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Juan Valdez is an international coffeehouse firm located in Colombia, the organization majors in coffee retailing products (Reina, 2008).  The retail chain has gone international, and international marketing is not as easy as domestic marketing. International marketing environment poses a several uncertainties in the marketing arena. International markets are more dynamic, uncertain, and challenging at the same time. Cultural diversities and political realities in several states create a plenty of barriers which need to be treated in a special way (Reina, 2008). In the same way, geographical constraints cannot be undermined, and widespread terrorism has created a new threat to the global trade.
The Juan Valdez coffee retail chain store will face a challenge of tariff barriers.  This kind of barriers indicates taxes and duties that are imposed on imports. When a foreign firm establishes some shops in a foreign country, it faces tariff barriers. Marketers of a foreign country find it not easy to earn adequate profits while selling their products in a host county. The host state might come up with the strategy of making the homeland companies more competitive than foreign firms by imposing high taxes and duties on the goods for the foreign firm (Paul,2008). If the goods of one company are higher than that of another and the quality is similar, then the one selling at a relatively lower price will sell more. These policies are strategically imposed to restrict international marketing activities.  Frequent change in tariff rates and duties for various categories of products create uncertainty for traders who do trade globally.
The second marketing issue that the coffee shops will face is that of considerable diversities. Different states have their unique civilization and culture which presents special problems for those who do international marketing such as the Juan Valdez.  International customers show considerable cultural and social diversities regarding preferences, habits, languages, buying capacities, and buying and consumption patterns among others. Social and personal characteristics of customers from different parts of the globe are a real challenge to understand and integrate. Compared to domestic and local marketing, it is a real challenge to comprehend the behavior of clients from other parts of the world; international clients (Paul, 2008). It is also not easy for the marketers to design, price, and distribute a new product in a hosting country.  Also, language and religious diversities are a real challenge for global business players. However, English is recognized as a global business language.
Political instability is another issue that might be faced by global business players. Different political systems, different economic systems, and political instability pose a threat to such people; it is not easy for international marketers to do their business in a country that is facing threats of political instability (Reina, 2008). Governments in various states have their priorities and approaches to global traders. They might adopt the protectionist approach to global business operations; especially political approaches of dominant states have more influence in global marketing activities. The trend of the international political environment is uncertain and unpredictable in the long-term. 
Place constraints are another international marketer is likely to come across if they are trading with a country that is geographically placed far. Trading in foreign nations of far distance itself is practically difficult. Exporting or importing products through the sea or any other means of transport involves making arrangements for effective selling (Nargundkar, 2008). This poses the risks of delay and also it is expensive for transporting products to far countries. The international marketers will need to look at the countries that are convenient to do business with, regarding the cost of transport that will be required to facilitate the process of moving the products to the host state.
Juan Valdez ought to look at countries that are favorable regarding trade. These are the countries that have not placed protectionist tariff barriers; countries whose tariffs are reasonable and can allow the company to make their trade profitably. Every company in the whole world was established to earn the profit and not loss. The retail coffee shops should also be established in countries that are less prone to terrorism (Nargundkar, 2008). Terrorism has currently been on a higher alert; terrorism scares foreigners and other people who might buy from the shops. If the shops are set up in countries where the risk of terrorism is reduced, then it might do well.
In a nutshell, international marketing is not easy as internal marketing, and international marketing poses some uncertainties. Global markets are more dynamic, uncertain and challenging and so this is a real challenge to those who market their products on a global scale. Global marketers face challenges such as tariff barriers, place constraints, threats of terrorism, and political instability among others.  Before anyone goes for global marketing, there is a need to evaluate these challenges so that significant business can take place.
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