control: 2 120 
2. Final term control   
2.1. Examination (test) 1 45 

 Total final term control: 1 45 
 Total for all types of control: 3 165 
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