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ABSTRACT

International trade has grown dramatically
during the past ten years, asiswell known. Global
marketing oper ationssaw s gnificant transformation
throughout the past century. Large US, European,
and Japanese corporations didn’t start expanding
their markets and manufacturing facilities outside
of their own countries until the second part of the
20th century. Theworld feels smaller and thereis
one market for goods and services around the
world as technol ogy advances in communication,
transportation, and financial flows. Theavailability
of technol ogy to communi cate, share services, and
buy products from any other country at the lowest
cost and get the most out of theresourcesavailable
at the customer side has made international
mar keting the need of the customers all over the
world. As organisations continue to pursue more
global strategies, the need to understand
consumers in distant locations is growing.
Companies primarily use marketing to under stand
both their existing and potential clients.
Companies must think about how local mar ket
research differs when undertaken in foreign
markets when they explore the global economy.
TheInternational Marketing will assist businesses
in utilising the advantages of globalisationto help

them reach the greatest number of customers.

KEY WORDS

Global Marketing, Market, Goods and
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INTRODUCTION

Consumers’ increased desire for more and
different typesof goods has been sparked by income
development, generating markets for imports.
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Innovationsin information and communi cation technology and modes of transportation, such asthe concept
of international marketing, have helped to bring customers’ likes and preferences closer together. Different
brands and goods from one nation are widely embraced in other others. Along with consumers, competitors
haved so adopted agloba perspectiveon bus nessand arewillingto experiment with and use diversecompetitive
marketing methodsin different areasto increase efficiency. Interdependenceininternationa trade between
satesistheresult of al thesedevelopments. Recent years have seen anincreasein globalization, which has
brought both poss bilitiesand problemsto theworld of business. Over the past 20 years, anumber of marketing
experts have debated the benefits of globalised markets against niche marketing approaches. It has been
discovered that the coreideas behind marketing, particul arly thosethat ded with itstechnical componentsin
both homeand foreign markets, mostly hold true. Internationa marketingisadifferent field, nonetheless, due
to thevariationsin the marketing environment. The definition of marketing remainsthe samewhether afirm
offersitsproductsand servicesdomestically or aboroad. However, whenacompany decidestosdll internationdly,
the scope of marketing isexpanded, principa ly because the company must takeinto account alarge number
of additional factors. The practi se of conducting marketing operations across more than two nationsfor a
variety of goods, services, or other itemsof interest to both partiesisknown asinternational marketing. The
author has made a respectable contribution to raising awareness of international marketing’s conceptual
difficultiesand potential answers. Inthefuture, theresearcher wantsto gather relevant informationfrom banks
for acase study and then givethe best answersto theissueswith global marketing.Customersall over the
world will greatly benefit frominternationa marketing and savealot of timeand money by engaginginthese
activities.

Literature Review

There are numerous similar outingson thelist. Cavusgil and Nevin (1981), Albaum and Peterson
(1984), Cavusgil and Li (1991), and Aulakh and K otabe (1993), for instance, have outlined the history of
international marketing from itsinfancy inthe 1960sto the present and made predictionsabout itsfuture.
Similar tothis, Ozsomer and Cavusgil (1991), Baughn and Yaprak (1993), Papadopoul osand Hed op (2003)
inventoried thestock of research on product and country images, and Sarkar and Cavusgil (1996) synthesised
the collection of studieson market entry modes. Thesewere both well-known conceptual inquiriesintheearly
development of thefield. Research on the standardi sati on vs adaptability of marketing programmes, atopic
that haslong piqued attention ininternationa marketing, hasbeen critically examined by Walters(1986) and
Jain (1989). Philip Kotler & Keller, 2005. Marketing M anagement, 12th edition,-pp12-14. Rakesh Mohan
Joshi, 2009. “International Marketing Google Books 2009-pp24-27. Theodore Levitt (May-June 1983)
“The Globalization of Markets”, Harvard Business Review: 92-10. Steven Alter “Information systems The
foundation of E-Business. Pearson Education-2015 pp.80-88.

What is International Marketing?

Marketing isasocietal process by which individuals and groups obtain what they need and want
through creating, offering, and freely exchanging products and services of valuewith others. - Philip Kotler

In addition to being a field of study in general business management, global marketing is “marketing on
aworldwidescalereconciling or taking commercia advantage of globa operationa differences, similarities
and opportunities in order to meet global objectives.” International marketing is the export, franchising, joint
venture, or full-scale international operation of goods and services. The creation of the country’s marketing
mix istherefore necessary; thisisinternational marketing. It canrangefrom asimplerelationship strategy
includinglocdization, loca product offerings, pricing, production, and distribution with tailored promotions,
offers, websites, socia media, and |eadership to ascomplex asusing existing marketing Srategies, mixes, and
tools for export on the other side. The needs of specific foreign markets where a company’s value can be
exported and wherethereisthe opportunity for inter-firmand firm-to-firmlearning, optimization, and efficiency
ineconomiesof scaleand scope aremet through internati onali zation and internationa marketing. Internationa
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marketingisthe useof marketing principlesby companiesoperatingin oneor moreoverseasnations. Businesses
can now operatein dmost any country intheworld thanksto devel opmentsininternational marketing. The
trading of productsand servicesacrossinternationd bordersisreferred to asinternational marketing. Everywhere
intheworld, the procedurefor planning and carrying out the pricing, advertising, and di stribution of goodsand
services is the same. The definition of “international marketing” is the trade of goods and services across
internationd bordersto satisfy client needs. It a so entail sdetermining thetarget market and conducting customer
research abroad.

Reasons for entering International Markets

Thegloba market hasbeen viewed by many marketersasbeing very hogtile. Lessthan 20% of Texas
companieswith export potential actualy conduct businessin foreign markets, according to astudy by Baker
and Kynak. However, evenif many bus nesseshavereservations about entering foreign markets, somestill
decideto do so. Why? In one study, thefollowing driving factorswerelisted, in order of importance, for
gtarting an overseas marketinginvolvement:

> largemarketsize

gability through diversfication
profit potential

unsolicited orders

proximity of market

excess capacity

offer by foreign distributor
increasnggrowthrate

»  smoothingout businesscycles

YV VY VYV VYV

International Marketing Stages
DomesticM arketing

Thisentail sthe business mani pulating anumber of controllablefactors, including price, advertising,
distribution and the product, in alargely uncontrollable externa environment made up of variouseconomic
structures, rivals, cultural normsand legal systemswithin specific political or geographic country boundaries.

International Marketing

Thisinvolvesthebusinessoperating in multiple markets, where not only do the uncontrollablefactors
vary widely from onemarket to thenext, but it isalso likely that the controllablefactors such ascost and price
structures, advertising opportunities, and distributioninfrastructurewill also vary widely.

Export Marketing

Inthisinstance, the company sellsits productsand/or servicesinternationally and across political
boundaries. In general, exporting isastraight forward and | ow-risk way to accessinternational markets.
Companies may decide to export their goods for avariety of reasons. First, like Perrier did in the US,
productsinthe maturity stage of their homelife cyclemay discover new growth prospectsabroad. Second,
some busi nesses believe that expanding by exporting their current productsrather than creating new onesis
less risky and more lucrative. Third, when things are “in season” abroad, businesses that deal with seasonal
home demand may decideto sell such products. Finally, because thereisless competition abroad, some
busi nesses may decideto export their goods.

Multinational Marketing

Here, an organization’s marketing initiatives involve endeavours, links, or operations in more than one
nation, aswell as someform of influence or management over marketing initiativesfrom nations other than
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thosewheretheproductsor serviceswould actua ly be marketed. Thegeneral perceptionisthat each of these
market places standsaloneand isasource of profit.

Global Marketing

With theaim of gai ning aworl dwide competitive edge, theentire organi sation focuseson the sdlection
and exploration of global marketing possibilities and mobilises resources around the world. The company’s
main goa isto devel op operationd synergy so that, by utilising variousexchangerates, tax rates, labour rates,
skill level sand market opportunities, the organisation asawholewill belarger than the sum of itsparts.

Challenges of Global
Sluggish Expansion in Developed Markets

The main issue we are experiencing is the developed markets’ poor growth. It is a reality that developed
market growth has 9 owed down. However, aninternationa marketer must keep in mind that despitetheir
modest growth, thesemarketsare till sizableand that al marketersmust continueto focus on them.

Falling Growth Ratesin Emerging Markets

The second magjor issue the globeis experiencing isthe slowing growth of emerging markets. The
devel oping marketswill continueto grow at agreater rate than the devel oped markets, despitethedeclinein
growthratesin severd of thesemarkets. Thisisduetotheir sizable population andincreasing level sof income,
which boosts demand in these markets. Therefore, al worl dwide marketing organi sationsmust focustheir
effortson al new marketsin addition to the devel oped ones.

Demographics
Thethirdimportant point to keepin mind isdemography. The popul ation of emerging economiesis

younger than that of devel oped western markets, which hasan ageing popul ation. International marketing
organisationsmust therefore continueto concentrate on emerging marketsasthey will continueto becrucid.

Morelnnovation and Competition

Increased competition and innovation arethefourth crucia reason. Companiesinthe developed world
will faceincreasing competition from firmsin emerging economies. Businessesthat prioritizeinnovationin
order to cut costsor improvethe perceived benefit to their cussomerswill prosper. Theexpanded significance
of communication.

Future of International Marketing

Marketing will need to become moretechnology and datadriven, hyper-personalized, one-to-one,
and real-time. It will nolonger be necessary to engagein obtrusive, pointlessand irrelevant advertising and
marketing may fully transition to consumer advocacy.

CONCLUSIONS

The paper briefly discussesthefundamental sof international marketing, including prosand drawbacks.
Thelikely remediesto overcomethese drawbacks. The globa economy isexpected to grow quickly inthe
foreseeabl efuture and numerous nations are collaborating to promote commerceand internationa marketing.
Inthenear future, therewill bean increasein marketing andinternationa businessactivity. To profit fromthe
technologies utilised for such activities, Internet use is a requirement. Understanding a company’s trade
relationships, political stability, culture and other financial problems is the major issue. The worry countries’
infrastructurefacilities are meant to support the use of technology to carry out thesetasks. The paper briefly
discussesthefundamental sof internationa marketing, including prosand drawbacks. Thelikely remediesto
overcomethese drawbacks. Thegloba economy isexpected to grow quickly in theforeseeablefutureand
numerous nations are collaborating to promote commerce and international marketing. Inthe near future,
therewill beanincreasein marketing and internationa businessactivity.To profit from thetechnol ogiesutilised
for such activities, Internet use is a requirement. Understanding a company’s trade relationships, political

January to March 2023  www.shodhsamagam.com et Factor 61
ADouble-blind, Peer-reviewed and Referred, Quarterly, Multidiciplinary and Sl FFEZOZZ): 6.679
Multilingual Research Journal



PushpaRamesh,

ISSN : 2581-6918 (E), 2582-1792 (P)
Year-06, Volume-06, Issue-01 SHODH SAMAGAM Page No. 58 - 62

stability, culture and other financial problems is the major issue. The worry countries’ infrastructure facilities
aremeant to support the use of technology to carry out thesetasks.
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