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Abstract: The globalized economy demands that businesses implement international marketing 

strategies to achieve market competition and expansion. All companies regardless of their size or 

national origin need to determine their path for international market entry and their approach to 

foreign market positioning. This paper investigates four key internationalization theories namely 

the Uppsala Model, the Born Global perspective, transaction cost theory and the resource-based 

view of the firm. The paper investigates the four main international marketing approaches which 

include international strategy, global strategy, multinational strategy and transnational strategy. 

The analysis focuses on international marketing operations in global markets through 

organizational processes and entrepreneurial choices while examining specific challenges and 

advantages for Greek businesses and international companies. The paper demonstrates that 

internationalization represents both a strategic business decision as well as an organizational 

change which needs resource and functional alignment with corporate vision. 
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INTRODUCTION  

 

Theoretical Approaches to International Marketing 

International marketing research operates within established frameworks of international business 

and strategic management theory. Different frameworks provide distinct perspectives which 

explain the methods and motivations behind international business expansion. The Uppsala Model 

stands as one of the most influential internationalization theories. Johanson and Vahlne established 

the Uppsala Model in the 1970s which states that businesses expand their operations through 

incremental steps starting with markets that share physical and cultural characteristics before 

advancing to more distant locations. The expansion of firms depends on experiential learning 

because they acquire market knowledge which enables them to allocate more resources and 

establish deeper market involvement. A Greek food producer would start by exporting to Cyprus 
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and Italy before expanding to Asian markets according to the Uppsala model's sequential 

expansion pattern. 

 

The Born Global perspective presents an alternative model, which contradicts the traditional step-

by-step internationalization approach. The Born Global perspective emerged during the 1990s to 

describe small innovative businesses which enter international markets at a fast pace from their 

birth. These companies depend on technology, international connections and specialized market 

segments for their operations. For example, a Greek software startup can begin operations with 

European and North American clients right away because knowledge-based businesses can skip 

traditional expansion stages (Katsikeas et. al, 2020). 

 

Transaction cost theory delineates how businesses select their entry methods when entering foreign 

markets. The selection between exporting, licensing and direct investment depends on the 

expenses involved in managing and supervising operations that span international borders. The 

decision to use wholly owned subsidiaries depends on transaction costs because high costs lead to 

this choice while low costs make exporting or licensing more effective. 

 

The resource-based view (RBV) introduces an additional perspective to the analysis. A firm 

achieves international success through the possession of resources which are valuable, rare, 

inimitable and non-substitutable (VRIN). Companies with strong brands, patented technologies 

and specialized marketing skills achieve international success according to Onkvisit et. al (2007). 

For example, Greek businesses use their Mediterranean diet heritage as a valuable resource to 

establish market differentiation in foreign markets. 

 

The multiple theoretical frameworks presented above demonstrate that internationalization 

involves learning development, resource management, cost optimization and entrepreneurial 

leadership. 

 

Key Types of International Marketing Strategies 

Firms that expand internationally need to decide on their strategic market positioning approach. 

The literature shows that international marketing strategies consist of four main categories which 

include international and global and multinational and transnational approaches. The different 

strategies present varying degrees of efficiency and local market adaptation. 

 

International Strategy 

The international strategy views international markets as identical to domestic markets. The 

company exports products without changes while maintaining all operational knowledge at its 

headquarters. The strategy works best for companies with restricted resources and standardized 

consumer tastes across markets (Chung et. al, 2012). A Greek winery that sends bottled wine to 

Germany without changing their labeling or marketing approach operates under an international 
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strategy. The main drawback of this approach is its weak ability to adapt to local market 

requirements and its complete dependence on domestic market expertise. 

 

Global Strategy 

Global strategy focuses on creating standardized approaches for all markets. This strategy involves 

creating identical products and marketing campaigns for all markets to achieve cost reduction and 

brand consistency and scale benefits. Apple's iPhone and Coca-Cola's main product serve as 

examples of standardized products which receive minimal local market adjustments. The global 

strategy enables firms to achieve high efficiency while maintaining strong global brand 

recognition. The main weakness of this approach stems from its inability to understand cultural 

differences which may reduce its effectiveness in various markets (Doole et al. 2012). 

 

Multinational Strategy 

Multinational strategy operates in direct opposition to the global strategy. This strategy focuses on 

adapting products and marketing to match the specific requirements of each individual market. 

Multinational corporations build independent subsidiaries that function with a moderate degree of 

autonomy. McDonald's creates different menu options for each country of operations. Greek 

businesses that use this strategy need to modify their food packaging, obtain necessary 

certifications and adjust recipes to fulfill foreign market requirements and consumer tastes. 

Multinational strategy requires significant investment and embraces high levels of organizational 

complexity, yet enables businesses to establish dominant positions in their target markets 

(Aspelund et al. 2007). 

 

Transnational Strategy 

Transnational strategy unites global operational efficiency with local market adaptability to 

achieve its goals. The implementation of this method requires advanced organizational 

management capabilities because of its intricate nature. Unilever operates as a model company 

which combines worldwide resource sharing with customized product development for different 

market needs. Unilever combines worldwide research and development with customized product 

packaging and marketing strategies for specific regional markets (Felzensztein et al. 2014). Greek 

businesses can use a transnational approach to maintain brand unity while their local distributors 

create cultural-specific marketing content. 

 

International Marketing in Global Markets 

International marketing success depends on more than strategic planning because it requires proper 

execution. The management of worldwide business operations across multiple cultural 

environments demands both operational effectiveness and cultural awareness. 

The organizational framework of international business includes global supply chain management 

together with international logistics, pricing strategies, marketing and communication methods. 

The process of international expansion requires Greek companies to merge market data with 
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cultural-specific campaign development as well as legal and regulatory framework compliance 

(Kozlenkova et. al, 2021). 

 

Greek businesses face limited domestic market opportunities which drive them to expand their 

operations into foreign markets for business development. The shipping industry showcases Greek 

companies' leadership in global markets through their combination of family business knowledge, 

professional networks and adaptable operations. The tourism industry shows how Greek 

businesses promote their cultural heritage and natural attractions to international visitors. The 

marketing campaigns of Greek businesses modify their content to match European tourists' interest 

in history and culture but focus on leisure and luxury experiences for Asian visitors (Katsikeas et. 

al, 2020). 

 

International corporations function at a bigger scale than their domestic counterparts. These 

organizations depend on automated systems, digital platforms and marketing approaches that use 

data analytics. The main difficulty for these companies lies in achieving market consistency while 

adapting to various consumer conduct patterns and regulatory requirements. 

 

Internationalization Decisions and Entrepreneurial Processes 

The strategic choices made in internationalization processes determine how companies will 

perform in the long run. These include: 

• Market Selection: It refers to the process of selecting target markets for entr, which depends 

on factors such as market growth potential, competitive environment and geographical closeness. 

• Entry Mode Choice: It is the selection between exporting, licensing, joint ventures and 

establishing subsidiaries which represents a strategic decision that balances risk exposure with 

control levels and resource investment. 

• Resource Allocation: Companies need to dedicate their financial resources, human capital 

and technological assets to support their international business expansion. 

 

Entrepreneurial processes guide decision-making for international business expansion. Companies 

with entrepreneurial orientation that includes risk-taking, innovativeness and proactiveness tend 

to achieve better international business results. The combination of product innovation and cultural 

understanding enables companies to create market-ready products and maintain successful 

communication with international customers (Tien et. al, 2019). 

 

Greek businesses encounter specific obstacles when expanding their operations internationally. 

The shortage of financial resources prevents Greek companies from making substantial foreign 

investments. The companies achieve their goals through adaptable business approaches, focused 

operations and strategic alliances. For example, small Greek olive oil producers achieve foreign 

market entry through distribution partnerships which enable them to maintain their brand identity 

while sharing operational costs (Solberg & Durrieu, 2023). 
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Multinational corporations with extensive organizational structures maintain their entrepreneurial 

operations throughout their complex business systems. Organizations' slow decision-making 

process is offset by their ability to leverage extensive resources and worldwide connections for 

market advantage. 

 

CONCLUSION 

 

Firms use international marketing strategies to establish their operations outside their home 

market. The Uppsala Model, the Born Global perspective, transaction cost theory and the resource-

based view provide separate explanations about why companies expand internationally and how 

they do it. The four strategic orientations international, global, multinational and transnational 

provide businesses with multiple approaches to achieve operational efficiency and market 

responsiveness. Greek businesses must internationalize because that is their only path to survival. 

The limited space of their home market force Greek businesses to explore international markets 

for growth. Their business success stems from utilizing their distinctive cultural assets together 

with fast-paced entrepreneurial methods and specialized market positions. Large multinational 

corporations face the dual challenge of controlling complex operations while maintaining 

standardized practices and making suitable local adjustments. International marketing success 

requires organizations to maintain strategic alignment between their business approach, 

operational systems and entrepreneurial direction. Organizations that unite these elements 

successfully will be able to compete in global markets while sustaining long-term expansion. 
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