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7.1: Global Market Planning Summary

Summary
A wide variety of internationalization moves are available after choosing to expand. Moreover, some flatteners make global moves
easier, while some make them more difficult. Indeed, even importing and outsourcing can be considered stealth, or at least early,
steps in internationalization, because they involve doing business across borders. As companies look for growth in new areas of the
world, they typically prioritize which countries to enter. Because many markets look appealing due to their market size or low-cost
production, it is important for firms to prioritize which countries to enter first and to evaluate each country’s relative merits. For
example, some markets may be smaller in size, but their strategic complexity is lower, which may make them easier to enter and
easier from an operations point of view. Sometimes there are even substantial regional differences within a given country, so
careful investigation, research, and planning are important to do before entry.

Evaluating whether to enter a new market is like peeling an onion—there are many layers. For example, when evaluating whether
to enter China, the advantage most people see immediately is its large market size. Further analysis shows that the majority of
people in that market can’t afford US products, however. But even deeper analysis shows that while many Chinese are poor, the
number of people who can afford consumer products is increasing. 

Through global market segmentation, a company can identify and group customers or countries according to common needs and
wants. Demographic segmentation can be based on country income and population, age, ethnic heritage, or other variables.
Psychographic segmentation groups people according to attitudes, interests, opinions, and lifestyles. Behavioral segmentation
utilizes user status and usage rate as segmentation variables. Benefits segmentation is based on the benefit buyers seek. Global
teens and global elites are two examples of global market segments.

After marketers have identified segments, the next step is targeting: The identified groups are evaluated and compared, and one or
more segments with the greatest potential is selected from them. The groups are evaluated on the basis of several factors, including
segment size and growth potential, competition, and compatibility and feasibility. Target market assessment also entails a thorough
understanding of the product-marketing question and determining marketing model drivers and enabling conditions in the countries
under study. The timing of market entry should take into account whether a first-mover advantage is likely to be gained. After
evaluating the identified segments, marketers must decide on an appropriate targeting strategy. The three basic categories of global
target marketing strategies are standardized global marketing, niche marketing, and differentiated multi-segment marketing.

Positioning a product or brand to differentiate it in the minds of target customers can be accomplished in various ways: positioning
by attribute or benefit, positioning by quality/price, positioning by use or user, and positioning by competition. In global marketing
global consumer culture positioning (GCCP), foreign consumer culture positioning (FCCP), and local consumer culture positioning
(LCCP) are additional strategic options.
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