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Dear Students please take any topic or issue related to the areas of the international marketing & discusses it thoroughly & critically in your own words. 
Local channels
International marketing one of important issue is finding where your customers live on the Internet. Most of the times, we assume that advertising networks such as Google, Facebook etc are the perfect “portals” for reaching everybody. Depending on our country (Pakistan), this may or may not be the case. Yes, Google, Facebook and LinkedIn are great networks for reaching many users.

But if we want to make campaigns targeting bigger countries such as Russia, China or India, these can definitely not our only options, and not necessarily the best ones.

We will have to spread our campaign to the target customer through the famous and the most using sites in all over the world and we will have to try to select every network.

For example, Yandex is the biggest Russian search engine and one of the most popular in the world. It could be a great way to reach your Russian audience apart from Google.

On another hand if we want to target China and we want to target Chinese public we will probably more likely to find our target audience on Baidu instead of Google. Or on We Chat instead of Facebook. Many countries have their own platforms and applications apart from the big, international ones.

There are some steps to look at our customer regional differences and similarities.

Step 1. Confirm your global business customers

You should already have a clear idea of who your overall target customer groups are as a business. If not, then you need to confirm this to make sure that you are working with a list that also ties in with the overall business and sales goals.
 Once you have confirmed your full list of target audiences with the business, get them to prioritize it for you in-line with their 'thinking', and then sign it off officially. A handy document to have if you ever need evidence to back up any of your decisions!

Step 2. Add your range of digital audiences to the mix

In most cases you will have additional audiences to consider when looking at your digital strategy. These often include:

· Employees

· Media

· Future Employees

· Investors & Shareholders

· Professional organisations
Step 3. Confirm your key regions

Which are your target markets? Do you have plans to break into new regions in the future? Confirm these with your leadership team and (again!) you need to prioritize the list.

Step 4. Match the Global priorities with the local realities

Check your list of target customers against each of the countries you will be including in your strategy. If there is a regional or country business 'owner', then this would be your best contact. It may also be worth chatting to people 'on the ground' to find out the reality of how the business works in this area. Is the order of customer priority the same? Are the sales teams targeting one particular customer group in order to build that market within their country, and if so, is this a long-term sales goal which should be included in your plans?

Step 5. Start digging to really get to know your customers!

So, now is the time to really find out about your customers in each region. You may want to get the help of your regional teams with this, and if language is a barrier it could be worth investing in some local research organisations to help with the process. 

Step 6. Look at the sales hurdles
Is there anything which is stopping your target customers from buying your product or service, or engaging with your brand?
Step 7. Digital habits
As well as behavioural and sales research, you will obviously need to better understand your target customer’s online habits. You'll need to find out the following information:
· How often do they use digital platforms?

· Which platforms do they use .e.g mobile, social

· Where do they go - which are their favourite sites/apps/social networks, and how do they use them?

· At what part of the 'process' are they most likely to find your product, service or first engage with your brand? - e.g. research phase

· Who are the key online influencers in your region? - use a tool such as Radian6 to find out who are the most vocal online sources for your industry/topic/product group/customers

Step 8. Compare findings across regions

You should have a much better understanding by now of who your digital strategy will be targeting and what issues you may face in communicating with them. Now you need to compare your findings from each country in order to establish the similarities and regional differences.

Step 9. Develop a layered global customer view

You will probably have TONS of information now, and a much better understanding of who you are trying to communicate with. To make your life easier you should put this into an easy document or format which can be referred to when needed and used when presenting your findings back to the business and any stakeholders.
We shall have to stay to the following key points: 
· localised unique customer traits

· localised unique customer 'hurdles'

· localised digital use & trends

· localised digital influencers and environments

· Never underestimate the importance of understanding your customers. Now more than ever, you need to do this if you truly want to create a digital strategy which will not only help you to target them, but will also give you the customer engagement and retention which is often needed in order to meet your business goals.

Consumer expectations are high these days, and competition is very high so they will likely only engage with brands that talk the same language, and understand their needs. So for this we will have to make our local channels to get customers from every region we are targeting in the world.
