here are a number of factors that increasingly drive international trade and marketing efforts. There is the potential to increase customer base and market share, the opportunity to reduce the reliance on any single market and the benefits that becoming a multi-national corporation can provide.

The main driver of international marketing is the increase in customer base that it provides to organisations. Whilst many domestic markets are quite large, they fade in comparison with a truly global market. An increased customer base allows for the sale of far more products and services and can increase the profitability of an organisation. The global customer base is growing all the time as the living standards and levels of employment increase in developing nations.

A widespread customer base removes the risks associated with only selling to one market. For example, if you only market to domestic consumers and there is an economic downturn, your entire customer base may fall out of work and not be able to afford your product. However, if your customer base is spread over many markets, the impact of the domestic market failure is less of an issue.

International marketing can also help you to increase your total market share in a particular industry and allow you to develop a globally recognisable brand. By not engaging in internationally marketing, you are instantly giving away part of the total market share to those that do. Holding a market share is important as it gives you a better foundation to compete with other large and established organisations. Small businesses with little in the way of market share often find themselves priced out of the market and unable to compete.

Developing a globally recognisable brand provides you with almost limitless opportunities when capturing emerging markets and gaining customer loyalty. People are naturally drawn to and trust brands that they clearly recognise and are more inclined to purchase from those brands.

Internationally organisations are able to develop networks and linkages with foreign supply chains. This can help them to negotiate for better deals, reduce their overall costs and improve efficiency. Whilst many of these drivers sound like they only apply to huge, multi-national corporations, they have an impact on small business as well. Many large organisations around the world remain small until they open themselves up to the global market through international marketing.

Build your International Marketing plan

Build your business plan by answering the questions below. A plan will automatically be generated based on your responses. Avoid changing your answers offline as they will not be saved to your profile.

International Marketing Objectives

Q.1 What objectives are you aiming to achieve by expanding your business into international markets? Give Answer

Q.2 How will these objectives improve your customer base and revenue? Give Answer

Q.3 How will achieving your objectives have an impact on your market share? Give Answer

Q.4 What impact will your objectives have on your existing products, services and brand image? Give Answer

Q.5 How will these objectives influence your decision making process? Give Answer


 

Globalisation has had an increasingly significant impact on international marketing. More and more markets become open to international organisations as the cost and complexity of operating overseas is reduced by globalisation.

One of the key drivers of increased international marketing has been reduced costs as a result of globalisation. Organisations are able to access cheap resources and labour in developing countries. This not only allows them to price their products lower, but also opens up a broader market of people with the disposable income to buy more goods and services.

New and ever improving communications technology has spread throughout the world, allowing international marketing campaigns to be coordinated all from a domestic base. The internet and mobile phones have opened up entirely new international industries with endless potential. Globalisation has changed the way people shop. Consumers are better able to shop around for good deals and are prepared to buy from overseas without necessarily viewing products first hand.

Globalisation has also increased market competition, in turn increasing the importance of effective international marketing. Many organisations cannot rely on the fact that they are the only player in a long held domestic market, there are new competitors from overseas appearing all the time.

Transport and distribution systems are more efficient than ever before, making it easier, faster and cheaper for businesses to get their products to consumers. Electronic transfers have also made making and receiving international payments faster and more secure.

Finance is more readily available to both consumers and organisations, thanks to the globalisation of many financial providers. Investors are interested in spreading their investments over a wider range of markets to reduce their overall level of risk. An increased availability of capital makes it easier for organisations to finance their international marketing efforts.

Globalisation will continue to bring more and more buyers and sellers together into the future. The organisations that are able to make the most of the opportunities globalisation provides stand to the best chance of succeeding in their international marketing campaigns

