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6. Discussion and Conclusion

This study attempted to offer a contribution to the international marketing literature by examining marketing mix
activities in an international firm context. Previous researches in marketing literature have noted the international
marketing mix activities. Most of those studies examined the marketing mix activities with theoretic arguments
(Gronroos, 1994) and focused on standardization or adaptation of the marketing mix strategy (Lariomo and
Kontkanen, 2008). In general, these researches mentioned that while place, promotion and price are more adaptable
elements, product is the hardest element to adapt (Onkvisit and Shaw, 2009). This study discovered that (1) place and
price elements are more adapted, (2) the promotion element is standardized and (3) product element are both
standardized and adapted in international marketing mix activities by adapting a more wholistic view. Also, we stated
that the firm applies Cavusgil Model which is the last model examining from behavioral aspect of internationalization
process (Cavusgil, 1980; Andersen, 1992). As such, the firm decided to internationalization with proactive triggers
such as managerial urge, exclusive information, home government assistance, economies of scale (Kandasaami 2004).
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