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ABSTRACT:  

Launching a product in international markets requires careful planning and execution. This chapter provides a 

concise overview of the importance and considerations involved in product launches for international markets. It 

explores the significance of understanding local market dynamics, cultural nuances, and consumer preferences 

when introducing a product to a new international market. The chapter also examines key factors that influence a 

successful product launch, including market research, localization, marketing communication, distribution 

channels, and post-launch evaluation. By effectively strategizing and executing product launches for international 

markets, businesses can maximize their chances of success, increase market penetration, and achieve sustainable 

growth on a global scale. 
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I. INTRODUCTION 

The process through which innovations spread gradually within a social system is known as new product 

diffusion. The cultural environment has a big impact on how quickly products spread. When compared to India 

and the other Asian nations, Japan and the south-east Asian nations have a greater rate of new product diffusion. 

In comparison to the UK and Eastern Europe, the US, Canada, and the Scandinavian nations have a higher rate of 

new product diffusion in low context countries. The following cultural differences should be considered by a 

company when developing new product launch plans. Consumer reaction patterns in Oriental nations have been 

shown to be quite different from those of their Western counterparts. Therefore, it necessitates considerable 

changes to product launch tactics in global markets [1], [2]. 

Launch of a New Product 

A company may use one of the following approaches to introduce its goods to global markets, depending on the 

market and the product's features: 

 The Waterfall Method 

According to this strategy, the items are introduced sequentially and cascade down into the worldwide markets. 

In the waterfall approach, a product has a usually lengthier time to be customised in a foreign market before it is 

introduced in another country. A waterfall method is often better suited for businesses with limited resources that 

find it challenging to handle many markets at once. A company may introduce its product gradually if the size of 

the target market and its development potential are insufficient to justify the investment of resources. 

For instance, it took about 22 years for McDonald's and almost 20 years for Coca-Cola to sell internationally. 

 Sprinkler Method 

On the other side, a product is concurrently introduced in many nations under this strategy. Under the following 

circumstances, this strategy is preferred: 

1. If the market has a very high level of competition. 

2. If the product's life cycle is very brief. 
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3. The company is well-equipped to handle the simultaneous launching of its products in a number of 

markets. 

For instance, simultaneous product launches are preferred in the case of luxury consumer products, where trends 

shift quickly across foreign marketplaces. Microsoft products and other IT software are released concurrently 

worldwide. 

II. DISCUSSION 

International Product Life Cycle 

A theoretical model that illustrates how an industry changes over time and across national boundaries is the 

international product life cycle. This theory also shows charts that show how a company's marketing strategy 

evolves as it competes on both the local and international markets. The theory explains the variations and causes 

for changes in production and consumption patterns over time in different markets. International product life 

cycle concepts combine economic principles, such as market development and economies of scale, with product 

life cycle marketing and other traditional business models. The structure of the product's demand, production, 

international competition and marketing techniques, and the marketing plan of the firm that created or produced 

the product are the four main components of the international product life cycle theory. Depending on where the 

product is in the conventional product life cycle, these components are divided into different categories. The 

fundamental product life cycle includes the phases of introduction, growth, maturity, and decline [3], [4]. 

1. Introduction Stage: Companies may create awareness of their product or service in certain areas and grow a 

niche market during the introduction stage of a product's life cycle. A new product initially becomes available on 

the market at this phase. In the early stages, there are few clients, little competition, few sales, plenty of risk, and 

little to no profit. Distribution and advertising costs are high. Risks abound at this period, and prices are high 

owing to high expenses brought on by the low level of production.  High profit margins are needed to sustain the 

high marketing costs since technological manufacturing issues can still exist.  significant resources for R&D 

projects, etc. The corporations try to locate markets for new goods in the developed nations at this time since the 

price of new items is generally high in the early stages [5], [6]. 

2. Growth Stage: If a product is well-liked by customers, sales will begin to increase. It might develop more 

slowly or more quickly. Fads are brief expansions that dissipate just as quickly; this is a process known as 

growth. The firm may begin to take advantage of manufacturing economies of scale, which will raise the profit 

margins as well as the total amount of profit. It is often characterised by a high growth in sales and earnings. As a 

result, firms are able to spend more money on promotional efforts to fully use this development period. In this 

stage, the company has more options for exports, fierce rivalry in the target market, and it develops 

manufacturing facilities in industrialised nations to protect its position in global markets [7], [8]. 

3. Maturity Stage: At this point, the product is well-established, and the manufacturer's goal is to hold onto the 

market share they have gained. Given how fiercely competitive the market is right now for the majority of items, 

companies must make judicious marketing investments. They must also take into account any product revisions 

or manufacturing process enhancements that can provide them a competitive edge. A company starts to develop 

its operations in middle- and low-income nations when the technological know-how of an innovative method 

becomes well recognised in order to take advantage of resources offered at reasonable pricing. Saturation takes 

place at the very end of the Maturity stage, when there is no room for more development. This is also known as 

the Saturation Point. When sales are levelling off and little to no promotion is required, this is the situation. The 

time of stability is now. The product's sales peak at this time, and there is little room for expansion since there is 

a constant demand for the product. However, at this point, other rivals also gain popularity and seize the market 

[9], [10]. 

4. Decline Stage: When a product's market eventually starts to contract, it enters the decline stage. This decrease 

in sales may be the result of the market being saturated or a change in customer preferences. As technological 

know-how and abilities become more accessible, the focus of the marketing strategy switches to pricing and cost 

competitiveness at this point. Even though this reduction may be inevitable, businesses may still be able to turn a 

profit by transitioning to less costly manufacturing techniques and markets. Instead of focusing on productions, 

the company now prioritizes the areas with the lowest overhead. Production is rising in less developed countries 

in addition to emerging ones.  

1. Due to protectionist restrictions that function as impediments to free market competition, these 

businesses are only able to operate in the home market or to a limited extent in the international market. 
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2. Their opportunistic growth in international markets. 

3. Before entering foreign markets, these companies must improve their portfolio. 

Strategies for Marketing Products in Foreign Markets 

Keegan has emphasised that the essential component of marketing strategy is the standardisation or modification 

of the product and promotion aspects of the mix and provides five additional and more detailed approaches to 

product policy: 

1. Straight extension or one product, one message, globally: While many authors have suggested that this 

will be the technique used for many goods in the future, in actuality only a small number of products may 

claim to have actually accomplished this. For instance, Coke employs the straight extension method in 

foreign markets for its Lux brand of soaps. 

2. Extension of the product and modification of the promotion: While the product remains the same, this 

technique enables the promotional effort to be modified to either target new client groups or to cater to 

the distinct preferences of other nations. For instance, whereas chewing gum is thought to be good for 

your teeth in Europe, it is largely seen as a children's product in India. In these circumstances, the product 

is left alone, but the promotional approach is tailored to the demands of the buyer. 

3. This tactic is used for product adaption and marketing extension. 

4. If a marketing effort is successful on a global scale, yet local demands require that the product be 

modified. For instance, the electrical voltage variations need product change in electrical equipment sold 

in nations like India and the US. 

5. The company is using a completely unique strategy by customising its goods and advertising for each 

area. 

6. Product creation is a strategy used by businesses, often those from industrialised nations, that export 

goods to less developed ones.  

Establishing Brand Names in Global Markets 

Businesses have excellent chances on the global market, both for survival and for growth. Businesses that expand 

their brands internationally deal with a variety of socio-cultural environments, demography, political and 

economic climates, etc. As a result, businesses have a variety of alternatives when making strategic and tactical 

marketing decisions. This lesson illustrates how marketers really use the tools at their disposal to build global 

brands that are sustainable. Modern businesses heavily rely on marketing and the abilities of marketers, and 

branding is a powerful tool in their arsenal. Understanding consumer wants is at the core of effective marketing 

in today's global industry. Effective branding strategies must be used by businesses and marketers in order to 

compete. They must enter the minds of the clients and see the offering from their perspective. To preserve their 

lead over rivals, they must develop a competitive advantage. Four crucial judgements on branding must be made 

by them: 

1. As opposed to no brand. 

2. Private brands against manufacturer's brands. 

3. Multiple brands versus one brand. 

4. Local brands versus national brands. 

Meaning and Definition of Brands 

A name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of 

one seller or group of sellers and to differentiate them from those of competitors is what is meant by a brand. 

Thus, a brand lets the consumer know where the product came from and safeguards both them and the 

manufacturer from rivals who could try to sell similar-looking goods. Building consumer awareness, 

differentiating a brand from rivals, and identifying a good or service are all goals of branding. A trademark is a 

component of a brand and is legally protected. 

A Brand's Functions 

Understanding a brand's functions is important when discussing its idea. What brands truly accomplish is make it 

easier to identify goods, services, and companies while also setting them apart from the competition. Branding is 

important to consumers, say Czinkota and Ronakinen, since it makes the purchasing process easier for them by 

removing the need to make difficult choices and by providing emotional benefits and offering a sense of 

community. According to Hollensen, a brand's fundamental goal is: 
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1. To set a company's offering apart from its rivals and differentiate a specific product. 

2. To promote brand recognition and awareness. 

3. To ensure that a given standard of quality and satisfaction is met. 

4. To support the product's marketing. 

Worldwide Branding 

There are certain things to think about when businesses expand into overseas markets. According to Bradley, 

when companies go global, they first take on a local identity before expanding into other markets after they have 

gained local recognition. In today's global market, a brand competes not just with domestic and regional rivals, 

but also with foreign rivals and their marketing approaches. Companies that build their brands for global markets 

are better able to take advantage of economies of scale, expand into new areas, and investigate a variety of 

additional market niches. However, marketers must set up their marketing plans in accordance with the varied 

external environment. The following are some justifications for entering a global market: 

1. Poor domestic market development and increased competition. 

2. To take advantage of prospects for development and profit abroad 

3. To spread out the risk on the home market 

4. To save costs by using economies of scale 

5. Recognization among international clients 

Worldwide Brands 

worldwide marketplaces are used to create worldwide goods. The Triad, every continent, and nations at every 

level of development all provide a genuinely global offering. A worldwide brand serves two purposes, according 

to Kapferer: to distinguish different products from one another and to a products origin. Global brands are 

promoted and positioned in a similar way all over the globe. It displays the same set of values everywhere. 

Global brands must, however, consider cultural trends and values from across the globe in order to prosper. It 

must take into account the variables that affect consumer behaviour. Where there is high customer movement, 

such as in the telecom, airline, and hotel industries, global branding is more practical. It is simpler to build a 

global brand when the nation of origin is significant. Brands like Marlboro, whose brand places greater emphasis 

on the product and its origins, may expand more readily. A multinational brand might swiftly fill the void in an 

undeveloped market sector. 

Benefits of International Brands 

1. the use of a global brand. 

2. Realising scale efficiencies of manufacturing and distribution. 

3. reduces marketing expenses and gives consistency to marketing strategies. 

4. enables the marketer to set a premium price and achieve maximum revenue by creating premium value in 

the eyes of international consumers. 

5. synergy via judicious market growth. 

6. cooperation is a key factor in innovation and sustainable development. 

7. Issues & Challenges with Branding. 

The question that brand managers must solve is how to define the policies that will allow their brand to reach its 

full potential in a variety of marketplaces. This necessitates a framework that can be used extensively to provide 

consistency in branding across markets. A shared framework guarantees that local and international brand 

management adhere to the same standards and use the same brand language. 

Brand Issues In International Markets 

Language barriers across borders cause marketers a great deal of difficulty when designing advertising campaigns 

and product labelling. Therefore, the marketing campaign should be translated into the native tongue of the nation 

so that it delivers the same idea that the corporation intended. For instance, labels must be printed in both English 

and French in Canada. There are more than 200 distinct languages spoken in India, and China has a similar 

problem. Different civilisations assign various meanings to various colours. Companies building worldwide 

brands should use regionally appropriate hues to avoid offending local customers with the product's packaging. 

Black and white are considered mourning hues in Japan, hence they shouldn't be used on goods packaging. 

Similarly, since it is connected with death in Hispanic countries, purple is not acceptable. Every culture has a 

unique set of traditions and beliefs. It is crucial for marketers to educate themselves on them so they can 

determine what is acceptable and what is not for their marketing programmes. Americans, for instance, consider 
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sunburns to be beautiful, young, and healthy. The Japanese, meanwhile, do not. Labels and branding fall under 

these major distinctions as well. 

Businesses cannot simply apply the same brand attributes across all markets. They must create brand attributes 

specifically for the target market. Honda, for instance, connotes speed, youth, and vigour in Japan. Honda 

connotes value, quality, and dependability in the US. The issue of regional reawakening exists. growth of 

international organisations like the EU, WTO, and NATO. Regional or local ethnic identity is growing, and huge 

nation-states are ceding authority to smaller nations or autonomous territories. Customers are seeking greater 

brand and corporate transparency as a result of the growth in global consumption and the need for localised 

support. Customers from throughout the world expect multinational corporations to be more considerate of the 

local areas where they produce and/or sell. Campaigners from many countries are increasingly targeting 

multinational businesses that are seen as monolithic and having little to no local or global social responsibility. 

Through international news networks, brands may also be exposed to adverse press and commentary on a global 

scale. 

Issues with International Branding 

Business leaders must consider a number of aspects and comprehend the wider dynamics influencing their 

decisions, whether they are determining whether to expand into a foreign market or introduce a new product. 

Let's examine some of the difficulties brand managers encounter: 

Smart Customers: Both consumers and organisations today have more marketing experience and are more 

demanding and aware about how it works. Additionally, media gives more attention to businesses, their 

marketing initiatives, the introduction of new products, and communications. Information is easily accessible to 

customers via consumer reports, websites, blogs, and other platforms. Consulting companies also conduct 

customer expectations surveys for various brands. Companies find it harder and harder to develop global brand 

strategy as a result. 

Brand Proliferation: The proliferation of new brands and goods together with an increase in line and brand 

expansions provide another problem. This has produced a variety of goods that are to various degrees 

comparable. 

Increased Costs: It is now challenging to match the investment and level of support that brands want due to the 

fast rising costs of launching new products and maintaining old ones. The implementation of a price cut or a 

gratis campaign to encourage early product adoption might result in brand dilution and failure in the long run 

since brands are long-term assets. 

Emotional Appeal: The brand's message must be conveyed via emotional appeal. Think about the variety of 

conventional and emerging interactive media that customers may access. Marketers have distanced themselves 

from conventional advertising media for a number of reasons, including expense, clutter, and audience 

fragmentation. For businesses, maintaining a consistent brand emotional appeal across media has been harder. 

Conditions: Conditions refer to the economic, legal, and political circumstances that are present in a foreign 

market. Laws governing advertising content, product details, distribution methods, etc. differ from one nation to 

the next, making it challenging for businesses to adapt and standardise these laws. 

Mix of International Marketing 

An increasingly linked and integrated global economy is combined with the promotion and sale of products and 

services via international marketing. The marketing 4Ps: 

1. Product. 

2. Price. 

3. Where. 

4. promotion 

When used in worldwide marketing, these four Ps present several difficulties. Here, we concentrate on combining 

the pieces of the marketing mix to create brands across borders and also explain some of the extra challenges 

involved in marketing services abroad. We will examine each of these Ps separately in an effort to identify any 

problems. We'll also talk about packaging, which marketers employ to develop brands in foreign markets quite 

successfully. 
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Product 

A product is anything that is both physical and chapter. Physical characteristics like shape, size, components, 

form, colour, etc. may be used to characterise a tangible object. Services like merchant banking, mutual funds, 

insurance, consulting, etc. are included in the intangible product. To match the costs that various clients are 

willing to pay for a certain product type, businesses provide a variety of goods of varying quality, with varied 

features, pictures, and degrees of support. Therefore, a product is a collection of attributes, but obviously, it is not 

what buyers want to purchase. The advantage that the product offers is what the client actually wants. Marketers 

should focus on the advantages that their goods provide to consumers; the features and quality of the product are 

only the mechanism by which these advantages are delivered. These are the key elements to take into account 

before marketing a product or service internationally. The goal of the global customer while making purchases is 

to receive the highest quality goods at the lowest cost. Thanks to the Internet, a wealth of knowledge is accessible 

to them. Innovation must thus take front stage if it is to capture prospective customers' attention. A global 

marketer must be adaptable enough to change the characteristics of its goods to meet the climatic, technical, 

political, economic, or legal requirements of a specific local market. In general, for businesses to succeed in new 

markets, product adaption methods must be readily accessible and tailored. 

Price 

A product's price is an important component. The cost of the products and services that a company offers to its 

customers is referred to as the price. Price may be high from a cost perspective yet low from a demand one. 

When a company wants to enter foreign markets, price plays a crucial role. 

Factors Influencing Global Pricing 

The most important component of the value that a client exchanges for a product is often its price. As a result, the 

product's perceived value has to be at least equivalent to its cost. The 4 C's are the most crucial elements that 

determine costs. 

1. Firm expenses and objectives. 

2. Groups, consumer preferences, and customers' price sensitivity. 

3. Market competition structure and level of competition. 

4. The distribution channels. 

 

III. CONCLUSION 

In conclusion, a thorough and well-executed plan is necessary for the introduction of a product in foreign 

markets. Success depends on an understanding of customer preferences, cultural subtleties, and local market 

dynamics. Businesses may increase their chances of a successful product launch in foreign markets by 

completing extensive market research, localizing the product, executing effective marketing communication, 

developing efficient distribution networks, and regularly reviewing performance. A successful product launch 

helps a company gain market share and fosters brand recognition, customer loyalty, and long-term growth on a 

worldwide level. 
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