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Global marketing strategy refers to mechanisms through which companies develop mechanisms that assist them to adapt to new markets across many nations (Gillespie & Riddle, 2015). The global marketing strategy involves promoting a uniform brand name and the creation of a single approach towards standardizing the organization’s products and services (Gillespie & Riddle, 2015). Additionally, the marketing international approach involves uniformity in the advertisement mechanisms of the commodities across different markets while matching the pricing strategy to meet the needs of consumers (Gillespie & Riddle, 2015). Elsewhere, in situations where a company endeavors to launch its new product, it may ensure that the product reaches the target markets during a similar period (Gillespie & Riddle, 2015). As such, the aim of the global marketing strategy endeavors to maintain the company’s flexibility in adjusting to the local markets.
During the planning of a global marketing plan, first, it is important to know the market whole understanding the critical factors that may impact on the business operations (Baker, 2014). Since different markets have various responsive mechanisms, conducting a research regarding the market would provide insight on the best means to advance the business plan. Second, one should build upon the marketing plan to assist in comprehending the goals and objectives of venturing into the new markets (Baker, 2014). Further, it is crucial to modify the marketing methodology as a way of venturing into the new marketplace. At last, a company should concentrate their message and efforts on localizing their efforts in the market while remaining reliable within the global market (Baker, 2014).
Indeed, marketing strategies offer a number of benefits for firms. First, it ensures that corporations have the capacity to make their decisions thereby enhancing customer retention tactics (Gillespie & Riddle, 2015). Again, it offers direction for businesses as they have the potential to comprehend the opportunities and challenges within the global market. Furthermore, it improves the position of the business giving it a competitive edge over other firms across the market (Gillespie & Riddle, 2015).
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