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Abstract

Successful market entry must be passed by persons involved in various channel of distribution.
Several times persons who involve the channel will have relationships with one of the competition.
Normally, locating and selecting, channel partners, and the creation of international channel of
distribution, must require 1- 3 years. The success of channel development depends on the selection
of location and channel partners.

Product designed, decision making, media strategy and price determination are very complex
and hard for choice in international market. But company selection must apply managerial experience,
as well as optimization of resource utilization. Distribution channel is a critical point to conduct
marketing strategy. So, Access gains to distribution channels is very challenge in international market.

Distribution density, channel length, channel alignment, distribution logistic, coverage is
developed by international goods. Distribution strategy which depend on distribution partners network.
Company special right relates to selection influence condition, channel partners, price, capital
investment, coverage, synergy. This variables are applied with goods distribution strategy for create
criteria to select partners distribution. General strategy emphasizes one or two selecting channel
partners such as : export management, company distribution, include geographic coverage, managerial
ability, financial stability, sale volume per year, reputation, and others.

Market entry strategy application must be changed, because of market situation changes.
Market entry in big market has opportunities more than those of small markets. Then market entry
appropriation will apply different strategies from production management as well as appropriate strategy
change. Competitiveness, innovation, right answer. Development is a critical principel to lead the
company to international market effectively.

Keyword : Synergy, Piggybacking, Coverage, Logistics System
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