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Introduction
The international marketing for multinational companies incorporates the concepts of adaptability and or standardization. The standardization and adaptability cuts across the marketing mix including price, place, product, and promotion. The highly competitive and globalized economy has made firms to make decisions concerning the marketing mix beyond the local market (Paliwoda, 2013). The decisions made in international marketing are aimed at streamlining the flow of goods or services to various consumers in different countries. 
Case Company – Saudi Cable Company
The firm is one the largest manufacturer of energy and telecommunications cable systems in the Gulf. The company specializes in the production of grounding cables, power cables, and sociality cables ("Saudi Cable Company", 2017).The company standardizes the product, brand name and the label on the products. The primary cause of standardizing the brand name, product or the label is providing brand equity and recognition (Poulis & Poulis, 2013). Consumers recognize a firm through these factors. The product concept, packet, color are adapted from one market to another. The organization adapts these elements from one market to another to distinguish themselves from the competitors. For instance, a competitor form a foreign market might dominate the products with a certain color that the firm adapts in the local market. Thus, it is essential to distinguish the products from the substitutes to avoid confusion among the consumers (Poulis & Poulis, 2013). 
One of the legal advantages that the company has is highly regulated markets concerning foreign investors. The Saudi government has strict conditions to foreign investors, and standardization and adaptation of the products have less competition in the market. However, the export products require standardization to meet the international market standards (Paliwoda, 2013). Further, the pricing of cables has to take into consideration of the competitors’ prices in the market.
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