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[bookmark: _Toc512515564]Introduction
International marketing is generally the principles of marketing applications throughout the world. However, in some places it is referred to as global marketing also, although both words can be used to refer the same term. With many other elements of marketing, this term has no particular definition. This is to understand the marketing strategies of one or more country and their business principles. According to the standard definition of American Marketing Association (AMA) “international marketing is the multinational process of planning and executing the conception, pricing, promotion and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives”. It is also important to know who actually employs international marketing.  It is evident from the above definition that almost anyone with the desire can market internationally. But they need to do international marketing with varying levels of success, depending on the thought and research that is put into the international marketing strategy. Also the companies that deal globally can be a good substance for international marketing (Armstrong et al, 2015).  The Companies who are expert in selling goods that have customs restrictions, like food and live plants and medicine or medical equipments, must contend with a more perfect regulatory process before marketing their products internationally. On the other hand, they may have a more difficult time while setting up their international export business in the global market. These companies also have the opportunities to expose other countries to their native products. Now what kind of customers the internal marketing handles is an important aspect of this assignment. While talking on this topic, customers come automatically into the discussion as they play a vital role in international marketing field. Depending on the type of product target audience is chosen by the company. 
[bookmark: _Toc512515565]Brief background of the company:
Penhaligon’s is an UK based company, dealing with international market for British perfume. It is also known as the British Perfume House. The company was established in 1860s by William Henry Penhaligon. Their first store has been started in convent Garden. Other shops are opened in London which includes the Burlington Arcade, Regent Street, Mayfair, Kings Road, Islington, the Royal Exchange. Other shops of the company have also been established outside of the capital of Britain in Edinburgh, Cambridge, and Chester. The company also has established internationally in Paris, New York City, Hong Kong, San Francisco and Singapore. In 2015 Penhaligon's has launched two new fragrances which were made after getting inspired by the wilds of the British Coastline. One is Blasted Heath - 2015; Inspired by the power of the sea and the other one is Blasted Bloom - 2015; Inspired by the wild flora of the British Coastline. These established Penhaligon’s international market more strongly. (Bivolaru et al, 2009)
[bookmark: _Toc512515566]Compare and Contrast International Marketing strategies
Domestic marketing and international marketing has a vast difference. So there is a big scope of compare and contrast between these two marketing contexts. Domestic marketing deals with the commercialization of marketing goods. This is different for different nations. On the other hand, International marketing, it is the type of marketing which is stretched across several different nations in the world, i.e. the marketing of products and services is done on a global marketing basis. There are differences as well as similarities between these nations in the context of marketing (Cateora, 2007). These nations are different in culture, management and marketing as well. And the international marketing criteria fall under all of these things. The GDP rate and other factors like the stock market are different for each and every country. The most important comparison is GDP per capita of the marketing context. Countries like India, Malaysia, Turkey, Russia, South Africa, Brazil, Chile and Indonesia etc, are considered as Emerging economies. They are contributing a good amount in global market and there are global funds amassed by Institutional investors of these countries for investing in Emerging economies to get in return as revenue. On the other hand, Ethiopia is still developing a global market. They are yet not prepared to take part in global business.
In other parts of the world, development and growth is steady as compared to these countries. They fall below the poverty line. These countries do not have much courage to launch their business internationally (Chu et al, 2017). These are developing countries and mainly belong to the half of the continent of Asia. They do not have large scale foreign investments as well.
From the previous lines, the present condition of the international market is getting clear. It can be stated that there are a lot of factors which are closely connected with the growth and development of the international market. The growth and development of the international market is also connected with the global economy factors. There are a lot of factors which need to get properly analysed especially when a company like Penhaligon’s planning to pave a great place in the international market. The research-worthy factors are political factors, economic factors, socio-cultural factors and technological factors. The research of these factors in one alignment is known as PEST analysis. A lot of leading international industries prefer to analyse all these factors on a regular basis in order to keep update the marketing strategy and to cope with the new market challenges. In the next lines, the analysis of all these factors which can directly and indirectly affect the business regime of the international companies such as Penhaligon’s- 
[bookmark: _Toc512515567]PEST Analysis
Political factors-political factors are considered as the most influential factors as these factors directly influence the regulation of any international business (Stöttinger et al, 2015). Here few facts such as stability of the political government, laws on the business regime, government position on marketing ethics, governmental policies on the economy, view of the government on the cultures (under religion), need to get properly analyzed. 
It is noticed that all the countries have some political factors and tensions which can affect the business regime regardless of the business type. It takes a stronger conformation when the business tries to pave a place in the international market. The desire, the business making regime can get affected by the political factors. The governmental tax policies often entice particular businesses to get spread into different regions so that the government can get strong amount of taxes. This type of governmental policy takes place in the genre when government notices that the amount of taxes by these particular businesses is significantly lower than others in their country of origin. Generally, international companies allot a strong amount budget in order to develop the marketing strategies and tactics. For instance, incorporation the trend such as focus on the social media can be mentioned here (Czinkota and Ronkainen, 2013). When it is about international marketing then it is a common fact that a lot of countries’ political factors are closely related here. From various surveys, it is clear that if the region has political stability then the businesses will get success at the international level smoothly. On the contrary, uncertainty in the political factors can affect the success of the businesses regardless of the type. The mentioned company, Penhaligon’s is a leading British perfume house and its products have paved a great popularity among a large number of people all across the world. So, it can be mentioned that it has a strong place in the international market and that’s why the British political factors and its business countries’ political tensions and changes can affect its business regime. The authorities should get properly updated about all the political factors in order to cope with the ever changing market challenges. The basic political factors such as – Bureaucracy, Corruption level, Freedom of the press, Tariffs Education law, Anti-trust law, Employment law, Data protection law, Environmental law, Health and safety law, should get properly viewed. 
Economic factors-it is earlier mentioned that PEST analysis is one of the most popular analyzing tools and a lot of leading international companies prefer to accelerate this analyzing in order to remain update about the current and future most economic changes in the market. It is noticed that economic factors have strong influence on the marketing techniques of the companies like Penhaligon’s (Dixit and Skeath, 2015). There is another fact which is also get noticed that customer behavior and their purchasing style is also connected with few facts such as their financial status, belief and emotional relationship with the product and nature of maintaining social status. If the close focus on this fact can be possible then it will result in strong connectivity with the economical factors. The business organisations rather the companies should get aware or properly analyse the economical status and factors of the particular territory before accelerate the advertising and promotional regime. It is noticed that the marketing and advertising regime of any company depend on the emotional responses by the customers. Here the company tries to get connected with the emotional style of the customers in order to leading the life in a healthy lifestyle offered by the company with the usages of its products. The mentioned company, Penhaligon’s is a luxury perfume brand and its promotional regime targets the financially strong people such as upper middle class people and upper class people. It is not that all the parts of a country are financially improved in position and that’s why the variation in targeting the customers gets noticed. 
After sorting out the target customers, company can too face the tensions due to the economical factors changes. There are some common factors which often take place in the global economy and can affect a particular industry such as fashion and cosmetics industry (Zeriti et al, 2014). It is a common fact that when the company stepped into the international market then the purchase and sale regimesget completed by more than one currency. And it is also applicable to the mentioned company, Penhaligon’s. The main aspect is that valuation of the revenue. Revenue holds a great part of profit making regime. 
Currency exchange rates-it is noticed that the changes in the currency exchange rates leave greater impacts on the business profit and securities prices. 	These rates are considered as the ratio of the price of one currency against the price of the other. 
Balance of trade-this is considered as one of the biggest apparatus of a nation’s balance payments. Generally, it compares the quantity of economic commotion between a nation and all other nations. 
[image: ]
Socio-cultural factors-socio-cultural factor is considered as the third most vital factors among all the related factors which can affect the business regime of any company regardless of the type. In order to idealize the native customers’ behavior at the products, the mentioned company, Penhaligon’s should properly analyse the socio-cultural factors. It is noticed that all the culture and society settings are different from each other. And that’s why the proper evaluation of all the covered business area, is truly important (Henseler et al, 2009). In a society, the level of education, the age distribution- all these are closely connected with the marketing initiatives of individual MNCs of any particular region. In order to align the context with the logic, Hofstede’s model can be mentioned here. According to the Hofstede’s cultural model, cultural factors designate the cultural sensitivity. Cultural sensitivity and cultural factors are considered as the important paramount in the business sphere. And both of these, in one alignment extend the marketing tactics of the international companies. How the product is effective and important for the customers’ lifestyle is considered as the customer motivation in order to make a purchase of the products and services.

In order to develop the marketing message and the tactics by the international companies such as Penhaligon’s in anew territory, the organisation should closely examine the traditions, values, social interactions between the customers of a particular region. Actually, it is noticed that if the customer of a particular area cannot properly perceive the utmost advantages of availing the product then it can lead towards the non-purchasing of the product and this is not an appreciated fact for the companies (Hung, 2015). On the contrary, it can be stated that not all the people of a particular region will be able to identify the exact advantages of availing the product. Here Hofstede’s model clearly indicated the properly make understand regime to the customers by the international companies during the globalization of their brand and business. 
Hofstede also mentioned the importance associated with the gender roles within a particular culture and society. On the contrary, it can be stated that how the feminine and masculine culture acts towards the globalization. For instance, a great international magazine such as Cosmopolitan should take the fact in the concern that its expanding into new regions based on the female empowerment will considered as something positive in the United Kingdom and will accepted something negative in the Middle Eastern countries (Elenkov, 2014). The extending of a international brand into new areas is accepted to face complicate situations which goes beyond merely translating into the local languages and from this point it can be mentioned that how the socio-cultural factors donate to the possible impact that an international brand can have in anew area. 
Technological factors-the invention of internet and ever improving technologies has changed the traditional way of business making. And this is also applicable to the various international companies such as Penhaligon’s. It is noticed that in order to counter inflammation and recession availing the new technologies can add new dimensions to the businesses. The high increasing in internet and computer using capabilities is both directly and indirectly improving the efficiency and effectiveness of the businesses. The advancement in the information technological forum has accelerated the possibilities in order to plan genuine global supply chains. Here the manufacturing and warehouses get distributed all across the world by properly analyzing the area where the activities can best perform. In the economic section, it is mentioned that not all the countries are of same currency value and not all of them are financially improved. Although in order extend the business in the international level the mentioned company, Penhaligon’s has to build flexible marketing strategy in order to reach its products and services into all the leading economically improved countries. Actually, it is noticed that the fashion sense and high class lifestyle is dipped in the genre of the economically improved countries. The mentioned company, Penhaligon’s is a leading perfume brand and obviously it is a luxury brand with high class pricing regime (Erem and Menguc, 2015). When a nation is economically strong then it must has improved technological usages too. But the great factor is that a lot of countries are getting aware of the ease of technological aspects and use of technologies getting viral into the middle class countries too. When the economically less strong countries are availing the advanced technological aspects then the international brands too can reach the countrymen in order to expand the business and profit level. 
The technological regime of the international companies should be easy and complication free so that a large number of people all across the world can avail the products and services only though the smart phones and personal computers. Online payment regime too plays a vital role here as the customers can feel reluctant to make purchase online. As an international brand through the promotions or through other ways make understand the customers that it is a trusted site and they can purchase at any time without any fear of embezzlement, is considered one of the most important duties in order to grow the business (Johnson, 2016). Here the companies should enable easy and complication free flexible websites and trusted payment regime. Nowadays, a lot of leading international brands prefer to promote the services and the products through the social media platforms in order to ensure the customers of a large region about the advantages of the products and services. The mentioned company, Penhaligon’s, too can follow this regime in order to internationally pave a great place. When technology is this much important factor for the marketing regime of a business then the company should put focus on the educational regime to the customers rather than taking the knowledge of the customers for granted. And the regime should be based on the responses of clients in an existing region. 
Through the analysis of these important factors getting a clear idea on the Cultural Communities and Human Aspects, but also comprehending differences and similarities across market structures, economic and political features, and socio-demographics, is possible. 
[bookmark: _Toc512515568]Segmentation Targeting and Positioning
Strategic Models-from the brief, it is a clear fact that Penhaligon’s is a leading international company and it has its own market in a lot of countries all across the world. It is noticed that all the international brands rather the companies have some specific strategies in accordance with their business regime and goal. And these strategies are built after properly analyzing the facts such as decisions which are crucial to the business. Generally, there are three models which are getting used in order to receiving better result and to achieve the business goals. These include-
a) Segmentation, targeting and positioning b) four P’s and c) directional development.
In the earlier sections of this assignment, there it is mentioned that when a company or a business enters the world of international market then it has to take care of a lot of things. It is an all accepted fact that marketing strategy is one of the vital things for any company regardless of the type which leads the business to the next level (Jurevicius, 2013). International market get affected due to a lot of factors (mentioned in the assignment) and that’s why the business heads always needs to remain update about all the changes take place in the market. There are a lot of tools available in the today’s market in order to properly analyze all the factors which can directly and indirectly affect the business and profit regime of the companies. 

Penhaligon’s segmentation, targeting and positioning 
STP- segmentation, targeting and positioning, is considered as the modern approach of marketing. Generally, it is the most used marketing model in practice. According to the scholar and efficient marketers, it has gained the second place just after the SWOT analyzing tool. 
[image: ]
It is noticed that, in order to come to an effective solution to improve the current business strategy, the segmentation, targeting and positioning regime should be specific. An international brand deals with different types of criteria of the customers all across the world. And that’s why most of the leading business organisations need to categorize the target audience into different sections. It is a common fact that when there is too much diversity in the criteria of the customers then the mentioned company, Penhaligon’s should categorize the products and services in order to attract all types of customers all across the world (Baker, 2014). Customer support and brand popularity in one alignment accelerate the success of the company. The utmost benefit of availing the STP evaluation is it helps to divide the probable customers into different according to some basic factors such as age group, gender, social life and class. Segmentation is of mentioned types: geographic, demographic, behavioral, and psycho-graphic.
Penhaligon’s segmentation-it is noticed that the mentioned company, Penhaligon’s follows the group segmentation regime. And in order to accelerate the group segmentation the company has to pour focus on the group of the people (McDonald and Wilson, 2016). It is earlier mentioned that, generally the upper class and upper middle class people have fascination about the luxury products and the variation takes place within the gender differentiation too. The company targets to grab the attention of the people who are fascinated by luxury fashion regime. 
Penhaligon’s targeting-it is noticed that the mentioned company, Penhaligon’sprefers to attract the attention of the customers who are under forty. It is noticed that these people are considered as the most successful and prefer to remain attractive always. In order to maintain a modern and aristocratic look, they prefer the luxury perfume as one of the integral items. 
Penhaligon’s positioning-brand positioning and brand personality is closely related. According to the Penhaligon’s, “strive to create original scent for discerning eccentrics of today…” is the main motto. Along with this, it should too be mentioned, “believe in emotive power of fragrance can unlock memories and open doors; stop us in our tracks, lost somewhere for a moment in time; triggering recollections…” -from these lines, a clear outlook of the company’s positioning can get collected. According to the brief, it is trying to get a better pavement in the international market and that’s why getting specific in all these mentioned aspects is truly necessary for the mentioned company, Penhaligon’s. 
The next table is of proper illustration of Penhaligon’s segmentation, targeting and positioning:
	Type of Segmentation
	Segmentation criteria
	Penhaligon’s group target segment

	
	
	Penhaligon’s
	Fragrance Oils

	Geographic
	Territory 
	Domestic/ international
	Domestic/ international

	
	Density 
	Urban/rural
	Urban 

	Demographic
	Age 
	16-40
	25-40

	
	Gender 
	Males and females 
	Males and females

	
	Income 
	High
	High

	
	Occupation 
	Professional 
	Professional 

	Behavioral
	Loyalty 
	Hard core loyal/ soft core/switchers
	Soft core loyal/
switchers

	
	User status 
	
	

	Psychographic
	Social class 
	Upper class/ upper middle class
	Upper class/ upper middle class


From the mentioned table, it is getting clear that all the groups are of the chances to be subjected for the further segmentation, targeting and positioning regime (STP). 
According to the criteria of the assignment, here the differentiation between two leading nation’s marketing strategy should get mentioned. Here the chosen nations are the United Kingdom and the India (Nagle et al, 2016). It is earlier mentioned that the mentioned company has its branches all across the world or simply through the international online purchasing sites; it can reach to its target customers. From the earlier sections of this assignment, it is clear that all the leading companies have some basic strategies but according to the business area, products, the strategies need to get updated. 
	India
	The United Kingdom

	· It is noticed that the brands needs to pour attention towards the promotional regime in order to create better brand awareness. 
· Here the pricing factor too should get properly analyzed. 
	· The brand has managed a lot of awareness as it started the journey from this nation. It is leading the country with its quality approved products. In order to maintain the leading position the company should pour focus on its products.
· Here the brand can maintain a fixed pricing regime. 



[bookmark: _Toc512515569]Four P’s evaluation of Penhaligon’s
The term ‘four P’s’ referred four categories, such as, product, price, place and promotion. The regime of marketing mix and four P’s were introduced into the genre in 1950 by Neil Borden. It is considered as the great regime for the international companies in order to take into concern the physical barriers which prevent the widespread adoption of a product. 
Product-the first P is there to enlist the products and services offered by a certain company for the customers. Here the product should be attractive for the products that the customers enlist it in their requirement list (Yeniyurt et al, 2015). The mentioned company, Penhaligon’s, is offering generally four ranges of products such as fragrances, bath and body, grooming, candles and gifts. In order to achieve the goal or to ensure the success, the marketing department of the mentioned company, Penhaligon’s, should properly understand the life span of their products. And here the business executives need to know the ways to deal with products of every stage of their life cycle. Along with this, it is also noticed that how much charge the company fix on the products, it depends on the quality and type of the products. Which type product can business and make profit in which area, it can be best evaluated through the existing market surveys. 
There are a lot of fats rather a lot of queries come with the products of the mentioned company, Penhaligon’s, such as the products are animal tested or not, the products have any animal compound or not. In order to inform the customers, the company has clearly mentioned that it does not prefer the animal testing regime and hasn’t use any animal compound and any vegan one can use the products without any complication (Rugman and Verbeke, 2017). Along with these, it too should mentioned here that all the products of this company come with three years self life. 
Price-the second of the term is there to mention the pricing regime and factor of the products. Here the marketers need to build a line between the price of the real product and the perceived value of the product. Along with these, the supply costs, seasonal discounts and the prices offered by the market competitors should properly analyzed before providing final stamping on any product. In the earlier section, it is mentioned that the mentioned company, Penhaligon’s is a luxury perfume brand and that’s why its pricing range is little high than the rest competitors of the market (Schlegelmilch, 2016).  Along with business area, the area of its production too relevant here and all its products get produced in the United Kingdom and have passed all the acts and laws. And the price also gets determined according to the United Kingdom regime. Often it is also noticed that the business executives can manipulate the price of a product in order to make the customers believe that the product is from a luxury range. The mentioned five types products are of the luxury range and popular in the high class people. 
Place-the third P stands to indicate the place rather the business making places. The place is mainly based on the areas where the products get sold and in which way the products get delivered in the market. The goal of the business executives of the mentioned company, Penhaligon’s, is to bring the products in the lime light in order to grab the customers who are most likely to purchase the products (Solberg, 2016). According to the market area, often the international companies prefer to place certain products in certain stores (both online and offline). And here the company needs to inform the customers that which products are available where. In some cases, the placement can be referred to the act of placing the particular product on the TV shows, films and even in the online blogs in order to attract a large number of smart buyers. But it is also noticed that this type of placement partly cover the promotional regime. The mentioned company, Penhaligon’s, follows all these placement ways in order to reach the business to the next level. 
[image: ]
Promotion-the fourth P stands for the promotional regime of the companies. The profit and business regime is closely connected with the promotion of the brand and the product. The promotional regime includes the advertising, public relation and promotional strategy (Terpstra, 2012). These three factors are closely connected with the rest three parts (P’s) of the marketing mix. The mentioned company, Penhaligon’s, has enabled a promotional regime where they make clear to the customers why they need the range of the products or how the products can add advantages to their lifestyle. Along with these facts, it is also noticed that the marketing teams of the mentioned company, prefer to accelerate the promotion and placement regime in order to reach the core target audiences from where most of the people likely to become customers of the brand. 

[bookmark: _Toc512515570]Directional Development
Directional development is truly important in both the fields such as starting a new a business and to expand the new business in the international marketing. Guiding the company is truly essential in order to execute the plans and to achieve the future goals. When the company is budgeting with its own staffs, following a directional strategy is very much important here to successfully execute the plans. And this is also applicable to the mentioned company, Penhaligon’s (Wilden and Gudergan, 2015). It is noticed that, the international markets always get affected by several factors as here a lot of countries and their contributions are directly connected. And that’s why the companies need to evaluate and implement the best development strategies on a regular basis. Small to large, all types of companies can form their own and specific directional development strategies in order to reach the business to the next level. 
[bookmark: _GoBack]All the procedures result in some yeasts and this is also applicable to the implementation regime of marketing strategy of the mentioned company, Penhaligon’s. In order to conceal all these yeasts and to cope with the ever changing market challenges leading the business through the proper development regime is truly necessary (Yüksel, 2012). The mentioned leading perfume company, Penhaligon’s, has paved a place in the international market. In order to leading the position, achieve the success and to beat all the industry competitors, evaluating all the related factors is truly important for the mentioned company, Penhaligon’s (British Perfume House). 
[bookmark: _Toc512515571]Conclusion
Now the assignment has reached its conclusion point. The assignment is of a long discussion based on the related factors which can affect the international marketing regime. From the discussion, it is getting clear that when a company is trying to pave a strong place in the international market then it should get aware of all the related factors which can affect the growth and development of the business in both direct and indirect ways. There are a lot of tools available in the genre to properly analyse the related factors such as PEST analysis, marketing mix (mentioned in the assignment). Keeping all the necessary data based on the changes in the market and trend is really important to beat the competitors within the industry and to cope with the new challenges of the international market. 
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