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Promotion Mix (Marketing Communications Mix)
1. Advertising
· Any paid form of non personal presentation and promotion of ideas, goods, or services by an identified sponsor 
· Broadcast, print, internet
2. Sales Promotion
· Short-term incentives to encourage the purchase or sale of a product or service 
· Discounts, coupons, displays and demonstrations
3. Personal Selling 
· Personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships
· Sales presentations, trade shows, incentive programs 
4. Public Relations 
· Building good relations with the company’s various publics by obtaining favorable publicity, building up a good corporate image, and handling or heading off unfavorable rumors, stories inside and events
· Press releases, sponsorships, special events and web-pages
5. Direct Marketing
· Direct connections with carefully targeted individual consumers to both obtain an mediate response and cultivating lasting customer relationships 
· Catalogues, telephone marketing, kiosks, the internet, mobile marketing 
Integrated Marketing Communications (IMC)
· Carefully integrating and coordinating the company’s many communication channels to deliver a clear, consistent and compelling message about the organization and its products 
· Promotion Mix (See above) 
· Example: Twitter or Facebook
· To connect with various audiences, combined with blogs, websites and other online tactics have exponentially broadened the reach, and lessened the cost, of communicating with the masses
A view of the Communication Process
1. Sender: party sending the message to another party – McDonald’s 
2. Encoding: the process of putting thought into symbolic form
· McDonald’s ad agency assembles words, sounds and illustrations into a TV advertisement that will convey the intended message 
3. Message: the set of symbols that the sender transmits – actual McDonald’s ad
4. Media: the communication channels through which the message moves from the sender to the receiver
· Television and the specific television programs that McDonald’s selects 
5. Decoding: the process by which the receiver assigns meaning to the symbols encoded by the sender
· A consumer watches the McDonald’s commercial and interprets the words and images it contains 
6. Receiver: the party receiving the message sent by another party
· Customer who waters the McDonald’s ad 
Buyer-readiness Stages 
· The stages consumer usually go through on their way to purchase a product
· Including awareness, knowledge likening, preference, conviction and purchase
· Example: Tide Pods
· Awareness: Massive marketing campaign to introduce product
· Likening:  feeling favorable about Tide Pods
· Preference: preferring Tide Pods to regular detergents and competing pod products 
· Conviction: believing that Tide Pods are the nest laundry product for them
Personal Communication Channels
· Channels through which two or more people communicate directly with each other, including face to face, on the phone, through mail or email, or even through an internet “chat” 
· Word-of-mouth influence
· Personal communication about a product between target buyers and neighbors, friends, family members or associates
· Example: P&G Vocalpoint
· Vocalpoint recruits “connectors” natural-born buzzers with vast networks of friends and a gift for gab 
· Buzz marketing
· Cultivating opinion leaders and getting them to spread information about a product or service to others in their communities 
Nonpersonal Communication Channels
· Media that carry messages without personal contract or feedback, including major media, atmospheres and events 
· Include print media, broadcast media, display media and online media 
Setting the Total Promotion Budget
· Affordable Method
· Setting the promotion budget at the level management thinks the company can afford
· Example: Small Businesses
· Start with total revenues, deduct operating expenses and capital outlays, and then devote some portion of the remaining funds to advertising 
· Percentage-of-sales Method 
· Setting the promotion budget at a certain percentage of current or forecasted sales or as a percentage of the unit sales price 
· Stronger brands with higher sales can afford the biggest ad budgets 
· Competitive-parity Method
· Setting the promotion budget to match competitors outlays
· Monitor competitors’ advertising or get industry promotion spending estimates from publications or trade associations and then set their budgets based on the industry average 
· Competitors’ budgets represent the collective wisdom of the industry 
· Spending what competitors spend helps prevent promotion wars 
· Objective-and-Task Method
· Developing the promotion budget by:
1. Defining specific objectives 
2. Determining the tasks that must be performed to achieve these objectives 
3. Estimating the costs of performing these tasks
· The sum of these costs is the proposed 
· The advantage of this method is that it forces management to spell out its assumptions about the relationship between dollars spent and promotion results 
Promotion Mix Strategies
· Push Strategy
· Calls for using the sales force and trade promotion to push the product through the channels
· The producer promotes the product to channel members who in turn promote it to final customers
· Example: John Deere
· Does very little promoting of its lawn mowers, garden tractors, and other residential consumers products to final consumers
· Instead, the sales force works with Lowe’s, Home Depot, independent dealers and other channel members, who is turn push John Deere products to final consumers 
· Pull Strategy 
· Calls for spending a lot on advertising and consumer promotion to induce final consumers to buy the product, created a demand vacuum that ‘pulls’ the product through the channel
· Example: Unilever
· Promotes its Axe grooming products directly to its young male target market using TV and print ads, a brand website, its YouTube channel, and other channels
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Advertising 
· Any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor 
· Major Advertising Decisions
1. Objective Setting 
· Communication objectives
· Sales objectives 
2. Budget Decisions
· Affordable approach 
· Percentage of Sales
· Competitive parity 
· Objective and task
3. Message/Media Decisions
· Message strategy 
· Message execution 
· Reach, frequency, impact
· Major media types 
· Specific media vehicles 
· Media timing
4. Advertising Evaluation
· Communication impact 
· Sales and profit impact 
· Return on advertising 
Advertising Objective
· A specific communication task to be accomplished with specific target audience during a specific period of time 
· Informative advertising 
· Communication customer value
· Building a brand and company image 
· Telling the market about a new product 
· Explaining how a products works 
· Suggesting new uses for a product 
· Informing the market of a price change
· Describing available services and support
· Correcting false impressions 
· Example: DVD players
· Early producers of DVD players first had to inform consumers of the image quality and convenience benefits of the new product 
· Persuasive advertising
· Building brand preference
· Encouraging switching to a brand 
· Changing customer perceptions of product value 
· Persuading customers to purchase now 
· Persuading customers to receive a sales call 
· Convincing customers to tell others about the brand 
· Example: DVD players
· Once DVD players became established, Sony began trying to persuade consumers that its brand offered the best quality for their money 
· Reminder advertising 
· Maintaining customer relationships 
· Reminding consumers that the product may be needed in the near future 
· Reminding consumers where to buy the product 
· Keeping the brand in a customer’s mind during off-seasons
· Example: Coca-Cola
· Expensive Coca-Cola television ads primarily build and maintain the Coca-Cola brand relationship rather than inform or persuade customers to buy it in the short run 
Advertising Budget
· The dollars and other resources allocated to a product or a company advertising program 
· Often depends on its stage in the product life cycle
· Example:
· New products typically need relatively large advertising budgets to build awareness and gain consumer trial 
· Market share also affects the amount of advertising needed
· Because building market share or taking market share from competitors requires larger advertising spending than does simply maintaining current share, low-share brands usually need more advertising spending as a percentage of sales 
· Undifferentiated brands – those that closely resemble other brands in their product class – may require heavy advertising to set them apart 
Advertising Strategy 
· The strategy by which the company accomplishes its advertising objectives
· Consists of two major elements
1. Creating advertising messages 
· Today’s advertising messages must be better planned, more imaginative, more entertaining, and more emotionally engaging 
2. Selecting advertising media 
· The decision about which media to use for an ad campaign – television, newspapers, magazines, cell phones, a website or an online network, or email – is now sometimes more critical than the creative elements of the campaign 
Madison & Vine
· A term that has come to represent the merging of advertising and entertainment in an effort to break through the clutter and create new avenues for reaching consumers with more engaging messages 
· Advertainment 
· To make ads themselves so entertaining, or so useful, that people want to watch them
· Example: Super Bowl
· Tens of millions of people tune in to the Super Bowl each year, as much to watch the entertaining ads as to see the game
· Branded Entertainment
· Involves making the brand an inseparable part of some other form of entertainment 
· Example: Product placements
· Embedding brands as props within other programming such as the latest LG phone on Breaking Bad


Creative Concept
· The compelling ‘big idea’ that will bring the advertising message strategy to life in a distinctive and memorable way 
· Advertising appeals
a. Meaningful, pointing out the benefits that make the product more desirable or interesting to consumers
b. Believable, consumers must believe that the product or service will deliver the promised benefits
c. Distinctive, should tell how the product is better than competing brands 
Execution Concept
· The approach, style, tone, words, and format used for executing an advertising message 
· Slice of Life
· Shows one or more typical people using the product in a normal setting
· Lifestyle
· Shows how a product fits in with a particular lifestyle
· Fantasy
· Creates a fantasy around the product or its use
· Mood or Image
· Builds a mood or image around the product or service, such as beauty, love, intrigue, or serenity 
· Musical
· Shows people or cartoon characters singing about the product 
· Personality symbol
· Creates a character that represents the product 
· Technical expertise
· Shows the company’s expertise in making the product 
· Scientific evidence
· Presents survey or scientific evidence that the brand is better or better liked than one or more other brands 
· Testimonial evidence or endorsements 
· Features a highly believable or likeable source endorsing the product 
Advertising Media 
· The vehicles through which advertising messages are delivered to their intended audiences 
1. Determining reach, frequency, and impact
· Reach is the measure of the percentage of people in the target market who are exposed to the ad campaign during a given period of time 
· Example: advertisers may try to reach 70% of the target market during the first three months of the campaign
· Frequency is a measure of how many times the average people in the target market is exposed to the message 
· Example: the advertiser may want an average exposure frequency of three
· Media impact, the qualitative value of message exposure through a given medium
· Example: the same message in one magazine may be more believable than in another 
2. Choosing among major media types
· Television
· Good mass-marketing coverage; low cost per exposure; combines sight, sound, and motion, appealing to the senses 
· High absolute costs; high clutter; fleeting exposure; less audience selectivity 
· Newspapers
· Flexibility; timeliness; good local market coverage; broad acceptability; high believability 
· Short life; poor reproduction quality; small pass-along audience 
· Internet
· High selectivity; low cost; immediacy; interactive capabilities
· Potentially low impact; the audience controls exposure 
· Direct Mail
· High audience selectivity; flexibility; no ad competition within the same medium; allows personalization 
· Relatively high cost per exposure; junk mail image
· Magazines
· High geographic and demographic selectivity; credibility and prestige; high quality reproduction; long life and good pass-along readership
· Long ad purchase lead time; high cost; no guarantee of position 
· Radio
· Good local acceptance; high geographic and demographic selectivity; low cost
· Audio only, fleeting exposure; low attention; fragmented audiences
· Outdoor
· Flexibility; high repeat exposure; low cost; low message competition; good positional selectivity 
· Little audience selectivity; creative limitations 
3. Selecting specific media vehicles
· Media planners must also choose the best media vehicles – specific media within each general media type
· Example: 
· Television vehicles include 30 Rock and ABC World News Tonight
· Magazine vehicles include Newsweek, Vogue and ESPN
4. Deciding on Media Timing
· An advertiser must also decide how to schedule the advertising over the course of the year
· The firm can vary its advertising to follow the seasonal pattern, oppose the seasonal pattern, or be the same all year
· Example:
· Mars currently runs M&Ms special ads for almost every holiday and ‘season,’ from Easter and Halloween to the Super bowl season and the Oscar season
Return on Advertising Investment
· The net return on advertising investment divided by the costs of the advertising investment 
· Communication effects
· Measuring the communication effects of an ad or ad campaign tells whether the ads and media are communicating the ad message well
· Individual ads can be tested before or after they are run 
· Sales and profit
· Effects of advertising are often much harder to measure 
· Are affected by many factors other than advertising – such as product features, price and availability
Advertising Agency
· A marketing services firm that assists, companies in planning, preparing, implementing, and evaluating all or portions of their advertising programs
· Bring an outside point of view to solving the company’s problems, along with a lot of experience form working with different clients and situations 
International Advertising Decisions
· The increased popularity of online social networks and video sharing has boosted the need for advertising standardization for global brands
· Most big marketing and advertising campaigns include a large online presence 
· Connected consumers can now zip easily across boarders via the Internet, making it difficult for advertisers to roll out adapter campaigns in a controlled, orderly fashion. 
· As a result, most global consumer brands coordinate their websites internationally.
· Example: McDonald’s
· McDonald’s websites from Germany to Jordan to China
· You’ll find the golden arches logo, the ‘I’m lovin’ it” logo and jingle, a Big Mac equivalent 
· Many countries have extensive systems of laws restricting how much a company can spend on advertising, the media used, the nature of advertising claims, and other aspects of the advertising program 
· Example:
· Alcohol products cannot be advertised in India or in Muslim countries 
Public Relations
· Building good relations with the company’s various publics by obtaining favorable publicity, building a good corporate image, and handling or heading off unfavorable rumors, stories and events 
· Press relations or press agency
· Creating and placing newsworthy information in the news media to attract attention to a person, product, or service
· Product publicity
· Publicizing specific products 
· Public affairs
· Building and maintaining national or local community relationships
· Lobbying
· Building and maintaining relationships with legislators and government officials to influence legislation and regulation 
· Investor relations 
· Maintaining relationships with shareholders and others in the financial community 
· Development
· Working with donors or members of not-for-profit organizations to gain financial or volunteer support
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Personal Selling
· Personal presentation by the firm’s sales force for the purpose of making sales and building customer relationships 
Salesperson
· An individual representing a company to customers by performing one or more of the following activities: prospecting, communicating, selling, servicing, information gathering, and relationship building 
Sales For Management
· Analyzing, planning, implementing and controlling sales force activities 
· Major steps:
a. Designing sales force strategy and structure 
b. Recruiting and selecting salespeople 
c. Training salespeople 
d. Compensating people
e. Supervising salespeople 
f. Evaluating salespeople 
Territorial Sales Force Structure 
· A sales force organization that assigns each salesperson to an exclusive geographic territory in which that salesperson sells the company’s full line 
· Example: Black & Decker
· Uses a territorial structure in which each salesperson is responsible for selling all of the company’s products – from hand tools to lawn and garden equipment – in assigned territories 
Product Sales Force Structure 
· A sales force organization in which salespeople specialize in selling only a portion of the company’s products or lines 
· Example: GE
· Employs different sales forces within different product and service divisions of its major businesses 
· Company has separate sales forces for aviation, energy, transportation, and water processing products and technologies 
Customer (or market) Sales Force Structure 
· A sales force organization in which salespeople specialize in selling only to certain customers or industries 
· Example: Black & Decker
· Has both a Home Depots sales organization and a Lowe’s sales organization 
Outside Sales Force
· Salespeople who travel to call on customers in the field 
Inside Sales Force
· Salespeople who conduct business from their offices via telephone, the Internet, or visits from prospective buyers 
· Telemarketers or web sellers 
Team Selling
· Using teams of people from sales, marketing, engineering, finance, technical support, and even upper management to service large, complex accounts 
· Can unearth problems, solutions, and sales opportunities that no individual salesperson can do 
Sales Quota
· A standard that states the amount a salesperson should sell and how sales should be divided among the company’s products 
Selling Process
· The steps that salespeople follow when selling, which include prospecting and qualifying, preapproach, approach presentation and demonstration, handling objections, closing and follow-up 
· Steps in the Selling Process
2. Prospecting and Qualifying 
· A salesperson or company identifies qualified customers 
· Prospects can be qualified by looking at their financial ability, volume of business, special needs, location, and possibilities for growth 
3. Preapproach
· A salesperson learns as much as possible about a prospective customer before making a sales call 
· Determine the best approach 
· The best timing should be considered carefully because many prospects are busiest at certain times 
4. Approach
· Salesperson meets the customer for the first time 
· The opening line should be positive to build goodwill from the outset 
5. Presentation
· A salesperson tells the ‘value story’ to the buyer, showing how the company’s offer solves the customer’s problems 
· The qualities they value most include good listening, empathy, honesty, dependability, thoroughness, and follow-through 
6. Handling Objections
· A salesperson seeks out, clarifies, and overcomes any customer objections to buying 
7. Closing
· A salesperson asks the customer for an order
· The customer may sit forward and nod approvingly or ask about prices and credit terms 
8. Follow-up
· A salesperson follows up after the sale to ensure customer satisfaction and repeat business
Sales Promotion
· Short-term incentive to encourage the purchase or sale of a product or a service 
· Coupons, discounts, sales, incentives 
Customer Promotions
· Sales promotion tools used to boost short-term customer buying and involvement or enhance long-term customer relationships 
· Samples 
· Offers of a trial amount of product
· Coupons
· Certificates that giver buyers a saving when they purchase specified products 
· Cash Refunds
· Like coupons except that the price reduction occurs after the purchase rather than at the retail outlet 
· The customer sends a ‘proof of purchase’ to the manufacturer, which then refunds part of the purchase price by mail 
· Price Packs
· Offer consumers savings off the regular price of a product 
· Two for the price of one
· Premiums
· Goods offered either free or at low cost as am incentive to buy a product, ranging from toys included with kids’ products to phone cards and DVDs
· Advertising Specialties
· Useful articles imprinted with an advertiser’s name, logo or message that given as gifts to consumers 
· Point-of-purchase Promotions
· Include displays and demonstrations that take place at the point of sale 
· Contests, Sweepstakes and Games
· Gives the consumer the chance to win something such as cash, trips, or goods, by luck or through extra effort 
Event Marketing
· Creating a brand-marketing event or serving as a sole or participating sponsor of events created by others 
· The events may include anything from mobile band tours to festivals, reunions, marathons, concerts or other sponsored gatherings
Trade Promotions
· Sales promotion tools used to persuade resellers to carry a brand, give it shelf space, promote it in advertising, and push it to consumers 
· Advertising Allowance
· Compensates retailers for advertising the product 
· Free Goods
· Extra cases of merchandise, to resellers who buy a certain quantity or who feature a certain flavor or size 
· Push Money
· Cash or gifts to dealers or their sales forces to ‘push’ the manufacturer’s goods 
· Specialty advertising items 
· Carry the company’s name, such as pens, pencils, calendars, paperweights, matchbooks, memo pads, and yardsticks 
· Business Promotions
· Sales promotion tools used to generate business leads, stimulate purchases, reward customers, and motivate salespeople 
· Conventions and trade shows 
· Vendors receive many benefits, such as opportunities to find new sales leads, contact customers, introduce new products, meet new customers, sell more to present customers, and educate customers with publications and audiovisual materials
· Sales Contest
· Contest for salespeople or dealers to motivate them to increase their sales performance over a given period of time
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Direct Marketing
· Connecting directly with carefully targeted segments or individual consumers, often on a one-to-one interactive basis
· Example: Amazon
· Interacts directly with customers on its website to help them discover and buy almost anything and everything on the Internet 
· Benefits to Buyers
· Direct marketers never close their doors, and customers don’t have to trek to and through stores to find products 
· Customers can shop the Web at any time 
· Direct marketing channels also give buyers access to a wealth of comparative information about companies, products and competitors 
· Example: Amazon
· Offers more information than most us can digest, ranging from the top-10 product lists, extensive product descriptions, and expert and user product reviews to recommendations based on customers’ previous purchases 
· Benefit to Sellers
· Companies can interact with customers by phone or online, learn more about their needs, and personalize products and services to specific customer tastes 
· Offers sellers a low-cost, efficient, speedy alternative for reaching their markets 
· Example: Amazon
· Avoid the expense of maintaining a store and the related costs of rent, insurance, and utilities, passing the savings along to customers 
Customer Database
· An organized collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic, and behavioral data 
· Example: Wal-Mart
· Captures data on every item, for every customer, for every store, every day
Direct-mail Marketing
· Sending an offer, announcement, reminder, or other item to a person at a particular physical or virtual address
· Permits high target-market selectivity, can be personalized, is flexible, and allows the easy measurement of results 
· Although costs more per thousand people reached than mass media such as television or magazines, the people it reaches are much better prospects 
Catalogue Marketing 
· Through print, video, or digital catalogues that are mailed to select customers, made available in stores, or presented online 
· Example: Sear’s Canada
· Can browse and purchase any of the thousands of products or request a print copy by mail 
Telephone Marketing
· Using the telephone to sell directly to customers
· Purchasing convenience and increased product and service information
Direct-response Television Marketing (DRTV)
· Via television, including direct-response television advertising (or infomercials) and home shopping channels
· Example: Proactiv Solution acne treatment 
Online Marketing 
· Efforts to market products and services and build customer relationship over the Internet 
· Click-only companies
· Operates online only and have no brick-and-mortar market presence 
· Amazon and Expedia 
· Click-and-mortar companies
· Traditional brick-and-mortar companies that have added online marketing to their operations
· Staples
Business-to-Consumer Online Marketing
· Businesses selling goods and services online to final consumers 
· Example: Canada Trust
· One of the first banks in the world to allow its customers to conduct transactions online 
· Targeted to consumers, initiated by businesses 
Business-to-Business Online Marketing 
· Businesses using online marketing to reach new business customers, serve current customers more effectively, and obtain buying efficiencies and better prices 
· Example: Cisco Systems
· Corporate buyers can visit networking equipment and software maker Cisco System’s website, select detailed descriptions of their products and service solutions, request sales and service information, attend events, and training seminars, view videos on a wide range of topics, have chats with their staff, and place orders 
Consumer-to-Consumer Online Marketing
· Online exchanges of goods and information between final consumers 
· Example: eBay, Kijiji 
· Popular market spaces for displaying and selling almost anything 
Consumer-to-Business Online Marketing 
· Online exchanges in which consumers search out sellers, learn about their offers and initiate purchase, sometimes even driving transaction 
· Example: Priceline.com 
· Buyers can bid for airline tickets, hotel rooms, rental cars, cruises, and vacation packages, leaving the sellers to decide whether to accept their offers 
Corporate Website
· A website designed to build customer goodwill, collect customer feedback, and supplement other sales channels rather than sell the company’s products directly 
· Example: P&G’s Old Spice
· You can’t buy anything but you can learn about different Old Spice products and post comments of their blog
Marketing Website
· A website that engages consumers in interactions that will move them closer to a direct purchase or other marketing outcomes 
· Example: Samsung
· Operates a marketing website
· Once potential customers click in, the consumer electronics maker wastes no time trying to turn the visit into a sale, and then into a long-term relationship
· The well-organized site quickly directs them to the specific products and detailed information they need to make a buying decision 
Online Advertising
· Advertising that appears while consumers are browsing the Web, including display ads, search related ads, online classifieds, and other forms 
Viral Marketing
· Internet version of word-of-mouth marketing: websites, videos, email messages, or other marketing events that are so infectious that customers will want to pass them along to friends 
· Example: McDonald’s Filet-O-Fish 
· Well-made regular ad
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Global Firm 
· A firm that, by operating in more than one country, gains marketing, production, research and development, and financial advantages that are not available to purely domestic competitors 
· Example: Otis Elevator
· The world’s largest elevator maker, achieves 80% of its sales outside North America 
Major International Marketing Decisions
1. Looking at the global marketing environment 
2. Deciding whether to go global 
3. Deciding which markets to enter
4. Deciding how to enter the market 
5. Deciding on the global marketing program 
6. Deciding on the global market organization 
The International Trade System
· Trade System
· When selling to another country, a firm may face restrictions on trade between countries 
· Tariffs
· Taxes on certain imported products designed to raise revenue or protect domestic firms 
· Often used to force favorable trade behaviors from other nations
· Example: United States
· Recently threatened high tariffs on Roquefort cheese in retaliation for a European Union ban on U.S hormone-treated beef 
· Setting Quotas
· Limits on the amount of foreign imports they will accept in certain product categories 
· Used to conserve on foreign exchange and protect local industry 
· Exchange Controls
· Limit the amount of foreign exchange and the exchange rate against other currencies 
· Nontariff Trade Barriers
· Biases against its bids 
· Restrictive product standards 
· Excessive host-country regulations 
· Example: Non-Chinese companies
· Trying to crack the huge and fast-growing Chinese life insurance market 
Economic Communities 
· A group of nations organized to work toward common goals in the regulation of international trade
· Free trade zones
· European Union (EU)
· Set out to create a single European market by reducing barriers to the free flow of products, services, finances, and labor among member countries and by developing policies on trade with nonmember countries 
· North American Free Trade Act (NAFTA)
· Established a free trade zone among the United States, Mexico and Canada 
· Has eliminated trade barriers and investment restrictions among the three countries 
Economic Environment 
· Industrial Structures
· Subsistence Economies
· The vast majority of people engage in simple agricultural 
· Consume most of their output and barter the rest for simple goods and services 
· Offer limited market opportunities 
· Raw Material Exporting Economies 
· Economies are rich in one or more natural resources but poor in other ways 
· Revenue comes from exporting these resources
· Chile (copper, tin), Saudi Arabia (oil)
· Emerging Economies
· Fast growth in manufacturing results in rapid overall economic growth 
· Brazil, Russia, India and China
· As manufacturing increases, the country needs more imports of raw textile materials, steel and heavy machinery, and fewer imports of finished textiles, paper products, and automobiles
· Industrial Economies 
· Major exporters of manufactured goods, services and investment funds 
· Trade goods among themselves and also export them to other types of economies for raw materials and semi-finished goods 
· Income Distribution 
· Industrialized nations may have low, medium, and high-income households 
· Countries with subsistence economies consist mostly of households with very low family incomes 
Political-Legal Environment 
· Considering whether to do business in a given country, a company should consider factors such as the country’s attitudes toward international buying, government bureaucracy, political stability and monetary regulations 
· Example: India
· Tended to bother foreign businesses with import quotas, currency restrictions, and other limitations that make operating there a challenge
Cultural Environment
· Sellers must understand the ways in which consumers in different countries think about and use certain products before planning a marketing program 
Indicators of Market Potential
· Demographic Characteristics 
· Education
· Population size and growth
· Population age composition
· Geographic Characteristics
· Climate 
· Country size
· Population density – urban or rural
· Transportation structure and market accessibility 
· Economic Factors
· GDP size and growth 
· Income distribution 
· Industrial infrastructure 
· Natural resources 
· Financial and human resources 
· Sociocultural Factors
· Consumer lifestyles, beliefs, and values 
· Business norms and approaches
· Cultural and social norms 
· Languages
· Political and Legal Factors
· National priorities 
· Political stability 
· Government attitudes toward global trade 
· Government bureaucracy 
· Monetary and trade regulations 
Market Entry Strategies
· Exporting
· Simplest way to enter a foreign market, but it usually offers less control and profit potential 
· Indirect and direct
· Joint Venturing
· Licensing 
· Contract manufacturing
· Management contracting 
· Joint ownership
· Direct Investment 
· Assembly facilities 
· Manufacturing facilities 
· Owning your own foreign-based operation – affords greater control and profit potential, often riskier 
· Amount of commitment, risk, control and profit potential 

Exporting
· Entering a foreign market by selling goods produced in the company’s home country, often with little modification 
· Indirect
· Working through independent international marketing intermediaries 
· Involves less investment because the firm does not require an oversea marketing organization or network 
· Less risk
· Direct
· Handle their own exports
· Investment and risk are greater but so is potential return 
Joint Venturing
· Entering a foreign market by joining with foreign companies to produce or market products or services 
· Licensing
· Method of entering a foreign market in which the company enters into an agreement with a license in the foreign market 
· For a fee or royalty payments, the licensee buys the right to use the company’s manufacturing process, trademark, patent, trade secret, or other item of value 
· Example: Budweiser
· The Canadian beer industry is dominated buy such brands, that are produced domestically under license from international corporations 
· Contract Manufacturing 
· A company contracts with manufacturers in a foreign market to produce its product or provide its service
· Example: Sears
· Used this method in opening department stores in Mexico and Spain, where it found qualified local manufacturers to produce many of the products it sells 
· Management Contracting
· The domestic firm supplies the management know-how to a foreign company that supplies the capital; the domestic firm exports management services rather than products
· Example: Hilton Hotels
· The hotel chain recently opened a Doubletree by Hilton in the United Arab Emirates
· The property is locally owned, but Hilton manages the hotel 
· Joint Ownerships
· A company joins investors in a foreign market to create a local business in which the company shares joint ownership and control 
· Example: Best Buy
· Formed a 50-50 joint venture with UK-based Carphone Warehouse to open its first European Best Buy stores in Britain 
Direct Investment
· Entering a foreign market by developing foreign-based assembly or manufacturing facilities 
· Example: Ford
· Made direct investments in several Asian countries such as India, China and Thailand
· Firm may have lower costs in the form of cheap labor or raw materials, foreign government investment incentives and freight savings 
· Creates jobs 
· Firm keeps full control of the investment and therefore can develop manufacturing and marketing policies that serve its long-term international objectives 
Standardized Global Marketing
· International marketing strategy that basically uses the same marketing strategy and mix in all of the company’s international markets 
· Technology is making the world a smaller place, and consumers needs around the world are becoming more similar 
· Results in greater brand power and reduced cots from economies of scale
Adapted Global Marketing
· International marketing strategy that adjusts the marketing strategy and mix elements to each international target market, bearing more costs but hoping for a larger market share and return 
· Consumer sin different countries still have widely varied cultural backgrounds
· Differences are hard to change, most marketers today adapt they products, price, channels, and promotions to fit consumer desires in each country 
Straight Product Extension
· Marketing a product in a foreign market without any change 
· Examples: Apple iPads, Gillette Razors 
Product Adaptation 
· Adapting a product to meet local conditions or wants in foreign markets 
· Example: Nokia
· Customizes its cell phones for every major market 
Product Invention
· Creating new products or services for foreign markets 
· Example: Ford
· Developed the economical, low-priced Figo model especially for entry-level consumers in India 
Communication Adaption 
· A global communication strategy of fully adapting advertising messages to local markets 
· Example: Unilever
· Whereas ads for Unilever toothpaste brands in Western Markets might emphasize anything from whiter teeth or fresher breath to greater sex appeal, ads in Africa take a more basic educational approach, emphasizing the importance of brushing twice a day 
Price
· Companies face many considerations in setting their international prices 
· To overcome selling to less affluent customers in developing countries, many companies make simpler or smaller versions of their products that can be sold at lower prices 
· Example: Levi
· Recently launched Denizen brand, created for teens in emerging markets such as China, India and Brazil who cannot afford Levi’s-brand jeans 
Whole Channel Concept for International Marketing
a. International Seller
b. Channels between Nations
c. Channels within Nations
d. Final User of Buyer
Whole-Channel View
· Designing international channels that take into account the entire global supply chain and marketing channel, forging an effective global value delivery network 
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