
San Diego State University
Imperial Valley Campus

MKT 769
Lars Perner, Instructor

Seminar in International Marketing
Spring, 2006

SAMPLE FINAL—SAMPLE ANSWERS

Please see the syllabus for the format of the exam and expectations.
On the actual exam, you will be given approximately one half page of space to
complete the short answer questions and two pages for the issue spotter essay.

Part I—Short Answer. Please answer any six of the following short answer questions:
1. Rap singer Greedy G would like to use the Internet to promote his songs across the

World. Please address language issues as they relate to the Internet.

By now, a majority of Internet users does not speak English. Outside
the U.S., the British form of English is used in most areas. To
maximize sales, translations into other languages may be appropriate.
Special handling may be needed to ensure proper display of any web
sites in Asian languages or using the Cyrillic alphabet since these
languages use “two bit” characters.

2. Country singer Red N. Eck would like to sell his CDs to fans around the world through
the Internet. That is, customers would order the CDs, pay with a credit card, and
have the CDs shipped to their home. How suitable is this product for sale on the
Internet? Please explain your reasoning.

Due to their low absolute margins, it selling single CDs over the
Internet is unlikely to be effective. Selling through traditional
distribution systems is likely to be more cost effective. If a large
number of CDs can be sold at any one time, absolute margins will be
more appropriate and CDs would then have a favorable value-bulk ratio.
If there are very few fans who like this singer’s music, Internet
sales may be suitable. This will be an expensive way to distribute,
but retailers are less likely to carry albums for which demand is
limited.

3. According to the text, how do pull and push marketing strategies differ?

“Push” marketing strategies emphasize selling what the firm is
currently selling regardless of customer needs. Aggressive sales
people, price promotions, and heavy advertising may be used. “Pull”
marketing, in contrast, emphasizes meeting customer needs which may
have to be served by new offerings.

4. Greedy G has heard that a number of his CDs are being diverted from the markets of
the countries to which they were shipped to other markets. Please discuss how this



diversion comes about, its consequences, and what might be done to reduce the
likelihood of future diversion.

Maintaining large differences in the price of an identical product
across country markets is often not feasible. Through the process of
diversion, arbitrageurs are likely to buy up supply and then parallel
import it into countries where prices are higher. If serial numbers
can be put on CDs, Greedy G’s record label can try to refuse to sell
to distributors who sell to unauthorized importers, but this is
cumbersome and may be circumvented. Greedy G can try to produce
different versions of the albums for different countries or reduce
price differences across country markets.

5. Please discuss the significance of transfer pricing.

Transfer pricing is the price paid by one subsidiary of a firm for a
product. When a product is made in one country and sold in another,
the subsidiary in the importing country adds value through local
marketing efforts and brand building. However, much of the value of
the product created in the country of origin. For accounting
purposes, the importing subsidiary must be charged a price so that the
value supposedly added in each country can be determined for tax and
performance evaluation purposes. Some firms may try to realize as
much of the profit as possible in jurisdictions where tax rates are
lower so that a smaller amount of profit is subject to taxes at higher
rates.

6. According to the authors of The Culturally Customized Web Site, what are some web
site features or characteristics recommended for highly collectivistic societies?

The following types of features are suggested:

 Clubs
 Chat rooms
 Emphasis on community relations
 Family (“we”) theme
 Loyalty programs
 To company or brand
 Demonstration of connection to local community
 Symbols/pictures of national identity—e.g., flags, local

architecture
 Local role models

7. According to the text, how do direct and indirect channels differ?

In direct channels, the manufacturer will deal directly with
distributors in foreign countries. In indirect channels, this contact
will be done by a domestic distributor and the manufacturer thus does



not have to get directly involved in negotiating with foreign
distributors.

8. Please discuss characteristics of societies that favor quick diffusion of new
innovations.

The following characteristics of societies tend to lead to faster
diffusion of new innovations:

 Modernity: Countries that value progress as good (as
opposed to being suspicious of new innovations) tend to be
more receptive.

 Homiphily: Countries with populations that are relatively
homogenous in (in terms of factors such income, ethnicity,
social class, and lifestyle) tend to adopt new products
more quickly because people are more likely to imitate
others who are more similar to themselves.

 Physical distance: The closer people are to each other,
the more new innovations are seen.

 Percentage of women in the workforce: When more women are
in the work force, family income levels tend to be higher
and women will have a greater influence on spending. Women
in the workforce also meet more women whose innovations
they can adopt.

Part II—Issue Spotter Essay. Please address one of the cases below based on criteria discussed
in the syllabus.

A. Dell Computer is now active in many countries. Although the firm started in the United
States, sales efforts quickly spread to European and Asian markets. Dell claims to save a
great deal of money by making computers to order with exactly the components that a
customer wants. Dell now offers computer peripherals such as printers in addition to the
computers. A major marketing point for Dell is the optional on-site service agreement
that is available to consumers. With this agreement, Dell offers to send a representative
within one business day to the customer’s site to fix any problems that come up with the
computer. Dell’s advertisements suggest that consumers save by buying directly from
Dell, but across the World, prices paid in retail stores are usually not higher than those
paid to Dell on comparable computers. So far, Dell has not become significantly
involved in the software side of the computer business.

Computers, being relatively expensive, carry a relatively large
absolute margin and have a relatively high value-to-bulk ratio. These
factors make it possible to use Internet based direct-to-consumer
sales more efficiently. If peripherals are bulkier or have lower
absolute margins, using e-commerce here may be less profitable. One
problem, however, is that consumers in many countries are
uncomfortable buying over the Internet with their credit cards, in
part because they may have less fraud protection. Consumers in less
affluent countries may be more price conscious and may be less
receptive to Dell’s claims of saving customers money.
Because computers are made of a limited number of components,
adaptation from one country to another may be relatively easy.



However, providing the onsite support program may be more difficult in
new markets since it may be difficult to get complete geographic
coverage.

Computers have already spread widely across developed countries, and
future growth here may be limited. The International Product Life
Cycle suggests that there may be opportunities to switch to other
countries where demand will arise later. Currently, entry into
countries such as China may be risky, and Dell may have adequate
growth opportunities in safer markets for now, but failing to
emphasize this market now may limit opportunities later.

Software may require a great deal more customization, but this may
also be an opportunity for differentiation.

Since many parts of the computer would have to be imported, nominal
income levels are important. Part of the cost involves assembly where
local costs may be lower. In any event, in many countries, only a
small elite can afford computers, so the characteristics of this
market will be more important than national averages.

B. Nikon has a long history as a manufacturer of cameras. Nikon’s cameras have long been
associated with quality across the world. The growth in the camera market today is
within digital cameras, as sales of traditional film based cameras are actually declining
in most Western countries. Digital cameras have the advantage that the customer does
not have to pay for film and that pictures are automatically in electronic format.
However, digital cameras with good picture quality currently tend to be significantly
more expensive than traditional cameras. If one has a color printer, one can print out
pictures on photo paper, but this will usually be more expensive than it is to have film
based pictures developed and printed. It is also more expensive to take the digital
camera “flash cards” (small disks with film files) in to a developer to have prints made.
Despite costs, current sales are high due to high adoption rates in more affluent
countries, but consumers in many less affluent countries are less able to afford this
product.

Computers, being relatively expensive, carry a relatively large
absolute margin and have a relatively high value-to-bulk ratio. These
factors make it possible to use Internet based direct-to-consumer
sales more efficiently. If peripherals are bulkier or have lower
absolute margins, using e-commerce here may be less profitable. One
problem, however, is that consumers in many countries are
uncomfortable buying over the Internet with their credit cards, in
part because they may have less fraud protection. Consumers in less
affluent countries may be more price conscious and may be less
receptive to Dell’s claims of saving customers money.
Because computers are made of a limited number of components,
adaptation from one country to another may be relatively easy.
However, providing the onsite support program may be more difficult in
new markets since it may be difficult to get complete geographic
coverage.



Computers have already spread widely across developed countries, and
future growth here may be limited. The International Product Life
Cycle suggests that there may be opportunities to switch to other
countries where demand will arise later. Currently, entry into
countries such as China may be risky, and Dell may have adequate
growth opportunities in safer markets for now, but failing to
emphasize this market now may limit opportunities later.

Software may require a great deal more customization, but this may
also be an opportunity for differentiation.

Since many parts of the computer would have to be imported, nominal
income levels are important. Part of the cost involves assembly where
local costs may be lower. In any event, in many countries, only a
small elite can afford computers, so the characteristics of this
market will be more important than national averages.


