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Learning Objective % 3] B¥x

® Understand the definition of market, marketing, international marketing
TN, THEHRMERTHEHOERE L
@ Distinguish the different marketing concepts
EES DT EHWEHEA S X
® Understand the differences between marketing and international marketing
TS ER S Ebr T E fH e X
® Know the reasons for doing business in international market and the entry mode into interna-

tional market

T FREFRT S ER A, R BT R
Learning Key Terms 23] Rig

Market 3% : A market is any place where the sellers of a particular good or service can
meet with the buyers of that goods and service where there is a potential for a transaction to take
place. In terms of marketing, a market means the set of all actual and potential buyers of a product

or service.
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Need 53K : A need is a basic requirement that an individual
wishes to satisfy.

Want 852 A want is a desire for a specific product or service
to satisfy the underlying need.

Demand FFEZE . A demand is a want for a specific product sup-
ported by an ability and willingness to pay for it.

Marketing 1135 E $§: It's a process of planning and executing
wide-range of activities to create exchanges that satisfy needs and wants.

Customer delivered value Fi & iL MM {E: It is a difference
between Total Customer Value and Total Customer Cost.

Production concept & M & It's a management philosophy
that focuses on producing cheaper goods for customers.

Product concept =M & I's a management philosophy that
assumes good quality is what buyers want from products. Companies con-
centrate on how to improve better quality of product regardless of cost.

Selling concept ¥ §4 W & I's a management philosophy that
emphasizes selling because of increased competition.

Marketing concept & M & It's a management philosophy
that focuses on understanding customer needs and wants and building
products and services to satisfy them.

Societal marketing concept 1t £ E MR . This management
philosophy holds that a company should make good marketing
decisions by considering consumers’ wants, the company’s require-
ments, and society’s long-term interests. It is closely linked with the
principles of corporate social responsibility and of sustainable devel-
opment.

International Marketing E FR 735 & $: International mar-
keting is a multinational process of planning and executing the con-
ception, pricing, promotion and distribution of ideas, goods, and
services to create exchanges that satisfy individual and organizational

objectives.



Lead-in: Case Discussion S\ : Eflitit

Suppose you work in a company that sells combs. One day the
manager asks you to explore a larger market and assigns you to sell
combs to the monks who have no hair on their

heads.

How will you sell combs to monks?

What can you learn from the case above?

1.1 What is Marketing {+ 4 2 T 1% E §

Marketing is a very important component in a business world.
All other factors, such as accounting, operations and finance, will
not really matter if goods or services aren’t in sufficient demand.
Financial success of a company largely depends on marketing. In this
chapter, we are going to explore some basic concepts about marketing.

1. Market §3%

The term “market” has different meanings in different contexts.
Traditionally, “market” refers to the physical place where buyers and
sellers gather to buy and sell goods. In this case, we can call a “mar-
ket” as a “marketplace”. In economics, market is a collection of buyers
and sellers who transact over a particular product or product class. [ 1]

However, marketers define a market in terms of sellers. It is
made up of existing or potential customers with the desire and ability to
pay for the products or services. [2] Based on this definition, the size
of a market is determined by three factors;: number of existing/po-
tential customers, the desire of purchasing, and their purchasing

power. Therefore, it is not considered as a big market if people

assign: f8IR, 165E
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principle : JE

zip: firkE
hook-and-loop: MEAW

there do not have strong buying power, even though the population is
large. Likewise, a market of some product is not large if there is no
such demand even people are very rich. It is essential for marketers

to recognise these three basic elements of a market.

Market = Population + Want + Buying power
W5 = A0+ LA ARE + T L RE S

To better define our market, we should not only focus on the
current need. One of the main principles for marketers is to seek out the
better way to satisfy customer needs. Take fastening clothes for instance.
Many button manufacturers had never thought there would be a better
way to fastening clothes, shoes and even some other items.[ ! ] They lose

out large markets to zips and hook-and-loop fastener manufacturers.

If customers’ need is “to have breakfast” , how do you define

the market?

‘tCase study[ &
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2. Marketing T35 % $H

The definition of marketing involves as the study of marketing.
There are arguments on how to define marketing. One of the shortest
definitions of marketing is “meeting needs profitably. (1] Philip
Kotler, a famous scholar, also known as the Father of Marketing,
defines marketing as “satisfying needs and wants through an exchange
process! 217,

American Marketing Associate ( AMA) offers the definition as
follows: Marketing is the activity, set of institutions, processes of
creating, communicating, delivering and exchanging offering that
have value for customers, clients, partners and society at large ( Ap-
proved in 2007). (3]

From the above definitions, we can see that there are some
characteristics of marketing. First of all, it is to satisfy needs and de-
mands. Second, this requires us to understand what customers need
and try to meet their demand. [4]Some managers or marketers see
marketing as “the art of selling products”. They might get surprised
when they find selling is not the most important pari of marketing.
Actually, selling is only the tip of the marketing iceberg. Before
selling the products, we need to do some marketing research, an-
alyse buyers’ behaviour, select our target market, develop
product, set up the prices, choose the distribution channels,
and do some promotions to push sales (shown in Figure 1.1).
That's why Apple’s iPhone become the world’s most popular cell
phone. They are not just making smart phones but designing the

“right” product based on careful marketing homework. [ 3]

[1] BEEH—ITHEHECR ARAMEERE",
[2] fexciad e dmRmaE,

the tip of the marketing iceberg:
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marketing research: T35
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analyse buyers’ behaviour; 4}
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select our target market; PEF%
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develop product: FF%& 7=
set up the prices: ffil & 7= dh
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choose the distribution channels;
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do some promotions: (RS
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shelter: J&FfT
survive; EFF
ultimately ; e

Maslow’s hierarchy of needs:
L% T RE K

psychologist: [>Hfi2E5

THEH
Marketing
[~ | Analysis on current ] Marketing | Marketing mix
market research
T HERBEAMT TSR | REs
™ Market envir‘onmental ™ Cpvelitatie ariblyils Product mix
analysis L R
A L SEBSHT Pricing mix
] Market segmentation Quantitative analysis . SHESIEE
BTN Distribution channel
i A7 R — ™| Consumer buying
P
™ Marketing strategies behaviour analysis | | 5 {Eﬁ,ﬁ e
romotion mix

Figure 1.1 TWHEHHNEZENTS

What are the differences between marketing and sales?

3. Basic elements of marketing concept & % 117 & § 8 #%
IR

(1) Need, want and demand EE, #EME R

It is necessary to grasp some fundamental concepts in order to
understand how marketing works. The followings are the core
concepts in marketing.

@ Need FE

Needs are the basic human requirements for survival. [ 1 1 People
need food, air, water, clothing, shelter to survive. If these needs
are not met, the human body cannot function properly, and will
ultimately fail. That’s why they should be met first.

According to “ Maslow’s hierarchy of needs” (see Figure
1.2) put forward by the American psychologist Abrahem Maslow,
needs can be divided into five levels; physiological need, safety

need, love/belonging need, esteem need and self-actualization

[1] WERARREARGEFER,



need. Maslow’s theory suggests that the most basic level of needs must
be met before the individual will strongly desire (or focus motivation
upon) the secondary or higher level needs.[!] However, marketers

should understand needs pre-exist marketers. Needs cannot be created.

Reaching your maximum.
Doing your own best things.

Self-esteem, confidence, respect of
others, respect by others.

---------------------------------------

-------------------------------

-----------------------

Figure 1.2 Maslow’s hierarchy of needs B i&HIERE X

@ Want 8k

Different from needs, wants refer to a desire for a specific prod-
uct or service to satisfy the underlying need. [2] A Chinese who feels
hungry may want a bowl of noodles and some oolong tea, while an
American may want a hamburger, French fries, and a glass of
coke. [ 31 Wants are shaped by one’s society. Although marketers can-
not create needs, they can influence people’s wants by using effective
marketing methods.

@ Demand 73K

Demands are wants for specific products backed by an ability
and willingness to pay. [4]1Only when customer’s want is supported by
the purchasing power, it can become real demand. Many people

want a BMW, but only a few are willing and able to buy one. [ 5]

physiological need; 4= BFG%E
safety need; EETHE
love/ belonging need . 3%
esteem need; R ETE

self-actualization need: [ &
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tangible: ATLHI, AT IHLAY
intangible: JGIEAY, ARATRERAY

combination: &

decrease; [E{K

Customer Delivered Value; [&
FikEHHE

Total Customer Value: ¥ {4/
EH{E

Total Customer Cost; #& f& Jifl
BHA

Companies must recognize the real demand of a market. They should
not only focus on the number of the people who want to purchase the
products, but also measure those who can afford to buy it.

(2) Consumer value % {&

Value is a central marketing concept. People often make their
buying decision based on the offering’s value. Value in this sense is
more than the price it reflects. It reflects the perceived tangible and
intangible benefits and costs to customers. We can see value as a
combination of quality, service, and price. Value increases if the
buyer is satisfied with the quality and service. It decreases when the
price is too high. Of course, there are also many other factors that
play important roles in customer value.

Buyers always choose the product that delivers the maximum val-
ue. [1)As a marketer, we should always try to maximize Customer
Delivered Value, which is the difference between Total Customer
Value and Total Customer Cost (see Figure 1.3). Therefore, mar-
keters need to think about how to lower total customer cost, including
money, energy, time and psychological impact on the customer. Mean-

while, the maximization of customer value should not be neglected. [ 2!

Product value = §h/H{i
Services value R M Total customer
' valve
Personnel value A RAHE BEBEE
Image value FERAHi

Figure 1.3 Customer delivered value B Z ik B #H &
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4. The development of marketing philosophies T 3% & $H 12
DHEE

The job of a manager means meeting the needs of employees,
customers, investors and the laws. So how to balance the weights of
all these different prospects of running a company? What philosophy
should guide the company’s marketing efforts? Here, let’s look at the
following philosophies that focus on different issues.

(1) Production concept 4 =&

The production concept is one of the oldest concepts in market-
ing. It holds that consumers will choose the products that are widely
available and highly affordable. [! ] Management under this belief
concentrates on lowering the production cost, and increasing the

production efficiency. This marketing philosophy is suitable in those

developing countries where the productivity is very low. [ 2]

(1] B, THSER BRI A 5 W A5 B X AN SR (B 7=
(2] XFESHMESESHTEHETRRRPER,
(3] [%fl)HAitFk 44

concentrate ; %‘P, Xk
production cost: A= R4S
production efficiency: A=
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(2) Product concept =&

With the development of productivity and the intense competition,
products or services become very easy to purchase. [!] Managers in
these organisations switch their attention on product quantity into
quality. [2])Product concept holds that customer will favour those
products that offer the best quality, performance, or innovative fea-
tures. [3]

However, those managers holding this concept are sometimes too

obsess ULk obsessed with their products. They might get struck in the better
get struck in: BHTE “mousetrap” fallacy, believing the only way to success is develop
mousetrap: 1 2% superior quality. One problém with product concept is that it might
fallacy: #i% lead to “Marketing Myopia” , losing focus on the customer’s needs.
superior: %Ay

Marketing Myopia: E&UTHLAE
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(3) Selling concept ¥#E§4 M 2

The selling concept proposes that consumers typically show

buying inertia or resistance. [!] If left alone, they will not buy
enough products generally. The company, therefore, must undertake
an aggressive selling and promotion effort. [21They only focus on ef-
fective selling tactics rather than what customers want. Companies who
practice this concept generally have the problem of overcapacity.
Nevertheless, selling concept can be used in the “unsought goods” ,
like insurance. To be successful with this concept, the organization
must be good at tracking down the interested buyer and selling them
on product benefits. [ 3]

[1] HERNEEAR I, T P80 W A I L 0 K 1 1tk s SR B0 2
[2] Hit, Ml AUERBHE iR & e T,

selling tactics: FHHTY
overcapacity: A= 7
unsought goods: LR &

insurance; R

[3] MERERZEE, SAFERERDERER, HUERRARAASEITHE .
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(4) Marketing concept 737 E W&
Different from the above three marketing philosophies, the mar-

keting concept concentrates on consumer’s needs and wants. [2] The
job of a company is find out the right products for the customers, and
do it better than competitors to satisfy customer’s needs. Therefore, it

requires the organisation to be more effective in creating, delivering

(1] [ ROIEEEEA G R— MR R S S R e )7, (EOR A S TE AN o FAT Al . 8
K T BRI AAE 20 42 20 SEARFI ARG TR G| THZ M35, WF Lii—BatElE, WRERENTRE
A TERNZER, [BR—FFHAREE % E B EE SH AN 0 AERTENABENRE, RIMKER
RREN", HESFNHSFRESEMEANT, THEEORA CORIF TS, T84 EESHA 0 ALt
T o WEERAHERRERM IS E R AN TR ER, 2, FHERSMRERRE SR, MIFFRHEAX
MR SR T BN T RS, BRI ATZIE, BTSN TR, R4, BEAEARINHRE
R, SIA—DEEHERT,

[2] SERIFWEARE, WHEHMELINH M7 BRI LR RS,



and communicating superior customer value to its target markets, [ 1]

The emergence of marketing concept not only brought great emergence: 3L
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changes in management philosophy, it also made great improvements
in business operation. Changes in marketing activities that have

occurred under the concept involved both marketing strategies and occur; K4
involve: ¥k, ffF

marketing functions. To better understand customer’s needs, special
attention has been paid to the market research, which becomes a
prominent tool. Meeting customer’s interests is the first priority to the | prominent; WM
managers in all marketing activities. [ 2]

(5) Societal marketing concept 3t £ W IHE M &

The more efforts is paid to improve
marketing concept, the deeper understanding of
its shortcomings will be found. [3] The focus on
marketing concept is to take customer satisfaction

to a higher level, which sidesteps the potential

conflicts among other consumer interests, and
long-term social welfare, such as environment. [4!Therefore, schol- ‘
ars, like Philip Kolter, extended and broadened the marketing | extend: ZEffFIf K

concept by adding social concerns. This is called societal marketing

concept.
It emphasizes social consciousness as a part of the overall mar- emphasize; 3
keting plan. It means that a company must consider not only the consciousness: T

needs of consumers and companies in mind, but also the long-term
well-being of society as a whole. [ 5} Firms must make good marketing
decisions based on the interests of consumer, company, as well as

the long-run social interests.

(1] Bk, EESReWEAEbAIEMERMRNEEME, HEHEEZEBRTS,

[2] TEFTHEVEHEI, WEE PN R EEE N T EES,

[3] BHERB)TUREEHWES, MZEEHNARURESAERARNINA,

(4] THEFHWSHERZLE P MR ERE R, RTZW T HAM N H A FFEEEmE, U
BARBIRALARA], IR,

[5] #HESEHRECUANELEHAEMLLVNFTE, EELEHSMRIREZEENA.
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1.2 Brief Introduction to the International
Marketing [ bR /7 3% 5 5§ #1 iA

1. Definition of international marketing [E BRTi%7E fH#ES

Driven by the globalised world economy and aided by the
advance information technology, more and more companies expand
their business from domestic market to international market, even
global market. [!]

International marketing is the process of focusing the resources
and objectives of an organization on global market opportunities. It
involves recognising that people all over the world have different
needs. [ 2] Companies like Coca Cola, Wal-Mart, P&G have brands
that are recognised across the globe. [ 3] These businesses take inter-
national audience as targeted customers, and develop international
marketing strategies by recognising regional differences in values,
customs, languages, etc.

2. Characteristics of international marketing [E BR T35 & $H

Since international marketing is - cross-nations, its strategies
must be different from what are implemented in domestic market.
Here are some characteristics of international marketing.

Firstly, the environment of international marketing is more com-
plicated, as the differentiated locations, natural sources, imbalanced
economic development, culture, social system, as well as laws and

regulations. [ 4] All these various factors make international marketing

audience: AR
targeted customer; H#R% F
regional differences: HBXZEF

implement; 44T

[1] 7E2Rpitt FREFRS T RRALENFERRMESZHFT, BRBEHARELS NENTHERS

EErifis, HELRTE.
[2] XEFEARBMREBOANE AR HTE,
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challenging: Pkt

arena; i
a variety of: FPHY

motorcycle: EEFCHE

economy of scale; HIEIZHF

Research and development: ff

I

in an effort to: 0, ¥ hH4E

more difficult and challenging.

Secondly, there are greater levels of uncertainty and risks. [ 1!
As we mentioned earlier, marketers have to face a strange foreign
market and adjust their products to local conditions. These uncertain
factors impose greater risks, increasing the difficulty of success in in-
ternational marketing, [ 2]

3. Reasons for entering into international arena =\ 2 EF
FRCEY R E

Companies involved in international arena for a variety of rea-
sons. Some firms might just respond to orders abroad without any or-
ganised efforts, but most firms enter the international market for the
following reasons.

(1) To extend the product life cycle! *]

There are four stages of a product life cycle. When products
reach the last stage, firms either withdraw the products from the mar-
ket, or sell them to less developed countries to extend the life cycle.
Take motorcycles for example. Motorcycles manufacturers will export
their products to a developing country to extend the product life cy-
cle.

(2) To get additional volumel 4!

Many firms move into foreign markets to increase more sales vol-
ume and expand the economy of scale. Through expanding the sales
volume, it can lower unit costs, especially the average expenses of R
& D ( Research and development ) will be cut down.

4. Entry mode into international market [E BR 1% §9 i3 A\
N

Businesses often want to enter foreign markets in an effort to

sell their products to new customers. But the entry into foreign

(1] 8=, AuhE R R,
[2] BEEAHEREWR TR, $inT E 8o e .

[3] KSR,
(4] FKEUERMMHER,



markets can be tricky, as there lies more risks and uncertainty. [ !
Once the organisation decides to extend their business to overseas
market, they need to choose a suitable entry mode into the interna-
tional market. (2] These options vary with cost, risk and the degree
of control which can be exercised over them.

(1) Export

Export can be defined as the marketing of goods produced in one
country into another. It is the simplest and the most traditional way to
enter into international market. There are two types of export: direct
and indirect. Indirect export is the process of exporting through domes-
tically based export intermediaries. [ 3! The exporter has no control over
its products in the foreign market. [4]While in direct export, firms
can directly get involved in marketing products in foreign markets.

Although export can be a good option for entering into
overseas markets at the first stage, it can be risky as the company
might face tariff and non-tariff obstacles, and lose its competi-
tive advantages.

(2) Licensing

In this mode of entry, companies sign contracts with foreign
businesses, called “licenses,” which allow the foreign companies to
legally manufacture and sell the company’s products. [3] It is quite
similar to the “franchise” operation. Coca Cola is an excellent ex-
ample of licensing. In Zimbabwe, United Bottlers have the licence
to make Coke.

(3) Foreign Joint Venture

A joint venture is a business agreement in which the parties

agree to develop a new entity and new assets by contributing equity

[1] (E#HEABESTGTRESBET, EAEESHREMAHERE,

tariff and non-tariff obstacles;
KB AR KB RETR
competitive advantages: TaH{f#

Licensing; VFA[EH# 5

franchise: FFIFEHE

Zimbabwe: HEF

Foreign Joint Venture; E&ME
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