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A STUDY OF TRANSFORMATIONAL TRENDS IN INTERNATIONAL
MARKETING IN THE DUAL CONTEXT
OF GLOBALISATION AND DIGITALISATION

With the advent of globalisation and digitalisation, the face of international marketing is undergoing
unprecedented changes. This study aims to explore the transformational trends of international marketing in
the context of globalisation and digitalisation, and to provide a systematic analysis and overview of its de-
velopment. The article first analyses the evolution of international marketing in the context of globalisation
and how this context is driving the transformation of marketing strategies. Further, the study looks at the
advancement of digital technologies, especially tools and channels such as big data, artificial intelligence,
and social media, and how they are influencing consumer behaviour and bringing about revolutionary
changes in marketing strategies. Issues related to cross-cultural marketing strategies are also discussed,
including how cultural differences affect marketing strategies in the global marketplace and how marketers
can implement localised and globalised standardised strategies in different markets. The study also focuses
on legal and ethical issues in the international marketing environment, exploring the importance of intellec-
tual property protection in international trade, legal constraints in cyberspace, and the challenges of trans-
national privacy protection.
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UCCJIEJOBAHUE TPAHC®OPMALIMOHHBIX TEHAEHIMIA
B MEJKJIYHAPOJHOM MAPKETHUHTE B IBOMMTHOM KOHTEKCTE
IJTOBAJIU3ALIMU U HU®POBU3ALIUUA

C npuxooom enobanuzayuu u yupposuzayuu I1uyo MelCOVHApOOHO20 MapKemuHea npemepnesaem
becnpeyedenmuble usmenenus. Llenv 0anno2o ucciedosanus — u3yyums MpancoHOPMAYUOHHbBIE MEHOCHYUU
MENCOYHAPOOHO20 MAPKeMUHed 8 KOHMEKCme 2100aiu3ayuy u yu@dposuzayuu, a maxkdice npeocmasums Cu-
cmemamuueckull ananuz u 063op e2o pazeumus. CHauana 6 cmamve aHATUUPYEMCs I80TI0YUSL MEHCOYHA-
POOHO2O MAPKEeMuUHea 8 KOHMEKCme 2n00anu3ayuu U mo, KaK 3mom KOHMeKCHm CMUMYIupyem mpancgop-
Mayuio MapkemuHe08ulx cmpamezuil. /lanee 6 uccie008anul paccmampugaemcs pazgumue Yyupposvix mex-
HONO2ULL, 0COOEHHO MAKUX UHCIPYMEHMO8 U KAHAN08, KaK DONbuiue OaHHble, UCKYCCMEEHHbI UHMELIEKM U
coyuanvhvle Meoud, u mo, KaKk OHU 6IUSIOM HA nosedenue nompeoumenei u npusoosim K peoItoYUOHHbIM
UBMEHEHUAM 8 MApKemuHeosblx cmpameausx. Taxoce 06CYHCOAIOMC B0NPOCHL, CEA3AHHBIE C KPOCC-
KYJIbIMYPHOIMU MAPKEMUHSOBLIMU CIMPAMESUSMU, GKIIOUASL MO, KAK KYJIbMYPHble PA3IUYUs 6IUSIOM HA Map-
KemuHeo8ble CImpamezull Ha 2100AIbHOM PbIHKe U KAK MAPKemoao2u MO2ym pedanu308bléams JOKAIUZ08AH-
Hble U 2100aIU306aHHbIe CIAHOAPMUSUPOBAHHbIE CIMpamecuu HA pasHeix puihkax. Mccredosanue makoice
Gokycupyemcst Ha Npagogvlx U IMUYECKUX BONPOCAX 6 MENCOVHAPOOHOU MAPKEMUH2080lU cpede, U3yuasl
BAICHOCMb 3AUUMbI UHMELIEKMYAbHOU COOCMBEHHOCTIU 8 MENCOYHAPOOHOU MOP206ie, NPABoable 02PaHU-
YeHus 8 KUbepnpocmpancmee u npodiemvl mpaHCHAYUOHANLHOU 3aUunbl YACMHOU HCUSHU.
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Against the dual background of globalisation and digitalisation, international marketing is un-
dergoing unprecedented changes. Globalisation has not only enhanced economic ties between coun-
tries and facilitated the rapid development of cross—border trade, but also strengthened cultural ex-
change and integration. The borders between countries are gradually blurred, and the traditional
marketing model can no longer meet the needs of the global market. At the same time, the wave of
digitalisation has profoundly reshaped marketing approaches and strategies, thus bringing new chal-
lenges and opportunities for international marketing. This study aims to deeply analyse the impact
of globalisation and digitalisation on international marketing, to study the transformation mode and
strategy of international marketing in the new situation, and to provide theoretical and practical
guidance for enterprises to formulate international marketing strategies that keep up with the trend
of the times.

According to the statistics of the World Trade Organisation (WTO), the growth of global trade
in the past decades has exceeded the growth rate of the world economy, showing the trend of inter-
nationalisation of market and demand. Globalisation has had a far—reaching impact on international
marketing, driving changes and transformations in international marketing strategies. Due to the
diversification of market demand and the differentiation of consumer behaviour, the traditional
product standardisation strategy has gradually lost its competitiveness. It is replaced by market
segmentation strategy, i.e. precision marketing for specific market segments in specific countries or
regions.! [1].

International marketing strategies have shifted from a product—orientation in the 20th century to a
customer—orientation in the 21st century to a value and relationship—orientation today. Facilitated by the
use of digital technologies, this transition has shown a deeper and more complex development. The tra-
ditional product—oriented marketing strategy focuses on the functions and features of the product, and
conveys the value and advantages of the product through marketing and advertising. Today, with the
widespread use of digital technologies, international marketing strategies have further evolved to be-
come value and relationship oriented. The application of digital technology has facilitated the develop-
ment of big data analytics, customer relationship management and market segmentation, providing
companies with deeper customer understanding and service.? [2].

By analysing the strategic shifts that Coca—Cola has adopted in the global market, it can be
seen how it has stretched from a single marketing strategy to territorial and personalised marketing.
Coca—Cola's advertising strategy has shifted from broad global themes to more targeted local cul-
tural incorporation and personalised digital marketing campaigns.

In the early days, Coca—Cola used a global marketing strategy that was universally applicable.
Regardless of the country, Coca—Cola delivered the same advertising themes and images, emphasis-
ing the values of pleasure, friendship and shared enjoyment. However, as globalisation progressed,
Coca—Cola realised the importance of geographical differences in marketing. They began to incor-
porate local culture and values into their advertisements to better meet the needs of consumers in
different countries and regions. For example, in the Chinese market, Coca—Cola has tied its prod-
ucts to local culture by highlighting traditional Chinese festivals and cultural symbols, enhancing
consumers' sense of identity and emotional connection.

Meanwhile, with the advent of the digital era, Coca—Cola is gradually turning its attention to
personalised digital marketing campaigns. They establish more direct and personalised interactive
connections with consumers by using digital tools such as social media platforms and mobile apps.
Coca—Cola has launched various personalised promotions such as customised beverage packaging
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and personalised advertising pushes to meet consumer demand for personalised products and expe-
riences.

Coca-Cola's marketing strategy in the global market has shifted from globalisation to territori-
alisation and personalisation, while increasing its digital marketing efforts. This shift has enabled
Coca—Cola to better meet the needs of different regions and consumers, increasing the brand's com-
petitiveness and market share in the global market.

Globally, the trend towards digitisation is becoming more pronounced along with the rapid
development of digital technology. According to a report by the International Data Corporation
(IDC), the value of the global digital economy is expected to reach tens of trillions of dollars,
climbing year by year as a share of global GDP. The digital trend, with its wide range of applica-
tions and far-reaching impact, is changing the ways and rules of the world in every field, including
international marketing. The boom in digital technology has created enormous opportunities and
challenges for international marketing.3 [3].

With the development of technologies such as big data analytics, artificial intelligence, the In-
ternet of Things and cloud computing, traditional international marketing strategies are rapidly
transforming into digital smart marketing. These technological advances have not only improved
the accuracy of marketing campaigns, but also expanded the boundaries of the market. In the past,
traditional international marketing strategies relied heavily on market research and manual experi-
ence. However, with the advent of big data analytics, companies can leverage massive data re-
sources to gain deep insights into consumer behaviour and preferences.

In today's digital age, digital marketing tools and channels play a crucial role in international
marketing. Digital marketing tools cover multiple dimensions such as search engine optimisation
(SEO), content marketing, email marketing, social media and mobile marketing. With their effi-
ciency, traceability and flexibility, these tools offer a wide range of marketing opportunities for
businesses and brands.

The way consumers access information has evolved with digital media, for example, accord-
ing to a Statista report, more than 50 per cent of consumers seek product information through social
media. At the same time, consumer expectations of brand interactions and purchase channels are
shifting, forcing companies to incorporate more digital elements into their international marketing
strategies. With the popularity of the Internet and the rise of social media, the way consumers ac-
cess information has changed dramatically. In the past, consumers learnt about products and brands
mainly through traditional media such as TV, radio and newspapers. However, with the rapid de-
velopment of digital media, consumers can now easily access the information they need through
internet search engines, social media platforms and e-commerce websites.

Culture has a profound effect on consumer behaviour, and understanding and respecting the
cultural differences of the target market is key to successful international marketing. Differences
ranging from values, beliefs, and communication habits to consumption habits require international
marketers to conduct in—depth market research and cultural learning. In the process, companies
should adopt appropriate strategies to overcome cultural barriers and build connections between
brands and consumers.

Finding a balance between pursuing global consistency and respecting local cultural identities
in international marketing strategies is an important issue in the process of internationalisation. Lo-
calisation strategies focus on adjusting and adapting to the specific culture and needs of the local
market, while global standardisation strategies emphasise the maintenance of a consistent brand im-
age and product standards across the globe. The choice of strategy should be based on an in—depth
understanding of the differences in the target market and the company's own internationalisation
goals.
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In digital marketing, language is not only a communication tool, but also an important vehicle for
cultural expression. An effective cross—cultural digital marketing strategy needs to take into account
language differences and cultural contexts in content creation, keyword optimisation and social media
communication. By adopting localised language strategies and cultural symbols, brands can better reso-
nate with their target users, thereby increasing brand awareness and market share.

Cross—cultural marketing faces multiple challenges including language barriers, cultural mis-
understandings and differences in consumption habits. However, with the integration of the global
economy and the development of digital technology, cross—cultural marketing also brings unprece-
dented opportunities. Enterprises can make use of digital tools and platforms to collect a large
amount of market data and analyse in depth the preferences and behaviours of consumers in differ-
ent cultures, so as to develop more accurate and effective marketing strategies.

In a globalised economy, the international trade legal environment provides the legal basis and
normative framework for MNCs to operate in overseas markets. According to the Agreement on
Trade Facilitation of the World Trade Organisation (WTO), member states should simplify customs
procedures, reduce import and export costs and improve efficiency, with the aim of facilitating
smooth global trade.

Intellectual property protection is one of the core factors in international marketing. Especially
in the digital age, marketing practices are increasingly dependent on innovation and the protection
of intellectual property rights.

As marketing activities rely more and more on digital platforms and tools, legal constraints
and ethical considerations in cyberspace have become urgent topics of concern. In the digital age,
the collection, processing and storage of personal information has become an important part of
online marketing for businesses. In order to protect users' data privacy and ensure data security, Eu-
rope has enacted the General Data Protection Regulation (GDPR), which provides clear legal guid-
ance on the use of personal information in cyberspace.

Personal privacy protection and data security are particularly important in a transnational envi-
ronment. With globalisation and digitalisation, companies need to process and use consumer data in
their international marketing processes in accordance with the privacy laws and consumer privacy ex-
pectations of different countries. This includes compliance with local data protection laws

Against the backdrop of both globalisation and digitalisation, businesses in emerging markets
are facing unprecedented opportunities and challenges. Particularly in Asia and Africa, some com-
panies have gained significant market share growth through innovative marketing strategies.
Through the use of mobile payments and social media platforms, these businesses have been able to
more effectively reach a wide range of consumers, especially those who were previously hard to
reach due to geographic or economic reasons. The implementation of such strategies not only in-
creases brand visibility, but also promotes consumer engagement and loyalty.

Traditional industries, such as manufacturing and agriculture, are undergoing a digitisation—
driven transformation. In manufacturing, for example, many companies are improving productivity
and product quality through the introduction of advanced manufacturing technologies (e.g., 3D
printing), Internet of Things (IoT) devices and artificial intelligence (AI). On the marketing front,
these companies are engaging consumers with personalised marketing strategies through digital
means, such as establishing online platforms and using big data to analyse consumer needs. These
transformation initiatives not only help to reduce costs, but also increase new sources of revenue
and enhance the competitiveness of enterprises in the international market.

In summary, international marketing has undergone a significant transformation trend under
the dual background of globalisation and digitalisation. Enterprises are no longer limited to tradi-
tional marketing methods, but need to use digital technology to expand market influence and en-
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hance competitiveness. With the continuous development of digital technology and the acceleration
of globalisation, the transformational trend of international marketing will continue to influence the
pace of internationalisation and market penetration strategies of enterprises. In the future, as tech-
nology continues to innovate and markets continue to change, international marketing will face
more opportunities and challenges, and at the same time need to continuously adapt and adjust their
strategies to meet the development of the era of globalisation and digitalisation.
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