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Learning Objective 1

Understand what international marketing is 

and how it is influenced by the cultural, 

economic and financial environments
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Few but 
clear rules
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From Marketing-Mix 4 P’s ...

Jerome McCarthy, 1960
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From Marketing-Mix 4 P’s … 
… to 4 P’s of class

Our 
Course

Punctuality Preparation

Participation Presence
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Punctuality

1. We start on time 10:00, 13:00...

2. Eat and drink before class 

3. Arrive ready to engage
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If you arrive late 
your mates will decide your fate...
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Preparation

1. Take notes and make schemes

2. Deeply go through assignments (10’/session)

3. Review international business news 
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Presence

1. No mobile phones*

2. Computer or tablet inside your bag* 

3. Active attitude and proper in class behaviour

*We will use them for some specific tasks
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Participation

1. Quality beats quantity

2. Craft your questions before sharing within the class

3. People participating less will get priority

4. Participation is graded on a scale from:    0 (lowest) 

to 10 (highest)
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Open 
questions 

always 
provide more 

information

Closed Q: 
Usually start with 

a verb 

Open Q: 
Usually start 
with a adverb 
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The goal of participation is learning 

and the classroom is a safe environment in 

which to speak and offer opinions

Participation
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Grade Criteria

0 Absent

5 Present, not disruptive. Tries to respond when called on but does not offer much
Demonstrates very  infrequent class involvement

6 Demonstrate adequate preparation by knowing the basic facts but does not show evidence of 
trying to interpret or analyse them. Sporadic involvement

7 to 8
Demonstrate good preparation: knows the case and reading materials well, has though through 
their implications, good contribution in ongoing discussion, questions others in constructive 
way. Demonstrates consistent ongoing  involvement

9 to 10
Demonstrate excellent preparation: know all the materials and offers analysis, synthesis, 
putting together pieces of discussion to develop new approaches that take further class 
discussion. Demonstrates consistent ongoing  involvement

Participation rubrics

At least one quality participation by session
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A note on Ethics
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Report 

Non - ethical 

behaviours that

harm all the class
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Cheaters push all mates down!



Any questions?
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What does it make 
International 
Marketing 
Important?
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- Understanding Marketing Big Picture
- Companies searching candidates with international 

marketing skills
- Firms becoming increasingly global
- Global competence increasing 
- Managers with global mindset
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International Marketing Course
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1. What is 
International 
Marketing?
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1. International Marketing: looking back

24Prof. Antonio González Ph.D.https://www.ancient.eu/phoenicia/



1. International Marketing: looking back

25Prof. Antonio González Ph.D.



1. International Marketing: looking back
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1. International Marketing: looking back
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1. International Marketing: looking back
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53 countries in 1931



From the moment of the Communist takeover of China in 1948 until Nixon’s meeting 

with Mao in 1972, China was considered by the United States to be a dangerous enemy.
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1. International Marketing: when does it start?



Henry Kissinger was the strategist that unfrozen diplomatic relationships between China and US.

The U.S. market was opened to China’s inexpensive, consumer-oriented exports while China’s 

production centers were opened to offshored U.S. factories, technologies, and jobs.

The result has been steady rapid growth of the Chinese economy and stagnation of the U.S. economy 

along with a dramatic and ongoing shift in the global balance of power away from the United States. 

Surely this was not what Kissinger intended when he set out for his first meetings in Beijing. So was the 

Opening a success or not? 

Well to paraphrase Zhou En Lai’s comment when asked how he felt about the French Revolution, "it’s 

just too early to tell."  

Source Foreign Policy
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1. International Marketing: when does it start?

https://foreignpolicy.com/2011/06/07/kissinger-in-china-triumph-or-disaster/


1. International Marketing: when does it start?

Henry Kissinger, US Secretary of State from 1973-1977
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“The global competitor will seek to standardize its offer everywhere”

“The idea of globalisation encouraged global companies and brands to sell uniform 

products and services the same way in every market worldwide”

“The rationale for this global approach to international marketing was to take 

advantage of economies of scale to increase cost efficiency through the assistance of 

the powerful force of technology”

Theodore Levitt, 1983
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1. International Marketing: crafting the concept



“Marketing strategists and researchers in the field of marketing have documented the 

philosophy of “globalisation” of markets or “global” marketing or “global” marketing 

strategy to have been started by Theodore Levitt, a Harvard Business School Professor, 

through his landmark article, “The globalisation of markets,” published in the 

May/June 1983 edition of the Harvard Business Review”

Jeannet & Hennessey, 2004

33Prof. Antonio González Ph.D.

1. International Marketing: crafting the concept



“The process of focusing the resources and objectives of an organization on global 

market opportunities”

Warren J. Keegan, 1989

“It is performance of business activities that direct the flow of a company’s goods and 

services to consumers and users in more than one nation for a profit”

Philip Cateora, 1999
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1. International Marketing: definition



Domestic Marketing

Marketing activities take place in one single country or market, even serving different 

segments but within a domestic country approach

Export Marketing

Covers all marketing activities involved when a firm markets its products outside its 

domestic base of operation and goods are physically shipped from one country to 

another

Jeannet & Hennessey, 2004
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1. International Marketing: development



International Marketing

Firms go beyond exporting and get directly involved in a given market, likely to have 

its own sales affiliates and developing entire marketing strategies; understanding 

differents environments where they operate

Multinational Marketing

It comes as the result of international development and the company operates in 

various countries, leading to the creation of many domestic strategies whereby a 

multinational firm competes with many strategies tailor-made to local markets.
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1. International Marketing: development



Pan regional Marketing

Due to diseconomies of scale of individualized marketing strategies, companies have 

begun to emphasize strategies (and factories) for larger regions, within numerous 

markets thanks to regional and economic integration (EU, NAFTA, Mercosur, …)

Global Marketing

Involves the creation of a single strategy for a product. It encompases many countries 

simultaneously and is aimed at commonalities across many markets.

Rather than tailor a strategy perfectly to an individual markets, it settles one general 

strategy that can be applied worldwide with few local adaptation
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1. International Marketing: development
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1. International Marketing: development

Domestic
Export

Multicountry

Global
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1. International Marketing: development

Domestic

Export

International

Multinational

Pan regional

Global

Operates in home country only

Ships production from home country, normally through a distributor

Own sales office, foreign countries alike home market 

Assets abroad, many domestic strategies

Multinational leveraging regional economic integrations 

Marketing strategies working well worldwide

International 

Marketing Ladder

Philip Cateora, 1999



2. 4 Stages of Corporate Development
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International

Operating in foreign 
markets that are similar to 

domestic market.

Managers of the matrix 
are trained for key 

positions everywhere

Global

Unifying influences and 
differences in world 

markets

Management structure is 
matrix type, best person 

regardless nationality

Domestic

Focused on domestic 
markets with centralized 

operations and 
management

(SMC)

Multinational

Domestic and foreign markets 
are different

Decentralized management 
where nationals of each affiliate 
are developed for key positions 

in their countries

Warren J. Keegan, 1989
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International

Operating in foreign 
markets that are similar to 

domestic market.

Managers of the matrix 
are trained for key 

positions everywhere

Global

Unifying influences and 
differences in world 

markets

Management structure is 
matrix type, best person 

regardless nationality

Domestic

Focused on domestic 
markets with centralized 

operations and 
management

(SMC)

Multinational

Domestic and foreign markets 
are different

Decentralized management 
where nationals of each affiliate 
are developed for key positions 

in their countries

2. 4 Stages of Corporate Development



How can you manage your business 
without foreign competition? Or 

without foreign customers?
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3. Reasons for International Marketing?
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3. Reasons for International Marketing?

Growth & Survival
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Growth & Survival

● Economies of Scale

● First mover advantage

● Boost profits 

● Market share

● Ego of the executives

● (...)
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3. Reasons for International Marketing?



What Factors are stopping Global 
Marketing Strategies?
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Buzzell, R. D., & Marketing Science Institute. (1968). Can you standardize 

multinational marketing?. Boston: Reprint Service, Harvard Business Review.
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4. Factors Limiting Standardization and Global Strategies

● Different countries require different practises in 
product design, warranty, after-sale, competitive 
practises, employment, ad content ...

● Channel partners: distributors,  retailers, 
wholesalers,

● Consultants and collaborators
● Ad agencies

● Product in different stages of their life cycle in 
different national markets

● Resources and capabilities (workforce ie)

● Permanent differences like:
○ Infrastructure
○ Economic and cultural factors
○ Climatic and topographic features
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