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Course Objectives

• To understand the specific elements and threats of 
international markets from cultural perspective; 

• To assess the risks of exposure to the different social, cultural, 
economic and geopolitical elements that are likely to influence 
the structure and success of marketing efforts ; 

• To examine the impact that changes in these elements may 
have on marketing opportunities and threats ; 

• To help develop marketing knowledge and critical-thinking 
skills that will help students to be successful in a management 
career.



Learning Outcomes
ode

Outcomes of study programme Specific outcomes for the course

Knowledge Knowledge

K 1

Understand the key issues relating to the competitiveness of
international business

K 1.1.To understand the concept of international market and variations of marketing 
principles in international context.

K 2.1. To know the stages of marketing planning in a business

K 2

Understand the impact of various economic, legal, cultural,
geographical, and political systems on international business

K 2.1. To understand the implications of legal, economic, cultural and social aspects on 
marketing decisions.

K 3

Understand sustainability within organizational contexts,
decisions and international business practices

K 3.1.To identify the major implications of marketing management within the
international context.

K 3.2. To understand how the marketing mix changes in international context.

Abilities Abilities

S 1

Apply knowledge and skills to the operation of an international
business

S 1. 1 The ability to apply the acquired knowledge managing different marketing decisions 
in the international context

S1.2. The ability to assess the risks of exposure to the different social context

S 2

Develop strategies to utilize domestic and foreign government
programs, policies, and agencies which facilitate international trade

S 2. 1 The ability to develop strategies for effective marketing actions.
S 2.2. To find solutions for difficult situation emerged during international business.

S 3

Apply the principles, norms and values of professional ethics
within their rigorous work strategies, effective and accountable

S3.1. To understand the limits between the ethical an unethical behavior during 
management of international marketing actions.

Competences Competences

C 1

Collect, process, and interpret data used to support
international business

C 1. 1 The competence to collect and to interpret data related to interested field necessary 
for a successful marketing strategy.

C 2

Evaluate the role of economics and business in the social
environment of different cultures

C 2. 1. To apply the critical thinking and to understand the behavior of foreign consumer. 

C 3

Evaluate the implications of international dimensions and their
effects on day-to-day business operations and strategy

C 3.1. To formulate the correct marketing plans and strategies
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Evaluation

Nr./o Type of assignment Share (%) of the final
grade

1 Work in group, projects, simulations. 30

2 Presentation of individual tasks, testing,
contribution activity in the classroom

20

3 Class activity 5 

4 Class Attendance 5

5 Final Exam 40

Total 100



Introduction to Marketing

Consumer satisfaction is the main focus of the  marketing

Mk   - What the consumer need/ want ? - develop products  -
adapt products to different markets - to keep pace with the 
consumer changing needs.

Functions of Marketing:

- Planning 

- Assessing

- Implementing 

- control 



Marketing strategy

A plan of actions for developing, pricing, distributing and 
promoting  products that meet consumers’ needs

The tasks of marketers:

- Selecting target markets

- Developing marketing mix

- Assessing environmental forces

- Managing marketing efforts 



Components of Marketing mix 
and Marketing environment
Marketing mix – 4 Ps

1P – product variables

2P - promotion variables

3P – price variables

4P - place (distribution) variables

Marketing environment

- Economic forces

- Political forces

- Legal forces

- Socio-cultural forces

- Competitive forces



THE INTERNATIONAL MARKET PLACE



Motivation for internationalization

Participation in the international markets is potentially a very 
profitable activity. But marketing managers have to adjust their 
strategies to consumers needs and environmental variables.

The reasons for internationalization:

- The policy and the strategy of the company

- The desire to gain more profits

- The surplus of production 

- The increase of product life-cycle, etc



Motivation for internationalization

There are 2 categories of motivation:

1. Proactive 
- profit advantage 

-Unique product
-Technological advance
-Exclusive information
-Managerial urge
-Tax benefit
-Economy of scale

2. Reactive
- Competitive pressure
- Overproduction
- Declining domestic sale
- Excess capacity
- Saturated domestic market
- Proximity to customers and 

ports.



Change agents.
In order  to have a change someone or something within or 
outside the firm  must initiate  it. The intervention variable is 
called Change agent.

There are 2 types of change agents

1. Firm internal
- Enlightened management
- New management 
- Significant internal event

2. Firm external
- Demand
- Competition
- Distributors
- Banks
- Chamber of commerce
- Export agents
- Government activities.



Internationalization Stages

1. Exploratory stage

2. Experimental exporter

3. Evaluation of the export impact

4. Export adaptation



Commercial Internationalization 

1. Market penetration - the same product, the same 
segment

2. Development of product – product adaptation for the 
same segments

3. Development of market – the same product , different 
segments

4. Diversification – different products for different 
segments



Commercial Internationalization 



Market penetration

Market penetration is the name given to a growth strategy where the 
business focuses on selling existing products into existing markets.

Market penetration seeks to achieve four main objectives:

• Maintain or increase the market share of current products – this can 
be achieved by a combination of competitive pricing strategies, 
advertising, sales promotion and perhaps more resources dedicated 
to personal selling

• Secure dominance of growth markets

• Restructure a mature market by driving out competitors; this would 
require a much more aggressive promotional campaign, supported 
by a pricing strategy designed to make the market unattractive for 
competitors

• Increase usage by existing customers – for example by introducing 
loyalty schemes



Market development

Market development is the name given to a growth strategy 
where the business seeks to sell its existing products into new 
markets.

There are many possible ways of approaching this strategy, 
including:

• New geographical markets; for example exporting the product 
to a new country

• New product dimensions or packaging: for example

• New distribution channels (e.g. moving from selling via retail to 
selling using e-commerce and mail order)

• Different pricing policies to attract different customers or create 
new market segments

• Market development is a more risky strategy than market 
penetration because of the targeting of new markets.



Product development

A business aims to introduce new products into existing markets. 
This strategy may require the development of new competencies 
and requires the business to develop modified products which can 
appeal to existing markets.

A strategy of product development is particularly suitable for a 
business where the product needs to be differentiated in order to 
remain competitive. A successful product development strategy 
places the marketing emphasis on:

• Research & development and innovation

• Detailed insights into customer needs (and how they change)

• Being first to market



Diversification

Diversification is the name given to the growth strategy where a 
business markets new products in new markets.

• This is an inherently more risk strategy because the business is 
moving into markets in which it has little or no experience.

• For a business to adopt a diversification strategy, therefore, it 
must have a clear idea about what it expects to gain from the 
strategy and an honest assessment of the risks. However, for 
the right balance between risk and reward, a marketing 
strategy of diversification can be highly rewarding.



GLOBAL MARKETS AND INTERNATIONAL 
MARKETING



International marketing

Is the performance of business activities designed to plan, price, 
promote and distribute the flow of company’s goods and services  
to consumers in more than one country , for a profit

The difference between domestic and international market is the 
environment in which the company will perform its economic 
activity, where marketers should implement their plans.

The international market is unique by the range of unfamiliar 
problems  and the variety of strategies that a mk manager should 
develop to cope with foreign environment uncontrollable 
variables. 



The uniqueness of foreign marketing comes from the range of 
unfamiliar problems and the variety of strategies necessary to 
cope with different levels of uncertainty encountered in foreign 
markets.



International marketing
Challenges of the foreign markets:

- Competition

- Legal and political restrains

- Government control

- Weather

- Different habits

- Different cultures.

Controllable variables – the elements of marketing mix

Uncontrollable variables  - the elements of foreign environment

The marketer can’t control the foreign market’s variables but he 
can adapt to them in a profitable way.



The international marketing task



Levels of International 
marketing involvement 



Levels of International marketing 
involvement 
• The domestic marketing is the marketing aimed at a single market, 

the firm’s domestic market. Before entry into international markets, 
many companies focus solely on their domestic market. In this case 
the company develops its marketing strategy based on information 
about domestic customer needs and wants, industry trends, 
economic, technological and political environments from the home 
market

• No direct foreign marketing is encountered when the company does 
not actively cultivate customers outside national boundaries. 
However, the company sells outside the home market, but sales are 
done through domestic trading companies that sell abroad without 
involving the producer or sales are done through foreign customers 
who come directly to the firm (for instance via internet).

• Infrequent foreign marketing takes place when the temporary 
surpluses caused by variations in production levels or demand are 
sold abroad. When domestic sales increase foreign sales are with 
drawn. Few companies fit today to this model because usually 
customers are looking for long term relationships and regular sales.



Levels of International marketing 
involvement 
• Regular foreign marketing takes place when the firm has permanent 

production capacities devoted to production to be marketed continuously in 
foreign markets. Even though the primary focus of operations and production is 
on domestic market needs. At this stage profit expectations start to shift from 
being seen as a bonus to regular domestic profits to the position where the 
company becomes dependent on foreign sales to meet its goals.

• Export marketing covers all those marketing activities involved when a firm
markets its products outside its main (domestic) base of operation and when
products are physically shipped from one market or country to another.

• International marketing occurs when companies are fully involved and 
committed to international marketing activities. They plan production for 
foreign markets. This is seen by all authors as being the next stage after 
exporting, when the company acquires more experience and becomes more 
directly involved in the local marketing environment within a given country or 
market. At this stage companies are fully committed and involved in 
international marketing activities



Levels of International marketing 
involvement 

• Multinational marketing comes as a result of the development of the multinational 
corporation. The company markets its products in many countries around the world, they 
market their products as if the firms were local companies. It is the case when a company 
competes with many strategies, each one tailored to a particular market, therefore being 
also called the multi-domestic strategy. 

• Pan-regional marketing occurs when companies start to emphasize strategies for larger 
regions. These strategies developed due to the given diseconomies of scales of 
individualized marketing strategies tailored to specific local environments. The regional 
strategies encompass a number of markets and usually they are the result of a form of 
economic integration (such as pan-european marketing in EU).

• Global marketing is encountered when companies treat the world including their home 
market, as one market. In contrast to the international OR multinational companies that 
view different country markets as unique, needing individual marketing strategies, the 
global company develops a strategy to reflect the existing commonalities of market needs 
among many countries. The strategy is based on global standardization (when is cost 
effective and culturally possible) in order to increase returns. The entire set of operations 
of the company (finance, production, provisioning, marketing) take a global perspective. 



Customization vs Globalization

Regardless the level of involvement in an international market a 
marketer should choose to customize  own products to the 
condition of the new market or to standardize their strategies 
for the entire world.

Customization – the adaptation of the product to the needs of 
the different foreign markets

Globalization – the standardization of products for the entire 
world(the same product, the same price, the same promotion 
strategy with little changes)



The international Marketing task

The international mk task is more complicated  than the 
domestic one. The marketer must deal with 2 levels of 
uncontrollable elements: the domestic market uncontrollable 
and the foreign market uncontrollable elements.

The more foreign markets a company operates the more 
uncountable variables it will  face .

Frequently a solution suitable for the market A won’t be 
applicable to the market B.



Market controllable variables

Using the necessary resources a marketer blends the marketing 
mix elements  to capitalize on the anticipated demand for the 
foreign market.

The controllable elements could be altered  as in long as in short 
run to adjust the changing market conditions, consumer taste or 
the corporate objective.



Market uncontrollable variables
For uncontrollables usually is needed a careful  evaluation and if 
needed the adaptation of marketing strategy. 

The adaptation of the marketing strategy influence the final 
outcome  of the entire enterprise.

Domestic uncontrollables:

Political decision

Economic climate

Competition

Foreign uncontrollables:

Cultural issues

The level of technology

Political and legal  issues

Cultural and social forces



Environmental adjustment
In the board sense – uncontrollable means the  CULTURE

The marketers must adjust their programs to the cultures that 
they are not attuned

Marketers must be aware of the frame of reference  
acceptable in the foreign market

There is the problem that marketer could act unconsciously  
according to the frame of references of the domestic market

the domestic frame of references may be different from the 
foreign one.

To avoid the errors linked with the different frame of 
references in different cultures the marketer should be aware 
of the principle of relativism 



Self- Reliance criterion.

The primary obstacle  to the success on a int’l market  is a 
persons SRC - an unconscious  reference to one’s cultural 
values, experience and knowledge  as basis of decision

When people confront with a certain set of facts they react 
unconsciously according to their knowledge to this situation  
assimilated  over the life time.

SRC is the product of the culture!

The SRC can influence the evaluation of appropriateness of 
domestically design marketing to the int’l one.



Self- Reliance criterion.

To avoid errors in int’l mk decisions it is necessary to make 
cross-cultural analysis isolating the SRC influence.

Steps to be followed:

1. Define the business problem  or goal in the home 
country(cultural traits, habits or norms)

2. Define the business problem  or goal in the foreign 
country(cultural traits, habits or norms)

3. Isolate the SRC influence and examine it carefully to see 
how it complicate the problem

4. Redefine the problem without the SRC  influence.



Stages of int’l marketing involvement

1. No direct foreign marketing

2. Infrequent foreign marketing 

3. Regular  foreign marketing

4. International marketing 

5. Global marketing


