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1. INTRODUCTION 

Marketing is all about creating, communicating, delivering, and exchanging value propositions to 

consumers, whether it's done locally or internationally. However, international marketing is far more 

complex than domestic marketing. Domestic marketing refers to marketing activities within a single 

country [1-4]. In this setting, a business faces only one set of competitive, economic, and market 

conditions. The company deals with one group of customers, even if there are different market 

segments. Language barriers are minimal, and it’s relatively easy to gather and understand local sales 

data and customer preferences [5-10]. This simplicity means companies can make decisions and 

develop sales strategies more effectively, with lower financial risk and investment. On the other 

hand, domestic markets have limited geographical scope and market space [11-16]. This limitation 
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often drives businesses to seek opportunities in international markets. While some companies focus 

solely on their domestic markets, others expand globally to reach more segments and explore new 

business opportunities. Domestic markets are essential for monitoring the health of a country’s 

economy [17-22]. Companies operating within these markets can range from those producing 

scientific instruments to those offering specialty food products. For instance, a company that makes 

maple syrup may find a large market in the U.S. but struggle to attract customers in Afghanistan [23-

28]. Both domestic and foreign businesses can operate in domestic markets. Many countries aim to 

foster their domestic industries and often offer financial incentives to local businesses, such as tax 

credits or subsidies. In contrast, foreign businesses might face additional taxes, tariffs, and regulatory 

hurdles [29-35]. Nations must balance fostering their own economies with participating in global 

trade agreements and reducing trade barriers to allow international businesses to operate freely. 

2. LITERATURE REVIEW 

Wang et al. (2021), With the development of improving collaboration and the popularity of 

collaboration and using smart tools, the media is growing potentially worldwide, which lies in the 

development of marketing to stand a new chart of foreign countries. Since it is simply clear and 

extensive in this pursuit in China and other countries, this suggestion aims to clarify the purpose of 

evaluating the evaluation of new media performance. Through the use of written writing and 

investigative research, the article focuses on focusing on the most recent issues in the use of threats, 

including concepts, evolution, characteristics, problems and solutions. professors, domestic and 

foreign professors have very consistent opinions on marketing aspects, but they have different 

opinions on hiring clasilla. Due to the end of the new media marketing in China, and the current 

people have been gradually developed and developed, there is still a certain gap with the outside 

world. 
 

Zahoor et al. (2021), This paper presents the theoretical and empirical implications of international 

open innovation (IOI) in the success of an international commercial enterprise in the newly 

connected and expanding market (ESMEs). Research design research adopted located in a group of 

231 ESMEs based in the UAE. The authors also found that the identity of the cultural conflict that 

shows that it sells to the consumer who communicates between the IOI punishes the symbol in the 

symbol. This research is in international marketing, writing and communication. First, it is a 

pioneering study that works by researching the theoretical learning, and the potential to find them 

between IOI and, the supplier of the business of the business of the business of the sale of the sale of 

goods that has been expanded and is based on the services.  
 

Samiee (2020), In order to discuss the confluence of research in international marketing research 

(IM) and the Internet, the objective of this publication is to seek for locations where knowledge is 

generated and to provide inspiration for those who will do research on the topic. For this 

investigation, an inventory of existing books is used. The research highlights the function of the 

Internet as a tool that may be used for the sake of liberty and enjoyment by tourists. In processing 

these features of u internet communication between IM, the need to show that you can be done 
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without testing. In addition, the effect of internationalization is to publish the shipment of products 

and post to post. This paper provides new insights into issues in the IM and Internet teaching 

literature, and identifies new areas for future research. 
 

Katsikeas et al. (2020). It considers the nature of issues in preventing success in creating and 

increasing the distribution of success strategies that have been successful in making everyone 

successful on the Internet. International integration agreement, and strategic awareness and 

documentation. The concept paper identifies, organizes and presents the issues you discuss 

international influence shipping, shipping and shipping shipping shipping shipping. The authors 

identify and the potential role that organizational resource information plays in planning, 

outsourcing, and entry decisions as well as in the selection of international marketing activities, 

outsourcing, and outsourcing. The authors explain that it will be necessary to set a goal in the 

production of doing business outside and the appearance of the request and of the operation to work, 

it meets in the tools of work in the view of the view in all of the international marketing in this area. 

The origin and publication of this research question this object in identifying and discussing the 

elements that make up the framework of this international design machine was known to be given to 

the Internet and to examine in the result of future investigations such as some of the design of a 

known translator. scooters in the new era of stand-up. 
 

Sinkovics & Sinkovics (2020), The authors write down the paper of Samie (2019, this issue) 

"International marketing and the Internet: An overview of the research that came out" decided to be 

considered for your investigation and development thoughts. This is also responsible for revising 

Samie's paper and is also tasked with the mandated work of a wide body of literature sworn to 

international arbitration (IB), international marketing (IMPaper), marketing and strategy (GMS) and 

information (IS)). The Internet and the effects of the countries that translate the request read in the 

domain; However, you collect new ones such as the dimensions of Industry 4.0 or improved 

payment, not yet added to use in IB to adjust the marketing. With the research of the future, it speaks 

because talking about the modern industry can be studied for the modern firm now that we need to 

focus on research to understand access. This view of literature is limited to "international" studies. 

Although breaking the noise that violates the purpose is focused on focusing on IM, some work in 

the domain of GMS and the domain of IS will have other places of residence and thinking of IM, 

despite the tools of international limited plans. The idea of advanced ICTs, he over him over you 

allows-sends you support, and don't get him in the way of the firms (international) organized by 

organization. The full changes of the advanced ICTs and the conception of the performance of the 

firms in the providers of the platforms and the participants of the cooperation need to be well 

understood, in order to evaluate the effectiveness and efficiency in the current markets. 
 

Pegan et al. (2020), The role the COO can play in entry strategy is written so much emphasis is 

placed on language that how we are structured, long-term entry. The way to enter is planned with a 

large plan to clean because the long way can end up in the chaos of the distribution of the price 

abroad to reach more than to make it in the revised payment in the revision of the win and CO to 
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justify the price of the premium. events of marketing to find out and the direct conversations 

available in the communication between the sources of the sources of information make it difficult to 

find the information to gain, its knowledge and origin. However, if there is communication and 

where to communicate with other people outside, in addition, the length of the increase in price, this 

chapter that describes talking about different entry, communication, communication and export, 

communication and openness (based on the contract and equity), and uses mutual guidance, binding 

to identify that hitting the COO that is more accessible. 
 

Liu et al. (2020). Additionally, it explores the competing roles that magazine marketing, word-of-

mouth marketing, and information technology play in this sector of the business. In addition, the 

influence of information obtained via the Internet on the capacities of customer management and 

marketing is investigated. In all, there were 618 salespeople around the nation who were requested to 

take part in the study. structural equation modelling was used to assess the review data that was 

obtained from 132 Taiwanese firms that participated in the study. Internet marketing is a powerful 

tool that may be used in client management via the utilization of the Internet. It also supports 

supporting the success of the power to bring success through the Internet to behaviour that is focused 

on doing and coming to communicate. Enter information to mediate to coordinate the communication 

between the shipment and the buyer and to make the notification information. This paper's 

investigation of the role of marketing money in the ability to donate to the donor gave the donor the 

request to the agent in the Internet, the acknowledgment of the strategy and the theory to send the 

organization. A topic that focuses on developing effective information on the Internet for managers 

and publishing that focuses on focusing on the position and coming to work to teach and teach the 

performance of the work to work the manager of the property manager. This paper contributes to the 

creation of a different and comprehensive light on listening to speech given through the use of power 

through the use of power. 
 

Festa et al. (2020), This study aims to examine the different ways in which washing as "Made in 

Italy" comes. With the selection, it looks at the future role of the local and underground link that 

preserves and symbolizes factors such as history, and the talent of the "Jambo" of Italy and as a pillar 

of the local Italian bourgeoisie. The study examines the Italian by investigating and investigating the 

medium (SMEs) that compete in the situation abroad (and in the domestic process) in the way of 

"expansion “, the way of escape from the studies of the industry. The results show that the 

international consumer is becoming more difficult (as all growth/demand) but that " glocalism " 

represents a potential driver of success for the strategies that have been implemented. In particular, 

for SMEs working in industrial regions, local capitalism can appear different to you, because it is 

part of the capital of the local structure and the capital with a global reputation, as in the case of 

"Made in Italy." In growing cases they make the whole product, many more are looking to make it 

stored outside to store and increase the expected arrival of shipping. If many have already started this 

effort, it is found that they have an understanding of the control of the network communication in 

communication, communication and communication and related to the distribution of globalization. 

The principle of guidance in the development of international countries in the use of SMEs, they 
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need to expand their cooperation in understanding the most common guidance and identify and use 

their unique advantage in seeking to work in agriculture. Another way to praise is to grow closer to 

the places where these families live. 
 

Tien et al. (2019), international marketing has never been so intense or so intense that world trade 

has grown exponentially in the past. The increase in virtual transactions has been greatly improved 

by billions of consumers and a new competitor in the market came from China, India and the country 

of the Soviet Union, as well as development. The revolution is communication, and the continuation 

of economic freedom. Access to the market in selling and selling customers will increase the 

available space to access the Internet. He also reviews and sends referral clients to the many benefits 

that international marketers get in the funnel for a better life. The study will show how the role of 

international marketing will affect the woman working in other countries. 
 

3. CONCLUSION AND SUGGESTION 
 

The data underscores a widespread belief in the effectiveness of domestic marketing campaigns in 

tailoring to specific cultural nuances. An overwhelming 90.7% of respondents agreed (45.5%) or 

strongly agreed (45.2%) that domestic campaigns excel in this aspect compared to international 

efforts [36-42]. This highlights the importance of cultural sensitivity in marketing strategies, 

suggesting that businesses should continue to prioritize localized approaches when entering new 

markets to enhance consumer engagement and brand resonance. 
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