




Arizona State University Criteria Checklist for 
 

GLOBAL AWARENESS [G] 
 
 

Rationale and Objectives 
 
Human organizations and relationships have evolved from being family and village centered to modern 
global interdependence.  The greatest challenge in the nuclear age is developing and maintaining a global 
perspective which fosters international cooperation.  While the modern world is comprised of politically 
independent states, people must transcend nationalism and recognize the significant interdependence 
among peoples of the world.  The exposure of students to different cultural systems provides the 
background of thought necessary to developing a global perspective. 
 
Cultural learning is present in many disciplines. Exposure to perspectives on art, business, engineering, 
music, and the natural and social sciences that lead to an understanding of the contemporary world supports 
the view that intercultural interaction has become a daily necessity.  The complexity of American society 
forces people to balance regional and national goals with global concerns.  Many of the most serious 
problems are world issues and require solutions which exhibit mutuality and reciprocity.  No longer are 
hunger, ecology, health care delivery, language planning, information exchanges, economic and social 
developments, law, technology transfer, philosophy, and the arts solely national concerns; they affect all 
the people of the world.  Survival may be dependent on the ability to generate global solutions to some of 
the most pressing problems. 
 
The word university, from universitas, implies that knowledge comes from many sources and is not 
restricted to local, regional, or national perspectives.  The Global Awareness Area recognizes the need for 
an understanding of the values, elements, and social processes of cultures other than the culture of the 
United States.  Learning which recognizes the nature of others cultures and the relationship of America’s 
cultural system to generic human goals and welfare will help create the multicultural and global perspective 
necessary for effective interaction in the human community. 
 
Courses which meet the requirement in global awareness are of one or more of the following types:  (1) in-
depth area studies which are concerned with an examination of culture-specific elements of a region of the 
world, country, or culture group, (2) the study of contemporary non-English language courses that have a 
significant cultural component,  (3) comparative cultural studies with an emphasis on non-U.S. areas, and 
(4) in-depth studies of non-U.S. centered cultural interrelationships of global scope such as the global 
interdependence produced by problems of world ecology, multinational corporations, migration, and the 
threat of nuclear war. 
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Proposer:  Please complete the following section and attach appropriate documentation. 
 

ASU--[G] CRITERIA 
GLOBAL AWARENESS [G] 

YES NO  
Identify 

Documentation 
Submitted 

  
1. Studies must be composed of subject matter that 

addresses or leads to an understanding of the 
contemporary world outside the U.S. 

Text Book "A 
Framework for 
Marketing 
Management" 

 2. The course must match at least one of the following 
descriptions: (check all which may apply): 

      

  

a. In-depth area studies which are concerned with an 
examination of culture-specific elements of a 
region, country or culture group. The area or 
culture studied must be non-U.S. and the study 
must contribute to an understanding of the 
contemporary world. 

Text Book "A 
Framework for 
Marketing 
Management" 

  
b. The course is a language course for a contemporary 

non-English language, and has a significant cultural 
component. 

      

  
c. The course is a comparative cultural study in which 

most, i.e., more than half, of the material is devoted 
to non-U.S. areas. 

      

  

d. The course is a study of the cultural significance of 
a non-U.S.-centered global issue. The course 
examines the role of its target issue within each 
culture and the interrelatedness of various global 
cultures on that issue. It looks at the cultural 
significance of its issue in various cultures outside 
the U.S., both examining the issue’s place within 
each culture and the effects of that issue on world 
cultures.” 
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Course Prefix Number Title Designation 
TGM 204 Principles of Marketing from a Global 

Prospectivet 
Global Awareness (G) 

 
Explain in detail which student activities correspond to the specific designation criteria. 
Please use the following organizer to explain how the criteria are being met. 
 

Criteria 
(from checksheet) 

How course meets spirit 
(contextualize specific examples 

in next column) 

Please provide detailed evidence of how 
course meets criteria (i.e., where in 

syllabus) 

SAMPLE: 
2d: study the cultural 
significance of a non-U.S. 
centered global issue 

SAMPLE: 
The course examines the 
cultural significance of 
financial markets Japan, Korea, 
and the UK. 

SAMPLE: 
Module 2 shows how Japanese literature 
has shaped how Japanese people 
understand world markets. Module 3 
shows how Japanese popular culture has 
been changed by the world financial 
market system. Modules 4 & 5 do the 
same for Korea and modules 6 & 7 do the 
same for the UK. 

1 Evaluate and prioritize data and 
influences have on marketing 
decisions and outcomes. 

Chapter 5, analyzes the marketing impact 
of cultural enviornments and the 
consumer buying decision process. Also 
addresses the motivation, perception, 
learning etc. processes of different global 
markets. 

2A Emirates Airlines proces to 
evaluate service 
charachteristics within the 
middle east.  

Chapter 10-Analyzing and Market 
Services outside of standard customers. In 
this case Emirates Airlines looked at 
additional services such as postal service, 
self service.  
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 is the process by which we segregate a relatively
 heterogeneous mass market into relatively
 homogeneous market segments. Targeting is the
 process by which we analyze opportunities and identify
 those customers where our business has the greatest
 prospects for success. Positioning is the process of
 assembling the "total offering" (product, service,
 distribution and price) and communicating the benefits
 of this "total offering" to the members of our target
 market. Challenges students to think critically about
 global competition. As such, rote learning of terms and
 concepts is not sufficient to prepare students to manage
 a business in global markets. 
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