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Unit 1

Trade (1) —International Marketing

Aims of the Unit

1. Introduction of Global Marketing

2. The Impact Role of Trade

3. The Value of Special Training in Speech
4. Reading Skill; Active Reading

Text

Global Marketing

The term global marketing is frequently used to refer to the marketing of products
and services in different countries. Rather than using the term international marketing
or even multinational marketing, many firms with operations in more than one country
are increasingly using term global marketing to define their marketing activities.
Global marketing, global corporations, and global economy are today’s watchwords.
We live in a global economy and we are served by global corporations who engage in
global marketing. But what are the distinguishing characteristics of global marketing?

Consider the following. Rather than conducting marketing activities on a country-
by-country basis, global marketing focuses on a firm’s marketing activities in all of the
countries where the firm is currently operating and expects to operate in the future.
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Rather than developing marketing strategies for a country as an integral part of the
fim’s global marketing plan, rather than ignoring the effects of implementing
marketing plans in one country on operations in other countries, global marketing
makes this consideration an important component of its planning process. And rather
than treating a country as domestic or foreign, global marketing considers each
country as a part of the global market. Overall, global marketing takes into
consideration the total marketing activities of a firm and strives for synergism in
analysis , planning , implementation and control. More important, when a firm engages
in global marketing, it considers the world as its market and its marketing activities as

coordinated efforts to enhance its global competitive position.

In contrast to the political reality of a world divided into countries with defined
borders, the economic reality today is that of a borderless world connected by
communications satellites, linked by supersonic jets, and united by economic
interdependence. In this borderless economy, global sourcing, global production,
and global competition have blurred the distinction between domestic'and foreign
markets. To achieve an advantage in today’s highly competitive global economy, many
marketers have begun to think and act globally. Take the case of Jim Easton,
chairman of Easton Aluminum, Inc., a firm based in Van Nuys, California. When
designing a new hybrid arrow for archers, Jim Easton had to choose whether to develop
the technology for the world market or for the American team competing in the
Olympics in Barcelona. As chairman of the company, he decided that if he were going
to develop all arrow shaft with his own money, he would sell the product all over the
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world. For Jim Easton and many others , the world is the market. The idea of the world-
as-market is increasingly shaping how global marketers think about and conduct

marketing activities.
Defining Global Marketing

The definition of global marketing can be built upon the definition of marketing
adopted by the American Marketing Association (AMA) in 1985. This new definition
states the following; “ Marketing is the process of planning and executing the
conception pricing, promotion, and distribution of ideas, goods, and services to create
exchanges that satisfy individual and organizational objectives. ” Although this
definition does not capture the full essence of marketing, it has many distinguishing
features.

First, this definition does not restrict marketing to exchange activities that are
motivated by profit alone;it includes nonprofit marketing activities. Thus, the activities
not only of IBM but also of the Red Cross or World Heath Organization, or even Billy
Graham (the TV evangelist) ,are included within marketing. Second , by including not
only products but ideas and services, the definition broadens the domain of marketing.
Third, it includes two important sets of marketing activities—those that precede the
production of goods or services and others that follow it. And fourth, it includes all
four elements of the marketing mix ( product, price, place, and promotion) and
considers them equally important.

Building on the definition of marketing adopted by the AMA , global marketing is
being defined herein as the coordinated performance of marketing activities to create
exchanges across countries that satisfy individual, organizational, and societal
objectives. This definition makes three important additions to the one adopted by the
AMA. First,it indicates that global marketing activities are conducted across countries
without labeling these countries as domestic or foreign. Second, it emphasizes
coordination of global marketing conducted across different country markets. And
third, it suggests that global marketing should be motivated not only by the
achievement of individual and organizational goals but societal as well. The inclusion
of societal goals in the definition of global marketing is instructive because both profit
and nonprofit corporation operate within a social system. Thus, the success or failure
of these corporations is influenced by how the society responds to their activities. By

3



being socially responsible, environmentally accountable, and ethically conscientious,

global marketers enhance the survival and growth potential of their firms.
The Global Marketing Environment

Certain key points about the global marketing environment of a firm should be
noted. First, consumers are the focal point of the global marketing environment. The
task of a global marketer is to enhance his firm’s competitiveness by making product,
price, place, and promotion decisions that satisfy consumers’ needs. However, it is
important to note that these marketing decisions are influenced by the economic,
financial, political, and cultural environment of each country as well as by the

broader regional and global environment. This realization is the hallmark of a global

marketer.
Word List
multinational n. BEK
corporation n. ENGHEEAAE
watchword n. 05 ;g

distinguishing characteristics

RHEIRER

integral adj. PREEARFT LR ; Bh— AT Y
implement vt SEE; S

overall adv. K& b ;—fHs

strive for F13K

synergism n. U] ; B BIVE A

coordinate vt (fF) PrA

supersonic adj. JBFE (550) (4 ; S R AY
interdependence n. B ABRE  EARKEE

blur v JB(RR MEE) FEEAE
distinction n. X4 XA 25

aluminum n. [] 5

hybrid adi. IBE (B) B

archer n. SHF HFESR

shaft n. HitF; FH

execute ut. iﬁ,;‘&‘ﬁﬁ,}ﬁﬁ
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capture ot IR (AR

domain ) n. $WIEK ; (2E18) W SER) YE E
herein adv. Fiit; A

societal adj. H=H

label v. AR T s AR rH
accountable adj. BB X5/ ; A RTIER
conscientious adj EERY ; E RO IAKH
focal adj. EE M EEN LR
hallmark n. Apas; FER

1. engage in Z5:8m

2. country-by-country E—EX—EEEN

3. focus on EpF

4. in contrast to 5 X R

5. take case of i ; & fEH

6. build on TE--- Al b

7. respond to 5 HHXF R

1. on a country-by-country basis F—E X —EBE RN ; E—E X —HEH =6 -

2.

Rather than ignoring. .. its planning process. the effects... on X} -+ B 5 U;
consideration FEFEIENE, 20)FN : LREHFEIFABRE—EIPITH
BRI S B 15 S A, TR I M R — M REE
I AR 5T o

. In contrast to. . . by economic interdependence. in contrast to 5---JE T B ; .-

KA ] ; divided into &3t 2243 R 115, B AT A A9 world, YERE1E; LMY
connected by. .., linked by... 1 united by... 5 i #8 [F], th & 1& i 5l 4 8§
world, A KEN BUAR LR — T HASTHE T BEAHIAEANER,
MNASMAFAEL SRR, ME - REF FEE T EMEEE WL
AN EELT FEAKB A THA,

. Inc. =incorporated B&453 4 PR/ &)
. The idea. . . marketing activities. shaping #WH; £H . A BN B LM FERHN
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TG AR EART R W 2R E #1283 H T B4

6. executing the conception 14731 %1], conception ¥R 22K planning,

7. Billy Graham (the TV evangelist) D1 F] « 3H0 10 (B &8 L, Bl I B M
EHE)

Special Terms

1. global marketing PR E

2. global corporation e /NG

3. global economy ERETT

4. economic interdependence Z 5K

5. global competition ST

6. American Marketing Association (AMA) EETTI G EH DS
7. the World Health Organization R TAHR

8. marketing mix HEHE

Exercises

» Comprehension of the Text

1. Answer the following questions.

1. What does the term “global marketing” refer to?

2. What are the striking features of global marketing?

3. Make a comparison between the political reality of a world and the economic
‘reality.

4. The definition of marketing in this article makes three important additions to the
one adopted by the AMA. What are they?

5. What are the key points about the global marketing environment of a firm?

I1. Fill in the blanks with the correct words or phrases given below.
facilitate free-trade examining
removal analyzing interdependent
consideration  taking place
The three layers of the economic environment that influenced conduct of global

marketing activities are the local economy, the regional economy, and the global
6



economy. In the local economic environment, a firm focuses on three
variables: the economic conditions of consumers, the economic conditions of the host
country, and the competitive environment of the industry. In __ regional
economics, a global marketer focuses on economic relations among countries within a
region. The emphasis is on understanding how the or imposition of trade
barriers within a region would affect the flow of the products and services from one
country to another.

Countries cooperate to manage their economic relations. The level of cooperation
is reflected in economic arrangements made to trade. These arrangements can
result in the formation of a area, a customs union, a common market, or an
economic union.

Global marketers realize that to successfully establish their marketing presence in
a host country they have to understand economic developments at the global
level. In recent years, global trade and foreign direct investments have been
increasing rapidly, making the global economy more , competitive, and
complex.

The United States, with the largest economy in the world, plays an important
role in the global economy. Both exports from and imports into the United States have
been increasing. Growing U. S. involvement in global trade and investment means that
economic, political ,and social developments in other countries have a bearing on the
performance of the U. S. economy. For firms, this is an important in

developing global marketing strategies.
» Activity

II1. Role play.

1. Suppose you are a general manager, you are going to negotiate with an American
company to achieve agreement. What is your plan?

2. If you are the CEO of a Chinese company and you want to develop your company to

the foreign countries, how do you manage the company?

IV. Topics for reflection and discussion.

Discuss the definition of global marketing.



Fast Reading

Directions : The passages are meant to be read through quickly. Try
to finish each within 5 minutes. Don’t preview.

Passage 1
The Value of Special Training in Speech

Most of us would like to feel we have some influence over what happens around
us and to us. Citizens speak out to influence policy on abortion,use of nuclear power,
conserving the environment and endangered animals, registration of guns, the draft,
local and state taxes,the appropriate use of funds by organizations of which they are
members , proper land use and rehabilitation of urban areas,the nature of education in
the public schools, and a host of other issues. Some of these affect the speakers’
immediate self-interest, others attempt to make the social environment conform more
closely to their own ideals. To speak on such matters effectively enough to influence
the opinions and actions of others is to exercise power.

Even in jobs relying on technical specialization, the opportunities and demands
for public speaking skills remain more common than many college students realize.
The engineer finds that if his career is to advance he must be willing to accept
management duties that include speaking to groups of employees, or he must serve as
spokesperson for consultant teams presenting results to agencies outside the company.
The certified ,public accountant finds an opportunity to teach classes in her area of
specialization. The dentist has to give speeches as an officer of his dental association,
or he must speak as a lobbyist before regulatory agencies.

Sometimes you may have speech-making thrust on you as part of your duties in
your job or organization. Perhaps more frequently you will have opportunities where
you speak voluntarily, as when you speak out in a meeting or join the speakers’
bureau of the company for which you work. Some of these speaking situations will be
of little consequence; you will feel better if you do the speech well, but it will not
really make much difference. In other situations , the stakes may be significant for you,
for groups you represent , or for the audience. In any of these situations, it is comforting
to know that you can do at least an adequate job. And you may not be content merely

to get through the task adequately. To be able to increase listeners’ understanding or to
8



