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Unit 1

Introduction to Global Marketing

W&w&w&%@wc%éw

Learning Objectives

W@—W&WWW«WQ¢'$$-WV¢$¢W

International marketing management is rarely considered as an
academic area that deserves a separate and specific curriculum. The
present research examines 2 primary questions that challenge this
state of affairs: First, is international marketing management
different from basic marketing management? Second, if it is
different, what type of training knowledge and skill should
international marketers have? Success in international marketing
management requires deep knowledge of cross-cultural and inter-
cultural issues that facilitate attitude change and assist the
development of interpersonal skills and the creation of awareness of
multi-environmental requirements of international marketing
operation. These skills can be acquired and developed only by a

formalized program of specialist education and training.
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Knowledge-based aims

By the end of this unit, you should know:

+ The concept of marketing;

+ The difference between marketing and international marketing;
» The difference between marketing and selling.

. Task-based skills

By the end of this Unit, you should be able to.
» Discuss and apply the major concepts of marketing and international marketing;
* Point out the importance of the international marketing;

* Analyze the relationship among market, marketing and international marketing.

(BPare Qe )( Lead-in Activities |

Before reading Text A, think of the following questions, and give a brief
answer to each of them:

1) Talk about your understanding of marketing.

2) Is marketing selling?

3) Is marketing globally equal to marketing domestically?

(Bare Wyye | Knowledge-based Learning

Preview Reading Comprehension

Direction: Answer the following questions briefly to get some general
idea about Text A.

1> What is marketing?

2) What is international marketing?



Unit 1 Introduction to Global Marketing

Text A  Online Markeling and

Chinese Products

Are you in search of an online market that specializes in Chinese products?
In that case, you need to do a category search that lists all the websites which
sell products from China. Without the category search, you may find it hard to
locate the products that you have been in search for quite sometime. You may
feel like contacting the website and see whether you can purchase the product
wholesale and at the localized rates, sell it in your local store. It is to be noted
that consumer satisfaction is what all matters in order for the business to
prosper and in order to provide that satisfaction to the consumers, the products
that you are selling need to last long but should not let the consumers down.
Wholesale products are available for those who want to sell a large quantity of a
single unit. In such a case, Global Sourcing is considered the best way to attract
more buyers to your site to sell that “hard-to-find” product. You can also go a
step forward and offer multinational purchasing beyond the boundaries so that
every one can taste and see your product. People who look for your online
market, they do a category search to find the products that you bought from
China. Multinational purchasing is on a move on account of the global sourcing
these websites do.

Customers find you easily using the category search, once you build
your reputation in the online market. Once the customers find you're
affordable, then you will become the devoted supplier of that same product
for years ahead. As a result, multinational purchasing increases and you
will have to purchase the products wholesale from China and supply it to
your devoted customers. Once the customers know that you will always
keep that “hard-to-find” product always in stock, your customers will know

that you can be relied on and they can count you. And there never arises a
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need for them to do another category search to find a similar online market
as that of yours.

When you plan to buy wholesale products from China, you have a wide
variety of products that you can sell in you local market. When you know that a
particular product is a “hot-cake” in your business area and you know for sure
that the product will sale as soon as it is displayed, you can opt for a wholesale
purchase of the product. Your online market may become a huge success when
it is combined with global sourcing. Suppliers onboard can assist you in
knowing the most popular products at that time. You may also opt for seasonal
products. Suppliers onboard offer those seasonal products on a wholesale and
you can put them in display in our local market before anyone else does. When

it’s time to count your profits, you will be quite astonished at what you have

earned.
:‘ Notes
1. category /'keetigori/ n. FFE, B
2. multinational $E; B R
/imaltt'neefon(a)1/ a. multinational corporation: # &, 3]
3. affordable /s'fo:dsbl/ a. 0 i fF A6y
4. hot-cake ; RIFFE G

Background Knowledge

A, Reasons for Global Marketing

* Growth

— Access to new markets

— Access to resources

« Survival

— Against competitors with lower costs (due to increased access to resources)
Global Marketing Vs. Marketing

*+ Marketing is the process of planning and executing the conception, pricing,
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promotion, and distribution of goods, ideas, and services to create
exchanges that satisfy individual and organizational goals.

Global marketing focuses on global market opportunities and threats.

Differences between Global Marketing and Marketing
Scope of activities

Nature of activities

. Globalization

Globalization is the inexorable integration of markets, nation-states.,
and technologies to a degree never witnessed before — in a way that is
enabling individuals, corporations, and nation-states to reach around the
world farther, faster, deeper and cheaper than ever before , and in a way that
is enabling the world to reach into individuals, corporations., and nation-
states farther , faster, deeper, and cheaper than ever before.

~— Thomas Friedman

. What is a Global Industry?

An industry is global to the extent that a company’s industry position in one
country is interdependent with its industry position in another country.
Indicators of globalization;

— Ratio of cross-border trade to total worldwide production

— Ratio of cross-border investment to total capital investment

— Proportion of industry revenue generated by companies that compete in key

E.
1.

world regions

Keys to Global Success
Value creation

Value = Benefits/Price

-— Price is a function of money, time, and effort

— Benefits result from the product, promotion, and distribution
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« Two methods of value creation

+ Improved benefits

» Lower prices

2. Competitive Advantage

+ Success over competition in industry at value creation

+ Achieved by integrating and leveraging operations on a worldwide scale

3. Focus

« Concentration and attention on core business and competence

— Nestle is focused: We are food and beverages. We are not running bicycle
shops . Even in food we are not in all fields. There are certain areas we do not
touch ... We have no soft drinks because 1 have said we will either buy Coca-

Cola or we leave it alone. This is focus. — Helmut Maucher

F. Globalization or Global Localization?
* Globalization

— Developing standardized products marketed worldwide with a standardized
marketing mix

— Essence of mass marketing

* Global localization

— Mixing standardization and customization in a way that minimizes costs
while maximizing satisfaction

— Essence of segmentation

— Think globally, act locally

G. Where in the World?

« How does a company decide which markets to enter?
— Company resources

— Managerial mind-set

—- Nature of opportunities and threats in that market
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Examples of Global Marketers

Coca-Cola + USA

Philip Morris + USA
Daimler-Chrysler + Germany
McDonald’s - USA

Toyota + Japan

Ford « USA

Unilever « UK/Netherlands
Gillette - USA

1BM « USA

. Why Go Global?

For US-based companies, 75% of sales potential is outside the US.
About 90% of Coca-Cola’s operating income is generated outside the US.
For Japanese compénies, 85% of potential is outside Japan.

For German and EU companies, 94% of potential is outside Germany.

. Management Orientations

Ethnocentric
Polycentric
Regiocentric

Geocentric

. Ethnocentric Orientation

Assumes home country is superior to the rest of the world; associated with
attitudes of national arrogance and supremacy

Management focus is to do in host countries what is done in the
home country

Sometimes called an international company

Products and processes used at home are used abroad without adaptation

. Polycentric Orientation

Management operates under the assumption that every country is different;

the company develops country-specific strategies



