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Question one. 
Marketing mix is a set of actions and factors which are controllable by an organization that a company uses to promote its products in the market by influencing consumers to purchase the company’s products. Marketing mix is typically made of the 4Ps, which are price, product, promotion, and place. However, in recent times, companies have included other Ps such as packaging, positioning, people, and politics. All these elements which make up the marketing mix influence each other. They make up a company’s business plans, and if they are handled in the correct way, they can give the company a great success. If they handled wrongly, the company could incur losses which can, take the company many years to recover. 
Marketing mix of a company may differ from country to country where the company is expected to change its execution of the 4 Ps in different countries. Some of the factors which enable a company change its marketing mix from country to country include language and religious beliefs which influences the promotion of the product; distribution channels, promotional tactics, and quality of the product in relation to substitute products in each country that affects the pricing of the product; 
Question 2.
Many companies have entered the international market and adopted global marketing to expand the markets for their products. Some companies sell the same products worldwide. However, the ability of a company to sell the same product worldwide is influenced by a several factors such as cultural factors, which include the tastes and consumer habits of people in different countries. A given product will be sold in a country which prefers that good and has enough demand. The other factors include Legal factors such as licensing and permits. The product will sell to international markets where that product has been licensed to operate in that country. Lastly, a product will sell in the international market if it has a global brand name. If the company has marketed and advertised its product in the global market, it will gain worldwide recognition, and hence, it will be able to sell in the international market. On my side, companies should customize their products in each international market so that they can avoid influences of factors such as cultural differences, tastes, and legal restrictions. 
Question 4.
Standardized advertising which is also called global advertising is the practice of using the same way of advertising of the same brand or product in the same way everywhere in the world markets. It identifies similarities across countries and segments to catch up a common thread to capitalize on adverting. Some of the arguments for standardized advertising include cost savings. It saves the cost which could be used in developing many advertising ads and messages by only producing one advertising ad and message, which is used in all global markets. Coming up with one advertising ad and message ensures that all advertising talents which are otherwise rare, are concentrated in one larger efforts and hence producing an efficient message which will highly promote the products in the global markets compared to having these scarce efforts distributed to make smaller advertising messages for each market which would not be much effective. Lastly, having standardized advertising will ensure a positive global brand recognition since the brand will be well known for their similar, unique advertisement everywhere.  
Some of the arguments against standardized advertisement include the ineffectiveness of the advertising in cases where we have cultural differences among different countries. Due to these cultural differences, different advertising will be effective in different countries rather than standardized advertising. The other disadvantage is that different countries have different advertising regulations, and hence, some countries may block the standardized advertisement from being implemented in their country and thus making standardized advertising ineffective in some cases. 
Question 5. 
Channel length is the number of intermediaries in a given distribution channel between the producer and consumer of a particular product. A distribution channel can be long or short. A long channel is one which involves many intermediaries while a short channel is one which involves few intermediaries who work in succession to avail the goods to the consumer. To determine a firm’s channel length, they ought to ask themselves to whom are they going to sell their merchandise immediately? And who are their ultimate users and buyers of their products? The immediate and final users of the product may be identical or separate depending on the type of product, functions performed in the channel, and channel location. If the goods are perishable and the ultimate and immediate users are identical, then the firm will have a short channel. Also, if there are many functions to be performed to the product by the intermediaries, for instance, branding, packaging, and storing, the firm may have a long channel. 
Question 6. 
I agree with the statement that we will have the emergence of global markets for standardized consumer products within 20 years. This is because most manufacturers have already started to view the uniformity and consistency of products as being cost-effective and one which helps increase the efficiency of production. Recently, product standardization has shown to have more advantages to both manufacturers and consumers than adaptation and customization of products which has initially been used in global markets. Product standardization is increasingly gaining momentum in the global market since it helps reduce the cost of production since the producers do not need to introduce different benefits with each iteration of the product and hence reducing the production cost. Product standardization also ensures efficiency in production due to automation of some production processes which are almost the same in all industries. Product standardization has also proven to promote consumer convenience, mostly on technological and automobile products. These are the reasons why global markets for standardized products will continue to increase. Some of the other reasons include the increased growth of Multinational Corporations in different countries, producing the same goods, and globalization, which ensures circulation and sale of the same product in many parts of the world.  
Case reflection. 
[bookmark: _GoBack]Ricardo Anaya explains the misconceptions which the United States has towards NAFTA, its trade with Mexico, and the immigrants who come from Mexico. According to Ricardo, The United States feels that its trade with Mexico has caused a decline in manufacturing jobs since Mexico is exporting more manufactured goods to the United States. However, Ricardo proofs this wrong by confirming that, manufactured goods made in the United States of America have gone up instead of declining as it would be the case going with their argument, he states that decline in manufacturing jobs has been caused by the use of robots and other technologies but not due to Mexico’s exports. The United States also thinks that Mexico is allowing illegal and criminal immigrants to the United States, leading to increased crime rates in the United States, which Ricardo argues against. The United States also feels that NAFTA is not acting to their favor. I agree with Ricardo that trade should benefit the two parties, and the United States should not expect to benefit more than the other nations. I also agree with him that immigration to any country is essential since immigrants are most likely to be investors, therefore, providing jobs, and hence boosting the economy of the country. 

