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Task 1: The Cultural Environment of International Markets
The cultural environment is considered to have a vital role in the international markets. This is attributable to the differences between a country’s cultures to another. This section summarizes a news article and a journal on the cultural management environment of international markets. 
News Article: Business Mentor: How Cultural Differences Affect Doing Business
The author of the article asserts that the technological development has brought people together. Thus, people from every walks of life have come together despite their cultural differences. The author, therefore, recommends the need to be sensitive and respectful of everyone’s culture. However, this can be achieved through understanding the different cultures and handling every individual with respect. The author goes ahead and explains some cultural differences that face businesses when doing business in foreign countries including differences in; management styles, communication, and valuing time. According to Bartolome (2017), business management styles are distinct from one country to another. For instance, a management style that is effective in European countries may not be appropriate in the Philippines. A good example given by the author is the approach that the managers address their subordinates. The Philippines address their subordinates with their first name while it can be considered as impolite in European countries. The mode of communication also differs from country to another (Bartolome, 2017). For instance, in some cultures, individuals are soft-spoken and allows the communicator to finish what they are communicating while others are blunt and loud and interrupts others when communicating. Thus, it is crucial to understand the communication of culture in foreign markets when conducting business. 
Journal Article: The Social Construction of Cultural Differences in a Siberian Joint – Venture Megaproject 
The authors assert that joint ventures partners experience some challenges due to cultural differences among other conflict interests. The partners in a project particularly from different countries have different interpretations, practices, and intentions (van den Ende & van Marrewijk, 2015). Therefore, collaborative success cannot be achieved without understanding the cultures of each business partner and according to respect. 
The authors also assert that cultural differences are exhibited in various aspects including corporate culture, professional culture, departmental cultures, regional and national cultures among others. Further, cross-cultural interactions have increased with people becoming more accustomed to different cultures around the globe. 
The Relevance of the Articles 
The articles are relevant to Fonterra Company while carrying out operations in new markets beyond New Zealand borders. Being an exporter of dairy products in various parts of the world, the company should consider the cultural differences between New Zealand and the international markets. Besides, the organization forms alliances with the host firms in the international countries and thus, understanding their culture would facilitate effective communication, respect for culture, and improve customer relationship with the company. 
Recommendations 
Cultural differences have an adverse impact on the performance of a business if not addressed appropriately. However, an understanding of the target market of operations is crucial for the smooth operations of Fonterra Company. Therefore I would recommend the following two issues that could be enacted by Fonterra in the international markets.
Research on the Target Market Culture - a thorough research of the target market would enable the company to understand the target market cultural beliefs and values and enhance market acceptability of the company’s products. 
Use of Partnerships and Alliances in Culturally Distant Countries – some countries are culturally distant and a host company can be effective in adapting the company’s operations to a new market. the host firms are well versed on the culture in the foreign country and thus, it would act as a bridge in cultural diffusion between the two countries and consequently enhance the firm’s performance in international markets. 
Global Market Opportunities
Globalization and liberalization of trade have given businesses an opportunity to embrace international trade. Firms have expanded their operations in international markets with various motives such as increasing their competitiveness in the global business arena and diversifying market risks among other motives. This section summarizes one news article and a journal article relating to global market opportunities. 
News Article: Global Recovery Brings Opportunities for Emerging Markets
The author asserts that the general recovery of the global economy is an essential opportunity for the emerging markets. This is attributable to the strengthening of investment, recovering trade and rebounding of commodity prices (Wolf, 2018). Besides, foreign direct investment has increased significantly in the emerging markets due to the upward trend in the global economic performance. this is an opportunity to both local and international firms to expand in the markets that are considered to have a significant growth such as the emerging countries. 
According to the author, the developing and emerging nations have a considerable need for growth relative to high-income nations. Further, they have a higher potential for growth given that they require catching up with the rest of the developed countries (Wolf, 2018). Therefore, emerging markets are key market opportunities for businesses globally. 
Journal article: Changing Business Context: Challenges and Opportunities: Dialogue with Thought Leaders
The author analyzes what the leading global thinkers such as Wayne Brockbank, Christine Pearson among others spoke concerning the trends in business context. The author asserts that information technology, globalization, and sustainable growth has been major challenges to firms on becoming competitive in both local and international levels. However, organizations can be competitive upon the embrace of technology, the creation of performance cultures and encouraging merit (Bhandarker, 2014). 
According to Bhandarker (2014), businesses operate in environments with geographic, social-political and technological complexities. The trends in this complexities make business context more unpredictable. The early part of the previous decade was characterized by globalization, IT convergence, and fast-paced growth which gave rise to new companies while other died. During the same period, the global economy witnessed a downfall attributable to the financial crisis that occurred in the year 2008. All these make business environment unpredictable. However, the author does not fail to recognize the importance of a firm adapting to the trends in enhancing competitiveness. For instance, the embrace of technology has made organizations to be competitive in enhancing efficiency and considerably cut production and operational cost.  Thus, adapting to the changes in macro environment of a business is crucial in ensuring its competitiveness and survival. The growth in technology and globalization is an opportunity for a company to expand its market in reaching out for more customers. 
Relevance of the Articles 
Both articles discuss the opportunities that a business can embrace and enhance its competitiveness and survival in the global business world. Fonterra organization heavily relies on exportation of dairy products from New Zealand to other parts of the world. Thus, embracing the global market opportunities such as emerging markets would significantly enhance the organization’s exports and ensure its profitability and success in the international markets. The development of technology is an opportunity for the organization to cut cost, obtain more customers, enhance quality, increase awareness of the company’s products and enhance efficiency in various activities among other benefits. 
Recommendations
Explore Emerging Markets Especially Those Located in Arid Areas – emerging markets have less competition and Fonterra can benefit in such markets and diversify the market risks in the countries that the company exports its products. Emerging markets located in arid areas mainly depend on exports and thus, the company can embrace the opportunity and export to such countries. 
Embracing Technological Developments – technology has proven to be essential in enhancing efficiency in various organizational activities such as supply chain, production, quality management, marketing, among other areas. Thus, the embrace of emerging trends in technology would be an added advantage to Fonterra in improving its efficiency and cutting operational and production costs. 
Global Market Strategies
News Article: Internationalization Of Enterprise - Theory, and Characteristics
The authors assert that the process of internationalization differs from one enterprise to another due to a number of factors such as the size of the company. The process of internalization is best explained through Uppsala model (Martynoga & Jankowska, 2017). The Uppsala model refers to the gradual increase of international activities in the international markets. The authors also explain other theories and approaches to internationalization such as an eclectic paradigm. They explain the eclectic paradigm as a relationship between the company’s behavior and the transactional costs incurred on internationalization. 
The process of making internationalization decision is different from one business to another (Martynoga & Jankowska, 2017). For instance, businesses run by families, small and large business, natural persons have a distinct scheme of decision making as well as the approval of the intended actions. Thus, the internalization process differs significantly from one enterprise to another and that a firm considers its both internal and external factors when making a decision concerning venturing into the foreign market. 


Journal article: Human capital and SME internationalization: Empirical evidence from Belgium 
The authors conduct a study on the role of company-level human capital in the internalization process for the SMEs. Internationalization provides operational and strategic benefits to companies especially those that originate from small domestic markets (Onkelinx, Manolova & Edelman, 2015). The process of internalization benefits the companies in expanding their market into foreign markets and consequently enhances their sales volume and market share in the markets they carry out their operations. Further, the business benefit from economies of scale, gain critical skills and knowledge and recovers their investments in research and development easily. The accumulation of knowledge and skills is fueled by the demanding customers in foreign markets and the companies become more aware of the expectations of customers better. 
The authors assert that large firms possess more resources and have higher chances of enjoying economies of scale relative to smaller and medium firms in a market. Further, the firms have higher productivity and thus, make them more competitive in the foreign markets (Onkelinx, Manolova & Edelman, 2015). However, the authors do not fail to mention that the quality of an organization’s strategy cannot be assessed on the resources solely but a consideration of other factors is essential. The possession of rare, valuable and inimitable resources should also be considered when determining the quality of a company’s strategy as well as a firm’s strategic success. 


The Relevance of the Articles 
The articles discuss the global market strategies used by enterprises in venturing into international markets. Fonterra is a good example that its internalization process can be explained by the Uppsala model. The company started its operations in the local market and intensified its exports to the international market over time. Besides, the company continues to expand into other markets as it gains experience with the passage of time. The strategy applied by a company in global markets is crucial in determining its success. Fonterra has been successful in exporting its products in the foreign market by the gradual accumulation of knowledge o target customers’ expectations and developing products that meets them. 
Recommendations
Exploring New Markets in the Neighboring Countries – geographical distance is considered to affect the cultural diffusion. Geographically close countries are likely to have similar cultures relative to geographically distant countries. The Uppsala approach to internationalization requires gradual accumulation of knowledge in the close markets before venturing into geographically distant markets. Thus, Fonterra should consider exploring the markets closer to the countries that it has operations. 
Accumulating Knowledge Before Venturing into a New Foreign Market – expanding into the international market is a crucial consideration to a firm in enhancing the sales volume and market share. However, an expansion strategy can backfire to the operations and performance of an organization when key knowledge lacks such strategy. Thus, Fonterra expansion strategy should be guided by knowledge and skills in a particular market. 

Market Entry and Strategic Marketing Decisions
The decision on a market entry mode into a foreign market is crucial among marketers and management of an organization. Before choosing a market entry mode, it is essential to consider a number of factors. For instance, an organization should consider whether it is ready to dilute its ownership or ready to be fully committed to the international market. Further, a choice of an international market entry is motivated by the foreign government trade regulations on ownership and foreign direct investment. This section summarizes a news article and a journal article concerning the market entry and strategic marketing strategies. 
News Article: How to Build an International Marketing Strategy that Adopts the ‘Mother Tongue’ 
The author asserts that establishing a business in the foreign country can either be frightening or exciting.  The venture can be exciting due to increased sales, new partners, and new experience. However, it can be frightening if the same business follows similar marketing strategy to the home country (Bensoussan, 2017). The author asserts the need to test the market before beginning full-blown expansion into the foreign market. The test establishes the perfect fit for a company’s operations. The author also emphasizes the importance o understanding the customers. This involves understanding their culture since culture varies from one country to another (Bensoussan, 2017). Besides, understanding their communication language plays a crucial role in foreign market operations as well as building relationships with the foreign customers. 


Journal article: Entry Mode Strategies into the Brazil, Russia, India, and China (BRIC) Markets
The authors explore various marketing entry strategies used by Danish firms in venturing into international markets such as Brazil, China, India, and Russia. The study utilizes both market-based view and resource-based view approaches in studying the choice of entry mode. The authors establish that the Danish firms are more inclined to market entry strategies with low commitments such as indirect exports, franchising among other modes. The traditional internal factors such as flexibility, control, and risk were considered of less significance among the Danish firms when considering the appropriate mode of entry to the mentioned countries (Ulrich, Hollensen & Boyd, 2014). The study also established that market potential is of significant importance whereas cultural distances, trade barriers, economic and political risks are main hindrances on the process of internalization, particularly in a distant market. The decision of international market entry mode is determined by various factors including ownership, the degree of control, and resource commitment (Ulrich, Hollensen & Boyd, 2014). Thus, an organization selection process on the appropriate mode of entry is highly dependent on these variables. 
The Relevance of the Articles 
Both the news and journal articles are relevant to Fonterra when considering the appropriate market entry mode in international markets. The choice of the market entry is an essential consideration and requires special attention. This is attributable to the massive commitment of resources and an inappropriate choice could lead to loss of such resources. Fonterra management and employees should also understand the culture of the potential target customers in a given country. Besides, understanding their language of communication would enhance the interaction and facilitate easier understanding of their expectation and needs in dairy products. 
Recommendations
Establishing the Company’s Level of Commitment, Ownership, and Control – a choice of a market entry determines a company’s degree of ownership, control, and level of commitment to business operations. Thus, Fonterra Company should establish the appropriate market entry mode in a foreign market by considering the mentioned factors. 
Thorough Research on the Target Market – research is crucial before venturing into a foreign market. This would facilitate understanding the customers better with regard to culture, needs, and expectations. Besides, the research would establish the appropriate entry mode with respect to foreign governments’ regulations on foreign trade. Thus, Fonterra is in a better position to competitively perform in the foreign market upon understanding the customers in the foreign market as well as establishing an appropriate market entry mode that aligns with the organizational goals and objectives.
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