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ABSTRACT:

Setting the right pricing strategy is a complex task for businesses operating in international markets. This chapter
provides a concise overview of the challenges associated with international pricing. It explores the significance of
factors such as currency fluctuations, market dynamics, competitive landscape, cultural differences, and pricing
regulations in international markets. The chapter also examines key considerations for developing an effective
pricing strategy, including cost analysis, market segmentation, pricing transparency, and value proposition. By
understanding and addressing these challenges, businesses can navigate the complexities of international pricing,
optimize profitability, and maintain a competitive position in global markets.
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I.  INTRODUCTION

When setting prices for their goods and services to meet the demands of the global market, multinational
corporations must overcome the issues listed below. Escalation of Export Prices Exporting entails more processes
and hazards than domestic sales. The export price may be much higher than native nation rates to account for
shipping, insurance, customs, and foreign retail costs. It is crucial to understand if the pricing will be competitive
in that market and whether external clients are prepared to pay more for the goods or services. There are two
options if none of the responses are positive. Finding a technique to lower the export price and positioning the
product as a premium or exclusive brand are the first two options [1], [2]. Inflation Severe and unchecked
inflation may provide a significant challenge for MNCs. Pricing decisions and cost management demand the
whole commitment of the marketing and finance departments if inflation rates are high. Changing a product's
component or packaging, buying raw materials from low-cost vendors, cutting credit terms, etc. are a few
methods to combat inflation.

Currency Movements Because exchange rates are volatile; it is difficult to establish a pricing plan that will
eliminate variations. The percentage of exchange rate gain or loss that should be passed on to clients (the pass-
through problem) and determining which currency price quotations are supplied in are important factors to take
into account [3], [4]. Transfer prices are the fees associated with transactions involving the exchange of raw
materials, parts, completed goods, or services. Stakeholders in transfer pricing include the corporation, regional
managers, foreign and domestic governments, and joint venture partners. Transfer price is impacted by tax laws,
regional circumstances, flaws, joint venture partners, and management morale. Anti-dumping Regulations
Dumping refers to the practise of selling imports for an excessively cheap and unjust price. Recently, nations
have passed anti-dumping legislation to safeguard their own businesses. Global pricing should take anti-dumping
rules into account [5], [6]. Place alludes to the whole distribution process, including customer enquiries and post-
sale support. International businesses engage in direct or indirect sales. Designing the marketing channel is a
crucial component of marketing management. The longer the channel, the more away from the consumer the
product's manufacturer is, and the greater the chance that something will go wrong. The majority of producers
have little to no interaction with consumers; the merchant is the one that cultivates that connection. Due of this
lack of communication, producers find it more difficult to learn what consumers think of their goods, what they
would want to alter, and what new items they could find appealing. Additionally, it implies businesses must put
in more effort to promote brand loyalty [7], [8]. Marketing managers must determine both the length and breadth
of a channel. Who will handle the product retailers, distributors, etc.? A foreign company sells its goods directly
to consumers abroad by setting up its own overseas marketing division or through foreign marketing middlemen.
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Selling in an indirect manner involves using domestic agents or domestic merchants. This route is lengthy and
involves several marketing middlemen.

Il.  DISCUSSION
Factors Affecting Choice of Channels

Prior to comprehending the peculiarities of the foreign market and its established common system, intermediaries
or channels of distribution must be chosen. When selecting a specific channel, the following are the main
considerations:

1. The particular target market both within and across nations.
2. Volume, market share, and profit margin objectives.

3. The organisational and financial obligations.

4. Control over the channels' features and length

Promotion

When a multinational corporation wants to convey its product to prospective clients, promotion enters the scene.
The manner in which a company chooses to advertise its goods and services may have a significant and direct
influence on sales. Promotion increases the product's attraction to international customers. Compared to other P's,
promotion is more culturally dependent. Although promotional tactics may be used all across the world, they are
seldom completely uniform due to linguistic and environmental variations. Translations will be needed for all
promotional materials, packaging, and advertisements. If they want the locals to connect to them, other actors and
imagery may need to be employed. There are several restrictions that differ from nation to country and some
mandate that only local performers appear in all advertisements [9], [10].

Advertising is very important in global marketing, especially for consumer products and durables. The marketing
communications mix includes advertising as a key component. With a single communication, advertising targets
a message to a sizable audience. Advertising offers the advertiser a lot of advantages. The message is at the
advertiser's control. To a certain degree, the advertising and its message would be created according to the
advertiser's requirements. As a result, the marketer may target a large number of prospective customers with a
single message at a relatively cheap cost per person. Personal selling is described as an oral presentation in a
conversation with one or more prospective purchasers for the purpose of making sales by the American
Marketing Association. Personal selling is a term used to describe salesmanship outside of one's own country in
international marketing or company. It works well when there is a little amount of competition or when a
salesperson has to gain the prospective client's trust.

A sales promaotion is any consumer or trade programme with a set time restriction that enhances the real worth of
a brand or product. Promotional sales are thus transient in nature. When a product is initially launched to a
market, it is more efficient. The most popular sales promotion strategies are coupons, contests, price-offs,
giveaways, free samples, and discounts. Public relations is the traditional strategy for promoting sales.

Any intentional contact between a company and its audiences with the goal of building goodwill is referred to as
public relations. The objective of PR is to create and sustain a favourable impression of an organisation in the
eyes of its audiences. PR is proactive and future-focused. Goodwill is a common word to describe this. Financial
reports, internal publications, brochures, catalogues, price lists, and any other kind of corporate-derived writing
are utilised to reach a range of audiences.

Packaging

Regardless of whether we give packaging the ranking of a fifth P, it is unquestionably a crucial component of the
product offering. It is a component of the thing. Many goods must be packaged in order to be sold. Particularly
with regard to mass-produced goods, packaging may be a significant factor in customer choice.

Competitive advantage may be gained via innovative packaging. A provider has an edge over rivals if they
develop a brand-new, improved packaging method. Brand owners zealously defend the packaging since it is an
essential component of the brand identity. Coca-Cola keeps a close eye on its rivals and is quick to raise concerns
if any of their products resemble it’s too closely.

Because of its importance in marketing communications, packaging is frequently referred to as the silent
salesman. Packaging conveys information about the item within. Additionally, informative packaging. It
identifies the nation of origin, describes the components, provides use guidelines, and includes cautions.
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Another way to get customers to utilise more of the product is via the packaging. To safeguard items throughout
delivery, proper packaging is crucial. To ensure that the items are manageable, can be packed properly, and arrive
at their destination in excellent shape, additional packing may be required in this situation. The packaging is a
crucial component of the mix and has to be properly planned for international markets. The following should be
considered:

1. Rules controlling its composition, recycling, and the languages utilised.

2. The size of the package, the colours used, and the languages employed might all be impacted by cultural
differences.

3. How should the instructions be worded, given the country's literacy and education levels? Maybe they
ought to be diagrammatic? Products that pose a risk must be thoroughly described.

4. Protecting the items during travel is one of packaging's primary purposes. How harsh will it likely be
handled?

Branding

For many businesses, brands are crucial assets, and strengthening them is a crucial marketing effort involving the
whole marketing mix. A brand is more than just a look or an idea. It is a collection of ideals that together assures
clients of the resolution to their issues.

Market View

Many terminologies that are often used by businesses and customers have been created as a result of branding.
What drives the brand forwards. Every brand has a distinct personality that affects how customers see it and how
it sets itself out from rivals. Brand personality refers to how a brand communicates and acts. It entails giving a
brand human personality qualities or attributes in order to differentiate it from competitors. Brands may have any
personality trait that can be used to describe a person, such as being youthful, honest, feminist, optimistic,
rebellious, understated, elegant, powerful, or caring. Brand identity encapsulates brand personality. Brand
identity is a collection of emotional and practical connections to the brand. It is a collection of signals, such as the
logo, name, colours, strapline, and packaging, that aid consumers in forming an image of the brand. It originates
from an organisation, i.e., an organisation is in charge of producing a differentiated product with distinctive
gualities. It is the way in which a company tries to define itself. These connections may consist of. Signature
song, for instance, or a company's logo, catchphrase, or colours. An overall brand image is created internally via
the processing of these brand values. Brand image is the consumers' current perception of a company. It indicates
the current values that the brand upholds. It is a collection of opinions people have regarding a certain brand. In a
nutshell, it is nothing more than how customers see the product. It refers to how a particular brand is positioned
inside the marketplace. Brand image is more than simply a mental picture; it also communicates emotional worth.
The brand image refers to how the target market views the product, and this is what matters most to a company.

Developing Brands in Global Markets

Brand Equity: A positive brand image is worth something. Branded items often cost more than generic ones.
Prices for less well-known athletic companies may be contrasted with those of Nike and Adidas. Even though
brand equity is one of the company's most important assets, it is a challenging item to quantify. Brand equity is
the brand's strength and value, which determines its value. The cost to purchase a company is often more than the
value of its tangible assets. Both goodwill and brands are paid for.

Building International Brands

Depending on how the company has developed worldwide and how its overseas operations are set up, several
issues may arise when designing an international branding strategy. A few businesses, like Procter & Gamble and
Coca-Cola, have grown by using their home power brands in foreign markets. when a result, when the businesses
attempt to grow, they must decide whether to create brands that cater to certain regional or national tastes as well
as how to include them into their brand strategy. Other businesses, like Nestle and Unilever, have historically
used country-centered strategies to establish or acquire both domestic and foreign brands.

1. In this context, the term brand structure refers to the firm's present collection of brands spanning
industries, markets, and geographies.

2. Contrarily, brand architecture refers to a formal process and conclusion by which management justifies
the firm's brands and specifies how brand names will be employed at each level of the organisation.

3. Brand architecture also governs how new brands, whether they are created in-house or via acquisition,
will be handled.

Innovative Research Publication 79



International Journal of Innovative Research in Computer Science & Technology (IJIRCST)

There are three types of architecture or structure for branding. Corporate-dominant architecture is most often seen
in businesses with a narrow range of goods or product divisions or with a well-defined target market. Such a
company, like Shell, Nike, Benetton, and Kellogg's, employs a single name and identity globally. When a
company's name is used in conjunction with a subsidiary or product brand, such as Cadbury's Dairy Milk, it is
said to be endorsed. Corporate sponsorship of product brands is becoming more common as a consequence of
global growth and customer need for assurance regarding the quality and dependability of products. By
consolidating the company's goods under one global brand rather than several separate product names, this aids in
creating a worldwide corporate identity for the company and may result in cost savings. This term emphasises
many product-level brands; for example, P&G uses the names Ariel, Tide, and Camay.

Marketing Plan

To distinguish goods and businesses, as well as to create economic value for both the customer and the brand
owner, branding tactics are utilised. The following are a few of the most typical tactics. Co-branding occurs when
two firms' brand names are combined, like when the brand name of the PC manufacturer is combined with the
chip manufacturer's on a PC. This should assist one or both brands because the positive reputation of one spreads
to the other. Companies that sell many items within the same category may choose to multi-brand. The consumer
gets the impression that they have options. They may change brands while continuing to purchase from the same
provider. For instance, Procter & Gamble offers several washing powder brands, including Ariel and Tide. The
aforementioned tactics are continuing. A strong brand may be leveraged to introduce new items with a far higher
likelihood of success, which is one of its many wonderful benefits. There are three methods to add new items
under the aegis of an established brand, according to Kotler:

1. Introduce new product variations under the same brand name, such as a new taste or colour, via line
extension.

2. Inthe same, broadly defined market, brand expansion refers to utilising the brand name on items in a new
category. For example, a biscuit firm may start making cakes.

3. Stretching a brand is employing the name on multiple things.

4. Market, such as a tobacco firm that produces clothing. Richard Branson of Virgin is the master of brand
extending, using a name initially selected for the music business to expand it into aeroplanes, beverages,
trains, radio, cosmetics, mobile phones, and more.

Levels and Alternatives of Branding
There are four degrees of branding or brand alternatives on the global market:

1. Brand vs. No Brand.

2. Manufacturer's Brand vs. Private Brand.
3. Multiple Brands vs. One Brand.

4. Local vs. International Brands

The majority of things are branded, but that does not imply that all products need to be branded. The cost of
branding is substantial and includes things like packaging, labelling, marking, and legal fees. Commaodities, on
the other hand, are unbranded, homogeneous goods that are marketed by grade as opposed to brand. Instead of
uniqueness, grade differentials are used here to price things. Therefore, the branding of such a product will no
longer matter. However, branding should be done whenever it is feasible since it turns a commodity into a
product.

Private Brand vs. Manufacturer's Brand. In the global market, distributors include traders, importers, and
retailers, among others. They refer to their brands as private brands. a trademark that is controlled by the
product's retailer rather than its creator. Rarely, the maker and the reseller may be one and the same. Many of the
Japanese-made TV sets marketed in the US are offered under private brands. With a single brand approach, all
goods sold under the same brand name are of the same calibre, which also makes advertising simpler. Multi-
branding, on the other hand, is the marketing of more than two competitive, almost identical items that are sold
under several, unrelated names and are owned by the same company. This strategy is used when the market in
which a company operates is diverse and needs to be segmented and targeted with a variety of brands. Increasing
the entire market share is the main goal of the multi-brand approach.

Benefits of Multi-Branching

1. less shelf space is available for rivals.
2. Using brand-switchers, who like trying out new products, effectively?
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The Drawbacks of Multiple Branding

mercantilism between different brands.

overlapped market segments' confusion, which will lead to brand switching.
failure brought on by bad management.

failure due to poor business decisions.

Nookw

Multi-Brand Strategy

The American firm Procter & Gamble offers 23 distinct brands, including Tide, Pampers, Gillette, Head &
Shoulders, and others. Unilever is another large FMCG firm that manufactures a number of well-known brands,
including Axe, Rexona, Sunsilk, Dove, and Lipton. Local brands vs global brands. A local brand is a company
that only sold or advertised its goods in a certain locale. Only one nation or area may be home to this kind of
brand. It could also be a brand created for a particular domestic market. A global brand is one that is thought to
represent the same set of values all around the globe. The long-term relationships with customers across nations
and cultures are increasingly important to international companies. Global brands are now widely available in
foreign marketplaces. Facebook, Apple, Coca-Cola, McDonald's, and Sony are a few examples of international
brands. These companies promote and sell the same goods in many markets. Cross-cultural customers are also
familiar with these brands. According to data from Nielsen's Global Brand-Origin Survey. In the food and
beverage categories, regional brands are more advantageous. For baby care categories, international brands are
seen as superior. Favour Global Brands for Personal Care and Beauty, according to Dodd Global brands are able
to leverage their scale and expertise, research and development capabilities, and strong brand equity to provide
high-quality and innovative personal-care products to local markets around the world, he added. As in the case of
computers, a worldwide audience is targeted via product categories with significant global vocation. The goal of
brand strategy is to significantly standardise both brand executions and essence.

Glocal Brand Strategy: Products with a modest global mission that are marketed to an international audience.
The brand should uniformize its core message across markets and customise its executions to suit local, even
regional, needs. It combines elements of globalism with localism in the final output. In order to appeal to the
local market, it exploits the worldwide brand name and distinguishes the offer.

Regional Brand Strategy: In the case of food, demand homogeneity is regional and product global vocation is
weak. For each location, a unique regional brand line should be developed. Considerations for adaptations should
include maintaining a consistent worldwide brand. Cremica Foods, a three-decade-old family business based in
Ludhiana that produces a variety of foods such as sauces, condiments, and snhacks, raised $15 million from Rabo
Equity Advisors in June 2016 and plans to triple its distribution network, add a new food park, and expand its
manufacturing facility by 2020. We want to be a national player and now have the strategy and funds, says the
managing director of the company, Akshay Bector. From being a primarily north Indian brand, we are now ready
to be recognised as a Pan-India player. Regional brands have to work considerably harder to seem respectable
than established, bigger competitors. If regional companies are to continue their ambitions, they will struggle to
stay up with their more established competitors given their restricted marketing resources.

Differentiated Brand Strategy: While demand, as in the banking industry, is mostly localised, the product is
extremely global. In order to achieve economies of scale, the brand should standardise its executions, particularly
in the back office and process, and distinguish its essence to meet regional objectives. Managers struggle to adapt
their businesses to changing client expectations as the competition heats up. Businesses must place their brands in
customers' eyes. Companies must break through the clutter by developing creative methods to grab the attention
of the target audience if they are to accomplish the intended outcomes of their communication strategy. The
marketing mix is crucial to the execution of the majority of marketing strategies. The 4Ps structure has long been
the most popular one, however when thinking about services marketing, the 4Ps are usually expanded to the 7Ps.

The brand managers must regularly monitor the performance of their brands in the marketplace as well as how
the competition is affecting them. The managers may change their marketing plans to attain the intended
performance of their brands by keeping track of how well their brands are doing in terms of sales, consumption,
brand recognition, recall, advertising awareness, etc. The marketing mix of a company should be cohesive, with
each component working with the others to present a unified face and advance the marketing goals of the
company. Uncoordinated marketing efforts are considerably less successful at establishing brand values and
attaining marketing objectives because they confuse target consumers with competing messages.
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Setting Prices for Global Markets

One of the most important and challenging problems facing multinational corporations is global pricing. The sole
component of the marketing mix that generates income is price. All other components are expensive. Therefore, a
company's worldwide pricing strategy might make or fail its attempts to expand internationally. Additionally, a
company's pricing strategy is a naturally extremely cross-functional process based on inputs from the divisions of
finance, accounting, production, tax, and legal. The topic of this lesson is international pricing methods. A
product or service's pricing may make the difference between success and failure. A product's pricing must
correspond to the perceived value and quality by the customer. The rivalry between international and domestic
businesses grows as the globalisation of markets increases. Setting and regulating the real pricing of products in
various marketplaces with various sets of factors is the task of the marketing manager.

Pricing Practises

Pricing is the process of determining the worth of the product or service that will be sold. Making price choices
for products sold internationally is challenging since it requires dealing with different currencies, trade hurdles,
extra cost factors, and lengthier distribution networks. The marketer must have a solid understanding of the target
market before selecting rates. The pricing may be correctly set when the marketer is aware of the audience he is
trying to reach. The pricing strategy must be in line with the overall goals of the business. The main goals of
pricing are often market share, status quo, profitability, return on investment, and product quality.

Price-related Goals
Typically, there are two ways to look at pricing decisions:

1. Pricing as a proactive tool for achieving marketing goals
2. Using pricing as a fixed component in business decisions.

Companies that choose the first strategy, which views price as an active tool for achieving marketing objectives,
often have a targeted return on investment, a targeted market share, or some other particular purpose in mind. On
the other hand, businesses who choose the second strategy, which treats price as a fixed factor in decision-
making, often only export surplus inventory, place little importance on international trade, and see their export
sales as a passive source of revenue. The more a firm can accomplish its marketing objectives, the more influence
it has over the product's ultimate selling price.

Similar Imports

Imported goods offered for sale below the manufacturer's suggested retail price by unregistered distributors.
Parallel imports occur when branded products are brought into a country and sold there without the permission of
the country's trademark holder. When importers purchase goods from distributors in one nation and resell them to
distributors in another nation who are not a part of the manufacturer's usual distribution network, parallel imports
are created. This practise occurs when there are significant pricing differences between the identical items in
several nations. When there are substantial differences in the costs of the identical items in other nations, this
practise is used.

Motives for the Parallel Market

Import quotas and high tariffs that impose limitations On imports of computer components, India imposes a
three-tiered duty system that ranges from 50 to 80%. The grey markets are thought to be responsible for roughly
35% of India’'s domestic hardware sales as a result.

1. Another factor is because transportation is less expensive.
2. Than the country-to-country pricing variations.
3. lllegitimate movie CDs, for instance.

Businesses that are committed to limiting the grey market must set up and maintain measures that efficiently
regulate distribution systems. Parallel imports may harm businesses that sell items with registered trademarks
over the long run. Customers who unwittingly purchase illegal imports are unsure about the product's quality.
Selecting a Pricing Strategy Relies on

1. The company's aims.
2. Customer attributes.
3. The level of inter-firm competition.
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4. The product life cycle phase.
I1l.  CONCLUSION

In conclusion, Businesses that are entering international markets have a complicated task in international pricing.
Businesses may create efficient pricing strategies by comprehending and resolving the issues brought on by
currency changes, market dynamics, the competitive environment, cultural differences, and price restrictions. An
effective international pricing plan boosts consumer happiness, preserves competitiveness, and maximizes profits.
Success in managing the difficulties of foreign pricing requires constant attention to market circumstances,
adaptation to changes in currency rates, and client preferences.
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