UNLVPRIVATE 

Spring 2012
735 International Business
Dr. Alexander Nill

Office: 431

Phone: 895-4004

Email: anill@ccmail.nevada.edu
Web: http://faculty.unlv.edu/nill/
Office Hours: Tuesday & Thursday

by appointment and 18:45 - 20:00
Course Objectives and Format:
This course focuses on problems and decisions faced by managers in an international arena. After completion of this course, students should be able to assess and analyze the major risks and opportunities of international markets. This course will also emphasize the development of a framework for strategic planning to facilitate the preparation and implementation of business plans in a global context.

By using a case oriented teaching approach, students will have an opportunity to improve their analytical and decision making skills. Communication skills will be enhanced through case and project presentations and interpersonal skills through working in teams. 

Recommended Study Materials:
A good textbook in Internatioal Business. A possible example is:

Shenkar, Oded and Yadong Luo, International Business, Thousand Oaks, CA: Sage Publication.
Selected Readings announced in class.

Prerequisites: 

MBA 701, MBA 702, MBA 705, MBA 710, MBA 712 

Grading:
The student's grade will be determined on the following basis:


Assignments and Quizzes


25%


Exam





30%


Team Project:


     Progress Report



20%


     Final Report and Presentation

25%

Assignments and Quizzes:
Quizzes and short assignments focusing on the textbook and on the lecture will be given at the beginning of some class sessions. Quizzes will be short and may involve multiple choice questions. In particular quizzes may relate to basic facts of the case scheduled for discussion in that class.

Exam:
The exam will cover the concepts and the analytical tools discussed in class. This exam will consist of open questions and quantitative and qualitative analyses of short problems.  

Class Policies:

Makeup Work: Except in the case of religious holidays as noted below, no makeup exams will be given.  If an absence during a scheduled class meeting becomes unavoidable, please contact me in advance.  Late projects or assignments will not be accepted for credit.

General Policies at UNLV:

Academic Misconduct – “Academic integrity is a legitimate concern for every member of the campus community; all share in upholding the fundamental values of honesty, trust, respect, fairness, responsibility and professionalism. By choosing to join the UNLV community, students accept the expectations of the Academic Misconduct Policy and are encouraged when faced with choices to always take the ethical path. Students enrolling in UNLV assume the obligation to conduct themselves in a manner compatible with UNLV’s function as an educational institution.”

An example of academic misconduct is plagiarism: “Using the words or ideas of another, from the internet or any source, without proper citation of the sources.” See the “Student Academic Misconduct Policy” (approved December 9, 2005, located at <http://studentlife.unlv.edu/judicial/misconductPolicy.html>).

Copyright – The following statement is recommended for inclusion in course syllabi:

The University requires all members of the University Community to familiarize themselves and to follow copyright and fair use requirements. You are individually and solely responsible for violations of copyright and fair use laws. The University will neither protect nor defend you nor assume any responsibility for employee or student violations of fair use laws. Violations of copyright laws could subject you to federal and state civil penalties and criminal liability, as well as disciplinary action under University policies. To familiarize yourself with copyright and fair use policies, you are encouraged to visit the following website: <http://www.unlv.edu/committees/copyright/>.

Disability Resource Center (DRC) – The Office of the Executive Vice President and Provost and Faculty Senate have endorsed the following statement to be included in all course syllabi. [NOTE: Over two-thirds of the students in the DRC reported that the syllabus statement, often read aloud by the faculty during class, directed them to the DRC office.]

The Disability Resource Center (DRC) coordinates all academic accommodations for students with documented disabilities. The DRC is the official office to review and house disability documentation for students, and to provide them with an official Academic Accommodation Plan to present to the faculty if an accommodation is warranted. Faculty should not provide students accommodations without being in receipt of this plan.

UNLV complies with the provisions set forth in Section 504 of the Rehabilitation Act of 1973 and the Americans with Disabilities Act of 1990, offering reasonable accommodations to qualified students with documented disabilities. If you have a documented disability that may require accommodations, you will need to contact the DRC for the coordination of services. The DRC is located in the Student Services Complex (SSC), Room 137, and the contact numbers are: VOICE (702) 895-0866, TTY (702) 895-0652, FAX (702) 895-0651. For additional information, please visit: <http://studentlife.unlv.edu/disability/>.

Team Project:
Each student team will formulate a business plan addressing a problem or opportunity in international business.  This may be a current issue actually confronting a business (when cooperation of the firm involved has been obtained).  Alternatively, the project may use publicly available information to address a potential issue that may or may not be under consideration by the firm involved.  Grading criteria for the project are indicated in Appendix B.  The specific components of the project are:

1. Progress Report:  Due about mid-semester as indicated in the class schedule.  Students present their results electronically and make copies of their presentations available to peers and the instructor via email attachment. Students are free to select appropriate media (for example: recording device such as a digital camera, PowerPoint, etc. The presentation should last between 5 and 10 minutes. See Appendix A for more detail on content and format.

2. Presentation:  Due as scheduled during the last two weeks of class.  Each group will have up to 15 minutes to present their recommendation and supporting arguments.

3. Final Report:  Final reports and Peer Evaluation Forms (Appendix C) from all groups are due the day of the last scheduled presentation.  The written report should not exceed 20 double-spaced pages (not including tables and appendices).  See Appendix A for more detail on content.

You have two principal choices regarding content of the project:

Choice 1 Market Entry: You will design a business strategy for entering a foreign market. Student teams are free to select a product and country of their choice. The product must not currently be marketed in that country. A detailed explanation for this type of project is contained in Appendix A. The purposes of this project are: (1) to develop familiarity with country screening procedures using secondary data; (2) to provide exposure to basic statistical data on a wide range of countries, as well as to available secondary data sources on international markets; and (3) to provide experience in developing a strategic business plan for entering a foreign market.  

Choice 2 Production: Student teams will select a specific problem or opportunity arising from differences in international markets. Examples include "cost reducing" or "input seeking" opportunities in which production of existing products is moved abroad, or, for the more entrepreneurially minded, introduction of a new product or service based on opportunities arising from differences in economic, cultural, legal or political environment. It is recommended that you see me in order to discuss the suitability of your project, if you select this choice.  Expectations for the structure and content of the reports are to be determined in consultation with the instructor.
Peer Rating:
Since good teamwork is essential to the success of your project, the contribution of individual members will be assessed using peer ratings. Each team member is required to submit two peer-rating forms. These forms are to contain an evaluation of each team member with the exception of yourself. The forms for submitting your rating of team members are included as Appendix C1 for the team effort until the progress report and C2 for the team effort leading to the final paper and presentation.

The peer rating is based on a point system with a maximum of 100 points per team member.  You should evaluate your team members based on a consideration of the following:


1.  Willingness to attend meetings.


2.  Willingness to get assigned tasks completed on time.


3.  Contribution of ideas in meetings.


4.  Cooperation with other team members.


5.  Quality of the individual's work.

6.  Individual's overall contribution to case reports and completion of the group project.

100 points ( the maximum) reflect a fully acceptable contribution to the team effort.  If a team member earned less the 100 points (the maximum), you should provide a brief explanation. 

Your personal score is calculated as follows:

Score for the presentation X average peer score. For example, your group score for the first presentation is 80. Your four team members gave you 100, 100, 90, and 90. Accordingly, your personal score for the first presentation is: 

((100 +100 + 90 + 90) /4) X 80 = 76

Tentative Schedule Spring 2012
Week 1

1/17 
Course Introduction; Why go global?


Chapter 1

1/19 
Mega trends; Fundamentals of Economic Growth; Dutch Disease; Increasing Income Disparity; Life after the crisis


Chapter 8

Week 2

1/24 
Global Business Strategy

Strategic Planning Tools: Situational Analysis, Competitive Advantage, Core Competency, SWOT, BCG Matrix, GE Screen, Value Chain, Product Growth Matrix

1/26 
Organization of global operations


Chapter 11

Case Discussion: IKEA

Week 3

1/31 
Opportunity Identification and Country Selection


Chapter 3, 10


Discussion of Project Report

2/2 
Global Business Strategy Application


Case Discussion: Why did Wal-Mart fail in Germany?

Week 4

2/7 
The Role of Global Trade; Global Trade Theory, Comparative and Competitive Advantage of Nations. Rationale of Global Trade. Protectionism versus Free Trade

Chapter 2, 3

2/9 
Economic analysis of barriers to trade;

Guest Speaker:  Professor Mel Jameson

Week 5

 2/14
Country competitiveness, Politics, and Protectionism; Political environment

Chapter 5, 7 p.183-197 

2/16 
Legal Environment; E-commerce and legal challenges


Chapter 7 p.197-209; chapter 18

Week 6

2/21 
Legal Environment Special Topic: Intellectual Property Rights: Enforcement in 
Developing Countries?

2/23
Cultural Environment of Global Markets


Interdependence of History, Values, and Culture.


Culture’s Impact on Business or Business’ Impact on Culture.


Chapter 6

Week 7

2/28
Currency Risk: Managing operating exposure

Case Discussion: Hofbrauhaus in America

3/1 
Determinants of exchange rates, real and nominal exchange rates, Government policy; Chapter 14 p.392-402
Week 8

3/6
Currency Risk: Managing transaction exposure

Case Discussion: Lufthansa

3/8 
Global Economic Integration. Europe and the Euro


Project: Progress report due

Week 9

3/13 
Financial Environment of Global markets

Chapter 9

3/15 
Financial Environment of Global markets

Week 10

3/20 
Current Topic: The Euro Crisis
3/22 
Doing Business in International Markets; Human resources 


Chapter 17


Guest Speaker: Rich Gesteland

Week 11

3/27 
International M&A; Strategic alliances


Chapter 12

3/29 
Research in global markets


Chapter 13

Week 12

4/3
Spring Break

4/5
Spring Break
Week 13

4/10 
Global Marketing Strategy


Buyer Behavior, Consumer Decision Making,


Chapter 16

4/12
Global Communication Strategy Application


Case Discussion: BMW 

Week 14

4/17 
Branding Strategies. 

Value of Global Brands 

4/19 
Public Relation Crisis Management in Global Markets


Case Discussion: Nike
Week 15

4/24
Ethical Environment of Global Markets


Chapter 19

4/26
Presentations

Week 16

5/1
Presentations
5/3
Presentations
5/10
Exam

APPENDIX A
Structure and Content of Reports


Country Screening and Market Entry Plan Project
PROGRESS REPORT
Students record their results electronically and make copies of their presentations available to peers and the instructor via email attachment. Unlike the traditional format, students do not present in front of the class. They present without an “official” audience and use a recording device such as a digital camera possibly in conjunction with other electronic media such as Powerpoint, Excel etc. to make an electronic copy. The format should allow easy access. For example, students could post their presentation on Youtube and provide a link or save their presentation on a CD and provide copies. However, please use only formats that you reasonably can expect your fellow students as well as the instructor to be able to use. If you are not sure, you might inquire about the hard and software requirements first. For example, it is not possible for Lotus Notes users to receive very large attachments. The instructor as well as pre-assigned peers will review the presentations and provide feedback. The electronic presentation should be between 5 to 10 minutes.
Each group has to create one electronic presentation and provide feedback to two groups. That is, each group will get official feedback from the instructor as well as two other groups. The feedback should be on no more than 2 pages and should be emailed to the group that is being assessed, the instructor, and the other group doing the feedback. The focus of the feedback is constructive criticism. The goal is to help the other teams to improve. 
The following are exemplary suggestions concerning the content of the progress report if you choose to do a Market Entry Study (choice 1):

1. 

Product Selection.  Select either a consumer or industrial product or service.  It is, however generally desirable not to consider commodities, e.g. wool, steel, or products for which limited data are available, e.g. TV programming, insurance, car hire, etc.  The product or product line should also be clearly defined, and correspond to that of an existing company in the industry.
2.

Situation Analysis of the Company and its Current Markets:

Introduce the company and the product or service in terms of size, resources, and market position. If available, some numbers about sales, profits, number of outlets etc. might be helpful to characterize the company. 

Briefly analyze how the selected product or service is doing in its home market. The following questions should be considered: What are the company’s core competencies and how do they translate into competitive advantage? How is the product positioned? What is the competitive environment?

3.

Establish International Objectives.  Define the corporate objectives of the company with regard to international markets.  This includes the degree of involvement relative to company size and resources, the company's competitive advantage, product positioning, etc. Why do you think it might make sense for the company to do business in foreign countries? To which degree should the company get involved with international business? How much risk can the company take to enter foreign markets? You could consider the degree of involvement in international markets relative to company size and resources. State how your project relates to the international objectives of the company.
4.

Opportunity Identification.  Collect data to identify and evaluate potential opportunities for the product or service for a given region.  "Region" can be defined as, for example, South America.  Or it may be a set of five or six countries such as Southeast Asia.  Then use up to three screening "filters" to select your target entry country:



a.
The first screen is conducted at the country level, and consists of indicators relating to the general business environment, as for example, GDP, population size, rate of inflation GDP growth, political risk, etc.  This should include indicators of both market potential as well as risks and barriers to entry.  The specific indicators should be tailored to the product selected as well as the company's objectives.  



b.
The second screen relates to product market data.  This should include data relating to product sales, growth rate, product usage, as well as data relating to sales and growth of competing and substitute products.  As far as possible information relating to the presence and market share of key competitors should also be collected.



c.
The final screen, which should be conducted in relation to two to three countries, should consist of information relating to the market infrastructure in the country and the ease of market entry and developing a market presence.  Depending on the specific product or service, this might include information relating to distribution channels and access, media costs and availability, product and pricing regulation, marketing presence and strategy of key competitors.  This stage may also entail collection of qualitative information, journal or press articles, interviews with nationals, industry or country experts to make a final assessment of market potential.

5. 

Country Selection.  Then select the country or countries for initial market entry.  This decision should be based not only on the assessment of market potential, but also the competitive analysis and the aggressiveness of the company's strategy for initial entry.

FINAL REPORT
This appendix describes the structure and content of the final report. The final report includes the progress report (point 2 and 3 are covered by the progress report).  Major learning objectives/topics from the course schedule are indicated in italics. The final report should cover these topics:


1. Executive Summary.  This summary is written with the firm's CEO in mind.      Assume that she/he cannot read the whole report because of the press of other duties.  Therefore, this summary must encapsulate in one to one and one-half pages the purpose of your study, major conclusions, recommended course of action, financial projections, and strategic implications.


2.  Corporate Background.  In this section profile briefly the firm and its history and the nature of the product or service you are offering.  Then provide a discussion of the firm's core competencies, strengths and weaknesses, current domestic marketing strategy, and international objectives.  These provide the framework within which the components of your international marketing strategy are offered.


3. The Opportunity Analysis.  This analysis will address the evaluation of the country and market opportunity analysis.  It will cover your country screening process and selection of target country(s).  An analysis of the target country(s) will follow which will include a discussion of the competitive environment, consumers, market segments and attractiveness, country infrastructure considerations, and relevant political, regulatory, and cultural considerations, including possible political risks.  This section should include an estimate of the target market's size and projected growth rates, which will be incorporated into your financial projections.


4. Market Analysis.  Next data relating to the product market in the selected country will need to be collected.  This should include data relating to overall trends in the market; i.e. sales, rate of market growth, likely future developments, emergence of new market segments, entry of competition, etc.


5.Plan Development.  Based on this information, together with an assessment of company


strengths and weaknesses and objectives, a strategic business plan should be developed.


There are two parts to the plan.  First, decide on a market entry strategy that is consistent


with the above analysis. Then, outline the elements of the marketing program for a given


region or country.  The core of this strategy is the selected market positioning, vis-a-vis


potential customers and competition, in terms of the target market/segments and customer


benefits.  This provides guidelines for proposed tactics, i.e. distribution, price and


promotional policy.


A strategic plan should then be drawn up.  This should include details of product


positioning and any product modifications, pricing strategy (including trade discounts,


freight and distribution costs), distribution channels, i.e. use of import agents, wholesales,


vs. direct dealings with mass- distribution, or direct distribution, and promotional


strategy, including a media plan, advertising copy, sales promotion and personal selling


strategy).  The specifics will depend on the type of product as well as the country


selected.


6. Financial Evaluation. This section presents the financial argument in support of your recommendation.  Consistent with international capital budgeting procedures it should be presented in three steps:

a) local cash flow projection,

b) any significant cost of transfer of funds to the parent (for example potential exchange rate losses),

c) impact on the rest of the MNE.

In presenting your analysis keep in mind the following points:

· Analysis should be quantitative wherever possible.  Although a formal capital budgeting analysis would be ideal, complete information required for this may not be available.  Instead you may use any of a number of financial measures.  At a minimum you should perform a break-even analysis and projected operating profit analysis for several years.

· The method used to derive the projections should be made clear to the reader.  In particular all projections should have a clearly stated source.  (For example performance of existing operations in the domestic or other foreign markets, with appropriate adjustments for local conditions based on market information.)  

· Projections should be consistent with previous sections of the report.  (For example projected market share and revenue should be based on market research and country analysis.)  

· Where quantitative analysis is not possible, it is better to provide a qualitative discussion than to ignore the issue.  For example many aspects of project impact on the rest of the MNE (such as impact on global value of a brand, or the value of experience in a leading market) may be hard to quantify precisely.

· Finally, some issues (such as the potential impact of political risk or abrupt changes in exchange rate policy) are better evaluated by sensitivity analysis than by a simple projection.


7. Conclusion:  Rising above the quantitative minutia, what are the strategic implications of the proposal?  What impacts, positive and negative, will it have on other parts of the multinational?  How well does it serve the international objectives identified in Section 2?  Finally, state your recommendation and briefly recapitulate the main arguments supporting it.
APPENDIX B

Evaluation Criteria for Project Report

Content 



 Thoroughness.  Analysis hits on all major, relevant topics.



 Focus.  The key issues are identified and illuminated.



 Sound argument.  The report is logical and internally consistent.  The reader may not necessarily agree with your conclusions and recommendations, but he/she will understand how you got there and respect your argument.



 Makes the point.  A conclusion is reached at end of each major section.  Summarizes findings and/or conclusions for the reader.  This addresses the reader's "so what" question.


Writing:



Follows the basic rules of good composition and usage:




 Clear, precise, succinct




 Well organized with logical flow of ideas.




Headings and subheadings provide "road map" for reader




 Proper grammar, punctuation, sentence structure, word choice, etc.




 Well consolidated and integrated into a cohesive "whole."


Style:



 Attractive, readable format



 Use of color, graphics, and other expressions of software virtuosity serve to enhance reader acceptance and "friendliness," but do not obscure or overshadow the content.

APPENDIX C1

Peer Rating Form 1

The peer rating is based on a point system with a maximum of 100 points per team member.  You should evaluate your team members for their efforts leading to the progress report based on a consideration of the following:


1.  Willingness to attend meetings.


2.  Willingness to get assigned tasks completed on time.


3.  Contribution of ideas in meetings.


4.  Cooperation with other team members.


5.  Quality of the individual's work.

6.  Individual's overall contribution to case reports and completion of the group project.

If a team member earned less the 100 points (the maximum), you should provide a brief explanation.



TEAM MEMBER NAMES

                        POINTS


1.


2.


3.


4.


5.


6.


Additional Comments:


(Use reverse side if necessary)

Signature and date of the team member doing evaluation

APPENDIX C2

Peer Rating Form 2

The peer rating is based on a point system with a maximum of 100 points per team member.  You should evaluate your team members for their efforts leading to the final paper and the second presentation based on a consideration of the following:


1.  Willingness to attend meetings.


2.  Willingness to get assigned tasks completed on time.


3.  Contribution of ideas in meetings.


4.  Cooperation with other team members.


5.  Quality of the individual's work.

6.  Individual's overall contribution to case reports and completion of the group project.

If a team member earned less the 100 points (the maximum), you should provide a brief explanation.



TEAM MEMBER NAMES

                        POINTS


1.


2.


3.


4.


5.


6.


Additional Comments:


(Use reverse side if necessary)

Signature and date of the team member doing evaluation
