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INTERNATIONAL MARKETING

AS THE BASIS OF GLOBAL BUSINESS:
TRENDS, CHALLENGES

AND DEVELOPMENT PROSPECTS
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MIDKHAPOAHUM MAPKETUHT SIK OCHOBA T'AOBAABHOTO BI3BHECY: TEHAEHI[IT, BUKAUKU
TATIEPCIIEKTUBU PO3BUTKY

The article explores current trends in the development of international marketing in the
context of globalisation and digital transformation of the economy. The article analyses the
key factors that determine modern approaches to marketing strategies in international markets,
among which are the digitalisation of marketing communications, personalisation of consumer
experience, integration of artificial intelligence and big data analytics.

Particular attention is paid to the adaptation of marketing strategies to the cultural
characteristics of different regions, which contributes to increasing consumer loyalty and
the effectiveness of brand positioning. It is proved that taking into accountlocal traditions,
customs, language and value orientations in the development of advertising campaigns
increases consumer confidence in the brand and helps to strengthen its position in the
market.

Itis substantiated that the development of international marketing is largely determined by
economic, technological, political and socio-cultural factors. In particular, the growth of world
trade, the development of international economic unions, the introduction of advanced digital
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technologies and changes in consumer behaviour create new opportunities and challenges for
enterprises entering global markets.

An analysis of the levels of integration of enterprises into international marketing has allowed
to outline the main stages of formation of international marketing activities: from occasional
export operations to full global business integration. It is found that the effectiveness of
companies’ entry into international markets largely depends on their readiness to adapt
marketing strategies, investin technological solutions and introduce innovative approaches to
managing customer relationships.

The main challenges faced by companies in international marketing, including geopolitical
instability, environmental requirements, competition with local players and legal restrictions,
are investigated. The author proves that compliance with environmental standards and social
responsibility of companies are becoming important factors of competitiveness in international
markets. In particular, enterprises that actively implement sustainable development and
corporate social responsibility strategies have a better chance of building a positive image and
long-term customer loyalty.

The article identifies prospects for the development of international marketing, including
the use of artificial intelligence to predict consumer behaviour, the development of omnichannel
marketing, the use of blockchain technologies in business processes, and the strengthening
of brands’ social responsibility. The introduction of advanced digital solutions, including big
data analytics and machine learning, opens up new opportunities for precise targeting,
personalisation of advertising campaigns and increased efficiency of marketing commu-
nications.

Y crarri gocnipxeHo akTtyasnbHi TeHAEHUii pO3BUTKY Mi>XKHaApPOAHOIro MapKeTUHIry B YMOBaXx rso-
6anizauii Ta ungpposoi TpaHcpopmauii ekoHomikn. NMpoaHaniaoBaHO K/IIOYOBi YAHHUKN, LLJO BU3 -
Ha4aloTb cy4acHi nigxoav A0 MapKeTUHroBUX cTpaTeriii Ha MDKHapoAHUX PUHKax, cepen ikux
BUOKPEMJIEHO undpoBi3alilo MapKeTUHroBux KOMYHikaLliv, nepcoHaniaaulilo Crio)XXMB40ro 4oc-
Bigy, iHTerpauyito LUTY4YHOro iHTeNIeKTy Ta aHaliTUKY BeJINKNX faHnXx.

Okpemy yBary npugineHo agantauyii MapKeTUHroBux cTparterii 4o KynbTYpPHUX ocobamBoc-
Teu Pi3HUX perioHis, W0 CrIPUSE NiABULLEHHIO JIOSIJIbHOCTIi CNOXNBa4iB Ta e(peKTUBHOCTIi No3n-
uioHyBaHHA 6peHgis. [loBefaeHo, WO BpaxyBaHHS JIOKaNbHUX Tpaauli, 3en4aiB, MOBu Ta
UiHHICHUX OPieHTUPIB y pO3pPOo6 LI peknamMHux kamnaHii nigeuulye [OBipy crnoxmneBa4iB o 6peH-
Ay Ta cnpuse 3aMiLUHEeHHIO HOro nNo3unuivi Ha PUHKY.

OO6rpyHTOBaHO, L0 PO3BUTOK MIXXHAPOAHOIro MapKeTUHry 3Ha4Ho Mipot 06yMOBIIeHNI eKo-
HOMIYHUMMWN, TEXHOJIOMIYHUMMU, MOJTITUMHUMUN Ta COLIOKYIbTYPHUMUN YUHHUKaMN. 3okpema, 3po-
CTaHHS CBIiTOBOI TOPriBJli, pPO3BUTOK MiXXHapoAHNX eKOHOMIYHUX COI03iB, BNIPOBaA)>XeHHs rnepe-
A0BUX UNpPoOBUX TEXHOJIOTiN Ta 3MiHU Y CIMTOXXUBYiV NoBeAiHLi CTBOPIOIOTb HOBi MOXXJIMBOCTI Ta
BUKJINKN ON15 NigNPUEMCTB, L0 BUXOA4SITb Ha ry106anbHi PUHKH.

AHani3 piBHIB iHTerpauii nignpnemMcTB y MiXKHapoaAHNA MapKeTUHIr 4O3BOJIUB OKPEeCJINTU OC-
HOBHIi eTanuv CTaHOBJIEHHSI MiIXXHaApPO4HOT MapKeTUHIroBoOI BissJIbHOCTI: Big BUNnagkoBUX eKcriopT-
HuUX onepawuivi 4o NoBHOi rnob6anbHoi iHTerpauii 6i3Hecy. BusssieHo, wo epeKTUBHicTb BUXoay
KOMMaHih Ha Mi>kHapoOAHi PUHKN 3HAYHOIO MiPOIO 3aJ1eXXNThb Big iX roTOBHOCTI 40 aganTtauyii map-
KeTUHIroBuX CTpaTerivi, iHBeCTYBaHHS Y TEXHOJIOrYHi pilleHHSs Ta BNPOBaA)XEeHHSsI IHHOBaLiliHNx
nigxonis 4o ynpaBaiHHS B3a€EMOBIAHOCUHaMM 3 KJTiEHTaMu.

AdocnipxeHo OCHOBHI BUKJINKU, 3 IKUMU CTUKAIOTbLCSI KOMMNaHIii B MiXXHapoOAHOMY MapKeTUHry,
30KpemMa reonosliTu4Hy HectabifnlbHiCTb, €KOJIOriYHi BUMOIrn, KOHKYPEeHLUito 3 1I0OKalbHUMU rPaB-
ussMu Ta rPpuanvHi oomexeHHsi. O6GrpyHToBaHoO, L0 AOTPUMaHHSA €KOJIOMNYHUX CTaH[apTIiB Ta
couyianbHa BignoBigasbHiCTb KOMMNAaHINA CTalOTb BaXJIMBUMU pakTopaMun KOHKYPEHTOCIPOMOX-
HOCTi Ha Mi>KHapoA4HUX puHKax. 30Kpema, nignpuemMcTBa, Lo aKTUBHO BIIPOBAaAXYIOTb cTparerii
CTaszioro po3BUTKY Ta KOpPropaTUBHOI couianbHOI BignoBiganbHOCTI, MalTh GinbLUi LUaAHCK Ha
¢dopmMyBaHHSI MO3UTUBHOIO iMif)Ky Ta AOBroCTPOKOBY JIOSIJIbHICTb CMOXUBaYiB.

Bu3HayeHO nepCcrneKTuBu PO3BUTKY MiXXHapPOLAHOIO MapKeTUHTrY, L0 BKJIIOYalOTb 3aCTOCYBaHHS
LITYYHOrO IHTeNeKTY AJi1 NPOrHo3yBaHHS NoBeAiHKN CrIOXNBaYiB, pO3BUTOK OMHIKaHaJ/IbHOro
MapKeTUHry, BAKOPUCTaHHS 6/10K4YeH-TexXHOJIorii y 6i3Hec-npoLecax, a TakoX MOCUJIeHHS CO-
uianbHoi BignoBiganbHoCTi 6peHaiB. BnpoBaa)xeHHs iHHOBaLUiliHNX UNpPOoBUX pilleHb, okpema
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aHani3y BeJINKNX AaHNX Ta MalWMHHe HaBYaHHS, BiAKPUBA€ HOBIi MOXXJINBOCTI AJ1s1 TOYHOro tap-
reTuHry, nepcoHani3auii peksiaMHUX KaMmnaHii Ta nigBuLeHHs1 e PeKTUBHOCTI MapKeTUHIr OoBUX

KOMYHIiKaLiN.

Key words: international marketing, strategy, international marketing factors, international markets, globalisation,
digital transformation, integration, marketing communications.

KnroyoBi ca08a: mixcHapoOHUl MapKkemuHe, Cmpameais, YUHHUKU MIXCHAPOOHO20 MAPKEMUHaY, MIHCHAPOOHI
PUHKU, 210601i30Ui5, YughpoBa mpaHcEopmayis, iHmezpayis, MapKemuHeoB8i KoMyHIKauyii.

GENERAL PROBLEM STATEMENT AND ITS
CONNECTION TO IMPORTANT SCIENTIFIC
AND PRACTICAL TASKS

In the modern economic environment, there is a
phenomenon of global economic growth accompanied by
active expansion of international trade. The annual increase
in global trade indicates the intensification of integration
processes, which necessitates the adaptation of companies
to new operating conditions. For many companies that used
to focus exclusively on the domestic market, international
activities are becoming a key development strategy, as
domestic reserves for increasing profitability are limited.
No national economy is left out of these processes, as
integration into the global economic system is an important
factor in ensuring sustainable development. Thus,
globalisation and internationalisation of economic activity
determine new conditions of competition, forcing
enterprises to increase their competitiveness and adapt to
the requirements of the global market.

ANALYSIS OF RECENT PUBLICATIONS
AND RESEARCH

The issue of international marketing development is the
subject of active scientific research, which is reflected in the
fundamental works of both foreign and Ukrainian scientists.
Globalisation processes, digitalisation of the economy and
growing competition necessitate the development of new
conceptual approaches to international marketing aimed at
improving the efficiency of enterprises in global markets.

Modern research in this area focuses on such aspects
as the formation of digital marketing strategies, business
adaptation to changes in the global market environment,
integration of the latest technologies into marketing
activities, and implementation of effective marketing
practices that contribute to the competitiveness of
Ukrainian enterprises in the international space. In
particular, the scientific works of T. Tsygankova, T.
Gordieieva, O. Ptashchenko, and Y. Radzikhovska discuss
in detail the development of international marketing
concepts in the context of the digital economy and
innovative business models [7; 8; 10].

The analysis of strategic planning of international
marketing activities, taking into account current trends and
macroeconomic changes, is presented in the works of
L. Bakhchivanzhy, I. Havryliuk, L. Galan, E. Garayeva,
L. Donets, O. Yevtushok, O. Loshenyuk, N. Pacheva,
S. Podzigun, I. Posokhova, V. Rozhko and other scholars.
In their works, special attention is paid to the problems of

strategic positioning of companies in international
markets, development of effective models of marketing
communications and optimisation of the use of inter-
national marketing tools in the context of increased global
competition [1; 3].

The studies of V. Bondaruk, T. Danyliuk, V. Krypyva,
A. Lialyuk, V. Rozhko and others are devoted to the analysis
of the most common marketing strategies used by enterprises
when entering foreign markets. In particular, they consider
models of standardisation and adaptation of marketing
activities, principles of branding and product differentiation,
as well as key factors of successful promotion of goods and
services in the international environment [2; 4; 9].

However, despite the significant amount of scientific
research in the field of international marketing, the
peculiarities of modern transformations of this area as the
basis of global business require further scientific research,
which determines the relevance of this study.

PURPOSE OF THE STUDY

The article is aimed at studying international marketing
as the basis of global business, defining the peculiarities
of its formation and development in the modern economy.

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

In the current context of globalisation and digital
transformation, international marketing research is gaining
strategic importance, focusing on the adaptation of
companies to the dynamic changes in the global market.
Current trends in this area cover several key areas, inclu-
ding the digitalisation of marketing communications,
personalisation of consumer experience, sustainable brand
development, and integration of artificial intelligence into
analytical processes (Fig. 1).

One of the leading trends is digital marketing and Big
Data analytics, which allow companies to better understand
consumer behaviour and optimise their marketing strategies
onaglobal scale. In particular, the use of artificial intelligence
and machine learning helps to increase the effectiveness of
targeted communications, automate personalisation
processes and analyse large amounts of data. Adapting
marketing strategies to the cultural characteristics of
regional markets remains an important research area. Taking
into account ethnographic marketing, companies are
developing localised approaches to brand positioning, which
helps to increase consumer trust and loyalty. Sustainable
marketing, which involves developing environmentally
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Fig. 1. Current trends in international marketing
research

Source: compiled by the author on the basis of the sources
studied.

responsible branding strategies, implementing corporate
social responsibility principles and shaping environmentally
conscious consumer choices, is also growing in importance.
Another key trend is omnichannel in international marketing,
which involves the integration of various platforms and com-
munication channels to provide a single user experience
regardless of the consumer's geographical location [4; 8;
10].

Thus, current research in international marketing
focuses on a combination of technological innovation,
adaptation to local markets, environmental responsibility
and personalisation of customer interaction, which allows
companies to compete effectively in the global environment.

Although the basic principles of marketing remain the
same, its implementation in the international environment is
significantly more complicated due to the need to take into
account many additional factors. The main difference between
domestic and international marketing is that the latter involves
marketing activities in more than one country [2; 4; 6].
However, this seemingly insignificant difference leads to a
large-scale complication of marketing strategies and requires
a fundamental diversification of tactical decisions.

The development of international marketing is driven
by a complex of economic, technological, political and
socio-cultural factors. The key economic factors include
the growth of world trade as aresult of deeper integration
processes, the formation of international economic unions
(in particular, the EU, NAFTA) and the growing demand

Export
marketing

Occasional
international
activities
(spontaneous
exports)

International
marketing
(review
foreign
marketing)

for global goods in developing countries, which is
explained by the increase in the level of welfare of the
population. Technological prerequisites include progress
in transport (in particular, the development of container
shipping and high-speed aviation), as well as the
digitalisation of business processes and the introduction
of modern information technologies. Socio-cultural factors
are driven by the globalisation of cultural values and the
unification of consumer habits across countries. Political
factors traditionally include the liberalisation of inter-
national trade, the conclusion of free trade agreements
and the reduction of barriers to international economic
interaction [5; 9; 10].

One of the key features of international marketing is
the need to work in two areas: 1) global level — develop-
ment of a general international marketing strategy based
on unified approaches to branding, positioning, com-
munication policy and assortment management; 2) local
level — adaptation of marketing activities to the specifics
of each individual market, taking into account national
peculiarities of consumer behaviour, cultural traditions,
legal norms and economic conditions. This dual nature of
international marketing determines the complexity of its
implementation, as each foreign market is characterised
by its own set of uncontrollable factors, including the
macroeconomic environment, political situation, level of
technology development, socio-cultural characteristics,
competitive environment, etc. Therefore, the effectiveness
of marketing activities depends on the company's ability
to adapt its strategies to the conditions of each specific
country.

The main tasks of international marketing include:

— analysis of international markets — researching the
needs and behaviour of consumers in different countries,
studying their cultural values, socio-economic charac-
teristics, and assessing the level of demand for goods or
services;

— development of effective marketing strategies —
identifying ways to position the brand, adapting products
to local preferences, developing unique approaches to
communication with target market segments;

— organisation of international operations — creating
efficient logistics systems, managing sales channels,
conducting advertising campaigns and forming
partnerships with local businesses;

— ensuring competitiveness — optimising costs
through the use of global supply chains, implementing

Global
marketing

Internationalisa-
tion and
transnational
activities

Fig. 2. Stages of formation and development of international marketing

Source: compiled by the author on the basis of the sources studied.
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modern technologies and searching for new market
opportunities [1; 3; 10].
The process of enterprises entering the inter-

marketing

Obstacles

Contents

national market is gradual and reflects the level of
their integration into the global economy. In general,
several key stages can be distinguished (Fig. 2).

1) Occasional international activity (spon-
taneous export). At this stage, the company does

Economic |e

High customs tariffs, import/export restrictions — customs
restrictions remain a key challenge for many companies. High
tariffs can significantly increase the cost of products on the market,
reducing their competitiveness;

e Economic instability — currency fluctuations, recessions and
inflation complicate financial planning for companies.

not plan systematic activities abroad and sells its
goods or services to foreign customers on an
occasional basis. Such activities are often limited
to single orders and do not involve in-depth analysis

Cultural .

Language barriers and cultural differences (failure to take into
account cultural nuances can lead to the failure of marketing
campaigns);

e Adapting the product to local traditions (the product may not
meet the cultural or religious norms of consumers).

of market conditions and significant changes in the
company's business model. At this stage, the
company's international activities are limited to the
sale of goods abroad without further support for

Legal

o Differences in regulatory requirements (legal requirements for
product certification, safety or advertising may differ);

e Sanctions and trade restrictions (political sanctions may limit
access to certain markets).

their sale. The exporter's responsibility ends when
the goods are sold and delivered to the buyer. As a
rule, the company does not monitor the market or
the behaviour of the goods after they are sold. The

Competition | e

dominance of local players (in many markets, local companies
have a better understanding of consumer preferences and a stronger
position);

e low loyalty to foreign brands (consumers may prefer local
producers due to patriotism or a higher level of trust).

distinctive features of this stage are: the absence
of a specialised marketing department to work in
foreign markets; sales are made through intermediaries
or by direct requests; minimal adaptation of the product
to the needs of the foreign consumer.

2) Export marketing. This stage is characterised by a
systematic approach to exports. The company begins to
explore foreign markets, modify its products to meet the
needs of foreign consumers and create strategies to
expand its presence. Characteristic features of this stage
are: analysis of market conditions in specific countries;
use of local intermediaries for distribution; adaptation of
products to the requirements of foreign markets (e.g.
packaging, language, certification).

3) International marketing (review foreign marketing).
At this stage, the company fully integrates international
activities into its development strategy. It not only
exports products, but also opens representative offices,
conducts market research and adapts business processes
to each specific market. The use of complex marketing
tools (promotion, pricing, market segmentation), the
establishment of local representative offices, joint
ventures or subsidiaries, and the expansion of forms of
foreign economic activity (franchising, licensing,
scientific and technical cooperation) are key chara-
cteristics of this stage.

4) Global marketing. This stage reflects the highest
level of company integration into the global economy.
Global companies view the world as a single large market,
where the development and implementation of marketing
strategies is carried out at the global level, but with due
regard for local specifics. This includes not only sales, but
also procurement, research and development, human
resources, finance and other areas of activity. The
company operates as a supranational structure with a
market-oriented approach to management. Global
marketing is characterised by the distribution of
production facilities, resources and research and
development activities around the world; global branding,
but with local consumer preferences in mind; centralised
management with a certain level of decentralisation at the
local level.

Source:

compiled by the author on the basis of the sources studied.

5) The stage of internationalisation and transnational
activities is a further development of global marketing,
when a company becomes a multinational corporation. It
not only sells products in other countries, but also actively
attracts resources, investments and innovations from all
over the world. This stage is characterised by a flexible
organisational structure that allows for adaptation to the
conditions of many countries; interdependence of
production and distribution processes between countries;
and maximum integration of local markets into the
company's global strategy [2; 3].

Thus, the stages of involvement in international
marketing demonstrate the gradual evolution of companies
from occasional export activities to full global integration.
Each stage involves an increased level of strategic
planning, resource mobilisation and adaptation to
international conditions. Successful transition between
these stages depends on the company's ability to respond
to global market challenges, implement innovations and
take into account the specifics of each market.

Today's international marketing is characterised by at
least three key challenges: first, geopolitical instability and
risks (impact of war, sanctions, trade restrictions); second,
environmental requirements for business (green tariffs,
carbon footprint, sustainability requirements); and third,
competition with local players with a deep understanding
of the regional market. The obstacles to international
marketing remain significant and are constantly changing
under the influence of economic, cultural, legal and
competitive factors. Current examples demonstrate the
need for companies not only to adapt to market specifics,
but also to be prepared for rapid changes in the inter-
national environment, including political instability, cultural
challenges and fierce competition (Table 1).

The prospects for the development of international
marketing are as follows: the use of artificial intelligence
to analyse big data and predict consumer behaviour;
development of meta-universes as a new platform for
international marketing; the growing role of personalisa-
tion of marketing strategies through digital tools; support

Table 1. Obstacles to the development of international
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for the principles of ethics and social responsibility in
international markets.

CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH

Thus, international marketing is a complex multi-level
process that integrates global strategies with local tactical
approaches. Its effective implementation requires an
integrated approach that includes acomprehensive analysis
of international markets, adaptation of marketing strategies
to the specifics of target regions, effective management of
international operations and cost rationalisation. Successful
companies operating in a dynamic global environment
achieve competitive advantages through the optimal
combination of standardisation and adaptation, which
allows them to maintain flexibility and efficiency in their
international activities.

Promising areas for further research include analysing
the impact of artificial intelligence, big data technologies
and blockchain solutions on the development of inter-
national marketing, improving omnichannel promotion
strategies, and adapting marketing tools to the unstable
conditions of the global economy and crisis phenomena.
The further integration of digital technologies into the
marketing activities of enterprises will help to increase
their competitiveness and ensure sustainable development
ininternational markets.
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