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International Marketing
How Marketing Channels Differ Internationally 
Selection and operations of international marketing channels are significant factors in an organization’s success in the global markets. Cultural differences impact the formulation of distribution strategies for any company planning to export goods and services in the foreign markets. Environmental effects pronounce the significant variation between international marketing distribution channels and domestic ones. Ecological factors have high impact to the distribution policies; hence the exporter needs to put into consideration selecting the ideal channels on a country-to-country basis (Skarmeas et al., 2016). Every country has different economic growth, people with different cultures, individual customer disposable income, physical setting and governing system which significantly affect the distribution channels. 
Why It Is Hard For Firms to Penetrate Foreign Markets
Most times organizations intending to join foreign markets face challenges that require increased spending due to the changes in operations and business environment (Arkolakis, 2010). Some of the difficulties with penetration of international markets include expensive marketing services, undeveloped banking systems and unreliability of the credit letters. 
One reason why it is hard to penetrate the international markets is the existence of monopolies in foreign countries. Monopoly companies use patent and licenses to block competitors from entering new markets. By so doing they control all the suppliers, distribution routes and pricing strategies making it hard for foreign companies to thrive in such markets. Additionally, some countries fail to offer legal protection to foreign exporters in terms of property protection and dispute settlement which results in significant losses for the foreign investors. Lastly, another barrier to international market penetration is bribery and corruption. In some countries, payment of bribes plays a substantial role in carrying out business activities. Foreign companies find themselves at a higher risk of facing criminal penalties following bribery cases compared to the domestic investors which are a significant disadvantage.
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