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Abstract

The fast-paced digital evolution of the global marketplace has had an immense impact on how
multinational companies implement their international marketing strategies. In this paper, the
vital interplay between classical and modern approaches to international marketing in terms of
the successful incorporation of classical marketing strategies within modern digital frameworks
was examined. As part of the analysis of 87 international businesses from different industries and
24 in-depth interviews, this study uncovers five important mechanisms of adaptation of classical
models: omnichannel integration, personalization based on data, localization of social media
presence, digital customer relationship management, and agility in the implementation of
strategies. Using a mixed-method approach, the companies with integrated approaches to
adaptation enjoy 34% better penetration and 28% better customer retention as opposed to
companies that use purely classical approaches to international marketing. The research shows
that effective international marketing is based on adaptation of proven approaches in the digital
world rather than complete rejection of classical principles. This paper offers a novel model of
adaptation in international marketing based on three levels: strategic alignment, tactical
execution, and operational excellence, and digital competencies required for each level. This
study has important practical applications for international marketing and contributes
significantly to international marketing theory.

Keywords: International Marketing; Digital Transformation; Strategy Adaptation; Omnichannel
Marketing; Digital Localization; Market Penetration; Cross-cultural Digital Strategy.

I. INTRODUCTION
1.1 Background

International marketing has been playing a vital role in helping organizations grow and
develop competitive advantages due to the rise of globalized economies. The international
marketing required an extensive understanding of cultural subtleties, local regulations, and
market specifics (Vescovi, 2021; Checchinato, 2021; Riabchyk, 2023). Traditionally, such
marketing strategies were based on thorough market research, localization of communications,
products, and their promotion, and proper channelling of sales within the targeted markets.

Yet the new environment provided by technological advancements, the rise of social media
networks, and digital business solutions changed the rules of the international marketing game.
With its focus on fast-paced connectivity, huge amounts of information, and algorithmic thinking,
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the digital age creates both new challenges and opportunities for international marketers (Truong
& Simmons, 2010). It has become apparent that companies such as Amazon, Alibaba, Netflix, and
other purely digital players prove the concept that traditional market borders can be overcome
thanks to digital solutions (Watini et al., 2022). This, however, raises doubts about the adequacy
of conventional international marketing practices.

1.2 Statement of the Problem

Despite the extensive nature of the digital revolution that is taking place in business activities
worldwide, a major gap exists between international marketing theories and practices, which are
increasingly oriented toward digitization. The problem faced by organizations is whether it
would be appropriate to ignore conventional models of international marketing and opt for a
solely digital strategy or to adapt the traditional models to new conditions. It is becoming more
pressing since the digital economy is rapidly growing, the share of online retail trade amounts to
nearly 21.3% of all retail sales worldwide in 2024, and future forecasts suggest its expansion
(Jemine & Pichault, 2023). Nonetheless, the empirical research dedicated to successful
adaptations of models is scarce.

What is more, most academic literature analyses either traditional or digital marketing rather
than their interaction. This approach ignores the fact that most multinationals are implementing
both models at once (Qumsieh-Mussalam & Tajeddini, 2019). Moreover, while there has been
considerable progress in globalization research, no study has focused on the intersection of
digitalization and adaptation in international marketing.

1.3 Research Objectives and Questions

This Research Addresses the following Primary and Secondary Objectives:

* Determine, examine, and verify the mechanisms that help MNEs successfully adapt their
international marketing strategies to a digital environment.

* Understand which methods of adaptation result in better market performance, such as
improved market penetration, customer acquisition, and retention.

¢ Formulate a model that would allow managers and marketers to apply appropriate strategy
adaptation in different contexts.

¢ Contribute to international marketing theory by redefining adaptation as a constantly
evolving technology-driven process.

Guiding Research Questions:

1. What are the techniques used by multinational corporations to modify their traditional
international marketing strategies within the context of digital marketing?

2. What is the comparative effectiveness between traditional or digital-only marketing
methods and integrated digital-traditional marketing methods?

3. What are the skills and capabilities needed for adapting strategies successfully in
international environments?

4. What impact does the environment and market conditions have on the adaptation strategy?
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1.4 Research Contribution

The study offers several unique contributions to academic studies and practice in international
marketing. In theory, it sheds light on the way in which classical marketing techniques can be
maintained, revised, and improved within digital environments rather than being totally
abandoned. Specifically, it highlights the concept of 'intelligent adaptation,’ a process of constant
improvement of established knowledge using digital technologies. On a practical level, it offers
a proven framework that allows multinational companies to effectively manage digitalization in
their strategies. This study also enriches the current body of international marketing literature by
incorporating approaches to digitalization and channel integration in the field, addressing the
issue, pointed out to be lacking.

The structure of the paper is as follows. Section 2will have an extensive literature review that
discusses international marketing theories, marketing transformation in a digital world, and
issues relating to strategic adaptation. Section 3 will cover research methodology in terms of
sampling, data collection methods, and analysis methods used. Section 4 will discuss the
empirical results in quantitative terms using performance measures and qualitative findings from
adaptations. Section 5 will cover the implications of the results as well as theoretical and practical
considerations. Section 6 will provide conclusions, limitations, and directions for further research.

II. LITERATURE SURVEY AND THEORETICAL FOUNDATIONS

2.1 Traditional International Marketing Frameworks

Historically, the development of international marketing strategies has been based on certain
theoretical backgrounds (Kaur et al., 2023). The standardization-adaptation approach postulated
that any firm had to decide on adopting either the standardization strategy oriented towards
achieving maximum efficiency or adaptation, taking into consideration local consumers’
preferences (Vescovi, 2021). Later on, the five strategic approaches to choosing between product
standardization and promotion standardization (Checchinato, 2021). Early conceptual models
focused on the need to balance the aspects of global integration and local adaptability, assuming
that any company has a specific place on this continuum depending on its competitive strategy
(Ferreira et al., 2024).

Further studies in this area introduced such notions as 'glocalization’, meaning the ability to
think globally and act locally (Fletcher et al., 2019). It was recognized that full adoption of any
standardized approach does not provide an opportunity for taking cultural, political, and
competitive diversity into account. At the same time, excessive localization is inefficient and
makes it impossible to take advantage of global competitiveness. The organization of
multinational companies argued that any successful multinational enterprise develops efficient
coordination systems (Waranantakul, 2014; Makrydakis, 2022).

2.2 Digital Transformation in Marketing

Digital transformation has completely revolutionized marketing in several ways. The
availability of data analytics capabilities allows for customer insights not previously possible,
shifting marketing approaches from demographics to behavior and psychographics (Senturk,
2021). Digital technologies such as social media, e-commerce platforms, search engines, and
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digital streaming allow for entirely new customer touchpoints while providing enormous data
sources. This capability is referred to as "competing on analytics" (Jovevski et al., 2020).

The stress that digital marketing involves the integration of different touchpoints for an
omnichannel experience, allowing customers to easily switch between online and offline
touchpoints. In addition, digital channels have made market penetration significantly easier,
especially for smaller businesses, with the ability to reach global customers at a relatively lower
cost (Truong & Simmons, 2010). This represents a complete departure from earlier times when
market penetration was determined by geographic proximity and logistics.

2.3 Strategy Adaptation and Organizational Learning

Strategic adaptation goes beyond entering the market to incorporate the need for evolving
strategy in light of changing environments (Poulose et al., 2025). The organizational learning
literature, especially the studies concerning learning organizations, emphasizes that for a
sustainable competitive advantage, mechanisms of continual learning and application must be
established within the organization (Vial, 2021). The same point comes into play in the digital
age, where technology is continually advancing in an unpredictable manner, thus requiring firms
to adapt themselves in order to cope rather than make strategies (Malshe, 2009).

Moreover, ambidexterity, which refers to the capability of organizations to both explore novel
opportunities as well as exploit competitive advantage at the same time, can help shed light on
the issue (Cosa, 2024). Organizations dealing well with disruptive technologies have
demonstrated their ambidexterity, and have not fallen prey to choosing between exploitation and
exploration as two opposing forces (Filipe Lages et al., 2008).

2.4 Cultural Dimensions and Digital Localization

The Hofstede cultural dimensions model has been used for a long time to help guide
international marketing practices with regard to the effect of culture on the behaviors of
consumers, organization structure, and communication tendencies within different societies
(Christofi et al., 2025). Nevertheless, these theories may need to be adapted in terms of their
application in digital environments. Virtual communities are able to operate outside the
boundaries of geographically-based communities and provide opportunities for intercultural
communication.

Recent studies on digital localization show that localization in the digital environment goes
beyond just translating language and involves a comprehensive process of learning about
platform-based user behavior, culturally-relevant content, regional payments and logistics, as
well as culturally-sensitive interaction techniques (Watini et al., 2022). Thus, digital localization
is more advanced than localization based on the adaptation of products and communication.

2.5 Key Inferences and Theoretical Gaps

These are some important implications drawn from the literature. Firstly, it is evident that
international marketing concepts continue to have relevance and importance; they need to be
updated rather than being discarded when used in digital marketing. Secondly, ambidexterity is
necessary for digital transformations because there needs to be balance between scale (efficiency)
and customization (flexibility). Thirdly, digital localization involves much more than merely

https://doi.org/10.66027/GPIM/V313/GPM25310 75



Global Perspectives in Management, Vol. 3, No. 3, September 2025 ISSN: 3049-088X

technical adjustments and also includes culture, behaviours, and platform adaptation. Fourthly,
learning and adaptation become important preconditions of competitive advantage in digital
markets.

At the same time, there are important gaps in the literature. Most studies fail to investigate
how multinationals can effectively blend their traditional marketing activities with digital
activities and what works best in terms of adaptation strategies in various settings.
Organizational capabilities have not been explored in the context of adaptation strategies for
multinationals in digital markets. There are no models of strategy adaptation as a digital
technology-driven process.

III. RESEARCH METHODOLOGY
3.1 Research Design

In this research, the approach used is the mixed methods method, which involves a
combination of quantitative analysis of the results and qualitative analysis of the adaptation
processes. This research approach appreciates the fact that to be able to explain the process of
strategic adaptation, one needs to measure the results quantitatively and understand the
processes involved qualitatively (Jemine & Pichault, 2023). The advantage of the quantitative
approach is that it allows one to generalize about the results obtained.

3.2 Sampling and Participants

The quantitative study included the use of a sample of 87 multinational corporations that
operate in varied industries (technologies, consumer goods, financial services, manufacturing,
and retail) and have international business operations in at least three geographic regions. The
sample included mid-range companies having annual income between €500 million and
multinational corporations with annual income above €10 billion. In qualitative research, 24
interviews were conducted with senior marketing managers, digital transformation managers,
and international business unit leaders of firms utilizing different types of adaptations to the
internationalization process.

3.3 Data Collection Instruments

Quantitative data collection involved conducting structured surveys for senior managers in
charge of marketing and digital transformation in the organizations. Seven constructs were
evaluated in the surveys: (1) strategy adaptation extent, (2) integration of digital capabilities, (3)
omnichannel sophistication, (4) capability for data-driven personalization, (5) digital localization
methods, (6) agility of organizations, and (7) performance results. The measures of performance
were market penetration rate, cost per customer acquisition, customer lifetime value, growth in
market shares, and customer retention rates. For survey measures, 5-point Likert scale was used
for capabilities, and objective measures of performance were taken from organizational reports.

The qualitative data were gathered by conducting semi structured interviews lasting 45-90
minutes. The interviews were focused on understanding how organizations adapt their
strategies, what methods work best for successful adaptation, and what barriers exist in
organizations preventing them from adapting efficiently. The interviews addressed various
topics such as process of strategic planning and adaptation, capabilities and technologies that are
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being adopted, organizational structure and management style, and lessons learned during the
process. The interviews were audio-recorded after obtaining consent from participants,
transcribed verbatim, and coded systematically.

3.4 Research Architecture

The research architecture integrating data collection, analysis, and theory development is
illustrated in figure 1:

Data Analysis Phase Adaptation Mechanisms
Data Collection Phase Quantitative: Regression & Identified
Quantitative Survey (n=87) | o .Co.rre}atlon Ar.1a1y51s. N Ontmc.hannel Integr.atlo.n
Qualitative Interviews (n=24) ualitative: Thematic Coding & Data.Drlven.Persone.lhza.tlon
Pattern Recognition Social Media Localization
Integration: Cross-Method Digital CRM Implementation
Validation Agile Strategy Execution

v

Performance Outcome Analysis

Framework Development &
Theory Ext '4—  Market Penetration Rates

Customer Retention
Revenue Growth
Competitive Positioning

Figure 1: Research Architecture and Integration Framework

Figure 1 shows the quantitative data set, which was subjected to multiple regression analysis
to identify correlations between adaptation strategy variables and outcomes while holding
constant the size of the organization, type of industry, and complexity of geography. The
correlation analysis would be used to identify relationships between the various adaptations
being tested. The qualitative data were analyzed using thematic analysis with a systematic coding
process, with initial coding to identify adaptation themes, followed by axial coding to categorize
these themes and, finally, selective coding to build narratives on how the adaptations worked.

Various techniques have been adopted to enhance the research quality through validity and
reliability techniques. Triangulation involved the use of multiple data collection methods to
cross-validate the results from each method used. Member checking entailed discussing
preliminary results with the participants who had been interviewed. The consistency of the codes
in the qualitative study was checked using several analysts who coded the data. Reliability tests
using Cronbach's alpha on the quantitative measures yielded values of more than 0.75 for all
constructs studied.

IV. RESULTS AND ANALYSIS
4.1 Quantitative Findings

The regression analysis conducted on the correlation between the integration of the adaptive
strategies and the performance of markets results in very high significance of the findings from
table 1. Companies using integrated adaptive strategies (that combine both traditional and digital
approaches) achieve 34% more market penetration compared to companies that apply only the
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traditional approach (p<0.01). Also, there is 28% improvement in the retention of customers
achieved through the integration of strategies (p<0.05). The size of the organization, industry

sector, and geographical complexity were used as controls.

Table 1: Performance Outcomes by Strategy Adaptation Approach

Strategy Type Market Penetration (%) | Customer Retention (%) | Sample Size (n)
Traditional Only 18.2+6.5 62.4+14.2 18
Digital Only 21.7+8.3 67.1+12.8 24
Integrated Adaptation 28.6+7.2 87.9+8.6 45

Note: Values represent mean + standard deviation. Statistical significance: p < 0.01 for market
penetration differences; p < 0.05 for retention differences.
4.2 Adaptation Mechanisms

Analysis of qualitative data revealed five primary adaptation mechanisms through which

organizations successfully integrate traditional and digital approaches:

e Channel Convergence: Organizations integrate the customer journey through both
traditional (physical storefronts, field sales forces) and digital (e-commerce, mobile, social
media) channels, providing customers the ability to interact using their preferred channel,
without disrupting their experience. This is achieved by coordinating inventories,
harmonizing customer information and messaging.

¢ Digital Personalization: Organizations use digital analytics tools to identify preferences,
purchase history, and behavior for each individual customer to make personalized product
suggestions, send personalized messages, and apply customized prices. The mechanism
involves taking advantage of the principles of relational marketing in a digital context.

e Digital Social Localization: Organizations translate the concept of localization from the
traditional context to the digital social world, creating content that is culturally appropriate
for the local markets, engaging local personalities and social influences on digital platforms,
adapting branding to platform culture, and addressing local social issues.

e CRM through Digital Means: Organizations adopt digital means of CRM, which record all
customer interactions for predictive analysis, automation of customer service, and
proactive approaches towards customers. These digital means have replaced the
conventional method of account management.

e Agile Strategy Execution Mechanism: Organizations have embraced an agile way of
strategy execution that involves frequent review cycles of strategy implementation within
quarterly and even monthly intervals compared to the conventional annual cycle. This
approach considers strategies as dynamic and not static.

Figure 2 illustrates a multi-panel review of the empirical findings comparing five important
adaptation mechanisms across three key performance parameters. Across all panels, the
horizontal axis is labeled Adaptation Mechanism and arranged in an increasing hierarchy
represented by the ordered bars. In the left-hand panel, the variable analyzed is Implementation
Levels, measured across the sample (n = 87). The results indicate that the most widely adopted
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adaptation mechanism is Digital CRM Implementation (80.4%), whereas Agile Strategy
Execution (52.8%) exhibits the lowest implementation level. The middle panel presents
Effectiveness Ratings, measured on a 1.0-5.0 Likert scale. Among all adaptation mechanisms,
Data-Driven Personalization achieves the highest effectiveness score (4.3/5.0). The right-hand
panel illustrates the linear correlation between Adaptation Mechanisms and the Market
Performance Composite Index (r). The findings show that Omnichannel Integration demonstrates

the strongest positive association with market success, yielding the highest correlation coefficient
(r=0.71, p<0.01).

Analysis of Traditional Strategy Adaptation Mechanisms in Digital Environments

Implementation Levels (n=87) Effectiveness Ratings (Likert) Correlation with Market Performance
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Figure 2: Multi-Dimensional Metric Matrix of Strategy Adaptation Mechanisms
4.3 Organizational Capabilities

The following organizational capabilities were found essential for effective adaptation in
qualitative analysis: (1) Digital Talent and Expertise—organizations building internal digital
capability along with recruitment of digital natives; (2) Integrated Governance—a cross-
functional setup to avoid siloing of traditional and digital functions; (3) Technology
Infrastructure —technology investment allowing data integration, omnichannel functioning, and
real-time decision making; and (4) Leadership and Culture —the willingness among executives to
keep learning and experimenting, and organizational culture that encourages innovation.
Organizations that performed well on all four dimensions achieved significantly better
adaptation results.
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V. DISCUSSION
5.1 Interpretation of Findings

The results of the research clearly indicate that the traditional vs digital marketing approach
presents a fallacy in choice for organizations striving to enhance market performance. Successful
organizations have opted to adopt an integrated approach, utilizing traditional principles of
international marketing together with digital technology. In this regard, the market share
difference between integrated approaches and traditional marketing approaches alone shows
that digital transformation serves to facilitate the effectiveness of traditional marketing principles.

This result is aligned with the concept of ambidexterity that proposes competitive advantage
emerges from exploitation and exploration performed simultaneously by companies (Cosa, 2024).
The organizations, successful in their adaptability, possessed solid abilities in terms of traditional
marketing skills, namely high quality of product, customer service, and partnerships within the
supply chain network. On the other hand, least successful firms were found to have extreme
behaviors of neglecting digital transformation altogether or embracing it without considering
traditional marketing skills.

Identification of the five adaptation strategies adds value to international marketing theories
by transcending the abstractness of such theories into practical application processes. The
principle of localization, already defined within the traditional international marketing
framework, transforms within the context of digital marketing to include much more than just
language and product localization, but also includes an understanding of platform norms,
influencer cultures, payment systems, logistics, and culturally suitable engagement. Localization
on social media for a consumer brand in Southeast Asia will require an understanding of
influencer culture in that region, preferred platforms (WeChat as opposed to WhatsApp),
payment channels (mobile money), and appropriate culturally-themed discussions to avoid
(Watini et al., 2022).

5.2 Theoretical Contributions

First, this study contributes to international marketing theory in that it revises the
standardization-adaptation spectrum by suggesting digital transformation as a capability aspect,
which allows organizations to develop enhanced forms of adaptation capabilities (Vescovi, 2021).
With digitalization and digitization, businesses become able to attain both globalization
efficiencies and localized differentiation capabilities using modern technologies to integrate data
sets, apply algorithmic personalization tools, and coordinate omni-channel strategies, which
could not be attained by their predecessors.

Second, this research adds to organizational learning theory in that in the rapidly changing
technological environment, an organization cannot confine itself only to its traditional annual
strategic planning cycle, but needs to adopt a much more responsive and flexible approach based
on constant monitoring and evaluation of business trends (Vial, 2021). As suggested by
organizational learning literature, this is known as 'responsive learning,' where organizations
constantly keep track of market signals, competitive behaviors, and technologies to include them
in the strategic planning.
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The third contribution is towards a greater comprehension of cultural adaptation in the digital
realm (Christofi et al., 2025). While the theory of cultural dimensions by Hofstede offers great
insight into the influence that cultural values can have on both consumer behavior and
organizational behavior, digital media brings forth new cultural phenomena and, therefore,
requires further analysis. Online communities establish norms of communication that transcend
geography, but interestingly enough, users actually look for familiarity and similarity through
geographic and cultural means. Effective organizations are able to balance this out by means of
what can be called "culturally sensitive digital strategy".

5.3 Practical Implications

The following practical implications emerge for professionals in light of the research findings.
First, do not fall prey to false dichotomies between conventional methods and digitization. On
the contrary, conduct a thorough audit of all traditional marketing fundamentals that still work
and explore ways to enhance their application through digital means. Second, develop
simultaneously the following four types of organizational capabilities: recruiting digital talent,
cross-functional governance structures, technology enablers, and learning-oriented leadership.
Third, select adaptation strategies most suitable to industry and market conditions since different
adaptation strategies are being implemented to various extents and with varying effectiveness.

Fourth, adopt an agile process of developing strategies that will allow you to frequently adjust
them on the go. For example, these interviewees pointed out that by having quarterly strategy
reviews, they were able to reallocate their resources in reaction to new opportunities or threats in
the market, while other companies constrained themselves to annual reviews. Finally, adopt
digital localization in the same serious manner as traditional localization. Superficial
modifications, such as translating websites and maintaining the same message, will not take
advantage of digital channels.

VI. CONCLUSION

This study has explored the means by which multinational enterprises successfully integrate
traditional international marketing strategies in digital contexts. Through an extensive
mixed-methods investigation of 87 companies and 24 in-depth interviews, the study found that
competitive advantage does not lie in the selection of either traditional or digital strategies but
rather in their intelligent integration. Firms adopting the strategy of integrated adaptation realize
34% higher levels of market penetration and 28% higher levels of customer retention than do
firms utilizing only traditional approaches. Five fundamental mechanisms for adaptation were
identified in this study; omnichannel integration, data-based personalization, social media
localization, digital customer relationship management implementation, and agile strategic
execution. This paper also showed that companies implementing several mechanisms are likely
to realize more success. This process involves developing four organizational capacities, namely
digital capabilities, integrated governance systems, digital infrastructure and continuous
learning. The implications of this study for international marketing theory lie in its demonstration
that existing theories should not be abandoned in light of new technologies but should be
reformed to fit the new conditions. The bridge between traditional and digital international
marketing is the realization that digital skills complement traditional insights about cultures,
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relationships and markets. The limitations of this study include the use of subjective capability
measurements during the quantitative stage of analysis as well as a concentration on larger
multinational corporations that have the resources necessary to implement integrated strategies.
Future studies ought to look into the adaptation strategies used by smaller firms, as well as
explore the evolution of the adaptation process through time via longitudinal analysis. In an age
when digitalization is rapidly changing global business landscapes, success will no longer come
from those who ignore the tried-and-true wisdoms of classic marketing strategy, but from those
who realize their continuing relevance and develop the necessary capabilities to apply them in
the digital world.
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