Debate against Standardization of product and international marketing     1

Debate against Standardization of product and international marketing

Student’s Name
Course Code
Professor
Institution

City
Date

Introduction

 
The debate on whether international marketing should focus on standardized or adapted goods have been effective over a long period. The main aim for this debate has been to determine whether a multinational firm can successfully design a product and market it successfully in the global market. The question on whether products should be standardized regionally, nationally or worldwide is yet to be answered. This puts international marketers into a great dilemma on how to design their international marketing mix. In light of many factors, the critics for standardization seem to bring on board a more concrete argument against standardization of products and advocates for a unique international marketing design. This paper will involve an analysis of the factors that support the fact that standardization of products and marketing campaign is not applicable in the international context. The paper will provide evidence over some of the companies which have failed as a result of adopting this strategy.

Argument against Standardization of Products and Internet Campaign

 
The argument against standardization is embedded in the fact that there exist various demerits of standardization. The need for customization, adaptation, and localization of marketing is highly emphasized. In many cases, standardization strategy is likely to experience failure (Burges, 1967). A good example is Walmart retailers. Walmart retailer is an American based multinational company and an economic giant. It is the largest company in the world regarding market capitalization. The retailer is popular for its ability to offer a broad range of products and execute the cost effective strategy which has earned it high growth rate in the United States (Yue, Rao & Ingram, 2013). The highest percentage of its revenue is generated from the united states through the retailer operates in other countries as well. Walmart has however failed terribly in some foreign markets including Germany, Brazil, Japan and South Korea. The retailer has experienced greater challenges in entering this global markets resulting to greater losses. The formula of a wide variety of merchandise and cost effective strategy worked well for the company in the United States but failed terribly in the mentioned above markets. The values it operates upon did not work effectively across the world (Jui, 2011). Particularly, the retailer experienced great losses in Germany losing hundreds of million dollars ever since its year of operation leading to its exit from the market (Macaray, 2011).

 
The opposite strategy to standardization is the adaptation strategy (Bass, Liu & Baskaran., 2003). Other multinational companies which have adopted the adoption strategies rather than going with standardization strategy have succeeded in gaining a good entry into their target foreign markets. A good example is Unilever. Unilever realized a big opportunity in adapting to the needs of the low-income consumers in India (Rangan & Rajan, 2007). A good Indian population wished to purchase the high-end detergents as well as other personal care products but would not afford them. The company decided to develop a low-cost packaging product which it marketed in India. It also developed some other options that were dramatically less expensive and affordable. The company became flexible to attend the needs of the low-income earners who were also potential customers. This adjustment opened not only new markets for the company but also gained much loyalty from its clients. Unilever experienced high-income levels after this initiative and had no challenges in affording the high-end products from the same manufacturers (Wilson, 1954).

 
Basing from this two examples, it is clear that different markets simply means different preferences. People all over the world cannot have the same needs, tastes or preferences. People have different income levels. Selling one unified product abandons uniqueness. It fails to address the needs of the customers. Citizens in the United States may not have the same economic potential as citizens in China for instance. A cording to the World Bank report for the year 2016, the GDP per capita for China is at &8,123.2 while that of the United States is at &57,466.8 (Marsden, 1983). This indicates that US citizens have a high potential to purchase products than the Chinese Citizens. If a firm sells the same product at the same price in the United States like China, then it expects less growth in sales from its Chinese market. This means that a firm needs to adapt to the local requirements of the target market other than adopting a standardized approach.

 
Different markets also have different cultural set ups. This counts when considering how people perceive things (Porter, 1986). In India for instance, it is unethical and unacceptable to feed on beef due to their differences in cultural and religious beliefs. It is acceptable to feed on beef in the United States. In countries such as South Arabia, Katar or Lebanon for instances are dominated by Muslims. According to their religion, it is unacceptable to feed on pork. A standardized product means that no changes are made to the product. The diversity in culture is therefore abandoned. This is likely to put companies into problems. A good example is MC Donald. The restaurant is leading in the fast food industry worldwide. The company has incurred high litigation expenses due to offering the Burger product cooked with beef.

 
It is unlikely that the firm will be able to exploit the market by offering a product that is rejected by the target customers due to their religion and beliefs (Jeanneret & Verdier, 1996). This means that the company will not generate sufficient revenue from such markets even to maintain its operations in that market. If the company is a multinational corporation, for instance, it will be required to finance the operations of that foreign market from revenues from other markets. This reduces the overall profitability of the firm and limits its ability to expand as much of its capital is used in compensating and maintaining poor performing markets (German, 1993). The expenses incurred in such markets will still have to be meet in as much as the market is not performing. Laborers have to be paid, rent has to be paid, and others bills have to be met.

 Standardization also means that the firm will only use uniform channels of transport and structures in availing the products to the potential customers. This appears to be a big mistake. It leads to rigidity which may be much expensive to the company. What happens to the areas which cannot be accessed using the uniform channel? This means that the company will not reach out to this points. The place component of the company's international mix is therefore limited thus leading to under exploitation of the company's consumer base. The distribution structure ought to be flexible enough to adapt to the local needs of the target market (Day, 2011). A company should also be committed to maximizing the opportunities available to them as acquiring new opportunities can be much difficult. 

 
Another reason that justifies that adaptation strategy works better than the standardization strategy is the fact that, companies which have adopted the polycentric strategies have succeeded in their foreign markets (De Jong, Grobbee, Flamion, Forda. & Leufkens, 2013). The polycentric approach entails adapting to the market specifics as well as the marketing mix to reflect the cultures of the market. Through this approach, firms can satisfy the needs of the unique markets. It entails the establishment of global subsidies which design their marketing objectives. They adopt the policies and procedures which they consider appropriate for the market without necessarily copying the same procedures as the parent company.

 
The approach, therefore, focuses on adopting than standardizing. Autonomy is therefore distributed to the subsidiaries, and this makes them more flexible in making their course of actions (Chang, 1995). A simple phrase of "when in Rome do as the Romans do" seems more applicable. Companies which have adopted this approach and allowing their subsidiaries to reflect the local practices have succeeded. Some of the most popular businesses that reap the benefits of the adaptation strategy include General Motors, Toyota, and Ford in the electromotive industry. Polycentric marketing is recommended for global businesses.

 
Standardization approach abandons the localized marketing concept. The market behavior is highly affected by the differences in the tastes and habits of the consumers (Peng, Wang & Jiang, 2008). Technological political and economic differences also affect the market behavior. A firm that standardizes its products and marketing approach fails to match with the local requirements and this makes it more vulnerable to losing market opportunities. From the marketing perspective, a firm that is market – oriented ought to tailor its products and services to the local needs of the customers (Theodosiou & Leonidou, 2003).

 
Limited Quality is also another disadvantage of standardization strategies in an international context. According to Perera, Nagarur &Tabucanon, (1999), the greatest motivation to adopt a standardized approach is to save on cost and enhance efficiency; however, these objectives may be executed at the expense of the quality of the products offered. There exist a large number of customers who look for highly customized and quality processes. Such customers are willing to pay a high price for a product which meets their level of service experience or a product which meets the quality that they deserve. Companies which adopt an adaptive strategy can tailor their products in a way that it will meet such specific needs of the customers. It will, therefore, be able to exploit its market entirely. 

 
It is also important for businesses to leave a small margin for error. Standardization may aim at offering a consistent service or product to its customers. While that is a good strategy, a service gaffes or a product defect may violate this commitment leading to adverse effects on the company's reputation (Filipe et al., 2008). In the case of a replicated mistake or error, the business reputation may be adversely destroyed. The business can be viewed as the maker of unreliable and cheap products in case there is a product failure, and this may destroy the reputation of the business. 

 
On another fold, standardization focuses on repletion of the same thing. The employees are therefore forced to do the same thing, perform same manufacturing processes consistently, and perform consistent sales service processes and daily tasks. This creates monotony in the job a situation which is boring to the employees (Piore, 1972). Some employees are motivated by learning new things or new processes other than repeating the same things all through. The monotony attitude can result in low productivity in the workplace or lead to stagnation of performance. This in return may lead to other consequences such as high job turnover (Sageer, Rafat, & Agarwal, 2012).

 
Standardization can also result to innovative rut (Kahan & Klausner, 1997). If it is about offering the same product all over, then why innovate? Repetition also inhibits innovation. Innovation is well nurtured in an environment that poses some challenges to the employees (Brayfield & Crockett, 1955). If a company is just mired on its processes, then it is unlikely that the staffs will indicate a high level of commitment to innovation, creativity, and ingenuity which could be beneficial to the company (Choi, Lee & Sung, 2011). This creates a bad culture for the company and may make the firm lag behind over its competitors.

Conclusion

 
The aim of this essay was to substantiate the critic side argument on standardization strategies adopted by global businesses. There are various benefits of adopting the standardization strategies; however, the disadvantages of the standardization of products and international marketing far outweigh its advantages. Standardization fails to take into consideration the cultural diversity, economic, technological and political differences that exist among various countries. As a result, businesses are not able to maximize utilization of market opportunities. It also limits improvement in quality as standards, repetitive and consistent procedures are used. It also causes innovation rut limiting the level of creativity and innovation in the work environment. 

 
The employees also experience monotony reducing work motivation which in turn leads to high turnover. In the case of an error, standardization may adversely damage the reputation of the company. Businesses that have adopted the adaptive approach have been seen to succeed greatly while others which have adopted the standardization approach have experienced market failure. In summary, in the current dynamic and global business environment, standardization is much likely to bring more harm than good to business. It is recommended that a firm should adopt an adaptive approach so that it can be able to maximize customer's satisfaction. Further research on the better option between standardization and adaptive strategies, however, need to be carried out.
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