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globalisation
promoting local sensitivities

domestic market exploit brand loyalty
barriers beliefs international market values

cultural issues subsidiary working abroad
marketing advertising trading

domestic saturation



INTERNATIONAL MARKETING

The performance of business activities designed to plan, 
price, promote, and direct the flow of a company’s goods 
and services to consumers or users in more than one 
nation for a profit.

Marketers are generally unaware of the foreign environment and 
therefore have to deep dive into the market where they plan to 
venture. 



READING & UNDERSTANDING p. 5



INTERNATIONAL MARKETING

Potential challenges:
• Competition
• Legal Restrains
• Government Controls
• Varied Consumer Behaviour
• Ecological factors – Weather 

etc-

In international markets, 
marketers have to alter 
their elements of 
marketing – product, 
price, promotion, 
distribution, and research 
– keeping in mind the 
uncontrollable elements 
of the marketplace in a 
way that marketing 
objectives are achieved.

http://marketinglessons.in/international-marketing-definition-examples/



READING & UNDERSTANDING

• Promoting /prəˈməʊtɪŋ/

• Globalisation /ˌgloʊ bə ləˈzeɪ ʃən/

• Sensitivities /ˌsɛn sɪˈtɪv ɪ ti /

• Domestic / dəˈmɛs tɪk /

• Exploit /ˈɛk splɔɪt/,  /ɪkˈsplɔɪt/

• Loyalty /ˈlɔɪ əl ti/

• Barriers /ˈbær i ərs/

• Beliefs /bɪˈlifs/

• Values /ˈvæl yus/

• Issues / ˈɪʃ u/ or /ˈɪsjuːs/

• Subsidiary /səbˈsɪd iˌɛr i/

• Abroad /əˈbrɔd/

• Trading /treɪdɪŋ/

• Saturation /ˌsætʃ əˈreɪ ʃən/

p. 5



READING & UNDERSTANDING

1. Promoting /prəˈməʊtɪŋ/

2. Globalisation /ˌgloʊ bə ləˈzeɪ ʃən/

3. Sensitivities /ˌsɛn sɪˈtɪv ɪ ti /

4. Domestic / dəˈmɛs tɪk /

5. Exploit /ˈɛk splɔɪt/,  /ɪkˈsplɔɪt/

6. Loyalty /ˈlɔɪ əl ti/

7. Barriers /ˈbær i ərs/

8. Beliefs /bɪˈlifs/

9. Values /ˈvæl yus/

10. Issues / ˈɪʃ u/ or /ˈɪsjuːs/

11. Subsidiary /səbˈsɪd iˌɛr i/

12. Abroad /əˈbrɔd/

13. Trading /treɪdɪŋ/

14. Saturation /ˌsætʃ əˈreɪ ʃən/

p. 5

a) matters, affairs, subjects, themes
b) susceptibility, vulnerability, responsiveness
c) make the most of, capitalize (on), abuse
d) principles, standards, ethics
e) impregnation, permeation
f) fidelity, allegiance, faithfulness, trustiness
g) advertising, publicizing, popularizing
h)  native, internal, indigenous
i) business, commerce, traffic, dealing
j) internationalisation, universalization
k) subordinate, branch, supplementary
l) obstacles, impediments, shields
m) overseas, away, to a foreign country
n) convictions, ideas, views

10.
3.
5.
9. 
14. 
6. 
1.
4.
13.
2.
11.
7. 
12.
8.
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INTERNATIONAL MARKETING

Potential challenges:
• Competition
• Legal Restrains
• Government Controls
• Varied Consumer Behaviour
• Ecological factors – Weather 

etc-

Cultural barriers in 
marketing can be overcome 
by:
- repositioning brands,
- changing advertising,
- changing product features 
to suit local sensitivities. 



INTERNATIONAL MARKETING

Potential challenges:
• Competition
• Legal Restrains
• Government Controls
• Varied Consumer Behaviour
• Ecological factors – Weather 

etc-

Before McDonalds entered in India, they
did an extensive research and tailored
the menu for the Indian consumers’
taste. They created recipes with Indian
spices to match the local taste and
avoided beef or pork recipes, which were
popular ingredients in other markets, to
respect Indian culture. Besides, 40% of
the menu was Pure Vegetarian, unlike
that of any other overseas market.

http://marketinglessons.in/international-marketing-definition-examples/
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1. overseas market 2. to exploit 3. subsidiaries 4. poses 5. beliefs
6. values 7. Preserve 8. loyalty 9. barriers 10. repositioning

11. establish 12. directive 13. To sort out 14. cross-fertilization 



subsidiaries

overseas

exploit

reposition
establish

ML p. 7
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ML p. 4

1 F (l.s 6-8)

2 N

3 F (l.s 15-17)

4 T (l.s 25-27)

5 F (l.s 62-63)

6 N

7 T (l.s 81-84 & 91-95)
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Break-out Rooms Group activity


