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Abstract 
Companies are required by the globalised financial system to use global advertising 

strategies in order to achieve market resistance and growth. Despite of its national basis or scale, all 
businesses seek to figure out ways to go into international marketplaces and how to position 
themselves there. The four primary ideas are the resource-focused perspective of the organization, the 
born worldwide perspective, the deal value premise, and the uppsala variant of internationalisation 

that are examined in this study. The four main global advertising approaches—global technique, 
global approach, multinational approach, and transnational strategy—are examined in this research. 
Through organisational strategies and entrepreneurial choices, the analysis specialises in global 
advertising and marketing operations in foreign marketplaces while looking at specific difficulties and 
advantages for Greek organisations and multinational firms. The study shows that internationalisation 
is both an organisational transaction that seeks practical harmony with corporate vision and vision, 
as well as a strategic commercial enterprise choice.  
Keywords: Strategy, Internationalisation, International Marketing, And Decision-Making 

Introduction: 

Theoretical approaches to global marketing 

Strategic control theory and established frameworks of international business are 

used in international advertising research. Certain frameworks offer unique perspectives that 

explain the strategies and driving forces behind the expansion of multinational commercial 

enterprises. One of the most influential ideas of internationalisation is the Upsala variant. In 

the 1970s, Johanson and Vahlne introduced the Upsala model, which maintains that 

companies should progressively grow their activities, beginning with markets having 

comparable tangible and social attributes before expanding to farther-flung areas. 

Experiential learning is essential to the growth of businesses because it allows them to 

acquire market information that allows those to deploy additional resources and create more 

extensive market involvement. According to the progressive expansion pattern of the Upsala 

model, a Greek food company would begin by selling to Cyprus and Italy prior to entering 
Asian markets. In contrast to the conventional step-by-step internationalisation approach, the 

born global viewpoint offers an opportunity version. The term "born worldwide" first used 

in the 1990s to characterise tiny, creative businesses that quickly entered foreign markets 

after being delivered. For their operations, those companies depend on time, international 

connections, and niche markets. For example, a Greek software firm can start working with 

clients in Europe and North America right immediately since conventional phases of 

development can be avoided by information-based organisations. (Katsikeas et al. Al (2020). 

The idea of transaction value outlines how agencies choose their entrance strategies 

while breaking into international markets. The decision among direct investment, standard 

shipments, and licensing is based on the costs of handling and overseeing international 

activities. The choice to utilise trade expenses determine entirely owned affiliates because 
low costs make exporting or licensing more effective while high costs lead to this 

preference. The assistance-based total view (rbv) adds another perspective to the study. 

Possessing resources that are uncommon, valuable, unique, and non-replaceable can help a 

company attain global fulfilment (vrin). 
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In line with Onkvisit et al., businesses with solid reputations and proprietary technology, and specialist 

advertising abilities attain global achievement, Al (2007). Greek businesses, for example, exploit their Mediterranean 

culinary tradition as an important tool for creating an audience distinctiveness in international markets. The numerous 
conceptual models discussed above show that understanding advancement, efficient handling of resources, market 

improvement, and entrepreneurial governance are all necessary for internationalisation. 

Important types of global marketing tactics 

Global corporations must choose their strategy to strategic marketplace positioning. According to the 

literature, there are four primary types of global advertising strategies: multinational, transnational, global, and 

worldwide. The unique methods provide different levels of effectiveness and local market versions. 

Worldwide strategy 

The global approach observes global markets as being on par with domestic markets. The company maintains 

all operating knowledge at its headquarters while exporting goods unaltered. For businesses with little resources and 

consistent consumer preferences throughout markets, the approach is effective. An international technique is used by a 

Greek winery that sends unfiltered wine to Germany with no modifications to the packaging, advertising, or marketing 
technique. The main flaw with this strategy is its total reliance on home market knowledge and its poor capacity to 

adapt to local marketplace demands. 

Worldwide approach 

Growing standardised processes for all markets is a characteristic of the international approach. In order to 

achieve charge reductions, brand consistency, and scale benefits, this method entails developing identical items and 

marketing campaigns for every market. Examples of standardised products that get little local market adaptations 

include the iPhone from Apple and the most significant product from Coca-Cola. Organisations may achieve superior 

productivity while retaining strong worldwide brand awareness thanks to the global strategy. The primary shortcoming 

of this strategy is its incapacity to comprehend cultural variations, which may also reduce its effectiveness in various 

markets (Doole et al. 2012). 

Worldwide approach 

The worldwide approach is directly competitive with multinational strategy. This tactic focuses on 
customising products and advertising to each character marketplace's particular requirements. Multinational 

corporations create impartial subsidiaries with a reasonable level of autonomy. For every U.S., McDonald's develops 

unique menu items of activities. Greek businesses that employ This approach aims to change its food labels, acquire 

necessary approvals, and alter ingredients to satisfy the demands of international markets and customer preferences. 

According to Aspelund et al. (2007), multinational strategy allows organisations to establish dominating positions in 

their target markets, but an elevated degree of corporate sophistication and substantial expenditure are also necessary. 

The transnational approach 

To accomplish its goals, transnational strategy combines local market flexibility with global operational 

performance. Because of its complexity, the application of this strategy requires exceptional organisational 

management skills. Unilever is an exemplary business that blends customised products with worldwide collaboration 

on resources creation to meet unique market demands. For specific local markets, Unilever integrates global 
investigations and development using customised packaging of goods, marketing tactics, and advertising (Felzensztein 

et al. 2014). Greek businesses may use a global strategy to preserve brand cohesion while local suppliers offer 

culturally appropriate promotional and marketing materials. 

Global advertising in global marketplaces: 

Developing a strategy alone is not sufficient for global advertising execution since it needs to be carried out 

correctly. Both operational efficacy and cultural awareness are necessary for managing international corporate 

operations in various cultural contexts. International supply chain control, global logistics, pricing tactics, advertising, 

marketing, and communication strategies are all part of the organisational structure of global commercial enterprises. 

Greek agencies must combine marketplace data with cultural-specific marketing campaign enhancement in addition to 

criminal and the regulatory structure compliance as part of the worldwide development strategy (Kozlenkova et al., 

2021). Due to limited domestic market prospects, Greek companies are compelled to expand their operations into 

foreign markets in order to grow their businesses. The delivery company uses a combination of family business 
experience, knowledgeable networks, and flexible operations to demonstrate Greek firms' management in international 

markets. The tourism sector shows how Greek organisations market their natural beauty and cultural heritage to tourists 

from other countries. Greek firms' marketing activities modify their content to cater to the historical and subcultural 

interests of European tourists while raising awareness of amusement and comfort for Asian site users (Katsikeas et al. 

Al (2020). Global businesses operate on a bigger scale than their domestic counterparts. These groups rely on digital 

platforms, computerised systems, and statistical analytics-based advertising strategies. The main challenge for these 
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companies is to achieve market uniformity while simultaneously adjusting to different customer behaviour patterns and 

legal requirements. 

Entrepreneurial strategies and internationalisation choices 
The long-term performance of agencies is determined by the strategic choices made in internationalisation 

strategies. These include: 

Marketplace choice: This is the process of choosing specific markets for newcomers using factors including 

locality, competitive conditions, and market expansion prospects. 

Preferred entrance mode: Partnerships, exporting, obtaining permits, and establishing affiliates are all logical 

choices which make a balance between threat publicity, control levels, and help funds. 

Allocating assets: Businesses want to deploy their technological, personnel, and monetary assets to assist the 

expansion of their global operations. 

Entrepreneurial methodologies of decision-making for worldwide commercial enterprise growth. Businesses 

with an entrepreneurial mindset that includes taking risks, being creative, and being proactive typically have greater 

results in international business. Product innovation combined with cultural awareness enables businesses to produce 
goods that are suitable for the market and maintain successful connection with customers throughout the world (Tien et 

al., 2019). Greek organisations have particular challenges while expanding globally. Greek agencies are unable to make 

large international investments due to a lack of funding. Through focused operations, strategic alliances, and flexible 

commercial enterprise practices, the organisations achieve their objectives. For instance, distribution agreements allow 

small Greek olive oil producers to enter international markets while preserving their brand identity and splitting 

operating costs (Solberg & Durrieu, 2023). At some point in their intricate commercial business structures, 

multinational firms with massive organisational systems maintain their entrepreneurial operations. Businesses' delayed 

is able to use enormous assets and global networks to gain a benefit makes up for the procedure for making choices. 

Conclusion 

Businesses build their business outside of their local market by using global advertising strategies. The 

resource-based absolutely perspective, the born worldwide viewpoint, the uppsala model, and the transaction price 

notion all offer different explanations for why and how companies go global. The global, worldwide, and four tactical 
priorities, transnational, and international—offer businesses a few methods to attain market responsiveness and 

operational effectiveness. The only way for Greek companies to survive is to go global. Greek agencies are under 

pressure to find international markets for expansion because to the limited scope of their domestic market. Their 

business success is a result of combining their diverse cultural assets with quick-thinking entrepreneurial strategies and 

specific roles in the market. Large international corporations must manage intricate processes while preserving standard 

operating procedures and creating appropriate regional modifications. Companies must maintain a coherent strategy 

between their enterprise method, operational systems, and entrepreneurial course in order to succeed in global 

advertising. Businesses that successfully integrate these components shall be competitive in international economies 

and maintain sustained growth. 
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