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*INTERNATIONAL MARKETING 

International Marketing refers to the process of planning and conducting transactions across 

national borders to satisfy the objectives of individuals and organizations. It involves identifying, 

understanding, and meeting the needs of customers in different countries through product, price, 

place, and promotion strategies. 

It’s essentially the application of marketing principles in more than one country. 

 Nature of International Marketing: 

 Broader Scope: It includes activities that cross national boundaries, dealing with 

different legal, political, cultural, and economic environments. 

 Multi-Currency and Multilingual: It involves dealing with various currencies and 

languages. 

 Customer Diversity: Marketers must address different customer preferences, behaviors, 

and expectations. 

 High Risk and Uncertainty: Political instability, exchange rate fluctuations, and global 

competition increase the risks. 

 Strategic Decisions: Requires long-term planning, international partnerships, and 

adaptation. 

 Significance of International Marketing: 

 Market Expansion: Enables businesses to grow beyond saturated domestic markets. 

 Increased Revenue: Access to larger customer bases and new income sources. 

 Diversification: Reduces dependence on a single market, lowering business risks. 

 Economies of Scale: Larger production runs can reduce costs. 

 Brand Globalization: Builds brand recognition and loyalty on a global scale. 

 Innovation and Learning: Exposure to different markets fosters innovation and 

competitive advantage. 

 Complexities of International Marketing: 

 Cultural Differences: Language, customs, values, and social norms vary and affect 

marketing strategies. 

 Legal and Political Environment: Regulations, trade policies, tariffs, and political 

instability differ across countries. 

 Economic Differences: Variations in income levels, infrastructure, and economic 

development affect purchasing power and demand. 

 Technological Disparities: Different levels of access to technology and media platforms. 

 Distribution Challenges: Differences in logistics, transportation, and channel structures. 



 

 

 Communication Barriers: Language and interpretation issues can distort marketing 

messages. 

 Currency Exchange Risk: Fluctuating exchange rates can impact pricing and 

profitability. 

*TRANSITION FROM DOMESTIC TO INTERNATIONAL 

MARKETING 

The shift from domestic to international marketing involves expanding business operations from 

serving a local/national market to operating in multiple countries. This transition brings new 

opportunities, but also new challenges. 

1. Domestic Marketing 

 Focus is only on the home country. 

 Deals with one set of customers, laws, currency, culture, and language. 

 Marketing strategies are tailored for local preferences. 

 Less complex and relatively low risk. 

2. International Marketing 

 Involves multiple countries and diverse markets. 

 Requires adaptation to different cultures, consumer behaviors, economic conditions, and 

legal systems. 

 Higher complexity, but also higher potential for growth and profit. 

3. Stages of Transition 

Here are the typical stages businesses go through when moving from domestic to international 

marketing: 

a. No Direct Foreign Marketing 

 Company does not actively seek foreign customers. 

 May receive unsolicited international orders. 

b. Infrequent Foreign Marketing 

 Occasional international sales happen, but not consistently. 

 Often driven by surplus production or special requests. 

c. Regular Foreign Marketing 

 Company starts actively targeting foreign markets. 

 Creates export departments and tailors products for international consumers. 



 

 

d. International Marketing 

 Business has a clear international focus. 

 Customizes products and marketing strategies for different countries. 

 May set up foreign subsidiaries or partnerships. 

e. Global Marketing 

 Sees the world as a single market. 

 Tries to standardize marketing strategies across countries where possible. 

 Focus on global brand building and integrated strategies. 

 

4. Key Changes in the Transition 

Aspect Domestic Marketing International Marketing 

Market Scope Single country Multiple countries 

Customer Base Homogeneous Diverse and multicultural 

Language/Culture One language and culture Multiple languages and cultures 

Legal/Political Systems One system Several different systems 

Currency One currency Multiple currencies (exchange rate risks) 

Marketing Strategy Standardized Needs adaptation or localization 

Distribution Simple Complex supply chains and logistics 

*EPRG FRAMEWORK IN INTERNATIONAL MARKETING 

EPRG stands for: 

 Ethnocentric 

 Polycentric 

 Regiocentric 

 Geocentric 

This framework was developed by Perlmutter to describe the management orientation a 

company adopts when expanding globally. 

1. Ethnocentric Orientation 

 Home country is the center of operations 
 Belief that what works in the domestic market will work abroad 

 Little to no adaptation in products/marketing 

 Decisions are made at headquarters 



 

 

Example: A U.S. company exports the same product and ad campaign to India without changes. 

Pros: Simplicity, lower cost 

Cons: May fail to meet local needs 

2. Polycentric Orientation 

 Each host country is treated as unique 
 Local subsidiaries are given autonomy 

 Products and marketing are adapted to local markets 

Example: McDonald’s creating country-specific menus (like McAloo Tikki in India) 

 Pros: Better market fit, customer satisfaction 

 Cons: Higher costs, less global consistency 

3. Regiocentric Orientation 

 Focus on a specific region (e.g., Europe, Asia) 

 Strategies are adapted to fit regional similarities 

 Regional headquarters may be established 

Example: A company creates one marketing plan for Latin America rather than separate ones 

for Brazil, Argentina, etc. 

 Pros: Balanced approach 

 Cons: May overlook country-level differences 

4. Geocentric Orientation 

 World is viewed as a single market 
 Global integration with local responsiveness 

 Best people and practices are chosen regardless of origin 

Example: Apple designs products for a global audience but still tailors elements for local 

markets. 

 Pros: Efficiency + local fit, strong brand consistency 

 Cons: Complex management, high resource demand 



 

 

*INTERNATIONAL MARKET STRATEGY 

An International Market Strategy is a plan companies use to enter and operate in foreign 

markets. It outlines how a business will market its products or services across borders, including 

market entry methods, product positioning, and adaptation to local needs. 

Key Components of an International Market Strategy: 

1. Market Research 
o Understand customer behavior, competition, culture, and regulations in the target 

country. 

2. Segmentation, Targeting, and Positioning (STP) 
o Segment the global market 

o Choose the target market(s) 

o Position your brand uniquely for that market 

3. Entry Strategy 
o Decide how to enter: exporting, joint ventures, franchising, etc. 

4. Marketing Mix Strategy (4Ps) 
o Product: Standardize or adapt? 

o Price: Cost-based, competition-based, or market-based? 

o Place (Distribution): Local partners? Online or retail? 

o Promotion: Adjust advertising for local culture/language? 

5. Risk Management 
o Address political, financial, and operational risks. 

6. Sustainability and Ethical Considerations 
o Understand environmental regulations and ethical expectations. 

Types of International Market Strategies: 

 

Strategy Type Description Example 

Standardization 
Using the same product and 

marketing strategy worldwide 

Coca-Cola uses a consistent 

brand image 

Adaptation/Customization 
Adjusting products and strategies 

to suit local markets 

McDonald's offering vegetarian 

menus in India 

Global Strategy 

Integrated worldwide strategy; 

focuses on efficiency and 

consistency 

Apple’s global product launches 

Multi domestic Strategy Different strategies for each Unilever with country-specific 



 

 

Strategy Type Description Example 

country; decentralized decision-

making 

brands 

Transnational Strategy 
Combines global efficiency with 

local responsiveness 

Nestlé tailoring flavors by 

country but keeping global R&D 

centralized 

 

 

 Steps to Develop an International Marketing Strategy: 

1. Conduct Global Market Research 

2. Analyze Internal Capabilities 

3. Select Target Market(s) 

4. Choose Entry Mode 

5. Decide on Marketing Mix Strategy 

6. Implement and Monitor Performance 

7. Adapt Based on Feedback and Market Changes 

*INTERNATIONAL MARKETING ENVIRONMENT 

The International Marketing Environment refers to all external forces and factors that 

influence a company’s ability to enter and operate in foreign markets. These factors are 

uncontrollable, and businesses must adapt their strategies accordingly. 

 Major Elements of the International Marketing Environment: 

1. Political and Legal Environment 

 Laws, regulations, trade policies, and political stability in the host country. 

 Includes: 

o Tariffs and trade barriers 

o Import/export regulations 

o Tax policies 

o Intellectual property laws 

o Corruption levels 

o Diplomatic relations 



 

 

Example: A company may avoid entering a country with unstable politics or strict foreign 

ownership laws. 

2. Economic Environment 

 Includes income levels, economic development, inflation, currency exchange rates, and 

economic stability. 

 Key areas: 

o GDP per capita 

o Purchasing power 

o Economic infrastructure (transport, banking, etc.) 

o Currency fluctuations 

Example: Companies price products differently in developing vs developed economies. 

3. Sociocultural Environment 

 Social and cultural factors such as language, religion, customs, values, lifestyle, 

education, and family structures. 

 Affects consumer behavior, communication, product design, and advertising. 

 Example: KFC adapts its menu in India to respect local dietary preferences (no beef or pork). 

4. Technological Environment 

 Level of technological advancement and innovation in a country. 

 Includes: 

o Internet and mobile penetration 

o Digital infrastructure 

o R&D capabilities 

o Tech adoption trends 

Example: E-commerce strategies differ in countries with low internet usage. 

5. Demographic Environment 

 Population-related factors like: 

o Size and growth 

o Age distribution 

o Gender ratio 

o Urbanization 

o Education level 

Example: Youth-centric brands target countries with a high percentage of young population 

(e.g., India, Indonesia). 



 

 

6. Competitive Environment 

 The nature and intensity of competition in the foreign market. 

 Includes: 

o Number of competitors 

o Market share 

o Pricing and promotion strategies of rivals 

o Local vs global brands 

 Example: Coca-Cola competes differently in countries where Pepsi has strong market share. 

7. Natural Environment (Ecological) 

 Environmental and ecological concerns such as: 

o Climate and geography 

o Resource availability 

o Environmental regulations 
o Sustainability demands 

*IMPACT OF ENVIORNMENT ON INTERNATIONAL MARKETING 

ENVIORNMENT 

 International marketing is significant and multifaceted. When a company operates 

internationally, it must adapt its strategies to suit the diverse environments of the countries it 

enters. These environments influence everything from product design to promotion, pricing, and 

distribution.  

 1. Economic Environment 

 Market Size & Income Levels: Countries vary in economic development. High-income 

nations may prefer premium products, while developing markets focus on affordability. 

 Currency Fluctuations: Changes in exchange rates affect pricing and profitability. 

 Inflation & Interest Rates: Impact consumer purchasing power and business 

investments. 

 2. Political & Legal Environment 

 Government Stability: Unstable governments increase risk. 

 Trade Policies: Tariffs, quotas, and embargoes can limit market entry. 

 Regulations & Laws: Laws related to advertising, labeling, product safety, and 

intellectual property must be followed. 



 

 

 3. Socio-Cultural Environment 

 Language & Communication: Marketing messages need cultural and linguistic 

sensitivity. 

 Customs & Traditions: What works in one country may offend in another. 

 Consumer Behavior: Lifestyle, values, and attitudes influence buying decisions. 

 4. Natural/Physical Environment 

 Climate & Geography: Affects product usage (e.g., clothing, food packaging, 

transportation). 

 Environmental Regulations: Restrictions related to sustainability, emissions, and waste 

management. 

 5. Technological Environment 

 Access to Technology: Varies by region; impacts e-commerce, digital marketing, and 

product design. 

 Innovation Levels: More developed markets may expect more tech-savvy products and 

services. 

6. Competitive Environment 

 Market Saturation: Highly competitive markets may require aggressive strategies. 

 Local vs. Global Competitors: Understanding both is key to positioning your brand 

effectively. 

 

 

 

 

 

 

 

 



 

 

UNIT-2 

 

*FOREIGN MARKET SELECTION 

Foreign Market Selection is a critical step in international marketing. It involves identifying 

and choosing the right international markets where a company can successfully expand its 

operations. Picking the right market minimizes risk and maximizes return on investment. 

Key Steps in Foreign Market Selection 

1. Preliminary Screening 

 Eliminate countries with unstable political conditions, trade barriers, or poor 

economic prospects. 

 Use basic indicators like: 

o Political stability 

o GDP per capita 

o Inflation rates 

o Ease of doing business 

2. Market Potential Analysis 

 Evaluate market size and growth potential. 

 Consider: 

o Population size and demographics 

o Consumer purchasing power 

o Industry trends and demand for your product/service 

3. Competitive Landscape 

 Analyze the intensity of competition. 

 Questions to ask: 

o Are there many local or international players? 

o Is the market saturated or emerging? 

o What are the barriers to entry? 

4. Cultural Compatibility 

 Assess how well your product fits the local culture, values, and preferences. 

 Language, religion, traditions, and consumption habits all play a role. 

5. Legal and Regulatory Environment 



 

 

 Look at: 

o Import/export regulations 

o Licensing and taxation 

o Labor laws and IP protection 

6. Cost of Market Entry 

 Consider all costs involved: 

o Distribution channels 

o Marketing and promotion 

o Legal compliance 

o Infrastructure and logistics 

7. Strategic Alignment 

 Does the market align with your long-term business goals? 

 Can you leverage existing strengths or partnerships? 

*GLOBAL MARKET SELECTION  

Global Market Selection is the strategic process of identifying and prioritizing international 

markets where a company can expand its operations. It's broader than foreign market selection 

because it involves comparing multiple countries/regions across the globe to determine the 

best overall opportunities. 

 Goals of Global Market Selection 

 Maximize international growth and profitability 

 Diversify market risk 

 Tap into new customer bases 

 Gain competitive advantage globally 

 Key Steps in Global Market Selection 

 

1. Define Objectives & Resources 

 What are your international goals? (Sales, brand recognition, market share) 

 What resources can you commit? (Budget, human capital, time) 

2. Develop Selection Criteria 

Set clear criteria for comparing global markets: 

 Market potential (size, growth) 



 

 

 Ease of entry 

 Competitive landscape 

 Cost & risk factors 

 Cultural fit 

 Legal and regulatory environment 

3. Conduct a Global Screening 

Use macro-level indicators to shortlist countries: 

 GDP and per capita income 

 Urbanization rate 

 Internet & tech adoption 

 Political stability 

 Trade openness 

 Tools like PESTLE or Market Potential Index (MPI) can be helpful. 

4. Segmentation & Prioritization 

Group countries based on: 

 Geographic or regional proximity 

 Similar consumer behavior 

 Shared language/culture 

 Economic development levels 

Prioritize markets with high alignment to your business model. 

5. Deep Dive Analysis 

For the top few markets: 

 Assess consumer demand 

 Study local competition 

 Understand distribution channels 

 Evaluate entry barriers and legal conditions 

6. Select Markets & Choose Entry Modes 

Pick your target markets and decide: 

 Will you export, form a joint venture, franchise, or invest directly? 

 Will you launch in one market first (test strategy) or go multi-country at once? 



 

 

 Tools for Global Market Selection 

 SWOT Analysis for each potential market 

 Country Attractiveness-Competitive Strength Matrix 

 Boston Consulting Group (BCG) Matrix 

 Porter’s Five Forces 

*INTERNATIONAL POSITIONING  

International positioning is the process of establishing and communicating a distinct, 

attractive image of a brand or product in the minds of consumers across different international 

markets 

 Objectives of International Positioning 

 Establish a clear brand identity worldwide 

 Differentiate from global and local competitors 

 Align with the values and expectations of target customers in each market 

 Build strong brand equity internationally 

 Key Elements of Positioning 

1. Target Audience – Who are we speaking to? 

2. Frame of Reference – What category are we competing in? 

3. Point of Difference (POD) – What makes us unique? 

4. Reason to Believe – Why should consumers believe our claim? 

 Types of International Positioning Strategies 

1. Global Positioning (Standardized) 

 Same brand image across all countries 

 Consistent messaging, look, and feel 

 Example: Apple – premium, innovative, minimalist 

2. Local Positioning (Adapted) 

 Tailors brand image to local culture, preferences, and needs 

 Example: McDonald’s India – positions itself as family-friendly with vegetarian options 

3. Global Positioning (Hybrid) 

 Core brand identity is consistent globally, but messaging and execution are customized 



 

 

 Example: Coca-Cola – global brand of happiness and refreshment, with localized ads 

and slogans 

Challenges in International Positioning 

 Cultural differences: Colors, symbols, humor, and tone may vary in meaning 

 Language barriers: Taglines may not translate well (ex: Pepsi’s "Come Alive" famously 

flopped in China) 

 Competitive differences: A unique selling point in one country may be irrelevant in 

another 

 Brand perception: A luxury brand in the West may be seen as mainstream elsewhere 

 Tips for Successful International Positioning 

 Conduct deep market and cultural research 

 Test messages across different markets before a full launch 

 Keep the core brand identity intact but adapt messaging where necessary 

 Be aware of local competitors and consumer expectations 

 Leverage local influencers or ambassadors to bridge cultural gaps 

*INTERNATIONAL MARKETING PLANNING  

International marketing planning is the structured process through which companies analyze 

global opportunities, develop marketing strategies, and implement tactics to enter and grow 

in foreign markets. It's the foundation of success in any international venture. 

Why It’s Important 

 Minimizes risk in unfamiliar markets 

 Aligns global marketing efforts with business objectives 

 Ensures efficient use of resources 

 Helps adapt to cultural, economic, and legal differences 

 Builds competitive advantage internationally 

Steps in International Marketing Planning 

1. Situation Analysis (Global Market Audit) 

 Internal Analysis: Company strengths, weaknesses, resources, and capabilities 

 External Analysis: Market trends, consumer behavior, competition, PESTLE analysis 

 SWOT Analysis: Strengths, Weaknesses, Opportunities, Threats in the global context 

2. Setting Marketing Objectives 



 

 

 Clear, measurable goals aligned with overall business strategy 

 Examples: 

o Increase international sales by 20% 

o Launch in 3 new markets within 12 months 

o Build brand awareness in Latin America 

3. Market Selection and Segmentation 

 Identify and evaluate foreign markets using criteria like: 

o Market potential 

o Competition 

o Cultural compatibility 

o Legal and political risk 

 Segment the market based on demographics, behavior, culture, etc. 

4. Developing Market Entry Strategies 

Choose how to enter each market: 

 Exporting 

 Licensing / Franchising 

 Joint Ventures 

 Direct Investment / Subsidiaries 

 E-commerce / Digital entry 

5. Marketing Mix Strategy (4Ps/7Ps) 

Customize your marketing mix for each international market: 

Product – Adapt or standardize features, packaging, branding 

Price – Consider currency, taxes, income levels, local pricing norms 

Place (Distribution) – Channels, intermediaries, logistics 

Promotion – Local languages, media habits, cultural relevance 

(+ People, Process, Physical evidence for service industries) 

6. Implementation Plan 

 Assign responsibilities 

 Set timelines 

 Allocate budgets 

 Build teams or partnerships in foreign markets 

7. Monitoring and Control 

 Measure performance against objectives 



 

 

 Use KPIs: sales growth, market share, brand awareness, ROI 

 Make adjustments based on feedback and market changes 

*INTERNATIONAL MARKETING PLANNING  

International marketing planning is the structured process through which companies analyze 

global opportunities, develop marketing strategies, and implement tactics to enter and grow 

in foreign markets. It's the foundation of success in any international venture. 

 Why It’s Important 

 Minimizes risk in unfamiliar markets 

 Aligns global marketing efforts with business objectives 

 Ensures efficient use of resources 

 Helps adapt to cultural, economic, and legal differences 

 Builds competitive advantage internationally 

 Steps in International Marketing Planning 

1. Situation Analysis (Global Market Audit) 

 Internal Analysis: Company strengths, weaknesses, resources, and capabilities 

 External Analysis: Market trends, consumer behavior, competition, PESTLE analysis 

 SWOT Analysis: Strengths, Weaknesses, Opportunities, Threats in the global context 

2. Setting Marketing Objectives 

 Clear, measurable goals aligned with overall business strategy 

 Examples: 

o Increase international sales by 20% 

o Launch in 3 new markets within 12 months 

o Build brand awareness in Latin America 

3. Market Selection and Segmentation 

 Identify and evaluate foreign markets using criteria like: 

o Market potential 

o Competition 

o Cultural compatibility 

o Legal and political risk 

 Segment the market based on demographics, behavior, culture, etc. 

4. Developing Market Entry Strategies 

Choose how to enter each market: 



 

 

 Exporting 
 Licensing / Franchising 

 Joint Ventures 

 Direct Investment / Subsidiaries 

 E-commerce / Digital entry 

5. Marketing Mix Strategy (4Ps/7Ps) 

Customize your marketing mix for each international market: 

Product – Adapt or standardize features, packaging, branding 

Price – Consider currency, taxes, income levels, local pricing norms 

Place (Distribution) – Channels, intermediaries, logistics 

Promotion – Local languages, media habits, cultural relevance 

(+ People, Process, Physical evidence for service industries) 

6. Implementation Plan 

 Assign responsibilities 

 Set timelines 

 Allocate budgets 

 Build teams or partnerships in foreign markets 

7. Monitoring and Control 

 Measure performance against objectives 

 Use KPIs: sales growth, market share, brand awareness, ROI 

 Make adjustments based on feedback and market changes 

 *INTERNATIONAL MARKETING CONTROL  

International marketing control refers to the systematic process of measuring and 

evaluating the effectiveness of international marketing strategies and activities. Its goal is to 

ensure that marketing objectives in foreign markets are being achieved and that operations 

remain aligned with the company's overall global strategy. 

 Why Is It Important? 

 Ensures marketing efforts are efficient and effective 

 Detects deviations from plans early 

 Allows for corrective actions 

 Ensures consistency and alignment across global markets 

 Helps manage risks and resources efficiently 



 

 

Types of International Marketing Control 

 

1. Strategic Control 

 Focuses on long-term goals and global marketing strategy 

 Evaluates whether the company is entering the right markets with the right approach 

 Typically done by top-level management 

 Example: Is our brand positioning consistent across all markets? 

2. Annual Plan Control 

 Compares actual performance against the annual marketing plan 

 Focuses on: 

o Sales volume 

o Market share 

o Profit margins 

o Customer acquisition 

 Used to assess whether short-term goals are being met 

3. Efficiency Control 

 Analyzes the cost-effectiveness of marketing activities 

 Looks at: 

o Advertising ROI 

o Distribution efficiency 

o Sales force productivity 

 Helps reallocate budgets or adjust tactics 

4. Operational Control 

 Day-to-day monitoring of marketing operations 

 Ensures campaigns, pricing, promotions, etc., are executed properly in each market 

5. Ethical and Cultural Control 

 Ensures international marketing efforts are culturally appropriate and ethically sound 

 Prevents marketing blunders and maintains brand reputation 

 Example: Avoiding culturally insensitive ads or promotions 

 Tools and Techniques for Control 

 Key Performance Indicators (KPIs): Sales, ROI, brand awareness, customer 

satisfaction 

 Marketing Dashboards: Real-time data visualization tools 

 Marketing Audits: Systematic reviews of strategies, processes, and performance 



 

 

 Budget Variance Analysis: Comparing actual vs. planned spending 

 Benchmarking: Against competitors or across company divisions 

 Feedback Systems: From customers, partners, and local teams 

*ISSUES IN INTERNATIONAL MARKETING PLANNING  

International marketing planning is complex and dynamic due to the vast differences between 

countries. Companies must anticipate and address a range of issues that can impact the 

success of their global strategies. 

1. Cultural Differences 

 Consumer behavior, language, values, and communication styles vary widely. 

 What works in one market might offend or fail in another. 

 Example: Humor in advertising that works in the U.S. might fall flat in Japan. 

 Solution: Conduct thorough cultural research and localize messaging appropriately. 

 2. Legal and Regulatory Barriers 

 Each country has different laws regarding advertising, product labeling, pricing, and data 

privacy. 

 Non-compliance can lead to penalties or product bans. 

 Solution: Work with local legal experts and ensure all campaigns meet local regulations. 

3. Exchange Rate Fluctuations 

 Currency values can change rapidly, affecting pricing, profit margins, and budgeting. 

 Can make products unexpectedly expensive or cheap. 

 Solution: Include financial risk assessments and consider hedging strategies. 

 4. Poor Market Research 

 Inadequate or inaccurate market data can lead to misjudging demand, competition, or 

customer needs. 

 Some markets may lack reliable secondary data sources. 

 Solution: Combine primary research (surveys, focus groups) with trusted local partners. 



 

 

 5. Choosing the Wrong Entry Strategy 

 Using a strategy that doesn't fit the market (e.g., direct investment in a volatile country) 

can lead to failure. 

 Solution: Assess market-specific conditions to choose between exporting, franchising, joint 

ventures, or full ownership. 

 6. Infrastructure and Technological Barriers 

 Not all countries have the same access to technology, logistics, or communication 

channels. 

 Solution: Adapt marketing and distribution strategies based on local capabilities. 

 7. Human Resource Challenges 

 Difficulties in recruiting, training, and managing international teams. 

 Possible communication gaps due to language and cultural barriers. 

 Solution: Invest in cross-cultural training and local talent. 

 8. Political and Economic Instability 

 Unrest, policy changes, or economic downturns can disrupt marketing plans or 

operations. 

 Solution: Conduct PESTLE analysis and have contingency plans in place. 

 9. Maintaining Brand Consistency 

 Striking the right balance between global brand image and local relevance can be 

tricky. 

 Solution: Use a glocal strategy—global core message with localized execution. 

10. Complex Coordination 

 Managing campaigns across multiple countries requires tight coordination between HQ 

and local offices. 

 Solution: Use digital collaboration tools and clearly define roles and responsibilities. 

 



 

 

                                                         UNIT-3 

*PRODUCT DECISION 

Product Decision usually refers to the choices a company makes about a product’s design, 

features, target market, pricing, branding, and lifecycle. It’s a key part of Product Planning and 

Product Management. 

 Key Aspects of Product Decision 

1. Product Line Decisions 
o Should we expand, reduce, or modify the product line? 

o What’s the width (number of lines) and depth (number of products in a line)? 

2. Individual Product Decisions 
o Features, quality level, design, style, packaging, labeling. 

o What makes this product stand out? 

3. Branding Decisions 
o Brand name, brand positioning, brand strategy. 

o Do we go with a new brand or build under an existing one? 

4. Target Market & Positioning 
o Who is this product for? 

o How should it be positioned in the market? 

5. Pricing Decisions 
o What price reflects the value and matches market expectations? 

6. Launch Timing & Channels 
o When and where should we launch? 

o Online only? Retail? Hybrid? 

7. Lifecycle Strategy 
o How will we manage the product from introduction to growth, maturity, and 

eventual decline? 

*PRODUCT PLANNING FOR A GLOBAL MARKET 

1. Market Research & Analysis 

 Identify target regions: Where is the demand? Consider economic trends, tech adoption, 

cultural fit. 

 Understand local needs: What do customers want in each region? Their preferences may 

vary a lot. 

 Analyze competition: Who are the global and local competitors? 

 Tools: SWOT analysis, PESTEL analysis, customer interviews, surveys, Google Trends 



 

 

2. Product Adaptation (Localization vs. Standardization) 

Decide between: 

 Standardized Product: Same product across markets (e.g., iPhone) 

 Localized Product: Adjusted for each market (e.g., McDonald's menu) 

Adaptations may include: 

 Features 

 Packaging 

 Language 

 Compliance and safety standards 

 Units of measurement 

 Cultural sensitivity (colors, imagery, names) 

3. Branding & Positioning 

 Should the brand identity be consistent globally, or adjusted per region? 

 How is your product perceived in different cultural contexts? 

 Are there any translation pitfalls in product names or slogans? 

4. Pricing Strategy 

 Purchasing power differs by country. 

 Consider exchange rates, taxes, tariffs, and local competition. 

 Use market-based pricing or cost-plus depending on the market. 

5. Regulatory Compliance 

 Meet local laws and standards for safety, data privacy, and environmental impact. 

 Countries like the US, EU, China, and Brazil all have distinct requirements. 

6. Distribution & Logistics 

 Choose between local partners, direct distribution, or e-commerce. 

 Evaluate infrastructure quality, shipping costs, customs clearance, etc. 

 Consider inventory management in multiple regions. 

7. Go-to-Market Strategy 

 Launch in phases (e.g., test markets) or go for a big bang global launch? 

 Tailor marketing channels per region (e.g., WeChat in China, Instagram in US) 

 Create region-specific campaigns and influencers 



 

 

8. Support & Service 

 Multilingual customer service 

 Local return policies 

 Time zone-aware tech support 

9. Monitoring & Feedback 

 Set up feedback loops per region 

 Adjust product and strategy based on real-time market response 

 Track KPIs like market penetration, customer satisfaction, and retention 

 

*STANDARDIZATION VS. ADAPTATION IN GLOBAL PRODUCT 

STRATEGY 

Feature Standardization Product Adaptation 

Definition 
Offering the same product across all 

markets 

Modifying the product to fit the needs of local 

markets 

Goal 
Achieve consistency and economies 

of scale 

Meet specific local customer preferences and 

conditions 

Product 

Example 
Apple iPhone, Coca-Cola 

McDonald’s regional menus, Netflix localized 

content 

Marketing 

Message 
Uniform global campaigns Customized messages for different regions 

Cost 
Lower (mass production, unified 

marketing) 

Higher (redesign, different packaging, 

marketing per region) 

Customer Fit 
May not match all local tastes or 

needs 
Better suited to local expectations 

Speed to Market Faster (same product) Slower (requires adjustments and research) 

 

 



 

 

*NEW PRODUCT DEVELOPMENT (NPD) 

  Where the magic of innovation meets strategy. Whether you're launching a tech gadget, a 

skincare line, or an app, the process follows a structured path to reduce risk and increase the 

chance of success. 

 Stages of New Product Development (NPD) 

1. Idea Generation 

 Brainstorming new ideas from: 

o Customers (surveys, feedback, complaints) 

o Competitors (gaps or weaknesses) 

o R&D teams 

o Trend analysis (social, tech, environmental) 

o Employees & partners 

 No bad ideas at this stage — aim for quantity. 

2. Idea Screening 

 Evaluate ideas based on: 

o Feasibility 

o Market potential 

o Alignment with company goals 

o Cost and time to market 

 Weed out weak or unrealistic concepts. 

3. Concept Development & Testing 

 Turn the idea into a more detailed product concept. 

 Present the concept to target customers for feedback: 

o Do they understand it? 

o Would they buy it? 

o What features matter to them? 

4. Business Analysis 

 Estimate: 

o Market size 

o Cost of production 

o Sales and profit potential 

o Break-even point 

 Ask: Is this idea worth the investment? 



 

 

5. Product Development 

 Build a prototype or minimum viable product (MVP). 

 Work with designers, engineers, or developers. 

 Focus on: 

o Functionality 

o User experience (UX) 

o Compliance and safety 

6. Market Testing 

 Test the product in a real market environment. 

o Beta testing (for apps/software) 

o Test markets (small geographic areas) 

 Collect customer reactions, usage data, and feedback. 

7. Commercialization (Launch) 

 Decide when, where, and how to launch. 

o Timing: Seasonality? Competition? 

o Channels: Online, retail, wholesale? 

o Marketing: Campaigns, influencers, PR 

 Plan for production, distribution, and customer support. 

8. Post-Launch Evaluation 

 Track KPIs: 

o Sales vs projections 

o Customer satisfaction 

o Product returns 

o Brand sentiment 

  

*MANAGEMENT OF AN INTERNATIONAL BRAND 

1. Global Brand Strategy 

 Define a core brand identity that stays consistent across markets: 

o Mission & values 

o Visual identity (logo, color palette, typography) 

o Tone of voice 

o Brand story 

 Example: Nike’s "Just Do It" works in every country, but ads are locally tailored. 

 Think: Consistency + Flexibility 



 

 

2. Market Selection & Entry 

 Choose markets based on: 

o Demand and market size 

o Cultural fit and relevance 

o Economic and legal environment 

 Select entry mode: 

o Exporting, joint venture, licensing, direct investment 

3. Brand Positioning by Region 

 Position differently if needed: 

o A luxury brand in one country may be seen as mid-tier in another. 

 Consider: 

o Consumer perceptions 

o Competitor landscape 

o Cultural values 

4. Brand Adaptation vs. Standardization 

 Standardize where possible (e.g., logos, packaging design). 

 Adapt where necessary: 

o Language, colors, messaging, influencers, pricing 

 Example: 

 Coca-Cola keeps its red branding and contour bottle worldwide. 

 But its messaging and flavors vary (e.g., green tea Coke in Japan). 

5. Integrated Global Marketing 

 Coordinate marketing campaigns across borders. 

 Use a "glocal" (global + local) approach: 

o Global brand message + local content and channels 

 Balance centralized control (branding guidelines) with local execution (culture-aware 

campaigns) 

✨ Collaborate with local teams, influencers, and media experts. 

6. Legal & Cultural Protection 

 Protect trademarks and brand IP in every region. 

 Avoid cultural missteps: 

o Translation issues 

o Symbolism and taboos 



 

 

o Political sensitivities 

7. Customer Experience Management 

 Offer a consistent brand experience across countries: 

o Website UX 

o Packaging feel 

o Customer support 

 But provide localized service and support (language, payment methods, local shipping) 

8. Monitoring & Brand Equity Tracking 

 Regularly measure brand performance by region: 

o Awareness, preference, loyalty 

o Social listening 

o Net Promoter Score (NPS) 

 Use insights to fine-tune your messaging and positioning 

Packaging and Labeling, which are crucial parts of product strategy, especially in global 

markets. They do more than just protect the product — they communicate your brand, 

influence buying decisions, and ensure legal compliance. 

*PACKAGING AND LABELLING 

 1. Packaging – The physical container or wrapping for a product. 

� Functions: 

 Protection – From damage, spoilage, contamination. 

 Convenience – Easy to open, use, store, or carry. 

 Marketing – Communicates brand identity, grabs attention. 

 Differentiation – Makes your product stand out on the shelf. 

 Information – Displays key product details (ingredients, instructions, etc.). 

Example: Apple's clean, minimalist packaging supports its premium image. 

 2. Labeling – All printed information on the product or its packaging. 

 Functions: 

 Identification – Brand name, logo, product name. 

 Description – Ingredients, materials, usage, storage. 

 Legal info – Barcodes, expiration date, certifications, warnings. 

 Promotional – Claims like ―New!‖, ―Organic‖, ―Sugar-free‖. 



 

 

Example: A label on a skincare product might include directions, warnings, SPF level, and 

dermatology approvals. 

* PACKAGING & LABELING IN INTERNATIONAL MARKETS 

1. Language 

 Label must be in local languages (sometimes more than one). 

 Misunderstandings or mistranslations can kill trust. 

2. Legal Compliance 

 Labeling regulations vary by country: 

o EU: strict on ingredients and nutritional info 

o USA: FDA labeling for food and cosmetics 

o Middle East: Halal certification might be required 

 Units of measurement may differ (oz vs. grams, F vs. C) 

3. Cultural Sensitivity 

 Avoid colors, symbols, or imagery that might offend. 

o Example: White = purity in some cultures, death in others. 

 Customize product names if needed (translation ≠ meaning) 

4. Environmental Requirements 

 Many countries now require eco-friendly packaging. 

o Recycling instructions 

o Material disclosures (e.g., plastic codes) 

5. Design Consistency vs. Local Customization 

 Maintain your global brand identity. 

 But allow for regional tweaks (font, color, size, info layout). 

 *PROVISION FOR SALE-RELATED SERVICES 

 1. Pre-Sale Services 

These help customers make confident purchasing decisions. 

Examples: 

 Product consultations or demos 

 Technical advice 



 

 

 Quotations & proposals 

 Free trials / samples 

 FAQs and product guides 

 Chatbots or live support 

 Goal: Reduce uncertainty, build trust, and increase conversion rates. 

 2. Point-of-Sale Services 

These occur during the transaction and can enhance convenience and clarity. 

Examples: 

 Flexible payment options 

 In-store assistance or virtual shopping help 

 Packaging and gift-wrapping 

 Loyalty program registration 

 Clear warranties or guarantees provided 

 Goal: Ensure a smooth, reassuring buying experience. 

 3. After-Sale Services 

These are critical for customer satisfaction and retention. 

Examples: 

 Installation and setup support 

 Warranty services 

 Maintenance and repairs 

 Product training 

 Return and refund processing 

 Customer support (phone, email, chat) 

 Feedback collection 

 Goal: Strengthen relationships, reduce buyer's remorse, and turn customers into repeat buyers. 

4. Digital/Global Considerations 

For international or digital brands, sale-related services may include: 

 Multilingual customer support 

 Localized user manuals or tutorials 

 Time-zone-friendly support hours 

 Cross-border return policies 



 

 

 Regional warranty coverage 

 Online service portals & self-service tools 

PRICING DECISION:  

A pricing decision is the process of determining what a company will charge for its product or 

service. It’s about balancing cost, value, market expectations, and company goals. 

 

FACTORS AFFECTING PRICING DECISIONS 

1. Internal Factors 

 Cost of Production (fixed + variable) 

 Business Objectives (e.g., profit maximization, market share, brand positioning) 

 Product Lifecycle Stage (introductory pricing, skimming, etc.) 

 Brand Image (premium vs. economy) 

2. External Factors 

 Customer Demand & Perception of Value 

 Competition Prices 
 Market Conditions (inflation, supply chain disruptions) 

 Government Policies/Taxes 

 Currency Fluctuations (for international pricing) 

PRICING OBJECTIVES 

Objective Strategy Example 

Maximize profit Premium pricing 

Penetrate a market Penetration pricing (low entry price) 

Beat competitors 
Competitive pricing 

Survive tough times Cost-based or break-even pricing 

Establish premium 

image 
Price skimming (high price initially) 

 



 

 

 Common pricing strategies 

1. Cost-Based Pricing 

 Price = Cost + Markup % 

 Simple but may ignore customer value and competition. 

2. Value-Based Pricing 

 Price based on perceived customer value, not just cost. 

 Used for high-quality or innovative products. 

3. Competition-Based Pricing 

 Set price based on what competitors charge. 

 Often used in commodity or highly competitive markets. 

4. Penetration Pricing 

 Low price to attract customers and gain market share. 

 Useful for new product launches. 

5. Price Skimming 

 High initial price → then gradually reduce. 

 Works for innovative or tech-heavy products (e.g., iPhones, gaming consoles). 

6. Psychological Pricing 

 Use price perception tricks (e.g., $9.99 instead of $10). 

 Bundle pricing, discounting, etc. 

7. Geographical Pricing 

 Different prices in different locations or regions. 

 Factors in cost of delivery, taxes, purchasing power. 

 *ENVIRONMENTAL INFLUENCES ON PRICING DECISIONS 

 1. Economic Environment 

 Inflation → Increases costs; may force price hikes. 

 Recession → Reduces customer spending; businesses may lower prices to stay 

competitive. 

 Exchange Rates → Affects import/export prices and profits in international markets. 



 

 

 Interest Rates → Affects consumer financing (like EMIs), and business borrowing costs. 

 In economic downturns, brands may offer discounts or smaller-sized SKUs. 

2. Competitive Environment 

 Market Competition → More competitors = price pressure. 

 Price Wars → Force brands to reduce prices to remain relevant. 

 New Entrants → May enter with penetration pricing, pushing others to adapt.✨ 

Example: Local brands in emerging markets often price lower than global brands. 

 3. Legal & Regulatory Environment 

 Price Controls → In some countries, governments set or cap prices (e.g., pharma, 

utilities). 

 Anti-dumping laws → Prevent foreign firms from undercutting local prices. 

 Taxation → Sales tax, VAT, or import duties can inflate final price. 

 Labeling Requirements → May demand transparency about pricing components. 

 Businesses must comply or face penalties or bans. 

 4. Sociocultural Environment 

 Cultural Value Perception → Some cultures associate higher prices with better quality. 

 Income Levels & Class → In low-income areas, high prices = poor sales. 

 Consumer Behavior Trends → E.g., preference for eco-friendly or ―fair price‖ 

products. 

 Example: Customers may pay more for sustainably sourced products. 

 5. Technological Environment 

 E-commerce & Price Transparency → Easy comparison leads to competitive pricing. 

 Dynamic Pricing Algorithms → Tech allows real-time price adjustments (e.g., airlines, 

Amazon). 

 Digital Payments & Subscriptions → Influence pricing formats (pay-as-you-go, bundles, 

freemium). 

 6. Natural Environment / Sustainability Pressures 

 Eco-regulations → Green packaging or carbon-neutral shipping costs more. 

 Climate Impact → Natural disasters or shortages (e.g., crops, energy) raise supply costs. 

 Green Consumerism → Many customers are willing to pay a premium for 

sustainability 



 

 

*INTERNATIONAL PRICING POLICIES & STRATEGIES 

 1. International Pricing Policy 

A pricing policy is the general approach a company takes toward pricing across borders. It 

determines how much control is centralized vs. localized. 

Main International Pricing Policies: 

Policy Description Best For 

Standardized Pricing 
Same price (after currency 

conversion) in all countries 

Luxury brands, tech products with 

global prestige (e.g., Apple) 

Differentiated 

(Adaptive) Pricing 

Prices vary across markets based 

on conditions 
Everyday goods, FMCG, airlines 

Hybrid Pricing 
Core price consistent, but local 

adjustments allowed 

Global brands balancing brand 

equity & local relevance 

 2. Key International Pricing Strategies 

 A. Cost-Based Pricing 

 Price = Cost + Markup 

 Must include international logistics, tariffs, taxes 

 Simple, but may ignore local demand 

 B. Market-Based Pricing 

 Set prices based on local market demand and competitor pricing 

 Flexible and customer-focused 

 Risk: Price disparity across regions 

 C. Penetration Pricing 

 Set low initial prices to enter new markets and gain share 

 Effective in price-sensitive or developing markets 

 Risk: Low margins 

 D. Price Skimming 

 Start with high prices, then lower over time 



 

 

 Works for innovative or premium products 

 Builds brand prestige, but may limit market size early on 

 E. Psychological Pricing 

 Adapting prices to fit buyer psychology in different cultures 

 Example: $9.99 (Western markets), round pricing (e.g., ¥500 in Japan) 

 F. Geographical Pricing 

 Different prices for different regions/countries 

 Reflects local costs, taxes, consumer income 

 G. Transfer Pricing (for multinationals) 

 Price charged between company subsidiaries in different countries 

 Affects taxes, profit allocation, and customs duties 

 H. Dynamic Pricing 

 Real-time price changes based on demand, inventory, or events 

 Used in e-commerce, airlines, ride-hailing apps 

3. Influencing Factors in International Pricing 

 Exchange rates & currency volatility 

 Tariffs, duties & local taxes 

 Import/export regulations 

 Market purchasing power 

 Distribution & logistics costs 

 Cultural perceptions of value 

 Local competition 

 Example: McDonald's adapts pricing to suit local income levels, cost of ingredients, and cultural 

demand — while keeping its core pricing strategy consistent. 

4. Tips for Effective International Pricing 

 Conduct market research per country 

 Consider local partners’ margins 

 Align pricing with brand positioning globally 

 Monitor and adjust prices frequently based on costs and competition 

 Avoid gray markets (reselling across borders due to price differences) 

 



 

 

UNIT-4 

*PROMOTIONAL DECISION 

 Promotional decision in international marketing refers to the strategic choices a company 

makes about how to promote its products or services in foreign markets. These decisions are 

critical because what works in one country might not work in another due to differences in 

culture, language, regulations, consumer behavior, and media access. 

Key Aspects of Promotional Decisions in International Marketing: 

1. Promotion Mix Strategy 

Deciding which elements of the promotion mix to use: 

 Advertising (TV, digital, print, etc.) 

 Sales promotions (discounts, contests) 

 Public relations 

 Personal selling 

 Direct marketing 

2. Standardization vs. Adaptation 

 Standardization: Using the same promotional strategy across all markets (e.g., Coca-

Cola's global branding). 

 Adaptation: Customizing the message, channels, and approach to fit local markets (e.g., 

tailoring McDonald's ads to cultural preferences in India vs. the US). 

3. Cultural Sensitivity 

Understanding and respecting local customs, values, taboos, humor, and language. Missteps can 

damage a brand (e.g., translation errors or offensive imagery). 

4. Legal and Regulatory Considerations 

Each country has its own laws around advertising (e.g., restrictions on ads to children, mandatory 

disclosures, or banned content). 

5. Media Availability and Effectiveness 

 In some countries, TV might still dominate. 

 In others, digital and mobile marketing are more effective. 

 Internet penetration and social media usage vary widely. 



 

 

6. Message Content and Design 

Should the message evoke emotion, focus on quality, emphasize price? Visuals, slogans, and 

even colors might need to be adapted. 

7. Budget Allocation 

How much should be spent per market? Which markets need heavier investment due to 

competition or market potential? 

Complexity of Promotional Decisions in International Marketing 

1. Cultural Differences 

 Challenge: What appeals to one culture might offend or fall flat in another. 

 Example: Humor in ads may work in the U.S., but might not translate well in Japan or 

Germany. 

 Impact: Messages, symbols, colors, and even body language may need localization. 

2. Language Barriers 

 Challenge: Poor translation can change or ruin the message. 

 Example: Pepsi’s slogan ―Come alive with the Pepsi generation‖ was reportedly 

mistranslated in China as ―Pepsi brings your ancestors back from the grave.‖ 

 Impact: Loss of credibility, brand image damage. 

3. Legal and Regulatory Constraints 

 Challenge: Countries have different advertising laws. 

 Example: Some countries ban advertising alcohol or pharmaceuticals, or have strict 

limits on advertising to children. 

 Impact: Promotions may need to be restructured or even scrapped. 

4. Media Infrastructure Variations 

 Challenge: Media channels differ by country in terms of accessibility and popularity. 

 Example: In some developing countries, TV or radio is more effective than digital. 

 Impact: Media planning must be localized and agile. 

5. Economic Environment 

 Challenge: Promotional strategies may need to change based on purchasing power or 

market maturity. 

 Example: A luxury brand may need a different message in a price-sensitive market. 

 Impact: Budget allocation and ROI expectations shift dramatically. 



 

 

6. Technological Gaps 

 Challenge: Internet and smartphone penetration varies. 

 Example: Mobile-first campaigns may fail in regions with poor digital infrastructure. 

 Impact: Promotions may need to use offline methods like billboards, radio, or SMS. 

7. Standardization vs. Adaptation Dilemma 

 Challenge: Balancing cost-efficiency (standardization) with market effectiveness 

(adaptation). 

 Impact: Tension between global brand consistency and local relevance. 

 Key Issues to Address 

Issue Why It Matters 

Message misinterpretation Leads to confusion or offense 

Brand image inconsistency Dilutes brand equity if messaging varies too much 

Cost and resource demands Localization increases costs, time, and manpower 

 Difficulty measuring ROI Results may vary dramatically across markets 

Poor market research Can lead to irrelevant or ineffective promotional campaigns 

Inadequate coordination Between headquarters and local subsidiaries 

 Best Practices to Overcome These Issues 

 Conduct deep local market research. 

 Use local marketing experts or agencies. 

 Emphasize cross-cultural training for marketing teams. 

 Develop a global brand framework but allow local creative flexibility. 

 Test campaigns through pilot programs in new markets. 

*INTERNATIONAL ADVERTISING 

International advertising is the process of creating and delivering promotional messages in 

multiple countries, adapted (or standardized) to meet the needs of each target market. 

 Objectives of International Advertising 

 Increase brand awareness in foreign markets 



 

 

 Introduce new products internationally 

 Build a consistent brand image worldwide 

 Drive sales and market share in global regions 

 Address local competition with targeted messages 

 Key Decisions in International Advertising 

1. Standardization vs. Adaptation 
o Standardized advertising: Same message used across countries. More cost-

effective and reinforces a consistent brand. 

o Adapted advertising: Customized for each market. More relevant and culturally 

sensitive. 

2. Message Strategy 
o Emotional vs. rational appeal? 

o Should it focus on quality, price, lifestyle, or tradition? 

3. Creative Execution 
o Adjust visuals, slogans, tone, music, celebrities, or humor to fit cultural norms. 

4. Media Planning & Selection 
o Choosing the right channels (TV, social media, radio, newspapers, influencers, 

etc.) depending on what’s most effective locally. 

5. Budget Allocation 
o Determine how much to spend in each market depending on potential ROI, 

competitiveness, and market maturity. 

6. Legal & Ethical Compliance 
o Laws differ per country (e.g., language use, restricted products, political 

neutrality, religious sensitivity). 

 Challenges in International Advertising 

Challenge Example 

Cultural differences Humor, gender roles, symbols vary globally 

Language issues Translations can alter or ruin the meaning of a message 

Media access differences 
Print might be dominant in one place, while digital dominates 

elsewhere 

Regulatory constraints Alcohol ads might be banned or heavily restricted in certain regions 

Managing consistency Difficult to balance a global identity with local relevance 

Varying consumer 

behavior 
Buying motives and brand loyalty differ across markets 



 

 

 Example Case: McDonald’s 

 Standardization: Golden arches, logo, ―I’m Lovin’ It‖ jingle. 

 Adaptation: Ads show local food items, local languages, and local customer experiences 

(e.g., vegetarian options in India). 

 Best Practices for Effective International Advertising 

 Do thorough market research. 

 Hire local agencies or consultants who understand the culture. 

 Test ads with focus groups in the target market. 

 Balance global branding with local customization. 

 Stay aware of social and political trends that may affect brand perception. 

*PERSONAL SELLING 

Personal selling is a form of direct communication between a sales representative and a 

potential customer, with the goal of making a sale and building a long-term relationship. It’s one 

of the most traditional and personalized methods of selling, often used in industries where 

products or services are complex, high-value, or customized (like real estate, cars, or B2B 

services). 

Key Features of Personal Selling: 

 Face-to-face interaction (or phone/virtual now) 

 Two-way communication (salesperson listens and responds to needs) 

 Tailored message for each customer 

 Focus on relationship-building, not just a quick sale 

 Immediate feedback and ability to handle objections 

Steps in the Personal Selling Process: 

1. Prospecting – Identifying potential customers 

2. Pre-approach – Researching and preparing before meeting 

3. Approach – First contact; making a good impression 

4. Presentation – Explaining benefits and value of the product 

5. Handling objections – Addressing concerns or doubts 

6. Closing – Asking for the order or sale 

7. Follow-up – Ensuring customer satisfaction and loyalty 

Advantages: 

 High level of customization 

 Builds trust and customer relationships 



 

 

 Easier to explain complex products 

Disadvantages: 

 Costly and time-consuming 
 Requires skilled sales personnel 

 Not suitable for mass marketing 

*SALES PROMOTION 

Short-term incentives to encourage the purchase or sale of a product or service. 

Examples: 

 Discounts 

 Coupons 

 Buy 1 Get 1 Free (BOGO) 

 Free samples 

 Contests & sweepstakes 

 Limited-time offers 

Purpose: 

 Boost short-term sales 

 Clear out inventory 

 Attract new customers 

 Encourage repeat purchases 

Advantages: 

 Immediate results 

 Creates urgency 

 Easy to measure effectiveness 

Disadvantages: 

 Short-lived impact 

 Can hurt brand image if overused 

 Customers may wait for promotions 

 *PUBLIC RELATIONS (PR) 

Building good relationships with the public by creating a positive image, handling crises, and 

gaining favorable media coverage. 



 

 

Examples: 

Press releases 

 Public events 

 Sponsorships 

 Community involvement 

 Influencer collaborations 

 Crisis management 

Purpose: 

 Build trust and reputation 

 Enhance brand image 

 Maintain good media relations 

 Manage negative publicity 

Advantages: 

 Builds long-term goodwill 

 More credible than ads (earned media) 

 Cost-effective compared to paid ads 

Disadvantages: 

 Hard to control the message 

 Results take time 

 Difficult to measure 

 Sales Promotion vs Public Relations 

Aspect Sales Promotion Public Relations 

Goal   Boost short-term sales Build long-term reputation 

Duration Short-term Long-term 

Control High (you control offers) Low (media/public influence it) 

Cost Can be high per campaign Usually lower than advertising 

Effectiveness Immediate but short-lived Slower, but lasting impact 



 

 

*DISTRIBUTION CHANNELS IN INTERNATIONAL MARKETING 

 

The path through which goods and services travel from the producer to international consumers. 

 Types of Distribution Channels 

1. Direct Channel 
o Manufacturer → Customer 

o Example: Selling through a brand's website internationally 

2. Indirect Channel 
o Manufacturer → Intermediaries → Customer 

o Example: Exporter → Wholesaler → Retailer → Customer 

 Intermediaries in Global Distribution 

 Agents/Brokers – Connect buyers & sellers; don’t own goods 

 Distributors/Wholesalers – Buy in bulk and resell 

 Retailers – Sell directly to consumers 

 Exporters/Importers – Handle cross-border trade 

 Factors Influencing Channel Choice 

 Market size and location 

 Product type (perishable, high-value, etc.) 

 Legal and cultural environment 

 Cost and control desired by the company 

 *LOGISTICS IN INTERNATIONAL MARKETING 

The process of planning, implementing, and controlling the physical flow of goods across 

borders to meet customer demands. 

 Key Logistics Components 

 Transportation – Shipping by air, sea, road, rail 

 Warehousing – Storing goods in foreign markets 

 Inventory Management – Balancing stock levels 

 Customs & Documentation – Handling legal export/import requirements 

 Order Processing – Managing orders from international buyers 

 Challenges in International Logistics 

 Long delivery times 

 High transportation costs 

 Customs delays 



 

 

 Currency fluctuations 
 Infrastructure issues in some regions 

Distribution Channel vs. Logistics 

Aspect Distribution Channel Logistics 

Focus Path of product to customer Movement & storage of goods 

Key 

Functions 

Selling, promotion, customer 

contact 
Transport, warehousing, inventory, customs 

Involves 
Intermediaries (agents, retailers, 

etc.) 

Shipping companies, warehouses, freight 

forwarders 

Main Goal Reach the customer effectively Deliver goods efficiently & on time 

*DISTRIBUTION CHANNELS 

A distribution channel is the path a product takes from the producer to the final consumer. It 

includes all intermediaries like wholesalers, agents, and retailers. 

 Functions of Distribution Channels 

1. Physical Distribution 
o Movement of goods from producer to consumer (transportation & storage). 

2. Financing 
o Some intermediaries offer credit to retailers or customers. 

3. Risk Taking 
o Intermediaries bear the risk of damage, theft, or unsold goods. 

4. Buying & Assembling 
o Intermediaries purchase products from multiple sources and bring them together. 

5. Promotion 
o Help advertise or promote products to consumers. 

6. Negotiation 
o Help in price and deal negotiations between producers and buyers. 

7. Information 
o Provide market feedback to manufacturers and product info to customers. 

8. After-Sales Services 
o Some offer installation, maintenance, or customer support. 

 

 



 

 

 Types of Distribution Channels 

1 Direct Channel (Zero Level) 

 Producer → Consumer 
 No intermediaries 

 Example: Online sales from a brand’s website 

2 Indirect Channels 

a) One-Level Channel 

 Producer → Retailer → Consumer 
 Example: Clothing brands selling through department stores 

b) Two-Level Channel 

 Producer → Wholesaler → Retailer → Consumer 
 Example: FMCG products like soaps or snacks 

c) Three-Level Channel 

 Producer → Agent → Wholesaler → Retailer → Consumer 
 Used for large-scale or international distribution 

 Choosing the Right Channel Depends On: 

 Nature of the product 

 Target market 

 Costs and control 

 Market coverage goals 

 Business size and resources 

*CHANNEL SELECTION DECISION 

The channel selection decision is the process of choosing the most appropriate path through 

which a product reaches the final customer. It involves analyzing various factors to determine 

whether to use direct, indirect, or mixed channels. 

 Factors Affecting Channel Selection 

1. Product Factors 

 Perishable goods → Need fast & direct channels 

 Technical or complex products → Require trained intermediaries or direct selling 



 

 

 High-value items → Often sold directly or through exclusive agents 

2. Market/Customer Factors 

 Target market size & location 
o Scattered or international markets → Need intermediaries 

 Buying habits 
o Frequent, small purchases → Use retailers 

 Customer expectations 
o Desire convenience or services like installation → Choose full-service channels 

3. Company Factors 

 Financial strength 
o Strong companies can afford direct channels 

 Level of control desired 
o Direct channels offer more control over branding, pricing, customer experience 

 Experience & reputation 
o New companies may need intermediaries with market reach 

4. Competitive Factors 

 What channels are competitors using? 

 Can you gain an advantage by choosing a different path? 

5. Environmental/Legal Factors 

 Legal restrictions (e.g., alcohol sales channels vary by country) 

 Economic conditions (recession might push for low-cost channels) 

 Technological factors (rise of e-commerce, automation) 

 Steps in Channel Selection Process 

1. Analyze customer needs 

2. Set channel objectives 

3. Identify channel alternatives 
o Direct, indirect, dual, multi-channel 

4. Evaluate alternatives 
o Cost, control, flexibility, reach 

5. Select the best channel(s) 

6. Monitor & modify as needed 

 *SELECTION OF FOREIGN DISTRIBUTORS & AGENTS 

 Foreign Distributor: A company or entity that purchases products from a manufacturer and 

resells them in the foreign market, often taking ownership of the goods. 



 

 

 Foreign Agent: An individual or company that acts on behalf of the manufacturer to 

promote and sell products in the foreign market, without taking ownership of the goods. 

 Factors to Consider When Selecting Foreign Distributors or Agents 

1. Market Knowledge 

 Distributor/Agent's knowledge of the local market (consumer behavior, competition, 

trends). 

 Understanding of regulations, cultural norms, and business practices in the country. 

2. Financial Stability 

 Check for the financial health of the distributor/agent to ensure they can handle your 

orders and payment terms. 

 Strong cash flow management is essential for ensuring timely order fulfillment and 

payments. 

3. Experience in the Industry 

 Look for distributors/agents with experience in your specific industry or product 

category. 

 Assess their success in handling similar products, especially in related markets. 

4. Sales & Marketing Capabilities 

 Does the distributor/agent have a strong sales force? 

 Evaluate their marketing expertise, including how they plan to promote your product. 

 Reputation in the market: Well-established agents/distributors will have good 

relationships with customers and other stakeholders. 

5. Geographic Reach 

 The geographic coverage of the distributor/agent within the target market. 

 Local distribution networks (warehouses, retail connections, etc.) and their ability to 

provide nationwide or regional reach. 

6. Logistics & Infrastructure 

 Availability of a strong supply chain network and warehousing facilities to store and 

manage stock. 

 Shipping and delivery systems that ensure products can be delivered efficiently and on 

time. 



 

 

7. Commitment to Your Brand 

 Ensure that the distributor/agent has a genuine interest in your brand and is willing to 

prioritize your product alongside other offerings. 

 Willingness to maintain adequate stock levels, provide after-sales support, and invest 

in marketing initiatives. 

8. Communication and Support 

 Strong communication skills are essential for maintaining a good relationship and 

ensuring a seamless flow of information between you and the distributor/agent. 

 Ability to provide timely reporting on sales, inventory, and customer feedback. 

9. Legal and Contractual Considerations 

 Make sure that the terms of the partnership, such as payment terms, exclusive/non-

exclusive agreements, and distribution rights, are clear. 

 Check that the distributor/agent complies with local import regulations and tax laws. 

10. References and Reputation 

 Ask for references from other manufacturers that the distributor/agent has worked 

with. 

 Reputation within the local industry, including feedback from customers and other 

suppliers. 

 Process for Selecting Foreign Distributors & Agents 

1. Research & Shortlisting 
o Conduct market research to identify potential distributors or agents in the target 

country. 

o Shortlist candidates based on their reputation, experience, and alignment with 

your product. 

2. Initial Screening & Evaluation 
o Assess potential partners using the factors mentioned above. 

o Request more information, such as financial records, market analysis, and sales 

strategies. 

3. Meetings & Negotiations 
o Meet the shortlisted candidates in person or virtually. 

o Discuss terms of the relationship, expectations, pricing, and exclusivity. 

4. Trial Period/Agreement 
o Consider entering a trial period to evaluate how the distributor or agent performs 

before signing a long-term contract. 

o Agree on performance benchmarks and KPIs. 

5. Ongoing Monitoring & Support 
o Regularly monitor the performance of your foreign distributor/agent. 



 

 

o Provide ongoing support, training, and materials to help them succeed in selling your 

products. 

 Example of Selection Process 

A company selling high-end electronics (like headphones) in Europe: 

 Market Knowledge: Choose an agent with deep understanding of the European tech 

market. 

 Sales Capabilities: Look for a distributor with a strong retail network in major cities like 

Berlin, Paris, and London. 

 Reputation: Ensure the distributor has experience in handling premium electronic 

brands. 

 Financial Stability: Evaluate their ability to manage larger orders and invest in local 

marketing campaigns 

*INTERNATIONAL LOGISTICS DECISIONS 

International logistics decisions involve the planning, implementation, and management of the 

movement of goods and services across international borders. The aim is to ensure that products 

are delivered efficiently, cost-effectively, and on time to meet customer demands. 

 Key Components of International Logistics Decisions 

1. Transportation Mode Selection 

Choosing the most appropriate transportation mode for shipping products internationally is 

critical. The choice impacts cost, delivery speed, reliability, and environmental impact. 

Types of Transportation: 

 Air Freight: Fastest option but expensive. Suitable for high-value or time-sensitive 

products. 

 Ocean Freight: Most cost-effective for large volumes, but slower. Ideal for bulk 

shipments. 

 Land Freight (Truck/Rail): Used for shipments between neighboring countries or 

regions. Can be combined with sea or air freight. 

 Multimodal Transportation: A combination of the above methods, optimizing speed 

and cost. 

2. Warehousing and Inventory Management 

Decisions related to warehousing include where to store inventory in the target market or along 

the logistics route. 



 

 

Key Considerations: 

 Proximity to customers: Having warehouses closer to key markets reduces delivery 

times. 

 Inventory levels: The amount of inventory needed to meet demand without overstocking. 

 Customs clearance: Warehouses at border points or customs zones can streamline the 

process. 

 Cost of storage: Balancing between storage costs and inventory availability. 

3. Customs & Documentation Management 

Dealing with customs procedures is an important part of international logistics. Incorrect or 

delayed documentation can result in penalties, delays, or confiscation of goods. 

 

Key Factors to Consider: 

 Tariffs and duties: Understanding the taxes and import duties in the destination country. 

 Import/export licenses: Ensuring the proper permits are in place to avoid legal issues. 

 Trade agreements: Leverage free trade agreements or special exemptions to reduce 

costs. 

 Customs brokers: Working with local experts can streamline the customs process. 

4. Order Fulfillment Strategy 

This decision focuses on how to fulfill orders once products arrive in the destination country. 

Options Include: 

 Direct fulfillment: Products are shipped directly from the manufacturer or supplier to the 

customer. 

 Third-party logistics (3PL): Outsourcing fulfillment to third-party companies that 

manage warehousing, packaging, and shipping. 

 Cross-docking: Transferring products directly from inbound to outbound transport with 

minimal storage, reducing handling time and costs. 

5. Packaging and Labeling 

Packaging decisions are vital to protect goods during transit and comply with international 

regulations. 

Considerations: 

 Packaging materials: Using sturdy packaging to prevent damage during transportation. 



 

 

 Product labeling: Complying with local regulations, such as language requirements, 

safety warnings, and product information. 

 Environmental impact: Considering sustainable or eco-friendly packaging options. 

6. Risk Management 

Managing risks in international logistics is vital due to various uncertainties in international 

trade, such as natural disasters, political instability, and currency fluctuations. 

Key Risk Mitigation Strategies: 

 Insurance: Ensuring products in transit to cover damages or loss. 

 Diversified routes: Having backup shipping routes to avoid delays caused by unforeseen 

events. 

 Supplier reliability: Choosing reliable and reputable suppliers to minimize disruptions. 

 Regulatory compliance: Adhering to both home country and foreign regulations to 

avoid penalties or legal issues. 

7. Cost Management 

Managing logistics costs is crucial to maintaining profitability in international markets. 

 

Cost Considerations: 

 Shipping costs: Selecting the most cost-effective transportation mode. 

 Import duties and taxes: Including customs duties and VAT in the cost structure. 

 Handling fees: Costs of packaging, storage, and inventory management. 

 Fuel costs: Transportation costs can fluctuate with fuel prices. 

 Factors Influencing International Logistics Decisions 

1. Market Demand: Understanding customer expectations for delivery time and product 

availability. 

2. Product Type: The nature of the product (e.g., perishables, heavy equipment) impacts the 

logistics strategy. 

3. Regulatory Environment: Compliance with international trade laws, tariffs, and customs 

regulations. 

4. Global Supply Chain Coordination: Coordinating logistics across multiple countries or 

regions. 

5. Technology: Leveraging technology like tracking systems and automated inventory 

management to improve efficiency. 

 



 

 

 Example of International Logistics Decision Making 

A company exporting organic skincare products from the U.S. to the EU: 

 Transportation: Opt for ocean freight for cost efficiency and air freight for high-

demand seasonal launches. 

 Warehousing: Set up a warehouse in Germany for easy access to key EU markets. 

 Customs Management: Work with a customs broker in Germany to handle import 

duties and compliance with EU regulations. 

 Order Fulfillment: Use a third-party logistics (3PL) provider to manage storage, 

packaging, and shipping to EU customers. 

 Packaging: Ensure packaging is eco-friendly and complies with EU environmental 

standards. 

 Tips for Effective International Logistics Decision-Making: 

 Stay informed on the latest global trade regulations and tariffs. 

 Use logistics technology like tracking systems to monitor shipments and optimize routes. 

 Build strong relationships with reliable partners like customs brokers, 3PL providers, 

and transportation companies. 

 

 

*---------------------------------------------------*---------------------------------------------------------------* 

 

 

 

 


