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Adtvance1 

Unit3 

 

The Global Product 

The World as a single Market 

 

 هحهَل خْاًی

 کل خْاى تِ ػٌَاى یک تاظاض ٍاحس

 

For businesses, the world is becoming a smaller place. Travel and transportation 

are becoming quicker and easier, communications can be instantaneous to any 

part of the world, and trade barriers are breaking down. Consequently, there are 

tremendous opportunities for businesses to broaden their markets into foreign 

countries. The challenge facing those promoting products globally is to 

determine whether marketing methods should be the same across the world or if 

they should be adapted to different markets based on specific cultural factors. 

 

ؾطیغ  زاضًس  تطای کؿة ٍ کاضّا، خْاى زاضز تِ هحلی کَچک تط تثسیل هی قَز. ؾفط ٍ حول ٍ ًقل

تط ٍ آؾاى تط هی قًَس، اضتثاطات هی تَاًس تِ ّط ًقطِ ای اظ خْاى لحظِ ای قَز ٍ هَاًغ تداضت زض 

ػظیوی تطای کؿة کاض ّا ٍخَز زاضز تا تاظاض ّای ذَز حال اظ تیي ضفتي ّؿتٌس. تٌاتطایي فطنت ّای 

ضا تِ کكَض ّای ذاضخی گؿتطـ زٌّس. چالكی کِ ضٍ زض ضٍی کؿاًی کِ هحهَلات خْاًی تَلیس 

هی کٌٌس ٍخَز زاضز، ایي اؾت کِ تؼییي کٌٌس آیا ضٍـ ّای تاظاض یاتی تایس ؾطتاؾط خْاى یکؿاى 

 ّای فطٌّگی ذال تطاتق پیسا کٌٌس. تاقس یا تا تاظاضّای هرتلف تطاؾاؼ فاکتَض
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  Many theorists argue that, with the "shrinking" of the world, global 

standardization is inevitable. Over time, and as economics develop, it has been 

suggested that consumer buying patterns will blend into one another and 

national differences may disappear. Kellogg, the American breakfast cereal 

producer, has been very influential in challenging consumption patterns in 

countries outside the United States.  

 

تؿیاضی اظ ًظطیِ پطزاظاى ایي ضا هططح هی کٌٌس کِ تا کَچک تط قسى خْاى، اؾتاًساضز ؾاظی خْاًی 

 ههطف ذطیس الگَّای کِ اؾت قسُ پیكٌْاز اقتهاز، تَؾؼِ ٍ ظهاى گصقت تا پصیط اؾت.ًااختٌاب 

 ،Kellogg .قًَس ًاپسیس اؾت هوکي هلی ّای تفاٍت ٍ قًَس هی تطکیة یکسیگط تا کٌٌسُ

 اظ ذاضج کكَضّای زض ههطف الگَّای کكیسى چالفتِ  زض آهطیکایی، نثحاًِ غلات تَلیسکٌٌسُ

 .اؾت تَزُ تأثیطگصاض تؿیاض هتحسُ ایالات

 

In France, for example, breakfast cereals were almost unheard of, and market 

research suggested that the market was closed to companies like Kellogg. 

However, today, there is growing demand for breakfast cereals across France. 

Nevertheless, the standardization of products for worldwide consumption in this 

way is rarely the most effective strategy as is evident from an analysis of the 

following key aspects of global marketing.  

 

 پیكٌْاز هیسازتاظاض تحقیقات ٍتِ گَـ ًرَضزُ تَز  تقطیثاً نثحاًِ غلات ًام فطاًؿِ، زض هثال ػٌَاى تِ

 ای فعایٌسُ تقاضای اهطٍظُ حال، ایي تا. اؾت تؿتِ Kellogg هاًٌس ّایی قطکت ضٍی تِ تاظاض کِ

 خٌثِ تحلیل ٍ تدعیِ اظ کِ ّواًطَض ٍخَز، ایي تا .زاضز ٍخَز فطاًؿِ ؾطاؾط زض نثحاًِ غلات تطای

 تِ خْاًی ههطف تطای هحهَلات اؾتاًساضزؾاظی اؾت هكَْز خْاًی تاظاضیاتی زض ظیط کلیسی ّای
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 .اؾت اؾتطاتػی هؤثطتطیي ًسضت تِ ضٍـ ایي

 

First of all, it is considered better business practice by many large, established 

companies to change their products from one country to the next. Take the 

example of Coca Cola. The recipe for this drink is changed to suit local tastes-the 

brand in the U.S. is much sweeter than in the U.K. whilst in India the product's 

herbs and flavoring are given more emphasis. 

 

 کكَض تِ کكَض یک اظ ضا ذَز هحهَلات تغییط هؼتثط، ٍ تعضگ ّای قطکت اظ تؿیاضی ّوِ، اظ اٍل

 هطاتقت تطای ًَقیسًی ایي الؼول زؾتَض. تطای هثال کَکا کَلا. زاًٌس هی تْتطی تداضی ـضٍ زیگط،

 اؾت تطیتاًیا اظ تط قیطیي تؿیاض اؾت هتحسُ ایالات زض ای کًِوًَِ  – اؾت کطزُ تغییط هحلی شائقِ تا

 .قَز هی تیكتطی تأکیس هحهَلی  زٌّسُ طؼن ٍ گیاّاى تِ ٌّس زض کِ حالی زض

 

 In terms of the car industry, it would be too expensive for manufacturers to 

develop and build completely different vehicles for different markets, yet a 

single, global model is likely to appeal to no one. In response to varying needs, 

Nissan, for example, sells in 75 different markets, but has eight different Chassis 

designs. The Ford Mondeo was designed with key features from different 

markets in mind in an effort to make its appeal as broad as possible.  

 

 تطای هرتلف تاظاضّای تطای هتفاٍت کاهلاً ذَزضٍّای ؾاذت ٍ تَؾؼِ ذَزضٍ، نٌؼت لحاظ اظ

. ًساضز خصاتیت کؽ ّیچ تطای خْاًی ٍاحس هسل یک احتوالاً حال ایي تا اؾت، گطاى تؿیاض ؾاظًسگاى

زضکل  اها ضؾس، هی فطٍـ تِ هرتلف تاظاض 57 زض هرتلف، ًیاظّای تِ پاؾد زض ًیؿاى هثال، ػٌَاى تِ

 تاظاضّای اظ کلیسی ّای ٍیػگی گطفتي ًظط زض تا هًَسئَ فَضز .اؾت هرتلف قاؾی ططح ّكت زاضای
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 .تاقس گؿتطزُ اهکاى حس تا آى خصاتیت تا اؾت قسُ ططاحی هرتلف

 

The best policy, as far as most multi-national companies are concerned, is to 

adapt their product to a particular market. Secondly, it is also important to 

consider whether a product should be launched simultaneously in all countries 

(known as a "sprinkler launch") or sequentially in one market after another (a 

"waterfall launch"). In practice, most companies producing consumer goods tend 

to launch a new product in one or two markets at a time rather than attempt to 

launch a product across a range of countries at a single time.  

 

 تا ذَز هحهَل تطثیق قَز، هی هطتَط هلیتی چٌس ّای قطکت اکثط تِ کِ آًدا تا ؾیاؾت، تْتطیي

 هحهَل یک آیا کِ تگیطین ًظط زض کِ اؾت هْن ّوچٌیي زٍم، هطحلِ زض .اؾت ذال تاظاض یک

 نَضت تِ یا( ")آب پاـ(اؾپطیٌکلط اًساظی ضاُ" تِ هؼطٍف) کكَضّا ّوِ زض ّوعهاى طَض تِ تایس

 ػول، زض. قَز ػطضِ( "ی) پلِ تِ پلِ(آتكاض اًساظی ضاُ") زیگطی اظ پؽ یکی تاظاضّای زض هتَالی

 تاظاض زٍ یا یک زض ضا خسیس هحهَل یک زاضًس توایل ههطفی کالاّای تَلیسکٌٌسُ ّای قطکت اکثط

ّوعهاى  کكَضّا اظ هدوَػِ ای زض ضا هحهَل یک کٌٌس تلاـ ایٌکِ تا کٌٌس ػطضِ ظهاى یک زض

 .کٌٌس ػطضِ

 

Many high-tech products such as DVD players reached the market in Japan 

before reaching the U.K. Hollywood films are often seen in the United States 

weeks or months before they arrive in other countries. For example, Star Wars 

Episode One was launched in the U.S. in May 1999, in the U.K. in July 1999 

,and in Spain in August 1999.  

 

 تاظاض تِ تطیتاًیا تِ ضؾیسى اظ قثل DVD ّای کٌٌسُ پرف هاًٌس تالا تکٌَلَغی تا هحهَلات اظ تؿیاضی
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 ایالات زض زیگط کكَضّای تِ اکطاى اظ قثل ّا هاُ یا ّا ّفتِ اغلة ّالیٍَز ّای فیلن. ضؾیسًس غاپي

 زض ،9111 هی زض هتحسُ ایالات زض ؾتاضگاى خٌگ اٍل قؿوت هثال، ػٌَاى تِ. قًَس هی زیسُ هتحسُ

 .قس ػطضِ 9111 آگَؾت زض اؾپاًیا زض ٍ 9111 غٍئیِ زض تطیتاًیا

 

The advantage for firms is that it is easier to launch in one market at a time. 

Effort and concentration can be focused to ensure the best possible entry into the 

market. Moreover, for technical products especially, any initial problems 

become apparent in a single market and can be corrected prior to launch 

elsewhere.  

 

 ٍ تلاـ. اؾت تط آؾاى هكرم ظهاى زض تاظاض یک زض اًساظی ضاُ کِ اؾت ایي ّا قطکت هعیت

 تِ ایي، تط ػلاٍُ. کطز هتوطکع تاظاض تِ هوکي ٍضٍز تْتطیي اظ اطویٌاى تطای تَاى هی ضا توطکع

 اظ قثل تَاًس هی ٍ قَز هی آقکاض تاظاض یک زض اٍلیِ هكکل گًَِ ّط فٌی، هحهَلات تطای ذهَل

 .قَز انلاح زیگط خای زض ػطضِ

 

Even though this method can be time- consuming, it is usually a safer approach 

than a simultaneous launch. Despite this, in certain highly competitive markets 

such as computer chips, companies such as Intel tend to launch their new 

products internationally at the same time to keep the product ahead of its 

competitors. 

 

 ٍخَز تا .اؾت ّوعهاى اًساظی ضاُ اظ تط اهي ضٍقی هؼوَلاً اها تاقس، تط ظهاى تَاًس هی ضٍـ ایي اگطچِ

 توایل ایٌتل هاًٌس ّایی قطکت کاهپیَتطی، ّای تطاقِ هاًٌس ضقاتتی كستت تاظاضّای تطذی زض ایي،

 ذَز ضقثای اظ ضا هحهَل تا کٌٌس ػطضِ الوللی تیي ؾطح زضیک خا  ضا ذَز خسیس هحهَلات زاضًس
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 .زاضًس ًگِ خلَتط

 

The final consideration when planning to enter a global market, rather than 

assuming the product will suit all markets, is to take cultural differences into 

account. Prices have to be converted to a different currency and any literature 

has to be translated into a different language. There are also less tangible 

differences. It is quite possible that common practices in one country can cause 

offense and have grave consequences for business success in another. 

 

 کٌین فطو ایٌکِ خای تِ خْاًی، تاظاض یک تِ ٍضٍز تطای ضیعی تطًاهِ ٌّگام فؾٌدآذطیي 

 تِ تایس ّا قیوت .اؾت فطٌّگی ّای تفاٍت گطفتي ًظط زض اؾت، هٌاؾة تاظاضّا ّوِ تطای هحهَل

 ّای تفاٍت ّوچٌیي. قَز تطخوِ زیگطی ظتاى تِ تایس ًَقتِ ای ّط ٍ قَز تثسیل زیگطیپَل ضایح 

 تَاًس هی کكَض یک زض ضایح ّای فؼالیت کِ اؾت هوکي کاهلاً ایي. زاضز ٍخَز ًاهحؿَؼ تطی

 .تاقس زاقتِ زیگط کكَض زض ٍکاض کؿة هَفقیت تطای ؾٌگیٌی ػَاقة ٍ قَز تَّیي تاػث

 

 In one situation in China, a Western businessman caused offense to a group of 

local delegates because he started to fill out the paperwork immediately after 

shaking hands on a deal. Completing the legal documents so soon after the 

negotiations was regarded as undermining the hosts' trust. Knowledge about 

such cultural differences is absolutely vital. 

 

 تلافانلِ ظیطا قس، هحلی ًوایٌسگاى اظ گطٍّی آظاض تاػث غطتی تاخط یک چیي،یک هَضز زض  زض

 پؽ ؾطیغ قاًًَی هساضک تکویل .کطز هساضک کطزى پط تِ قطٍع هؼاهلِ، یک ؾط زازى زؾت اظ پؽ

 ّای تفاٍت چٌیي هَضز زض زاًف زاقتي. قس تلقی هیعتاًاى اػتواز زؾت کن گطفتي هصاکطات، اظ



 

             lingolearn                   بٍ کاوال تلگرام لیىگً لرن مراجعٍ کىید. رایگانجُت داولًد محتًا َای آمًزشی بٍ صًرت       

 .اؾت حیاتی کاهلاً فطٌّگی

 

 Therefore, if a company is attempting to broaden its operations globally, it must 

take the time to find out about local customs and methods of business operation. 

Equally important is to ensure that such information is available to all necessary 

workers in the organization. For example, in order to attempt to avoid causing 

offense to passengers from abroad, British Airways aims to raise awareness of 

cultural differences amongst all its cabin crew. 

 

 ظهاى تایس زّس، گؿتطـ خْاًی ؾطح زض ضا ذَز فؼالیت تا اؾت تلاـ زض قطکت یک اگط تٌاتطایي،

 ّویٌطَض. تیاتس اطلاػات تداضی اًدام فؼالیت ّای ضٍـ ٍ هحلی ضؾَم ٍ آزاب هَضز زض تا تگصاضز

 زض ؾاظهاى زض ضطٍضی کاضکٌاىِ ّوِ تطای اطلاػاتی چٌیي کِ قَز حانل اطویٌاى کِ اؾت ایي هْن

 تطیتیف کكَض، اظ ذاضج هؿافطاى تِ تَّیي  اظ خلَگیطی هٌظَض تِ هثال، ػٌَاى تِ .اؾت زؾتطؼ

 .زّس افعایف ذَز کاتیي ذسهِ توام هیاى زض ضا فطٌّگی ّای تفاٍت اظ آگاّی زاضز قهس ایطٍیع

 

 It can be concluded that global standardization of products to "fit" all markets is 

unlikely to be the most viable option. Marketing methods employed will depend 

on many factors, such as the type of product, the degree of competition, the 

reputation of the firm and/or the brand, the state of the economy into which the 

product is to be launched, and how and when to launch.  

 

 اؾت تؼیس تاظاضّا ّوِ تا "تٌاؾة" تطای هحهَلات خْاًی اؾتاًساضزؾاظی کِ گطفت ًتیدِ تَاى هی

 ًَع هاًٌس ظیازی ػَاهل تِ قسُ گطفتِ کاض تِ تاظاضیاتی ّای ضٍـ. تاقس گعیٌِ تطیي هٌاؾة کِ

 ػطضِ آى زض هحهَل کِ اقتهازی ٍضؼیت تداضی، ًام یا/ ٍ قطکت قْطت ضقاتت، هیعاى هحهَل،
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 .زاضز تؿتگی ظهاى ٍ چگًَگی ٍقَز  هی

 

In short, the key to marketing success on a global level is to have sufficient 

information on how cultural differences are likely to affect the marketing of a 

product and then allow the appropriate decisions to be made. 

 

 ایٌکِ هَضز زض کافی اطلاػات زاقتي خْاًی، ؾطح زض تاظاضیاتی هَفقیت کلیس ذلانِ، طَض تِ

گطفتي  ؾپؽ ٍ گصاضز هی تأثیط هحهَل یک تاظاضیاتی تط احتوالاً فطٌّگی ّای تفاٍت چگًَِ

 اؾت. تهویوات هٌاؾة آى
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New word: English explanation / هؼٌی فاضؾی 

 

Instantaneous: happening or done immediately or at the same instant/  فَضی، اًی 

 

Barrier: something erected to bar passage such as a fence, wall, or the like/  ُیا  ًطز

 هاًغ ػثَض زقوي، ضاُ کؿی ضا تؿتي

 

Consequently: as a result; therefore; accordingly/ ِتٌاتطایي، زض ًتید 

 

Tremendous: extraordinarily large in degree or size/  تطؾٌاک، ػظین 

 

Broaden: to make or become broad/ هٌثؿط کطزى، ٍؾیغ کطزى 

 

Determine: if you determine something, you decide it or settle it/   ،هؼلَم کطزى

 هحسٍز کطزى، هكرم کطزى

 

Standardization: act of imposing a standard/ طثقِ تٌسی، هتؼاضف ؾاظی 

 

Inevitable: unavoidable, inescapable, certain; sure to happen/ تسیْی، ًا چاض، ًا گعیط 
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Blend into: make into, convert/ زض ّن آهیرتي 

 

Consumption: the act or process of using up or consuming/  ظٍال، ههطف 

 

Unheard of: never known about before; unprecedented or unknown/  ،ًِاقٌاذت

 گوٌام، اکتكاف ًكسُ

 

Aspect: point of view, facet; appearance, outlook; direction; action of a verb 

without relating to its time/ ضخ، خٌثِ، ظاّط 

 

Establish:  set up, found; base/   ،تهسیق کطزى، هؼیي کطزى، تطقطاض کطزى، هقطض زاقتي

 ؾاذتي

 

Herb: soft-stemmed plant which dies down at the end of a growing season/  ُگیا

 زاضٍیی، گیاُ ازٍیِ ای

 

Flavoring: a substance that imparts a distinct flavor/ چاقٌی 

 

Appeal:  a sincere and earnest request or plea, usu. for aid or sympathy/ زضذَاؾت 
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Multi-national: of many nations/ ٍاتؿتِ تِ چٌس هلت، چٌس هلیتی 

 

Particular: of or pertaining to a single person, thing, or event and only to that 

single person, thing, or event/ هرهَل، هٌحهط تفطز، زقیق 

 

Launch: to propel with force/ تِ آب اًساذتي کكتی، قطٍع کطزى، اًساذتي 

 

Simultaneously: concurrently, at the same time/ ضوٌا، تهَضت ّوعتاى 

 

Firm: hard and compact; solid/ هَؾؿِ تاظضگاًی، ضاؾد، هؿتحکن 

 

Initial: of the beginning; first/ اٍلیي قؿوت، اتتسایی، انلی 

 

Prior:  being, existing, or occurring earlier in time or sequence; former; previous/ 

نَهؼِ، پیكیي، قثلی، هقسم ضئیؽ   

 

Elsewhere: in or to another place; somewhere else/  زض خای زیگط، ًقطِ زیگط، تدای

 زیگط
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Simultaneous: existing, occurring, or done at the same general time or at the 

same moment/ ّن ظهاى، هقاضى 

 

Despite: in spite of, notwithstanding/ هرالف، تا ٍخَز، ػلیطغن 

 

Chip: small piece; splinter; game token/  ِضیعُ، تطاق 

 

Competitor: a person or organization that competes/ ضقیة، حطیف 

 

Convert: to transform (something) into another form, substance, or state/  تط

 گطزاًسى، ٍاضًٍِ کطزى

 

Tangible: capable of being touched or perceived by touch/ هحؿَؼ، قاتل لوؽ 

 

Negotiation: mutual discussions intended to produce an agreement/ ُهصاکط 

 

Host: a person who provides hospitality such as food, entertainment, or lodging 

for guests/هیعتاى   

 

Offense: a violation of a law, rule, or standard of conduct; crime, sin, or breach 
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of good conduct/  تَّیي، حولِ، ضًدف 

 

Viable: capable of germinating, growing, or developing, as a living organism or 

social organization/هاًسًی، قاتل زٍام، هٌاؾة ضقس ٍ تطقی  

 

Economy: the careful management of wealth, resources, and means of 

production/ػلن اقتهاز، اقتهاز  

 

Appropriate: fitting the practical or social requirements of the situation; seemly; 

suitable/  هٌاؾة 
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New Word Synonym Antonym 

Appropriate apposite, apropos, 

0apt, befitting, due, 

felicitous, fit 

improper, 

inappropriate 

Economy husbandry  

Negotiation bargaining, 

deliberation 

 

Tangible corporeal, palpable, 

tactile 

immaterial, 

intangible 

Convert alter, change  

Competitor antagonist, 

competition 

 

Simultaneous coextensive, 

concurrent 

 

Elsewhere  here 

former antecedent, earlier, 

former, precedent, 

preceding, previous 

after, subsequent 

Initial first, original, 

primary 

final, last, latter 

Firm hard, solid flabby, flaccid 

Launch impel, propel  

Particular single, specific general 

Appeal adjuration, entreaty  
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Unheard of  well-known 

Broaden widen limit, narrow 

Tremendous enormous, gigantic, 

huge, humongous, 

immense 

minute, tiny 

Consequently accordingly, 

therefore 

 

Barrier bar, obstacle  

Instantaneous immediate, instant  


