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Preface

This book is concerned with international marketing, i.e. with
those aspects of marketing management that are of special impor-
tance in an international context. The problems of marketing both
across and within national boundaries are discussed; in other
words, the book covers the whole field of international marketing,
from indirect and direct export to the marketing operations of the
multinational company.

As far as possible the book coversonly international marketing:
it avoids the more general aspects of marketing management,
except for a brief explanatory introduction to those chapters
where otherwise the reader unfamiliar with marketing theory
might find himself at a disadvantage. International Marketing is
thus likely to be of greatest interest to the domestic marketing
executive taking over international responsibilities for the first
time or to the student who already has a grasp of basic marketing -
principles.

Part | of the book presents the essential principles of interna-
tional marketing, condensed into the form of study notes for ease
of reference and comprehension. There has been no diversion
into international trade theory on the one hand, or into the
mechanics of exporting, e.g. transportation, documentation,
insurance, etc., on the other. This is not because these subjects
have no relevance to the international marketer, but because in
these areas he is already well served by a number of excellent
textbooks.

Part II examines briefly, by way of illustrating the general
principles of international marketing set out in Part I, the prob-
lems of marketing in six specific countries which are all cur-
rently of real interest to the international marketer and likely to
remain so for somé time to come. .

Part 111 consists of three brief case studies. Two of these are
conventional in format and are intended principally as a basis for
class discussion. The third case study gives a stage-by-stage
account of the research and strategic planning undertaken by a
major U.K. manufacturing group before entry into the West
German market. The reader is given the opportunity to prepare
his own solutions to the problems encountered at each stage
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vi PREFACE

before comparing them with the decisions actually taken by the
company.

Paradoxically, any book concerned with international market-
ing must have a national orientation if it is to deal in more than
generalisations; even the multinationalcompany has a home base.
This book is written quite deliberately from the point of view of
the U.K.-based international marketer. For similar reasons it
adopts, as a rule, the outlook of a manufacturing company, though
much of the book will also be of relevance to service industries.
Finally, it has aimed, whenever possible, at a practical and
decision-making, rather than a merely descriptive, approach.

It is hoped, therefore, that International Marketing will prove of
interest to the hard-pressed U.K. marketing executive with little
time to read the more voluminous (and almost all American)
works on the subjett. As regards students, it is written primarily
for the mature student undertaking his first formal course in
marketing at a polytechnic or college of technology. Perhaps, too,
the university student may find it of value as a supplement or
introduction to the still limited range of U.K. textbooks available
in this specialised area.

International Marketing draws extensively on the author’s
experience as an export manager, and, subsequently, as an inter-
national marketing consultant. But experience alone is never
enough. A debt is owed, and is here acknowledged, to a variety of
textbooks (most of which are mentioned in the bibliography or in
the list of acknowledgments) and, inevitably of course, to a whole
range of the invaluable publications of the British Overseas Trade
Board.

‘"The author would like to express his appreciation of the
reception accorded to the first edition of this book and, in
particular, of its inclusion in the recommended reading lists of
the Diploma examinations of the Institute of Marketing and for
the examinations of the C.A.M. Foundation and the Institute of
Export. The examples used to illustrate the principles of inter-
national marketing seem to have been particularly welcomed and,
where space has permitted, the opportunity has been taken to
include one or two more such examples. A number of minor
matters have been revised and updated. Regrettably, in the light
of recent events, it has been thought best to omit the chapter on

Iran.
July, 1981 L.S.W,
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PART ONE

THE PRINCIPLES OF
INTERNATIONAL MARKETING

CHAPTER 1

The International Marketing Concept

MARKETING

1. Definition of marketing. As marketing has developed as a
technique, numerous definitions have been offered. Today there
are several different, authoritative and entirely acceptable defini-
tions. The U K. Institute of Marketing defines marketing as: “‘the
management proeess responsible for identifying, anticipating and
satisfying customer requirements profitably”.

2. The essentials of marketing. Whatever the formal definition, it
is generally accepted that true marketing requires, on the part of
the supplying organisation:

(a) a genuine attention to customers’ needs and wants (usually
a specific target segment is selected);

(b) satisfaction of those needs and wants at a profit;

(c) orientation of the whole organisation towards the
customer-satisfaction process.

3. The marketing mix. Marketing includes such business activities
as:

(a) the planning and development of products that customers
require, with appropriate packaging and support services, e.g.
repair facilities;

(b) the distribution of those products through appropriate chan-
nels, e.g. wholesalers, retailers, etc., which will provide the ser-
vices required by the customers;

(¢) the establishment of prices which offer both value to the
customers and a satisfactory profit for the supplier;

(d) promotion of the products, including advertising, sales
promotion, public relations and personal selling.

1



2 PRINCIPLES OF INTERNATIONAL MARKETING

These four activities (often referred to as product, place, price
and promotion) constitute the marketing mix. They include, in
summary, all the elements of marketing decision-making under
the supplier’s control, i.e. controllables.

4. The marketing environment. The marketer must also take into
account environmental factors over which he has no control, i.e.
uncontrollables, but which will significantly affect the degree of
success he achieves. These environmental factors include:

(@) economic development;

(b) technological development;

(¢) social and cultural influences;

(d) political and legal decisions;

(e) business practices and institutions;
(f) competitive activity.

The task of marketing management is to formulate and imple-
ment the marketing mix which will enable the organisation to
adapt to its environment in such a way that its profit and other
objectives are achieved as nearly as possible.

INTERNATIONAL MARKETING

5. The international marketing environment. The task of interna-
tional marketing management is, similarly, to adapt the marketing
mix to the environment, but in this case the environment is vastly
changed. Although environmental differences may readily be
‘discerned within any one nation, those differences between
nations are, as a rule, far more marked.

(@) Economic development. There is, of course, a striking dis-
parity in levels of economic development between nations, from
subsistence economies still dependent on primitive agriculture,
through nations relying largely on raw-material exports (Chile)
and industrialising nations (Brazil), to the industrialised
economies of North America and Western Europe.

(b) Technological development. Each country has developed to
a different technological level. The marketer is concerned not
merely with high-level technology but with the whole range of
technology, right down to manpower skills.

(c) Social and cultural influences. Adaptation to social and cul-
tural differences between nations is a major concern of the inter-
national marketer, particularly in advertising and promotion.
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(d) Political and legal decisions. Some governments may be
hostile to imports, or even to foreign investment; other countries
. may actively encourage investment from abroad. These attitudes
may change suddenly in politically unstable countries; expropria-
tion is to be feared. Price controls or exchange restrictions may be
imposed.

(e) Business practices and institutions. As regards business prac-
tices, reference need only be made to the fundamentally opposed
views held in the U.S.A. (see XXIII) and Soviet Russia (see
XXI1V). As regards institutions the field is wide, but banks may be
taken as an example: in some Western European countries banks
play 2 much more direct and influential role in business than, say,

in the U.K.
"~ (f) Competitive activity. The international marketer may face
different competitors in different countries. In some, local com-
petition may be well entrenched, perhaps enjoying governmental
(or customer) discrimination in its favour.

6. International aspects of marketing. The environmental differ-
ences summarised above, significant though they are, do not
imply any fundamental change in marketing as a technique. There
still remains a basic similarity of human motivation and economic
practice throughout the world. The principles of marketing are of
universal application.

International environmental differences, however, do require a
change of emphasis. Certain aspects of marketing that are largely
irrelevant in a purely national context, such as barter trading (see
XIII, 14) achieve real importance. Other aspects of marketing
require, .in international trade, a far more detailed knowledge
than might be necessary within any one nation, e.g. licensing (see
[X, 2), joint ventures (see IX and X, 15) and the use of agents in
the selling function (see XVIII).

It is with these special international aspects of marketing, and as
far as possible with these aspects only, that this book is concemed.

7. Definition of international marketing. Although “‘international
marketing” is a common enough expression among marketers,
there is no generally accepted formal definition. It is perhaps best
- regarded as a shorthand expression for the special international
aspects of marketing already discussed (see 6).

An appropriate formal definition of international marketing
however, might be:



