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Fundamentals of International 
Marketing  

A closer look at the marketing planning process
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Intern. Marketing Plan
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Macro Environment:

Micro Environment:

Internal Environment:

(1) political, (2) technological, 
(3) economical, (4) legal, 
(5) socio-cultural,
(6) Environment

• the industry 
• the customers 
• the competitors  
• the partner 

• the organisation 
• the people
• the process 

Macro, Micro and Internal Environment

Source: Elliott, Rundle-Thiele, Waller (2014): Marketing,P. 56. 
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Analysis of the macro environment (selection)

Stability
political
environment
Influence on 
laws/ 
regulation
Trade 
agreements
Control

Interest
Growth (GDP)
Revenue 
structure
Inflation, 
unemploy-
ment rate

Cultures, 
subcultures
Religion
Population/ 
development-
trends
Size of the
household
etc.

Use of new
technologies
for:
- creation of
innovations,
- cheaper
offers

Environmental 
influences
such as:
- climate,
- climate
change,
- weather

regulations

Laws like:
- competition
act,
- consumer
protection
laws,
- industry
standards
(e.g., 
advertising
regulations)

P E S T E L
(Political) (Economic)

(Socio-
cultural)

(Techno-
logical)

(Environ-
ment) (Legal)

Sources: Elliott, Rundle-Thiele, Waller (2014): Marketing, p. 56. 
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Analysis industry : Porters ‚Five Forces‘

Suppliers Buyers

Porter (1980): Competitive Strategy. 

Market 
competitors 

-> 
intensity of 

rivalry

New 
entrants

Substitutes

Threat of new entrants

Threat of substitutes

Bargaining power 
of suppliers

Bargaining power 
of buyers
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The “Five Sources” model of collaboration

Source: own Illustration based on Burton (1995): Composite Strategy, Journal of General Management 21(1), P. 1-23; 
Picture: Tree of Jhonatan in the Noun Project

1. Horizontal 
Collaboration

2. Vertical 
Collaboration

3. Integration of Partnerships 
(selection)

4. Alliances of diversification 
with companies in related 

segments.

5. Alliances of diversification 
with companies that are not yet 

in connected segments. 
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• Focus in Business To Consumer (BtC): influencing the consumer; the 
Marketing Mix is seen as a kit of tools with which controllable variables in 
the Marketing Mix can be influenced. 

• Focus in Business To Business (BtB): influencing the interaction 
between customer and salesman and therefore an influence on the 
negotiation process. 

Customer Analysis: BtC vs. BtB

Source: Hollensen (2016): Global Marketing, p. 491.
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Supporting functions: corporate infrastructure, HR management

Supporting Functions: Technology Development, Procurement

Value creation through the transformation of input factors (raw materials, 
components) into products;
Sequential process:

Competences: traditional value chain

Hollensen (2016): Global Marketing, P. 35; based on Porter (1980), P. 37f.

R&D Production Marketing Sales & 
Service

DownstreamUpstream

ValuePrimary 
activites 

Secondary
activities

Secondary
activities
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Competences: experiences of the customer

Source: Hollensen (2016): Global Marketing, P. 38; Pine and Gilmore, 1998. 

Experiences are the next step in creating customer value ('experiential 
marketing’)

Customer experiences arise when a company
uses products in combination with service,
to contact customers in a way that creates a special experience (event).

Customer experiences are relevant in the
Business to Consumer and Business to Business area
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Example: IKEA Augmented Reality 

Aesthetic Escapist

Entertainment Educational
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Customer value through experiences

Source: Hollensen (2016): Global Marketing, P. 39

Degree of involvement/ 
participation 

Degree of intensity/ 
connection

Aesthetic Escapist

Entertainment EducationalLow

High

HighLow
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Macro Environment:

Micro Environment:

Internal Environment:

(1) political, (2) technological, 
(3) economical, (4) legal, 
(5) socio-cultural,
(6) Environment

• the industry 
• the customers 
• the competitors  
• the partner 

• the organisation 
• the people
• the process 

And back to the start….

Source: Elliott, Rundle-Thiele, Waller (2014): Marketing,P. 56. 



17Prof. Dr. Simone Roth

SWOT 

S W
O T External analysis

(environmental analysis)

Internal analysis
(company analysis)

Strength

Opportunity

Weakness

Threats
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Intern. Marketing Plan
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1. Based on the situation analysis you crystalize gaps and define 
objectives 

2. The approach to appeal customer segments and the target market 
is summarized in the positioning (STP strategy) 

3. For the positioning different influencing targets can be 
differentiated as well as an international approach

From strategy to implementation

Source: Kotler, Keller (2016), Marketing Management, p. 297.

The theoretical foundation behind each step…
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1. Marketing objectives 
Gap identification:
• To be able to estimate future market demand, different scenarios can be drawn of 

the possible future development (based on trends etc.)
• In this way the ‘gap’ between the market expectations and the companies current 

position comes clear as well as market leader’s / competitors approach. 

Objectives: 
• These scenarios may be the foundation for a discussion of objectives (economic 

and psychographic) and which competence profile the company wants to have in 
e.g. five years time.

• Economic: Sales, Profit etc.;  Psychographic: Awareness, Image, Satisfaction, 
Engagement 

• Objectives must be Specific Measurable Achievable Reasonable and Timely
Source: in accordance to Hollensen (2017): Global Marketing, p. 130f.
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All marketing strategies result in segmentation, targeting and positioning. 
(STP Strategy)

• Segmentation: a company should recognize different needs and groups of 
consumers in the market and based on that 

• Define a target market: for example those target groups whose needs the 
company can uniquely meet.

• Positioning: Positioning is the act of designing a company‘s offering and 
image to occupy a distinctive place in the minds of the target market. 

2. Segmentation, targeting and positioning

Source: Kotler, Keller (2016), Marketing Management, p. 297.
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The build up of a strong brand implies that a brand has a clear positioning in 
the market which

1. emphasizes the distinctive features of an offer
2. are attractive and relevant for the consumers,
3. differentiate from the competition and
4. can be pursuit in the long run. 

3. Positioning

Sources: Esch, 2013, p. 161
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Patek Philippe

‘You never actually own a 
Patek Philippe. 
You merely look after it for 
the next generation’ 
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1. Currentness: create awareness for the offer   

2. Emotion:  create emotional experiences for the offer 

3. Information: based on factual content you create rational evaluation of 

the offer 

3. Influencing targets of positioning

Source: Esch (2014), Strategie und Technik der Markenführung, p. 49ff.
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Positioning target: Emotion
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Mixed positioning
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Influencing targets of positioning

Source: Esch, 2014, P. 49ff.

Conditions Influencing target
Effect on the 
consumer 

desires and 
information are trivial 

information are trivial 

desires and 
information are not 
trivial 

desires are trivial 

Currentness awareness of the offer 

emotional experience 
with the offer

complex mindset 
towards the offer 

rational evaluation of 
the offer 

Emotion

Information

Emotion &
Information

action

action

action

action
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International positioning

Local Market Segment
similar different

Positioning

similar 

different 

Source: Johansson, 2009, P. 391ff.
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PAMPERS GOLDEN SLEEP CAMPAIGN
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International positioning

Local Market Segment
similar different

Positioning

similar Patek Philippe

different Pampers (Pampers)

Source: Johansson, 2009, P. 391ff.
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Intern. Marketing Plan
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First mentioned by Neil Borden (1950); further developed by McCarthy (1964)

The classic Marketing Mix 

Sources: modified from Michel & Pifko 2013, p. 103.

In last years a number of revised versions were developed 
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Brand Identity Nike  
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= added value endowed on products and services, which may be reflected 
in the way consumers, think, feel, and act with respect to the brand

Customer based view on brand equity

Perceived quality

Other brand 
advantages

Brand Equity 
(name, symbol)

Brand 
associations

Brand loyalty

Awareness of the 
name 

Sources: Keller, 2013, pp. 69-73.
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Brand Identity

Personality

Culture

Consumer
Reflection

Relationship

Physique

Consumer
Self image 

View of the transmitter

View of the receiver

Ex
te
rn
al
or
ie
nt
at
io
n

In
te
rn
al
 o
rie

nt
at
io
n

Source: Kapferer, 1992, p. 100.
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Brand identity Nike  

Personality

Culture

Consumer
Reflection

Relationship

Physique

• Just do it 
• Sports equipment, 

athletic shoes, clothes.

• Comfort and motivation: 
‘yesterday you said 
tomorrow; 
run the day, do not let it 
run you 

• Dynamic lifestyle
• Full of energy to achieve 
• Competitive 

• Sportive and athletic
• Technology meets design 
• Active shaping the future  

• A partner that enhances 
people’s athletic life style.

• I am an athlete 
• I am brand conscious 
• I am cool 

Consumer
Self image 
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Marketing Mix – changing over time
Development of 
Marketing-Mix
4 Ps + 3 Ps

Product
Price
Place 
Promotion 

People 
Process
Physical Environment

Classic
Marketing-Mix
4 Ps 

Product
Price
Place 
Promotion 

Source: Kotler, Keller, 2012, p. 47; Wirtz, 2016, pp. 29–33; Kotler et al., 2017, p. 49f. 

Increased importance of 
the service industry 
made it necessary to add 
further elements. 
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Passenger transportation service
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Passenger transportation service
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The flower of service

Billing

Information

Consultation

Order-
Taking

Hospitality

Safekeeping

Exceptions

Payment

Core

The flower of service consists of 
a core service and a range of 
supplementary services 

8 clusters of supplementary 
services: 

Facilitating service: service 
delivery or help in usage  

Enhancing services: 
add extra value 
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Business marketing is concerned with the marketing of goods and services to 
organizations.

The key distinguishing element is 

the nature of the customer rather then 

the nature of the product. 

Business customers create value for their own customers (derived demand). 

=> The business marketer must define the ‚value‘ in terms of helping the 
customer to provide value for the ‚customer‘s customer‘. 

Why is btb marketing different? 

Source: Brennan, Ross; Canning, Louise; McDowell, Raymond (2010): Business to Business Marketing.  
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Different roles within the purchasing process
in BtB

the Decision 
Making Unit 

the Decision
Maker 

the Influencerthe Initatior

the User 

the 
“Gatekeeper“

the Buyer

Source: Brennan, R.; Canning, R., McDowell, R. (2014): Business to Business Marketing, P. 43..
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BtB implications for the 4 Ps: SAVE
• Products / services can 

be technically complex
• Customized to user 

preference 
• Delivery, availability and 

connected services are 
very important 

• Emphasis on personal 
selling, dialogue and 

• Information relevant at 
each point to the 
customer 

• Shorter, more direct 
channels in use 

• Cross-channel access 
• Organization 

involvement as part of 
the supply chain 

• Complex purchasing 
process or 
Competitive bidding, 
depending on 
purchase type 

Solution 

Dimensions
of the

marketing-mix

Access

Education Value

Source: own representation combining Vitale, R.; Giglierano, J.; Pfoertsch, W. (2010): Business to Business Marketing, 
S. 9. and Ettenson, R., Conrado, E.; Knowles, J. (2013): Rethinking the 4P, in Harvard Business Review (Jan/Feb).. 
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Business To Business Business To Consumer 

Designing the global Marketing Program  

Source: Hollensen (2016): Global Marketing, p. 10.

Focus: Consumer Buying Process Focus: Organizational Buying Process

Offer: product or service 

Product Service
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Intern. Marketing Plan
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