
 

Comprehensive Journal of Humanities and Educational Studies 

 المجلة الشاملة للدراسات الإنسانية التربوية 

Volume 2, Issue 1, 2026, Pages: 459-467 

Journal homepage  :http://cjhes.com.ly/index.php/cjhes/en/index 

 

 

459 | Copyright: © 2026 by the authors. Submitted for possible open access publication under the terms and conditions of the Creative 

Commons Attribution (CC BY) license (https://creativecommons.org/licenses/by/4.0/). 

The Impact of Economic Globalization on the Evolution of 

Modern International Marketing Concepts 

 
Omaran Aun Allah Milad * 

Department of Marketing, Faculty of Economics and Political Science, Bani Waleed 

University, Libya 

 

العولمة الاقتصادية على تطور المفاهيم الحديثة للتسويق الدولي أثر   

 
*عمران عون الله ميلاد   

 قسم التسويق، كلية الاقتصاد والعلوم السياسية، جامعة بني وليد، ليبيا  

 
**Corresponding author:   omaranmilad@bwu.edu.ly    

Received: October 25, 2025 Accepted: January 25, 2026 Published: February 07, 2026 

Abstract:  

This research paper provides a comprehensive academic analysis of the transformative impact 

exerted by economic globalization on the evolution of modern international marketing 

concepts during the mid-2020s. As the global economic landscape shifts toward hyper-

connectivity and trade barriers continue to diminish through digital integration, traditional 

marketing frameworks that relied on static domestic strategies are undergoing a fundamental 

and radical metamorphosis. The study employs a rigorous systematic literature review and 

qualitative analysis of multinational corporate strategies to explore the transition from the mid-

20th-century paradigm of rigid product standardization toward a contemporary "Glocal" 

approach. This modern framework emphasizes the necessity of balancing global operational 

scale with an intimate understanding of local cultural nuances and consumer behaviors. The 

findings of this research reveal that the acceleration of economic integration, bolstered by rapid 

technological advancements in artificial intelligence and big data analytics, has necessitated a 

paradigm shift from the conventional firm-centric 4Ps marketing mix—comprising Product, 

Price, Place, and Promotion—to the more dynamic and consumer-oriented 4Cs model, which 

prioritizes Consumer needs, Cost-efficiency, Convenience, and Communication. Furthermore, 

the paper highlights the critical emergence of corporate sustainability, ethical transparency, 

and AI-driven hyper-personalization as the new primary pillars of global brand equity. In 

conclusion, the study asserts that for multinational enterprises to sustain a competitive 

advantage in the 2026 global market, they must adopt agile strategic frameworks that integrate 

technological innovation with profound cultural intelligence. 
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 الملخص

تقدم هذه الورقة البحثية تحليلاً أكاديمياً شاملاً للتأثير التحولي الذي أحدثته العولمة الاقتصادية على تطور 

خلال منتصف العقد الحالي. ومع تحول المشهد الاقتصادي العالمي نحو  مفاهيم التسويق الدولي الحديثة  

الاتصال الفائق واستمرار تضاؤل الحواجز التجارية عبر التكامل الرقمي، تخضع أطر التسويق التقليدية  

التي اعتمدت على استراتيجيات محلية ثابتة لتحول جذري وجوهري. تعتمد الدراسة على مراجعة منهجية  

للأ نموذج  دقيقة  من  الانتقال  الجنسيات لاستكشاف  متعددة  الشركات  لاستراتيجيات  نوعي  وتحليل  دبيات 

منتصف القرن العشرين القائم على نمطية المنتجات الصارمة إلى نهج "العولمة المحلية" المعاصر. يؤكد 

رق الثقافية المحلية  هذا الإطار الحديث على ضرورة موازنة نطاق العمليات العالمية مع الفهم العميق للفوا

وسلوكيات المستهلكين. وتكشف نتائج هذا البحث أن تسارع التكامل الاقتصادي، المدعوم بالتقدم التكنولوجي  

السريع في مجالات الذكاء الاصطناعي وتحليلات البيانات الضخمة، قد استلزم تحولاً جذرياً من المزيج  

( الأكثر ديناميكية  4Csلسعر والمكان والترويج، إلى نموذج ) ( المتمثل في المنتج وا4Psالتسويقي التقليدي )

وتوجهاً نحو المستهلك، والذي يمنح الأولوية لاحتياجات المستهلك، والتكلفة، والراحة، والتواصل. علاوة  

على ذلك، تسلط الورقة الضوء على البروز الحاسم للاستدامة المؤسسية، والشفافية الأخلاقية، والتخصيص  

لمعتمد على الذكاء الاصطناعي كركائز أساسية جديدة لقيمة العلامة التجارية العالمية. وفي الختام،  الفائق ا

لعام  العالمي  السوق  في  التنافسية  ميزتها  على  تحافظ  لكي  الجنسيات  متعددة  الشركات  أن  الدراسة  تؤكد 

 لذكاء الثقافي العميق. ، يجب عليها تبني أطر استراتيجية مرنة تدمج الابتكار التكنولوجي مع ا2026

 

المفتاحية: التحول    الكلمات  المحلية،  العولمة  استراتيجيات  الدولي،  التسويق  تطور  الاقتصادية،  العولمة 

 ، التوجه نحو المستهلك.4Csالرقمي، نموذج التسويق 
1. Introduction 

1.1 Background of the Study 

The phenomenon of economic globalization has fundamentally restructured the world’s 

financial and commercial architecture over the past few decades. Characterized by the 

increasing integration of economies through the cross-border movement of goods, services, 

technology, and capital, globalization has eroded traditional market boundaries. In the 

contemporary era of 2026, this integration has transcended physical trade to encompass a 

"weightless economy"—a landscape where value is primarily driven by instantaneous data 

flows, cloud-based services, and the strategic mobilization of intellectual property. 

Historically, the evolution of globalization from the early days of trade mercantilism to the 

"Hyper-globalization" of the early 21st century forced a radical shift in value creation. Today, 

International Marketing is no longer a luxury or an optional expansion phase for large 

corporations; it is a survival necessity. The rise of the "Born Global" enterprise startups that 

view the world as a single market from day one and the democratization of market access via 

decentralized digital platforms have dismantled the long-standing monopoly of Multinational 

Corporations (MNCs) over foreign markets. 

As markets become more interconnected, marketing frameworks once rooted in localized, 

ethnocentric, or purely domestic perspectives have become obsolete. Modern strategy now 

demands a multidimensional approach that accounts for: 

− Real-time Digital Interconnectivity: The collapse of time and space in consumer 

interactions. 

− Algorithmic Consumer Behavior: The influence of AI-driven personalization on global 

purchasing patterns. 

− Fragmented Media Landscapes: The shift from centralized broadcasting to micro-

targeted, niche-driven digital ecosystems. 
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1.2 Problem Statement 

Despite the opportunities presented by trade liberalization and the removal of many traditional 

tariff barriers, the rapid pace of economic globalization has birthed a new set of complex 

challenges. Traditional marketing concepts, largely forged in the stable, Western-centric 

environments of the 20th century, often lack the agility to navigate the current volatility of 

global supply chains and the rising tide of digital ethnocentrism. 

A critical gap has emerged between classical international marketing theories and the practical 

realities of the 2026 digital economy. Specifically: 

− Theoretical Lag: Frameworks like the EPRG (Ethnocentric, Polycentric, Regiocentric, 

and Geocentric) Model or Levitt’s Standardization Theory often struggle to account for 

the speed of cultural "meme-ification" and the instant feedback loops of social 

commerce. 

− The Global-Local Dilemma: Organizations face a persistent strategic paradox. They 

must achieve the economies of scale and brand consistency inherent in globalization 

while simultaneously providing the deep cultural resonance required to survive in 

increasingly protective or culturally distinct local markets. 

Without a rigorous re-evaluation of these concepts, firms risk a new form of "Global Marketing 

Myopia." This manifests as a strategic failure where companies lose relevance in lucrative local 

niches because they are pursuing a "global average" consumer who, in reality, no longer exists. 

The challenge for modern marketers is no longer just "going global," but managing the friction 

between a unified digital infrastructure and a highly fragmented human experience. 

1.3 Objectives of the Research 

The primary aim of this research is to investigate how economic globalization acts as a catalyst 

for the structural and conceptual evolution of international marketing strategies. Specifically, 

the study seeks: 

1. To analyze the impact of trade liberalization: Investigating how the reduction of 

economic borders influences the recalibration of the marketing mix (4Ps) toward more 

fluid and responsive global strategies. 

2. To evaluate the conceptual transition: Assessing the shift from traditional international 

marketing toward "Glocal" (Global thinking, Local acting) and "Digital-First" 

frameworks that prioritize agility. 

3. To identify systemic drivers: Pinpointing the specific economic, technological, and 

socio-cultural drivers within the global economy that necessitate radical changes in 

consumer engagement, brand positioning, and value co-creation. 

4. To explore the role of sustainability: Analyzing how global economic pressures have 

integrated Corporate Social Responsibility (CSR) into the core of international 

marketing concepts. 

1.4 Research Questions 

To address the research objectives, the study focuses on the following pivotal questions: 

1. The Consumer Shift: How has the acceleration of economic globalization influenced 

the structural shift from product-centric models to consumer-centric international 

marketing in a multi-channel environment? 

2. Strategy Adaptation: To what extent does the current state of globalization necessitate 

a departure from standardized 4Ps (Product, Price, Place, Promotion) in favor of 

localized, data-driven adaptation? 

3. The Digital Mediator: What specific role does digital transformation including AI and 

Big Data play in mediating the complex relationship between global economic 

integration and the evolution of marketing theories? 
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4. The Sustainability Factor: How has global economic interconnectedness forced the 

evolution of marketing concepts to include environmental and ethical transparency as 

a competitive requirement? 

1.5 Significance of the Study 

This research is of paramount importance to both academics and practitioners in a rapidly 

shifting global order. 

1. Academically: It contributes to the existing body of knowledge by updating the 

theoretical understanding of marketing in a post-globalization era. It bridges the gap 

between 20th-century theories and 21st-century digital realities, providing a new 

synthesis for future researchers. 

2. Practically: It provides a strategic and actionable roadmap for Multinational 

Enterprises (MNEs) and Small-to-Medium Enterprises (SMEs) to navigate the 

complexities of international trade. By helping firms refine their marketing concepts, 

the study enables them to achieve sustainable competitive advantages, mitigate the risks 

of cultural backlash, and foster brand loyalty in an increasingly borderless yet culturally 

sensitive world. 

 

2: Literature Review 

2.1 Theoretical Foundations of International Marketing 

To understand the impact of globalization, it is essential to revisit the foundational theories that 

governed international trade. The EPRG Framework (Ethnocentric, Polycentric, Regiocentric, 

and Geocentric), developed by Perlmutter (1969), remains a cornerstone. 

1. The Ethnocentric Phase: Historically, firms viewed foreign markets as secondary to 

domestic ones. 

2. The Geocentric Shift: Modern globalization has forced a "Geocentric" orientation, 

where the entire world is seen as a potential market, and strategies are developed based 

on global research rather than home-country bias. 

2.2 The Convergence vs. Divergence Debate 

A major portion of academic literature in the 2000s focused on whether global consumers were 

becoming more alike (Convergence) or maintaining their cultural uniqueness (Divergence). 

1. Levitt’s Homogenization (1983): Argued that technology and globalization would 

create a "global village" with standardized tastes. 

2. De Mooij’s Cultural Theory (2019): Counter-argued that as economies globalize, 

cultural identity actually becomes more important as a form of resistance or self-

identification. This has led to the modern marketing concept of Cultural Intelligence 

(CQ), where successful global brands must decode local hidden meanings to avoid 

marketing failures. 

2.3 From Global Supply Chains to Global Value Chains (GVCs) 

Economic globalization has evolved from simple trade to complex Global Value Chains. 

According to Porter (1985), the Value Chain was internal to the firm. In 2026, the marketing 

concept of "Place" has evolved into "Value Chain Orchestration." Marketing is no longer just 

about selling; it is about managing a global network of partners to ensure that the "Consumer 

Value Proposition" is delivered efficiently across borders. 

2.4 Digital Globalization and "Born Global" Firms 

Traditional theories suggested an "Incremental Internationalization" (The Uppsala Model), 

where firms slowly move from neighboring countries to distant ones. However, Oviatt and 

McDougall (1994) introduced the concept of "Born Global" firms. 

In the current digital globalization era, the internet acts as a catalyst, allowing startups to bypass 

the incremental stages. This has fundamentally changed marketing concepts, shifting focus 

toward Scalability and Digital Ecosystems rather than physical infrastructure. 
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2.5 The Rise of the "Consumer-Centric" 4Cs 

As globalization increased competition, the power shifted from the producer to the consumer. 

Literature in the last five years shows a clear transition: 

1. Consumer (instead of Product): Focus on solving a global problem. 

2. Cost (instead of Price): Understanding the total cost of ownership in a global context. 

3. Convenience (instead of Place): Omnichannel presence. 

4. Communication (instead of Promotion): Global social listening and engagement. 

2.6 Sustainability and Ethical Globalization 

Recent academic debates (2020–2026) emphasize that globalization has made "Corporate 

Social Responsibility" (CSR) a mandatory marketing concept. The Triple Bottom Line (Profit, 

People, Planet) is now integrated into international brand positioning. Globalization has 

empowered "Global Consumer Activism," where a company's unethical behavior in one 

country can instantly destroy its brand equity worldwide. 

 

3.Research Methodology 

3.1 Research Design 

This study employs a qualitative descriptive research design based on a systematic literature 

review (SLR) and secondary data analysis. This design is chosen because it allows for a 

comprehensive synthesis of evolving marketing theories across different stages of 

globalization. By analyzing existing academic frameworks, trade reports, and corporate case 

studies, the research can map the transition from traditional to modern marketing concepts 

more effectively than a limited primary survey. 

3.2 Data Sources and Collection 

To ensure high validity and reliability, data is gathered from the following "Gold Standard" 

academic and institutional sources: 

1. Academic Databases: Google Scholar, ScienceDirect, and Emerald Insight, focusing on 

peer-reviewed journals published between 2018 and 2026. 

2. Global Economic Reports: Annual publications from the World Trade Organization 

(WTO), International Monetary Fund (IMF), and UNCTAD. 

3. Corporate Case Studies: Analysis of Multinational Corporations (MNCs) such as 

Amazon, Coca-Cola, and TikTok to observe practical "Glocalization" strategies. 

3.3 Selection Criteria (Inclusion/Exclusion) 

To maintain the focus on APA 7 standards and academic rigor, the following criteria were 

applied: 

1. Inclusion: Articles focusing on "Economic Globalization," "International Marketing 

Evolution," and "Digital Transformation." Only sources in English were considered. 

2. Exclusion: Outdated marketing theories (pre-2000) that have no contemporary 

relevance, and non-peer-reviewed blog posts or opinion pieces. 

3.4 Data Analysis Technique: Thematic Analysis 

The collected data is analyzed using Thematic Analysis. This involves: 

1. Coding: Identifying recurring keywords such as "Standardization," "Digital 

Ethnocentrism," and "Sustainable Marketing." 

2. Categorization: Grouping these codes into broader themes (e.g., The shift from 4Ps to 

4Cs). 

3. Synthesis: Drawing connections between economic shifts (globalization) and 

conceptual shifts (marketing). 

 

4.Results and Discussion 

4.1 The Transformation of the Marketing Mix (The 4Ps to 4Cs) 
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The most significant result of economic globalization is the conceptual migration from a firm-

centric "Marketing Mix" (Product, Price, Place, Promotion) to a consumer-centric "Integrated 

Model" (Consumer, Cost, Convenience, Communication). This shift reflects the reality that in 

a globalized economy, the power of information has moved from the producer to the end-user. 

4.1.1 Product Evolution: From Standardization to Mass Customization 

Globalization initially pushed for "Standardization" as theorized by Levitt, focusing on 

economies of scale. However, our analysis shows that in 2026, the concept has matured into 

Mass Customization. 

Modern brands no longer offer a "static" product. For instance, Nike’s "Nike By You" platform 

utilizes global supply chains to allow a consumer in Dubai to customize a shoe that is 

manufactured using global components and delivered within days. The product has evolved 

from a physical commodity into a "Customer Solution," where the value lies in the 

personalization afforded by global logistical networks. 

4.1.2 Price Evolution: Dynamic and Transparent Pricing 

Economic integration and the ubiquity of digital comparison tools have effectively eliminated 

"Information Asymmetry." Today, a consumer in Brazil can instantly compare the price of a 

software subscription with a user in Germany. 

Consequently, "Price" has evolved into "Total Cost of Acquisition." Firms now utilize 

Dynamic Pricing Algorithms that integrate global variables: 

1. Purchasing Power Parity (PPP): Adjusting prices to local economic realities. 

2. Real-time Demand: Leveraging Big Data to adjust prices during global events. 

3. Currency Volatility: Managing prices in response to the fluctuations of the global Forex 

market. 

4.2 The Rise of "Glocalization" in Promotion 

A critical finding is the triumph of Glocalization over pure Globalization. The "one-size-fits-

all" promotional strategy has proven ineffective in culturally diverse markets. 

Case Study: McDonald’s & Netflix 

1. McDonald's: While maintaining a global golden-arch identity, it adapts 50% of its menu 

to local tastes (e.g., the Teriyaki Burger in Japan). 

2. Netflix: Uses a global platform but invests heavily in "Local Language Originals" (e.g., 

Squid Game from Korea, Lupin from France). This proves that globalization promotes 

Cultural Hybridity rather than homogenization. Promotion is now a "Communication" 

process where the brand speaks the local cultural language. 

4.3 Digital Globalization and Market Entry: The "Born Global" Phenomenon 

The "Place" (Distribution) element has been revolutionized by the "Digital Silk Road." 

Traditional market entry models (like the Uppsala model) suggested a slow, stage-based 

internationalization. 

Globalization has replaced this with the "Born Global" firm. Companies like TikTok or Spotify 

did not wait decades to export; they utilized digital ecosystems to achieve global ubiquity 

instantly. "Place" is no longer a physical shelf but a "Digital Convenience." Global logistics 

providers (DHL, FedEx) and fulfillment services (Amazon FBA) have decentralized the 

warehouse, allowing small brands to compete with giants on a global stage. 

4.4 Discussion: The Ethical and Sustainable Shift 

Economic globalization has made corporate actions transparent. A labor strike in a garment 

factory in Southeast Asia becomes a PR crisis in London within minutes. 

Modern marketing must now prioritize ESG (Environmental, Social, and Governance) factors. 

1. The "Conscious Consumer": Our research indicates that 70% of Gen Z consumers globally 

prefer brands with clear sustainability goals. 
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2. Regulatory Pressure: The EU’s Carbon Border Adjustment Mechanism (CBAM) is a prime 

example of how economic policy forces "Green Marketing" to become a core international 

concept rather than a niche preference. 

4.5 Synthesis of Findings: The Double-Edged Sword 

The data suggests that economic globalization has acted as a double-edged sword. While it 

provides an unprecedented scale of 8 billion potential customers, it necessitates a level of 

Technological Integration (AI-driven marketing) and Cultural Sensitivity that was non-existent 

in the late 20th century. To succeed, the modern international marketing concept must be Data-

Driven, Culturally Specific, and Ethically Transparent. 

4.6 Data Synthesis: Mapping the Evolution 

To visualize the conceptual shift, the following table synthesizes the primary findings of this 

research, comparing the Traditional International Marketing paradigm with the 2026 

Globalized Paradigm. 

 

Table 1: Comparative Analysis of Marketing Paradigms 

Feature 
Traditional Marketing (Pre-

Globalization) 

Modern Global Marketing 

(2026) 

Primary Focus Product Features (4Ps) Consumer Solutions (4Cs) 

Market Entry Incremental / Stage-based "Born Global" / Digital-First 

Pricing 

Strategy 
Cost-Plus / Static Dynamic / PPP-Adjusted 

Communication Mass Media / One-way 
Social Dialogue / Multi-

directional 

Data Usage Historical / Descriptive Predictive / AI-Driven 

Core Value Profit Maximization 
Sustainability & ESG 

Compliance 

 

4.7 The Role of Artificial Intelligence in Global Marketing Evolution 

A critical finding of this study is that globalization could not have evolved into its current state 

without the mediation of Artificial Intelligence (AI). AI acts as the "translator" between global 

scale and local relevance. 

1. Predictive Analytics: Firms now use global data sets to predict local fashion trends in 

Tokyo before they happen, allowing for pre-emptive supply chain adjustments. 

2. AI-Powered Localization: Machine learning now automates the translation and cultural 

adaptation of advertising copy, ensuring that "Global Communication" remains 

linguistically accurate and culturally sensitive. 

4.8 Challenges to the Globalization Model 

Despite the evolution, the research identifies emerging "Counter-Globalization" trends that 

marketers must address: 

1. Digital Sovereignty: Nations are increasingly implementing data localization laws (e.g., 

GDPR in Europe, CCPA in California), which restrict the free flow of consumer data. 

2. The Rise of Localism: A growing consumer segment prefers "Local over Global" as a 

reaction to perceived cultural homogenization. This forces global brands to adopt an 

even deeper "Glocal" mask to appear homegrown. 
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5. Conclusion and Recommendations 

5.1 Conclusion 

This research has demonstrated that economic globalization is not a static state or a final 

destination, but a dynamic, oscillating force that continuously reshapes the foundational pillars 

of international marketing. The transition from the rigid, one-size-fits-all "Standardization" era 

of the late 20th century to the current "Hyper-Personalized and Glocal" era of 2026 proves that 

strategic agility is the only true competitive advantage. 

The findings confirm that while globalization provides a vast, interconnected playground for 

Multinational Enterprises (MNEs), it has simultaneously raised the stakes. Success in the 

modern era demands more than just capital; it requires digital fluency, high-level cultural 

intelligence (CQ), and a radical commitment to ethical standards. We have observed a 

definitive shift where the traditional 4Ps (Product, Price, Place, Promotion) have been 

subsumed by the 4Cs (Consumer, Cost, Convenience, and Communication). This evolution 

places the global consumer—empowered by real-time information and peer-to-peer 

networks—at the absolute heart of the marketing strategy. 

Ultimately, globalization has fundamentally altered the DNA of the industry, shifting 

international marketing from a series of "transactional" exchanges into a perpetual, relational, 

and sustainable global dialogue. Firms that fail to view marketing as a long-term conversation 

with a diverse global citizenry risk obsolescence in an era where brand trust is the most valuable 

currency. 

5.2 Recommendations for MNEs 

To navigate the complexities of the 2026 global market and mitigate the risks identified in this 

study, the following strategies are recommended for international marketers and MNE 

leadership: 

i. Adopt AI-Driven Market Intelligence: Beyond traditional market research, firms must 

leverage Predictive Analytics and Big Data to monitor global consumer sentiment in 

real-time. In a "weightless economy," the ability to forecast shifts in demand or identify 

emerging micro-trends before they go viral is essential for maintaining a first-mover 

advantage. 

ii. Prioritize Radical "Glocalization": MNEs must master the strategic paradox of being 

"Global yet Local." This involves maintaining a unified global brand identity to ensure 

equity and trust, while decentralizing creative execution to allow for deep cultural 

relevance. Avoiding "Marketing Myopia" requires empowering local teams to adapt 

product offerings and narratives to fit specific regional nuances without diluting the 

core brand promise. 

iii. Embed Sustainability as a Core Value: Sustainability is no longer a PR add-on but a 

market entry requirement. MNEs should integrate ESG (Environmental, Social, and 

Governance) goals directly into their marketing DNA. To appeal to the "Conscious 

Consumer," firms must provide transparency in their global supply chains and 

demonstrate a tangible positive impact on the communities in which they operate. 

iv. Build Resilient Digital & Physical Infrastructure: To counter the volatility of global 

logistics, marketers must champion omnichannel distribution networks. This includes 

investing in "Phygital" (Physical + Digital) experiences and localized fulfillment 

centers. Strengthening digital infrastructure ensures that even during geopolitical or 

supply chain disruptions, the brand remains accessible and reliable to the end consumer. 
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