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Abstract - This research paper describes a framework for
research in Global Marketing that highlights the strategies
in the marketing process as well as the effectiveness of the
marketing process and impact of different technological
tools and social media platforms. The use of the internet
and social media have changed consumer behaviour and
the ways in which companies conduct their business.
Social and Global Marketing offers significant
opportunities to organizations through lower costs,
improved brand awareness and increased sales. Global
Marketing drives the creation of demand using the power
of the internet, and satisfies this demand in new and
innovative ways. In other words, Global Marketing is the
utilization of electronic media by the marketers to promote
the goods and sell in the market. Global Marketing can
give value in the form of time, attention and advocacy
from the consumer. Global Marketing strategies build on
and adopts the principles of traditional marketing, using
the opportunities and challenges offered by digital
medium. This paper focus on the importance of Global
Marketing for both marketers and consumers. This paper
additionally includes difference between traditional and
Global Marketing. The use of new technologies in
businesses has made Global Marketing more popular. It
has completely changed the old ways of marketing and
forced marketers to stay in touch with their purchaser or
customers through the internet in order to sell their goods
and services. So, when planning the best advertising and
setting business goals, marketers must think about and
analyse both the pros and cons of Global Marketing. In a
digital age, International Education has undergone
several changes. Digital platforms have eased the way
students can access to academic information. Therefore,
the education industry has implemented tools to effectively
adapt business to student’s needs.

I INTRODUCTION

Global marketing can be described as "marketing ona
global scale, in various nations, reconciling or taking
economic benefits of global operational variations,
similarity, and possibilities to fulfill global goals. The
term "Global Marketing" refers to the modern kind of
advertising in which sellers and promoters rely on the
internet and other digital platforms to reach their
intended demographics. Global Marketing, in its
broadest sense, is the practise of promoting a product
or service via electronic means. It can be used by

IJIRT 163064

anyone, anywhere. Businesses leverage digital channels
such as search engines, social media, email and their
websites to connect with current and prospective
customers. This can also be referred as ‘Online
Marketing’, ‘Internet Marketing’ or ‘Web Marketing’.
Global Marketing is defined by use of numerous digital
tactics and channels to connect withcustomers where they
spend much of their time:online. As a result, modern,
digitally-blessed advertising makes it possible to reach
any and all target demographics everywhere on the earth.
The modern consumer's actions have helped to bridge
cultural, linguistic, and geographical divides. That's why
everyone, from students to business owners, needs to get
up to speed on Global Marketing. Global Marketing
methods such as Search Engine Optimization (SEO),
Search Engine Marketing (SEM), Content Marketing,
Influencer Marketing, Content automation, Campaign
Marketing, Data- driven Marketing, E-Commerce
Marketing, Social media Marketing, Social media
optimization, E-mail direct Marketing, Display
advertising, E-books, and optical disks and games are
becoming more commonin advancing technology. Global
Marketing nowextends to non-Internet channels that
provide digital media, such as mobile phones (SMS and
MMS), callback, and on-hold mobile ring tones. Global
Marketing is a dynamic strategy leveraging online
channels to promote products or services. It encompasses
various platforms, such as social media, search engines,
email, and websites, aiming to reach and engage target
audiences effectively. By utilizing data-driven
approaches, businesses can optimize campaigns, enhance
brand visibility, and drive conversions in the ever-
evolving digital landscape.

I1.OBJECTIVES

The objectives of Global Marketing can vary based on
specific business goals, but common objectives include:

. Increase Brand Awareness: Enhance visibility
and recognition of a brand through online channels to
reach a broader audience.

. Generate Leads: Drive potential customers to
engage with the brand and express interest, ultimately
creating a pool of potential leads.

. Boost Sales and Revenue: Facilitate conversions
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and sales through various digital channels,
maximizing revenue streams.

. Improve Customer Engagement: Foster
meaningful interactions with customers through social
media, email, and other platforms to build
relationships and loyalty.

. Enhance Online Presence: Optimize digital
assets (websites, social profiles) to ensure a strong
online presence, making it easier for customers to find
and engage with the brand.

. Target Specific Audiences: Utilize data and
analytics to identify and reach specific demographics
or segments, ensuring marketing efforts are focused
and relevant.

. Drive Website Traffic: Increase the number
of visitors to the brand's website through various
online channels, improving overall online visibility.

. Optimize Conversion Rates: Refine website
and campaign elements to improve the percentage of
visitors who take a desired action, such as making a
purchase or filling out a form.

. Build Brand Authority: Establish the brand
as an industry expert or thought leader through content
marketing, demonstrating knowledge and reliability.
. Measure and  Analyse  Performance:
Regularly assess key performance indicators (KPIs) to
understand the effectiveness of Global Marketing
efforts and make data-driven decisions for
improvement.

. By aligning Global Marketing strategies with
these  objectives, businesses can create a
comprehensive approach to online marketing that
contributes to overall success and growth.

I1. HISTORY OF DIGITAL MARKETING

The development of Digital Marketing is inseparable
from technology development. One of the first key
events happened in 1971, when Ray Tomlinson sent
the first email, and his technology set the platform to
allow people to send and receive files through
different machines. However, the more recognizable
period as being the start of Digital Marketing is 1990
as this was where the Archie search engine was
created as an index for FTP sites. In the 1980s, the
storage capacity of computers was

already big enough to store huge volumes of customer
information. Companies started choosing online
techniques, such as database marketing, rather than
limited list broker. These kinds of databases allowed
companies to track customers' information more
effectively, thus transforming the relationship
between buyer and seller. However, the manual
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process was not as efficient.

The Evolution of Digital Marketing

FIG.1: EVOLUTION OF DIGITAL MARKETING
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FIG.2: STAGES IN BUSINESS EVOLUTION

IV.COMPARISON BETWEEN TRADITIONAL
AND DIGITAL MARKETING

Traditional marketing is the most recognizable form
of marketing. Most people are used to traditional
marketing due to its longevity. Some examples of
traditional marketing include tangible items like ads
in a newspaper or magazine. It also includes a
billboard, brochure, commercial on TV or radio,
poster, etc. It is a non-digital way of marketing.
Whereas Digital Marketing uses various digital
channels to reach customers. Some comparisons are
given below:

ITRADITIONAL DIGITAL MARKETING
MARKETING
e  Traditional Marketing e Digital Marketing implies the

refers to themarketing that
uses traditionalchannels or
media, for thepurpose of

marketing communication.

marketing of products and
services viadigital channels,
suchas the internet,
smartphone, display ads, and
other digital medium.

e  Static e  Dynamic

e Slow e Comparatively fast

e Low e Comparatively high

e  Cannot bemeasured easily. |®  Can bemeasured easily.

0 Less effective more e Less expensive more effective
expensive

e Not possible e Possible

e  Standardized e  Customized

e Not possible once the ad ise  Can beperformed anytime,

placed. evenafter the ad is placed.
e Local e  Global
e Delayed results e  Quick and real-time results

e Consumers cannot skip the Allows the consumers to avoid
ads, as theybound to see or skip the ads whichdo not
them. interest them.

e  One-way Communication |  Two-way Communication

TABLE 1: COMPARISON BETWEEN
TRADITIONAL AND DIGITAL MARKETING
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FIG.3: TRADITIONAL MARKETING AND
DIGITAL MARKETING

1)Email marketing: Email marketing is a direct
marketing channel that lets businesses share new
products, sales, and updates with customers on
their contact list. Email marketing is a type of
direct marketing that uses personalized emails to
educate your email list about your product or
services.

1) Social media marketing: Social media
marketing (SMM) is a form of internet
marketing that uses social media apps as a
marketing tool. These social media platforms
enable brands to connect with their audience to:
build a brand; increase sales, drive traffic to a
website. The six types of social media, though
this can be broken down in many ways, include
social networking, bookmarking, social news,
media sharing, micro blogging, and online
forum sites.

2) Video marketing: People spend a third of their
timeonline watching videos. Videos even help
make buying decisions. A number of big
companies have created some of the best video
ads and viral videos asa part of their marketing
strategies. Two great examples are the Always
“Like a Girl” campaign and Geico's “Hump

Day” ad.

3) Pay-per-click advertising (PPC): PPC or pay-
per- click is a type of internet marketing which
involves advertisers paying a fee each time one
of their ads isclicked. Simply, you only pay for
advertising if yourad is actually clicked on. It's
essentially a method of 'buying' visits to your
site, in addition to driving website visits

organically.

4) Affiliate marketing: Affiliate marketing is an
advertising model in which a company
compensates third-party publishers to generate
traffic or leads to the company's products and
services. The third-party publishers are

affiliates, and the commission fee incentivizes
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5)

6)

7)

8)

9)

10)

11)

them to find ways to promote the company.

Influencer marketing: Influencer marketing is atype
of marketing that uses influencers to promote a brand
to a larger market. Influencers are opinionleaders
with a social following base. They appear as experts
or trustworthy sources of information. Partnership
marketing: Partnership marketing is based on shared
interest between two companies or entities and seeks
to build brand awareness for both through product
offerings or provision of other benefits to consumers.
Google sponsored Wi-Fi at Starbucks is an example
of partnership marketing.

Referral marketing: Referral marketing is a
marketing tactic that makes use of recommendations
and word of mouth to grow a business's customer
base through the networks of its existing customers.
Referral marketing is an organized process where
you reward your customers for sharing your brand or
products with their friends, family

Mobile marketing: Mobile marketing may include
promotions sent through SMS text messaging, MMS
multimedia messaging, through downloaded apps
using push notifications, through in-app or in-game
marketing, through mobile websites, or by using a
mobile device to scan QR codes.

Display advertising: Display advertising appears on
third-party websites and uses video, image, or text
elements to market products or services. There are
many types of display advertising. Banner ads are an
example of display advertising. So are desktop and
mobile leader board ads.

MISTAKES TO AVOID
MARKETING CAMPAIGNS

IN GLOBAL

When running Global Marketing campaigns, it's
essential to avoid common pitfalls that can hinder
success. Here are some mistakes to steer clear of:

Ignoring Data and Analytics:

Mistake: Neglecting data-driven insights can lead to
ineffective campaigns.

Solution: Regularly analyse metrics (such as click-
through rates, conversion rates, and engagement) to
optimize your strategies.

1)

Solution: Clearly define goals—whether it's brand
awareness, lead generation, or sales—and align your
tactics accordingly Neglecting Mobile
Optimization:

Mistake: Failing to optimize content for mobile devices
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can alienate a significant portion of your audience
Solution: Ensure responsive design, fast loadingtimes,
and mobile-friendly layouts.

2) Overlooking SEO Basics:

Mistake: Ignoring search engine optimization (SEO)
can hinder visibility.Solution; Optimize content with
relevant keywords, meta tags, and high-quality
backlinks.

3) Ignoring User Experience (UX):

Mistake: Poor UX can lead to high bounce ratesand
low conversions. Solution: Prioritize user-friendly
interfaces, intuitive navigation, and seamless
interactions.

4) Relying Solely on Paid Advertising:

Mistake: Overemphasis on paid ads withoutorganic
efforts can be costly. Solution: Balance paid
campaigns with contentmarketing, social media, and
SEO.

5) lIgnoring Social Media Engagement:

Mistake: Treating social media as a one-way
communication channel. Solution: Engage with
followers, respond promptly, and foster genuine
connections.

6) Not Testing Campaigns:

Mistake: Skipping A/B testing or split testing can lead
to missed opportunities. Solution: Test different
elements (such as headlines, visuals, and calls-to-
action) to optimize performance.

1) Neglecting Email Segmentation:

Mistake: Sending generic emails to all subscribers.
Solution: Segment your email list based on
demographics, behaviour, and preferences for
targeted messaging.
2) Ignoring Privacy Regulations:

Mistake: Violating privacy laws (e.g., GDPR) can
harm your reputation.
Solution: Understand and comply with data
protection regulations.

1) Remember, avoiding these mistakes and
continuously learning from your campaigns will help
you refine your Global Marketing strategies and
achieve better results!

V.GLOBAL MARKETING STRATEGIES

Global marketing plans are a component of a
comprehensive company strategy. It involves
changing a company's marketing tactics better to suit
the demands of prospective clients in various nations.
A business may reach a new consumer base and boost
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sales by entering a new overseas market. Other
advantages might include cheaper labour, easy
accessibility to extra resources, and the capacity to spread
risks. When entering foreign markets, consistency and
building a recognisable brand for everyone are top
priorities. Some company characteristics may not change
when your marketing tactics are put into action, while
others may be significantly impacted. For example, even
if some firms choose to update these elements as well, the
new logo is likely to stay the same. Your marketing
strategy could also be drastically altered. In every new
market, for instance, the message, advertising, and PR
strategy may vary.
VI.GLOBAL MARKETING PROCESSES

The multinational company ensures that all nations are
exposed to its vision while maintaining its scope,
capacity, expertise, and workforce. For this, the company
must thoroughly study the intended market, the
competitors, and the applicable laws and rules. The target
market's choices in terms of religion and social groups
would be a significant influence They must be respected,
and the company must preserve homogeneity in its
offerings while making the required changes to its goods
or services. They could need to collaborate with local
groups for this or get additional licenses and licenses from
the government. Before being on the market, the
company must research its clients, their preferences and
dislikes, ethnicities, and other characteristics. Price for
the products may be country- specific.

VII.IMPORTANCES OF GLOBAL MARKETING

1) A higher margin of profit: The company's ability
to grow its client base is the apparent benefit. Selling to a
global market instead of a domestic one is more
beneficial. Only major companies could previously
afford to do business overseas. The Internet now makes it
possible for even tiny enterprises to connect with clients
anywhere in the globe. Global marketing presents
significant chances for businesses to boost their revenue
and profitability, which they lose out on.

2) A standardised marketing approach: In how it
markets its goods and services, the corporation may
remain consistent. There are two benefits to this. The
corporation may employ global ads for clients, which
reduces marketing expenses in the first place. Second, by
using standardised marketing techniques, a business may
concentrate on its core operations, such product
development, while also saving time and effort.

3) Worldwide brand awareness: A corporation
with a worldwide presence is seen favourably by
customers. Consider the companies Dunkin' Donuts and
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Starbucks. Aren't these establishments more
renowned than the local coffee shop? In actuality,
local markets may be affected by a brand's reputation
on a global scale, increasing brand awareness and
driving sales.

4) Scale economies: Efficient use of scale is
another benefit of global marketing. Your business
gains strength, network, and technical expertise as it
expands. All of this may result in a manufacturing
process that is quicker, less expensive, and more
effective. With less expense, your business can
generate more

VIII.LADVANTAGES OF GLOBAL MARKETING

Global Reach: Due to the internet's free accessibility,
business reach has expanded. Chinese businesses,
including Amazon and Alibaba, have only been able
to expand internationally with the help of the internet.
Reaching a large range of clients easily aids in
developing brand image.

Lower Costs: By implementing a unified message
globally, marketing expenses are drastically reduced,
allowing profit margins to remain intact.

Global Feedback: With consistent message around
the globe, firms must pay equal attention to the
feedback they receive. Global marketing helps
businesses to do both, allowing them to gather
insightful feedback and modify their strategies as
necessary.

Resolving Time Restrictions: In contrast to traditional
advertising, in which the print takes days or weeks to
approve and then distribute to the final consumer, in
this scenario, the campaign targets the consumers in a
matter of clicks of the mouse, decreasing the action to
formulate. Marketing efforts that are implemented
more quickly will produce quicker results, which will
lead to quicker revenues were forced to relocate their
production facilities back to the US. The corporations
in these situations are required to bear significant
costs. Inventory management: With soaring inventory
expenditures for the business, massive amounts of
wasted material could accumulate. This may result
from inaccurate estimates, a failure to properly
consider the local market, a hasty launch, or an
overestimation of projections.

IX.CHALLENGES OF GLOBAL MARKETING

Customers are more savvy or informative than
marketers.

Customers are increasingly demanding better quality
and reliability in the products and services.
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Customer wants, needs and expectations are changing
more rapidly.

Marketers operate in a market where all customers want
mostly the same thing.

New products and services are coming to market more
quickly than in the past.

X. CONCLUSION

At first, developing a worldwide brand strategy could
seem daunting. We make this process easier for you and
your business team by allowing you to learn about a
workspace in which you can collect market data,
assemble a team with different permissions,
responsibilities, and access, and describe your marketing
plan. In conclusion, an international market is where
companies can offer their goods and services. You may
sell on a worldwide scale by gathering sales from local
markets. In compared to the local level, there are more
clients, increasing earnings. Research is necessary before
expanding a firm to a new nation; otherwise, your growth
might be in danger, and your investment could be lost.
Although there are numerous marketing techniques, you
may do to attract clients from across the world. Consider
production, licensing, or exporting your services or goods
as indicators of a strong brand image. The focus,
objective, clients, strategy, and other factors distinguish
the global and international markets.
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