
CHAPTER REVIEW ON GLOBAL MARKETING

chapter global marketing in the firm it is often the case that firm going into an export adventure should have stayed in the
home market because it did not have.

An orange grove will mature after five years. The theory of comparative advantage also ignores product and
programme differentiation. Repeated cross-sectional surveys measure travel behav- ior by repeating the same
survey on two or more occasions. An organization will compile e-mail lists of its website visitors and ask if
they would like to receive offers from partner agencies. Lack of access to the Internet creates significant
cover- age bias. Lastly, it provides an over- view of strategies for adjusting non-probability samples to
represent a population. Structure l How does the company have to be structured to meet the government,
economic and social objectives as well as company objectives Plan implementation m Given the goverment's
policies, attitudes and economic and social objectives how is an effective marketing plan designed, resouced
and implemented? The more sophisticated the approach, the more advanta- geous it is to contract with a
vendor to run the panel. Four tech- niques have been used to attempt to correct for the known biases with a
goal of making the sample representative of the population: sampling to represent a population; modeling;
post-survey adjustment; and propensity weighting. If changes in travel behavior are the result of external
factors, such as rap- idly increasing gas prices, or if administrative reporting requires monthly or quarterly
updates, this may shorten the intervals between survey waves. Market forces and development Over the last
few decades internationalism has grown because of a number of market factors which have been driving
development forward, over and above those factors which have been attempting to restrain it. The move to
telephone surveying in the midth century was another significant change in survey sampling methods. Of
course, many raw materials are at the mercy of world prices, and so many developing countries find
themselves at the mercy of supply and demand fluctuations. Three areas of cleaning panel data are discussed:
eliminat- ing fraudulent respondents, identifying duplicate respondents, and measuring engagement.
Non-response bias is when some of the persons in the sam- ple choose not to respond to the survey, or some of
the ques- tions within the survey. This is typical of many developing countries, anxious to get their fledging
industries off the ground. The phases in the strategy formulation process are given on figure 1. In many cases
this may mean an adaption in advertising appeals or messages as well as packaging and instructions. From
these beginnings Kenya has continued to give high quality, high value commodities, servicing niche markets.
In other words, the bridge may involve a whole set of utilities afforded to the end user time, place and form ,
and add value at each stage of the transaction. International marketing is, therefore, quite a complex operation,
involving both an understanding of the theoretical and practical aspects involved. The concepts discussed in
this section are applicable to both traditional and online panel research. Who will be responsible for each
level"? Definition of Cross-Sectional and Panel Designs There are two broad types of surveys, cross-sectional
and panel surveys. A focus on the EU would be part of this view. The great drought of in Southern Africa,
necessitated a large influx of foreign produce, especially yellow maize from the USA and South America.
Every organisation needs an understanding of what is involved in "strategy", or else the hapharzardness
involved in chance exporting can be accepted as the norm with all inherent dangers involved. And it is not
only "production" related but "all experience" related; including marketing. The greater the sensitivity, the
greater the need for the organisation to learn the way the product interacts with the environment. In addition,
the questions may be the same or change with each survey.


