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Marketing principles in foreign markets

similar to those in domestic markets:
Product, Price, Promotion, Place. But
may need to be adapted.

Target / segment by

Country

Global segment

Multiple criteria

Countrydiffer encesmayreqaltapproach

Promotion Standa rdizedadvert ising:
low
sales $,betterquality.common

messages. globalimage,rapidentry.
May

have issues with legals,
anguage and matching
market needs

Push / Pull

Practices and compli cations - Internet
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