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What this module is about?

Analyse the factors that are influential in internationalization of
businesses.

Apply international marketing theories and internationalization
strategiesin business cases.

Evaluate the attractiveness of international markets and decide on
appropriate market to enterin a given business scenario..

Design a marketing strategy document to export a product to a foreign
market.

Reflect on the experience of entering foreign markets by managing a
company using a web-based simulation



Assessments

Assessment One Assessment Two
Country Manager Group Marketing Strategy Document
Presentation (60% of total marks)
(40% of total marks) 31January 2022 is the
Week Commencing 6 Dec deadline.

Online Presentation or in-
person



Key Textbook

Global
Marketing

Svend Hollensen




The five-stage decision model in global marketing

Chapters 14-17

!

 Part V: Implementing and coordinating the global
‘marketing programme
Chapters 18-19




Resources for this module

Market Research resources: Macro Economic Research: Academic resources:

O Euromonitor Q Government website O AnyInternational Marketing

O Statista Q WTO0 Textbook

O Newspaper articles Q IMF

O Market Research Q CIA World Factbook O Academic Journal Articles.
Companies

Q WTO

Q IMF




Today's Lecture




A brief review of trade history, the evolution
of international institutions, and their role
ininternational trade.

Key differences between domestic
marketing and international marketing.

Key concepts that we should know in
international trade and marketing.
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Encourage Open Markets.

Formation of International Monetary
Fund.

Restructuring the world economy.
Trade under liberalism.

QS Dollar as the backbone of
international exchange.



Important Institutions in World Trade

World Trade Organisation International Monetary Fund EuropeanUnion
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Whatis a Irade
Tariff?




The value of global exports

Time series of value of world exports at constant prices, relative to 1913 (i.e. values correspond to world export volumes

indexed at 1913=100)
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In 2018, the global trade value of goods exported
throughout the world amounted to approximately 19.5
trillion U.S. dollars.

19.0 trillion USD

In comparison, this figure stood at around 6.45 trillion
U.S. dollars in 2000

Source: https://www.statista.com/statistics/264682/worldwide-export-volume-in-the-trade-since-
1950/ #:~:text=Trade % 3A%20export %20volume % 20worldwide % 201950 % 2D2018&text=In %202018 %2C % 20the % 20global
%20trade,trillion%20U.S.%20dollars %20in %202000.
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Export value in billion U.S. dollars
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100 =trade volumesin 2015

How will COVID-19 affect global trade?

Chart 1: World merchhandise trade volume, 2015Q1 -
2022249
Index, 2015=100
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https://iea.org.uk/how-will-covid-19-affect-global-trade/
https://www.wto.org/english/news_e/pres21_e/pr876_e.htm



https://iea.org.uk/how-will-covid-19-affect-global-trade/
https://www.wto.org/english/news_e/pres21_e/pr876_e.htm

What factors would affect the
future of global trade?




World Trade in the future

Confidence Supply chains Trade tensions

Concernsoverthe Technology Environmental
Chinese government measures




Domestic vs International Marketing

Domestic

International

Research data is available in a
single language and is usually
easily accessed

Research data is generally in foreign
languages and may be extremely
difficult to obtain and interpret

Business is transacted in a single
currency

Many currencies are involved, with
wide exchange rate fluctuations

Head office employees will normally
possess detailed knowledge of the
home market

Head office employees might only
possess and outline knowledge of the
characteristic foreign markets

Promotional messages need to
consider just a single national
culture

Numerous cultural differences must be
taken into account

Market segmentation occurs within
a single country

Market segments might be defined
across the same type of consumer in
many different countries.




Domestic vs International Marketing

Domestic

International

Communication and control are
immediate and direct

International communication and
control might be difficult

Business laws and regulations are
clearly understood

Foreign laws and regulations might
not be clear

Business is conducted in a single
language

Multilingual communication is
requires

Business risks can usually identified
and assessed

Environments may be so unstable
that it is extremely difficult to identify
and assess risks

Planning and organizational control
systems can be simple and direct

The complexity of international trade
often necessitates the adoption of
complex and sophisticated planning,
organization and control systems




Key terms/concepts(You will hear frequently throughout

this module)

Internationalisation Incoterms

Localisation Assessment of
Glocalisation attractiveness
Standardisation Brand Equity Index
Tariffs Economies of Scale
COGS(Costs of Goods Sold) Value Chain Model
Market Entry Modes Competitive Advantage

National Culture

Risk Index



STOP and Think

Check the next three slides. It summarises the
entire module ! ©




| Tools used in different stages

PART I
THE DECISION

TO INTERNATIONALIZE

The ‘nine strategic windows' modelk:
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Introduction:

The imternational marketing plan is based on a firm’s mission
(purpose of the business) and vision (where do we want to go)
Developing an international marketing ptan is the systematic
process involving the assassment of market opportunities
combined with the intemal resources, the determination of
marketing objectives, and the plan for implementation of the
international marketing mix. The plan describes all the marketing
activities that the firm should perform during a specified time
period (usually one to three years).

The ‘nine strategic windows' model:

This model uses industry globalism and the lirm's preparedness
as criteria for deciding if the firm should go abroad or rather stay
at home.

Benchmarking -~ competence profile:

The customer-perceived vaiue of the different competitor
offerings along the value chain provides the necessary input for
detarmining where the firm has got its core competence and
where further capabilities should be developed.

SWOT-analysis:

Strengths and Weaknesses (inside your company)

Identify internal strengths and weaknesses of your company. For
axample education-level, intermationa experience and reputation
in your area of expertise are most likely strangths.

Opportunities and Threats (from outside)
Identify, and rank by order of importance, any threats or
opportunities your business may face from outside influences.

The whole issue is to find the nght match batween the internal
and external analysis, i.e, where in the global market can we use
our special firm competences?

Estimation of total market: Numbers of buyers x average
consumption per year.

Segmentation: Relevant segmentation/screening critena

B2C markets: Demaographic: age, income, occupation
Paychographic: lifestyle, preferences, etc.
Geographic: Countrias, regions
Behavioural: heavy, medium, light users

B2B markets: Demographic: size of firm, type of industry
Economic: Buying power of customers
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International marketing budgeting (three years):
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The different country managers are
2ach responsible for maximizing
this figure

The international marketing
manager / director is responsible
for maximizing this figure ~ he/she
can only da that by coordinating and
negotiating with country managers

Marketing budget:
A markating budget derived from a tactical marketing

strategy must have adequate resources allocated to meet the
performance cbjectives of the strategic market plan. An estimate
of markst and profit performance is made for each year of a

3 year strategic market planning horizon.

Conceming the figure at the left, the international marketing
manager / dwector is responsible for maximizing the total
‘Marketing contribution’ for the whale world (). In order to
optimize this total marketing contribution (¥), this person has the
right to coordinate and transfer marketing resources across
borders, by cooperation and negotiation with country managers,
who are responsible for maximizing the 'Marketing contribution'
for their single countries,

Organization of global marketing activities:
Different options for organizing these activities:
* Ad hoc exporting

* Functional structure

* International division structure

* Product structure

» Geographical (customer) structure

* Matrix structure

* Global Account Management (GAM)

Planning and budgeting are the main formal control methods,
The budget spells out the objectives and necessary marketing
costs to achieve these objectives. Control consists of measuring
actual figures against budget figures. If there is tolerable variance
then no action is usually taken,

Performance s evaluated by measuring actual against planned
performance. The problem is setting a performance standard.
Usually it is based an historical performance with some kind of
industry average,

Problems of international companson inevitably occur, like how
budgets in different countries are affected by currency
fluctuations during the budget period.




