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Introduzione 

 

Today, expanding a business across borders has become one of the 

most used suggest ions for the internat ional  market ing strategy. More 

and more companies have chosen to be involved in the 

internat ional izat ion act iv i t ies.  There are more capi tal  and f inancial  

f lows al l  over the world.  With such kind of world economical  

background and t rend, the aim of th is thesis is to ut i l ize the “made in” 

effect ,  further dig out  the comparat ive advantages of the Made in  

Italy products among the world and to analyze the possibi l i ty of  

market ing in the Chinese market ,  part icular l y the opportuni t ies and 

the chal lenges.  

 

In  th is thesis we wi l l  f i rs t ly review the main internat ional izat ion 

theories and display the methods of entry into a foreign market .  We 

would review the 4P theory (Product ,  Pr ice,  Promot ion and Place),  as 

a foundat ion which would be further ut i l ized as a market ing mix in 

the case study in the last  chapter.  We wi l l  a lso focus on the “Made in 

Italy” products,  mainly on the clothing and fashion industry,  the food 

and beverage industry,  the automat ic machine industry and the 

furni ture and decorat ion industry.  In  the fo l lowing chapter,  we wi l l  

int roduce the related industr ies in the Chinese market  to i l lustrate the 

economical  and pol i t ical  environment for foreign companies to invest  

in th is market .  In the case study, at  the last  part,  we have taken the 

brand “Kappa” as an example to study how to succeed in the Chinese 

market .  

 



In  conclusion, today there are more and more companies that  have 

made tentat ive t r ies in the Chinese market ,  some have won, some have 

lost .  The most important  th ings are to make a bet ter  research,  a 

complete sel f  evaluat ion and f ind the r ight  opportuni ty to enter that  

market .  

 

 
 

 


