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Introduction:The experimental analysis has focused on analyzing “Global marketing 

management” and understanding the contests and opportunities related with the 

international market.  

Literature Review: National and economic assortment can occur in the worldwide 

marketing system which has both confident and negative impacts on the GMM. Failing 

to address the factor of cultural diversity can cause noteworthy damage to global 

marketing management.  

Methodology: The primary quantitative data collection method has been used in the 

study with the help of the SPSS analysis. 100 respondents have participated in the 

survey for the improvement of the outcomes of the study. 

Findings and Analysis: The undesirable value of the standard Coefficient or std 

indicates the less effectiveness of the marketing strategy for the improvement of the 

global marketing management system. 

Discussion: The main worldwide marketing process includes some challenges as well 

as benefits for the national and international brand which embraces the issue of 

localization and cultural discernment. 

Conclusion: Most of the members who are selected for the survey process with a 

dependency on the enhancement of quality and investigation capacity for the business 

in order to increase the marketing profit. The fluctuation of currency impacts the 

growth and development of the national and international business sectors. 

 

Keywords: Digital marketing, Advanced technology, Global marketing, Consumer 

behavior 
 

Introduction 

 

Considering the interconnected and intricate nature of international business there are certain challenges associated with 

the same. At the same time Katsikeas, Leonidou, &Zeriti (2020) has pointed out that with a strategic stance, 

opportunities can be yielded from challenging situations. At the same time, opportunities and challenges are associated 

with different factors of marketing. For instanceKatsikeas, Leonidou, &Zeriti (2020) have stated that cultural diversity 

and regional factors have an influence on marketing campaigns. Furthermore, with the integration of digital marketing 

and advanced technology such as data analysis significant improvement in marketing, can be observed. Therefore, the 

empirical analysis has focused on analyzing global marketing management and understanding the challenges and 

opportunities associated with the international market.  

Through the analysis of the past analysis, it was evident that there are certain issues for countering the challenges of 

global marketing, as per the understanding of Aschemann-Witzel et al., (2021), the different regulatory landscape is a 

significant challenge of marketing management. Moreover, regional regulation and compliances create challenges for 

maintaining uniformity in marketing. At the same time, cultural diversity impacts the content of marketing management. 

Furthermore, changing consumer behavior impacts the design of marketing management (Bazaluk et al., 2020). Further, 

issues such as currency fluctuation and cultural diversity significant issues for the management of marketing in an 

international business. At the same time, the growing challenges and the financial risks are some of the issues that 

impact the management of global marketing. 
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Figure 1: Global market size for marketing-related data between 2017 and 2021 

(Source: https://www.statista.com/statistics/818754/global-marketing-data-market-size/) 

 

Figure 1 of the statistical analysis is associated with the marketing-related data from 2017 to 2021. It can be seen that the 

market spent for global marketing was 18.91 billion USD (Affandi et al., 2020). Additionally, the market for marketing 

data was estimated to be worth 34.61 billion dollars in 2019 and was projected to reach 52.26 billion by 2021. Over the 

same time frame, the market is anticipated to expand from 21.2 to 30.6 billion (Borsellino, Schimmenti, & El Bilali, 

2020). Based on the data it can be seen that there is gradual growth in the financial spending on the “global market 

management”. Therefore, it can be understood that marketing revenue is constantly growing and the same will be 

continued year after year. Thus, such growth justified the intention of assessing the challenges and opportunities of the 

same. 

 

Research aim  

The aim of the empirical analysis is to understand “global marketing management” with a focus on challenges and 

opportunities associated with the International Markets. 

 

Research objectives 

RO1: To understand the challenges associated with “global marketing management” for an intonation business.  

RO2: To analyze the opportunity associated with “global marketing management” for an intonation business.  

RO3: To discuss the role of financial resources in “global marketing management”. 

RO4: To determine the role of cultural diversity in “global marketing management”. 

 

Research questions 

RQ1: What are the challenges associated with “global marketing management” for an intonation business? 

RQ2: What are the opportunities associated with “global marketing management” for an intonation business? 

RQ3: How to discuss the role of financial resources in “global marketing management”? 

RQ4: What is the role of cultural diversity in “global marketing management”? 

 

Hypothesis 

H1: “Global marketing management” has a relation with the cultural diversity of a region 

H2: Digital marketing has a significant factor in “global marketing management” for the intonation business 

H3: Currency fluctuations have a relation with “global marketing management”  

H4: Financial Risks greatly influence “global marketing management”  

 

Literature Review 

 

Critical analysis of the factors associated with “global marketing management” 

Through the analysis of the past literature, it was noted there are certain factors associated with “global marketing 

management”. As per the opinion of Qi et al., (2020) cultural diversity is one of the significant factors for global 

marketing management. It can be understood addressing cultural diversity aids in the creation of a relevant marketing 

campaign for global marketing. However, failing to address the factor of cultural diversity can cause significant damage 

to global marketing management. As stated by Almeida,Santos, & Monteiro (2020), consumer perspective and 

purchasing decisions are indirectly impacted by cultural diversity. Therefore, for a business to enter a market 

successfully and thrive over time, it is essential to recognize and adjust to cultural differences. Furthermore, cultural 

prejudices, different communication styles, and language impediments provide difficulties that are needed for culturally 

sensitive marketing strategies.   

https://www.statista.com/statistics/818754/global-marketing-data-market-size/
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Figure 2: Factors impacting intonation marketing 

(Source: Almeida, Santos, & Monteiro, 2020) 

 

Figure 2 of the discussion is associated with the factors associated with global marketing management. As per the 

opinion of Du, & Xie (2021), political stability is one of the significant factors associated with the development of a 

global marketing campaign. Moreover, factors such as financial asset management are imported with political stability. 

On the other hand, Eggers (2020) has argued that the economic sustainability of a region influences the political stability 

of a market. Therefore, it can be understood that the political and economic condition of a region is a significant 

influencer of market stability.  

 

The opportunity associated with “global marketing management” for an intonation business 

The benefits of “global marketing management or GMM” are undeniable for the growth of national and international 

marketing processes. Cultural and economic diversity can occur in the international marketing system which has both 

positive and negative impacts on the GMM. The executed different conferences and business meetings in hands the 

engagement and interest among the people worldwide which helps to explore the popular editing of an international 

business (Ghauri, Strange, & Cooke, 2021). The betterment of GMM is also an effective factor in increasing the Global 

economy. The brand value of a business can be improved and this also leads to the better reputation of a business. 

Improvement of the marketing strategy is one of the most effective and valuable factors that can satisfy the employee as 

well as the consumer of a business.  

 

 
Figure 3: Global marketing management system 

(Source: Ghauri, Strange, & Cooke, 2021) 

 

From the above figure it can be clearly defined that the executive insights of GMM are used in different and several 

kinds of marketing sectors. There are main four factors that affect the global marketing management system which are 

problem prevention, factors, capacity problem solving, and future facts.  

 

Role of financial resources in “global marketing management” 

At the time of analyzing past literature, it was evident that financial planning is a vital and essential factor by which the 

management process of the global marketing can became easier and more comfortable. Businesses that operate in 

international markets face both possibilities and challenges when it comes to international marketing management 

(Diem et al., 2021). Navigating the various cultural, economic, and legal frameworks of many nations is a major 

problem. It can be challenging to modify marketing tactics so that they appeal to different cultural quirks and 

preferences. Market entry and long-term viability are further hampered by differences in regulatory and legal structures, 

economic imbalances and swings, and other factors. The management of the finance is a vital and typical factor for the 



892    Dr. Jenifer Lawrenceet al. / Kuey, 30(4), 1594 

 

growth and development of a business sector in the present days (Salamzadeh, & Dana, 2021). Therefore, there is a 

great benefit of the improvement of the budgeting factors in order to the betterment of the marketing capacity.    

The scarcity in the financial resources of the global marketing system can be the cause of the misbalanced and can arise 

question in the form of the single budgeting system. Better arrangement of the budgeting and the other financial abilities 

can be effective and essential for the growth and development of the improvement of the global market in the present era 

(Paul, & Mas, 2020). Thus, the maintenance of the financial condition is main and important factor for the growth of the 

international business sector in the present era.  

 

Methodology 

 

Primary qualitative methodologies were used in the study process. Liñán, Paul, & Fayolle (2020) asserted that gathering 

basic quantitative data facilitates the acquisition of accurate and relatable knowledge that underpins the production of 

tangible outcomes. The study also used a deductive research approach and a descriptive research design to further 

analyze the research topic. In order to provide relevant research, a survey questionnaire was sent to 100 participants, and 

data on the demographics and overall experiences of the participants was collected. Moreover, demographic data aids in 

elucidating the importance of those factors in the combined data.  

The questionnaire consisted of thirteen closed-ended questions, ten of which addressed study-related topics and three of 

which focused on demographic characteristics. The degree of expertise for data analysis has been evaluated using 

collected quantitative data (Ahmad et al., 2021). For analyzing the collated data, SPSS analysis was employed to acquire 

relevant study outcomes. Determining the importance of the findings from the regression analysis, ANOVA test, and 

correlational analysis was another technique the research study employed to operate. Descriptive statistics were 

therefore included in order to ascertain the dataset's extent and understanding. 

 

Findings and Analysis 

 

Demographic examination 

Gender 

 

 
Table 1: Table of gender frequency 

(Source: IBM SPSS) 

 

From the first Table of the findings, it can be said that the percentage, cumulative parentage, and valid percentage of 

females who participated in the survey is 51%. The percentage of people who do not prefer to possess their gender is 

also 17% and for the people with the gender of male is 32%. Thus, it can be clearly concluded that most of the players in 

the survey who gave their participation for the awareness of the global management of the marketing are female.  

 

 
Figure 4: Frequency of gender 

(Source: SPSS) 



Dr.Jenifer Lawrenceet al. / Kuey, 30(4), 1594 893 

 

From the overhead figure, it can be properly said that the people who are female and participated in the survey are the 

most and the percentage is 51% of the other people and the percentage of the people of males is 32%. The number of 

people who do not choose to say their gender is 17%. Therefore, the above gender calculation of the participants of the 

study indicates the density of the females in the survey. 

Age 

 

 
Table 2: Frequency of oldness 

(Source: SPSS) 

 

From the above demographic table 2, it can be defined that the cumulative percentage of the age of the participants is 

divided in a systematic order.  It can be supposed from the above table that the cumulative percentage of the people 

between the age group 16 to 25 years is 33% and that for the people of age group between 36 to 45 years is 50%. The 

valid percentage of the people in the age group from 26 to 35 years is 17%. Therefore, most of the participants are of the 

age group from 36 to 45 years.  

 

 
Figure 5: Frequency of age 

(Source: IBM SPSS) 

 

Image 5 describes the happening of the oldness of the people who experienced the survey. The portion in the pie chart of 

the people from the age group 16 to 25 years is33% and the ratio of the people of the age group 26 to 35 years is 17% 

and for the people of age group between 36 to 45 years is 50%. Therefore, from the enumeration of the age of the 

people, the people of the age 36 to 45 years are most interested in the survey. 

 

Designation 

 

 
Table 3: Frequency of designation 

(Source: IBM SPSS) 
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From the impression of the frequency of the designation of the parties, it is clear that the cumulative percentage of the 

people who are CEO of a business and participated in the survey is 16%. The cumulative percentage of the people who 

are managers of an organization is 51% and for the people who are COO of a company is 33%. Therefore, the most 

cumulative percentage stands with managers. 

 

 
Figure 6: Occurrence of designation 

(Source: IBM SPSS) 

 

From the above pie chart exploration of the involvement of the people, it can be concluded that the proportion of the 

people with the designation of COO is 33%, and the people with the position of a manager of a business are 51%, the 

highest percentage among the other people. The lowest number of people attending the survey is the CEO and that is 

16%. 

 

Statistical analysis 

Expressive analysis 

 

 
Table 4: Descriptive statistics 

(Source: IBM SPSS) 

 

The above table  indicates the connection among the IVs and DV of the research and the different values to figure out 

the impact of a business to increase the effectiveness of national marketing process on the management of “global 

marketing”, it is clear that the minutest quantity of quality of the awareness of the employees is 1 and the supreme price 

is 5. The assessment of customary deviation of IV3.1 of the study is 0.679 who is indicates the effect of cultural 
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diversity in the management process. As per the recommendation of Sharma et al., (2020), the value of std. lower than 

0.5 means that the there is a low connectivity between the duplicate IVs and DV of a survey.  

 

Hypothesis 1 

 

 
Table 5: Regression of Hypothesis 1 

(Source: IBM SPSS) 

 

The figure of the first hypothesis of the study defines various “Regression and residual factors” and the value of the 

changeable value of the square of R is 0.021, and thus value is less than the value of 0.51. As per the opinion of Edeh et 

al., (2020), the value of the near regression value to 0.5 signifies the sweetened enslavement of the “Dependent variable 

or DV” on the IVs of research. The callous square value of IV1 and the “Dependent variable” is 52.671 and this 

indicates that international marketing is a Global marketing with Maiden strong impact on the growth and development 

of a country.  

 

Hypothesis 2 

 

 
Table 6: Regression of Hypothesis 2 

(Source: IBM SPSS) 

 

From the exceeding regression symbol, it can be determined that the value of the “Standardized coefficients” of the 

marketing strategy for the development of an organization is -0.475. The importance of the “Std. Error” is 0.658. The 

negative value of the standard Coefficient indicates the less effectiveness of the marketing strategy for the improvement 
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of the global marketing management system. The residual value of the sum of the squares is 42.171 and this is a high 

value. 

 

Hypothesis 3 

 
Table 7: Regression of hypothesis 3 

(Source: IBM SPSS) 

 

The above table of the “Third hypothesis” of the study indicates that the “Changeable value of the R squares” for the 

DV and IV3.2 is 0.442. The value is lower than 0.5 which is also less than 1 and this denotes the lower persuasiveness 

of the approach to the quality of the international marketing system on the improvement of the “global marketing 

management process”.  The rate of the summation of the remaining value is 54.438. 

 

Correlation test 

 

 
Table 8: Correlation 

(Source: IBM SPSS) 

 

From the above amount it can be indicated that the above correlation significance of the I3.1 and the DV of the study is -

0.445 and the negative value between IV 3.1 and DB of the study shows the lower capacity and impact of cultural 

diversity for improving the quality of management process globally in internationally. The value of the IV4.1 and DV in 

the “Correlation test” is 0.713 and the positive value shows the high dependence of the DV on the IV4.1.  
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Discussion 

 

The process of global marketing management is effective and beneficial for increasing the Selling rate of the production 

business and attracting more customers all over the world. As per the view of Istanti, Sanusi, &Daengs (2020), the main 

international marketing process includes some challenges as well as benefits for the national and international brand 

which includes the issue of localization and cultural discrimination. Cultural diversity is one of the most vital and 

effective factors in order to increase the demand and need for products. Including cultural diversity in international 

business the innovativeness and modernity in the items become increased which helps to follow the current trends. The 

most common risk and challenge that is faced by Global marketing is the fluctuation of the same product. Maintaining a 

lower cost for a product is one of the most essential factors that can enhance the customer number of a business (Jafari-

Sadeghi, Kimiagari, & Biancone, 2020). Therefore, the minimization of the issues and challenges can be effective and 

valuable for the betterment of service and improve the profit rate of a business.  

From the above study, it can be discussed that the opportunities of global marketing and is the increment of demand and 

rate of sharing of the value of the product to the customer through the different kinds of advertising platforms. Social 

media advertising is one of the most effective and powerful which enhance the competitive advantages for the online 

and offline business market which also else to increases the brand value and the reputation (Chang, Iakovou, & Shi, 

2020).  By the implementation of different kinds of methods and Technology related to the Global Marketing System 

work can be more flexible and agile. The process helps to improve the communication and connection among the 

national and international business markets which enhances their capability and innovativeness (Shoham, 2020). Hence 

it can be said that besides the disadvantages the application of different strategies related to the Global marketing 

management system helps the marketing industry for future growth and development.  

 

Conclusion 

 

From the overall analysis of the study it can be concluded that the implementation of modern and innovative techniques 

in the business industry helps to increase the management capacity and this also reduces the workload for the 

employees. One of the advantages of this marketing process is that this helps to increase communication and different 

international business leads for the decrement of cultural diversity and embrace the diversity for the determination of a 

business. Most of the participants who are selected for the survey process with a dependency on the improvement of 

quality and Exploration capacity for the business in order to increase the marketing profit. From the study, it can be 

clearly said that the financial risk made negative and strong impact on the fluctuation of currency globally. This 

fluctuation of currency impacts the growth and development of the national and international business sectors. With the 

help of meditation of proper strategy and methods, the quality of customer service and the products of different kinds of 

business can be improved which also leads to a better customer satisfaction level.  

 

References 

 

1. Affandi, A., Sarwani, A. S., Erlangga, H., Siagian, A. O., Purwanto, A., Effendy, A. A., &Juhaeri, G. (2020). 

Optimization of MSMEs empowerment in facing competition in the global market during the COVID-19 pandemic 

time. Systematic Reviews in Pharmacy, 11(11), 1506-1515. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0148296320303222. 

2. Ahmad, T., Zhang, D., Huang, C., Zhang, H., Dai, N., Song, Y., & Chen, H. (2021). Artificial intelligence in 

sustainable energy industry: Status Quo, challenges and opportunities. Journal of Cleaner Production, 289, 125834. 

Retrieved on: 7th February, 2024. From: http://eprints.ubhara.ac.id/900/. 

3. Almeida, F., Santos, J. D., & Monteiro, J. A. (2020). The challenges and opportunities in the digitalization of 

companies in a post-COVID-19 World. IEEE Engineering Management Review, 48(3), 97-103. Retrieved on: 7th 

February, 2024. From:  

4. Aschemann-Witzel, J., Gantriis, R. F., Fraga, P., & Perez-Cueto, F. J. (2021). Plant-based food and protein trend 

from a business perspective: Markets, consumers, and the challenges and opportunities in the future. Critical 

Reviews in Food Science and Nutrition, 61(18), 3119-3128. Retrieved on: 7th February, 2024. From: 

http://dspace.vnbrims.org:13000/jspui/bitstream/123456789/4877/1/Business%20Marketing%20Management%20

B2B.pdf. 

5. Bazaluk, O., Yatsenko, O., Zakharchuk, O., Ovcharenko, A., Khrystenko, O., &Nitsenko, V. (2020). Dynamic 

development of the global organic food market and opportunities for Ukraine. Sustainability, 12(17), 6963. 

Retrieved on: 7th February, 2024. From: 

http://dspace.vnbrims.org:13000/jspui/bitstream/123456789/4877/1/Business%20Marketing%20Management%20

B2B.pdf. 

6. Borsellino, V., Schimmenti, E., & El Bilali, H. (2020). Agri-food markets towards sustainable 

patterns. Sustainability, 12(6), 2193. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0048969720348919. 

7. Chang, Y., Iakovou, E., & Shi, W. (2020). Blockchain in global supply chains and cross border trade: a critical 

synthesis of the state-of-the-art, challenges and opportunities. International Journal of Production Research, 58(7), 

2082-2099. Retrieved on: 7th February, 2024. From: https://journals.gaftim.com/index.php/ijtim/article/view/25. 



898    Dr. Jenifer Lawrenceet al. / Kuey, 30(4), 1594 

 

8. Diem, P. T., Vu, N. T., Nhan, V. K., & Vang, V. T. (2021). The strategy of CRM system development at Mega 

Market Vietnam. International journal multidisciplinary research and growth evaluation, 2(4), 802-806. Retrieved 

on: 7th February, 2024. From: https://link.springer.com/article/10.1007/s11187-019-00180-7. 

9. Du, S., & Xie, C. (2021). Paradoxes of artificial intelligence in consumer markets: Ethical challenges and 

opportunities. Journal of Business Research, 129, 961-974. Retrieved on: 7th February, 2024. From: 

https://www.tandfonline.com/doi/abs/10.1080/08276331.2020.1821158. 

10. Edeh, J. N., Obodoechi, D. N., & Ramos-Hidalgo, E. (2020). Effects of innovation strategies on export 

performance: New empirical evidence from developing market firms. Technological Forecasting and Social 

Change, 158, 120167.Retrievedon: 7thFebruary, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0148296321002484. 

11. Eggers, F. (2020). Masters of disasters? Challenges and opportunities for SMEs in times of crisis. Journal of 

business Research, 116, 199-208. Retrieved on: 7th February, 2024. From: 

https://www.tandfonline.com/doi/abs/10.1080/08276331.2020.1821158. 

12. Ghauri, P., Strange, R., & Cooke, F. L. (2021). Research on international business: The new realities. International 

Business Review, 30(2), 101794. Retrieved on: 7th February, 2024. From: 

https://www.tandfonline.com/doi/abs/10.1080/0965254X.2019.1569111. 

13. Istanti, E., Sanusi, R., &Daengs, G. S. (2020). Impacts of price, promotion and go food consumer satisfaction in 

faculty of economic and business students of Bhayangkara University Surabaya. Ekspektra: JurnalBisnis dan 

Manajemen, 4(02), 104-120. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0148296321002484. 

14. Jafari-Sadeghi, V., Kimiagari, S., & Biancone, P. P. (2020). Level of education and knowledge, foresight 

competency and international entrepreneurship: a study of human capital determinants in the European 

countries. European Business Review, 32(1), 46-68. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0148296321002484. 

15. Katsikeas, C., Leonidou, L., &Zeriti, A. (2020). Revisiting international marketing strategy in a digital era: 

Opportunities, challenges, and research directions. International Marketing Review, 37(3), 405-424. Retrieved on: 

7th February, 2024. From: https://ieeexplore.ieee.org/abstract/document/9153093/ 

16. Katsikeas, C., Leonidou, L., &Zeriti, A. (2020). Revisiting international marketing strategy in a digital era: 

Opportunities, challenges, and research directions. International Marketing Review, 37(3), 405-424. Retrieved on: 

7th February, 2024. From: https://www.sciencedirect.com/science/article/pii/S0148296320305312. 

17. Liñán, F., Paul, J., & Fayolle, A. (2020). SMEs and entrepreneurship in the era of globalization: advances and 

theoretical approaches. Small Business Economics, 55, 695-703. Retrieved on: 7th February, 2024. From: 

http://eprints.ubhara.ac.id/900/. 

18. Paul, J., & Mas, E. (2020). Toward a 7-P framework for international marketing. Journal of Strategic 

Marketing, 28(8), 681-701. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0040162520309938. 

19. Qi, X., Chan, J. H., Hu, J., & Li, Y. (2020). Motivations for selecting cross-border e-commerce as a foreign market 

entry mode. Industrial Marketing Management, 89, 50-60. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0969593121000019. 

20. Salamzadeh, A., & Dana, L. P. (2021). The coronavirus (COVID-19) pandemic: challenges among Iranian 

startups. Journal of Small Business & Entrepreneurship, 33(5), 489-512. Retrieved on: 7th February, 2024. From: 

https://www.sciencedirect.com/science/article/pii/S0959652621000548. 

21. Sharma, P., Leung, T. Y., Kingshott, R. P., Davcik, N. S., & Cardinali, S. (2020). Managing uncertainty during a 

global pandemic: An international business perspective. Journal of business research, 116, 188-192. Retrieved on: 

7th February, 2024. From: https://www.sciencedirect.com/science/article/pii/S0148296321003118. 

22. Shoham, A. (2020). Standardization of international strategy and export performance: a meta-analysis. In Strategic 

Global Marketing (pp. 97-120). Routledge. Retrieved on: 7th February, 2024. From: 

https://www.taylorfrancis.com/chapters/edit/10.4324/97813158648225/standardization-international-strategy-

export-performance-meta-analysis-aviv-shoham. 

 




