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二、课程目标
（一）总体目标：
《国际市场营销》是一门研究以国际市场为中心从事国际市场营销活动的国际企业管理方面的应用科学，是综合性、边缘性、实践性、艺术性的应用学科。通过国际市场营销、全球营销、文化环境分析、全球营销调研、全球市场竞争分析、全球营销计划与组织、全球营销策略组合、跨国公司活动等基本范畴的系统的分析，以及典型案例的分析，使学生掌握国际市场营销的基本原理和方法，提高学生对国际市场营销环境差异性在市场营销中的重要性的认识，掌握解决和处理国际市场营销问题的方法和策略。培养学生的社会责任感和践行社会主义核心价值观的能力，使学生兼具人文精神和科学素养。
（二）课程目标：
课程目标1：掌握国际市场营销领域的基本概念及基本分析方法。
1．1 掌握国际市场营销的基本概念
1．2 知晓国际市场营销的分析方法
课程目标2：了解国际市场营销环境和国际市场的基本情况
2．1 熟悉国际市场营销环境
2．2 了解国际市场基本情况
课程目标3：掌握国际市场营销战略、国际市场营销组合策略
3. 1 掌握国际市场营销战略
3. 2 掌握产品策略、定价策略、分销渠道策略、促销策略

（三）课程目标与毕业要求、课程内容的对应关系
表1：课程目标与课程内容、毕业要求的对应关系表 
	课程目标
	课程子目标
	对应课程内容
	对应毕业要求

	课程目标1
	1.1
	国际市场营销的含义
	1.知识要求：具备较为完备的知识结构，包括基础性知识、专业性知识和通识性知识等。具备管理学学科及企业管理专业方向的基础性知识。基础性知识包括管理学、经济学、政治学、社会学和法学等社会科学知识，以及有利于促进学生全面发展的人文、艺术和自然科学知识；具备管理学学科及企业管理专业方向的专业性知识。专业性知识包括战略管理、人力资源管理、运营管理、以及品牌管理等相关知识。

	
	1.2
	国际市场营销的理论基础
	1.知识要求：具备较为完备的知识结构，包括基础性知识、专业性知识和通识性知识等。具备管理学学科及企业管理专业方向的基础性知识。基础性知识包括管理学、经济学、政治学、社会学和法学等社会科学知识，以及有利于促进学生全面发展的人文、艺术和自然科学知识；具备管理学学科及企业管理专业方向的专业性知识。专业性知识包括战略管理、人力资源管理、运营管理、以及品牌管理等相关知识。

	课程目标2
	2.1
	国际市场营销环境
	2.能力要求：具备较为系统的能力结构，包括获取知识的能力、运用知识的能力、创新思维的能力和团队管理和合作能力等。具备管理科学学科及企业管理专业方向的工具性知识。工具性知识包括数学、外语、计算机及信息技术应用、文献检索、社会调查与研究方法、论文写作等。具备自我学习知识、自我消化知识、自我更新知识的能力。

	
	2.2
	国际市场购买行为分析
	2.能力要求：具备较为系统的能力结构，包括获取知识的能力、运用知识的能力、创新思维的能力和团队管理和合作能力等。具备管理科学学科及企业管理专业方向的工具性知识。工具性知识包括数学、外语、计算机及信息技术应用、文献检索、社会调查与研究方法、论文写作等。具备自我学习知识、自我消化知识、自我更新知识的能力。

	课程目标3
	  3.1
	国际市场营销管理过程
	2.能力要求：具备较为系统的能力结构，包括获取知识的能力、运用知识的能力、创新思维的能力和团队管理和合作能力等。具备管理科学学科及企业管理专业方向的工具性知识。工具性知识包括数学、外语、计算机及信息技术应用、文献检索、社会调查与研究方法、论文写作等。具备自我学习知识、自我消化知识、自我更新知识的能力。

	
	3.2
	国际市场产品策略、国际市场品牌策略、国际市场价格策略、国际市场渠道策略、国际市场促销策略
	3. 素质要求：具备较为全面的素质结构，包括专业素质、文化素质和身心素质等。能够应用管理理论和方法分析并解决理论与实践问题。具备发现问题、提炼问题、分析问题的能力，并且具备综合运用本专业的基础理论和专业知识解决问题的能力。具有较强的组织沟通能力与探索性、批判性思维能力，不断尝试理论或实践创新。养成独立思考、创新思维的习惯，具备进取意识和探索精神。拥有良好的创新能力、创业能力和科学研究能力。具备较强的沟通协调能力、团队合作能力和开拓创新能力。


三、教学内容
Chapter One: Marketing’s Value to Consumers, Firms, and Society
1.教学目标：(1) Know what marketing is and why you should learn about it；(2) Understand the difference between marketing and macro-marketing；(3) Know the marketing functions and why marketing specialists-----including intermediaries and collaborators-develop to perform them; (4) Understand what a market-driven economy is and how it adjusts the macro-marketing system; (5) Know what the marketing concept is-and how it should guide a firm or nonprofit organization; (6) Understand what customer value is and why it is important to customer satisfaction; (7) Know how social responsibility and marketing ethics relate to the marketing concept; (8) Understand the important new terms (shown in boldface).
2.教学重难点：(1) The marketing concept and customer value; (2) Marketing’s role has changed a lot over the years; (3) The marketing concept, social responsibility, and marketing ethics.
[bookmark: _Hlk142747065]3.教学内容：(1) Marketing----What’s it all about? (2) Marketing is important to you; (3) How should we define marketing? (4) Macro-Marketing; (5) The role of marketing in economic systems; (6) Marketing’s role has changed a lot over the years; (7) What does the marketing concept mean? (8) The marketing concept and customer value; (9) The marketing concept applies in nonprofit organizations; (10) The marketing concept, social responsibility, and marketing ethics.
4.教学方法：讲授、讨论、比较、举例。
5.教学评价：完成课后思考题。
Chapter Two: Evaluating Opportunities in the Changing Market Environment
1. 教学目标：(1) Know the variables that shape the environment of marketing strategy planning; (2) Understand why company objectives are important in guiding marketing strategy planning; (3) See how the resources of a firm affect the search for opportunities; (4) Know how to conduct a competitor analysis and how different types of competition affect strategy planning; (5) Understand how the economic and technological environments can affect strategy planning; (6) Know how elements of the political and legal environment affect marketing strategy planning; (7) Understand the cultural and social environment and how demographic trends affect strategy planning; (8) Understand how to screen and evaluate marketing strategy opportunities; (9) Understand the important new terms (shown in boldface). 
2. 教学重难点：(1) The cultural and social environment; (2) The economic environment; (3) The political environment; (4) The legal environment; (5) Planning grids help evaluate a portfolio of opportunities; (6) Evaluating opportunities in international markets.
[bookmark: _Hlk142748482]3. 教学内容：(1) The market environment; (2) Objectives should set firm’s course; (3) Company resources may limit search for opportunities; (4) Analyzing competitors and the competitive environment; (5) The economic environment; (6) The technological environment; (7) The political environment; (8) The legal environment; (9) The cultural and social environment; (10) Using screening criteria to narrow down to strategies; (10) Planning grids help evaluate a portfolio of opportunities; (11) Evaluating opportunities in international markets.
4. 教学方法：讲授、讨论、案例分析。
5. 教学评价：分组进行案例讨论。
Chapter Three: Focusing Marketing Strategy with Segmentation and Positioning
1. 教学目标：(1) Be familiar with the Four Ps in a marketing mix; (2) Define and describe generic markets and product-markets; (3) Know what market segmentation is and how to segment product-markets into submarkets; (4) Know three approaches to market-oriented strategy planning; (5) Know dimensions that may be useful for segmenting markets; (6) Recognize how some computer-aided methods are used in segmenting; (7) Know what positioning is and why it is useful; (8) Understand the important new terms (shown in boldface). 
2. 教学重难点：(1) Naming product-markets and generic markets; (2) Market segmentation; (3) targeting; (4) Differentiation and positioning
3. 教学内容：(1) Search for opportunities can begin by understanding markets; (2) Naming product-markets and generic markets; (3) Market segmentation defines possible target markets; (4) What dimensions are used to segment markets? (5) More sophisticated techniques may help in segmenting and targeting; (6) Differentiation and positioning take the customer point of view.
4. 教学方法：讲授、讨论、案例分析。
5. 教学评价：分组进行案例讨论。
Chapter Four: Final Consumers and Their Buying Behavior
1. 教学目标：(1) Describe how economic needs influence the buyer decision process; (2) Understand how psychological variables affect an individual’s buying behavior; (3) Understand how social influences affect an individual’s buying behavior; (4) Describe how culture and ethnicity influence consumer buying behavior; (5) Explain how characteristics of the purchase situation influence consumer behavior; (6) Explain the process by which consumer make buying decisions; (7) Understand important new terms (shown in boldface). 
2. 教学重难点：(1) The consumer decision process; (2) Economic needs; (3) Psychological variables; (4) Social influences; (5) Culture & ethnicity; (6) Purchase situation.
[bookmark: _Hlk142751269]3. 教学内容：(1) Consumer behavior: Why do they buy what they buy? (2) Economic needs affect most buying decisions; (3) Psychological influences within an individual; (4) Social influences affect consumer behavior; (5) Culture, ethnicity, and consumer behavior; (6) Individuals are affected by the purchase situation; (7) The consumer decision process.
4. 教学方法：讲授、讨论、比较、举例。
5. 教学评价：完成课后思考题。
Chapter Five: Business and Organizational Customers and Their Buying Behavior
1. 教学目标：(1) Name and give examples of the different types of business and organizational buyers; (2) Describe how organizational and business markets differ from consumer markets; (3) Describe each step in the model of organizational/business buying; (4) Explain the different types of buying processes; (5) Understand the different types of buyer-seller relationships and their benefits and limitations; (6) Know about the number and distribution of manufacturers and why they are an important customer group; (7) Know how buying by service firms, retailers, wholesalers, and governments is similar to-and different from-buying by manufacturers; (8) Understand important new terms (shown in boldface).
2. 教学重难点：(1) Business & organizational markets and customers are different; (2) A model of business and organizational buying; (3) Characteristics of types of organizational customers.
3. 教学内容：(1) Business and organizational customers-----A big opportunity; (2) Organizational customers are different; (3) A model of business and organizational buying; (4) Manufacturers are important customers; (5) Producers of services----Smaller and more spread out; (6) Retailers and wholesalers buy for their customers; (7) The government market.
4. 教学方法：讲授、讨论、比较、举例。
5. 教学评价：完成课后思考题。
Chapter Six: Distribution Customer Service and Logistics
1. 教学目标：(1) Understand why logistics (physical distribution) is such an important part of Place and marketing strategy planning; (2) Understand why the physical distribution customer service level is a key marketing strategy variable; (3) Understand the physical distribution concept and why the coordination of storing, transporting, and related activities is so important; (4) See how firms can cooperate and share logistics activities that will provide added value to their customers; (5) Know about the advantages and disadvantages of various transportation methods; (6) Know how inventory and storage decisions affect marketing strategy; (7) Understand the distribution center concept; (8) Understand important new terms (shown in boldface).
2. 教学重难点：(1) Logistics customer service; (2) Transportation modes; (3) Storage and strategy planning; (4) Inventory costs; (5) Storage facilities; (6) Distribution centers. 
3. 教学内容：(1) Physical distribution gets it to customers; (2) Physical distribution customer service; (3) Physical distribution concept focuses on the whole distribution system; (3) Coordinating logistics activities among firms; (4) The transporting function adds value to a marketing strategy; (5) Which transporting alternative is best? (6) The storing function and marketing strategy; (7) Specialized storing facilities may be required; (8) The distribution center-----A different kind of warehouse.
4. 教学方法：讲授、讨论、案例分析。
5. 教学评价：分组组成研究小组，选定本组研究问题。
Chapter Seven: Retailers, Wholesalers, and Their Strategy Planning
1. 教学目标：(1) Understand the nature and basic structure of retailing; (2) Understand how retailers plan their marketing strategies; (3) Know about the many kinds of retailers that work with producers and wholesalers as members of channel systems; (4) Understand what is different about retailing on the internet; (5) Understand how and why retailers evolve, including the roles of technology, scrambled merchandising, and the “wheel of retailing” (6) Understand some of the differences in retailing in different nations; (7) Know what progressive wholesalers are doing to modernize their operations and marketing strategies; (8) Know the various kinds of merchant and agent wholesalers and the strategies they use; (9) Understand important new terms (shown in boldface). 
2. 教学重难点：(1) Strategy planning for retailers; (2)  Strategy planning for wholesalers.
3. 教学内容：(1) Retailers and wholesalers plan their own strategies; (2) The nature of retailing; (3) Planning a retailer’s strategy; (4) Conventional retailers-----Try to avoid price competition; (5) Expand assortment and service-----To compete at a high price; (6) Evolution of mass-merchandising retailers; (7) Some retailers focus on added convenience; (8) Retailing and the internet; (9) Why retailers evolve and change; (10) Differences in retailing in different nations; (11) What is a wholesaler? (12) Wholesaling is changing with the times; (13) Wholesalers add value in different ways; (14) Merchant wholesalers are the most numerous; (15) Agents are strong on selling.
4. 教学方法：讲授、讨论、案例分析。
5. 教学评价：根据本组选题，进行本组研究问题的文献综述。
Chapter Eight: Promotion---Introduction to Integrated Marketing Communications
1. 教学目标：(1) Know the advantages and disadvantages of the promotion methods a marketing manager can use in strategy planning; (2) Understand the integrated marketing communications concept and why firms use a blend of different promotion methods; (3) Understand the importance of promotion objectives; (4) Know how the traditional communication process affects promotion planning; (5) Understand how customer-initiated interactive communication affects promotion planning; (6) Know how typical promotion plans are blended to get an extra push from wholesalers and retailers, as well as help from customers in pulling products through the channel; (7) Understand how promotion blends typically vary over the adoption curve and product life cycle; (8) Understand how to determine how much to spend on promotion efforts; (9) Understand important new terms (shown in boldface). 
2. 教学重难点：(1) Advertising; (2) Sales promotion; (3) Personal selling; (4) Public relations
3. 教学内容：(1) Promotion communicates to target markets; (2) Several promotion methods are available; (3) Someone must plan, integrate, and manage the promotion blend; (4) Which methods to use depends on promotion objectives; (5) Promotion requires effective communication; (6) When customers initiate the communication process; (7) How typical promotion plans are blended and integrated; (8) Adoption processes can guide promotion planning; (9) Promotion blends vary over the product life cycle; (10) Setting the promotion budget.
4．教学方法：讲授、讨论、案例分析。
5. 教学评价：根据本组选题，撰写本组研究设计方案。
Chapter Nine: Pricing Objectives and Policies
1. 教学目标：(1) Explain the dimensions of price and value; (2) Understand how pricing objectives should guide strategy planning for pricing decisions; (3) Understand choices marketing managers must make about price flexibility; (4) Know what a marketing manager should consider when setting the price level for a product in the early stages of the product life cycle; (5) Understand the many possible variations of a price structure, including discounts, allowances and who pays transportation costs; (6) Understand the value pricing concept and its role in obtaining a competitive advantage by offering target customers superior value; (7) Understand the legality of price-level and price-flexibility policies; (8) Understand important new terms (shown in boldface).
2. 教学重难点：(1) Pricing objectives and policies; (2) Methods of pricing; (3) Pricing strategies 
3. 教学内容：(1) Price has many strategy dimensions; (2) Objectives should guide strategy planning for price; (3) Profit-oriented objectives; (4) Sales-oriented objectives; (5) Status quo pricing objectives; (6) Most firms set specific pricing policies----To reach objectives; (7) Price flexibility policies; (8) Price-level policies----Over the product life cycle; (9) Discount policies----Reductions from list prices; (10) Allowance policies----Off list prices; (11) Some customers get something extra; (12) List price may depend on geographic pricing policies; (12) Pricing policies combine to impact customer value; (13) Legality of pricing policies.
4. 教学方法：讲授、讨论、案例分析。
5. 教学评价：根据本组选题，设计问卷，并展开问卷调查。根据本组数据收集结果，结合研究报告撰写，展开定量数据分析或定性数据分析。
Chapter Ten: Ethical Marketing in a Consumer-Oriented World: Appraisal and Challenges
1. 教学目标：(1) Understand why marketing must be evaluated differently at the micro and macro levels; (2) Understand why this text argues that micro-marketing costs too much; (3) Understand why this text argues that macro-marketing does not cost too much; (4) Understand all of the elements of the marketing strategy planning process and strategy decisions for the Four Ps; (5) Know how to prepare a marketing plan and how it relates to the marketing strategy planning process; (6) Know some of the challenges marketers face as they work to develop ethical marketing strategies that serve consumers’ needs. 
2. 教学重难点：(1) Evaluating marketing; (2) Putting together innovative marketing plans; (3) Challenges facing marketers. 
3. 教学内容：(1) How should marketing be evaluated? (2) Can consumer satisfaction be measured? (3) Micro-marketing often does cost too much; (4) Macro-marketing does not cost too much; (5) Marketing strategy planning process requires logic and creativity; (6) The marketing plan brings all the details together; (7) Challenges facing marketers; (8) How far should the marketing concept go? 
4. 教学方法：讲授、讨论、举例。
5. 教学评价：完成课后思考题。
四、学时分配

表2：各章节的具体内容和学时分配表
	章节
	章节内容
	学时分配

	第一章
	Marketing’s Value to Consumers, Firms, and Society
	3

	第二章
	Evaluating Opportunities in the Changing Market Environment
	6

	第三章
	Focusing Marketing Strategy with Segmentation and Positioning
	6

	第四章
	Final Consumers and Their Buying Behavior
	6

	第五章
	Business and Organizational Customers and Their Buying Behavior
	6

	第六章
	Distribution Customer Service and Logistics
	6

	第七章
	Retailers, Wholesalers, and Their Strategy Planning
	6

	第八章
	Promotion----Introduction to Integrated Marketing Communications
	6

	第九章
	Pricing Objectives and Policies
	6

	第十章
	Ethical Marketing in a Consumer-Oriented World: Appraisal and Challenges
	3


五、教学进度
表3：教学进度表
	周次
	日期
	章节名称
	内容提要
	授课时数
	作业及要求
	备注

	1
	
	Marketing’s Value to Consumers, Firms, and Society
	国际营销的含义、理论基础、发展阶段
	3
	完成课后思考题
	

	2-3
	
	Evaluating Opportunities in the Changing Market Environment
	影响国际市场的经济与人口环境、社会与文化环境、政治与法律环境
	6
	阅读有关案例并讨论
	

	4-5
	
	Focusing Marketing Strategy with Segmentation and Positioning
	国际市场细分、目标市场选择、国际市场定位
	6
	阅读有关案例并讨论
	

	6-7
	
	Final Consumers and Their Buying Behavior
	国际消费者市场购买行为
	6
	完成课后思考题
	

	8-9
	
	Business and Organizational Customers and Their Buying Behavior
	国际产业市场购买行为、国际政府市场购买行为
	6
	完成课后思考题
	

	10-11
	
	Distribution Customer Service and Logistics
	国际营销渠道的行为与结构、国际渠道的设计、国际渠道发展动态
	6
	根据本章内容自选国际市场渠道策略有关主题进行小组讨论与展示
	

	12-13
	
	Retailers, Wholesalers, and Their Strategy Planning
	国际营销渠道的中间商
	6
	根据本章内容自选国际市场渠道策略有关主题进行小组讨论与展示
	

	14-15
	
	Promotion----Introduction to Integrated Marketing Communications
	国际市场促销组合、国际广告决策、国际人员推销决策、国际公共关系决策、国际营业推广决策
	6
	根据本章内容自选国际市场促销策略有关主题进行小组讨论与展示
	

	16-17
	
	Pricing Objectives and Policies
	国际市场价格的影响因素与构成、国际市场定价目标、国际市场定价方法与策略
	6
	根据本章内容自选国际市场价格策略有关主题进行小组讨论与展示
	

	18
	
	Ethical Marketing in a Consumer-Oriented World: Appraisal and Challenges
	国际市场营销道德困境、跨国公司可持续发展
	3
	完成课后思考题
	


六、教材及参考书目
1．小威廉.D.佩罗、约瑟夫.P.坎农、E.杰尔姆.麦卡锡著，《国际市场营销》（第16版），中国人民大学出版社。
2．纪宝成著.《市场营销学教程》，中国人民大学出版社。
3. 陈启杰著.《现代国际市场营销学》，上海财经大学出版社。
4. 黄维梁著.《国际营销学》，中国金融出版社。
5. 殷勤凡著.《跨国市场战略营销学》，立信会计出版社。
6. 迈克尔.津科特、伊尔卡.郎凯恩著.《国际市场营销学》，电子工业出版社。
7. 菲利普.R.凯特奥拉、约翰.L.格雷厄姆著.《国际市场营销学》，机械工业出版社。
8. 苏比哈什.C.贾殷著.《国际市场营销》，中国人民大学出版社。 
9. 王成慧著.《市场营销理论的演进逻辑与创新研究》，中国财政经济出版社。
10. 陈厚义、李新民著.《市场营销的国际化与本土化》，贵州人民出版社。
11. 庄贵军、周筱莲、王桂林著.《营销渠道管理》，北京大学出版社。
七、教学方法 
1．讲授法：理论讲授，主要教学方法，贯穿教学全过程。
2．讨论法：对本门课程的主要内容，采用问题形式，在师生和学生之间展开讨论。
3. 比较法：通过比较不同研究方式、研究方法等，深化学生对相关知识点的认识。
4. 举例法：通过举例，强化学生对相关知识点的认识。
5. 案例分析法：通过案例解读、案例问题回答，提高学生理论知识运用能力。
八、考核方式及评定方法
（一）课程考核与课程目标的对应关系 
表4：课程考核与课程目标的对应关系表
	课程目标
	考核要点
	考核方式

	课程目标1
	国际市场营销领域的基本概念及基本分析方法
	1.课堂交流
2.课后作业
3.期末考试

	课程目标2
	国际市场营销环境和国际市场的基本情况
	1.课堂交流
2.课后作业
3.期末考试

	课程目标3
	国际市场营销战略、国际市场营销组合策略
	1.课堂交流
2.课后作业
3.期末考试


（二）评定方法 
1．评定方法 
平时成绩（含考勤、课堂表现与课后作业）：30%，期中考试：20%，期末考试50% 
2．课程目标的考核占比与达成度分析 
表5：课程目标的考核占比与达成度分析表
	       考核占比
课程目标
	平时
	期中
	期末
	总评达成度

	课程目标1
	30
	30
	40
	（例：课程目标1达成度={0.3ｘ平时目标1成绩+0.2ｘ期中目标1成绩+0.5ｘ期末目标1成绩}/目标1总分。按课程考核实际情况描述）

	课程目标2
	30
	40
	30
	

	课程目标3
	30
	20
	50
	



（三）评分标准 
	课程
目标
	评分标准

	
	90-100
	80-89
	70-79
	60-69
	＜60

	
	优
	良
	中
	合格
	不合格

	
	A
	B
	C
	D
	F

	课程
目标1
	非常全面、准确地掌握国际市场营销领域的基本概念及基本分析方法
	比较全面、准确地掌握国际市场营销领域的基本概念及基本分析方法
	对国际市场营销的基本概念与市场营销和国际贸易的基本概念区分较为准确，但不够全面
	基本正确地掌握国际市场营销领域的基本概念及基本分析方法
	不能正确地掌握国际市场营销领域的基本概念及基本分析方法

	课程
目标2
	非常准确、深入地理解国际市场营销环境和国际市场的基本情况
	比较准确、深入地理解国际市场营销环境和国际市场的基本情况
	对国际市场营销环境和国际市场的基本情况的理解较为准确，但不够深入
	基本正确地理解国际市场营销环境和国际市场的基本情况
	不能正确地理解国际市场营销环境和国际市场的基本情况

	课程
目标3
	非常全面、准确地掌握国际市场营销战略、国际市场营销组合策略
	比较全面、准确地掌握国际市场营销战略、国际市场营销组合策略
	对国际市场营销战略、国际市场营销组合策略的掌握较为准确，但不够全面
	基本正确地掌握国际市场营销战略、国际市场营销组合策略
	不能正确地掌握国际市场营销战略、国际市场营销组合策略



