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Introduction

In face of globalization, many firms attempt to expand their
sales into foreign markets to increase their competitiveness, make
greater profits, acquire larger global market share, and facilitate
access to new products ideas and latest technology. However, it is
not easy for them to enter international markets, because they will
encounter some obstacles, such as cultural difference, operational
difference, and business environment difference, etc. If they cannot
make right decisions and develop effective strategies to overcome
difficulties in the international market, their international expansion
may fail. Therefore, they must first decide after thorough
consideration whether to enter international markets, then which
market to enter, how to enter this market, how to develop
marketing strategies to adapt to the market, and finally how to
implement and control the international marketing program.

In this module, the drivers of internationalization will be
examined from both the environment’s perspective and company’s
perspective. After the initial analysis of international opportunities,
and company strengths and requirements, a company is able to
decide whether to begin international marketing.

After deciding to begin an internationalization plan, we will
come to module two, which is to decide which market to enter
based on the analysis of international business environment,
analysis of international buyers, company analysis and marketing
objectives. In module three, we will examine the factors that affect
marketing strategies and make marketing strategies according to
the business situations and company objectives. In the final module,
we will look on the implementation, control and extension of
international marketing. Today, international marketing has been
given more roles with the rice of social marketing concept. To the
public, internationalization should not only offer the right products
to customers and give companies more profits, but also bring the
society and human beings more benefits.

Now, as international marketing begins from the decision to
internationalize, let’s look at task one, and see how a company
make a decision to expand its market to foreign countries.
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Task One

Preparation for International

Marketing

Task Objectives:

By the end of this task, you should be able to

> Define international marketing and identify differences between domestic and international

marketing.
> Identify drivers and obstacles of international marketing.
» Understand the process of international marketing.

» Develop teamwork spirit and the qualities of good international marketers.

Today, an increasing number of Chinese companies have
exported their products to foreign markets or even run business
abroad as a result of economic globalization and China’s entry
into the WTO. They are looking for more opportunities to enter
into and benefit from international market.

This task requires you to acquaint yourself with the basic
knowledge of international market, such as the differences between
domestic marketing and international marketing, challenges of
international marketing, levels of international marketing, drivers
of international marketing, and the process of international
marketing plan. You are also required to foster marketers’ qualities
and teamwork spirit as a preparation for the international
marketing tasks.
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