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Abstract

International marketing cemmunication s
adverised by applying pictures, words, stories that
communicated by markel media in each country.
International Advertising management is the some
way of Global Marketing. In addition the majority of
advertising in consumer goods is conduct in
order to create psychological goeds , value added
and brand for consumer awareness .Therefore
advertising roles ought to posgesses in consumer

goods  morg  than Industrial  goods . Generally

repetition goods buying or cheap products must



be apply intensive adverlising In orgder to remind
consumer . Then advertising budget
as P&G

is high such
. Phillip Morris. end Unifiver, etc. each
spend budget in advértising more than industrial
goods

One importance  point  In International
advertising is 1 créaté geods reputation In long
run , and used minimize cost of production . In
Europe , global company begin to preneirate

market acquisition , and use policy for
standardized goods and price..Then the company
can e¥pand rapidly In Europlon market , and
stimulate the growth of International advertising .
Various enterprise accept product culture concept
that be classified

each product can

by
demographic market more than ethic principal or
nation culture . We can use benefit from similar
people who demand about value, quallly as well
intention which Is able

as love and to buy frem

market. International marketing managers  are Work
at head dffice. They must cooperate global marketing
communication process bath quality and effectiveness
to subordinate,

More than that personal selling , according
to the application medias form television
newspapers or magazines am different from one
country to another country . Inidustrial developed
countries have high rate OF prenetration above the
medias, Besides, such as food product that can
positioning  is importance more than competitors .
Intemational marketing communication process must

be support the SAMeproduct in the world.

Key words: Product

Created Advertising, Centrlization , Decentralization

culture, Brand awareness,
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