© August 2024| IJIRT | Volume 11 Issue 3 | ISSN: 2349-6002

International Marketing Unveiled: Key Factors, Indian

Standards, Comparative Strategies, and Pathways to

Global Success

Dr. Amudala Thejo Kumari!, Dr Humera Fatima?
'Research Scholor, Texas Global University
Research Supervisor, Texas Global University

Abstract- International marketing encompasses the
strategies and practices businesses use to reach and engage
consumers in multiple countries. It involves understanding
diverse cultural, economic, legal, and political
environments to tailor marketing efforts effectively. This
article delves into the essence of international marketing,
examining how companies can leverage their domestic
marketing knowledge while adapting to the complexities of
global markets. Through an in-depth analysis, it highlights
the critical role of market research, cultural awareness,
and strategic planning in achieving international success.
The article compares and contrasts Indian and
international marketing, illustrating how businesses can
navigate the unique challenges and opportunities in the
Indian market. It discusses the importance of
understanding local consumer behaviors, regulatory
frameworks, and competitive landscapes. By exploring
case studies of successful international brands, the article
provides practical insights into developing effective
marketing strategies that resonate with Indian consumers
while maintaining global appeal. Furthermore, the article
outlines pathways to global success, emphasizing the need
for businesses to consider market size, economic growth,
ease of doing business, exchange rates, domestic
competition, and infrastructure. It underscores the
significance of strategic partnerships, technology
adoption, and compliance with legal standards. The article
serves as a comprehensive guide for businesses aiming to
expand their reach internationally, offering valuable
recommendations for navigating the complexities of
international marketing and achieving sustainable growth.
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[. INTRODUCTION

worldwide marketing involves familiarising oneself
with a prospective worldwide audience that a company
aims to target, comprehending the significance of
international marketing, and regularly allocating
resources to global marketing and advertising efforts.
By using effective marketing strategies and focussing
on your specific target market, the process of
international marketing may be made comparable to
the activities carried out inside your home market.
International marketing refers to the strategic
management of commercial operations aimed at
facilitating the distribution of products and services to
customers in several countries with the objective of
generating profit.  Alternatively, it may be
comprehended in the following manner:

e International marketing is the use of fundamental
marketing ideas to meet the varied demands and
wants of individuals living in different countries.

e International marketing and domestic marketing
vary only in the fact that marketing efforts occur
across many nations. Regardless of whether it is
in the local or foreign market, the primary
objective for marketers is consistent - to generate
profits by selling items or services in areas where
there is customer demand.

Companies like Honda, Unilever, and P&G, who are
involved in the global market, each have their unique
international marketing strategies. Dell is a prominent
brand that effectively implements worldwide
marketing strategies by offering people the ability to
customise their computers via the provision of distinct
components.

International marketing is divided into 3 main types:
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Export Marketing: This is a marketing initiative
designed to assist firms in expanding their reach to
international markets for their exported products.
"Export marketing is distinct from domestic marketing
since it requires marketers to thoroughly examine a
new economy, including aspects such as politics,
legislation, and the socio-cultural milieu." Mandate
that enterprises modify their local marketing strategies
to facilitate the exportation of commodities to
international markets.

The Foreign Marketing: Marketing activities in the
countries where our Company has expanded are
distinct from domestic marketing due to the presence
of a new form of competition, varied consumer
behaviour, differing distribution systems, advertising
methods, and promotional strategies. This complexity
arises from the fact that each country possesses a
unique marketing environment. The primary challenge
lies in comprehending and adapting to these diverse
environments, necessitating the expertise of seasoned
marketing professionals. However, these specialists
often experience frustration when required to relocate
to another country.

Multinational Marketing: Emphasize the coordination
and interaction of Marketing activities in many
different environments. Marketing staff must have
careful planning and control to optimize the maximum
synthesis and find the most appropriate marketing
strategies applied in each country.

II. KEY FACTORS OF INTERNATIONAL
MARKETING

It is important at this stage to discuss key factors
affecting international marketing.

These factors can be divided in two ways:

(1) Controllable factors

(2) Uncontrollable factors.

The controllable factors are variables that are under the
control of a company's management. It encompasses
the management and arrangement of components
inside the marketing mix. The Company has the ability
to manage and create the product, choose the pricing,
choose the distribution channels, and handle the
marketing. The company's management has the ability
to effectively supervise and manage all marketing
operations associated with these aspects. Conversely,

uncontrolled variables refer to those that are beyond of
the company's control. The marketing mix parts
function within the overall environment.

Some of the relevant factors to international marketing
are given as under:

1. Social Factors:

The societal characteristics of a country establish the
set of principles and beliefs of the community, which
subsequently impact the International Marketing mix.
Social variables include elements such as culture,
caste, traditions, languages, lifestyle, level of living,
climate, and marketing infrastructure. All of these
variables have an impact on the demand for products
and services.

There has been a significant shift in the standard of
living for individuals. Despite their financial
limitations, people are eager to acquire various
consumer durables such as televisions, refrigerators,
computers, and so on. The availability of the hire buy
system or installment basis made it conceivable.
Cultural influences have a significant effect on all
aspects of International Marketing. International
marketing choices are made by acknowledging and
understanding the demands and desires of consumers.
Cultural aspects aid in comprehending the behavioural
patterns and lifestyle of a society's culture, in which a
person has been raised. Therefore, cultural elements
have a significant role in shaping and impacting an
individual's viewpoint.

2. Economic Factors:

The economic factors are the most significant
determinants of International Marketing. They also
affect the survival of a business organization and its
success.

The economic factors can be studied under following
categories:

(i) Exim Policy of the Country

(il) Commercial Policy

(iii) Financial system

(iv) Monetary system

(v) Currency restrictions

(vi) Inflation/ Deflation.

The decision regarding international marketing mix is
taken by keeping in mind the above stated economic
factors which determine the economic environment of
a country. Therefore, before going for export business
or before going for any decision regarding
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international marketing mix, it is necessary to examine
the economic factors, which determines the economic
environment of a country.

3. Competition:

Competition is an important determinant of
international marketing mix. The business firm has to
face competition in his home market as well as in the
international market. The international marketing mix
is decided by keeping in mind the strategies of the
competitors for the product, price, place and
promotion.

4. Political Factors:

The political context of a country has a significant
impact on the International Marketing mix. A marketer
must conduct its commercial operations inside a
certain political environment. The political restraints
at all levels have a significant impact on the company
operations. The shift in the political landscape results
in changes to government policy.

The subsequent influence is linked to the political
factors- (i) A stable government results in consistent
policies regarding business operations. (i)
Conversely, a government that experiences frequent
changes leads to frequent policy changes in relation to
company operations.

Political issues significantly influence the functioning
of a corporate organisation in the global market.
Therefore, a business organisation must thoroughly
examine and assess the political landscape of a certain
nation before proceeding with its economic activities.
Prior to making any decisions on foreign business, the
business organisation must do a SWOT analysis and a
cost-benefit analysis of the worldwide marketing mix.
It is necessary to examine it, taking into consideration
the political context of a certain nation. It is crucial to
evaluate the government's strategy in a nation, as well
as recognise the significance of the private sector and
small-scale industry. Ultimately, it is necessary to
assess the major impact of Multinational Corporations
on the national economy.

5. Legal Environment:

International Marketing decisions are influenced by
legal environment pertaining to competition, price
setting, taxation, law etc. The legal system of a
particular country should be studied well before doing
business with that country.

6. Logistics:

International Marketing mix is influenced by the
logistics. It includes mode of transportation, cost of
transportation, inventory management, material
handling and warehousing etc. It is necessary to study
all these factors, before go in for any decision
regarding international marketing mix.

7. Risks:

The analysis of the risk factor is an important task to
be performed before taking the decisions relating to
the international marketing mix.

III. INDIAN MARKETING

India has a colossal consumer market, with a
population over 1.3 billion individuals. The nation's
middle class is seeing tremendous growth, resulting in
a significant increase in the demand for a wide range
of goods and services. Direct-selling enterprises have
a tremendous chance to enter this industry and build a
successful company. "An important advantage of the
direct selling business model is its capacity to directly
access customers, circumventing conventional retail
channels." By comprehending the preferences and
buying habits of the Indian market, direct selling-
MLM enterprises may customise their product offers
to align with the precise demands and wishes of Indian
customers.

Cultural Nuances and Consumer Behaviours:

India is a diverse country with distinct cultural nuances
that influence consumer behaviour. To effectively
market and sell products in this market, direct selling
companies must understand and respect these cultural
differences. For example, Indians place a high value
on personal relationships and trust. Building strong
personal connections with prospective customers is
essential for success in direct selling. Face-to-face
discussions and demonstrations are favoured over
impersonal advertising or online marketing strategies.
Companies must adapt their approach to resonate with
the Indian customers' preference for personal
interactions. Additionally, Indian consumers often
prioritize affordability and value for money. Offering
products at competitive prices and highlighting their
benefits and cost-effectiveness can significantly
impact sales and customer loyalty. By studying the
Indian market, direct selling-mlm companies can
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identify the product categories and price points that
align with the local consumers' preferences.

Legal and Regulatory Considerations:

Before launching a direct-selling company in India,
the promoters must familiarize themselves with the
legal and regulatory framework governing the
industry. India has specific laws and guidelines to
protect consumers and ensure ethical business
practices in the direct selling sector. The promoters
should seek legal MLM consulting services to ensure
compliance with these regulations. The consultants
advise direct selling companies on legal matters,
including registration requirements, product labelling,
compensation plans, and consumer protection laws.
Working  with legal MLM  consultants helps
companies navigate the complex legal landscape and
builds trust and credibility with potential customers.
By demonstrating a commitment to compliance and
ethical business practices, companies can differentiate
themselves in the market and attract a loyal customer
base.

Understanding Competition and Market Trends:

To succeed in the Indian direct selling industry,
companies must be aware of the competitive landscape
and emerging market trends. Conducting thorough
market research allows the promoters of direct selling-
MLM companies to identify their competitors,
understand their strengths and weaknesses, and
position their products or services effectively. Market
trends, such as the rising demand for wellness
products, eco-friendly options, or digital solutions, can
also guide companies in selecting the right product
categories to focus on. By staying abreast of market
trends, companies can adapt their offerings to meet
evolving consumer preferences and gain a competitive
edge.

Partnering with Local Suppliers and Manufacturers:

To optimize their operations and cater to the Indian
market's unique needs, direct-selling companies
should consider partnering with local suppliers and
manufacturers. This ensures a steady supply of
products and supports the local economy, reducing
cogs and logistical challenges. By sourcing products
locally, companies can offer competitive prices, faster
delivery, and culturally relevant products. This can

significantly enhance the customer experience and
increase customer loyalty.

Building a Strong Support Network:

Launching and running a successful direct-selling
business requires a strong support network. Aspiring
companies should seek opportunities to connect with
other professionals in the industry, attend conferences,
and join industry associations. These networks provide
valuable insights, mentorship, and support, helping
companies navigate challenges and capitalize on
opportunities. Engaging with experienced direct-
selling consultants and industry experts allows for
knowledge sharing and the exchange of best practices,
ultimately contributing to individual and collective
success.

Leveraging Technology and Digital Platforms:

In today's digital era, technology plays a crucial role in
the success of any business. Direct selling companies
in India should explore technology and digital
platforms to expand their reach, streamline operations,
and enhance customer experiences. Social media
platforms, e-commerce websites, and mobile apps can
help companies connect with a broader audience,
showcase products, and facilitate online transactions.
Embracing technology also allows for efficient order
management, inventory tracking, and customer
relationship management.

The Role of Strategy India in Direct Selling Success:
When entering the Indian direct selling market,
working with reputable strategic consulting firms like
Strategy India can significantly enhance the prospects
of success. Strategy India provides multilevel
marketing (MLM) consulting and strategic advice to
direct-selling ~ companies.  With  their  deep
understanding of the Indian business scenario,
Strategy India helps companies develop compliant
operations, implement effective marketing strategies,
and navigate the legal landscape. Their expertise and
guidance ensure companies establish a strong
foundation for sustainable growth and success.
Launching a direct selling company in India can be
rewarding, but it requires a comprehensive
understanding of the Indian business scenario. By
studying the local market, cultural nuances, legal
regulations, and industry trends, aspiring direct-selling
companies can position themselves for
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success. "Partnering with legal MLM consulting
services, leveraging technology, and building a solid
support network further enhance the chances of long-
term success." By embracing the unique opportunities

and challenges of the Indian market, direct-selling
companies can establish thriving businesses and
contribute to the country's economy.

IV. COMPARISON OF INDIAN AND INTERNATIONAL MARKETING

Domestic and international marketing differ in scope, marketing mix, marketing strategy, market research, and
branding. Companies must develop marketing strategies that are tailored to each market and take into account the
unique cultural, social, and economic factors that influence consumer behavior.

INTERNATIONAL MARKETING

INDIAN MARKETING

International marketing refers to carrying out marketing
activities outside the national boundaries also.

Domestic marketing refers to carrying out marketing
activities within the national boundaries.

There are many nations, many languages and culture.

There is one nation, same language and one culture.

wide.

It refers to doing marketing in global market and it’s scope is | It refers to doing marketing in local market and it’s scope is

limited.

to domestic marketing.

Controlling international marketing is difficult as compared

Controlling domestic marketing activities is easy as
compared to international marketing.

In international marketing different currencies are used.

In domestic marketing only one currency is used.

marketing.

Where as more risk factors are associated with international

Low risk factors are associated with domestic marketing.

Lack of familiarity with global or foreign market.

Well familiarity with domestic or local market.

Mostly there is unstable business environment.

Mostly there is stable business environment.

International marketing requires more investment as
compared to domestic marketing.

Domestic marketing requires less investment as compared to

international marketing.

In international marketing competitors behavior is difficult
to predict.

In domestic marketing competitors behavior is easy to
predict.

It relatively deals with diverse market.

It relatively deals with homogeneous market.

High level of research is required because of the involved
overseas markets.

Research is required, but not to a great extent.

It has huge capital requirement.

It has less capital requirement.

laws and policies vary from country to country.

Government intervention is to a greater extent because of the

Less government intervention.

Several opportunities are available because of vast scope.

Limited opportunities for growth because of local scope.

Less control over international marketing operations.

Greater control over domestic marketing operations.

The company requires different tactics and policies for
advertising the products to their customers.

The same policies and tactics can be opted by the company
in domestic marketing.

V. PATHWAYS TO GLOBAL SUCCESS

A very good reason why companies need to consider
international marketing is to get a piece of the over 10
trillion dollars of goods and services that are traded
across borders each year. For the company that
markets itself properly on an international level, this
can lead to a huge boost in revenue. Not only do
businesses have a great opportunity to grow their
revenue if they market themselves internationally, but
they will also run into a lot of obstacles that are not
typically encountered in domestic marketing.
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A decision by a business to enter international markets
is often a complex one, where several potentially
positive and negative factors need to be analysed and
weighed up before the decision is made. Here are six
key factors that most businesses should consider when
they analyse the attractiveness of target international
markets:

Size & growth of the market (e.g. population)

One of the most important factors. Does the size of the
target market justify the investment and risk involved
with selling internationally? Which key market
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segments the business wants to target? How large are
they and how fast are they growing?

Economic growth & levels of disposable income

An important indicator of the underlying strength of an
international market. Emerging economies have
experienced faster rates of economic growth than
developed economies. This has created a growing
‘middle class’ with rising disposable incomes that have
fuelled demand for the products and services of
international and domestic businesses.

Ease of doing business / political environment

An intangible, but still important factor. How reliable
are the legal systems in the target country? Can the
intellectual property of the business be protected?
How volatile is the political environment?

Exchange rates

Trading in international markets is very likely to result
in greater exposure of a business to exchange rate
fluctuations. For example, profits may be ecarned
inside the international market - but will exchange rate
volatility reduce the value of those profits?

Domestic competition

If an international market is attractive, chances are that
a business will have to compete effectively against
local or domestic competition. What advantages do
domestic competitors enjoy? Do they have control of],
or better access to key distribution channels? How
important is their more detailed understanding of
customer needs and wants?

Infrastructure

The physical infrastructure of the target market is also
likely to be a factor. This covers aspects such as the
ease of transportation (into, out of and inside); strength
and reliability of data systems (e.g. broadband).

VI. CONCLUSION

In conclusion, international marketing presents both
opportunities and challenges for businesses seeking to
expand their reach beyond domestic borders. "By
understanding and adapting to the diverse cultural,
economic, and legal environments of different
countries, companies can effectively engage with
international consumers and achieve significant
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growth." The comparison of Indian and international
marketing practices highlights the importance of
tailoring strategies to local markets while maintaining
a global perspective. Success in international
marketing requires a thorough understanding of
market dynamics, consumer behavior, and competitive
landscapes, as strategic planning and
execution.

as well

Looking ahead, businesses must focus on several key
areas to ensure continued success in international
markets. Firstly, leveraging advanced technologies
and digital platforms will be crucial for reaching a
broader audience and enhancing customer
engagement. Secondly, forming strategic partnerships
with local suppliers, manufacturers, and distributors
can help optimize operations and cater to the unique
needs of different markets. Lastly, staying abreast of
evolving market trends, regulatory changes, and
economic conditions will enable businesses to adapt
their strategies and remain competitive. By embracing
these future directions, companies can navigate the
complexities of international marketing and achieve
sustainable global success.
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