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Chapter One: Introduction

1. 1 Definition of the International Marketing

What™ s international marketing? In what way does
marketing change when it goes international? We must rec-
ognize first that international marketing 1s marketing. it in-
volves the same collection of activities as does domestic
marketing. What distingurshes internattonal marketing is not
the activities or functions performed but the way they are
performed. The parameters and determinants of the inter-
national marketing task are different from those influencing
domestic marketing.

Wik
international marketing & Ff W7 3F & 44

domestic marketing [E W 3% & 4¥

One way to recognize the distinctiveness of the inter-
national marketing task is to consider what we might call
the three dimensions of international marketing. They are:
international marketing, foreign marketing, muiltinational
marketing.

L 30

distinctiveness  #F % 1%
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1.1.1 International Marketing

The international marketing dimension involves market-
Ing across national borders. This i1s different from domestic
marketing because the mere fact of crossing the border
confronts the marketer with new economrc, political and le-
gal constraints, such as floating exchange rates, boycotts,
and international law. These constraints will usually force
modification of the firm s marketing program as It crosses
national boundaries.

~
B
constraints £y ¥ . R #| :
floating exchange rate # % . % é
boycott Bk &4 #

W

1.1.2  The Foreign Marketing

The foreign marketing dimension Involves marketing
within foreign countries, as when a China s firm markets in
Japan or Korea. Such marketing is unlike domestic market-
ing because that firm faces different kinds of competition,
consumer behavior, distribution channels, and promotional
possibilities. The task is further complcated because each
country has an individual, idiosyncratic marketing environ-
ment. In other words, Japan s not only different from Chi-
na; it is also different from Korea or France, Iran or India.
Thus, each foreign market presents a new challenge to the
international marketer.

2 WIOBKFBERXIRNFENLE
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distribution channels 7 4F € i
Lpromotional possibilities 1€ 8 &7 7 #¢ 1
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L 1.3 The Multinational Marketing

The multinational marketing dmension emphasizes the
coordination and integration of the firm”s marketing in many
diverse foreign environments. The unique nature of each
foreign market fragments the international marketing effort
and bnngs diseconomies of scale. The international mar-
keter must plan and control carefully to maximize the inte-
gration and synergy in the giobal marketing program while
minimizing the costs of adapting to each foreign market.

31
unique nature  J& 45 By [£ 5
integration and synergy i % —

1.2  Scope of International Marketing Research

Marketing research I1s the systematic gathering, record-
ing, and analyzing of data to provide information to guide
marketing decision-making International marketing research
has the same definition or function but n a much broader
context. The international difference lies in the scope of the
research and the way 1t 1s conducted rather than in the role
it plays in the firm s marketing.

The scope of international marketing research 1s broader

EEHEFFEH 3



than domestic marketing research in two ways. One is that
international marketing research may need to be conducted
in as many as 150 countries, each of which i1s unigue in
varying degrees. So international markers should learn to
deal with diversity in world markets.

A second aspect of the broader scope of international
marketing research i1s the fact that there are many more
variables on which data must be gathered Things which are
familiar and constant {(or changing very slowly) in the home
market, for example, the legal system or distribution chan-
nels, become variable in each foreign market. Furthermore,
the researcher must study not only the vaniables within each
relevant foreign market but also the international variables
that can affect the marketing program, for example, inter-
national politics, exchange rates, and so forth. Most inter-
national marketers have checklists of items on which infor-
mation is necessary. Many of these lists have six or more
headings with fifty or more subheadings The following is
one such list, taken from a text on international marketing:

1. Competition
Transportation
Other infrastructure
Trade barriers
The economy
Business philosophies
Legal system
Social customs
9. Languages
10. Political climate
11. Consumption patterns
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