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Chapter 12 



Localising a global product 



Standardisation for global markets 

Modifications in the marketing mix 

1.The Standardisation approach 
Make no special provisions for the global marketplace but identify target markets and 
then choose products that can easily be marketed with liitle of no modifications 

2. Multidomestic approach 
Adapt to local conditions 

3. Globalisation approach  
Incorporate differences into a regional of global strategy that will allow loca 
differences in implementation 



Product Policy 

Factors encouraging 
standardization 
ïEconomies of scale in 

production 

ïEconomies in product 
R&D 

ïEconomies in marketing 

ïά{ƘǊƛƴƪƛƴƎέ ƻŦ ǘƘŜ ǿƻǊƭŘ 
marketplace/economic 
integration 

ïGlobal competition 

 

Factors encouraging 
adaptation 
ïDiffering use conditions 

ïGovernment and regulatory 
influences 

ïDiffering consumer behavior 
patterns 

ïLocal competition 

ïTrue to the marketing 
concept 



 



Marketing Management 

ÅRegional, Country or Local Characteristics  

ïPositioning 

ïBackward Innovation 

ÅProduct Characteristics 

ÅCompany Considerations 

ÅProduct Line Management 

ÅCenters of Excellence 

ÅProduct Counterfeiting 



Pricing Policy 

ÅExport Pricing 
ÅStandard world-wide pricing 

ÅDual pricing 

ÅCost-plus pricing 

ÅMarginal cost method 

ÅMarket-differentiated pricing 

ÅPrice escalation 

ÅDumping 



Distribution Policy 

ÅChannel design 

ïмм /Ωǎ ό/ǳƭǘǳǊŜΣ ŎǳǎǘƻƳŜǊǎΣ ŎƻƳǇŜǘƛǘƻǊǎΣ ŎƻƳǇŀƴȅ 
objectives, character, capital, cost, coverage, 
control, continuity, communication) 

ÅSelection and screening of intermediaries 

ÅManaging the channel relationships 





ÅE-commerce as a distribution channel 



Promotional Policy 

ÅAdvertising 

ïMedia strategy 

ïPromotional message 

ïPersonal selling 

ïSales promotion 

ïPublic relations 



Figure 12.3 ς Global 
Advertising Campaign 

Approaches 


