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INTERNATIONAL MARKETING STRATEGY AND 
MARKETING-MIX
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Standardisation and differentiation of the 
marketing mix in the context of basic options

Standardisation Differentiation

global

orientation
glocal

orientation

multinational

orientation

domestic market

orientation
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International Positioning

• Establishment of a specific image of the brand(s) of a 
company for the (international) demanders

• Brands are positioned in relation to the competitor’s brands

• Positioning includes the concept or meaning a brand has in 
the eye of the demanders (actual and potential customers)
– concerning the suitability of the brand to meet the needs of the 

demanders

• The result of the positioning is a marked out, distinct positive 
brand image
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Targets and advantages of standardisation and 
adaption

Standardisation Adaption („local customizing“)

targets:

- cost advantages and synergies

- harmonising of strategie/market entry

- simplification of cross-border-planning/expansion

advantages (environment)

- perception and image advantages (e.g. international 

brand)

advantages (company)

- economies of scale and critical mass

- experience and learning curve effects

- establishment of a long-term strategy

- specialisation advantages in competition

- time advantages when „Going International“

- activity specific competition advantages such as cross

border coordination advantages

targets:

- turnover and market share maximisation

- market penetration and profiling in country specific

competition

advantages (environment)

- adaption to the cmpetition conditions in the host

country (customer requirements or behaviour, image as

home company

- adaption to the political-legal und 

economic.infrastructural conditions (e.g. supply chain, 

foreign trade system)

- use of the turnover potentials

advantages (company)

- flexible adaption to specific changes of the country

markets

- building of international knowledge

Source: adapted from Swoboda/Schwarz 2006, S. 181.
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(General) Standardization Level for Different 
Marketing Mix Elements

very similarfully adapted
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4Ps of Marketing

• Product

• Price

• Place 

• Promotion

 Adjustments are necessary for international products / companies
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INTERNATIONAL PRODUCT POLICY
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Product: Definition

• „A product is anything that can be offered to a 
market for attention, acquisition, use or 
consumption that might satisfy a want or need. It 
includes physical objects, services, persons, places, 
organisations and ideas.“ (Kotler et al. 2005)
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Elements of a Product

Source: Czinkota, Ronkainen 2013, p.358.
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3 product layers

Source: Hollensen 2013.

functional features, performance,
perceived value,

technology

Delivery, installation, guarantees, 
(after-sales) service

brand, quality, design, packaging, price,
country of origin

Core product/
benefit

(Actual)
product
attributes

Support 
services
(“augmented
product”)

Ability 
to 
standardise 
product 
elements

Low

High
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Products on international
B2C-markets (II)
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Products on international
B2C-markets (II)
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Products on international B2B-markets 
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A global product
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Fulla – “Barbie” for other cultures
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International Expansion of Print-Media
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Product Ranges

• Breadth of range
– no. of product lines

• product line (product group, product category) as group of
connected products with certain similarities

• Depth of range
– no. of products/product variants per product line
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International Product Range Decisions

• Decisions concerning the entirety of offered products and 
services and concerning the countries, regions or target 
groups, (in) which these products are to be offered
– range of products and services

• number of product lines or products groups or categories

– depth of product and services
• number of products in the product line 

• Options
– transfer of product range: unchanged transfer of product range of one 

country to the other countries
– shortage of product range: supply of a reduced product range to the 

foreign countries compared to the home country 
– extension of product rage: supply of an extended product range to the 

foreign countries compared to the home country 
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Product Policy of McDonald’s

Source: Kotabe/Helsen 2008.
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McDonald’s in Cairo
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KitKat in Japan
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Volkswagen

India

Germany

Brasil
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Continuum of product-political alternatives

Source: Zentes/Swoboda/Schramm-Klein 2010, S. 382

standardised
product core

Built-In-
Flexibility

Modular
Design

differentiated
product core
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• Differentiation
– differences in the legal frame 

conditions
– differences in customer 

requirements (e.g. differences 
in income, cultural conditions, 
…)

• Mixed Strategy
– adaption of the elements 

whose adaption is not 
“expensive”

– Modular strategies
• e.g. plattform approach

– adaption of product groups, 
not single products

• Standardisation
– cost advantages (for product 

policy the best effect of all 
marketing mix elements)

– cost advantages in logistics 
(e.g. possibility to centralise 
storage)

– realisation of a global, uniform 
image

– less „disappointed“/uncontent
customers (if the find products 
in different countries)

– standardised product policy as  
„precondition“ of a 
standardisation of the other 
marketing mix elements

Standardisation vs. Differentiation of  Product 
Policy
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Factors Affecting Product-Adaption Decisions

Source: Czinkota, Ronkainen 2013, p.360.
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Government Regulations
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and Preferences

Purchase Patterns
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International Product Policy: A Process

Third country markets need to be considered.

Starting
Point 

• Existing product range in home country

1. Step

• Which products are generally viable for the foreign
market?

2. Step

• Can I use them in a standardised way or would it be
better to modify/adapt to local conditions? (cost/benefit)

3. Step

• Would it be beneficial to develop new products
specifically for this country? (cost/benefit)

4. Step

• Should I introduce the „foreign“ products in the home
country and third countries as well?
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Product live cycles and different country markets

Source: Zentes/Swoboda/Schramm-Klein 2010, S. 120.
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Product Policy – Course of Actions

Not yet on market Present on market
Not offered to

market any more

Development

A A

Variation/

Modification

A B

Differentiation

A
B

A

Unification/

Combination

C
B

A

Elimination

A A
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Trend: Mass Customizing


