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Introduction 
Economic development in this digital era has experienced significant shifts and changes. Competition is not only at the local level, but has shifted to a wider or international scale. Marketing strategies have moved towards something more complex, namely international marketing strategies. This change was increasingly felt when covid19 hit the world. There is a high connection between the company's resources and capabilities, utilizing processes based on international marketing strategies that have been revised during the COVID-19 pandemic.

International marketing arises because of the following:

Saturation of the Domestic Market This saturation is due to the fact that sales data has reached the maximum point for the domestic market, so companies are trying to take advantage of the opportunities that open up for growth and expansion.

Diplomatic Relations The political aspect causes diplomatic relations to emerge, thus encouraging international marketing.


Economic Development In its development, the economy is influenced by the simultaneous relationship between state revenues generated by exports and imports, if exports and imports rise, then revenues will experience a surplus and vice versa if exports and imports fall, then state revenues will also fallTo deal with these changes, Company managers or business people must change their mindset. Business-to-business international marketing managers who are exposed to a (fixed) growth mindset are indeed more likely to adapt (standardize) their international marketing strategies towards foreign markets (Papadopoulou et al., 2023).

This international marketing strategy is not only carried out by large companies, but small companies must also be able to follow it. many small companies have managed to survive and thrive in the international business arena (Nyu et al., 2022).

Many local Indonesian companies have successfully used international marketing strategies. Some of them are Gojek, Bukalapak, Traveloka, Tokopedia, and Ruangguru. Their success proves that Indonesian startups are able to compete with startups from developed countries and develop innovations that can be applied on a global scale.

An increasingly open and connected global market opens up opportunities for companies to expand their business reach through international marketing strategies. One approach that can be used is through the management of tariff and quota policies. There is a significant market power effect for binding quota-based protection, but not for tariff-based protection, (Blonigen et all., 2013).

In this article, we will discuss how companies can optimize their sales volume in international markets by using these strategies

Theoretical Foundation

International Marketing

Michael E. Czinkota says that international marketing is the process of planning and organizing transactions across national borders to create exchanges that satisfy the goals of the individuals and organizations involved.

James E Keegan said that global marketing is a series of marketing activities carried out by companies that emphasize cost efficiency and efforts that cross national and regional boundaries.James emphasized the opportunity to transfer products, brands, and other ideas beyond countries, meet the needs of global customers, and develop coordination between national marketing infrastructure and global marketing infrastructure.

International Marketing Strategy

International marketing is a concept that involves planning, implementing, and controlling marketing activities designed to meet the needs and wants of customers in the global marketplace. It includes everything from market research to sales strategies designed specifically for foreign markets.

International marketing is not only concerned with selling products or services abroad, but also involves a deep understanding of the cultural, economic, political, and legal differences that affect the success of a business in the global marketplace. International marketing requires the adaptation of traditional marketing strategies to accommodate these differences.

Tariff and Quota Policy

International Trade Policies, including:

1. Rates

Tariffs are a type of tax imposed on imported goods. Specific tariffs are imposed as a fixed charge on the unit of goods imported. For example $6 for each barrel of oil). Ad Valorem Tariffs are taxes levied based on a certain percentage of the value of the imported goods (For example, a 25 percent tariff on imported cars). In both cases the impact of tariffs will increase the cost of shipping goods into a country.

2. Export Subsidies

Like tariffs, export subsidies can be specific (a certain value per unit of goods) or od valorem (a percentage of the value exported). If the government provides an export subsidy, the shipper will export, the shipper will export goods up to the limit where the difference between the domestic price and the foreign price is equal to the value of the subsidy. The effect of an export subsidy is to increase the price in the exporting country while the price in the importing country falls.

3. Import Restrictions

Import quotas are direct restrictions on the amount of goods that can be imported. These restrictions are usually imposed by granting licenses to certain groups of individuals or companies.

4. Voluntary Export Restraint
5. Local Content Requirements

Local content requirements are arrangements that require that certain parts of physical units, such as the US oil import quota in the 1960s.

6. Export Credit Subsidy

The export credit subsidy is a kind of export subsidy, except that it takes the form of a subsidized loan to the buyer.

7. Government Control (National Procurement)

Purchases by the government or heavily regulated companies can be directed towards domestically produced goods even if they are more expensive than imported ones.

8. Red Tape Barriers

Sometimes governments want to restrict imports without formally doing so. Fortunately or unfortunately, it is so easy to bend health, safety standards and customs procedures in such a way that they are an impediment to trade.

Method
This research adopts a qualitative research method with a library research approach. There is a term "library research" because the information needed for this research is obtained from books and journals. In accordance with Moleong's view, qualitative research aims to understand thoroughly, with the help of descriptions in the form of words and language, phenomena related to subject experiences, such as behavior, observations, motivations, actions, and other things, which occur in a certain natural context, with the application of various natural methods. By utilizing a library research approach, steps related to data collection from library sources, reading, recording, and processing research materials relevant to research issues related to international marketing strategies on sales volume through tariff and quota policies to increase product competitiveness in international trade.
Result
International marketing is becoming a key aspect in global business expansion. In this context, an effective marketing strategy is key to achieving significant growth in sales volume. One important approach is the management of tariff and quota policies. This article will discuss how the implementation of these strategies can strengthen a company's market position internationally.

1.
Optimizing Tariff Policy:

a.  Market Analysis:

Before setting tariff policies, companies need to understand the market conditions in each target country. A thorough analysis of demand, competition, and consumer behavior will provide deep insights.

b. Tariff Adjustment:

Adapting tariffs according to market needs is a critical step. This involves a good understanding of the cost structure, government policies regarding tariffs, and the level of purchasing power in various markets.

c. Special Fare Promotion:

Offering special rate promotions or discounts can be an effective strategy to win customers. This can include seasonal discounts, package rates, or other incentives.

2. Quota Management:

a. Identifying Market Opportunities:

Understanding the import and export quotas imposed by certain countries is important. Identifying market opportunities that fit within the available quotas can increase sales volume.

b. Cooperation with Third Parties:

Working with local partners or third parties who have better access to quotas can help companies optimize market potential.

c. Product Diversification:

Increasing sales volume can be achieved by diversifying products to meet different quota requirements in different countries.

3. Integrated Marketing Strategy:

 a. Global Digital Marketing:

Utilizing digital platforms to introduce products globally is a key step. Digital marketing campaigns can be customized with tariff and quota policies to attract potential customers.

b. Global Brand Development:

Building a consistent and strong brand image at the global level can enhance product appeal. It can help in overcoming tariff constraints and winning consumer trust.

4. Continuous Monitoring and Adjustment:

 a. Market Condition Monitoring:

 International markets are always changing, therefore, companies need to constantly monitor market conditions, policy changes and consumer trends.

b. Rapid Response to Policy Change:

 Companies must be prepared to respond quickly to changes in tariff and quota policies. Flexibility in strategy adjustment will help maintain and increase sales volume.

By adopting an international marketing strategy that focuses on tariff and quota policies, companies can increase their competitiveness, explore new market opportunities, and achieve significant sales volume growth in the global market. It is important for companies to have an adaptive strategy and constantly update their approach according to the rapidly changing dynamics of the global market.

By incorporating tariff and quota policies into international marketing strategies, companies can increase competitiveness, explore new opportunities, and achieve significant sales volume growth in global markets. Important to pay attention to market and policy changes and proactively adjust strategies to respond to such changes
Conclusion
Implementing an international marketing strategy that includes tariff and quota policies can provide a significant competitive advantage. Managing tariffs wisely, utilising quotas efficiently, and integrating a global marketing strategy are important steps in achieving sales volume growth in international markets. Flexibility and adaptability to market and policy changes are essential to the success of this strategy. Companies must remain proactive in monitoring global market conditions, updating their strategies, and being responsive to changes in government policies.
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