Global Marketing and Cross-Cultural
Hanagemen’r

Navigaﬁng the compLexi’ries of international markets requires sophis’rica+ed
unders’randing of diverse consumer behaviours, cultural nuances, and s’rra’regic
frameworks. This comprehensive expLoraﬁon equips business leaders with essential

knowLedge for Jrh\rivir\g in an interconnected gLobaL economy.




Learning Outcomes

&

AnaLyse Global Environments

Evaluate international marke’ring environments and assess their
s’rra’regic impLica’rions for business operq’rions across diverse

markets.

u

Illustrate Cultural Influences

Demonstrate how cultural differences shape markeﬁng
communication s’rra’regies and consumer decision-making

processes globally.

AppLy Harke’ring Frameworks

ImpLemen’r established mqueﬁng concep’rs and qnaLy’rich
frameworks to compLex international business scenarios

effec’rively.

¥

Determine Effective Strategies

Formulate robust gLobaL marke’ring s+ra+egies that account for
cultural, economic, LegaL, and ethical considerations across

markets.



The Globalised Business Landscape

The 21st cenJrury represen+s an unpreceden’red era of gLobaLisa’rion, fundamen‘ratty
reshaping how organisa’rions opera‘re across borders. From multinational
corpora‘rions to SMEs, businesses increasingLy navigaJre compLex international

markets requiring sophis’rica’red cross-cultural compe+encies.

Key Drivers of Globalisation

* Technological advancement: Digital platforms enable instantaneous global

connecﬂvH’y and e-commerce expansion

® Trade liberalisation: WTO and infernational agreements reduce barriers to

cross-border commerce

* Improved fransportation: Advanced logistics facilitate efficient global

distribution networks

. Capii‘al. mobility: Freer investment flows enable international mergers,

acquisi’rions, and s’rra’regic par’rnerships

® Emerging markets: Rapid growth in Asia, Latin America, and Africa creates vast

consumer bases



Why Global Marketing Matters

Market Expansion

International expansion offers
revenue growth, economies of
scale, and diversification beyond
saturated domestic markets into

emerging consumer bases.

Compe’ri’rive Advan’rage

Effective globalisation leverages
insights, achieves cost
efficiencies through strateqgic
standardisation, and builds
powerful brand presence

internationally.

Learning and Innovation

Exposure fo diverse markets
stimulates innovation, driving
development of products and
services that address varied

gLoqu consumer needs.

Risk Diversification

Multi-market presence cushions
impac’r of economic downturns or
regionat disrupﬁons, enhancing

organisational resilience and
s’rabiLH‘y.

[) Critical insighi': Cross-cultural managemen’r is central to success. Culture profoundLy influences consumer behaviour, negoﬁaﬁon

styles, and ethical perceptions. Neglecting cultural differences leads fo marketing blunders and damaged reputation.



Global Trade by the Numbers

6.3T 2.6% 10%

E-Commerce Sales Trade Growth Digital Connectivity
Global retail e-commerce sales in 2023 WTO projected merchandise trade volume Approximate global internet penetration rate,
(USD), projected to reach $8.1 trillion by growth for 2024 following 2023 contraction though significant disparities persist
2027 regionally

Historical Evolution of International Trade

From the ancient Silk Road connecting East and West to Jroday's digital
marketplaces, international commerce has deep historical roots. The
Age of Exploration established colonial trade networks, whilst the
Industrial Revolution created surplus goods requiring international

markets.

Post-WWII institutions like the IMF and World Bank structured
international economic systems, promoting cooperation and free
trade. The late 20th century saw accelerated globalisation through
the Soviet Union's collapse, internet proliferation, and China's WTO

entry.




Internationalisation Theories

it}
?@ Born Globals

Eclectic Paradigm (OLI) International New Ventures that
St s Dunning's framework explains FDI internationalise rapidly from inception,
Firms internationalise gradually, through Ownership advantages challenging traditional stage models by
starting with psychically close markets, (proprietary assets), Location leveraging advanced technologies and
then moving to distant ones through advantages (market factors), and global networks immediately.
experiential learning. Progression: Internalisation advantages (control
exporting — sales subsidiaries —> benefits).

produc’rion facilities.

These compLemenfary theories expLain different pa+hways firms take when expanding in’rerna’rionaLLy. Whilst UppsaLa emphasises graduat Leqrning,

the Eclectic Paradigm focuses on s’rra’regic qdvan+ages, and Born Globals represen’r JrechnoLogy-enabLed rapid internationalisation.



Hofstede s Cultural Dimensions

Hofstede's framework, based on research across 10 countries, identifies six critical dimensions for unders’randing national cultures. These

dimensions direcﬂy influence produd design, adverﬁsing messages, promo’rionaL sfraregies, and distribution approaches.

Power Distance

832 Extent to which less powerfuL members accep’r unequaL power distribution. High PDI cultures (HaLaysia, Mexico) favour hierarchy;

low PDI cultures (Austria, Denmark) prefer flat structures.

Individualism vs Collectivism

@g Focus on individual achievement and rights versus group harmony and loyalty. Western countries tend towards individualism;

many Asian, Latin American, and African nations emphasise collectivism.

HascuLinH‘y VS Feminini’ry

Valuing assertiveness and achievement (Japan, Hungary) versus cooperation, modesty, and quality of Life (Sweden, Norway).

Uncertainty Avoidance

Tolerance for ambiquity and uncertainty. High UAI cultures (Greece, Por’rugaL) prefer strict rules; low UAI cultures (Singapore,

Jamaica) tolerate diverse opinions.

Long-Term Orientation

ag- East Asian societies prioritise perseverance and thrift; Western societies focus on achieving quick results whilst respecting
tradition.
Indulgence vs Restraint
ol
//— Societies allowing free gratification of desires (Mexico) versus those suppressing gratification through strict social norms

(Russia).



Standardisation vs Adaptation

Standardisation (Globalisation)

Using identical markeﬁng mix elements across all international

markets.

Advan’rages

Cost savings +hrou9h economies of scale

Consistent gLobaL brand image

Streamlined managemen’r

Faster product rollout
When Appropriate

Global segmenfs with similar needs (Luxury 9oods, ’rechnoLogy).

produc’rs with universal appeal, s+rong gLobaL brands.

Adaptation (Localisation)

Tailoring markeﬁng mix elements to suit unique local market

characteristics.

Advanrages

Higher customer satisfaction

Compeﬁ’rive advan’rage mee’ring local needs

Greater market penerraﬁon

Superior cultural fit
When Appropriate

Significant cultural, economic, or requlatory differences; culturally

sensitive produd's (food, cLo1'hin9); s+ron9 local compeﬁ’rion.

Glocalization: The Hybrid Approach

Most companies adop’r "gLocaLiza’rion" - Jrhinking 9LobaLLy whilst ac’ring LocaLLy. This involves s’randardising core brand elements (Logo, produc’r

features) whilst adap’ring secondary aspec’rs (adverﬁsing messages, packaging, pricing) to local tastes and economic conditions. This

con’ringency approach recognises benefits of both s’rra’regies.



International Market Entry Modes

™

Exporting Contractual Agreements

Indirect: Through domestic intermediaries (low risk, low control). Licensing: Gran‘ring IP righ‘rs for fees. Franchising: Providing
Direct: Straight to foreign buyers via agents/distributors (more complete systems (McDonald's). Contract Manufacturing:
control, higher risk). Outsourcing production abroad.

it

S’rra’regic Alliances Direct Investment

Alliances: Collaborative relationships without new entities. Joint Greenfield: Building new facilities (highes’r risk and control).
Ventures: New enftities with shared ownership, control, and Acquisii'ion: Purchasing exis‘ring companies (immediate access,
profi’rs/ risks. in’regra’rion chaLLenges).

En’rry mode selection is a critical s’rraiegic decision impaciing Long-’rerm foreign market success. Choice depends oh resource commitment, risk

tolerance, desired control level, and specific market conditions.



Ethical Frameworks in Global Marketing

Opera’ring gLobaLLy presen’rs differing ethical standards, LegaL sstrems, and consumer expecha’rions. Ethical decision-making frameworks 9uide

responsibte international business conduct.

Deontology Utilitarianism

Duty-based ethics focusing on moral Consequence-based ethics advocating
rules regardless of consequences. actions producing the greatest good for
Certain actions are inherently right or the greatest number. Focuses on

wrong (e.q., never deceive customers, outcomes and collective benefit

always respect human rights). maximisation.

Cultural Relativism vs Ethical Universalism

Cultural Relativism: Moral systems are relative to particular
cultures. Righf and wrong depend on societal confext. Danger: can

excuse unethical practices.

Ethical Universalism: Some ethical principles are universal, applying
across all cultures regardLess of local customs. Danger: potential

cultural insensitivity.

Companies must navigate this complex landscape with a “moral
compass” prioritising universal human rights and fair practices whilst
remaining culturally sensitive. The UN Global Compact provides
quiding principles covering human rights, labour standards,

environmental pro+ec+ion, and an’ri-corrupﬁon measures.

Virtue Ethics

Emphqsises moral agen’r character
rather than rules or outcomes. Asks:

What kind of person or company should

we be?




