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1. Identify the stages that apply to the international communications 

process.

2. Evaluate the factors that cause international communication to differ from 

domestic communication.

3. Assess the extent to which modifications are necessary when using print 

media in foreign markets.

4. Recognise the advantages and disadvantages of visual and aural media 

for promotion in the international marketplace.

5. Prepare a plan for effective participation in international trade displays.

6. Maximise the benefits of joining a trade mission.

7. Explain the advantages of taking into account country of origin when 

promoting internationally.

Learning objectives
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• Promotion = integrated communication with the market

• Promotional mix

o Advertising: non-personal

o Personal selling: direct communication 

o Public relations: favourable message

o Sales promotion: stimulate short-term result

• Relative importance of each element varies from overseas market to overseas 

market according to differences in international environments.

Introduction

Also the target market within that international environment
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Advertising 
Newspapers
Magazines
Trade 
publications
Telephone 
directories
TV
Radio 
Cinema 
Online and 
outdoor transit
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• Is the most high profile of the various communication strategies

• Most powerful aid = the most expensive 

• Involves non-personal presentation 

• Uses media

• Evolving media medium: The Internet 

oRemoves many barriers to communication 

 Geography

 Time zones

 Location 

Creates a frictionless business environment. Also long term growth of the Internet raises 

the opportunity for cross-boarder information flows and transactions. 

Advertising 
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Standardisation - Message Strategy 
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VIDEO LINK: http://www.youtube.com/watch?v=OdIX1b8uBI0

VIDEO LINK: http://www.youtube.com/watch?v=bXL8QPWLbBo

http://www.youtube.com/watch?v=OdIX1b8uBI0
http://www.youtube.com/watch?v=bXL8QPWLbBo
http://www.youtube.com/watch?v=OdIX1b8uBI0
http://www.youtube.com/watch?v=bXL8QPWLbBo
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Print
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Link between touch points and media –Print, 
online, PR, App, Product, YouTube, etc.  
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VIDEO EXAMPLE LINKS: 
1. https://www.youtube.com/watch?v=UYy1GmJgFXA&feature=youtu.be

2. https://www.youtube.com/watch?v=BgXrTGIiFV8&feature=youtu.be

https://www.youtube.com/watch?v=BgXrTGIiFV8&feature=youtu.be
https://www.youtube.com/watch?v=UYy1GmJgFXA&feature=youtu.be
https://www.youtube.com/watch?v=UYy1GmJgFXA&feature=youtu.be
https://www.youtube.com/watch?v=BgXrTGIiFV8&feature=youtu.be
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• Involves selling internationally using sales force activities and 

trade missions. The latter is a promotional activity mostly found 

in international marketing. 

• In comparison to other marketing communications tools such 

as advertising, personal selling tends to:

 Use fewer resources, pricing is often negotiated.

 Products tend to be fairly complex (e.g. financial services or new cars).

 There is some contact between buyer and seller after the sale so that an ongoing relationship is built.

 Client/prospects need specific information. 

 The purchase tends to involve large sums of money. 

Personal Selling 
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International Personal Selling
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• Regarded as communication between a firm and it’s ‘publics’ to achieve 

specific objectives based on mutual understanding. Sponsorship 

• The main goal of a public relations department is to enhance a company’s 

reputation.

• The business world of today is extremely competitive.
 Companies need to have an edge that makes them stand out from the crowd

 something that makes them more appealing and interesting to both the public and 

the media. 

 The public are the buyers of the product and the media are responsible for selling it.

Public Relations 
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International Public Relations example 
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VIDEO LINK: https://www.youtube.com/watch?v=to2Yf-GxRBg

https://www.youtube.com/watch?v=to2Yf-GxRBg
https://www.youtube.com/watch?v=to2Yf-GxRBg
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• Plays a more important role in IM than it does in domestic 

marketing

• Introducing new products to the marketplace and getting them 

into the appropriate local distribution channels

• In the form of:
 Contests

 Coupons

 Sampling

 Premiums 

 Cents-off deals

 Trade shows (Most important for IM) 

Sales Promotion 
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International Sales Promotion
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The International Communications Process
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Communication Theory: Elements

 Sender of the message
 Can be a person, brand, or a combination of all 

 Before being sent message is encoded (interpretation)

 Medium
 Can take a wide variety of forms - a letter, phone directory, billboard, 

television commercial, Website etc.  

 Must be appropriate for environment and also for the product or service 

being promoted

 Receiver of the message (who)
 Employees, intermediaries (B-B), media editors, decision makers, present 

and future customers (last week)
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Communication Theory: Processes
Encoding

 Process of translating a message into words and symbols that are relevant to the 

intended audience (how people will interpret) 

Interference

 Creates noise - disrupting communication

 Includes competitive activity, competitors’ messages transmitted at the same time.

 Protectionism –Japan V China (nostalgia-nationalism) eg Buy Australia 

Environmental factors impact on promotions

 Degree to which local tastes and preferences are catered for

 Sensitivity to social norms

 Conformity to religious mores

 Conformity to standards of behaviour (How strict is this)

Think about the differences we spoke about last week

 Feedback

 Enables assessment of the communications’ objectives

 Depending on the form of promotion employed, the feedback can be immediate
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Constraints in International Marketing 

Communication

• Language differences - within and across world markets 

• Marketing acceptability - varies with politics, history and economic development

• Media availability - useability

• Intermediary availability - advertising agencies, research institutions, and so on

• Activities of competitors - international and local firms

• Product acceptability - direct promotion of certain products prohibited in some 

countries

• Government controls - regulation of promotional activities
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Communication complications in 

International Marketing

• This advertisement could not be shown in Dubai or Iran - why not?

• Video link: http://www.youtube.com/watch?v=ylxkhtQL65Q

http://www.youtube.com/watch?v=ylxkhtQL65Q
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Factors in International Communication: 

Overview

• Culture

• Communication principles

o Conversational

o Presentation 

o Written word

• Language

• Education

• Economic development

• Media infrastructure

• Government regulation
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 Culture

 High context cultures vs Low context cultures (last week) 

 Importance of social context

 High context culture - communication approaches should imply rather than 

directly state the obvious

 Low context culture - the reverse applies

 Conversational principles

 Identity of the people, the firm; body language

 Presentation principles

 More formal cultures; length of message (Japan)

International Marketing Communication: 
Factors
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 Written-word principles

 Vary structure of message according to context of culture

 Language

 Translation

 Precision with which meaning is conveyed

 Context and interpretation of the message (situation)

 Education

 Use of different media and literacy (Internet)

International Marketing Communication: 
Factors (Cont’d)
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 Economic development

 Consumers able to afford the product

 Acceptable level of sophistication of product

 Media availability - which can people afford to patronize? (do they 

own a TV-Buy a paper/magazine)

 Media Infrastructure

 Availability, reach, cost and effectiveness ($)

 Media availability limited in relation to demand

 Local content requirements

 Alters optimal promotional mix

International Marketing Communication: 
Factors (Cont’d)
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 Government Regulation

 Most countries regulate the use of the media

 Relate to product, the content of what is said, how it is said, etc.

 Bans on advertising (cigarettes-alcohol)

 Moral and religious values (eg showing skin)

 Promotion to children (US and Europe-Times of day and type of 

advertising allowed-fast food advertising)

International Marketing Communication: 
Factors (Cont’d)



Point of Purchase 

(POP / POS) & 

Packaging

International Market examples

25
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POP
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Packaging 

29



Copyright © 2017 Pearson Australia (a division of Pearson Australia Group Pty Ltd) – 9781488611162 / Fletcher / International Marketing, 7e

Avo Packaging 
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International Promotion Strategies: 
Pull versus Push

 Pull strategy: 

Communication strategies targeted directly towards overseas consumers or 

end-users

 Push strategy:

Communication strategies targeted at the different members of the 

distribution channel
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• Country of Origin (COO)

o Provides customer with a tangible cue for evaluation

o Can either add to or detract from the image of the product

o Research finds that ‘owned by’ is becoming as important as the country of 

origin cue of ‘made in’

Issues
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Experiential Advertising 
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Sport Advertising 



Copyright © 2017 Pearson Australia (a division of Pearson Australia Group Pty Ltd) – 9781488611162 / Fletcher / International Marketing, 7e

Transport (Transit) Advertising 

New York subway ads link: https://youtu.be/XOsBLC72iDc

http://www.youtube.com/watch?v=XOsBLC72iDc
https://youtu.be/XOsBLC72iDc
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Outdoor Advertising 
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Mini …. Let’s Motor campaign
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Outdoor Advertising (Pre-Launch) - Also part of PR  
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Outdoor Advertising - Climate  
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Support for new mums (Targeted Magazines) 
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Can use 
visuals 
without a 
lot of copy 
to convey 
strong 
imagery?
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Product Placement
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Sponsorship 
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JPOP and KPOP?
Link to personality –

popularity. Link to 
aesthetic, popularity, 
celebrity  

Video Link: https://youtu.be/prB9uWSuayE

http://www.youtube.com/watch?v=prB9uWSuayE
http://www.youtube.com/watch?v=Gn5NDRlW--8
http://www.youtube.com/watch?v=hdTRrq5Vw8g
https://youtu.be/prB9uWSuayE
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Advertising in International Markets: 
Some Case examples

VIDEO LINK:
https://www.youtube.com/watch?v=j9VS9DkbOxw&feature=related

VIDEO LINK: https://www.youtube.com/watch?v=it-voN-JeJw

• Interesting ads???
• Can you guess who the Hero Brand is?
• What have they decided to use this 

message strategy?

https://www.youtube.com/watch?v=it-voN-JeJw
https://www.youtube.com/watch?v=j9VS9DkbOxw&feature=related
https://www.youtube.com/watch?v=j9VS9DkbOxw&feature=related
https://www.youtube.com/watch?v=it-voN-JeJw
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Persuasion 

50

Best Superbowl Ads of 2019 
VIDEO LINK: https://youtu.be/8tLXmpyEreY

https://youtu.be/8tLXmpyEreY
https://youtu.be/8tLXmpyEreY
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Benefit 
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VIDEO LINK: https://www.youtube.com/watch?v=G01psD8GU-M&feature=related

https://www.youtube.com/watch?v=G01psD8GU-M&feature=related
https://www.youtube.com/watch?v=G01psD8GU-M&feature=related
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Motivation 
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VIDEO LINK: https://www.youtube.com/watch?v=XcUC3Q4q9ng

https://www.youtube.com/watch?v=XcUC3Q4q9ng
https://www.youtube.com/watch?v=XcUC3Q4q9ng
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High Context versus Low Context
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VIDEO LINK: https://www.youtube.com/watch?v=5n3Db6pMQ-8

https://www.youtube.com/watch?v=5n3Db6pMQ-8
https://www.youtube.com/watch?v=5n3Db6pMQ-8
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Cool / Funny / Emotional   
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VIDEO LINK: https://www.youtube.com/watch?v=kuRn2S7iPNU

https://www.youtube.com/watch?v=kuRn2S7iPNU
https://www.youtube.com/watch?v=kuRn2S7iPNU
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VIDEO LINK: http://www.youtube.com/watch?v=E8ze0dJFd-M

VIDEO LINK: http://www.youtube.com/watch?v=X21mJh6j9i4

http://www.youtube.com/watch?v=X21mJh6j9i4
http://www.youtube.com/watch?v=E8ze0dJFd-M
http://www.youtube.com/watch?v=E8ze0dJFd-M
http://www.youtube.com/watch?v=X21mJh6j9i4
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VIDEO LINK: 
http://www.youtube.com/watch_popup?v=K-Rs6YEZAt8

http://www.youtube.com/watch_popup?v=K-Rs6YEZAt8
http://www.youtube.com/watch_popup?v=K-Rs6YEZAt8
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• International communications strategies need to take a variety of language, 

cultural and social issues into consideration. 

• What is appropriate, both in method and content, in one country may not be in 

another.

• Take the advice of local people when designing your communications campaign.

Summary 



End Chapter


