International Marketing
Looking at global marketing environment

Deciding ( why) whether to go abroad

Export to buy something that we don’t produce

One of the method of market expansion 

Securing profitability

Sales

Cost

Price

Why Exports – Advantages

For a Country

Political

Improved Relationship

Create Loyalty

Create dependence

Prestige

Economical

Create Specialization ( Germany- technology)

Greater Employment

Social

Transferring skills

Living condition improvement

Better use of world resources

For a Company

Profitability

Diversification

Reduce Overheads

Duty Drawbacks

Improve Quality

Increase Turnover

Use of Excess Capacity

Government Incentives

Method of Entering Foreign Markets

Direct Exports

Yourself

Take all profits

Build contacts

Indirect Exports

Trading houses

Domestic transaction

No responsibility

No contacts

Licensing

Licensed to produce under a brand

Get Royalty

Right to use your Patents

Able to export certain alike products

Joint  Venture
Collaboration in

Manufacturing

Marketing

Can be equity participation

Facilitate development

Can export

Contract Manufacturing

To produce it under contracts

Foreign Investment

Establishment of company in a foreign country

Deciding whether to go aborad- selection of the country

Supply Availability

Competitive Advantage

Export Marketing Demand

Benefit

Climate

Accessibility by Air/ Ship

Export/ import  Statistics

Size of the market
How much does it absorb

Share of import

Where the products are coming from

Unit value realization

Important Statistics- for a country

10 countries where this product from that  is going

10 countries which are biggest importer

Use the above to get the biggest market

Conduct Marketing Research

Product Adaptation

New Product Development

Pattern of Distribution

Pricing Structure- CIF, FOB

How to enter

Product

Bundle of satisfaction

Features

Functionality

Aesthetics

Packaging

Preconditions for Launching

Thorough research

Specific market segment

Resources

Planning Products for export

Company objectives

Profit

Exposure

Share

Market Needs

Needs

Environment

Political 

Legal

Design

Simple

Historical

Packaging

Branding

Economic Viability

Company Resources

Ease of Production

Legal System

Design

To produce in its original form or adapt

Brands

Private labels

Distinct identity that can stand up to the manufacturer brands

Manufacturing Brands

Maintain their identity across formats

Marketing Ecology

When a new species come, it either

Adjust

Immigrate

Die

Cultural Impact

Set of values that you cherish

Generation to Generation

Learnt
Facets are related

Shared by a number of people

Bournvita: Thailand- Before office, English- before going to sleep

Distribution

Different in different countries

Commercial decision

We don’t know difference markets

Markets- sophisticated

Impact on marketing mix

Distribution – like marriage

Why – we don’t know about various markets

Objectives of Going Abroad

Sales Based

Revenue Based

Market Share based ( 9-10%)

Distribution

Whether direct involvement or not

Channel Alternatives
Decision

Availability

Interest in channel partners

Imposition of state regulations

Export Merchant

No manufacturing capability

Located in host country

Exports in his a/c

Has contracts

All operations

Paperwork

Finance

Buys products from you

Finance/ marketing/ risk – by him

No contracts- he switches- you lose

Export Import Agent

Agent of exporting company

Buys from you- sells abroad

Export in your name- Triburg

Subsidiary

Independent

Based abroad- represents you- commission

Import Merchant Abroad

Imports directly from you

Buys on their account

He sells it according to his price

Specializes

No pre commitment with you

Export Management Company

Manages export for others-we go abroad – book for you

Takes samples

Work on behalf of client

Diverse product

Work for many companies

Price by client

Commission and expenses

Channels depends upon Products

Perishable- short

High Unit Value- short

After sales service- short

Sophisticated – short

Custom made- short

Standard product – long

Bulk- long

Channel Member Selection

Financial

Risk taking

Contracts

No competing products

Right technical salesman

Proven record

Evaluation on the Performance of retailer/ channel member

Sales Volume

Growth year/year

Growth wrt market

Market share

Number of accounts handled per unit area

New account opening

Agent of the company

Secures Orders

Salesman obroad

Promotes products
Shipments directly to the customer

Gets a commission

Good contacts

Can give you warehouse and staff

How to select

Character 

Capacity

Capital

Other

Size- neither too short nor too long

Desirable outlets/ wholesaler/ boutiuqes/ specialized shops

Contracts

Complementary product lines

Check List

When were you established

Business conducted during 3-5 years

What A/c

Average turnover per account

Sales staff capability

w/h

Agreement

Legal terms

Mutually agreed terms

Essence of relationship

What should be there

Parties

Territories

Country

Exclusivity

Min. quantity

Promotion

Acceptance/ rejection of order

Settlement of dispute

Reward / termination

Performance clause

Promotion

Convincing your potential customers about the good points

AIDA

Promotion depends upon

Philosophy

Product

Market

Decentralization

Transmitting a message to customers so that they are more favourably aligned towards the product
Tell about existence

About unique details

Done to reduce cognitive dissonance- testimonial advertisement

When required

Launch a brand

Modifying it

Increasing sales

Reduce declining sales

Communication affected by

Language

Culture

State regulations

Message

Clear and precise

Should sell not only product but also company

Intrinsic cues- perceived quality/ image

Personal Selling

Trade fares

Stop look/ come in

Excellent place to show

Inexpensive / best means to show

Country wide production

Vertical

Horizontal

Planning

Macro Level

Environment

Markets

Country

Budget

Sales target

Distribution

Staff etc.

Micro

Product adaptation

Pricing strategy

Outlets

Target audience

Control

Annual plan control

Profitability control

Annual control

Market share analysis

Profitability analysis

Efficiency control

