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4.2 INTERNATIONAL MARKETING STRATEGY 
 
 
Aims and Objectives 
�x�� To enable students to acquire expertise in developing international marketing and thereby to extend their range of 

marketing understanding, both to deal with international marketing situations in non-domestic markets and the impact 
of international competitors on the domestic market. 

�x�� To promote an understanding of the factors determining the extent to which standardization in strategy and 
implementation is appropriate for success in international markets. 

 
 
Indicative Content and Weighting 
 
 
4.2.1 Where Are We Now and Where Do We Want To Be?  (30%) 
 
Identifying and analyzing opportunities in the international trading environment 
�x�� Understanding the changes in the world trading environment: countries, world regions (e.g. the European Union), 

global. Major international bodies: IMF, World Bank, GATT and WTO. 
�x�� The SLEPT factors: -Social/cultural, legal, economic, political and technological. 
�x�� The 'C' factors; countries, currency, competitors. 
�x�� Understanding customers' buying behaviour (consumer, business, institutional) in different countries at different stages 

of economic and political development. Using marketing research to identify opportunities, similarities and differences. 
�x�� Agency selection. 
�x�� The use of comparative analysis in international markets appraisal. 
 
 
4.2.2 How Might We Get There? (40%) 
 
The development of international marketing strategy 
�x�� International marketing planning. The development of appropriates organizational structures, cultures and capabilities. 
�x�� Managing and controlling in-house and external resources.  
�x�� The expatriate, the national and global manager. 
�x�� Standardization and issues of globalization in international marketing. 
�x�� Market entry: choices, selection and decision. 
�x�� International product management: portfolios, standardization and adaptation. 
�x�� Evaluation of suitability: marketing and financial implications. 
 
 
4.2.3 How Do We Ensure Arrival? (30%) 
 
Implementing international marketing strategy 
�x�� Marketing communication: availability, constraints, suitability, selection of agencies and consultancies. 
�x�� Distribution: foreign market channel management. Channel members - expectations and performance. 
�x�� Logistics - appropriateness for financial, distribution, marketing and international trade purposes. 
�x�� Customer service levels - demand generation and costs. 
�x�� Pricing strategies for international markets: skimming and penetration pricing; currency considerations in exporting 

and international marketing. 
�x�� Particular difficulties in evaluating and controlling international marketing strategy - examples of successful and 

unsuccessful strategies. 
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