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International promotion is aimed at promoting the business        

internationally or world wide or it is the marketing carried out by            

companies overseas across national boundaries. The basic objective is to          

make the customers aware about the product and persuade them to           

purchase it, thus promoting the firm's own image and that of the exporting             

country. 

Because of differences in the marketing environment, promotion is often a 

very complex problem in international business. Foreign countries have 

their own customs and traditions. Even when the same product is marketed 

in other countries without modification, still it becomes necessary to 



modify the promotional theme. Sometimes the messages given in the 

promotional features may have such meanings which may not be taken in 

good stride by the foreign viewers. Each market may have its own 

characteristics relevant to promotion be it dealer promotion or product 

promotion in general. What works well for one market may not be suitable 

for another market. Besides the socio-cultural factors standardisation of 

promotional strategies are made difficult by government regulations. The 

government may put restrictions on the firm on promotion of certain kinds 

of products or on the kind of language used or on visual and verbal 

depiction of product or service etc.  

Thus difference in market and external environment calls for different 

promotion strategies in the international market. 

 

Major decisions in International Marketing Communication 

There are five steps in developing an effective communication: 

1. Identifying the target audience- for the same product, the target 

audience may be different in different countries. Eg: bicycles may be 

major means of communication for people in India but in countries 

like US it is used for sporting and exercising 

2. Determining communication objectives- the product may be in 

different stages of its life cycle in different countries therefore the 

promotion objectives would vary accordingly. Eg: If it is in the 

introduction stage in any country the focus would be on making the 

people aware about the product. If it is fighting competition in the 



growth stage the focus would be product modification and new 

benefits. 

3. Determining the message-  the focus would be on what to say and 

how to say it. Different messages have to be prepared for different 

markets. 

4. Budget decision- some budget has to be allocated for promoting the 

product in each market. 

5. Communication mix decision- the firm has to decide on the medium 

of communication that can include advertising, personal selling, 

direct marketing, sales promotion and public relations etc. 

 

Various forms of Promotion in International Market 

  

A. Advertising- it is any paid form of non personal presentation of 

ideas, goods and services by an identified sponsor. Mass media has a 

large reach but indian exporters may find it difficult to 

compete with large mega budget mass media advertisers in 

foreign markets. 

B. Personal Selling- it is also known as door to door selling or face to 

face selling. It consists of one to one interaction with one or more 

prospective purchasers for the purpose of  making presentations, 

answering questions and procuring orders. Even though it is 

considered to be one of the most expensive forms of promotion, it is 

also considered to be the most successful as a seller-buyer 



relationship can be created and developed. There are various ways of 

personal selling in export marketing: 

- By visiting customers in foreign markets. 

- By meeting customers at trade fairs and exhibitions- 

sometimes such international fairs attracts many foreign 

buyers from across the globe and is considered to be the 

perfect selling point. 

- By meeting customers who are on a visit to India. 

Sometimes foreign buyers visit India because they want to 

better understand the supply conditions. They also visit 

on the behest of Export promotion Organisations like ITO 

and EPCs. 

C. Sales Promotion- it consists of a variety of short term incentives to 

encourage trial or purchase of a product or service. Sales promotion 

in the international market may include things like samples, gifts, 

coupons etc. 

D. Publicity and public Relations- a variety of programs designed to 

promote or protect a company’s image or its products. Public 

relations is a deliberate and continuous effort to establish and 

maintain favorable relations between the organization and its public 

which includes Customers, employees, stockholders, government and 

society. The Export Promotion Organisations in India has an 

important role to play in promoting India’s export through 

public relations.  



E. Trade Fair and Exhibitions- A trade fair is an exhibition 

organized so that companies in a specific industry can showcase and 

demonstrate their latest products and services, meet with industry 

partners and customers, study activities of rivals, and examine recent 

market trends and opportunities. By bringing the buyer and sellers 

together they play an important role in imparting information about 

relevant development around the world. They provide an excellent 

opportunity to assess opinions from clients and determine market 

potential, conduct research and evaluate competition, develop 

commercial structures by identifying new agents and distributors, 

and initiating joint ventures and project partnerships.  

In India there are major players in the interactive media like ITPO, 

CII, FICCI, ASSOCHAM, Exhibition India, The Times group, Bharat 

Exhibition, Fair Design, etc., organize international events on a huge 

scale in the country and abroad. There are two types of fairs: 

- General fairs - here the goods displayed cover many different 

fields and attract visitors of all ages, tastes and types and 

therefore are a good place to display consumer goods or new 

products seeking consumer approval.  

- Specialised fairs- this fair concentrates on the products of a 

particular industry or group of industries. If an exporter wishes 

to display a product of technical nature that is for a specific 

group of buyers then specialised fair may be a better choice.  

 

Benefits of trade fairs and exhibitions: 



❏ It brings together potential buyers and sellers at a convenient 

place and facilitates broader communication and information 

dissemination.  

❏ Opportunity for direct interaction and feedback 

❏ Provides an opportunity to know the developments and trends 

in the industry concerned. Such fairs and exhibitions not only 

have manufacturers and sellers but also suppliers of machinery, 

technology, packaging material, raw material etc. 

❏ Helps to know about business opportunities, government 

policies, assistance, packages etc. eg: Indian seafood fair gives a 

lot of information about govt, assistance and scope in the export 

arena.  

❏ Helps generate a considerable amount of export enquiries. 

 

Role of Export Promotion Organisations (EPOs) 

EPOs like Export Promotion Councils, Export development Authority,        

Commodity Boards, India Trade Promotion Organisation (ITPO) and EXIM         

Bank can play a very important role in promoting Indian products in the             

foreign market. 

Export marketing communications like advertising and personal selling etc.         

undertaken by them aims at creating a platform for the indian exporters            

who want to sell their products but are unable do so because of lack of               

adequate resources and facilities. These organisations help in the         

participation of indian exporters in fairs/exhibitions held abroad.  

 



 

Problems in International Marketing Communication 

1. Regulations put up by the existing government vary from country to 

country. 

2. Cultural Differences include differences in beliefs, attitude associated 

with colors, numbers, symbols etc. are very important factors to be 

considered while designing communication strategy 

3. Language Differences in many countries pose difficulty for the 

marketers because translation of ad slogans and messages sometimes 

give distorted meaning or change the entire meaning. 

4. Media Factors- effectiveness and availability of media differ between 

countries. 

5. Cost Factors- cost of promotion is often very high in developed 

countries posing problems for small exporters. 

 

 

(Please note: The role of EPOs shall be better dealt with in the 

export promotion unit) 

 

 


