
MKT3IMK Topic 1 Introduction to international marketing  
 
The Asian Century 

• For much of the 20th century, the triad regions (North America, Western 
Europe and Japan) dominated world trade 

• 21st century increasingly lead to Big Emerging Markets (BEMs) having 
the impact  

o China, Hong Kong, Taiwan, India, South Korea, Mexico, Brazil, 
Argentina, South Africa, Poland, Turkey and ASEAN 

 
Why understanding international marketing is imperative: 

• Saturation of domestic markets forces companies to look 
elsewhere 

• Nature of competition has changed 
o Market share, country source and global reach 

• International competition also brings about global cooperation 
o Partnerships between companies from different companies, eg. 

Toshiba and IBM 
• Impact the internet and electronic business has made on 

competition 
o Through e-commerce and e-businesses, social networking and 

marketing 
• Changing nature of the world economy 

o Shift in the world’s largest companies – less in the US and more 
in Japan 

 
International trade refers to the process of exporting and importing goods 
between a nation and other countries in the world. 
 
International business refers to a combination of international trade and 
foreign production of goods for sale. 
 
Evolution of international and global marketing: 

• Shift in management paradigms to a more global approach 
• Marketing strategies are based on an organisation’s degree of 

experience and nature of operations in international markets 
o Organisations do evolve over time though 

• Helps in understanding how organisations learn and acquire 
international experience and how to use it to gain an advantage 

• Helps to predict its competitors’ likely marketing strategy in advance 
Stages: 

• Domestic marketing refers to an approach where organisations focus 
on the domestic market and domestic competition only. 

o Tend to ethnocentric – focus on themselves  
o Product development for home country customers 
o Marketing mix decisions made at head office level 
o Examples: Local pizza shop, local mechanic, a national bank 

that does not operate outside the boundaries of the country 
 

• Export marketing refer to the stage when organisations sell their 
products or services directly or indirectly to overseas buyers. 

o Tend to ethnocentric – limited adaptation for overseas 
customers 

o Product development mainly determined by home market needs 
o Marketing mix decisions made at head office level 
o Examples: A clothing company that exports to the country 

adjacent to it, a food company that exports its produce to 
another country without changing anything about the product. 


