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ABSTRACT:  

Scanning the international environment is a critical process for businesses seeking to expand their 

operations beyond domestic borders. This chapter provides a concise overview of the importance and 

methods of scanning the international environment. It examines the key factors that businesses should 

consider when analyzing the international landscape, such as political, economic, social, technological, 

and legal factors. The chapter also explores various scanning techniques, including PESTEL analysis, 

SWOT analysis, and market research, which help businesses identify opportunities and challenges in 

foreign markets. By effectively scanning the international environment, businesses can make informed 

decisions, adapt their strategies, and seize global market opportunities. 
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I. INTRODUCTION 

International managers work in a highly dynamic environment. A company that operates in worldwide 

markets must contend with environmental elements, such as social, cultural, economic, legal, and 

technical ones, that are vastly different from those in the native market and from those in other foreign 

markets. As a result, the secret to success in global markets is a marketer's capacity to modify the 

company's plans to suit the needs of the global markets. An international marketing manager will be 

able to successfully compete in the global market by making a conscious effort to anticipate the impact 

of both domestic and foreign uncontrollable environmental factors on a marketing mix. This is made 

possible by having a thorough understanding of the environment [1], [2]. Adaptation is essential for 

success in global markets. 

Self-Reference Standard 

A company that operates in worldwide markets is susceptible to environmental conditions that vary 

significantly from those in the home market and from those in other international markets. As a result, 

the secret to success in global markets is a marketer's capacity to modify the company's plans to suit the 

needs of the global markets. An international marketer's cultural training and comprehension of the 

intricacies of another culture have a significant impact on his ability to have an impartial appraisal of 

environmental elements on the marketing mix. For instance, Levis would undoubtedly fail if it 

attempted to expand the low waistjeans industry there. Cross-cultural analysis must be done in order to 

separate the effects of self-reference criteria and arrive at an objective marketing conclusion. An 

unconscious reference to one's own cultural values, experiences, and knowledge as a foundation for 

judgement is known as a self-reference criterion. A person from one culture is often unaware that how 

they respond to any circumstance is impacted by their own cultural background and is seen differently 

in other cultural contexts. In actuality, cultural training has a subliminal and unexpected impact on 

market relativism. One is prone to misread and respond incorrectly to the marketing scenario when 
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confronted with a certain set of marketing conditions abroad [3], [4]. In. James Lee has proposed a four-

step method for describing SRC. 

Step 1: Define the business issue or objective in terms of the customs, traditions, or standards of the 

native nation. 

Step 2: Define the business issue or objective in terms of the customs, traditions, and cultural norms of 

the foreign nation. Make no assessments of worth. 

Step 3: Identify the SRC impact on the issue and closely analyze it to see how it exacerbates the issue. 

Step 4: Reframe the issue without the SRC's input and find the best possible solution. 

Orientation to International Marketing 

The international marketing manager faces a number of difficulties as a result of the numerous 

tendencies towards an increasing level of corporate internationalization. One of the main issues was 

what kind of guidance a company should provide to its global marketing efforts. The EPRG orientation 

aids in the explanation of this [5], [6]. 

II. DISCUSSION 

EPRG Concept 

International marketing orientations refer to several perspectives on a company's participation in the 

global marketing process. The capacity of a corporation to adapt to any foreign marketing environment 

depends on how its employees are oriented. The EPRG framework was developed by Wind, Douglas, 

and Perlmutter, who emphasise that its main premise is that management's level of internalisation 

influences the firm's particular international strategy and decision-making guidelines.  The four phases 

of the development of international operations are outlined in Perlmutter's EPRG framework. In the 

EPRG framework are: 

1. Ethnocentric strategy. 

2. polycentric strategy. 

3. Regiocentric strategy. 

4. geocentric perspective. 

Under the EPRG technique, a firm's management's behavioural characteristics in sporadic exports to 

international markets may be defined. 

Ethnocentric Perspective 

Ethnocentric viewpoint is the idea that one's own culture is superior to all others. It denotes a company's 

or its management' obsession with the notion that a marketing plan that has been successful in the home 

market would likewise be successful abroad. Therefore, ethnocentric businesses disregard the variations 

in market environments. Typically, these businesses engage in domestic marketing. A small number of 

businesses who perform export marketing see it as an expansion of domestic marketing. These 

businesses think that, like domestic marketing, adapting the marketing mix for an international market 

just takes the barest minimal work. These businesses often make an effort to promote their goods in 

nations whose domestic demand is comparable to those outside or where customers there are familiar 

with local goods [7], [8]. The management in this orientation is aware of the environmental variations, 

but the marketing strategy is geared on reaching domestic goals rather than global or international goals. 

As a result of the company's inability to successfully compete against its rivals and demonstrate any 

resistance to their methods of international marketing, its long-term competitiveness falls. The scale of 

the Indian market discourages businesses from entering other international markets, or if they do, they 

focus on trying to identify markets for comparable goods and customers with similar interests and 

preferences [9], [10]. 
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Typically, under an ethnocentric approach, decisions are made at the headquarters and things are 

produced at the home base. Most businesses have an ethnocentric perspective during the early phases of 

internationalisation, but this strategy is difficult to maintain after a sizable market share is attained. 

Nissan is a good example. During the company's first few years of exporting automobiles and trucks to 

the United States, its ethnocentric bent was extremely clear. The automobiles proved challenging to 

start in many cold-weather regions of the United States despite being built for moderate Japanese 

winters. Many automobile owners in northern Japan would cover the hoods of their vehicles with 

blankets. Tokyo had anticipated that Americans would act similarly, but this did not occur. In the 1950s, 

most businesses, particularly those in big nations like the United States, could function relatively well 

with an ethnocentric perspective. However, one of the largest internal risks a corporation now confronts 

is ethnocentrism. 

Polycentric Strategy 

A corporation that adopts this strategy accords the domestic markets of all nations similar weight since 

it recognises that each market is distinct and has to be approached differently. The plans are designed to 

function via independently created firms, such as fully owned subsidiaries or marketing subsidiaries, in 

each nation, giving units’ total authority to operate as distinct profit centres apart from the main office. 

A company using this strategy must be a technology leader, manufacture high-quality goods, or have 

very cheap manufacturing costs. It may also focus on international markets with comparable consumer 

demands and market circumstances to the native market. Low scale economies of scale, high product 

costs as a result of substantial expenditures in researching overseas markets, and product customization 

to meet the demands and preferences of certain nations are some drawbacks of this attitude. Ford 

Motors, Suzuki, Toyota, General Motors, Nissan, and other corporations are examples of businesses 

that promote their brands using this strategy. All of these businesses customise their brands to meet the 

unique demands of consumers in each nation. 

Regiocentric Strategy 

With this strategy, the company identifies an area's shared characteristics, views it as a single market, 

and plans actions for the region as a whole. Market segmentation is carried out using regional similarity 

as the foundation. In order to meet the comparable demands of prospective customers, a business looks 

for economic, cultural, or political parallels across locations. For instance, nations that were formerly 

part of the USSR might be grouped together since their customers' wants and preferences are quite 

similar because they were once the representatives of a single country. Due to their shared cultural 

characteristics and strong regional identities, a group of nations like Denmark, Norway, Finland, 

Sweden, or Pakistan, Bangladesh, and India may employ the same goods and techniques. Examples of 

multinational corporations that effectively use this global marketing perspective include Pepsi and 

Coca-Cola. Another example is McDonald's policy of only using Halal methods to kill animals and not 

serving pork in Muslim-majority nations; this practise is known as regionalist. 

Geocentric Method 

This orientation does not benefit either the company's home nation or any of the countries where it does 

business. It is sometimes referred to as a global approach, and its basic notion is to focus on global 

consumers with comparable preferences. The primary tenet of this philosophy is to take the finest 

elements from each nation. The drawback is that it is completely dependent on ongoing, worldwide 

market research, which costs a lot of money and effort. This strategy is intended for businesses with 

significant money that desire to lead the world. For global operating efficiency, the producers supply 

uniform, recognisable, and often interchangeable services and goods. The European Silicon Structures, 

for instance, is a perfect illustration of geocentric international marketing orientation. The company was 

founded in Luxembourg, its headquarters are in Munich, it has research facilities in England, and its 

factory is in France. The company even went above and beyond by appointing its eight directors from 

seven different nations. Another excellent example is the LG product line, where 90% of the 

refrigerators, washing machines, and air conditioners are created in India. LG also has a 100% owned 
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research and development lab facility. Even Indian items are shipped to the Middle East, Africa, and 

other Asian nations. 

Example: When entering the Indian market, the leading global fast food chain McDonald's had several 

difficulties. In addition to legislative restrictions on cow slaughter in the majority of Indian states, eating 

beef is illegal and a very touchy social topic in that country. The second-largest Muslim population, 

which views pork as impious and forbids its intake by religious law, is likewise found in India. 

McDonald's does not provide either beef or pork in the Indian market as a consequence. Additionally, 

the idea of vegetarianism in India is the most intricate in the world, forbidding even the tiniest mixing of 

serving and cooking equipment. As a result, India is the only nation where McDonald's has a distinct 

kitchen space as well as cooking equipment for vegetarian and non-vegetarian dishes. Red meat is not 

favoured even by non-vegetarian Indian customers, forcing McDonald's to offer chicken burgers. In 

response to the preference for spicy cuisine among Indian customers, McDonald's not only adds extra 

spices to their preparations but also offers sauces like McMasala that are specially formulated for the 

Indian taste. Additionally, McDonald's debuted the Mc Maharaja and Chicken Tikka Burger in the 

Indian market to compete with well-known Indian dishes. 

Environment and Components of International Marketing 

The many elements of the global marketing environment have a significant role in determining 

marketing prospects. In order to make efficient marketing choices about the factors of the marketing 

mix, an international business must have a thorough understanding of the global marketing 

environment.  

Economic Situation 

Global marketing prospects vary in kind and location depending on macroeconomic economic 

considerations. The following are the main economic environment indicators that affect choices about 

foreign marketing: 

1. Gross national income. 

2. Gross Domestic Product, or BDP. 

3. Industrial Organisation. 

4. The floating issuance of currency. 

5. Patterns of demand. 

6. The current Balance of Payments 

7. Economic basis. 

8. Economic Growth Rate. 

9. Occupational Structure. 

10. The inflation rate. 

11. Consumer Mobility (k). 

In order to find the best marketing chances for the company, the international marketer seeks to 

comprehend the economic environmental factors of the worldwide markets. Production and sourcing 

logistics are influenced by national patterns of economic growth. As an example, the astronomical 

expansion of the Rs 80,000 crore milk market has inspired new businesses like Danone to challenge 

Amul as the country's dominant brand. Even an industry or regional economic downturn might cause 

businesses to cut managerial levels, retrain staff, operate on a limited budget, or even maintain 

profitability. Major changes in income and consumer purchasing trends need marketers to pay careful 

attention. In summary, the economic circumstances of a nation, including the kind of economy, the 

stage of economic growth, economic resources, the amount and distribution of income, etc., are all 

crucial marketing elements. The influence of other economic variables like inflation, productivity, 

shortages, unemployment, etc. on prices and wages is significant. 
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Financial Situation 

Financial environment is the study of a nation's financial system in which an international marketer 

plans to operate. The following two elements are referred to as a nation's financial system the money 

market. Capital Market. 

Cultural Setting 

Everything that individuals have, believe, and do as members of a society is a part of its culture. It is the 

whole of the skills and routines that people have developed over the course of their lives as members of 

a society, including knowledge, beliefs, the arts, morality, laws, and conventions. The environment that 

includes customs, taboos, religious beliefs, lifestyle routines, attitudes towards various items, and 

purchasing choices is referred to as the cultural environment. A company seeking worldwide marketing 

must be aware of the cultural variances in which foreign efforts are undertaken since customer 

behaviour is strongly impacted by cultural surroundings. As an example, Mountain Dew, one of the 

Pepsi products with the quickest growth, is very popular in Pakistan, India, and other countries. Its 

brand value is around Rs 1000 crore. Although Mountain Dew's composition, packaging, appearance, 

and positioning are all worldwide, its advertising and distribution are entirely local. The brand's theme, 

Darr ke agey jeet hai, is specifically targeted towards India and Pakistan since it is assumed that the 

young in these nations must overcome certain fears in order to succeed. 

Environmental Awareness and Cultural Sensitivity 

The degree to which goods must be modified to meet the unique cultural requirements of various 

national markets is known as environmental sensitivity. Putting things on a scale of environmental 

sensitivity is a helpful strategy. Products that don't need to be significantly adapted to the conditions of 

diverse global markets are at one end of the spectrum. Products that are very susceptible to various 

environmental conditions are at the opposite end of the spectrum. A business with ecologically 

unfriendly items will spend less time figuring out the particulars and peculiarities of regional 

marketplaces since the product is essentially global. Managers must take into account economic, 

governmental, technical, social, and cultural factors that are unique to each nation as a product's 

environmental sensitivity increases. The degree of product adaptation required may be measured on a 

two-dimensional scale with the horizontal axis representing environmental sensitivity and the vertical 

axis representing product sensitivity. The bottom left of the pertains to any product with a low degree of 

environmental sensitivity, such as highly technological items. 

Because a chip is a chip wherever it is sold, Intel, for instance, sold over 100 million microprocessors. 

The degree of sensitivity and adaptability both rise as one moves to the right on the horizontal axis. 

Although the environmental sensitivity of computers is generally modest, different national voltage 

standards need some adaption. The software manual for the computer should also be available in the 

native tongue. Products with a high sensitivity to the environment are located at the top right. Food fits 

into this category since it is subject to culture and environment, particularly food eaten at home. 

McDonald's has had remarkable success outside of the US by customising their menu to regional 

preferences. However, some foods, like chocolate, must be altered due to many flavour and climatic 

variations. While customers in certain nations choose milk chocolate, some favour dark chocolate, and 

consumers in other nations in the Tropics must modify the recipe for their chocolate goods to withstand 

high temperatures. 

Culture's Impact On Consumption 

Culture determines consumption habits, way of life, and importance of necessities. The way in which 

individuals satiate their cravings is dictated by culture. Unsurprisingly, there is a wide range in 

consumption patterns. The consumption of beef serves as a useful example. Some Chinese and Thai 

people avoid beef altogether because they feel it is wrong to eat livestock that help produce things like 

rice and vegetables by working on fields. In comparison to Argentina and the United States, where each 

person consumes more than 100 pounds of beef annually, Japan's per-capita consumption of beef has 

climbed to eleven pounds. Many people's eating habits look foreign to Americans. Chinese people 
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consume foods like bird's nest soup and fish stomachs. The Iraqis chew on dried, salted locusts as they 

drink, while the Japanese consume raw fish. Although such eating practises may appear disgusting to 

Americans and Europeans, Western consuming practises are as bizarre to non-Westerners. Snails are 

eaten in France. Roquefort salad dressing, which is prepared with a robust cheese with bluish mould, is 

used by Americans and Europeans. When cultures are compared, no one group has a monopoly on 

strange eating practises. 

Culture preferences can influence how food is prepared. Asian customers like broiled or boiled chicken 

over fried chicken. Consequently, American-style fried chicken was unfamiliar to and repulsive to the 

Chinese in Hong Kong. Culture impacts not just what should be eaten but also what should not be 

bought. Muslims do not buy chickens unless they have been certified halal, and they also refrain from 

eating pork, much as Jews. They also abstain from drinking alcohol and smoking, which is a practise 

that some conservative Protestants also have. Despite the fact that these limitations are in place in 

Islamic nations, there are still certain business opportunities. Making a product that caters to a certain 

culture's demands is the marketing problem. One product that was thought to be able to get over the 

religious ban on drinking alcohol was Moussy, a nonalcoholic beer from Switzerland. Moussy has 

achieved such success in Saudi Arabia by adhering to Islamic religious principles that half of its global 

sales are attributable to that nation. 

Societal Context 

People exist in societies. The socioeconomic classes that make up modern society represent a vast 

spectrum of beliefs, attitudes, and actions. International marketing is heavily influenced by social and 

cultural factors. In order to grasp the components of a foreign culture and how social classes vary in 

their purchasing habits, brand preferences, and lifestyle choices, the international marketer aims to give 

an insight into the social environment. Consumer views and purchasing behaviours are influenced by 

social, religious, and cultural differences. This region defines how similar or dissimilar customers 

throughout the world are on a global scale, which in turn impacts the possibilities for global branding 

and standardisation. As McDonald's discovered in India, a market's social and cultural aspects are 

difficult to handle. It has to contend with a market that is 40% vegetarian, with meat-eaters who dislike 

beef or pig and who are hostile to frozen meat and fish, but also with Indians' natural love of spice in 

everything. McDonald's realised it needed to provide more than just the perfect burgers to satiate such 

cravings. The Mac Aloo Tikki burger, for instance, is exclusively available in India. Additionally, 

studies on the social environment have shown the following social classifications and their patterns of 

consumption, which are assisting global marketers in formulating their strategies: 

a) Upper Class: Consumers from the Upper Class act as a reference group for others to the degree that 

other social classes copy their purchasing choices. They make up a healthy market for jewels, antiques, 

houses, and getaways. 

b) below Upper Class: Members of this class often exhibit ostentatious spending habits in an effort to 

impress others who are below on the social scale. They want to purchase costly houses, schools, cars, 

and other status symbols for both themselves and their offspring. 

c) Upper Middle Class: This class serves as a premium market for high-quality residences, furnishings, 

clothing, and appliances. They want to maintain a pleasant house where they may host guests and 

customers. 

d) Middle Class: This group is a significant market for items for do-it-yourselfers. This group strives to 

stay away from excessively fashionable attire and participates in religious activities. 

e) Working Class: The main objective of this class is to satisfy pressing human necessities. 

Additionally, they want security and are drawn to products that improve their leisure time. 

f) Upper Lower Class: Sports fans and heavy smokers are common among the upper lower class. 

Given their financial situation, individuals often express interest in cheap consumer products. 
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g) Lower-lower Class: People in this class often have dilapidated houses, filthy clothing, and worn-out 

goods. 

As an example, the CEO of Vodafone claims that the chhota recharge, a sachet-style recharge, is unique 

to India. Customers are given recharges up to Rs 10 of credit, with the expectation that they would pay 

it back in the subsequent top-up. 

Political Climate 

Any domestic or foreign political element that may have an impact on an organization's operations or 

decision-making is included in the political environment of international marketing. Many choices in 

international business are now acknowledged to be heavily influenced by politics, particularly when 

deciding whether to invest and how to expand markets. Politics is inextricably related to a government's 

perspective on business and the degree of freedom it gives companies to operate. Businesses operating 

in other political systems are subject to a number of dangers that they would not typically encounter in 

their home markets. This often indicates that the most volatile sector of international marketing is the 

political sphere. Governmental propensities to alter rules may have a significant impact on global 

strategy, posing both possibilities and risks. The term political environment refers to elements such 

1. The consistency of governmental actions. 

2. The political parties' philosophies. 

3. State of nationalism, item. 

4. Political risk categories 

5. The bureaucracy's state. 

6. Financial Risks. 

7. One's perspective on foreign investment. 

Some nations have rules that either severely restrict or outright prohibit doing business there. One such 

example is Thailand, where particular rules state that no foreign individual or organisation may hold 

more than 49% of a firm there. As a result, in order to do business, there, you must be prepared to 

partner with a Thai person. If a component of your product marketing plan involves producing or 

distributing your goods in a nation with a foreign target market, you must be aware of rules like these. 

Another excellent example is LG, which discovered that China offers greater chances than India for 

businesses investing in huge semiconductors or panel units. In India, there isn't a national government 

strategy for it. In India, the government does not have a tax subsidy scheme, which is something that 

businesses first need. In order to minimise or minimise the danger of expropriation or other political 

responses, the marketer will be able to determine the extent to which the commodity being sold has to 

be priced and resourced. 

III. CONCLUSION 

In conclusion, Analyzing the global marketplace is essential for firms looking to grow internationally. 

Businesses may discover market possibilities, evaluate risks, and create strategies that are in line with 

the dynamics of international markets by methodically analyzing political, economic, social, technical, 

and legal variables. Businesses may adjust their operations, grasp global market possibilities, and 

achieve sustainable development in the global market by employing effective scanning strategies and 

doing in-depth market research. Different scanning methods, including PESTEL analysis and SWOT 

analysis, provide organized frameworks for evaluating the global environment. Market research 

provides important insights into consumer preferences, market trends, and competitive environments via 

surveys, focus groups, and data analysis. 

REFERENCES 

[1] R. Mahalakshmi, Wireless Linked Navel Substation for International Boundary Scanning and Surveillance System 

Using GPS, Int. J. Trend Sci. Res. Dev., 2018, doi: 10.31142/ijtsrd18437. 

[2] X. Liang et al., International benchmarking of terrestrial laser scanning approaches for forest inventories, ISPRS J. 

Photogramm. Remote Sens., 2018, doi: 10.1016/j.isprsjprs.2018.06.021. 

[3] A. Parlakkılıç, Cyber terrorism through social media: A categorical based preventive approach, Int. J. Inf. Secur. 



 

International Journal of Innovative Research in Computer Science & Technology (IJIRCST) 

 

Innovative Research Publication   27 

 

Sci., 2018. 

[4] M. A. Model, Methods for cell volume measurement, Cytometry Part A. 2018. doi: 10.1002/cyto.a.23152. 

[5] W. J. Sutherland et al., A 2018 Horizon Scan of Emerging Issues for Global Conservation and Biological Diversity, 

Trends in Ecology and Evolution. 2018. doi: 10.1016/j.tree.2017.11.006. 

[6] Y. Melcer et al., Impact of targeted scanning protocols on perinatal outcomes in pregnancies at risk of placenta 

accreta spectrum or vasa previa, Am. J. Obstet. Gynecol., 2018, doi: 10.1016/j.ajog.2018.01.017. 

[7] P. Steele, Future of Airline Industry 2035, Iata, 2018. 

[8] S. Fanti et al., Consensus on molecular imaging and theranostics in prostate cancer, The Lancet Oncology. 2018. doi: 

10.1016/S1470-2045(18)30604-1. 

[9] V. Wall, L. Marignol, and N. ElBeltagi, Image-Guided Radiotherapy in Paediatrics: A Survey of International 

Patterns of Practice, J. Med. Imaging Radiat. Sci., 2018, doi: 10.1016/j.jmir.2018.04.028. 

[10] V. I. Blanutsa, The effect of cross-border fibre-optic transitions on the information and communication connectivity 

of the Russian cities, Balt. Reg., 2018, doi: 10.5922/2079-8555-2018-4-1. 

 


