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(A) Traditionally, marketing strategy has been regarded as a strictly local problem of in each

national market. Difference in customer needs and preferences, in competition, in

institutional systems, and in legal regulations have seemed to require basically different

marketing programs. Any similarity between countries has been seen as purely coincidental.

There is no doubt that differences among nations are still great and that these differences
should be recognized in marketing planning. But the experiences of a growing number of
multinational companies suggest that there are also some real gains in an integrated approach
to marketing strategy. Standardization of products, packages, and promotional approaches
may permit substantial cost savings, as well as greater consistency in dealings with customers.
The harmonization of price policies often facilitates better internal planning and control.
Finally, if good ideas and scarce, and if some of them have universal appeal, they should be

used as widely as possible.

All of this adds up to conclusion that both (B) the pros and cons of standardization in

multinational marketing programs should be considered, and that a company’s decisions

should be based on estimated overall revenues and costs. Obviously, each case must be
considered on its own merits slogans and formulas are not very helpful guides to intelligent

planning.
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There is a conference going on at the Tokyo Convention Center involving business executives
from all over the world. Mr. John Smith from Texas is one of the attendees, and he is interested
in meeting many people from these different countries during the coffee break in the
conference. While walking around looking for someone to talk to, he spots two men, one
Japanese and one Arab, who are talking together on the other side of the room. Mr. Smith

approaches them.

Smi th: Goodmorning gentlemen. I'm John Smith. (He extends his hands to the Arab man
first and then to the Japanese.) Do you mind if I join you?

Mohammed: : (As he shakes Smith’s hand with both of his.) Welcome, please join us.

Suzuki: : (Hesteps backward and bows slightly. He shakes Mr. Smith’s hand without saying

anything, ready to exchange business cards.)

Mohammed : Are you enjoying yourself in this wonderful country, Mr. smith?

Smi th: Oh,sure,it’s very nice here. What do you do Mr. -+-?

Mohammed : Mohammed Rageh. I'm from Egypt and the president of my import company.
We are here to look at some of available products and meet our Japanese friends.

Smi th: (Turn to Suzuki.) And your name, sir?

Suzuki: (He silently hands Smith his business card.)

Smi th: (After looking at quickly.) Oh, you're Mr. Suzuki.

Suzuki : Yes, Sany corporation.

Smi th:Isee. (PutsSuzuki's card in his pocket and turns back to Mohammed, reaches into
his pocket and hands each his business card.) Do you have a business card,
Mohammed?

Mohammed : (Smiling.) No, I don’t carry them with me. Everybody knows me.

(Moving closer to Jon to show his hospitality.) I'm the president.

Smi th: (Stepping back from Mohammed.) Oh. I understand.

Suzuki : Mr. Smith. You are from the Blackford Company?

Smith: Yes, 'm the marketing director in charge of the Southwestern Division.

Mohammed : Well, should we all go have coffee and enjoy our break time together?

Smith:I'msorry, butIhave to go talk to some other people.

Maybe we’ll get together later on.It was very nice to meet you. Goodbye.

John Smith walks away in search of more people to make contact with, as Mohammed and
Suzuki look each other (C) smiling. They overhear him: “Good morning , gentleman, I'm

John Smith. Do you mind If I join you?”
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(D)The key to negotiation is to realize that all parties need to gain something of value in

exchange for any concessions they make. Only then can they all come away feeling successful.

Try to achieve this by understanding that what is valued by your party may not be valued by
the other. Whereas in a competitive sport victory is valued by both parties. So if one side wins,
the other loses. Negotiation, in contrast, can end in a win/win conclusion. When trade unions
negotiate with a company’s management, they can gain more pay for their members, while

the management may gain assurances about increased productivity.
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