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Abstract - When an organization has made a decision to enter an overseas market, there are a variety of options open to it. 
These options vary with cost, risk & the degree of control which can be exercised over them. One of the most important 
strategic decisions in international business is the mode of entering the foreign market. 
A market entry strategy is the planned method of delivering goods or services to a target market and distributing them there. 
When importing or exporting services, it refers to establishing and managing contracts in a foreign country. 
An organization willing to “go international”faces 3 major issues. 
• Marketing – which countries, which segments, how to manage, how to enter, with what information. 
• Sourcing – whether to obtain products, make or buy. 
• Investment & Control – Joint Venture, global partner, acquisition. 
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I. INTRODUCTION 
 
Marketing is the study 
and management of exchangerelationships. Marketin
g is used to create, keep and satisfy the customer. 
With the customer as the focus of its activities, it can 
be concluded that Marketing is one of the premier 
components of Business Management - the other 
being Innovation. 
 
Marketing is defined by the American Marketing 
Association as "the activity, set of institutions, and 
processes for creating, communicating, delivering, 
and exchanging offerings that have value for 
customers, clients, partners, and society at large. The 
term developed from the original meaning which 
referred literally to going to market with goods for 
sale. From a Sales process engineering perspective, 
marketing is "a set of processes that are 
interconnected and interdependent with other 
functions" of a business aimed at achieving customer 
interest and satisfaction. 
 
The Chartered Institute of Marketing defines 
marketing as "the management process responsible 
for identifying, anticipating and satisfying customer 
requirements profitably. A similar concept is 
the value-based marketing which states the role of 
marketing to contribute to increasing shareholder 
value. In this context, marketing can be defined 
as "the management process that seeks to maximize 
returns to shareholders by developing relationships 
with valued customers and creating a competitive 
advantage. 
 
The process of marketing is that of bringing a product 
to market. As such, the steps include broad market 
research; market targeting and market segmentation; 
determining distribution, pricing and promotion 
strategies; developing a communications strategy; 

budgeting; and visioning long-term market 
development goals.  
 
II. RESEARCH WORK 
 
The Marketing Concept 
The 'marketing concept' proposes that in order to 
satisfy the organizational objectives, an organization 
should anticipate the needs and wants of consumers 
and satisfy these more effectively than competitors. 
This concept originated from Adam Smith's 
book ‘The Wealth of Nations’,but did not become 
widely used until nearly 200 years later. Marketing 
and marketing concepts are directly related. 
Given the centrality of customer needs and wants in 
marketing, a rich understanding of these concepts is 
essential: 
 
Needs: Something necessary for people to live a 
healthy, stable and safe life. When needs remain 
unfulfilled, there is a clear adverse outcome: a 
dysfunction or death. Needs can be objective and 
physical, such as the need for food, water and shelter; 
or subjective and psychological, such as the need to 
belong to a family or social group and the need for 
self-esteem. 
Wants: Something that is desired, wished for or 
aspired to. Wants are not essential for basic survival 
and are often shaped by culture or peer-groups. 
Demands: When needs and wants are backed by the 
ability to pay, they have the potential to become 
economic demands. 
Marketing research, conducted for the purpose of new 
product development or product improvement, is 
often concerned with identifying the 
consumer's unmet needs. Customer needs are central 
to market segmentation which is concerned with 
dividing markets into distinct groups of buyers on the 
basis of "distinct needs, characteristics or behaviors 
who might require separate products or marketing 
mixes. Need-based segmentation (also known 
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as benefit segmentation) places the customers' desires 
at the forefront of how a company designs and 
markets products or services. Although need-based 
segmentation is difficult to do in practice, it has 
proved to be one of the most effective ways to 
segment a market. In addition, a great deal of 
advertising and promotion is designed to show how a 
given product's benefits meet the customer's needs, 
wants or expectations in a unique way. 
 
III. MARKETING ORIENTATION 
 
A marketing orientation has been defined as a 
"philosophy of business management" or "a corporate 
state of mind" or as an "organizational 
culture". Although scholars continue to debate the 
precise nature of specific orientations that inform 
marketing practice, the most commonly cited 
orientations are as follows:  
Product orientation: A firm employing a product 
orientation is mainly concerned with the quality of its 
own product. A product orientation is based on the 
assumption that, all things being equal, consumers 
will purchase products of a superior quality. The 
approach is most effective when the firm has deep 
insights into customers and their needs and desires 
derived from research or intuition and understands 
consumers' quality expectations and reservation 
prices. For example, Sony Walkman or Apple iPod 
were innovative product designs that addressed 
consumers’ unmet needs. Although the product 
orientation has largely been supplanted by the 
marketing orientation, firms practicing a product 
orientation can still be found in haute couture and in 
arts marketing.  
Sales orientation: Afirm using a sales orientation 
focuses primarily on the selling/promotion of the 
firm's existing products, rather than determining new 
or unmet consumer needs or desires. Consequently, 
this entails simply selling existing products, using 
promotion and direct sales techniques to attain the 
highest sales possible.The sales orientation "is 
typically practiced with unsought goods.One study 
found that industrial companies are more likely to 
hold a sales orientation than consumer goods 
companies. The approach may also suit scenarios in 
which a firm holds dead stock, or otherwise sells a 
product that is in high demand, with little likelihood 
of changes in consumer tastes diminishing demand. 
Production orientation 
A firm focusing on a production orientation 
specializes in producing as much as possible of a 
given product or service in order to 
achieve economies of scale or economies of scale. A 
production orientation may be deployed when a high 
demand for a product or service exists, coupled with 
certainty that consumer tastes and preferences remain 
relatively constant (similar to the sales orientation). 
The so-called production era is thought to have 
dominated marketing practice from the 1860s to the 

1930s, but other theorists argue that evidence of the 
production orientation can still be found in some 
companies or industries. Specifically Kotler and 
Armstrong note that the production philosophy is 
"one of the oldest philosophies that guides sellersand 
is still useful in some situations."  
Marketing orientation 
The marketing orientation is perhaps the most 
common orientation used in contemporary marketing. 
It is a customer-centric approach that involves a firm 
basing its marketing program around products that 
suit new consumer tastes. Firms adopting a marketing 
orientation typically engage in extensive market 
research to gauge consumer desires, use R&D to 
develop a product attuned to the revealed 
information, and then utilize promotion techniques to 
ensure consumers are aware of the product's existence 
and the benefits it can deliver. Scales designed to 
measure a firm's overall market orientation have been 
developed and found to be relatively robust in a 
variety of contexts.  
Societal marketing orientation 
A number of scholars and practitioners have argued 
that marketers have a greater social responsibility 
than simply satisfying customers and providing them 
with superior value. Instead, marketing activities 
should strive to benefit society's overall well-being. 
Marketing organizations that have embraced the 
societal marketing concept typically identify key 
stakeholder groups such as employees, customers and 
local communities. They should consider the impact 
of their activities on all stakeholders. Companies that 
adopt a societal marketing perspective typically 
practice triple bottom line reporting whereby they 
publish social impact and environmental impact 
reports alongside financial performance reports. 
Sustainable marketing or green marketing is an 
extension of societal marketing.  
The Marketing Mix 
The four Ps, often referred to as the marketing mix or 
the marketing program,represent the basic tools 
which marketers can use to bring their products or 
services to market. They are the foundation of 
managerial marketing and the marketing 
plan typically devotes a section to each of these Ps. 
The traditional marketing mix refers to four broad 
levels of marketing decision, 
namely: product, price, promotion and place. 
Product 
The product aspects of marketing deal with the 
specifications of the actual goods or services, and 
how it relates to the end-user's needs and wants. The 
product element consists of product design, new 
product innovation, branding, packaging and 
labelling. The scope of a product generally includes 
supporting elements such as warranties, guarantees, 
and support. Branding, a key aspect of the product 
management, refers to the various methods of 
communicating a brand identity for the 
product, brandor company. 
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Pricing 
This refers to the process of setting a price for a 
product, including discounts. The price need not be 
monetary; it can simply be what is exchanged for the 
product or services, e.g. time, energy or attention or 
any sacrifices consumers make in order to acquire a 
product or service. The price is the cost that a 
consumer pays for a product--monetary or not. 
Methods of setting prices are in the domain of pricing 
science. 
Place (or distribution) 
This refers to how the product gets to the customer; 
the distribution channels and intermediaries such as 
wholesalers and retailers who enable customers to 
access products or services in a convenient manner. 
This third P has also sometimes been called Place, 
referring to the channel by which a product or service 
is sold (e.g. online vs retail), which geographic region 
or industry, to which segment (young adults, families, 
business people) etc. also referring to how the 
environment in which the product is sold in can affect 
sales. 
Promotion 
This includes all aspects of marketing 
communication: advertising, sales promotion, 
including promotional education, public 
relations, personal selling, product 
placement, branded entertainment, event marketing, 
trade shows and exhibitions. 
Expanded marketing mix for services 
To overcome the deficiencies of the 4 P model, some 
authors have suggested extensions or modifications to 
the original model. Extensions of the four Ps include 
"people", "process", and "physical evidence" and are 
often applied in the case of services marketing.  
Other extensions have been found necessary in retail 
marketing, industrial marketing and internet 
marketing: 
Industrial or B2B marketing needs to account for the 
long term contractual agreements that are typical 
in supply chain transactions. Relationship 
marketing attempts to do this by looking at marketing 
from a long term relationship perspective rather than 
individual transactions. 
Services marketing needs to account for the unique 
characteristics of services (i.e. intangibility, 
perishability, heterogeneity and the inseparability of 
production and consumption). In order to recognize 
the special challenges involved in selling services, as 
opposed to goods, some authors advocate extending 
the model to 7 Ps for service industries by 
adding; Process - the way in which orders are 
handled, customers are satisfied and the service is 
delivered; Physical Evidence - is tangible evidence 
with which customers interact and with the potential 
to impact on the customer's service 
experience; People -service personnel and other 
customers with whom customers interact and form 
part of the overall service experience.  

Retail marketing needs to account for the unique 
facets of retail stores. A number of authors have 
argued for the inclusion of two new Ps, 
namely, Personnel and Presentation since these 
contribute to the customer's unique retail experience 
and are the principal basis for retail differentiation. 
Some scholars also recommend adding Retail 
Format (i.e. retail formula) since it contributes to 
customer expectations. The modified retail marketing 
mix is often called the 6 Ps of retailing.  
Internet marketing presents both marketing 
practitioners and scholars with special challenges 
including: customer empowerment, new 
communication modes, real-time interactivity, access 
to global markets, high levels of market transparency 
and difficulty maintaining competitive advantages. 
While some scholars argue for an expanded 
marketing mix for internet marketing, most argue that 
entirely new models are required.  
Some authors cite a further P - Packaging - this is 
thought by many to be part of Product, but in certain 
markets (Japan, China for example) and with certain 
products (perfume, cosmetics) the packaging of a 
product has a greater importance - maybe even 
greater than the product itself. 
Market Entry Strategies 
When an organization has made a decision to enter an 
overseas market, there are a variety of options open to 
it. These options vary with cost, risk and the degree 
of control which can be exercised over them. The 
simplest form of entry strategy is exporting using 
either a direct or indirect method such as an agent, in 
the case of the former, or countertrade, in the case of 
the latter. More complex forms include truly global 
operations which may involve joint ventures, or 
export processing zones. Having decided on the form 
of export strategy, decisions have to be made on the 
specific channels. Many agricultural products of a 
raw or commodity nature use agents, distributors or 
involve Government, whereas processed materials, 
whilst not excluding these, rely more heavily on more 
sophisticated forms of access.  
 
IV. BASIC ISSUES 
 
An organization wishing to "go international" faces 
three major issues: 
i) Marketing - which countries, which segments, how 
to manage and implement marketing effort, how to 
enter - with intermediaries or directly, with what 
information? 
ii) Sourcing - whether to obtain products, make or 
buy? 
iii) Investment and control - joint venture, global 
partner, acquisition? 
Cunningham (1986) identified five strategies used by 
firms for entry into new foreign markets: 
i) Technical innovation strategy - perceived and 
demonstrable superior products 
ii) Product adaptation strategy - modifications to 
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existing products 
iii) Availability and security strategy - overcome 
transport risks by countering perceived risks 
iv) Low price strategy - penetration price and, 
v) Total adaptation and conformity strategy - foreign 
producer gives a straight copy. 
In marketing products from less developed countries 
to developed countries point iii) poses major 
problems. Buyers in the interested foreign country are 
usually very careful as they perceive transport, 
currency, quality and quantity problems. This is true, 
say, in the export of cotton and other commodities. 
Entry strategies are often marked by "lumpy 
investments". Huge investments may have to be 
undertaken, with the investor paying a high risk price, 
long before the full utilization of the investment 
comes. Good examples of this include the building of 
port facilities or food processing or freezing facilities. 
Moreover, the equipment may not be usable for other 
processes, so the asset specific equipment, locked 
into a specific use, may make the owner very 
vulnerable to the bargaining power of raw material 
suppliers and product buyers who process alternative 
production or trading options. Zimfreeze, Zimbabwe 
is experiencing such problems. It built a large 
freezing plant for vegetables but found itself without 
a contract. It has been forced, at the moment, to 
accept sub optional volume product materials just in 
order to keep the plant ticking over. 
In building a market entry strategy, time is a crucial 
factor. The building of an intelligence system and 
creating an image through promotion takes time, 
effort and money. Brand names do not appear 
overnight. Large investments in promotion campaigns 
are needed. Transaction costs also are a critical factor 
in building up a market entry strategy and can 
become a high barrier to international trade. Costs 
include search and bargaining costs. Physical 
distance, language barriers, logistics costs and risk 
limit the direct monitoring of trade partners. 
Enforcement of contracts may be costly and weak 
legal integration between countries makes things 
difficult. In fact these factors may be so costly and 
risky that Governments, rather than private 
individuals, often get involved in commodity 
systems. This can be seen in the case of the Citrus 
Marketing Board of Israel. With a monopoly export 
marketing board, the entire system can behave like a 
single firm, regulating the mix and quality of 
products going to different markets and negotiating 
with transporters and buyers. Whilst these Boards can 
experience economies of scale and absorb many of 
the risks listed above, they can shield producers from 
information about, and from. buyers. They can also 
become the "fiefdoms" of vested interests and 
become political in nature. They then result in giving 
reduced production incentives and cease to be 
demand or market oriented, which is detrimental to 
producers. 

Normal ways of expanding the markets are by 
expansion of product line, geographical development 
or both. It is important to note that the more the 
product line and/or the geographic area is expanded 
the greater will be the managerial complexity. New 
market opportunities may be made available by 
expansion but the risks may outweigh the advantages, 
in fact it may be better to concentrate on a few 
geographic areas and do things well. This is typical of 
the horticultural industry of Kenya and Zimbabwe. 
Traditionally these have concentrated on European 
markets where the markets are well known. Ways to 
concentrate include concentrating on geographic 
areas, reducing operational variety (more standard 
products) or making the organizational form more 
appropriate. In the latter the attempt is made to 
"globalize" the offering and the organization to match 
it. This is true of organizations like Coca Cola and 
MacDonald's. Global strategies include "country 
centered" strategies (highly decentralized and limited 
international coordination), "local market 
approaches" (the marketing mix developed with the 
specific local (foreign) market in mind) or the "lead 
market approach" (develop a market which will be a 
best predictor of other markets). Global approaches 
give economies of scale and the sharing of costs and 
risks between markets. 
 
V. ENTRY STRATEGIES 
 
There are a variety of ways in which organizations 
can enter foreign markets. The three main ways are 
by direct or indirect export or production in a foreign 
country: 
Exporting 
Exporting is the most traditional and well established 
form of operating in foreign markets. Exporting can 
be defined as the marketing of goods produced in one 
country into another. Whilst no direct manufacturing 
is required in an overseas country, significant 
investments in marketing are required. The tendency 
may be not to obtain as much detailed marketing 
information as compared to manufacturing in 
marketing country; however, this does not negate the 
need for a detailed marketing strategy. 
The advantages of exporting are: 
 manufacturing is home based; thus, it is less 

risky than overseas based manufacturing. 
 gives an opportunity to "learn" overseas 

markets before investing in bricks  and mortar 
 reduces the potential risks of operating 

overseas. 
The disadvantage is mainly that one can be at the 
"mercy" of overseas agents and so the lack of control 
has to be weighed against the advantages. For 
example, in the exporting of African horticultural 
products, the agents and Dutch flower auctions are in 
a position to dictate to producers. 
Those firms which are aggressive have clearly 
defined plans and strategy, including product, price, 
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promotion, distribution and research elements. 
Passiveness versus aggressiveness depends on the 
motivation to export. In countries like Tanzania and 
Zambia, which have embarked on structural 
adjustment programs, organizations are being 
encouraged to export, motivated by foreign exchange 
earnings potential, saturated domestic markets, 
growth and expansion objectives, and the need to 
repay debts incurred by the borrowings to finance the 
programs.  
If the firm achieves initial success in exporting 
quickly; it is all to the good, but the risks of failure in 
the early stages are high. The "learning effect" in 
exporting is usually very quick. The key is to learn 
how to minimize risks associated with the initial 
stages of market entry and commitment - this process 
of incremental involvement is called "creeping 
commitment". 
According to Collett (1991)) exporting requires a 
partnership between exporter, importer, government 
and transport. Without these four coordinating 
activities the risk of failure is increased. Contracts 
between buyer and seller are a must. Forwarders and 
agents can play a vital role in the logistics procedures 
such as booking air space and arranging 
documentation. A typical coordinated marketing 
channel for the export of Kenyan horticultural 
produce is given in figure below. 
In this case the exporters can also be growers and in 
the low season both these and other exporters may 
send produce to food processors which is also 
exported. 
Indirect methods offer a number of advantages 
including: 

 Contracts - in the operating market or 
worldwide 

 Commission sates give high motivation (not 
necessarily loyalty) 

 Manufacturer/exporter needs little expertise 
 Credit acceptance takes burden from 

manufacturer. 
Piggybacking 
Piggybacking is a particularly unique way of entering 
the international arena. If you have a particularly 
interesting and unique product or service that you sell 
to large domestic firms that are currently involved in 
foreign markets you may want to approach them to 
see if your product or service can be included in their 
inventory for international markets. This reduces your 
risk and costs because you are essentially selling 
domestically and the larger firm is marketing your 
product or service for you internationally.The 
fertilizer manufacturers of Zimbabwe, for example, 
could piggyback with the South Africans who both 
import potassium from outside 
CountertradeCountertrade is a reciprocal form of 
international trade in which goods or services are 
exchanged for other goods or services rather than 
for hard currency. In any form, countertrade provides 
a mechanism for countries with limited access to 

liquid funds to exchange goods and services with 
other nations. Countertrade is part of an overall 
import and export strategy that ensures a country with 
limited domestic resources has access to needed items 
and raw materials. Additionally, it provides the 
exporting nation with an opportunity to offer goods 
and services in a larger international 
market promoting growth within its industries. 
Barter 
Bartering is the oldest countertrade arrangement, and 
is the direct exchange of goods and services with an 
equivalent value but with no cash settlement. The 
bartering transaction is referred to as a trade. For 
example, a bag of nuts might be exchanged for coffee 
beans or meat. 
Counter Purchase 
Under a counter purchase arrangement, the exporter 
sells goods or services to an importer and agrees to 
also purchase other goods from the importer within a 
specified period. Unlike bartering, exporters entering 
into a counter purchase arrangement must use a 
trading firm to sell the goods they purchase and will 
not use the goods themselves.   
Offset 
In an offset arrangement, the seller assists in 
marketing products manufactured by the buying 
country or allows part of the assembly of the exported 
product to be carried out by manufacturers in the 
buying country. This practice is common in 
aerospace, defense and certain infrastructure 
industries. Offsetting is also more common for larger, 
more expensive items. An offset arrangement may 
also be referred to as industrial participation or 
industrial cooperation. 
 
A major benefit of countertrade is that it facilitates 
the conservation of foreign currency, which is a 
prime consideration for cash-strapped nations and 
provides an alternative to traditional financing that 
may not be available in developing nations. Other 
benefits include lower unemployment, higher sales, 
better capacity utilization and ease of entry into 
challenging markets. 
 
A major drawback of countertrade is that the value 
proposition may be uncertain, particularly in cases 
where the goods being exchanged have significant 
price volatility. Other disadvantages of countertrade 
include complex negotiations, potentially higher costs 
and logistical issues. Additionally, how the activities 
interact with various trade policies can also be a point 
of concern for open market operations. Opportunities 
for trade advancement and shifting terms and 
conditions instituted by developing nations could lead 
to discrimination in the marketplace. 
Foreign Production 
Besides exporting, other market entry strategies 
include licensing, joint ventures, contract 
manufacture, ownership and participation in export 
processing zones or free trade zones. 
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Licensing 
Licensing is defined as "the method of foreign 
operation whereby a firm in one country agrees to 
permit a company in another country to use the 
manufacturing, processing, trademark, know-how or 
some other skill provided by the licensor". 
It is quite similar to the "franchise" operation. Coca 
Cola is an excellent example of licensing. In 
Zimbabwe, United Bottlers have the license to make 
Coke. 
Licensing involves little expense and involvement. 
The only cost is signing the agreement and policing 
its implementation. 
Licensing gives the following advantages: 

 Good way to start in foreign operations and 
open the door to low risk manufacturing 
relationships 

 Linkage of parent and receiving partner 
interests means both get most out of 
marketing effort 

 Capital not tied up in foreign operation and 
 Options to buy into partner exist or 

provision to take royalties in stock. 
The disadvantages are: 

 Limited form of participation - to length of 
agreement, specific product, process or 
trademark 

 Potential returns from marketing and 
manufacturing may be lost 

 Partner develops know-how and so license is 
short 

 Licensees become competitors - overcome 
by having cross technology transfer deals 
and 

 Requires considerable fact finding, planning, 
investigation and interpretation. 
 

Franchising 
Franchising is a typical North American process for 
rapid market expansion but it is gaining traction in 
other parts of the world. Franchising works well for 
firms that have a repeatable business model (e.g. food 
outlets) that can be easily transferred into other 
markets. Two caveats are required when considering 
using the franchise model. The first is that your 
business model should either be very unique or have 
strong brand recognition that can be utilized 
internationally and secondly you may be creating 
your future competition in your franchisee. 
Partnering 
Partnering is almost a necessity when entering 
foreign markets and in some parts of the world (e.g. 
Asia) it may be required. Partnering can take a variety 
of forms from a simple co-marketing arrangement to 
a sophisticated strategic alliance for manufacturing. 
Partnering is a particularly useful strategy in those 
markets where the culture, both business and social, 
is substantively different than your own as local 

partners bring local market knowledge, contacts and 
if chosen wisely, customers. 
Joint Ventures 
Joint ventures are a particular form of partnership that 
involves the creation of a third independently 
managed company. It is the 1+1=3 process. Two 
companies agree to work together in a particular 
market, either geographic or product, and create a 
third company to undertake this. Risks and profits are 
normally shared equally. The best example of a joint 
venture is Sony/Ericsson Cell Phone.In Zimbabwe, 
Olivine Industries has a joint venture agreement with 
HJ Heinz in food processing. 
Joint ventures give the following advantages: 

 Sharing of risk and ability to combine the 
local in-depth knowledge with a foreign 
partner with know-how in technology or 
process 

 Joint financial strength 
 May be only means of entry and 
 May be the source of supply for a third 

country. 
They also have disadvantages: 

 Partners do not have full control of 
management 

 May be impossible to recover capital if need 
be 

 Disagreement on third party markets to serve 
and 

 Partners may have different views on 
expected benefits. 

If the partners carefully map out in advance what they 
expect to achieve and how, then many problems can 
be overcome. 
Buying a Company 
In some markets buying an existing local company 
may be the most appropriate entry strategy. This may 
be because the company has substantial market share, 
are a direct competitor to you or due to government 
regulations this is the only option for your firm to 
enter the market. Determining the true value of a firm 
in a foreign market will require substantial due 
diligence. On the plus side this entry strategy will 
immediately provide you the status of being a local 
company and you will receive the benefits of local 
market knowledge, an established customer base and 
be treated by the local government as a local firm. 
Turnkey Projects 
Turnkey projects are particular to companies that 
provide services such as environmental consulting, 
architecture, construction and engineering. A turnkey 
project is where the facility is built from the ground 
up and turned over to the client ready to go – turn the 
key and the plant is operational. This is a very good 
way to enter foreign markets as the client is normally 
a government and often the project is being financed 
by an international financial agency such as the 
World Bank so the risk of not being paid is 
eliminated. 
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Greenfield Investments 
Greenfield investments require the greatest 
involvement in international business. A greenfield 
investment is where you buy the land, build the 
facility and operate the business on an ongoing basis 
in a foreign market. It holds the highest risk but some 
markets may require you to undertake the cost and 
risk due to government regulations, transportation 
costsand the ability to access technology or skilled 
labour. 
Organizations are faced with a number of strategy 
alternatives when deciding to enter foreign markets. 
Each one has to be carefully weighed in order to 
make the most appropriate choice. Every approach 
requires careful attention to marketing, risk, matters 
of control and management.  
 
VI. FINAL THOUGHTS 
 
Having done all the preparatory planning work (no 
mean task in itself!), the prospective global marketer 
has then to decide on a market entry strategy and a 
marketing mix. These are two main ways of foreign 
market entry either by entering from a home market 
base, via direct or indirect exporting, or by foreign 
based production. Within these two possibilities, 
marketers can adopt an "aggressive" or "passive" 
export path. 
Entry from the home base (direct) includes the use of 
agents, distributors, Government and overseas 
subsidiaries and (indirect) includes the use of trading 
companies, export management companies. 
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