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The Mary Kay is a transnational firm that specifically specializes on women’s cosmetics. As per the case, the company was started back in 1963 and it has been following its set principles and priorities which applies to every facet of their organization from when it was founded. Mary Kay operates under its major philosophy which states, “do unto others as you would have them do unto you,”, making this its main principle that it operates at. The company is situated in different countries of different continents and thus making it important for Mary Kay for it to exercise their policies and codes of ethics equally in any marketplace that they operate at. Via global marketing strategies, the firm is able to reach different countries and to market their own products and sell their own products with a remarkable success, (Sippel, 2015). 
Mary Kay basis itself on the market and cultural similarities that exist in different countries and researches on the market and adapts accordingly to the new markets. Moreover, the company witnesses continuous success due to the evaluation of market and the products that they are selling in respect to the targeted audience. The company established that it can use the same marketing and distribution method for both China and India due to cultural similarities. For instance, the targeted population, women, in both India and China look for the cosmetic that is going to make their skin lighter as the lighter sin is perceived to represent higher privilege and class. 
In conclusion, Mary Kay Inc. is a transnational firm since the cosmetics and makeups are the same no matter what country you are in. The marketing strategy that Mary Kay used when it entered India was an exportation. The firm is also a global brand since it is in five of the seven continents.
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