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Abstract. Modern international economic relations are characterized by active integration, 
internationalization and globalization. All of them affect the political, economic, social and 
cultural aspects of people's lives in different countries, as well as the scientific and 
technological development of national economies. The prospects for expanding the scale of 
production and markets with a lifelong problem of resource provision remain important. The 
latter affects the intensification of competition among multinational corporations, the main 
tool of which is to reduce production costs by moving production to countries with the 
necessary resources and cheap labour. This leads to the expansion of the TNCs’ network in the 
world market and encourages adaptability to national markets, and will ensure the sale of 
products and profits. A decisive place in the TNCs’ activities belongs to the use of international 
marketing based on the opposite processes, e.g. globalization and regionalization. The 
purpose of the article is to generalize theory and practice, identify trends and establish 
interdependencies among the processes of globalization, regionalization and the use of types 
of TNCs’ international marketing. The research used such methods as general, materialistic, 
comparative, the method of comparative analysis, the method of displaying research results 
in graphical and tabular form, system approach, analysis, synthesis, induction, deduction, 
abstraction, modelling, and comparison. As a result, the modern development of globalization, 
regionalization and their hybrid known as global regionalization (glocalization) is studied; the 
reasons and preconditions of changes in the TNCs’ strategic orientation in the context of 
current trends in the process of global regionalization are identified; the directions of 
reorientation of the TNCs’ international marketing strategy from local marketing to global 
marketing are determined; the use of such types of international marketing as cascade, global 
and transnational, is characterized and substantiated. The study came to the following 
conclusions: a modern positive phenomenon in the TNCs’ development is international 
marketing in the context of global regionalization, as an effective and promising hybrid of two 
modern trends of globalization and localization (regionalization); TNCs should reorient from a 
global business strategy to a transnational one, adhering to the principle of "global and local 
thinking", using international marketing, adhering to a global marketing strategy; studies of 
cascade, global and transnational types of international marketing have shown significant 
differences in cascade and global types of marketing, and transnational marketing is 
characterized by mediocrity of most indicators, which indicates the rationality of its use. 
Keywords: globalization, localization, regionalization, global regionalization, glocalization, 
transnational corporation, international marketing, cascade marketing, global marketing, 
transnational marketing 
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1. Introduction 
 
At the current stage, the world economy and international economic relations are 
characterized by the intensification of integration, internationalization and globalization, that 
determine the human’s life quality and are the locomotive of political, economic and cultural 
world processes. At the same time, there is a rapid growth of productive forces due to 
comprehensive scientific and technological development, which affects the borders of 
national economies, that have become narrow. All mentioned above, on the one hand, leads 
to the expansion of production and markets, and on the other hand it has created a problem 
of resource provision (Shchetynin, 2011). The global problem of resources had been 
considered as an environmental or economic problem till the recent times, and then it was 
recognized as the resource availability problem (exhaustibility, inventory balances), where it 
is measured by the ratio between reserves and consumption (Koriava, 2018). 
 
The problem of resource provision increases competition between monopolies, mainly 
transnational corporations (TNCs), and requires production costs reduction, mainly by 
relocating production to poorer countries where resources and cheap labour are needed. This 
became the basis for expanding the network of own productions in the world economy and 
using the factor of adapting to the specific features of national markets, which will ensure the 
sale of manufactured products and, accordingly, profits (Shchetynin, 2011). 
 
An important place in the TNCs’ activities belongs to the international marketing management 
at all levels of economic activity, which requires the use of new marketing approaches, while 
taking into account two opposite modern processes known as globalization and 
regionalization. 
 
Rapid changes in the current internationalization processes of economic relations and 
globalization of the world economy require in-depth study of the impact of globalization and 
regionalization on international marketing, in particular, the development of its strategy and 
management. This formed the basis for formulating the purpose of the article, namely: 
systematization, extrapolation and a combination of two important theoretical and practical 
areas of research: global regionalization (glocalization) as a factor in the formation of the 
strategy of TNCs’ international marketing and typification of TNCs’ international marketing, 
depending on the degree of impact on them of the processes of globalization and 
regionalization. 
 
2. The Literature Review 
 
Scientific research in the domain of globalization, regionalization and glocalization has been 
conducted by many scientists from different countries (Featherstone et al., 1995; Honcharova, 
2009; Kudryashova, 2007; Shavkun, 2008; Spiegler, 2000; Albrow & King, 1990; Ball et al., 
2003; Khondker, 1994; Holt et al., 2004; Bogachov et al., 2020; Boiko et al., 2019; Czyżewski 
et al., 2019; Chygryn et al. 2020; Dalevska et al., 2019; Dementyev & Kwilinski, 2020; Drozdz 
et al., 2019; 2020; Dzwigol, 2019a; 2019b; 2020a; 2020b; 2020c; Dzwigol & Wolniak, 2018; 
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Dzwigol & Dźwigoł-Barosz, 2018; 2020; Dzwigol et al., 2019a; 2019b; 2019c; 2020a; Furmaniak 
et al., 2018; 2019a; 2019b; Kharazishvili et al., 2020; Kondratenko et al., 2020; Kuzior et al., 
2020; Kwilinski, 2017; 2018a; 2018b; 2018c; 2018d; 2019; Kwilinski et al., 2019a; 2019b; 
2019c; 2019d; 2019e; 2019f; 2019g; 2020a; 2020b; 2020c; 2020d; Kwilinski & Kuzior, 2020; 
Kyrylov et al., 2020; Lakhno et al., 2018; Levitt, 1983; Miskiewicz, 2017a; 2017b; 2018; 2020; 
Miśkiewicz & Wolniak, 2020; Pająk et al., 2016; 2017; Prokopenko & Miśkiewicz, 2020; Saługa 
et al., 2020; Savchenko et al., 2019; Tkachenko et al., 2019a; 2019b; 2019c; 2019d; 2019e; 
Yelnikova & Miskiewicz, 2020). However, the marketing issues focused on global 
regionalization, glocalization have dealt with a few scientists, among whom we can highlight 
the studies by (Korzh & Zhukov, 2012a; Lamben, 1996). Their research is important, however, 
they do not have a sufficiently defined impact of globalization and regionalization on 
international marketing. Therefore, this branch of scientific research is relevant and requires 
some additional research. 
 
Glocalization is a complex and poorly studied phenomenon, and from the point of view of 
academic science, the concept is insufficiently theorized without an appropriate theoretical 
school. Glocalization, on the other hand, is a popular and widespread term in the economic, 
social and political spheres, which is why there are attempts “to add glocalization to the social-
scientific vocabulary as an analytically autonomous concept, and not as a simple appendage 
to globalization, cosmopolitanization or theories of global distribution (Gobo, 2016). 
 
Chanchal Sharma states that the term officially made its way into the English language in the 
1991 when it was included in the Oxford Dictionary of New Words (Sharma, 2009). According 
to the Oxford English Dictionary, glocalization is “the action, process, or fact of making 
something both global and local, specifically the adaptation of global influences or business 
strategies in accordance with local conditions; global localization.” (Oxford University Press, 
2018). 
 
In the modern period, the term has been used in the Japanese marketing field to reflect the 
idea that consumers are likely to prefer localized adaptations of global products, and that 
cultural values are highly important in this process (Martin & Arch, 2008). 
 
Giampietro Gobo noted that Roland Robertson was the first scientist to introduce the concept 
of "glocalization" into scientific discourse in 1992. This idea has been criticized by scientists 
such as Ritzer (2003), Radhakrishnan (2010), but Roland Robertson argues that today there is 
only glocal, and we are not global and not local (Robertson, 1995). Glocal is the result of a 
historically long struggle between the global and the local, in which both have lost. In addition, 
Ritzer (2003) agrees that at one time there was a conditionally local, but with the advent of 
capitalism it lost the fight against globalization. When the local disappears, what is left is the 
glocal, because local and global are mutually exclusive, and therefore, the purely global and 
purely local no longer exist (Gobo, 2016). 
 
Robertson rejects polarities between the global and the local, such as between economic 
globalization and local culture. Traditionally, local identities have been invented and nurtured 
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mainly through contacts with others. They have been stimulated and shaped primarily by 
translocal interaction, comparison, and trends.  
 
The local is fundamentally shaped by the global, but the opposite is also true, for example, the 
opening of national borders to trade and investment only increased the economic importance 
of location. Similarly, the expanding information economy did not distribute production and 
consumption across geographic space.  
 
Joachim Blatter noted the following: “Glocalization, the simultaneous occurrence of both 
universalizing and particularizing tendencies in contemporary social, political, and economic 
systems. The term, a linguistic hybrid of globalization and localization, was popularized by the 
sociologist Roland Robertson and coined, according to him, by Japanese economists to explain 
Japanese global marketing strategies” (Blatter, 2007; Robertson, 1992). 
 
Robertson's idea of the dynamics and interaction of equal two forces – global and local, is 
shared by Jeffrey Alexander, who states that “glocalization is very much like a refraction where 
the local is not annihilated or absorbed by globalization, but instead, the local shapes the 
global and they exist symbiotically together to create heterogeneity" (Gobo, 2016). 
 
Anthony Giddens shares another point of view on glocalization. He suggests that there is a 
hierarchy between the two forces, where glocalization is a phenomenon caused by 
globalization, leading to the revival of local cultural identity (“local” is thus the responses to 
the forces that are “global”) (Giddens, 2000). From this definition it is clear that the global is 
the main force which triggers the local manifest itself and does not imply a direct conflict 
between them.  
 
Rudometoph recommends considering glocalization as an autonomous concept. The scholar 
argues that we should consider glocalization as an autonomous concept, and global and local 
forces as specific phenomena that have the ability to shape each other (Roudometof, 2016a). 
However, this approach cannot be said to be perfect either due to its failure to address the 
often unequal forces between the local and the global. Also, Roudometof sees a close affinity 
between glocalization and cosmopolitanization. The theory of cosmopolitanization was 
developed by Ulrich Beck (Beck, 2006) and he, in contrast to Rudometoph, insisted on the 
distinction between the concepts of "glocalization" and "cosmopolitanization", since 
glocalization, in his opinion, is primarily associated with the economic aspect, while 
cosmopolitanization includes many aspects from different spheres of social life (Roudometof, 
2016b). 
 
What we can take away from Roudometof’s approach is that there is a multitude of glocalities, 
so that glocalization also has its own characteristics when applied to the field of marketing. In 
the marketing context, glocalization means the creation of products or services for the global 
market by adapting them to local cultures. Matusitz and Forrester defined glocalization in 
marketing as the idea that, in order to be successful in overseas markets, TNCs must take into 
account the local culture by immersing themselves in it and applying unconventional 
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marketing techniques, while focusing on the culture and preferences of the country or region 
where the product will be sold (Matusitz & Forrester, 2009). 
 
According to Meyrowitz (2005), we live in “glocalities”, each of which is unique in many ways, 
and yet each is reciprocally influenced by global trends and global consciousness. 
 
Glocalization should not be seen as a great new phenomenon for the social sciences and 
humanities. Today, glocalization is the result of the globalization failure, so it is necessary to 
rethink the very concept of globalization itself. No treatment of glocalization can be final and 
comprehensive without reconsidering its relationship to its older and far more established 
‘sibling’, namely globalisation. In the voluminous literature on globalisation, there is no shared 
definition of the concept and no authoritative vantage point from where to establish a simple 
or straightforward correlation between the global and the glocal (Gobo, 2016). 
 
As a result of the literature review, we note that all opinions on glocalization remain 
incomplete and open for further discussions related to glocalization. Through this, scientists 
will be able to more fruitfully use this concept as a new addition to the terminology of the 
humanities and social sciences, and as an autonomous concept in these areas and disciplines. 
 
3. Methodology 
 
The research methodology is based on the general scientific methods of system analysis, 
comparison and generalization of foreign, Ukrainian and Russian studies of the problem of 
interaction between the processes of globalization and regionalization, as well as their impact 
on the TNCs’ development, and on the choice of their international marketing strategy. The 
article used the following scientific research methods. 
 
Materialistic dialectics (or dialectical materialism) was used: 1) in the first chapter in the 
context of the law of unity and struggle of opposites while studying the processes of 
globalization and regionalization; 2) in the second chapter as a method for studying the 
category of development - in the analysis of types of marketing. 
 
A comparative method (comparative analysis) was used in the first chapter when comparing, 
establishing the general, particular and separate in such studied phenomena as globalization 
and regionalization, and the patterns of their further development (transformation) into the 
process of global regionalization (or glocalization). 
 
The display of research results in graphical and tabular form was used in the first (Figures 1, 2) 
and the second (Table 1) chapters of the article. Figure 1 reflects the research results and 
offers possible options for choosing a management decision; Figure 2 reflects the results of 
the study and offers four options for the international macroenvironment, each of which 
requires a specific organizational form of international marketing management of TNCs; Table 
1 reflects the results of studying the types of marketing. 
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A systemic approach: in the first chapter, global regionalization (glocalization) is investigated 
as an integral system, consisting of elements - globalization and regionalization, between 
which there is a certain set of relations and connections; in the second chapter, three factors 
(elements) are investigated, which are interconnected, induce a change in the types of 
international marketing and form an integral system of factors. 
 
Analysis and synthesis, induction and deduction as the methods of theoretical research, were 
used to reveal and substantiate the phenomena of globalization, regionalization (in the first 
chapter) and international marketing (in the second chapter). 
 
Abstraction. Abstractions were used: in the first chapter, from excessive detailing of the 
phenomena and processes of globalization and regionalization in favour of revealing the 
essence of global regionalization (glocalization); in the second chapter, from clarifying the 
essence of international marketing in favour of a detailed analysis of its types. 
 
Simulation. This method in the first chapter outlines specific application cases for marketing 
strategies based on Figure 1 and specific variants of a specific organizational form of 
international marketing management of TNCs, based on Figure 2. 
 
Comparison. The first chapter compares globalization and regionalization, and the second 
chapter compares the types of marketing. 
 
4. Globalization and Regionalization as the Factors of Forming TNCs’ International Marketing 
Strategy  
 
Globalization is an essential process of the world economy evolution. It intensifies relations 
among the national economies of individual countries, affects all enterprises, regardless of 
their presence in the foreign markets, which allows enterprises and their countries to become 
embedded in the world economy, which is characterized by informational technology and 
economic revolution and the forming the horizontal connections in the world economic 
structures (Korzh & Zhukov, 2012b). 
 
For non-global processes taking place in recent years in the world it is likely to be characterized 
by a more modern term "glocalization". Roland Robertson noted that global and regional (or 
local) trends are complementary on the one hand, and competing with each other on the 
other, which makes them interact together nowadays (Featherstone et al., 1995). This 
approach assumes that the world economy has entered a newer "post-global" phase of 
evolution, called "global regionalization", which is a close combination of global and regional, 
where the local is an aspect of globalization and the global creates the local. The slogan "Global 
thinking but local acting" is appropriate to describe it (Shavkun, 2008). 
 
Considering international marketing in relation to this slogan, we note that due to 
international cooperation, mainly in production, there is a strengthening of interdependence, 
which influenced the understanding of TNCs to take into account two opposites: globalization 
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of their business using global marketing tools, and regionalization which means differences 
among the world countries or their integration groups, which requires application of 
differentiation in the regional (territorial, cross-border) marketing principle. 
 
The breadth of covering TNCs' business activities with a focus on certain areas encourages 
them to form the international marketing management system more rationally and 
effectively. Firstly, we outline the common and priority areas for research by marketing 
services and departments, which are:  

1) social, cultural, and domestic (different cultures and languages, differences in 
intellectual development and mentality, habits and traditions);  

2) economic (different economic systems and the degree of openness / closeness of 
markets, different sales conditions, currency differences, different levels of infrastructure 
development and competition);  

3) political and legal (different political systems, different legacy standards).  
 
In developing a strategy for managing TNCs' international marketing, research and analysis of 
these areas serve as a core in deciding to use one of the opposite principles known as 
globalization and regionalization, or alternatively a combination of the two. Examining the 
practice of strategic management of international marketing, scientists have identified two 
opposing vectors for using marketing strategies. The first, which is more profitable due to the 
reduction of marketing costs (it is global marketing), is the conflict between the TNCs’ desire 
for homogeneity and standardization of marketing approaches around the world. The second 
is based on the differences in national tastes of consumers from different countries, which is 
inherent in regional marketing. Possible options for choosing a management solution are 
clearly shown by Bartlett & Ghoshal (1989) in the form of a matrix "globalization - 
regionalization" (Figure 1). 
 

  Regionalization (differentiation) 

  low high 
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high 
1 

Globalization strategy 
3 

Mixed strategy 

low 
2 

Mixed strategy 
4 

Regionally oriented strategy 

 
Figure 1. A Matrix "Globalization - Regionalization". 
Source: Bartlett & Ghoshal (1989). 

 
Figure 1 shows that, given the two opposing approaches mentioned above, TNCs can take 
advantage of a global strategy (field 1) through the advantages of scale and price competition, 
or the benefits of differentiation (field 4), which allows offering unique products to the local 
consumers. These fields of the matrix are the areas of simple but risky strategic marketing 
decisions. As an example, we note the following top-seven successful TNCs in terms of market 
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capitalization as of September 2020, which adhere to field 1: “Saudi Aramco” (1,685 $bn), 
“Microsoft” (1,359 $bn), “Apple” (1,286 $bn), “Amazon” (1,233 $bn), “Alphabet” (919 $bn), 
“Microsoft” (584 $bn), “Alibaba” (545 $bn). Market capitalization, along with annual income and 
total assets, is one of the methods for evaluating the investment attractiveness of a company. 
Using market capitalization to show the size of a company is important because the size of a 
company is the main factor determining the various characteristics investors are interested in, 
including risks (Most Valuable Companies in the World – 2020, (2020)). Other areas require less 
risky, but no less difficult complex solutions. Strategies for field 2 are related to standardized 
marketing, but situations may require decentralization of international marketing management 
with adaptation to the individual countries’ specifics. In field 3, the needs for integration and 
differentiation are high, and this situation requires the integration of production in combination 
with the requirements of regional differentiation in international marketing. This field is 
characterized by a high degree of intercultural relations and is associated with "localization of 
global orientation", and it is the riskiest for TNCs (Panchenko, 2007). 
 
The TNCs’ solution on a global approach depends on many factors, but research and analysis of 
the external macro-environment are decisive here. In this case, the global benchmark itself is 
proposed to be assessed according to two indicators:  

1) the global forces, due to many reasons, including consumer’s behaviour, the benefits of 
economies of scale in the standardization strategy, the level of competition, etc.;  

2) the local forces that draw attention to regional features e.g. the diversity of cultures, legal 
norms, the originality of the production and marketing system, standardization, and so on.  
 
For these landmarks, two levels are distinguished. These are low and high, which form a two-
dimensional matrix represented by J.-J. Lamben (Lamben, 1996) in Figure 2 with four variants of 
the international macro-environment, each of which requires a specific organizational form of 
management of international marketing of TNCs. 
 

  Locality 
  low High 
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Global environment 
(ethnocentrism) 

Transnational environment 
(ethnopolycentrism) 
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 Neutral international environment 
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Multinational environment 
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Figure 2. A Matrix of the International Macro-Environmental Analysis.  
Source: adapted from the source (Lamben, 1996). 

 
Firstly, we are going to characterize the quadrants of the matrix from Figure 2. 
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The global environment is purely standardized without the influence of local factors, and it is 
characterized by excessive but justified industrial security, because TNCs are high-tech 
organizations where responsibility and management are directed towards centralization known 
as ethnocentrism. 
 
Radically opposite to the global environment is multinational, which is dominated by the 
characteristics of a particular country including local preferences, culture, traditions of 
behaviour and legal norms. In such an environment, the food industry and the hotel and 
restaurant business function comfortably, when tastes and culinary traditions have a strong 
influence on preferences and shopping habits. This forces TNCs to adapt to local 
characteristics and form a decentralized organizational structure known as polycentrism. 
 
In a neutral international environment, both global and local forces are equally weak to 
influence the efficiency of businesses such as the cement industry and ferrous metallurgy. Its 
most successful name is inert-centrism. 
 
The transnational environment is characterized by the influence of both global and local 
forces, which complicates the TNCs’ functioning through the simultaneous use of 
centralization and coordination by the parent company and the support of strong regional 
subsidiaries. 
 
Transformation from a global strategy to a transnational one occurs frequently; for example, 
the "Carlsberg" brand is a global brand that is present in more than 100 countries around the 
world with the same taste, label and bottle format. However, the culture of beer consuming 
in various countries differs, so it is more appropriate to have a transnational structure with 
some autonomy across countries. Another TNC "Volvo Truck", having a global organizational 
structure with highly centralized management and producing the same products on the world 
market, is not always timely adapted to regional markets, so its dealers, providing after-sales 
service and warranty, regularly make adjustments to the product policy (Lamben, 1996). 
 
These examples justify solving the problems of markets’ internationalization due to the need for 
TNCs to think globally, using global marketing strategies, and act locally, using international 
(regional, cross-border) marketing, which is mainly tactical in nature with a focus on local 
differences. In the author's previous studies, cross-border marketing is defined as “a philosophy 
based on the theory and practice of making managerial decisions on forming a strategy for 
developing cross-border markets based on research and analysis of the factors of the marketing 
environment in order to realize the socio-economic interests of the territory, aligning the 
interests of the communities on these territories, with an orientation to the needs of target 
groups-consumers of goods and services living on both sides of the borders” (Zhukov, 2010). 
However, the principle of "global thinking and local acting" implies the ability of TNCs to create 
products without taking into account the results of local needs analysis, trying to get them 
accepted worldwide later, which shows the unwillingness of TNCs to change global marketing 
strategy to transnational orientation. An alternative to this principle is the Procter & Gamble’s 
principle  of "thinking both globally and locally", i.e. the development of product policy at both 
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regional and global levels, which corresponds to ethnopolycentrism. Within its limits there is a 
so-called glocal marketing, whose strategy provides four-stage functions: 

1) an analysis of local (regional) needs in a particular country; 
2) globalization of the concept of goods developed locally; 
3) adaptation of the product to each specific environment of the region; 
4) implementation of the strategy through adapted operational marketing (Lamben, 1996). 

 
5. A Typification of TNCs’ International Marketing Depending on the Degree of Globalization 
and Regionalization Influence 
 
The most difficult for the international marketing organization in the TNCs’ activities is 
ethnopolycentrism (transnationalism), in which ethno- and polycentrism are equally strong. 
According to these two multi-vector forces, there are three types of marketing: cascade, global 
and transnational, and both ethnopolycentric and inert-centric can use one of three marketing 
types. 
 
Determining the type of marketing provides important information about competitors and 
partners, which allows judging the nature of the products in terms of their competitiveness, 
as well as the capabilities of TNCs, as not every firm is capable of global and transnational 
marketing. 
 
In the countries which are insufficiently developed, for the enterprises at the initial stage of 
their foreign economic activity due to their limited capabilities, primarily financial (marketing 
budget), it is advisable to use cascade marketing. Cascade marketing involves the consistent 
development of different foreign markets and marketing activities in one or more foreign 
markets that are not related to the domestic market. It is still prevalent in the countries with 
the developed market economies and in the Ukrainian enterprises (Naydenov et al., 2003). 
Instead, if successful in their international activities, TNCs can use all types of international 
marketing, which will ensure the rational use of their competitive advantages. 
 
The transformation of marketing types from one to another depends on many reasons and is 
associated with the tasks facing TNCs in implementing each type of international marketing 
(Sobolev, 2004). There are three important factors that encourage changes in the types of 
international marketing. 
 
The first factor is the dynamics of consumer’s needs. In international markets, the variability 
and ever-increasing rate of change in customer demand, improving the quality of goods and 
services encourage TNCs to change the type of international marketing, for example from 
cascade one to another one. This is due to the fact that cascade marketing, although it is 
deeply adaptable to the market conditions of a particular country and meets the demands of 
consumers as much as possible, but due to excessive complexity and accuracy of accounting 
for changes in marketing, it is too slow. Therefore, the main focus of cascade marketing is not 
on the speed of change in consumer needs, but on the compliance of the marketing complex 
with the market requirements. 
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While implementing the global marketing, a strategy of standardizing goods or services is 
implemented, and the decisive role belongs to the timely transition to another, new marketing 
complex in accordance with changes in consumer demand. Because of this, global marketing 
is characterized by a high degree of risk to meet consumer needs late and to fail to satisfy the 
quality market needs. As a result, in conditions of mass demand for goods and services, TNCs 
are moving to the use of transnational marketing. 
 
The second factor is the desire to enter foreign markets. As the number of markets grows, 
TNCs are inclined to a strategy of globalization, taking into account the characteristics of 
individual markets. It seems that the growth of the markets’ number and, accordingly, 
business activities using global marketing may affect the inhibition in developing TNCs. 
However, this cannot be allowed, as it threatens to give competitors an advantage by using 
the concept of transnational marketing. 
 
Within the functioning of cascade marketing, the growth of the number of markets is less 
important than the profitability of foreign economic activity. This is due to different internal 
and external marketing complexes, and the secondary economies of scale. The opposite is the 
situation with the global marketing effectiveness, which is determined by the number of 
countries in which a standardized marketing mix is used. Therefore, it is the combined use of 
the benefits of cascading and global types of marketing that benefits transnational marketing 
and allows exploring international markets on an even larger scale. 
 
The third factor is the TNCs’ competitiveness. Improving the TNCs’ competitiveness, as in 
previous factors, is associated with the studied types of marketing. TNCs’ competitiveness is a 
complex concept with certain criteria (in our case – the quality of goods and services, the cost 
of their production, the number of international markets), which make it possible to assess 
the impact of types of international marketing on the TNCs’ competitiveness. An indicator of 
increasing the level of TNCs’ competitiveness is the availability of goods and services of 
international quality with a price available to the target market segment of the selected 
country. Despite the very number of international markets, even without defining their 
positions in them, TNCs already indicate high competitiveness in a highly competitive 
environment. 
 
In order to establish the particular country’s market needs, TNCs use cascade marketing, which 
contributes to creating goods and services of high quality. Instead, this type of marketing does 
not allow TNCs to save on the scale of production, and therefore they are non-competitive in 
price. The small number of markets compared to other types of marketing also reduces the 
effectiveness of cascading marketing. This is explained by the fact that the rapid change in 
market conditions, even in one country, often complicates the financial performance of TNCs 
and weakens their competitiveness in other international markets (Sobolev, 2004).  
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The global marketing, in comparison with the cascade one, is able to affect positively two of 
the three factors of TNCs’ competitiveness: a) the cost of goods (services) production; b) the 
number of countries whose markets the corporation enters.  
 
At the same time, standardized products in global marketing are not always able to meet the 
consumers’ needs best, which reduces the TNCs’ competitiveness. Comparing the 
transnational type of marketing with the other two types, it should be noted that it reduces 
costs compared to cascade marketing, but not below the level of global marketing, and by 
adapting products to markets of different countries helps to meet market needs better. In 
addition, the ability to develop new markets in transnational marketing is much greater than 
in the global one. 
 
Three defined factors of transition from one type of marketing to another reflect the general 
laws of applying the international marketing depending on the change of a market situation. 
However, it is problematic to define these types of marketing practically. TNCs, having 
performed certain tasks in foreign trade, usually use several types of marketing at the same 
time, or make the transition to global or transnational marketing, bypassing the cascade one. 
The latter is possible if relevant products or services with a high level of competition and the 
necessary resources are available, and contribute to the already existing positive experience 
of TNCs that have managed to quickly move from cascading marketing to global and 
transnational (e.g. software, communications, office equipment etc). It should be noted that 
TNCs can use one of three types of international marketing, and simultaneously combine two 
or three types. In the latter case, each of the types will cover a different number of markets, 
have different performance and be used for various purposes. 
 
Table1. A Comparative Characteristics of the International Marketing Types 
 

Indicators International marketing types 

 Cascade Global Transnational 

1. The level of adaptation to one foreign country High Low Medium 

2. The possibility of simultaneous distribution in several countries Low High Medium 

3. Standardization of marketing systems 
Not 

implemented 
High Medium 

4. Economic and political risk Low High Medium 

5. Projected economic efficiency Low High Medium 

6. Types of international marketing with which it is most 
combined 

Transnational Transnational 
Global, 
cascade 

7. Speed of reaction to the market needs Low High Medium 

8. The degree of consumer needs’ satisfaction  High Low Medium 

9. Speed of marketing activities High Low Medium 

10. The level of distribution among firms High Medium Medium 

11. Level of qualification of marketing staff High Medium High 

12. Marketing costs per country High Low Medium 

Source: adapted from the source (Sobolev, 2004). 
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After studying international marketing, Sobolev V. (2004) made a comparative description of 
the three types of international marketing, which is shown in Table 1. 
 
The research of three types of international marketing shows a fundamental difference in its 
cascade and global types. On the other hand, transnational marketing is characterized by the 
mediocrity of the values of most indicators without significant distortions in one or another 
direction, which gives grounds to argue about the rationality of using this international 
marketing type. 
 
6. Conclusions 
 
A modern positive phenomenon in developing international business in general and 
international marketing activities in particular is glocalization, which means an effective and 
promising hybrid of two modern trends known as globalization and localization 
(regionalization). Glocalization is an accelerator of international economic activity through 
adapting production and consumption of universal goods and services to the specificity of the 
regional market. 
 
Given the new promising phenomenon called glocalization, it is an advisable for companies to 
reorient from a global business strategy to a transnational one: start from "thinking globally", 
carrying out strategic marketing, and continue "acting locally", conducting operational 
(tactical) marketing focused on specific regions. 
 
The study showed that not all companies are ready to change the global orientation of 
marketing to its transnational type. The most promising strategy for global companies is the 
principle of "global thinking and local acting", which means the need to develop and 
implement marketing product policy at both regional and global levels, i.e. to adhere to a 
glocal marketing strategy. This is confirmed by the ratings: Fortune Global 500, the criterion 
of which is the company's revenue (Fortune Global 500, 2020); Global Top 100 is based on 
market capitalization (Global Top 100 companies, 2020); Forbes Global 2000 ranked it 
according to four indicators: sales, profits, assets and market value of companies (Global Top 
100 companies, 2020). 
 
In the matrix in Figure 2, four quadrants (variants) of the international macroenvironment are 
highlighted. Each field of the matrix has a different focus on marketing strategy. For a neutral 
international environment with weak influence and global and local forces, it is proposed to 
use the term inert-centrism. 
 
The first chapter focuses on the fact that for TNCs, in addition to international marketing, it is 
advisable to use regional or cross-border marketing with a focus on local differences. 
 
The development of two opposite but interdependent processes – globalization and 
localization – is promising on the authors’ opinion. It means, that it will be the subject of 
further research and discussion in the scientific community. For some researchers, these 
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processes are part of a something whole, and the relations among them are strengthened and 
intertwined. For the others, it is the coexistence of opposite, antagonistic, with significant 
contradictions among them. 
 
The second chapter examines the types of TNCs’ international marketing, depending on the 
strength of the impact of globalization and regionalization processes: cascading, global and 
transnational. However, there are no clear patterns of their use, and TNCs may use either 
several types of marketing at the same time or not use one of them. Three main factors of 
influence on changes in the types of TNCs’ international marketing, changes in the priority of 
consumer needs, the desire to enter foreign markets, and increased competitiveness are 
identified. 
 
Taking into account the comparative characteristics of the types of international marketing in 
the 12th indicators in Table 1, certain differences are established in the cascading and global 
types of marketing, and transnational marketing is characterized by mediocrity of values 
among most indicators, shows its rationality in use in practice. 
 
Regarding the study of cascade, global and transnational types of international marketing, we 
note the significant differences in cascade and global types of marketing, and transnational 
marketing is characterized by mediocrity of values among most indicators, which shows its 
rationality in its practical use. 
 
As a result of generalization and systematization of the theory of globalization and 
regionalization, as well as the practical experience of TNCs, a connection was established 
between global regionalization and international marketing activities of TNCs. In accordance 
with the purpose of the article, this made it possible to substantiate the choice of the type of 
international marketing for TNCs depending on the process of global regionalization. 
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