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MODERN MARKETING TOOLS AND DETERMINANTS
IN TERMS OF GLOBALIZATION

Summary. The paper analyzes the opportunities and challenges for organizations caused by globalization processes. The de-
terminants of the impact of globalization on transcultural communication are determined. New trends and problems in the con-
text of globalization are revealed. The article analyses the effectiveness of the use of marketing tools in the company's activities
in the context of globalization, such as e-mail marketing, telemarketing, networks and online marketing, taking into account the
influence of the cultural factor. Some regional differences, typical characteristics that must be taken into account when doing
business in different countries are considered. A factor model of business success is proposed in accordance with the ranking
of marketing tools. Recommendations have been developed to improve the effectiveness of the marketing strategy, taking into

account the identified determinants.
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Introduction and problem statement. In the last two
decades the world has gone through the process of global-
ization that causes an increase in economic, financial, social,
cultural, political, market and environmental interdependence
among nations. Business is also inevitably affected by this
process of change towards more interdependence. Although
it provides new opportunities to businesses, globalization also
creates new challenges for them as a result of intense compe-
tition between companies around the world. Companies from
developing countries are particularly at risk because the com-
modities they produce must meet the global market criteria,
in particular in terms of price, quality and delivery standards.
These global trends bring new challenges to the companies
and they need to adapt, in order to be competitive.

Analysis of recent research and publications. A lot of
researchers have noted the numerous and nuanced impacts of
globalization on countries and companies around the world.
Among them Acocella N.[1], Dicken P. [2], Faiola A. [4],
George R. [5] and Hill C. [7], Martell L. [10], Oman C. [11],
Porter M. [12], Sorrells K. [14] are distinguished. Global-
ization creates a specific context with direct implications on
companies having positive and negative effects. According
to Oman C., economists perceive globalization by removing
barriers to international economic development. This opin-
ion suggests that globalization means an improvement in the
reach of the economic ties between national economies, i.e.
an increase in the movement of goods, labor force, resources
and foreign direct investment, and the convergence of interna-
tional commodity markets [14, p. 53].

The author Lechner F. describes globalization as «an
interdependence between countries and nations around the
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world, which has led to a massive reduction in transport and
interaction costs and the elimination of artificial barriers to
the flow of goods, resources, capital, information and people
across boundaries». The consequence of these globalization
processes is the convergence of economies, national states and
technology, as well as the introduction of free market capital-
ism to nearly all countries around the world [9, p. 32].

According to Porter, the positive aspects of globalization
relate to the possibility of acquiring inputs from anywhere, such
as raw materials, capital and knowledge, then the spread of dif-
ferent activities abroad and the use of cheaper labor and capital,
which helps to achieve competitive advantage [12, p. 156].

In fact, globalization provides faster access to new technol-
ogy, new skills, new markets, new financial outlets and, more
than ever before, more potential prospects for future growth.
Successful companies are taking advantage of these tremen-
dous prospects for globalization and are taking advantage of
the patterns and activities that globalization provides. Such
opportunities are the reason why more and more companies
(not only large corporations, but also small and medium-sized
enterprises) are seeking to have an international presence,
even though they face pressing challenges. Globalization has
affected and transformed the marketing industry, changing
what it means to «grow» to include an international, multicul-
tural and multilingual customer base. Global companies are
tasked with deciding whether to implement a global marketing
strategy where a similar marketing message is delivered in each
country or an international approach that is unique to each mar-
ket based on a cultural perspective and specific use of a product.

Several empirical studies [1-14] have been conducted to
investigate how globalization actually affects the companies.
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The literature review showed that there was enough informa-
tion about the e-mail marketing and telemarketing in separate.
However, not much research on this specific direct marketing
combination has been done earlier. It was good to understand
the concepts fully and separately before combining them in
any way. This helped to form a good research framework that
was to be the base for the rest of the research.

The purpose of the paper is to analyse the factors of
increasing the effectiveness of the existing marketing strat-
egy with the help of advanced company marketing tools in
the context of globalization. According to the purpose there
should be considered the next goals: to estimate the effect
of globalization on processes of modern society; to analyse
opportunities and challenges for organizations caused by glo-
balization progress; to examine the marketing tools in terms
of globalization; to elaborate a business formula of success
according to the new marketing tools.

Results of the research. Globalization is a progressing
handle by which territorial economies, social orders, and soci-
eties have to be coordinated through a globe-spanning arrange
of communication and exchange. The term is in some cases
utilized to refer to integration of national economies into the
worldwide economy. It is normally done through exchange,
outside speculation, capital streams, relocation and the spread
of innovation.

Globalization and the international economy have influ-
enced and changed the advertising industry, transforming
what it means to «develop» to include an international, mul-
ticultural and multilingual customer base. The company is
responsible for determining whether to adopt a global market-
ing plan where a particular promotional campaign is distrib-
uted in each country or a localized approach that is tailored to
each region, depending on a cultural perspective and on the
specific use of the brand.

There are probably four different marketing constituents
that need to be considered if one analyses the extent of the
marketing globalization. The standard «Four P’s» of market-
ing: product, price, place, and promotion, are all affected as
a company moves through the five evolutionary phases to
become a global company. Ultimately, at the global market-
ing level, a company trying to speak with one voice is faced
with many challenges when creating a worldwide marketing
plan. Unless a company holds the same position against its
competition in all markets (market leader, low cost, etc.) it
is impossible to launch identical marketing plans worldwide.

Global marketing advantages can be defined as increases
in market, trade, investment potential and resource accessibil-
ity. Changes in the business environment enable companies
to access new markets, relocate their operations, and exploit
cheap resources around the world with lower costs [10].

It has become easier for companies to sell their products
to different locations to gain benefits from location advantage
since there are less trade barriers in today’s global market-
place. Companies are able to reach out and serve many new
markets around the globe. Liberal movements of financial
and human capital also facilitate their business transactions
which has also become more efficient due to the globalization
of technology. It also allows the marketer to not only reach
consumers in a wide range of ways but enables them to offer a
wide range of products and services. It includes, among other
things, information management, public relations, customer
service and sales. With the range of new technologies becom-
ing available all the time, this scope can only grow.

Global marketing provides vast opportunities for tech-
nology marketers to better understand prospective customers
by collecting and sharing information from and about users.
However, given the inherent privacy concerns, governments,

industry groups and regulators have responded with a myriad
of new and ever-changing rules, regulations and guidelines
that present marketers with the challenge of understand-
ing what they can and cannot do, particularly when launch-
ing campaigns in new markets or running campaigns across
multiple countries bound by different laws. Not surprisingly,
the specifics of these regulations vary greatly from country
to country. It is still more complicated to make matters, laws
of jurisdictions often overlap, requiring marketers to simul-
taneously comply with multiple, and sometimes conflicting,
regulations. As a result, a global online marketing campaign
often requires a marketer to navigate a regulatory minefield in
which errors in guidance or execution can lead to embarrass-
ing, and potentially costly, missteps.

The research based on an example of the international
trade consultancy of Dutch origin BBI that collaborate with
companies in international markets, assisting them in expand-
ing their distribution markets. Its clients are able to expand to
new markets and increase their revenues abroad. BBI is con-
sidered as a partner in the development internationalization, it
reduces risks for the regular business [15].

When analysing the revenue we can see its increase dur-
ing 2018-2019 due to the marketing tools. Main activities are
the identification of clients, or more specifically the prepara-
tion a list of potential clients that qualify selection criteria and
confirm their initial interest (including detailed company pro-
files). Choosing the country to export according to the mar-
ket drivers and preparing the country ranking providing with
partner selection, means making company profiles of potential
importers, dealers, agents, etc. that fit selection criteria and
open for cooperation. Preparing the company specializes in
international growth roadmap, a clear plan that secures effi-
ciency by defining priority products and countries, market
entry models, partner criteria, etc.

BBI is using e-mail marketing, telemarketing, networking
and online — marketing in order to find new customers and
retain the old ones (Table 1).

Telemarketing could be seen as an art that requires a per-
son to be engaging and capable of generating large volumes
of new customer prospects. Successful telemarketing cam-
paigns tend to be highly targeted, relying on accurate and
well-defined customer data that matches customer profiles to
product profiles.

The advantages of using telemarketing as a marketing tool
are: cost-effectiveness, it increases sales, it is easy to use and
there is a good possibility to target. With these facts telemar-
keting can be viewed as a good customer service.

Companies who want to gain customer loyalty should def-
initely invest in inbound telemarketing because customers can
find it very intrusive if they have to wait service for too long.
Furthermore, it is obvious that the employees have to know
the products and services sold (Table 2).

As telemarketing and e-mail marketing are used in com-
bination it was analysed how the following indicators work
in synergy. The process of approaching is done in Bitrix 24
which is of a leading CRM system nowadays (Table 3).

When analysing the outcomes of implementation of e-mail
and teleMK in France we can see that in total it made 498 active
leads, 235 declined leads and 8 converted. The average con-
version rate is 1.61%. In BBI converted lead is defined as an
appointment made. The number of appointments in 2016 was
91; with making the first and follow up visits we got 8 impor-
tant contracts with clients in Spain where the conversion ratio
was 8%. The number of appointments in 2017 was 288, due to
opening the new offices in Barcelona and Madrid. With mak-
ing the first touch and follow up visits we got 31 important
contracts with clients in where the conversion ratio was 9%.
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Definitions of Marketing Tools

Table 1

Tools

Definitions

Search Engine
Marketing

SEM is an internet marketing method that increases the ranking of the website in search engine and brings

more users and the bandwidth”

2 Online PR

“Maximizing favorable mentions of your company, brands, products or web sites on third-party web sites

which are likely to be visited by your target audience”

3 | Online Partnership

Affiliate marketing is one of the useful tools of online partnership to create website traffic

4 | Telemarketing

Contacting customers by phone to make product or service offers.

5 | E-mail Marketing

A wide variety of e-commerce marketers are using permission based e-mail communications to notify pros-
pects of promotions and services, acquire new customers, increase sales, and, most importantly, develop and

nurture an ongoing dialogue and relationship with their Customers”

6 | Viral Marketing

Viral Marketing harnesses the network effect of the Internet and can be effective in reaching a large number

of people rapidly.

7 Networking

Simply talking to people, making connections and developing relationships to help your circle of influence rise.

Table 2
Telemarketing. Pros and cons
Advantages Disadvantages
Company Customer Company Customer
Reduce cost Good service Robinson list Aggressive
Increase sales No need for initiative Expensive Disturbing

Easy Possible discounts Negative responses No possibility to abnegate
Feels company’s focus Targeting issues Continuous
Table 3
Conversion ratios
Total BBI Scorecard 2018 2016 2017 2018 All years

Appointments TeleMK 34 28 22
First Visits 31 26 18

France Follow - ups 15 16 13
Total Visits
Contracts 4 5 2
Ratio 2% 2,5% 1,5 % 2 %
Appointments TeleMK 91 288 222 601
First Visits 96 351 280

Spain Follow - ups 16 185 201
Total Visits 112 536 481
Contracts 8 31 45 106
Ratio 8 % 9 % 16 % 11,55 %

In 2018 there were 222 appointments. With making the first
touch and follow up visits we got 45 important contracts with
clients in where the conversion ratio was 16%. So the average
conversion rate is 11,55%, we can see that the highest values
of appointment made was in 2017, however the outcome of
2018 is the best comparing to the previous years. The results
are amazing, because the number of interested customers grew
over during that period as telemarketing calls and e-mail mar-
keting were targeted on only attracted customers and the com-
pany saved money and time at the same time.

The next point to analyse is the networking ranking. BBI
is using networking actively. The use of LinkedIn is among
the important things to emphasize. It allows members (both
workers and employers) to create profiles and «connections»
to each other in an online social network which may represent
real-world professional relationships (Table 4).

The leading tools are telemarketing and e-mail marketing,
and their implementation in BBI. The highest ratio of telemar-
keting is in the Netherlands. The worst outcomes are in France
according to the cultural diversity (Table 5).

The business meetings are conducted differently in dif-
ferent countries. Although there might be some regional
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variations, there is usually a number of typical characteris-
tics that should be taken into account when conducting busi-
ness in these countries. For analysing influence of Cultural
factor there were selected the following countries where this
influence is the most critical for the results of the interaction:
Spain, Germany and France.

Compared to other Western European nations, the way
business is done in Spain is more relaxed. Persons should
be prepared to negotiate very complicated and time-con-
suming. The members allow enough time in your schedule
before beginning talks to get to know your business partners
properly. People keep in mind that, before business can be
addressed; social bonds must be formed first. A good relation-
ship is an integral part of Spain’s positive negotiations. Writ-
ten statements are often granted less weight than in France or
Germany, for instance.

Germany. Business negotiations tend to be analytical and
factual. Business is hierarchical. Decision-making takes place
at the highest levels of the company i.e. top down. It is not
appropriate to bypass an associate of equal ranking by con-
sulting with his or her superior, even if negotiations take a
long time. Deference is given to the authority. Subordinates
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Table 4
Effectiveness of Online Marketing
Online Marketing Ranking

Country Social Media Marketing SEO Average
The Netherlands 5 5 5
Spain 4 3 3
Denmark 3 3 3
Sweden 3 3 3
Belgium 3 2 2.5
France 2 1 1,5

Table 5
Marketing tools ranking in BBI
Marketing tools TeleMK E-mail Marketing Networking Online Marketing

Relative importance, points 1 2 3 4
Relative weight, % 25.00% 25.00% 30.00% 20.00%
Country
The Netherlands 5 5 5 4
Spain 5 4 5 3
Denmark 5 4 5 3
Sweden 5 4 5 3
Belgium 4 4 4 3
France 1 2 4 1

rarely contradict or criticise the boss publicly. Decision-mak-
ing is often a slow and detailed process.

French executives tend to focus on long-term business
relationships. Logic will dominate discussions, which at times
might become intense. The French won’t normally accept any-
thing that goes away from their cultural norm and will avoid tak-
ing high risks. The decision making pace in the French business
etiquette is rather slow. Patience will be appreciated whereas
pressure will be taken negatively. Likewise, aggressive selling
techniques will not generate a positive response; the focus is on
discussion and exchange of information. Approaching French
people via telemarketing we can face the arrogance and unlike-
liness to expend the new markets and vice versa when calling to
Spain people are more eager not to lose the opportunity to learn
something new and improve their business strategy.

After analyses of all the factors mentioned above there
are the important things to mention that succeed in creating
a business model of success in BBI. It contains 37% of the
internationalization factor, 31% of conversion rate of e-mail
and telemarketing, 10% of rate of networks, 8% of conversion
rate of appointments and 14% of the cultural factor.

S={0,371;0,3T; 0,1R;0,08 A; 0,14 C},

Where:

I — Internationalization factor;

T — Conversion rate of e-mail and Telemarketing;

R — Rate of networks;

A — Conversion rate of appointments;

C — Cultural factor.

In order to improve the outcomes and to reduce the loss
of clients, to retain the existing clients the company should
improve the next KPIs:

To increase conversion rate of telemarketing. New tech-
niques should be found in order to be used and implemented
in the existing approach. As we can see telemarking goes quite
well despite it is not the modern one. To increase conversion
rate of network, we have to emphasize the role of LinkedIn
that helps to maintain good relationship with the prospective
partners, clients. It gives an overview for a customer of the size
of the company, number of the employees, short history etc.

To increase conversion rate of the first visits. The willing-
ness to improve the existing result could lead to some train-
eeship and workshops on negotiations, sales and leading the
appointments that the project managers can pass.

Cultural diversity remains a huge impact on the business
models according to the business etiquette, punctuality, deci-
sion-making and open-mindedness to the new opportunities
in different countries. For example, when approaching French
people via telemarketing we can face the arrogance and unlike-
liness to expend the new markets and vice versa when calling
to Spain people are interested in assistance from a Dutch com-
pany and are more eager not to lose the opportunity to learn
something new and improve their business strategy.

The purpose of this thesis was to solve the current prob-
lems of global company and answer the research question
about «What is a model of success, based on the marketing
tools in terms of globalization?»

Firstly, the research provided theoretical basis and hypoth-
eses, as well as overview of globalization effects and defini-
tion of global marketing with it marketing opportunities and
global marketing threats, marketing tools and practical
implementation.

Secondly, the research of this thesis provided information
on marketing tools for the business-to-business direct market-
ing: telemarketing, e-mail marketing, online marketing and its
components and networks.

There are listed advantages and disadvantages as well as
opinions from perspectives, the tips and recommendations.
Among the advantages for the company there are cost effec-
tiveness, increasing of sales, customer retention and good pos-
sibility to target, where the advantages for the customer are
a good service, discounts, no need for initiative and that the
email can be read when want.

Meanwhile, the negative points for company are regu-
lations, the problem that the emails are not opened and the
task for making the email interesting. When talking about the
challenges for the customer we should consider that the email
could be disturbing, have viruses and there was no possibil-
ity to end e-mail marketing. There are also practical tips for
companies who use these tools.
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Conclusions. The estimation of existing marketing tools
was presented, with ranking and analysis of each of them. After
that, there are listed the recommendations on increasing the
effectiveness of marketing strategy and improvement of the
existing results. Among them there are tips on conversion rate
of telemarketing: new techniques should be found in order to be
used and implemented in the existing approach, suggestions on
improvement conversation rate of networks: to create the manu-
als on using LinkedIn, to participate in social and business events

with a prepared pitch in order to be able to attract new customers
or just simply to get new business acquaintance. It is proposed
to expand the new markets and explore the new countries with
offices establishment, for example, Poland, Canada, the USA.

To sum up, the research provides good guidelines with a
business success formula in the European countries mixing
telemarketing, networks, e-mail marketing, direct market-
ing, rate of appointments and rate of cultural diversity in their
business-to-business marketing.
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CYYACHI MAPKETHHT OBI IHCTPYMEHTH I IETEPMIHAHTH B YMOBAX INIOBAJII3AIIIT

Anortanisi. Cy4acHuil CBIT XapaKTepU3YEThCs TIOTY)KHUMH TpaHC(POPMAIITHUME MTpoliecaMu Titodaizallii, ski moB’s3aHi
3 3pOCTaHHAM €KOHOMi4HOi, ()iHAHCOBOI, COLiaIbHOI, KYIBTYPHOI, MOJITHYHOI, PUHKOBOI Ta €KOJIOTIYHOI B3a€MO3aJIeKHOCTI
MK KpaiHamu. 3 iHIIoro 60Ky rmobasizaliiiHi MpolecH BUMararoTh CyTTEBUX MEPETBOPEHB NP (HOpMyBaHHI MAPKETHHTOBHX
CTparteriii iHTepHaIliOHANBHUX KoMmaHii. CaMe TOMy METOK CTaTTi € aHaii3 (aKTOpiB MiJIBUIICHHS ¢(DEKTUBHOCTI iCHYIOYOT
MapKeTUHIOBOI CTpaTerii 3a J0IOMOT010 IEPEJOBUX IHCTPYMEHTIB MAPKETUHI'Y KOMIIaHii B KOHTEKCTi mobanizauii. BianosigHo
JI0O METH PO3IIISIAF0THCS HACTYIIHI HiJi: OLIHUTH BILIMB T1o0ai3ailii Ha MpoIecH Cy4acHOro CyCIIbCTBA; JOCITIIUNTH MapKe-
THHTOB1 IHCTPYMEHTH 3 TOUKH 30py Diodaizauii; pozpodutu GopMyiy ycrixy 0i3HeCy BIANOBIIHO 10 CTPYKTYPH 3aCTOCYBaHHS
IHCTpYMEHTIB MapkeTHHTY. O0'€KTOM CTATTI € TpaHCHOpMAITisi KOMITaHii B ymoBax riobaiizaitii. [IpeaMeTom poOOTH € BUKOpHC-
TaHHS Cy4aCHUX MapKETHHIOBUX IHCTPYMEHTIB [UIS MiABUIIEHHS e()eKTUBHOCTI MAapKETHHIOBOI AisTIBHOCTI KOMITaHII B yMOBax
mnobanizanii. B poboti mpoaHaii3oBaHi pHHKOBI MOXKIIHBOCTI Ta MapKETHHTOBI PHU3HKH AISIIBHOCTI MDKHAPOIHOI KOMIIaHiT,
BHKJIMKaHI TIpoliecaMu r1o0aizaiii. 3a JJ0MOMOTOK CHCTEMHOrO MiJX0My BU3HAYCHO NCTEPMIHAHTU BIUIMBY IioOasizallii Ha
TPAHCKYJIBTYPHY KOMYHiKalito. PO3IISTHYTO 0COOIMBOCTI eJIEMEHTIB MAPKETHHTY MiX Y MDKHapOJXHOMY MapKeTHHTY. HaBeneHo
OIJISIT MAPKETUHTOBHUX 1HCTPYMEHTIB I0/I0 IHTEPHAIIIOHATBHUX KOMITaHI|, IPOAHAi30BaHO X MepeBaru Ta 0OMEKCHHS K JIJIs
KOMIIaHii, Tak ¥ 11 cnoxuBadiB. IIpoananizoBaHo e(heKTUBHICTh Ta TEHIEHI] 3aCTOCYBaHHS MapKETHHIOBUX 1HCTPYMEHTIB
B IISUTHHOCTI KOMITaHii B yMOBax rio0aizaliii, Takux sik e-mail MapkeTHHT, TeneMapkeTHHr, Networking Ta oHIaiiH-MapKeTHHT,
3 ypaxyBaHHSIM BIUIMBY KyJIBTYPHOTO YHHHHKA. PO3IISHYTO JesiKi perioHabHI BiIMIHHOCTI, TUIIOBI XapaKTEPUCTHUKH, SKi HEOO-
X1JIHO BpaXoByBaTU IIpU BeACHHI Oi3HECY B pi3HUX KpaiHaX. 3alpornoHOBaHO (PaKTOPHY MOJENb yCIiXy Oi3HECY BiINOBIAHO 10
METOJly PaH)KyBaHHSI MAPKETHHIOBUX IHCTPYMEHTIB. Po3po0iieHo pekoMeHallii o0 MiIBUIICHHS ¢(DEKTHBHOCTI MAPKETUHTO-
BOi cTpaTerii iHTepHaliOHAIbHOT KOMIIAHII 3 ypaxyBaHHSAM BUSBICHUX AE€TEPMiHAHT.

Kurouosi ciioBa: miobaitizaitisi, no0OanbHi pUHKH, II00aTbHUNA MApPKETHHT, TII00aJIbHI MAPKETHHIOBI MOXKIIUBOCTI, TJ100aJTb-
Hi MapKETHHIOB1 3arpo3Hu.

COBPEMEHHBIE MAPKETUHI'OBBIE MHCTPYMEHTbBI U JETEPMUWHAHTbI
B YCJIOBHUAX ITTOBAJIM3ALIUA

AHHoTanus. B pabore nmpoaHaau3upoBaHbl BO3MOXKHOCTU U IIPOOIEMBI Ul OpraHU3alLUii, BEI3BaHHbIE IIPOLIECCAMU IIIO-
Ganmzarmu. OmpesiesieHbl NeTePMUHAHTHI BIMSHHS DIOOATH3alul HA TPAHCKYJIBTYpPHbIE KOMMYHHUKALMH. BBISBICHBI HOBEHIE
TEHJCHIMU U IPOOJIEMbl MEHEIPKMEHTA B KOHTEeKCTe Niobanu3anuu. [IpoananusupoBana 3¢GEeKTUBHOCTh IPUMEHEHUST Map-
KETHHTOBBIX HHCTPYMEHTOB B ISSTEIEHOCTH KOMIIAHWHU B YCIIOBUSIX II00AIM3alMH, TAKUX KakK: e-mail MapKeTHHT, TeneMapKe-
THHI, Networking 1 oHJIaHH-MapKeTHHI, C YYE€TOM BIMSHUS KYJIBTYpHOTO (hakTopa. PaccMOTpeHbI HEKOTOPbIE perHOHAIbHbIC
pas3yinyus, THIUYHBIE XapaKTepUCTHKHU, KOTOPbIe HEOOXOIMMO YUUTHIBATh IIPU BeleHUH OM3HEca B pa3IM4HbIX crpaHax. [Ipex-
noxeHa (pakTopHas MOJETb ycIexa OM3Heca B COOTBETCTBHH C PAH)KMPOBAHUEM MAaPKETHHIOBBIX HHCTPYMEHTOB. Pa3paboTansl
PEKOMEHJIALUH 110 MOBBIIEHUIO 3P (HEKTUBHOCTH MAPKETUHIOBOM CTPATErHU C YUE€TOM BBIABICHHBIX AE€TEPMUHAHT.

KuaioueBble ciioBa: miobann3amys, M00anbHble PHIHKH, TI00AIbHBIH MapKETHHT, I00AIbHbIE MAPKETHHIOBBIE BO3MOXK-
HOCTH, INI0OAJIbHBIE MAPKETUHIOBBIE YTPO3bI.
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