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International Marketing Skills
In the current world where globalization has taken the center stage in almost everything, including business, opening of opportunities for businesses in the global level has been made very easy and many businesses have already taken the advantage of these opportunities. However, doing business locally is never the same as doing business at an international level. Opening business to the global market can be challenging as the strategy requires an entirely new set of skills. Before opening your business to the international market, one needs to learn new laws and regulations that guide the business operations at this level. Other than the laws and regulations, one also needs to change the marketing materials and techniques as well as learning the new buying habits by international customers. The techniques one applies in this kind of business are highly influenced by the market culture of the country one is entering. Before e entering into the international market, it is important to note the differences that exist between the local and international market. Such differences include:
Different countries have different cultures that may affect the market in any ways. Culture influences almost everything that a society does. This may affect the way they behave in the market, the way they respond to marketing techniques such as advertising as well as the way the negotiate for sales. Research on the culture of the country you are entering is therefore the first step to success. This will help you to understand the sensitive areas in the society’s culture for better preparedness to entering the new market. 
The level of competition in the local market is also very different from the local market. It is important that in international market, one is likely to face a more complex and dynamic level of competition as compared to the local market. One can use such tools as Porter’s five forces analysis to assess the market and determine such things as buyer power, supplier power, threat to new market entrants as well as threat to competitor products. It is also important for one to gather market intelligence to get an understanding of how the market works, determine who are the direct competitors as well as determining the best strategy to enter the market. 
Unlike the local businesses, international market is governed by international laws that differ from one country to another (Hamilton and Webster2018). These laws are set by the countries based on the benefits that their citizens should get from the foreign companies. Different counties also have different political systems. These political systems set policies that may have direct impact on new entrants into their markets. Once in such countries, new companies must obey and abide by those policies. 
[bookmark: _GoBack]Skills and Abilities Organizations Need for International Marketing
To thrive in international market, organizations need to have a set of skills that will enable them to explore the new market and reap the most in them. First, organizations need to develop effective communication skills for easier interactions with the new market. International business is a diverse workplace and involves working with people with diverse backgrounds (De Mooij 2018). For whichever role one plays, it is very important to understand how to communicate across diverse cultures. This requires a high level of respect, diplomacy and sensitivity. One requires understanding as well as appreciating differences in different cultures. This prevents embarrassing mistakes when interacting with the foreign market. For instance, when Coca-Cola was translated in Chinese, it meant “a female horse stuffed with wax”. Such cases may have an impact on how people respond to such things as adverts.
Secondly, one should also develop the skills to understand the consumer behaviors. A consumer behavior is as a result of combination of culture and personality. Different countries have either individualistic societies or collective societies (Rao-Nicholson, and Khan 2017). For instance, countries such as the United States, Germany, South Africa and Australia have free thinking societies, thus individualistic, as opposed to such countries as China, South Korea, Japan and Venezuela, which have collectivist cultures. Such behaviors plays a role in the way people make decisions to buy or sell products. 
Thirdly, international business operators must develop researching skills on the economic factors of countries they wish to enter.  For instance, a research on the per capita income of a country may help one to decide whether it is worth to enter into a certain market as well as pricing strategies they should approach. As a result, it would not be worth to enter into a market of a country with low per capita income and charge high prices for organization’s products or services. 
Fourthly, one should have the skill of determining the class structure of the country they want to enter. That is because the class structure changes from one country to another. Most countries have structures such as lower, middle and upper class. However, the numbers of people in each of these classes differ from one country to another.  For instance, in Philippines, many people are in lower class, as opposed to USA, where many people are in the middle class (Kharas, 2017). . 
Finally, developing skills to help one understand legal and political factors in different countries is very important. That is because these factors will have a great influence ion how one is to their business. Consideration of such issues as laws, permits and licensing, tariffs, fees, taxes and currency risks helps one to avoid unexpected surprises once they enter the international market. 
In conclusion, as opportunities for opening international markets continue to grow, organizations willing to do business globally need to the take advantage of these opportunities and enjoy the benefits of international markets. However, in order to effectively do that, they need to learn the differences between local and international markets as well as developing skills to approach these markets. 
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