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Paper/Subject Code: 86009/Marketing: International Marketing 

TYBMS SEM 6: 

Marketing: 

International Marketing 

(Most IMP Questions with Solution) 

 

1. Distinguish between Multi domestic strategy and global strategy     

Ans: 

  Multi-Domestic Strategy Global Strategy 

1. Defination A multi-domestic strategy 

involves tailoring products, 

marketing, and operations to 

meet the specific needs and 

preferences of each local 

market. Companies adopting 

this strategy operate 

independently in each country, 

allowing them to respond 

effectively to local demands and 

cultural nuances. 

A global strategy seeks to 

standardize products, marketing, 

and operations across multiple 

countries. Companies employing 

this strategy aim for a unified 

approach that leverages 

economies of scale and presents 

a consistent brand image 

worldwide. 

2. Product 

offering 

Customization: Products are 

often adapted or customized to 

fit local tastes, cultural 

preferences, and regulatory 

requirements. 

  

Examples: Fast food chains like 

McDonald's offer menu items 

that cater to local tastes, such as 

the McSpicy Paneer in India. 

Standardization: Products are 

standardized with minimal 

adaptation, focusing on a 

universal appeal. The aim is to 

present a consistent brand across 

markets. 

  

Examples: Companies like 

Coca-Cola offer the same core 

product worldwide, with minimal 

variations. 

3. Marketing 

Approach 

Local Focus: Marketing 

strategies are developed 

specifically for each market, 

considering local culture, 

language, and consumer 

behavior. 

Promotional Strategies: Local 

advertising channels, messages, 

and campaigns are utilized to 

Unified Approach: Marketing 

strategies are developed to 

appeal to a global audience, 

emphasizing commonalities 

across markets. 

Promotional Strategies: A 

consistent advertising campaign is 

used worldwide, with only minor 
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resonate with the target 

audience. 

adjustments to suit local 

languages or regulations. 

4. 

Organizational 

Structure 

Decentralized Structure: Each 

country operation is often run 

independently, with significant 

autonomy in decision-making. 

Local managers have the 

authority to adapt strategies 

based on market conditions. 

Centralized Structure: 

Decision-making is often 

centralized at the headquarters, 

with a focus on maintaining 

control over global branding and 

operations. 

5. Cost 

Structure 

Higher Costs: Customization 

leads to higher operational costs 

due to the need for separate 

product development, 

marketing strategies, and 

management for each market. 

  

Economies of Scale: Limited 

economies of scale as 

operations are tailored to local 

markets. 

Lower Costs: Standardization can 

lead to significant cost savings 

through economies of scale in 

production, marketing, and 

distribution. 

  

Cost Efficiency: More efficient 

use of resources by avoiding 

redundancy in operations. 

6. 

Competition 

Advantages 

Local Responsiveness: The 

ability to adapt to local market 

conditions provides a 

competitive edge, particularly in 

diverse and fragmented 

markets. 

  

Customer Satisfaction: Higher 

levels of customer satisfaction 

due to tailored offerings. 

Often requires significant product 

adaptation, pricing adjustments, 

and different marketing strategies 

to cater to the unique 

preferences and regulations in 

each foreign market. 

7. Risk 

Management 

Localized Risk: Risks are often 

localized; issues in one market 

may not significantly impact 

others. 

  

Flexibility: Ability to adapt 

strategies quickly in response to 

local challenges or changes. 

Global Risk: More exposure to 

global economic fluctuations, 

regulatory changes, and 

competitive pressures. 

  

Less Flexibility: Slower response 

times due to centralized 

decision-making. 

  

2. Differentiate between Domestic marketing and international marketing.     
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Ans: 

  Domestics Market International Marketing 

1. Scope Focuses on marketing within the 

home country’s boundaries. It 

involves understanding and 

serving the local market, where 

economic, social, cultural, and 

legal factors are uniform or 

familiar. 

Involves marketing goods or 

services across multiple 

countries. This requires 

understanding and adapting to 

various economic, social, cultural, 

and legal environments. 

2. Target 

Market 

The target market is limited to a 

single country or region, making 

it easier to segment and 

understand consumer behavior. 

The target market spans multiple 

countries, requiring marketers to 

deal with a more diverse set of 

customers with varying needs, 

preferences, and cultural 

differences. 

3. 

Competition 

Competition is usually within 

the same country and limited to 

domestic competitors. The 

market is more predictable. 

Competition is global and 

includes both domestic and 

foreign companies. Competitors 

may have diverse strategies and 

advantages. 

4. 

Environmental 

Factors 

Focuses on one set of 

environmental factors such as 

local culture, politics, economic 

conditions, and legal 

requirements. 

Marketers must navigate multiple 

environments, dealing with 

different cultural, political, 

economic, and legal landscapes in 

each country. 

5. Complexity Comparatively simpler as it 

deals with a homogenous 

market, familiar language, and 

common regulations. 

More complex due to the 

diversity of markets, languages, 

legal systems, and the need for 

product adaptation to meet local 

tastes and regulations. 

6. 

Customization 

Less need for customization 

since the products and 

marketing strategies are tailored 

to one specific group of 

consumers. 

Often requires significant product 

adaptation, pricing adjustments, 

and different marketing strategies 

to cater to the unique 

preferences and regulations in 

each foreign market. 

7. Regulation Subject to a single set of laws 

and regulations within the 

home country. 

Must comply with multiple sets of 

regulations and trade laws, 

including import/export laws, 

tariffs, and standards across 

different countries. 
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8. Currency 

and exchange 

rate 

No currency risk or concerns 

about exchange rates, as 

transactions are conducted in 

the local currency. 

Companies must deal with 

multiple currencies and manage 

exchange rate fluctuations, which 

can impact pricing and 

profitability. 

9. Culture 

Differences 

Marketers deal with a relatively 

uniform culture, making 

communication and marketing 

easier. 

Requires sensitivity to a wide 

variety of cultures, languages, 

and consumer behaviors, and 

marketing messages often need 

to be localized. 

10. Risk Risks are lower and more 

predictable, as marketers 

operate in a familiar 

environment. 

Higher risks due to political 

instability, fluctuating exchange 

rates, and changing regulations in 

foreign countries. 

 

3. Enumerate on different types of tariff barriers.         

Ans: 

Tariff barriers are taxes or duties imposed on imported goods to protect domestic industries, regulate 

trade, or generate revenue. These barriers influence the cost of imported goods, often making them 

less competitive in the domestic market. Below are the main types of tariff barriers: 

1. Specific Tariffs 

●​ Definition: A fixed amount of tax or duty levied per unit of imported goods, regardless of the 

value of the goods. 

●​ Example: $5 per kilogram of imported rice. 

●​ Impact: Benefits goods with high value but low weight or volume, as the tariff impact on 

total cost is smaller. 

2. Ad Valorem Tariffs 

●​ Definition: A tariff expressed as a percentage of the value of the imported goods. 

●​ Example: A 10% tariff on the total cost of imported electronics. 

●​ Impact: Proportionally higher on expensive goods, making luxury or high-value imports 

costlier. 

3. Compound Tariffs 

●​ Definition: A combination of specific and ad valorem tariffs. Importers pay both a fixed duty 

and a percentage of the goods’ value. 

●​ Example: $2 per liter of wine plus 5% of the total value. 

●​ Impact: Balances the advantages of both specific and ad valorem tariffs. 

4. Revenue Tariffs 
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●​ Definition: Tariffs imposed to generate income for the government rather than protect 

domestic industries. 

●​ Example: Duties on luxury items like jewelry or high-end cars. 

●​ Impact: Common in countries with limited taxation systems or developing economies. 

5. Protective Tariffs 

●​ Definition: Designed to shield domestic industries from foreign competition by making 

imports more expensive. 

●​ Example: High tariffs on imported steel to protect local steel manufacturers. 

●​ Impact: Encourages local production but may lead to inefficiencies or higher prices for 

consumers. 

6. Anti-Dumping Tariffs 

●​ Definition: Special duties imposed on imported goods sold below their fair market value to 

prevent dumping and protect local industries. 

●​ Example: Tariffs on underpriced foreign steel or textiles. 

●​ Impact: Protects domestic businesses from unfair competition. 

7. Retaliatory Tariffs 

●​ Definition: Tariffs imposed as a response to similar measures by another country, often 

during trade disputes. 

●​ Example: The U.S. imposing tariffs on Chinese goods in response to Chinese tariffs on 

American goods. 

●​ Impact: Can escalate trade wars and increase tensions between countries. 

8. Preferential Tariffs 

●​ Definition: Lower or zero tariffs granted to goods from specific countries under trade 

agreements. 

●​ Example: Zero tariffs on imports from ASEAN countries under a free trade agreement. 

●​ Impact: Promotes trade within preferential regions but may disadvantage non-participating 

nations. 

9. Seasonal Tariffs 

●​ Definition: Tariffs imposed during specific times of the year, often to protect domestic 

industries during their peak production seasons. 

●​ Example: Higher tariffs on imported fruits during the local harvest season. 

●​ Impact: Protects local farmers from competition during critical periods. 

10. Transit Tariffs 
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●​ Definition: Tariffs imposed on goods passing through a country on the way to another 

destination. 

●​ Example: A transit fee charged for goods transported via a specific country’s ports or land 

routes. 

●​ Impact: Raises the cost of international trade and discourages certain trade routes. 

11. Export Tariffs 

●​ Definition: Duties imposed on goods leaving a country to regulate exports or raise 

government revenue. 

●​ Example: Tariffs on rare raw materials to conserve resources or encourage domestic 

processing. 

●​ Impact: Reduces exports of certain goods, promoting local value addition. 

 

4. What is trading blocs. Explain any two trading blocs of international trade.     

Ans: A trading bloc, also known as an economic bloc or trade bloc, refers to a group of countries that 

have formed a regional alliance to promote trade and economic cooperation among themselves. 

Trading blocs are established through agreements that reduce or eliminate barriers to trade and 

investment within the member countries while maintaining barriers to trade with non-member 

countries. These agreements typically involve the reduction or elimination of tariffs, quotas, and 

other trade barriers, as well as the harmonization of regulations and standards. 

Two prominent trading blocs in international trade are: 

1. European Union (EU): 

   - The European Union is one of the most significant and well-established trading blocs in the world, 

comprising 27 member countries as of 2021. 

   - The EU was formed with the objective of promoting economic integration and cooperation among 

its member states to foster peace, stability, and prosperity in Europe. 

   - The EU operates as a single market with the free movement of goods, services, capital, and 

people among its member countries. 

   - Key features of the EU include the elimination of internal tariffs and the establishment of common 

external tariffs, the adoption of a single currency (the euro) by most member states, and the 

implementation of common policies in areas such as agriculture, competition, and trade. 

   - The EU has its own institutions, including the European Commission, the European Parliament, 

the Council of the European Union, and the European Court of Justice, which oversee the 

implementation and enforcement of EU laws and policies. 

2. North American Free Trade Agreement (NAFTA): 

   - NAFTA was a trading bloc established in 1994 among the United States, Canada, and Mexico to 

promote trade and economic integration in North America. 
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   - The main objectives of NAFTA were to eliminate barriers to trade and investment among the 

member countries, promote fair competition, and enhance economic growth and development in 

the region. 

   - NAFTA facilitated the gradual reduction and elimination of tariffs on goods traded among the 

member countries, as well as the removal of other trade barriers such as import quotas and 

restrictions on foreign investment. 

   - NAFTA also included provisions for the protection of intellectual property rights, the resolution of 

trade disputes, and the promotion of environmental and labor standards. 

   - In 2020, NAFTA was replaced by the United States-Mexico-Canada Agreement (USMCA), which 

modernized and updated the terms of trade among the member countries while retaining many of 

the key provisions of NAFTA. 

 

5. What are the Needs for conducting international marketing research.    

Ans: Conducting international marketing research is essential for companies aiming to expand their 

operations into foreign markets or improve their performance in existing international markets. The 

needs for conducting international marketing research include: 

1. Understanding Cultural Differences: Cultural factors significantly influence consumer behavior, 

preferences, attitudes, and purchasing decisions. Conducting international marketing research helps 

companies gain insights into the cultural nuances, values, norms, beliefs, and customs of target 

markets. Understanding cultural differences enables companies to develop marketing strategies and 

products that resonate with local consumers and avoid cultural missteps or misunderstandings. 

2. Identifying Market Opportunities: International marketing research allows companies to identify 

and evaluate potential market opportunities in foreign countries or regions. Researching market 

trends, consumer demographics, socio-economic conditions, competitive landscapes, and regulatory 

environments helps companies assess market attractiveness and determine the feasibility of entering 

specific international markets. Identifying untapped market segments or niche markets enables 

companies to tailor their offerings to meet the needs of local consumers effectively. 

3. Assessing Market Potential: Conducting market research helps companies estimate the size, 

growth potential, and demand for their products or services in international markets. Analyzing 

factors such as population demographics, income levels, purchasing power, consumer preferences, 

and competition enables companies to forecast market demand and sales projections accurately. 

Understanding market potential guides companies in allocating resources, setting realistic sales 

targets, and developing effective marketing strategies to capitalize on growth opportunities. 

4. Evaluating Competitive Landscape: International marketing research helps companies analyze the 

competitive landscape in foreign markets and assess the strengths, weaknesses, strategies, and 

market positions of competitors. Studying competitor offerings, pricing strategies, distribution 

channels, marketing tactics, and customer feedback enables companies to identify competitive 

threats, benchmark their performance against rivals, and develop competitive advantages. 

Understanding competitive dynamics informs companies' strategic decision-making and helps them 

position their products or services effectively in international markets. 

5. Mitigating Risks and Uncertainties: Expanding into international markets involves various risks 

and uncertainties, including political instability, economic volatility, regulatory changes, currency 
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fluctuations, and cultural barriers. International marketing research helps companies identify and 

assess potential risks, challenges, and barriers to market entry or expansion. Conducting risk analysis 

and scenario planning enables companies to develop contingency plans, mitigate risks, and make 

informed decisions to minimize the impact of unforeseen events on their international operations. 

6. Formulating Effective Marketing Strategies: International marketing research provides companies 

with valuable insights into consumer needs, preferences, behavior, and buying patterns in foreign 

markets. Armed with this information, companies can develop targeted marketing strategies, product 

offerings, pricing strategies, distribution channels, and promotional campaigns tailored to the specific 

needs and preferences of local consumers. Formulating effective marketing strategies enhances 

companies' competitiveness, brand positioning, and market penetration in international markets. 

7. Adapting to Regulatory Requirements: International marketing research helps companies 

understand and comply with regulatory requirements, trade regulations, import/export restrictions, 

labeling requirements, product standards, and intellectual property laws in foreign markets. 

Researching legal and regulatory frameworks enables companies to navigate compliance challenges, 

obtain necessary permits and certifications, and mitigate legal risks associated with international 

business operations. 

 

6. Explain International Product Life Cycle.    (08) 

Ans: The International Product Life Cycle (IPLC) theory, developed by Raymond Vernon in the 1960s, 

attempts to explain the stages that products go through in terms of sales and profitability both 

domestically and internationally. The theory suggests that the life cycle of a product can be divided 

into four stages: introduction, growth, maturity, and decline. However, Vernon added an 

international dimension to this theory by proposing that the location of production and consumption 

of products changes over time as they move through these stages. The key elements of the 

International Product Life Cycle are as follows: 

1. Introduction Stage: 

●​ The product is introduced in the domestic market where it was developed. 

●​ Initially, the product may have unique features or technological advancements that provide a 

competitive advantage. 

●​ Sales are limited, and the focus is on building awareness and attracting early adopters. 

●​ Production is often concentrated in the country where the product was developed, 

benefiting from proximity to research and development (R&D) facilities and skilled labor. 

2. Growth Stage: 

●​ As the product gains acceptance and demand increases, it enters the growth stage. 

●​ Sales volume and profitability rise rapidly as the product captures market share and expands 

its customer base. 

●​ Production may still be concentrated in the home country, but some firms may start to 

explore opportunities for international expansion to meet growing demand in foreign 

markets. 
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●​ Foreign markets with similar consumer preferences and purchasing power may begin to 

import the product. 

3. Maturity Stage: 

●​ In the maturity stage, the product reaches a saturation point in the domestic market, and 

sales growth stabilizes. 

●​ Competition intensifies as multiple firms offer similar products, leading to price competition 

and margin pressure. 

●​ At this stage, firms may seek opportunities to reduce production costs by outsourcing 

manufacturing to countries with lower labor costs or establishing production facilities in 

foreign markets to serve local demand. 

●​ Exporting becomes more common as firms look to penetrate new international markets to 

sustain growth. 

4. Decline Stage: 

●​ In the decline stage, sales and profitability decline due to market saturation, changing 

consumer preferences, technological obsolescence, or the emergence of substitute products. 

●​ Firms may reduce investment in marketing and product development, focusing instead on 

maximizing profits from existing sales. 

●​ Production may be shifted to countries with lower costs or discontinued altogether as firms 

reallocate resources to more promising products or markets. 

The International Product Life Cycle theory suggests that products initially developed and introduced 

in advanced economies eventually transition through stages of internationalization, with production 

and consumption spreading to other countries as the product matures.  

 

7. What is the need for developing international strategies?    (08) 

Ans: Developing international strategies is crucial for businesses seeking to expand their operations 

beyond domestic borders and capitalize on global market opportunities. The need for developing 

international strategies arises from several factors: 

1. Market Expansion: International strategies enable companies to tap into new markets and 

customer segments beyond their domestic boundaries. Expanding internationally allows businesses 

to diversify their customer base, reduce dependence on a single market, and mitigate risks 

associated with economic fluctuations or regulatory changes in specific regions. 

2. Growth Opportunities: International markets offer significant growth potential for companies 

seeking to increase sales, market share, and profitability. Developing international strategies allows 

businesses to capitalize on emerging market trends, consumer preferences, and purchasing power in 

rapidly growing economies. 

3. Competitive Advantage: International strategies help companies gain a competitive advantage by 

accessing new resources, technologies, talent pools, and distribution channels available in foreign 

markets. By expanding globally, businesses can leverage economies of scale, innovation, and 

operational efficiencies to enhance their competitiveness and market position. 
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4. Access to Resources: International strategies provide access to critical resources such as raw 

materials, labor, capital, and technology available in foreign markets. By sourcing inputs globally, 

companies can optimize production costs, improve supply chain resilience, and enhance product 

quality and innovation capabilities. 

5. Risk Diversification: Developing international strategies allows businesses to diversify risks 

associated with domestic market volatility, economic downturns, political instability, or regulatory 

changes. Operating in multiple international markets spreads risk exposure and helps companies 

navigate uncertainties and challenges in specific regions. 

6. Brand Building and Reputation: Expanding internationally enhances brand visibility, credibility, 

and recognition on a global scale. International strategies enable companies to showcase their 

products, services, and capabilities to a broader audience, strengthen brand equity, and build trust 

with international customers and stakeholders. 

7. Innovation and Learning: International strategies foster cross-cultural learning, knowledge 

exchange, and innovation by exposing companies to diverse market dynamics, consumer 

preferences, and competitive landscapes. Operating in international markets encourages companies 

to adapt, innovate, and develop products or services tailored to local needs and preferences. 

8. Maximizing Shareholder Value: Developing international strategies contributes to maximizing 

shareholder value by generating new revenue streams, improving profitability, and enhancing 

long-term sustainability and growth prospects. International expansion can lead to increased 

shareholder returns, market capitalization, and shareholder confidence in the company's ability to 

create value. 

 

8. What are the features of international service marketing?    (07) 

Ans: International service marketing involves promoting and selling intangible services across 

national borders. It presents unique challenges and features compared to marketing tangible goods. 

Some of the key features of international service marketing include: 

1. Intangibility: Services are intangible and cannot be seen, touched, or stored like physical products. 

This poses challenges in marketing communication, as services cannot be displayed or demonstrated 

in the same way as tangible goods. International service marketers must find creative ways to convey 

the value and benefits of their services to customers in different cultural and linguistic contexts. 

2. Variability: Services are often variable in quality and consistency due to their reliance on human 

interaction and delivery processes. This variability can be exacerbated in international markets where 

cultural differences, language barriers, and regulatory differences may affect service delivery. 

International service marketers must strive to standardize service processes and quality across 

different markets while also adapting to local preferences and expectations. 

3. Inseparability: Services are typically produced and consumed simultaneously, meaning that the 

customer is often involved in the service delivery process. This can make it challenging to maintain 

consistent service quality and customer experiences, especially in international markets where 

cultural differences and language barriers may affect interactions between service providers and 

customers. 

4. Perishability: Services are perishable and cannot be stored or inventoried like physical products. 

This poses challenges in capacity planning and resource allocation, particularly in international 
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markets where demand may fluctuate due to seasonal variations, economic conditions, or cultural 

events. International service marketers must develop flexible pricing strategies and promotional 

campaigns to manage demand and maximize revenue. 

5. Heterogeneity: Services are heterogeneous and often customized to meet the unique needs and 

preferences of individual customers. This can make it difficult to standardize service offerings and 

delivery processes across different international markets. International service marketers must 

balance the need for customization with the desire for consistency and efficiency in service delivery. 

6. Customer Involvement: Customers play a significant role in the delivery and consumption of 

services, requiring active participation and collaboration between service providers and customers. 

This interactive nature of services can create opportunities for building strong customer relationships 

and loyalty in international markets, but it also requires effective communication, empathy, and 

responsiveness from service providers. 

7. Cultural Sensitivity: International service marketers must be culturally sensitive and adapt their 

marketing strategies to reflect the cultural norms, values, and preferences of target markets. This 

includes tailoring service offerings, communication styles, and promotional messages to resonate 

with local customers while also avoiding cultural misunderstandings or offensive stereotypes. 

8. Cross-border Regulations: International service marketing is subject to various legal and 

regulatory requirements in different countries, including licensing, certification, taxation, and 

consumer protection laws. International service marketers must navigate these regulatory 

complexities and ensure compliance with local regulations while also managing cross-border 

transactions, contracts, and intellectual property rights. 

 

9. Enumerate on different types of tariff barriers.        7 

Ans: Tariff barriers are a type of trade barrier imposed by governments to regulate the flow of goods 

and services across international borders. These tariffs are essentially taxes levied on imported 

goods, making them more expensive and less competitive compared to domestically produced 

goods. Tariff barriers can take various forms, each with its own impact on international trade. Here 

are some common types of tariff barriers: 

1. Ad Valorem Tariffs: 

   - Ad valorem tariffs are levied as a percentage of the value of the imported goods. For example, if 

the ad valorem tariff on a particular product is 10%, then the importer must pay 10% of the product's 

declared value as a tariff. 

2. Specific Tariffs: 

   - Specific tariffs are fixed charges levied on imported goods based on factors such as quantity, 

weight, or volume. Unlike ad valorem tariffs, specific tariffs do not vary with the value of the goods. 

For instance, a specific tariff of $5 per kilogram would apply to all imports of a particular product 

regardless of its value. 

3. Compound Tariffs: 

   - Compound tariffs combine elements of both ad valorem and specific tariffs. They involve a fixed 

component along with a percentage of the imported goods' value. This hybrid approach allows 

governments to generate revenue while also protecting domestic industries. 
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4. Protective Tariffs: 

   - Protective tariffs are designed to shield domestic industries from foreign competition by imposing 

high taxes on imported goods. These tariffs aim to artificially raise the prices of imported products, 

making domestic alternatives more attractive to consumers. 

5. Revenue Tariffs: 

   - Revenue tariffs are imposed primarily to generate government revenue rather than to protect 

domestic industries. Governments may use revenue tariffs as a source of income to fund public 

services and infrastructure projects. 

6. Retaliatory Tariffs: 

   - Retaliatory tariffs are imposed in response to trade barriers or unfair trade practices implemented 

by other countries. When a country believes that its exporters are facing discrimination or unfair 

treatment abroad, it may retaliate by imposing tariffs on imports from the offending country. 

7. Tariff Rate Quotas (TRQs): 

   - Tariff rate quotas establish a two-tiered tariff structure for specific goods. Within a predetermined 

quota, lower tariffs or no tariffs are applied. However, once the quota is exceeded, higher tariffs are 

imposed. TRQs aim to balance the need to protect domestic industries with the desire to maintain 

access to foreign markets. 

8. Import Licensing: 

   - Import licensing requirements impose administrative barriers on imported goods by requiring 

importers to obtain licenses or permits before importing certain products. These licenses may be 

used to restrict the quantity of imports or to ensure compliance with health, safety, or quality 

standards. 

9. Embargoes and Trade Sanctions: 

   - Embargoes and trade sanctions involve the complete prohibition or restriction of trade with 

specific countries or regions for political, economic, or national security reasons. These measures can 

effectively block imports from targeted countries, severely limiting international trade. 

10. Voluntary Export Restraints (VERs): 

    - Voluntary export restraints are agreements between exporting and importing countries where 

the exporting country voluntarily limits the quantity of goods it exports to the importing country. 

While technically not tariffs, VERs have a similar effect of restricting imports and protecting domestic 

industries. 

These are some of the key types of tariff barriers that governments may employ to regulate 

international trade. Each type of tariff barrier has its own implications for global commerce, affecting 

importers, exporters, consumers, and industries in different ways. 

 

10. Explain briefly the steps in international marketing research         
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Ans: International marketing research involves a systematic process of collecting, analyzing, and 

interpreting data to make informed decisions about entering or expanding into foreign markets. Here 

are the key steps in international marketing research: 

1. Define Objectives and Research Questions: 

   - Clearly define the objectives of the research and the specific questions you want to address. 

Identify what information is needed to support your international marketing strategy, such as market 

potential, consumer preferences, competitive landscape, or regulatory requirements. 

2. Develop Research Plan: 

   - Design a research plan outlining the methodology, data collection techniques, sample size, and 

timeline for the research project. Consider factors such as budget constraints, available resources, 

and the complexity of the international market. 

3. Conduct Desk Research: 

   - Start by conducting desk research to gather secondary data from existing sources such as market 

reports, industry publications, government databases, academic journals, and online sources. This 

helps in gaining insights into the target market, industry trends, competitor analysis, and regulatory 

environment. 

4. Define Target Market and Sampling: 

   - Define the target market segments based on demographic, psychographic, geographic, and 

behavioral factors. Determine the appropriate sampling method and sample size to ensure 

representativeness and reliability of the data collected. Consider factors such as accessibility, 

diversity, and relevance of the sample population. 

5. Collect Primary Data: 

   - Collect primary data through various research methods such as surveys, interviews, focus groups, 

observations, or experiments. Depending on the target market and research objectives, choose the 

most suitable data collection techniques. If conducting surveys or interviews, consider language, 

cultural nuances, and local customs to ensure accurate data collection. 

6. Data Analysis and Interpretation: 

   - Analyze the collected data using quantitative and qualitative techniques such as statistical 

analysis, regression analysis, content analysis, or thematic coding. Identify patterns, trends, 

correlations, and insights that provide valuable information about the target market, consumer 

behavior, competitor strategies, and market opportunities. 

7. Draw Conclusions and Recommendations: 

   - Draw conclusions based on the analysis of the data and findings from the research. Evaluate the 

implications of the research findings for your international marketing strategy. Generate actionable 

recommendations and strategic insights to guide decision-making and market entry or expansion 

efforts. 

8. Report Findings: 

   - Prepare a comprehensive report documenting the research methodology, findings, analysis, 

conclusions, and recommendations. Present the findings in a clear and concise manner, using charts, 
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graphs, tables, and visual aids to enhance understanding. Tailor the report to the needs of different 

stakeholders, such as senior management, marketing teams, or external partners. 

9. Implement Recommendations: 

   - Implement the recommendations derived from the research findings into your international 

marketing strategy and operational plans. Monitor and evaluate the effectiveness of the 

implemented strategies over time, and be prepared to adapt and refine your approach based on 

changing market dynamics and feedback. 

 

11. What is international marketing environment? Explain economic environment. 8 

Ans: The international marketing environment refers to the external factors and forces that influence 

a company's ability to conduct business effectively in foreign markets. It encompasses a wide range 

of elements, including economic, political, legal, social, cultural, technological, and competitive 

factors. Understanding the international marketing environment is crucial for businesses to identify 

opportunities, assess risks, and develop effective strategies for entering or expanding into global 

markets. 

The economic environment is one of the key components of the international marketing 

environment. It refers to the economic conditions, trends, and factors that affect the buying 

behavior, consumption patterns, and overall business environment in a particular country or region. 

Here's an overview of the economic environment and its key aspects: 

1. Macroeconomic Indicators: 

   - Macroeconomic indicators such as GDP (Gross Domestic Product), inflation rate, unemployment 

rate, interest rates, exchange rates, and economic growth rate provide insights into the overall health 

and performance of a country's economy. These indicators help businesses assess market potential, 

consumer purchasing power, and investment opportunities in foreign markets. 

2. Market Size and Growth Potential: 

   - The economic environment influences market size and growth potential by determining the level 

of consumer demand, income levels, and consumption patterns. Businesses evaluate the size of the 

target market and its growth prospects to assess the attractiveness of investing in foreign markets. 

3. Consumer Behavior and Spending Patterns: 

   - Economic conditions shape consumer behavior and spending patterns, impacting purchasing 

decisions, brand preferences, and product demand. Businesses need to understand how economic 

factors such as income levels, inflation, and employment rates influence consumer purchasing power 

and behavior in foreign markets. 

4. Currency and Exchange Rates: 

   - Currency values and exchange rates affect international trade, pricing strategies, and profitability 

for businesses operating in foreign markets. Fluctuations in exchange rates can impact the cost of 

imports and exports, the competitiveness of products in foreign markets, and the value of foreign 

investments. 

5. Trade Policies and Regulations: 
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   - Economic policies, trade agreements, tariffs, and trade barriers imposed by governments 

influence international trade and investment activities. Businesses need to navigate complex trade 

regulations and tariff structures to minimize costs, comply with legal requirements, and maximize 

market access in foreign markets. 

6. Competitive Environment: 

   - Economic conditions shape the competitive landscape by influencing factors such as market 

concentration, industry structure, and competitive dynamics. Businesses analyze competitors' 

strategies, market positioning, and pricing practices to identify opportunities and threats in foreign 

markets. 

7. Business Environment and Investment Climate: 

   - Economic stability, business regulations, taxation policies, infrastructure development, and ease of 

doing business impact the investment climate and business environment in foreign markets. 

Businesses assess the risks and opportunities associated with investing in different countries based 

on the economic and regulatory conditions. 

 

12. Explain economic integration and its types            7 

Ans: Economic integration refers to the process by which countries or regions coordinate and 

combine their economic policies, systems, and activities to promote closer economic cooperation 

and integration. The goal of economic integration is to enhance economic efficiency, 

competitiveness, and welfare by removing barriers to trade, investment, and movement of goods, 

services, capital, and labor across borders. Economic integration can take various forms, each 

representing different levels of integration and cooperation among participating countries or 

regions.  

Here are the main types of economic integration: 

1. Free Trade Area (FTA): 

   - A free trade area eliminates tariffs, quotas, and other trade barriers among member countries 

while allowing each member to maintain its own external trade policies with non-member countries. 

Countries within a free trade area can trade goods and services freely with each other without facing 

tariffs or restrictions.  

However, each member country retains the ability to set its own trade policies with non-member 

countries. Examples of free trade areas include the North American Free Trade Agreement (NAFTA) 

and the ASEAN Free Trade Area (AFTA). 

2. Customs Union: 

   - A customs union goes beyond a free trade area by not only eliminating tariffs and trade barriers 

among member countries but also establishing a common external trade policy. Member countries 

agree to apply a common external tariff (CET) to imports from non-member countries, allowing for 

the free movement of goods within the customs union while imposing a common tariff on imports 

from outside the union.  
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This promotes deeper integration and facilitates trade among member countries while presenting a 

unified trade front to non-member countries. The European Union (EU) is an example of a customs 

union. 

3. Common Market: 

   - A common market builds upon the foundation of a customs union by not only eliminating tariffs 

and trade barriers but also allowing for the free movement of factors of production, including labor 

and capital, among member countries. In addition to a common external trade policy, a common 

market aims to create a single, integrated market where goods, services, capital, and labor can move 

freely without restrictions.  

This deeper level of integration promotes greater economic efficiency, competitiveness, and mobility 

within the common market. The European Economic Community (EEC), which later evolved into the 

European Union's Single Market, is an example of a common market. 

4. Economic Union: 

   - An economic union represents the highest level of economic integration, characterized by the 

harmonization of economic policies, institutions, and regulations among member countries. In 

addition to the features of a common market, an economic union typically involves deeper 

coordination of monetary, fiscal, and social policies, as well as the establishment of common 

institutions to oversee economic integration.  

Economic unions aim to achieve greater economic convergence, stability, and cooperation among 

member countries. The Eurozone, where member countries share a common currency (the euro) and 

monetary policy, is an example of an economic union within the European Union. 

5. Political Union (Optional): 

   - In some cases, economic integration may be accompanied by political integration, leading to the 

formation of a political union. A political union involves the centralization of political authority, 

decision-making, and governance structures among member countries, often resulting in a shared 

government, legal system, and citizenship.  

Political unions aim to deepen political cooperation and integration beyond economic matters, 

ultimately leading to closer political ties and shared sovereignty among member countries. The 

European Union is moving towards greater political integration through initiatives such as the 

European Parliament and common foreign and security policies. 

These types of economic integration represent varying degrees of cooperation and integration 

among countries or regions, each offering benefits and challenges depending on the specific goals, 

circumstances, and preferences of participating nations. Economic integration can lead to increased 

trade flows, investment, economic growth, and welfare gains for member countries while also posing 

challenges such as adjustment costs, distributional impacts, and loss of national sovereignty. 

Therefore, the success and effectiveness of economic integration initiatives depend on careful 

planning, negotiation, and implementation to maximize benefits and minimize drawbacks for all 

participating countries. 

 

13. Discuss bases for market segmentation in international marketing        8 
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Ans: International distribution channels refer to the various pathways through which goods and 

services move from producers to consumers in different countries or regions. Choosing the right 

distribution channel is crucial for reaching target markets efficiently and effectively. Here are some 

different types of international distribution channels: 

1. Direct Exporting: 

   - Direct exporting involves selling products directly to customers in foreign markets without 

intermediaries. This can be done through e-commerce platforms, company-owned retail stores, sales 

representatives, or sales teams located in target countries. Direct exporting gives companies greater 

control over their distribution and customer relationships but requires significant investment in 

marketing, logistics, and market development. 

2. Indirect Exporting: 

   - Indirect exporting involves using intermediaries such as export agents, export merchants, trading 

companies, or export management companies to sell products in foreign markets. These 

intermediaries handle tasks such as market research, order processing, logistics, and payment 

collection on behalf of the exporter. Indirect exporting can be less costly and less risky than direct 

exporting, especially for companies with limited international experience or resources. 

3. Distributors/Wholesalers: 

   - Distributors or wholesalers purchase goods from manufacturers in bulk quantities and distribute 

them to retailers, resellers, or end customers within a specific geographic area or market segment. 

Distributors often have established networks, relationships, and infrastructure in target markets, 

making them valuable partners for reaching customers and expanding market reach. 

4. Retailers: 

   - Retailers purchase goods from manufacturers or wholesalers and sell them directly to consumers 

through physical stores, online platforms, or catalogs. Retailers play a crucial role in the distribution 

chain by providing convenient access to products, offering customer service, and influencing 

purchasing decisions through marketing and merchandising efforts. 

5. Franchise Networks: 

   - Franchise networks involve granting third-party individuals or businesses (franchisees) the right to 

operate under a company's brand name and business model in exchange for fees, royalties, or 

revenue sharing. Franchise networks allow companies to expand rapidly into international markets 

while leveraging the local knowledge, resources, and entrepreneurship of franchisees. 

6. Joint Ventures and Strategic Alliances: 

   - Joint ventures and strategic alliances involve forming partnerships with local companies or 

organizations in foreign markets to establish joint distribution channels or share distribution 

infrastructure, resources, and expertise. Joint ventures and alliances can provide access to local 

market knowledge, distribution networks, and regulatory compliance while mitigating risks and 

sharing costs. 

7. Agent or Broker Networks: 

   - Agent or broker networks consist of independent sales agents, representatives, or brokers who act 

on behalf of manufacturers or exporters to sell products in foreign markets. Agents typically work on 
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a commission basis and facilitate transactions, negotiations, and relationship-building with buyers, 

distributors, or retailers in target markets. 

8. Supply Chain Management (SCM) Systems: 

   - Supply chain management systems involve coordinating and integrating the flow of materials, 

information, and resources across multiple stages of the distribution process, from raw material 

suppliers to end customers. SCM systems optimize efficiency, reduce costs, and enhance visibility and 

control over the entire distribution network, ensuring timely delivery and customer satisfaction. 

The main types of international distribution channels that companies can utilize to reach customers 

and distribute products in foreign markets. The choice of distribution channel depends on factors 

such as market characteristics, product attributes, competitive landscape, regulatory environment, 

and company resources and capabilities. It's essential for companies to carefully evaluate their 

options and develop a distribution strategy that aligns with their business goals and market 

objectives. 

 

  

14. Explain various international promotional tools.        7 

Ans: International promotional tools are marketing strategies and tactics used by businesses to 

communicate with target audiences in foreign markets, promote their products or services, and 

influence purchasing behavior. Effective international promotional tools help businesses build brand 

awareness, generate interest, stimulate demand, and ultimately drive sales in global markets. Here 

are various international promotional tools commonly used by businesses: 

1. Advertising: 

   - Advertising involves paid communication through various media channels such as television, 

radio, print publications, outdoor billboards, online platforms, and social media. International 

advertising campaigns are designed to reach a broad audience and convey key messages about the 

brand, products, or services to potential customers in different countries or regions. 

2. Sales Promotion: 

   - Sales promotion includes short-term incentives or promotions aimed at encouraging purchase or 

trial of a product or service. Examples of sales promotion tactics include discounts, coupons, rebates, 

free samples, contests, sweepstakes, loyalty programs, and special offers. Sales promotions can 

stimulate immediate sales, create urgency, and differentiate the brand from competitors in 

international markets. 

3. Public Relations (PR): 

   - Public relations involves managing the company's public image, reputation, and relationships with 

various stakeholders, including customers, media, investors, government agencies, and the public. 

International PR activities include press releases, media relations, publicity events, corporate social 

responsibility (CSR) initiatives, sponsorships, and crisis management efforts to build trust, credibility, 

and goodwill in foreign markets. 

4. Personal Selling: 
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   - Personal selling involves direct, face-to-face communication between sales representatives or 

sales teams and potential customers. In international markets, personal selling may involve building 

relationships with distributors, retailers, wholesalers, or key decision-makers in target markets 

through sales meetings, presentations, trade shows, exhibitions, and one-on-one interactions to 

educate, persuade, and close sales. 

5. Direct Marketing: 

   - Direct marketing involves reaching target customers directly through various channels such as 

direct mail, email, telemarketing, SMS, social media, and digital advertising. Direct marketing 

campaigns allow businesses to deliver personalized messages, offers, and promotional materials to 

specific segments or individuals in international markets, driving engagement, leads, and sales. 

6. Digital Marketing: 

   - Digital marketing encompasses online strategies and tactics to promote products or services using 

digital channels such as websites, search engines, social media, email, mobile apps, content 

marketing, and influencer partnerships. Digital marketing offers businesses the ability to reach global 

audiences, target specific demographics, track performance metrics, and engage with customers in 

real-time across borders. 

7. Trade Shows and Events: 

   - Trade shows, exhibitions, conferences, and events provide opportunities for businesses to 

showcase their products or services, network with industry professionals, and connect with potential 

customers in international markets. Participating in trade shows and events allows companies to 

generate leads, demonstrate products, conduct market research, and build relationships with 

distributors, partners, and customers. 

8. Branding and Sponsorship: 

   - Branding and sponsorship activities involve associating the brand with events, organizations, 

celebrities, sports teams, or cultural initiatives to enhance brand visibility, credibility, and relevance 

in international markets. Branding and sponsorship opportunities can include logo placement, 

product placement, endorsements, and co-branding partnerships to reinforce brand identity and 

values. 

9. Word-of-Mouth (WOM) Marketing: 

   - Word-of-mouth marketing relies on recommendations, referrals, and endorsements from satisfied 

customers, influencers, or advocates to promote products or services to others. In international 

markets, word-of-mouth marketing can be amplified through social media, online reviews, 

testimonials, and viral campaigns that leverage the power of social networks and peer influence. 

 

15. Mention the steps in selection of overseas market            8 

Ans: Selecting overseas markets is a critical decision for businesses aiming to expand internationally. 

The process involves careful evaluation of various factors to identify the most suitable markets for 

entering or expanding operations. Here are the steps in the selection of overseas markets: 

1. Market Research: 
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   - Conduct comprehensive market research to identify potential overseas markets. Gather 

information on factors such as market size, growth potential, consumer demographics, purchasing 

power, competition, regulatory environment, cultural differences, economic conditions, and trade 

barriers. Analyze market trends, opportunities, and risks to prioritize target markets. 

2. Define Selection Criteria: 

   - Define selection criteria based on the company's strategic objectives, resources, capabilities, and 

market preferences. Consider factors such as market attractiveness, market accessibility, strategic fit, 

competitive advantage, risk tolerance, investment requirements, and potential returns. Establish 

clear criteria to evaluate and compare different markets effectively. 

3. Screening and Shortlisting: 

   - Screen potential overseas markets based on the defined selection criteria. Evaluate each market 

against the criteria to identify the most promising opportunities and eliminate unsuitable options. 

Shortlist a subset of markets that align with the company's strategic goals and have the greatest 

potential for success. 

4. Market Assessment: 

   - Conduct a detailed assessment of the shortlisted markets to gather additional insights and 

validate initial findings. Dive deeper into market dynamics, consumer behavior, regulatory 

framework, competitive landscape, distribution channels, cultural nuances, and entry barriers. 

Assess market entry strategies, market entry costs, and potential risks associated with each market. 

5. Market Entry Strategy: 

   - Develop a market entry strategy tailored to the specific characteristics and requirements of each 

target market. Consider factors such as market penetration, market development, product 

adaptation, pricing strategy, distribution channels, promotional tactics, and legal considerations. 

Choose the most appropriate market entry mode, such as exporting, licensing, joint ventures, or 

direct investment, based on market conditions and strategic objectives. 

6. Risk Assessment and Mitigation: 

   - Evaluate potential risks and challenges associated with entering each overseas market. Identify 

political, economic, legal, operational, cultural, and competitive risks that may affect market entry 

and business operations. Develop risk mitigation strategies and contingency plans to address 

potential challenges and minimize exposure to risks. 

7. Feasibility Analysis: 

   - Conduct a feasibility analysis to assess the feasibility and viability of entering each target market. 

Evaluate factors such as market demand, competitive intensity, resource requirements, revenue 

potential, profitability projections, and return on investment (ROI). Determine the feasibility of 

entering each market and prioritize markets with the highest potential for success. 

8. Decision Making: 

   - Make informed decisions based on the findings of the market selection process and feasibility 

analysis. Select the overseas markets that best align with the company's strategic objectives, offer 

the greatest growth opportunities, and have the most favorable risk-reward profile. Develop an 

action plan and allocate resources to execute market entry strategies effectively. 
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9. Market Entry and Implementation: 

   - Execute the chosen market entry strategies and implement the action plan for entering the 

selected overseas markets. Establish local operations, build distribution networks, launch marketing 

campaigns, and engage with customers to penetrate the market successfully. Monitor market 

performance, adapt strategies as needed, and continue to refine market entry efforts over time. 

 

16. Discuss bases for market segmentation in international marketing.         8 

Ans: 

Market segmentation in international marketing involves dividing a diverse market into distinct 

groups based on specific characteristics to tailor marketing efforts and products to each segment. 

This strategy helps businesses address the unique needs and preferences of customers in different 

regions or countries. The primary bases for market segmentation in international marketing are: 

1. Geographic Segmentation 

●​ Definition: Dividing the market based on location. 

●​ Examples: 

o​ Country (e.g., USA, India, Japan) 

o​ Region (e.g., North America, Asia-Pacific) 

o​ Climate (e.g., tropical, temperate, arid) 

o​ Urban vs. rural areas 

●​ Importance: 

o​ Addresses regional preferences, climate conditions, or logistical factors. 

o​ Tailors products for local regulations and cultural norms. 

2. Demographic Segmentation 

●​ Definition: Dividing the market based on population characteristics. 

●​ Examples: 

o​ Age (children, millennials, seniors) 

o​ Gender 

o​ Income level (low, middle, high income) 

o​ Education level 

o​ Occupation 

o​ Family size and lifecycle stage 

●​ Importance: 
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o​ Aligns products and pricing with the economic capacity and needs of different 

groups. 

o​ Targets specific groups like students, professionals, or retirees. 

3. Psychographic Segmentation 

●​ Definition: Grouping customers based on psychological traits and lifestyle. 

●​ Examples: 

o​ Values and beliefs (e.g., environmental consciousness) 

o​ Attitudes (e.g., risk-averse vs. risk-takers) 

o​ Lifestyle (e.g., luxury-seeking, fitness-focused) 

o​ Social status (e.g., working-class, elite) 

●​ Importance: 

o​ Helps in crafting messages and products that resonate with the emotional and 

psychological needs of customers. 

4. Behavioral Segmentation 

●​ Definition: Categorizing consumers based on their behavior and interaction with the product 

or brand. 

●​ Examples: 

o​ Purchase behavior (frequent vs. occasional buyers) 

o​ Usage rate (light, medium, heavy users) 

o​ Brand loyalty (loyal customers, switchers) 

o​ Benefits sought (e.g., quality, convenience, value for money) 

●​ Importance: 

o​ Helps in designing loyalty programs and targeting high-value customers. 

o​ Offers insights for positioning based on usage or benefits. 

5. Cultural Segmentation 

●​ Definition: Segmentation based on cultural factors and shared traditions. 

●​ Examples: 

o​ Language 

o​ Religion 

o​ Customs and traditions 

o​ Festivals and events 

●​ Importance: 
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o​ Ensures sensitivity to cultural values and avoids marketing blunders. 

o​ Adapts advertising and branding to align with local customs. 

6. Economic Segmentation 

●​ Definition: Dividing the market based on economic conditions and purchasing power. 

●​ Examples: 

o​ Developed, developing, or emerging economies 

o​ Per capita income 

o​ Market size and growth potential 

●​ Importance: 

o​ Prioritizes markets with high purchasing power or growth opportunities. 

o​ Tailors product offerings to fit the economic context (e.g., luxury vs. value products). 

7. Technological Segmentation 

●​ Definition: Segmentation based on technological adoption and usage. 

●​ Examples: 

o​ Tech-savvy users vs. non-tech users 

o​ Mobile-first consumers 

o​ Adoption of digital platforms 

●​ Importance: 

o​ Targets markets with specific technological needs or readiness. 

o​ Adapts products for different levels of digital infrastructure. 

8. Legal and Political Segmentation 

●​ Definition: Segmentation based on the regulatory and political environment. 

●​ Examples: 

o​ Countries with strict regulations vs. lenient regulations 

o​ Free-trade zones vs. protected economies 

●​ Importance: 

o​ Identifies markets that align with the company’s operational capabilities. 

o​ Plans for regulatory compliance and risk management. 

9. Benefit-Based Segmentation 

●​ Definition: Grouping customers based on the specific benefits they seek. 

●​ Examples: 
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o​ Price-sensitive vs. quality-focused customers 

o​ Convenience seekers 

o​ Health-conscious consumers 

●​ Importance: 

o​ Focuses on delivering the value customers prioritize. 

o​ Differentiates products to meet specific expectations. 

10. Global vs. Local Segmentation 

●​ Definition: Segmentation based on similarities or differences in global and local preferences. 

●​ Examples: 

o​ Global segments: Similar preferences across regions (e.g., youth interested in global 

fashion brands). 

o​ Local segments: Specific preferences tied to local tastes and traditions. 

●​ Importance: 

o​ Balances global standardization with local customization for efficiency and relevance. 

 

17. Mention different types of international distribution channels.            7 

Ans: 

International distribution channels refer to the pathways through which goods and services are 

delivered from producers to consumers in foreign markets. These channels are critical for companies 

seeking to expand globally. Below are the primary types of international distribution channels: 

1. Direct Distribution Channels 

●​ Exporting: Selling products directly to foreign buyers or through online platforms without 

intermediaries. 

●​ Direct Sales Offices: Establishing a branch or sales office in the foreign market to sell 

products directly. 

●​ E-commerce: Utilizing online marketplaces or company-owned websites to sell directly to 

international consumers. 

2. Indirect Distribution Channels 

●​ Export Agents/Brokers: Independent agents that facilitate sales between exporters and 

foreign buyers. 

●​ Export Management Companies (EMCs): Specialized firms that handle export operations on 

behalf of manufacturers. 

●​ Trading Companies: Large firms that purchase goods from manufacturers and resell them in 

foreign markets. 
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3. Distributors 

●​ Foreign distributors purchase products from the manufacturer, assume ownership, and resell 

them in the target market. They handle logistics, marketing, and after-sales services. 

4. Retailers 

●​ Selling products through large retail chains, local shops, or online platforms in the target 

country. 

5. Franchising 

●​ Allowing foreign businesses to operate under the company’s brand and business model in 

exchange for fees or royalties. 

6. Licensing 

●​ Permitting foreign companies to produce and distribute products under the company’s brand 

name in exchange for a licensing fee. 

7. Joint Ventures 

●​ Partnering with a local company to jointly produce and distribute goods, leveraging local 

knowledge and networks. 

8. Piggybacking 

●​ Using another company’s established distribution network in the target country to distribute 

your products. 

9. Strategic Alliances 

●​ Forming partnerships with foreign businesses to share resources and distribution channels. 

10. Third-Party Logistics Providers (3PLs) 

●​ Outsourcing logistics and distribution tasks to specialized international firms, such as DHL or 

FedEx. 

11. International Wholesalers 

●​ Selling products in bulk to foreign wholesalers who then distribute them to retailers or final 

customers. 

12. Government or Institutional Channels 

●​ Selling directly to foreign governments or institutions (e.g., via government tenders or 

contracts). 

 

18. Highlight various international pricing methods.        8 

Ans: 

International pricing methods are strategies used by companies to determine the price of their 

products or services in different countries. Pricing in international markets must account for factors 
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such as production costs, market demand, competition, currency fluctuations, and local economic 

conditions. The main international pricing methods include: 

1. Cost-Plus Pricing 

●​ Description: Adding a fixed markup to the cost of production to set the selling price. 

●​ Advantages: 

o​ Simple to calculate. 

o​ Ensures all costs are covered. 

●​ Disadvantages: 

o​ May not reflect market demand or competition. 

●​ Example: A manufacturer calculates the cost of producing a product (including shipping and 

tariffs) and adds a 20% profit margin. 

2. Market-Oriented Pricing 

●​ Description: Setting prices based on the demand, purchasing power, and competitive 

conditions in the target market. 

●​ Advantages: 

o​ Aligns with consumer expectations. 

o​ More competitive in local markets. 

●​ Disadvantages: 

o​ Requires extensive market research. 

o​ May lead to price disparities across regions. 

●​ Example: A company prices products lower in developing countries to match local 

affordability while maintaining higher prices in developed markets. 

3. Penetration Pricing 

●​ Description: Setting a low initial price to gain market share and attract customers. 

●​ Advantages: 

o​ Builds market share quickly. 

o​ Discourages competitors from entering the market. 

●​ Disadvantages: 

o​ Can lead to lower profit margins initially. 

o​ Difficult to raise prices later without resistance. 

●​ Example: A new smartphone brand enters an international market with aggressive pricing to 

attract budget-conscious consumers. 

4. Skimming Pricing 
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●​ Description: Setting a high price initially to target affluent or less price-sensitive customers, 

then gradually lowering it. 

●​ Advantages: 

o​ Maximizes profits in the early stages. 

o​ Helps recover high development and marketing costs. 

●​ Disadvantages: 

o​ May attract competitors quickly. 

o​ Limited appeal to price-sensitive consumers. 

●​ Example: Apple pricing new iPhone models at a premium during launch and reducing prices 

later. 

5. Dynamic Pricing 

●​ Description: Adjusting prices based on real-time factors like demand, competition, and 

currency fluctuations. 

●​ Advantages: 

o​ Maximizes revenue opportunities. 

o​ Reflects current market conditions. 

●​ Disadvantages: 

o​ Complex to manage. 

o​ May confuse or alienate customers. 

●​ Example: Airlines or hotel chains adjusting prices based on demand during peak travel 

seasons. 

6. Geographical Pricing 

●​ Description: Setting prices based on the geographic location of the target market, 

considering factors like tariffs, transportation costs, and local economic conditions. 

●​ Advantages: 

o​ Accounts for local market variations. 

o​ Supports affordability in diverse regions. 

●​ Disadvantages: 

o​ May create pricing discrepancies across markets. 

●​ Example: A product costing $100 in the U.S. may be priced at $80 in India due to local 

affordability. 

7. Psychological Pricing 
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●​ Description: Pricing products in a way that appeals to consumer psychology, such as setting 

prices just below a round number (e.g., $9.99 instead of $10). 

●​ Advantages: 

o​ Creates a perception of better value. 

●​ Disadvantages: 

o​ May not work in all cultural contexts. 

●​ Example: Global retailers like Walmart using psychological pricing for international 

customers. 

8. Premium Pricing 

●​ Description: Setting a high price to reflect superior quality, exclusivity, or brand prestige. 

●​ Advantages: 

o​ Enhances brand image. 

o​ Attracts luxury market segments. 

●​ Disadvantages: 

o​ Limited to affluent consumers. 

●​ Example: Luxury brands like Gucci maintaining high prices to emphasize exclusivity. 

9. Transfer Pricing 

●​ Description: Pricing goods or services exchanged between subsidiaries of the same 

multinational company in different countries. 

●​ Advantages: 

o​ Helps optimize global tax liabilities. 

●​ Disadvantages: 

o​ Subject to strict regulatory scrutiny. 

●​ Example: A U.S.-based parent company selling raw materials to its subsidiary in Europe at a 

specified transfer price. 

10. Bundle Pricing 

●​ Description: Offering a package of products or services at a single price, often at a discount 

compared to buying items individually. 

●​ Advantages: 

o​ Encourages larger purchases. 

o​ Appeals to value-conscious customers. 

●​ Disadvantages: 

o​ May not work if customers prefer individual options. 
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●​ Example: Software companies like Microsoft offering bundles of Office tools at discounted 

rates in international markets. 

 

 

Paper/Subject Code: 86009/Marketing: International Marketing 

TYBMS SEM 6: 

Marketing: 

International Marketing 

(Most IMP Write a Short Notes with Solution) 

 

 

Q5. Write short notes on: (any 3):    (15) 

1. IMF 

Ans: The International Monetary Fund (IMF) is an international organization that aims to promote 

global monetary cooperation, exchange rate stability, and sustainable economic growth. While the 

IMF's primary focus is on macroeconomic policies and financial stability, its activities can have 

implications for international marketing in several ways: 

1. Exchange Rates: The IMF monitors and provides guidance on exchange rate policies to its member 

countries. Fluctuations in exchange rates can impact the competitiveness of exports and imports, 

affecting pricing strategies, profit margins, and market positioning for businesses engaged in 

international trade. 

2. Economic Stability: The IMF provides financial assistance and policy advice to countries facing 

balance of payments problems or economic crises. Economic instability in key markets can disrupt 

consumer confidence, demand patterns, and market conditions, influencing marketing strategies and 

investment decisions for multinational corporations. 

3. Market Access and Trade Policies: The IMF works with member countries to promote trade 

liberalization and remove barriers to international trade. Trade agreements and policies negotiated 

with IMF support can create new market opportunities, facilitate market entry, and influence trade 

regulations and tariffs affecting marketing activities. 

4. Consumer Confidence and Spending Patterns: IMF programs aimed at stabilizing economies and 

restoring growth can contribute to improving consumer confidence and spending patterns in 

international markets. Changes in consumer sentiment and purchasing behavior can impact market 

demand, sales volumes, and marketing strategies for businesses operating globally. 

5. Policy Coordination and Market Integration: The IMF fosters policy coordination among member 

countries to address global economic imbalances and promote financial stability. Enhanced policy 

coordination and market integration can lead to more predictable business environments, reduced 

regulatory barriers, and increased market access for international marketers. 
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While the IMF's primary focus is on macroeconomic issues and financial stability, its activities and 

policies can have far-reaching implications for international marketing strategies, market dynamics, 

and business operations in a globalized economy. Understanding the role of the IMF and its impact 

on economic conditions and market environments is essential for businesses engaged in 

international trade and investment. 

 

2. Legal Environment 

Ans:  

The legal environment in international marketing refers to the laws, regulations, and legal systems 

that govern business activities across borders. Understanding and navigating the legal environment is 

essential for companies engaged in international trade and marketing to ensure compliance, manage 

risks, and protect their interests. Here are some key aspects: 

1. Trade Regulations: International marketing activities are subject to various trade regulations, 

including import/export laws, customs duties, tariffs, and trade agreements. Companies must comply 

with these regulations to facilitate cross-border trade and avoid penalties or restrictions on their 

operations. 

2. Intellectual Property (IP) Protection: Intellectual property laws protect trademarks, patents, 

copyrights, and trade secrets from unauthorized use or infringement. Companies expanding 

internationally need to safeguard their IP rights through registration, enforcement, and legal 

agreements to prevent counterfeiting, piracy, or unfair competition. 

3. Consumer Protection Laws: Many countries have consumer protection laws that regulate product 

safety standards, labeling requirements, advertising practices, and consumer rights. Companies must 

ensure that their marketing activities comply with these laws to avoid legal disputes, consumer 

complaints, or reputational damage. 

4. Competition Law: Antitrust or competition laws aim to prevent monopolistic practices, unfair 

competition, price-fixing, and anti-competitive mergers or acquisitions. Companies operating 

internationally must adhere to these laws to promote fair competition, protect consumer welfare, 

and avoid regulatory scrutiny or fines. 

5. Contract Law: Contract law governs the formation, validity, and enforcement of contracts between 

parties engaged in international business transactions. Companies entering into agreements with 

foreign partners, suppliers, or distributors must carefully negotiate and draft contracts that account 

for legal differences, jurisdictional issues, and dispute resolution mechanisms. 

6. Labor and Employment Laws: Labor and employment laws vary across countries and regulate 

issues such as wages, working hours, employment contracts, and employee rights. Companies with 

international operations need to comply with local labor laws to ensure fair labor practices, avoid 

labor disputes, and maintain positive employee relations. 

7. Data Protection and Privacy Regulations: Data protection laws govern the collection, storage, 

processing, and transfer of personal data, including customer information and marketing databases. 

Companies engaging in international marketing must comply with data protection regulations, such 

as the European Union's General Data Protection Regulation (GDPR), to protect consumer privacy 

rights and mitigate data security risks. 
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8. Environmental Regulations: Environmental regulations address issues such as pollution control, 

waste management, and sustainable business practices. Companies expanding internationally must 

comply with environmental laws and standards to minimize their environmental impact, meet 

corporate social responsibility (CSR) commitments, and mitigate legal and reputational risks. 

 

3. Service Culture 

Ans:  

Service culture refers to the set of values, beliefs, and behaviors within an organization that prioritize 

excellent customer service. It's about creating an environment where everyone, from top 

management to frontline staff, is committed to delivering exceptional service to customers or clients. 

A strong service culture typically includes the following components: 

1. Customer focus: Putting the needs and preferences of customers at the center of decision-making 

and operations. 

2. Empowerment: Empowering employees to take ownership of customer interactions and make 

decisions that benefit the customer without needing constant approval from higher-ups. 

3. Continuous improvement: Encouraging a mindset of ongoing improvement in service delivery, 

processes, and systems to adapt to changing customer needs and market conditions. 

4. Clear communication: Ensuring that communication channels are open and transparent, both 

internally among employees and externally with customers, to foster trust and understanding. 

5. Training and development: Investing in training programs to equip employees with the skills and 

knowledge they need to provide excellent service and handle various customer situations effectively. 

6. Recognition and rewards: Recognizing and rewarding employees who demonstrate exceptional 

service or go above and beyond to satisfy customers, which helps reinforce the desired 

service-oriented behaviors. 

7. Alignment with organizational values: Ensuring that the values and principles of the service 

culture align with the overall mission and values of the organization, creating consistency and 

coherence in customer interactions. 

8. Accountability: Holding employees accountable for delivering on service standards and addressing 

any gaps or shortcomings promptly and constructively. 

Organizations with a strong service culture tend to enjoy higher levels of customer satisfaction, 

loyalty, and advocacy, which can ultimately lead to improved financial performance and long-term 

success. 

 

4. Grey Market 

Ans:  

Grey market activities usually occur when products are bought and sold through channels that are 

not explicitly authorized by the manufacturer or trademark holder. This can include parallel imports, 

where genuine products intended for sale in one market are imported into another market without 
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the manufacturer's consent. Grey market goods may be sold at prices lower than those set by the 

manufacturer or through channels that bypass official distributors, retailers, or sales channels. 

features of the grey market include: 

1. Parallel Imports: Grey market goods are often obtained through parallel imports, where products 

intended for sale in one country or region are imported into another country or region without the 

authorization of the manufacturer or trademark holder. Parallel imports can occur due to price 

differentials, regional market restrictions, or differences in currency exchange rates. 

2. Unauthorized Distribution Channels: Grey market goods may be sold through unauthorized 

distribution channels, such as unauthorized resellers, online marketplaces, or unofficial retail outlets. 

These channels may offer products at discounted prices or with different packaging, warranties, or 

after-sales services compared to authorized channels. 

3. Legal Ambiguity: Grey market activities often operate in a legal grey area, where the legality of 

buying, selling, or distributing grey market goods may vary depending on factors such as intellectual 

property rights, contract law, and competition law. While some grey market activities may be legal 

under certain circumstances, others may infringe on intellectual property rights or contractual 

agreements. 

4. Impact on Manufacturers and Authorized Distributors: Grey market activities can have various 

implications for manufacturers and authorized distributors, including revenue loss, brand dilution, 

and erosion of market control. Manufacturers may lose control over pricing, distribution, and brand 

image, while authorized distributors may face competition from unauthorized sellers offering lower 

prices or undercutting their market share. 

5. Consumer Considerations: Consumers may benefit from lower prices or greater availability of 

products through grey market channels. However, grey market goods may lack warranties, support, 

or quality assurance provided by authorized channels, posing risks such as counterfeit products, 

defective goods, or limited recourse in case of disputes. 

 

5. Tariff barriers (any five) 

Ans:   

1. Ad Valorem Tariffs: Ad valorem tariffs are taxes imposed on imported goods based on their value. 

The tariff rate is usually a percentage of the goods' declared value. For example, a 10% ad valorem 

tariff on imported cars means that 10% of the car's declared value must be paid as a tariff upon entry 

into the importing country. 

2. Specific Tariffs: Specific tariffs are taxes imposed on imported goods based on a specific unit of 

measurement, such as weight, volume, or quantity. For example, a specific tariff of $1 per kilogram 

on imported sugar means that $1 must be paid for every kilogram of sugar imported into the country. 

3. Tariff Rate Quotas (TRQs): Tariff rate quotas allow a certain quantity of a specific product to be 

imported at a lower tariff rate (quota rate) or duty-free, while imports beyond the quota face higher 

tariff rates. TRQs aim to balance the need for domestic production with the benefits of international 

trade. 
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4. Protective Tariffs: Protective tariffs are imposed to protect domestic industries from foreign 

competition by making imported goods more expensive compared to domestic products. These 

tariffs are often applied to industries deemed vital for national security or economic development. 

5. Anti-Dumping Duties: Anti-dumping duties are tariffs imposed on imported goods that are sold at 

unfairly low prices (dumping) in the importing country, causing injury to domestic producers. 

Anti-dumping duties aim to prevent unfair competition and protect domestic industries from unfair 

trade practices. 

6. Countervailing Duties: Countervailing duties are tariffs imposed on imported goods to offset 

subsidies provided by foreign governments to their domestic producers. These duties aim to level the 

playing field and prevent the negative effects of unfair subsidies on domestic industries. 

 

6. Transnational strategy 

Ans: 

 

 A transnational strategy is an approach to international business that seeks to combine the benefits 

of global integration with local responsiveness. In essence, it aims to achieve a balance between 

standardization and customization across different markets while leveraging the advantages of both 

global scale and local flexibility.  

 

Characteristics of a transnational strategy include: 

 

1. Global Integration: A transnational strategy involves integrating operations, processes, and 

resources across different countries or regions to achieve economies of scale, share best practices, 

and optimize efficiency. This may include centralized decision-making for strategic initiatives, 

standardized products or processes, and global supply chain management. 

 

2. Local Responsiveness: At the same time, a transnational strategy emphasizes the importance of 

adapting to local market conditions, consumer preferences, cultural nuances, and regulatory 

requirements. It allows for flexibility in product offerings, marketing strategies, pricing, distribution 

channels, and customer service to meet the specific needs of diverse markets. 

 

3. Cross-Border Collaboration: Transnational companies foster collaboration and knowledge-sharing 

among global subsidiaries, business units, and functional teams. They encourage cross-border 

communication, collaboration, and innovation to leverage diverse perspectives, expertise, and 

resources from different parts of the organization. 

 

4. Continuous Learning and Improvement: A transnational strategy promotes a culture of 

continuous learning, adaptation, and improvement to stay responsive to changing market dynamics, 
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competitive pressures, and technological advancements. It encourages experimentation, feedback 

loops, and agility to adjust strategies and tactics based on market feedback and performance metrics. 

 

5. Holistic Approach: Transnational companies take a holistic approach to managing their global 

operations, considering factors such as market diversity, regulatory compliance, cultural sensitivity, 

talent management, and stakeholder engagement. They strive to create synergies and alignment 

across all aspects of the business to achieve sustainable competitive advantage in the global 

marketplace. 

 

7. Transfer pricing 

Ans:  

Transfer pricing refers to the pricing of goods, services, or intangible assets transferred between 

affiliated companies within a multinational corporation (MNC). It involves setting prices for 

transactions between different divisions, subsidiaries, or entities of the same corporate group, often 

located in different countries. 

Key points about transfer pricing include: 

1. Purpose: The primary purpose of transfer pricing is to allocate revenues, costs, and profits fairly 

and accurately among the various entities within the multinational corporation. Transfer pricing 

helps determine how profits are distributed across different jurisdictions, impacting tax liabilities, 

financial reporting, and performance evaluation. 

2. Complexity: Transfer pricing can be complex due to the different tax laws, regulations, and 

accounting standards across countries. Multinational corporations must comply with transfer pricing 

rules set by tax authorities to prevent tax evasion, profit shifting, and double taxation. These rules 

typically require transfer prices to be set based on arm's length transactions, meaning prices should 

be similar to what unrelated parties would agree to in similar circumstances. 

3. Methods: Various methods can be used to determine transfer prices, including comparable 

uncontrolled price (CUP), cost-plus pricing, resale price method, profit split method, and 

transactional net margin method (TNMM). Each method has its advantages and limitations, and the 

choice of method depends on factors such as the nature of the transaction, availability of 

comparable data, and tax regulations in each jurisdiction. 

4. Compliance: Multinational corporations must comply with transfer pricing regulations in each 

country where they operate. This involves documenting transfer pricing policies, conducting 

benchmarking studies, maintaining relevant financial records, and filing transfer pricing 

documentation with tax authorities to demonstrate compliance with arm's length principles. 

5. Tax Optimization: While transfer pricing is primarily aimed at ensuring fairness and compliance 

with tax laws, it also presents opportunities for tax optimization within multinational corporations. 

By strategically setting transfer prices, companies can minimize tax liabilities, optimize cash flows, 

and enhance overall tax efficiency. However, aggressive transfer pricing practices may attract scrutiny 

from tax authorities and lead to disputes or penalties. 
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8. Product adaptation 

Ans:  

Product adaptation, also known as product localization or customization, refers to the process of 

modifying a product or service to suit the specific needs, preferences, and cultural characteristics of 

target markets. It involves making adjustments to product features, design, packaging, branding, 

messaging, and functionality to better align with local market requirements and consumer 

expectations. 

Key aspects of product adaptation include: 

1. Market Research: Conducting thorough market research to understand the unique characteristics, 

preferences, and demands of the target market. This involves analyzing consumer behavior, cultural 

norms, language preferences, lifestyle trends, regulatory requirements, and competitive dynamics to 

identify areas for product adaptation. 

2. Customization of Features and Design: Adapting product features, specifications, design 

elements, and functionalities to meet the preferences and expectations of local consumers. This may 

include adjusting product sizes, colors, shapes, materials, technical specifications, and performance 

attributes to better suit local tastes, preferences, and usage patterns. 

3. Localization of Packaging and Labeling: Modifying product packaging, labeling, and branding 

elements to resonate with the cultural, linguistic, and regulatory requirements of the target market. 

This may involve translating product information, instructions, and labeling into local languages, 

adhering to packaging regulations, and incorporating culturally relevant symbols, colors, and imagery. 

4. Branding and Messaging: Tailoring branding strategies, messaging, and communication materials 

to appeal to the values, beliefs, and aspirations of local consumers. This may involve adapting brand 

names, logos, slogans, and advertising campaigns to ensure cultural relevance, authenticity, and 

resonance with the target audience. 

5. Adjustment of Pricing and Positioning: Aligning product pricing, positioning, and value 

proposition with local market conditions, purchasing power, and competitive landscape. This may 

involve adjusting pricing strategies, discount structures, and promotional offers to reflect local 

economic factors, consumer behavior, and market dynamics. 

6. Compliance with Regulatory Standards: Ensuring compliance with local regulatory standards, 

product safety regulations, quality certifications, and industry-specific requirements in the target 

market. This may involve conducting product testing, obtaining certifications, and adhering to 

labeling, packaging, and environmental regulations to meet local legal and regulatory requirements. 

7. Adaptation of Distribution Channels: Modifying distribution channels, logistics, and supply chain 

processes to accommodate local market conditions, infrastructure, and distribution networks. This 

may involve establishing partnerships with local distributors, retailers, or e-commerce platforms to 

ensure efficient product delivery and availability to consumers. 

8. Feedback and Iteration: Collecting feedback from local customers, sales channels, and 

stakeholders to evaluate the effectiveness of product adaptations and identify opportunities for 

further improvement or refinement. Continuous monitoring, analysis, and iteration of product 

adaptation strategies help companies stay responsive to evolving market needs and maintain 

competitiveness in international markets. 
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9. World bank 

Ans:  

The World Bank is an international financial institution that provides loans, grants, technical 

assistance, and policy advice to developing countries with the aim of reducing poverty and 

promoting sustainable development. Established in 1944, the World Bank is comprised of two main 

institutions: the International Bank for Reconstruction and Development (IBRD) and the International 

Development Association (IDA). 

Key points about the World Bank include: 

1. Mission: The World Bank's mission is to reduce poverty and improve living standards by promoting 

sustainable development and investing in projects that address key development challenges, such as 

infrastructure development, education, healthcare, agriculture, environmental conservation, and 

governance reform. 

2. Structure: The World Bank Group consists of five organizations, namely the IBRD, IDA, 

International Finance Corporation (IFC), Multilateral Investment Guarantee Agency (MIGA), and 

International Centre for Settlement of Investment Disputes (ICSID). Each institution has a specific 

mandate and focuses on different aspects of development finance and support. 

3. Financing: The World Bank provides financial assistance to developing countries through a variety 

of instruments, including loans, credits, grants, and guarantees. The IBRD primarily lends to 

middle-income and creditworthy low-income countries, while the IDA provides concessional loans 

and grants to the world's poorest countries. 

4. Policy Advice and Technical Assistance: In addition to financial assistance, the World Bank offers 

policy advice, technical expertise, and capacity-building support to governments and institutions in 

developing countries. This includes assistance in areas such as economic policy reform, governance 

improvement, institutional capacity building, and project implementation. 

5. Focus Areas: The World Bank's work spans a wide range of sectors and themes, including poverty 

reduction, education, healthcare, infrastructure development, climate change mitigation and 

adaptation, gender equality, social inclusion, private sector development, and disaster risk 

management. 

6. Governance: The World Bank is governed by its member countries, with each member country 

having a certain number of votes based on its financial contributions. The Board of Governors, 

consisting of representatives from member countries, provides overall strategic direction and 

oversight. The day-to-day operations are managed by the Board of Executive Directors, which 

represents the interests of member countries. 

7. Impact: Over the years, the World Bank has played a significant role in supporting development 

efforts around the world. It has funded thousands of projects in various sectors and countries, 

contributing to improvements in infrastructure, healthcare, education, agriculture, and other areas. 

However, it has also faced criticism and controversy over issues such as project effectiveness, 

environmental impact, social inclusion, and governance. 

 

10. Mass marketing strategy 
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Ans: 

Mass marketing is a marketing strategy that targets a large, broad audience with a single, unified 

message or product offering. Unlike segmented or niche marketing, it assumes that the majority of 

consumers have similar needs and preferences, aiming to appeal to as many people as possible. 

Features: 

1.​ Standardized Products: Products or services are not customized but designed to meet the 

general needs of the entire market. 

2.​ Wide Reach: Channels like TV, radio, newspapers, and social media are used to reach large 

audiences. 

3.​ Cost Efficiency: Economies of scale in production, distribution, and advertising reduce costs. 

4.​ Focus on Volume: The strategy emphasizes generating high sales volumes rather than 

catering to specific customer segments. 

Example: 

Coca-Cola's global campaigns promoting a single product line with universal themes of happiness 

and sharing exemplify mass marketing. 

While this approach can be highly effective for building brand awareness and reaching a broad 

audience, it may lack personalization and may not cater to the unique needs of specific customer 

groups. 

 

11. NAFTA (North American Free Trade Agreement) 

The North American Free Trade Agreement (NAFTA) was a trade agreement between the United 

States, Canada, and Mexico, aimed at eliminating trade barriers and increasing economic 

cooperation. It was signed on January 1, 1994, and remained in effect until July 1, 2020, when it was 

replaced by the United States-Mexico-Canada Agreement (USMCA). 

Objectives of NAFTA 

✅ Eliminate trade barriers (tariffs and quotas) between the U.S., Canada, and Mexico.​
✅ Promote fair competition in the free trade area.​
✅ Encourage investment across North America.​
✅ Protect intellectual property rights.​
✅ Improve working conditions and environmental standards. 

Features of NAFTA 

1.​ Tariff Elimination – Most tariffs on goods traded between the three countries were removed. 

2.​ Rules of Origin – Ensured that products benefiting from NAFTA had significant regional 

content. 

3.​ Investment Protections – Provided legal protection for investors. 

4.​ Intellectual Property Rights (IPR) Protection – Strengthened patent and copyright laws. 
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5.​ Environmental & Labor Agreements – Included side agreements to improve labor and 

environmental standards. 

Economic Impact of NAFTA 

  Positive Effects Negative Effects 

Trade 

Growth 

Increased trade between the 

U.S., Canada, and Mexico 

(quadrupled by 2018). 

Led to trade imbalances, 

especially between the U.S. 

and Mexico. 

Job 

Creation & 

Loss 

U.S. and Canadian 

companies expanded due to 

easier access to Mexican 

markets. 

Many U.S. manufacturing 

jobs shifted to Mexico for 

lower labor costs. 

Consumer 

Benefits 

Lower prices on goods due to 

reduced tariffs. 

Increased competition hurt 

some domestic businesses. 

Investment 

Boost 

Encouraged foreign direct 

investment (FDI) in all three 

countries. 

Small industries in Mexico 

struggled to compete. 

Replacement of NAFTA: USMCA 

In 2020, NAFTA was replaced by the United States-Mexico-Canada Agreement (USMCA), which 

introduced new trade rules: 

●​ Stronger labor protections (higher wages for auto workers in Mexico). 

●​ Updated intellectual property rights and digital trade rules. 

●​ More U.S. access to Canada’s dairy market. 

●​ Revised rules for auto manufacturing (75% of auto parts must be made in North America). 

 

12.ASEAN (Association of Southeast Asian Nations) 

The Association of Southeast Asian Nations (ASEAN) is a regional intergovernmental organization 

that promotes economic, political, security, and cultural cooperation among Southeast Asian 

countries. It was established on August 8, 1967, in Bangkok, Thailand, through the ASEAN 

Declaration (Bangkok Declaration). 

Member Countries 

ASEAN consists of 10 member states: 

1.​ Brunei 

2.​ Cambodia 

3.​ Indonesia 

4.​ Laos 
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5.​ Malaysia 

6.​ Myanmar 

7.​ Philippines 

8.​ Singapore 

9.​ Thailand 

10.​Vietnam 

ASEAN has partnerships with several countries, including: 

●​ Observer: Timor-Leste (applicant for full membership) 

●​ Dialogue Partners: USA, China, India, Japan, Australia, EU, Russia, South Korea 

Objectives of ASEAN 

✅ Promote regional peace, stability, and cooperation.​
✅ Enhance economic integration and trade among member states.​
✅ Develop cultural and educational collaboration.​
✅ Strengthen political and security relations.​
✅ Support sustainable development and environmental protection. 

Key Institutions of ASEAN 

1.​ ASEAN Secretariat – Located in Jakarta, Indonesia, it oversees implementation of policies 

and agreements. 

2.​ ASEAN Summit – Annual meeting of heads of state to set regional priorities. 

3.​ ASEAN Regional Forum (ARF) – Focuses on security and political issues. 

4.​ ASEAN Economic Community (AEC) – Aims to create a single market and production base. 

5.​ ASEAN Free Trade Area (AFTA) – Promotes trade liberalization and economic cooperation. 

ASEAN Economic & Political Initiatives 

Initiative/Agreement Purpose 

ASEAN Free Trade Area (AFTA) Reduces tariffs and trade barriers. 

Regional Comprehensive 

Economic Partnership (RCEP) 

A major trade agreement with 

China, India, Japan, South Korea, 

Australia, and New Zealand. 

ASEAN Economic Community 

(AEC) 

Aims to create a single market for 

goods, services, and investment. 

ASEAN Political-Security 

Community (APSC) 

Enhances regional stability and 

security. 
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ASEAN Socio-Cultural 

Community (ASCC) 

Strengthens cooperation in 

education, culture, and disaster 

response. 

Challenges Facing ASEAN 

❌ Economic Disparities – Differences in development levels among member states.​
❌ Political Instability – Myanmar crisis and regional conflicts.​
❌ China’s Influence & South China Sea Disputes – Territorial tensions with China.​
❌ Environmental Issues – Climate change, deforestation, and pollution.​
❌ Slow Decision-Making – ASEAN follows a consensus-based approach, delaying some initiatives. 

Future Prospects 

●​ Strengthening economic integration through RCEP and AEC. 

●​ Enhancing infrastructure connectivity (e.g., ASEAN Smart Cities Network). 

●​ Expanding cooperation in digital economy and innovation. 

●​ Addressing climate change and environmental sustainability. 

●​ Promoting greater security cooperation to handle regional threats. 

ASEAN plays a crucial role in Southeast Asia's economic growth, political stability, and regional 

security. Despite challenges, its trade agreements and diplomatic influence make it one of the most 

dynamic regional organizations in the world. Strengthening unity and addressing regional conflicts 

will be key to ASEAN’s future success. 

 

13. SAARC (South Asian Association for Regional Cooperation) 

The South Asian Association for Regional Cooperation (SAARC) is a regional intergovernmental 

organization that promotes economic, social, and cultural cooperation among South Asian countries. 

It was established on December 8, 1985, in Dhaka, Bangladesh, with the goal of fostering mutual 

progress and development among its member nations. 

Member Countries 

SAARC consists of eight member countries: 

1.​ Afghanistan (joined in 2007) 

2.​ Bangladesh 

3.​ Bhutan 

4.​ India 

5.​ Maldives 

6.​ Nepal 

7.​ Pakistan 

8.​ Sri Lanka 
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Several countries and international organizations have observer status, including: 

●​ China, USA, Japan, South Korea, European Union, Australia, Iran, and Myanmar. 

Objectives of SAARC 

✅ Promote economic growth and regional integration.​
✅ Strengthen social and cultural ties among South Asian nations.​
✅ Improve trade and reduce economic disparities.​
✅ Address regional issues such as poverty, health, education, and climate change.​
✅ Foster cooperation in science, technology, and agriculture. 

Key Institutions of SAARC 

1.​ SAARC Secretariat (Kathmandu, Nepal) – Coordinates activities and policies. 

2.​ SAARC Development Fund (SDF) – Supports development projects. 

3.​ SAARC Regional Centres – Focus on agriculture, disaster management, and human resource 

development. 

SAARC Agreements & Initiatives 

Agreement/Initiative Purpose 

SAFTA (South Asian Free 

Trade Area, 2006) 

Aims to reduce trade barriers 

and promote free trade. 

SAARC Food Bank Ensures food security among 

member nations. 

SAARC Disaster 

Management Centre 

Supports regional disaster 

response efforts. 

SAARC Energy Cooperation Promotes sustainable energy 

and electricity trade. 

SAARC University (India) Enhances regional educational 

collaboration. 

Challenges Facing SAARC 

❌ Political Tensions – Conflicts between India and Pakistan affect regional cooperation.​
❌ Limited Economic Integration – Intra-SAARC trade remains low.​
❌ Security Concerns – Terrorism and border disputes create instability.​
❌ Slow Decision-Making – Lack of consensus delays progress. 

Future Prospects 

●​ Strengthening economic cooperation through SAFTA and trade liberalization. 

●​ Enhancing connectivity through regional transport and infrastructure projects. 

●​ Promoting climate change action and sustainable development. 

●​ Encouraging greater people-to-people interaction through tourism, education, and cultural 

exchange. 
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SAARC has significant potential to drive economic growth and regional stability in South Asia. 

However, political conflicts and economic disparities have slowed its progress. Strengthening 

cooperation and resolving tensions among members can help SAARC achieve its objectives and 

improve the lives of millions in the region. 

 

14. Hofstede’s Six Dimensions of Culture 

Geert Hofstede, a Dutch social psychologist, developed a framework known as Hofstede’s Cultural 

Dimensions Theory to analyze cultural differences across countries. The six dimensions help 

businesses and organizations understand how cultural values influence behavior, communication, 

and decision-making in different societies. 

1. Power Distance Index (PDI) 

Definition: Measures the extent to which less powerful members of society accept and expect 

unequal power distribution. 

🔹 High PDI: Societies with rigid hierarchies, strong authority figures, and centralized 

decision-making (e.g., Mexico, India).​
🔹 Low PDI: Societies with more equality, decentralized power, and participative decision-making 

(e.g., Denmark, Sweden). 

Example: In high PDI cultures, employees rarely challenge authority, whereas in low PDI cultures, 

they expect open discussions with managers. 

2. Individualism vs. Collectivism (IDV) 

Definition: Determines whether people prioritize individual needs or group interests. 

🔹 High Individualism (IDV): Focus on personal achievements, independence, and individual rights 

(e.g., USA, UK).​
🔹 High Collectivism: Emphasis on group loyalty, strong family ties, and collective responsibility (e.g., 

China, Japan). 

Example: In individualistic cultures, employees work for personal success, while in collectivist 

cultures, teamwork and harmony are valued. 

3. Masculinity vs. Femininity (MAS) 

Definition: Measures whether a culture values competitiveness, ambition, and material success 

(masculine) or quality of life, relationships, and cooperation (feminine). 

🔹 Masculine Cultures: Emphasize success, competition, and achievement (e.g., Japan, Germany).​
🔹 Feminine Cultures: Prioritize work-life balance, well-being, and social support (e.g., Sweden, 

Norway). 

Example: In masculine cultures, employees are highly ambitious and competitive, whereas in 

feminine cultures, collaboration and equality are emphasized. 

4. Uncertainty Avoidance Index (UAI) 

Definition: Measures a society’s tolerance for uncertainty, ambiguity, and change. 
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🔹 High UAI: Strong preference for rules, structured environments, and risk aversion (e.g., Greece, 

Portugal).​
🔹 Low UAI: More openness to innovation, flexible rules, and tolerance for uncertainty (e.g., 

Singapore, Denmark). 

Example: In high UAI cultures, businesses follow strict regulations, while in low UAI cultures, 

innovation and risk-taking are encouraged. 

5. Long-Term vs. Short-Term Orientation (LTO) 

Definition: Examines whether a society focuses on long-term planning and perseverance or 

short-term traditions and quick results. 

🔹 Long-Term Oriented Cultures: Value persistence, adaptability, and future rewards (e.g., China, 

South Korea).​
🔹 Short-Term Oriented Cultures: Focus on traditions, past experiences, and immediate outcomes 

(e.g., USA, Nigeria). 

Example: Asian businesses plan for long-term growth, while Western businesses often focus on 

quarterly results. 

6. Indulgence vs. Restraint (IVR) 

Definition: Measures the degree to which societies allow or restrict personal gratification and 

enjoyment. 

🔹 High Indulgence: Encourages leisure, personal happiness, and freedom of expression (e.g., USA, 

Brazil).​
🔹 High Restraint: Emphasizes strict social norms, self-discipline, and minimal gratification (e.g., 

Russia, China). 

Example: In indulgent cultures, people enjoy festivals, vacations, and entertainment, whereas in 

restrained cultures, social norms limit personal enjoyment. 

 

15. Dumping 

Definition 

Dumping occurs when a company exports a product to another country at a price lower than its 

normal value (domestic price or cost of production). This practice is often used to gain market share 

in a foreign market by undercutting local competitors. 

Types of Dumping 

1.​ Persistent Dumping: 

o​ Long-term strategy where a company continuously sells goods at lower prices in 

foreign markets. 

o​ Aim: Maintain market dominance. 

o​ Example: A global tech firm selling software at lower rates in developing countries. 

2.​ Predatory Dumping: 
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o​ A temporary strategy where companies lower prices to drive competitors out of 

business. 

o​ Once competitors are eliminated, prices are raised again. 

o​ Example: A multinational steel company selling below cost to eliminate local 

manufacturers. 

3.​ Sporadic Dumping: 

o​ Occurs when companies sell excess or unsold stock in foreign markets at lower 

prices. 

o​ Aim: Clear inventory without affecting domestic pricing. 

o​ Example: Fashion brands selling last-season products at discounted rates overseas. 

4.​ Reverse Dumping: 

o​ When companies charge higher prices in foreign markets while keeping domestic 

prices lower. 

o​ Example: Luxury brands selling at premium prices abroad but offering discounts in 

their home country. 

Reasons for Dumping 

●​ Market Expansion: Enter new markets by offering lower prices. 

●​ Excess Production: Dispose of surplus goods without affecting home market prices. 

●​ Eliminating Competition: Weaken or remove local competitors. 

●​ Economies of Scale: Sell at lower prices due to mass production cost benefits. 

Effects of Dumping 

On the Importing Country: 

✅ Short-Term Benefits: Consumers get access to cheaper goods.​
❌ Harms Domestic Industries: Local businesses may struggle to compete.​
❌ Risk of Monopoly: Once competition is eliminated, the dumping company may raise prices. 

On the Exporting Country: 

✅ Boosts Exports: Companies gain international market share.​
❌ Trade Restrictions: Importing countries may impose tariffs or anti-dumping duties.​
❌ Reputation Damage: Countries accused of dumping may face trade disputes. 

Anti-Dumping Measures 

To protect domestic industries, governments take actions such as: 

●​ Anti-Dumping Duties: Extra tariffs imposed on dumped goods. 

●​ Import Quotas: Restricting the quantity of certain imports. 

●​ Subsidies to Domestic Industries: Providing support to local businesses to compete. 
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●​ Trade Agreements: Negotiating fair trade policies with exporting countries. 

Examples of Dumping Cases 

●​ China’s Steel Industry: The U.S. and EU have imposed anti-dumping duties on Chinese steel 

due to below-cost pricing. 

●​ Pharmaceutical Industry: Some Indian companies have been accused of dumping generic 

drugs in foreign markets. 

●​ Electronics Market: Companies like Samsung and Huawei have faced allegations of selling 

electronics at lower prices abroad. 

 

16. International Promotion Decision 

International promotion decision refers to the process of planning and implementing promotional 

strategies in global markets. Businesses must decide how to communicate effectively with their 

international customers while considering cultural, economic, and legal differences. This decision 

involves choosing between standardization (a uniform strategy across all markets) 

and adaptation (customizing promotions for each market). 

Factors Influencing International Promotion Decisions 

1. Cultural Differences 

●​ Consumer behavior, traditions, and language vary across countries. 

●​ A promotional message that works in one country may not be effective in another. 

●​ Example: McDonald's adapts its advertising messages to fit local cultures. 

2. Economic Factors 

●​ Income levels and purchasing power influence promotional strategies. 

●​ In developing countries, price-sensitive promotions may be more effective. 

●​ Example: Luxury brands like Rolex use premium advertising in wealthy regions. 

3. Legal and Regulatory Environment 

●​ Advertising laws vary between countries (e.g., restrictions on alcohol ads). 

●​ Some nations have strict regulations on promotional content. 

●​ Example: The EU has strict rules on misleading advertisements. 

4. Media Availability and Effectiveness 

●​ The choice of media (TV, social media, print) depends on regional popularity. 

●​ Digital marketing is more effective in tech-savvy regions. 

●​ Example: In China, brands use WeChat for promotions instead of Facebook. 

5. Competitive Landscape 
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●​ Companies must analyze competitor strategies in each market. 

●​ Promotional campaigns should be designed to gain a competitive advantage. 

●​ Example: Pepsi and Coca-Cola tailor their promotions to local market competition. 

6. Global vs. Local Branding Strategy 

●​ Some companies maintain a global image, while others adjust to local preferences. 

●​ Example: Apple follows a global branding strategy, whereas Nestlé adapts its marketing 

regionally. 

Types of International Promotion Strategies 

1.​ Advertising – Paid promotion through TV, digital platforms, newspapers, etc. 

2.​ Sales Promotion – Discounts, coupons, contests, and other short-term incentives. 

3.​ Personal Selling – Direct interaction between sales representatives and customers. 

4.​ Public Relations (PR) – Building a positive brand image through media relations and 

sponsorships. 

5.​ Direct Marketing – Personalized communication through emails, catalogs, and digital 

marketing. 

 

17. Standardization vs. Adaptation of International Promotional Strategies 

When businesses expand internationally, they must decide whether to standardize their promotional 

strategies across all markets or adapt them to fit local cultures, preferences, and regulations. Both 

approaches have advantages and challenges, and the choice depends on factors such as market 

differences, cost efficiency, and brand positioning. 

1. Standardization of International Promotional Strategies 

Definition:​
Standardization means using the same promotional message, branding, and marketing mix across all 

international markets. The goal is to maintain a consistent brand image and reduce marketing costs. 

Advantages of Standardization: 

✅ Cost Efficiency: Saves money on marketing and advertising by using a uniform strategy.​
✅ Consistent Brand Image: Strengthens global brand recognition and loyalty.​
✅ Simplified Marketing Management: Easier to coordinate across different countries.​
✅ Leverages Successful Strategies: If a campaign works in one country, it can be replicated 

elsewhere. 

Challenges of Standardization: 

❌ Cultural Differences: A single message may not resonate with diverse consumer preferences.​
❌ Legal and Regulatory Barriers: Advertising regulations vary between countries.​
❌ Limited Market Appeal: Consumers in some regions may prefer localized promotions. 

Example of Standardization: 
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●​ Coca-Cola: Uses the same branding, slogans, and advertisements globally with minor 

language adjustments. 

●​ Apple: Maintains a consistent brand image, product launches, and advertising themes 

worldwide. 

2. Adaptation of International Promotional Strategies 

Definition:​
Adaptation involves modifying promotional strategies to fit the cultural, social, economic, and legal 

conditions of each target market. This approach ensures that marketing messages are relevant to 

local consumers. 

Advantages of Adaptation: 

✅ Better Market Relevance: Appeals to local tastes, traditions, and values.​
✅ Higher Customer Engagement: Messages are more relatable and effective.​
✅ Regulatory Compliance: Aligns with country-specific advertising laws.​
✅ Competitive Advantage: Helps brands stand out in local markets. 

Challenges of Adaptation: 

❌ Higher Costs: Customizing marketing campaigns for each country can be expensive.​
❌ Complexity in Management: Requires in-depth market research and local expertise.​
❌ Risk of Brand Dilution: Too much variation may weaken global brand identity. 

Example of Adaptation: 

●​ McDonald's: Adjusts its menu and advertisements to local tastes (e.g., McSpicy Paneer in 

India, Teriyaki Burger in Japan). 

●​ Nike: Uses different endorsements and marketing messages in various regions to connect 

with local consumers. 

The choice between standardization and adaptation depends on the company's objectives, target 

markets, and resources. Standardization is ideal for companies seeking a strong, unified global brand 

presence with cost efficiency, while adaptation works best for businesses that need to cater to 

diverse consumer needs and cultural differences. Many multinational companies use a hybrid 

approach, balancing both strategies to maximize global reach while staying locally relevant. 

 

18. Skimming Pricing 

Definition:​
Skimming pricing is a pricing strategy where a company sets a high initial price for a new or 

innovative product and gradually lowers it over time. This approach allows businesses to maximize 

profits from early adopters who are willing to pay a premium before targeting more price-sensitive 

customers later. 

Objectives of Skimming Pricing: 

1.​ Maximize Early Profits: Capture high revenue from customers who value the product highly. 
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2.​ Recover Research & Development Costs: Helps recoup expenses from innovation and 

product development. 

3.​ Create a Premium Brand Image: Positions the product as exclusive or high-quality. 

4.​ Segment the Market: Targets different customer groups at different price points. 

Features of Skimming Pricing: 

●​ High Initial Price: Set above competitors to attract premium customers. 

●​ Gradual Price Reduction: Lowered over time to attract mass-market buyers. 

●​ Focus on Innovation & Uniqueness: Works best for new or technologically advanced 

products. 

●​ Limited Competition Initially: Competitors may take time to enter the market. 

Examples of Skimming Pricing: 

1.​ Smartphones & Electronics: Companies like Apple and Samsung launch new models at high 

prices, then reduce them as newer versions come out. 

2.​ Gaming Consoles: PlayStation and Xbox start with premium pricing, which decreases over 

time. 

3.​ Luxury Cars & Fashion: High-end brands introduce new models with high prices to attract 

exclusive customers before making them more accessible. 

Advantages of Skimming Pricing: 

✅ Maximizes Early Revenue: Extracts the highest value from early adopters.​
✅ Recovers Development Costs Quickly: Helps cover R&D expenses.​
✅ Strengthens Brand Perception: Creates an image of exclusivity and high quality.​
✅ Flexible Price Adjustments: Allows for gradual expansion to price-sensitive markets. 

Disadvantages of Skimming Pricing: 

❌ Limited Early Market Penetration: High prices may discourage some potential buyers.​
❌ Attracts Competitors: Other brands may enter with lower-priced alternatives.​
❌ Price Sensitivity in Later Stages: Customers may delay purchases, waiting for price drops.​
❌ Requires Strong Brand Loyalty: Only works if customers perceive the product as valuable. 

 

19. Penetration Pricing 

Definition:​
Penetration pricing is a marketing strategy in which a company sets a low initial price for a new 

product or service to attract customers, increase sales volume, and gain market share quickly. This 

pricing strategy is particularly useful in highly competitive markets where customers are 

price-sensitive. 

Objectives of Penetration Pricing: 

1.​ Market Entry & Expansion: Helps businesses enter a new market by attracting a large 

customer base. 
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2.​ Customer Acquisition: Encourages price-sensitive consumers to try the product. 

3.​ Brand Awareness & Recognition: Builds a strong brand presence and customer loyalty. 

4.​ Discouraging Competitors: Prevents competitors from entering the market by setting a price 

too low for them to compete profitably. 

5.​ Economies of Scale: Higher sales volume allows the company to reduce production costs per 

unit. 

Features of Penetration Pricing: 

●​ Initially Low Price: Set below or at par with competitors. 

●​ High Sales Volume: Focuses on rapid market penetration. 

●​ Long-Term Profitability: Prices may increase gradually after gaining customer trust. 

●​ Competitive Advantage: Reduces competition by making it difficult for new entrants. 

Examples of Penetration Pricing: 

1.​ Streaming Services: Platforms like Netflix, Disney+, and Amazon Prime often start with free 

trials or discounted subscriptions to attract users before raising prices. 

2.​ Telecommunication Companies: Mobile service providers offer low-cost plans or free SIM 

cards initially to gain customers. 

3.​ Fast-Moving Consumer Goods (FMCG): New brands of soaps, shampoos, or beverages may 

launch with lower prices or discounts to encourage trials. 

Advantages of Penetration Pricing: 

✅ Quick Market Share Growth: Helps businesses capture customers faster.​
✅ Customer Loyalty & Retention: Early adopters are likely to continue using the product.​
✅ Cost Reduction through Economies of Scale: Higher production volume lowers costs.​
✅ Discourages New Competitors: Competitors may avoid entering a low-margin market. 

Disadvantages of Penetration Pricing: 

❌ Low Profit Margins Initially: Businesses may not be profitable in the early stages.​
❌ Risk of Price Wars: Competitors may also lower prices, leading to unsustainable profits.​
❌ Difficult to Raise Prices Later: Customers may resist price hikes after getting used to low prices. 

 

 

 


