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Identification Information:

Name of the subject: International | Formative Pillar: Specializing
Marketing Systems

Didactic unit: Course -workshop Previous Subject Requirement:
Class Hours: 4 per week (2 theory, 2 | Subsequent Subject:

practice)

Subject Type: Elective Credits: 6

Introduction

The subject comprises two main sections: international marketing techniques and the
structure of international trade. In the first, the student will learn about aspects such as the
selection of products and markets for export, the adaptation of products to the market, the
selection of distribution channels, price quotations, promotional instruments, etc.

The second part, the student will deepen in the structure, composition and trends of our
foreign trade, for which he will analyze the main mechanisms that regulate international
trade in its operational aspects

. General Objective

The sixth semester student in International Marketing Systems will be able to explain the
main variables that comprise the marketing process at an international level, for which he
or she will locate the functions and types of structures in which it takes place.

Specific Objectives:
Students will:

» Be able to make the selection of the target market for export.

* Learn the necessary methodology to locate the geographical and cultural
characteristics of the product's destination in international markets.

* Know the process of intermediation, franchises and export licenses.

» Describe the variety of distribution channels and strategies and how they affect
cost.

* Know the institutional structure in which international trade is carried out.




Thematic Content

The importance of international trade in a global economy

Different types of marketing.

The importance of marketing in an export company.

Environmental factors affecting the introduction of the product to a new
international market.

Product policy and planning in an international market.

Public international marketing programs and their implementation in a particular
company.

Historical dimension and background of international trade.

The international monetary system.

International finance and accounting

10 Types of market agreements

11. Commercial Treaties
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Teaching Strategies

1.- Presentation of Information by the teacher
2.- Targeted group discussion

3.- Oral presentations by students

4.- Bibliographic research by students

5.- Presentation of exercises by group

Course Crediting and Evaluation methods and requirements:

1.- Participation in group discussions and presentations or class oral presentations. 40%
2.- Three midterm exams that will cover 40%

3.- Written assignments: questionnaires and exercises 20%
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Desired academic profile of the teacher
Master’s degree in Marketing, Administration or related area.

Teaching Experience:
Have worked as a teacher at the higher education level.

Professional Experience:
Professional performance in marketing activities in private and public
organizations.

Teaching Education:
Ease of communication with students as a group or individually
Ability to use technology and instructional techniques (computer, projector, videos,
slides, etc.).
Complete the institution’s professional development process.
Other: English language proficiency (specifically, the four basic skills).




