Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 44 No. 4 (2023)

The Role of Digital Marketing In Flourishing
International Businesses

I Dr. 1. Parvin Banu , PIDr. R. Sivaramakrishnan , BIDr. M. Jayanthi , “IDr. A. Kanimozhi,
BIDr. B. Saranya

[LAssociate Professor and Head, PG and Research Department of International Business , Sri
Ramakrishna College of Arts & Science , Coimbatore

2] Assistant Professor, PG and Research Department of International Business ,Sri Ramakrishna
College of Arts & Science , Coimbatore

B Assistant Professor , PG and Research Department of International Business , Sri Ramakrishna
College of Arts & Science ,Coimbatore

[4 Assistant Professor, PG and Research Department of International Business , Sri Ramakrishna
College of Arts & Science , Coimbatore

BlAssociate Professor, Department of Foreign Trade, PSG College of Arts and Science, Coimbatore

Abstract: The development and success of foreign businesses rely heavily on digital marketing in the modern
global business environment. In order to highlight its relevance in the context of globalization, this article
explores the diverse effects of digital marketing tactics on enterprises extending their reach beyond national
boundaries. This discourse includes the phrases "digital marketing,” “international businesses,"
"globalization,” and "growth," providing a thorough review of how the interaction of these components fosters
the growth of international businesses in a world that is digitally linked. Organizations may be empowered to
build a strong online presence, target a variety of markets, improve brand awareness, interact with a global
audience, and eventually achieve sustainable worldwide expansion by leveraging digital marketing tools and
practices. This study shows the dynamic tactics that support digital marketing's efficacy and emphasizes its
crucial function as a success accelerator in the contemporary, global company environment.

1. Introduction:

The importance of digital marketing to the expansion and development of multinational firms is
undeniable in the interconnected world market of today. The usage of digital marketing methods has become
more important for businesses looking to grow their reach and succeed on the global scale as the world gets
more and more computerized. This brief introduction lays the ground for a thorough examination of how digital
marketing functions as a key component in the success of multinational corporations by acting as a crucial
conduit between companies and their diversified, global customer base.

2. Review Of The Literature:

The vital role that digital marketing plays in the success of global organizations has been the topic of
in-depth study and debate in recent years. In this overview, significant research in the topic is highlighted
together with relevant discoveries and insights.

Digital Marketing Techniques for Global Growth The many digital marketing tactics that
organizations might use while going global have been studied by researchers like Chaffey and Ellis-Chadwick
(2019). They stress the significance of adapting techniques to regional markets while taking into account
elements like lingo, culture, and customer behavior.

Impact on Brand exposure: Smith and Taylor's study from 2019 emphasizes the importance of digital
marketing in raising brand exposure on a worldwide level. They contend that in order for foreign firms to reach
a larger audience, they must have a strong online presence built through social media marketing and search
engine optimization.

Customer Relationship Management (CRM): Digital marketing aids in recruiting consumers as well
as keeping them interested and loyal. In their discussion of the potential of social media and email marketing to
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develop connections with a worldwide client base, Kaplan and Haenlein (2019) place a strong emphasis on the
need of customized and pertinent information.

Challenges and Adaptability: International firms have difficulties because of language hurdles, data
privacy laws, and variations in customer behavior, according to Helfert and Liedtke (2020). They emphasize the
need of flexibility and a thorough knowledge of the global digital ecosystem.

new Technologies: Shin and Lee's (2018) research explores how new technologies like chatbots and
artificial intelligence are affecting global digital marketing. These technologies allow creative approaches to
interact with global clients and deliver individualized experiences.

Return on investment (ROI) evaluation: Research by Kannan et al. (2017) underlines the significance of
calculating ROI for digital marketing initiatives. They offer information on methods for evaluating the success
of digital marketing efforts in a global setting.

3. Statement Of The Problem:

Effectively extending their reach and attaining sustainable growth are challenges faced by international
firms working in a continuously changing global environment. The challenge in this situation is figuring out the
specific function and influence of digital marketing methods in promoting achievement. In order to overcome
obstacles, target a variety of markets, and interact with a worldwide audience, the question of how multinational
corporations can fully utilize the potential of digital marketing emerges. Furthermore, because digital marketing
is always evolving and changing, it's important to be aware of the difficulties and concerns with adaptation that
can prevent its effective application for expanding a firm internationally. This research tries to address these
important concerns and shed light on the crucial part that digital marketing plays in the success of global
organizations.

4. Objectives Of The Study

e To evaluate the role that digital marketing plays in the growth of global companies.

e To investigate how worldwide brand awareness and visibility are improved by using digital
marketing tactics.

e To examine how digital marketing enables the involvement of various global audiences.

e Explore the dynamic nature of digital marketing strategies in the context of globalization.

¢ Identify the problems and possibilities connected with digital marketing for multinational firms.

e To offer analysis and suggestions for enhancing digital marketing initiatives for global business
expansion.

5. Scope Of The Study:

This research explores the cutting-edge field of digital marketing and its crucial contribution to the
expansion of global enterprises. It tries to examine how different facets of digital marketing tactics used globally
affect market growth, brand recognition, consumer involvement, and overall performance on the global stage.
The study will look at various digital marketing strategies and technologies, as well as the difficulties faced by
organizations operating abroad and the chances opened up by such strategies in a global setting. While the
study's primary focus is on the positive effects, it will also take into account any potential drawbacks and how
digital marketing methods are always evolving in this constantly shifting environment.

6. Research Methodology:

This study uses a mixed-methods approach to fully explore how digital marketing contributes to the
success of global firms.

The research strategy combines qualitative and quantitative techniques. In-depth interviews with
industry professionals and case studies of prosperous worldwide firms will be done qualitatively to gather
insights into real-world tactics and encounters.

Surveys and data analysis will be utilized quantitatively to gather and assess statistical data on the
efficacy of different digital marketing strategies and their effect on the expansion of global business.
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A literature evaluation will also be included of the study to give the investigation with theoretical and
conceptual framework.

The combination of various research techniques enables a comprehensive analysis of the topic,
providing a comprehensive grasp of how digital marketing supports the growth of global firms.

7. Limitation Of The Study:

It's crucial to note that this study has a number of limitations. First, differences in industry, firm size,
and geographical inequalities, which might affect the efficacy of digital marketing techniques, may limit the
findings' capacity to be generalized. Second, the study depends on already-collected information that may have
limits in terms of its breadth, quality, and currentness. Third, given the ongoing development of new
technologies and platforms, the dynamic nature of the digital marketing field presents a hurdle since the findings
could become stale. Additionally, this research may not completely address the influence that linguistic and
cultural variations might have on the application of particular techniques. The thoroughness and objectivity of
the study may also be impacted by resource limitations and the possibility of bias in case studies and interviews.
Finally, although they are outside the purview of this study, external variables like economic changes and
geopolitical developments may have an impact on the performance of foreign businesses.

8. Analysis And Intepretation

Table 1: Demographic variables of the respondents

Demographic variables Particulars Frequency | Percent
Male 19 12.7
Gender
Female 131 87.3
High School 15 10.0
) Bachelor's 27 18.0
Educational Background
Master's 61 40.7
Others 47 31.3
Lessthan 1 Year 62 41.3
Years of Experience in Digital |1to 2 Years 54 36.0
Marketing 310 4 Years 29 19.3
More than 4 Years 5 3.3
Total 150 100.0

Gender: 19 men (12.7%) out of 131 responders were female (87.3%). In this survey, female
respondents made up 87.3% of the sample, while male respondents made up 12.7%.

Educational Background: High school: 15 respondents (10%), Bachelor's: 27 respondents (18%),
Master's: 61 respondents (40.7%), and Others: 47 respondents (31.3%). The respondents' educational
backgrounds varied, with a Master's degree being held by the greatest number, or 40.7%, of respondents. A
sizable fraction, 31.3%, had educational credentials that fell under the "Others" category, demonstrating that the
sample’s participants came from a variety of educational backgrounds.

Years of Experience in Digital Marketing: Less than One Year: 62 respondents (41.3%); One to Two
Years: 54 respondents (36.0%); Three to Four Years: 29 respondents (19.3%); and Four Years or More: 5
respondents (3.3%). The majority of respondents (41.3%) had less than one year of experience, with the
distribution of years of experience in digital marketing being variable. This suggests that a sizeable fraction of
the sample may be very inexperienced, although a smaller share (3.3%) had more than four years of expertise.

These demographic factors reflect the respondents' gender distribution, educational backgrounds, and
degrees of expertise in digital marketing, which are all important clues about how the survey sample was put up.
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Understanding the variety of viewpoints within the research and how various demographics may affect survey

respondent replies might be aided by these revelations.
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Fig 1: Demographic variables of the respondents

DIGITAL MARKETING IN FLOURISHING INTERNATIONAL BUSINESSES

Table 2
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .835
Bartlett's Test of Sphericity |Approx. Chi-Square 234.791
df 36
Sig. .000

The dataset can be used for factor analysis, according to the findings of the KMO (Kaiser-Meyer-
Olkin) Measure of Sampling Adequacy and Bartlett's Test of Sphericity. The KMO value of 0.835 is much
higher than the cutoff point of 0.5, indicating that the data is suitable for factor analysis. The results of Bartlett's
Test also produced a very significant p-value (Sig. = 0.000), demonstrating the existence of substantial
correlations across the dataset's variables. These results demonstrate that factor analysis of the data is suitable
and that significant patterns and interactions between variables may be examined.

Table 3: Total Variance Explained

Extraction Sums of Squared Rotation Sums of Squared
Initial Eigenvalues Loadings Loadings

Compon % of Cumulativ % of Cumulative % of Cumulati
ent Total | Variance e % Total | Variance % Total | Variance ve%
1 3.086 34.292 34.292| 3.086 34.292 34.292| 3.086 34.292| 34.292
2 1.126 12.511 46.804| 1.126 12511 46.804| 1.126 12,511 46.804
3 .936 10.400 57.204
4 .889 9.882 67.086
5 721 8.009 75.095
6 .667 7.407 82.502
7 .596 6.620 89.123
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8 497 5.523 94.645
9 482 5.355| 100.000
Extraction Method: Principal Component
Analysis.

The Total Variance Explained by Principal Component Analysis is shown in the table. There are two
important elements found. The first component accounts for 34.292% of the overall variation, and the second
component adds 12.511% more. These two components can explain a significant percentage of the variability in
the dataset, since they combined account for a total variation of 46.804%. Despite being discovered, the
remaining factors do not appreciably add to the variation. This result offers important insights into the
dimensionality of the data, showing that the first two main components account for the majority of the dataset's

variability, making them crucial for comprehending and summarizing the data.
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Table 4: Rotated Component Matrix for

Component

1 2
Digital marketing is essential for the international expansion of businesses. .676 117
My company effectively tailors digital marketing strategies to local markets when 715 - 199
expanding internationally. ' '
The online presence created through digital marketing significantly impacts 715 230
brand visibility on a global scale. ' '
Social media marketing is a valuable tool for international businesses to engage with a 652 039
global customer base. ' '
Email marketing helps in building and maintaining relationships with 793 049

international customers.
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My company faces challenges related to data privacy regulations when conducting 612 177
international digital marketing efforts. ' '
The adaptability of our digital marketing strategies is crucial when operating in diverse 447 115
international markets. ' '
Emerging technologies like Al and chatbots have a significant impact on the 181 795
effectiveness of international digital marketing. ' '
We regularly evaluate the return on investment (ROI) of our international digital 298 668
marketing campaigns. ' '

Extraction Method: Principal Component Analysis.
Rotation Method: Quartimax with Kaiser Normalization.

a. Rotation converged in 2 iterations.

The loadings of each survey question on the two determined main components are shown in the
Rotated Component Matrix that results from the Quartimax rotation with Kaiser Normalization. The majority of
the questions in Component 1 are concerned with the value and efficacy of digital marketing for expanding a
firm internationally, as well as how it affects brand recognition and customer connections abroad.
Comparatively, Component 2 is characterized by queries on the difficulties encountered in global digital
marketing, the flexibility of tactics in various markets, and the impact of cutting-edge technology like Al and
chatbots.. It's noteworthy that Component 2 likewise implies a substantial antagonistic link with the assessment
of ROI. For further analysis and interpretation, these results offer a greater understanding of the underlying
variables in the dataset and how survey questions cluster around these elements.

Table 5: Descriptive Statistics for Digital Marketing and International Business

N Mean SD
My company_effgctlvely_talIors digital marketing strategies to local markets 150 76| 1.208
when expanding internationally.
The onl_ln_e _p_resence created through digital marketing significantly impacts 150 2871 1151
brand visibility on a global scale.
!Emall rr_1arket|ng helps in building and maintaining relationships with 150 2671 1245
international customers.
Emergmg technqlogles I_|ke Al .ar.1d chatbots_ have a significant impact on the 150 251 1246
effectiveness of international digital marketing.
Valid N (listwise) 150

e The descriptive statistics for the investigated international business and digital marketing
components reveal important insights. The average replies from the 150 participants are represented
by the mean scores for these factors.

e + The mean score for the statement, "My company effectively adapts digital marketing strategies to
local markets when expanding internationally,"” is 2.76. This indicates that, on average, respondents
tend to agree that their companies are only moderately effective at doing this.

e « With a mean score of 2.87, the statement "The online presence created through digital marketing
significantly impacts brand visibility on a global scale” reflects a fairly favorable opinion of the
impact of online presence on brand recognition.

e < The mean score is 2.67 for the response "Email marketing helps in building and maintaining
relationships with international customers," indicating a modest degree of agreement with regard to
the function of email marketing in managing relationships with foreign clients.

3578



Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 44 No. 4 (2023)

e “A mean score of 2,51 was assigned to the statement, "Emerging technologies, such as Al and
chatbots, have a significant impact on the effectiveness of international digital marketing,"”
indicating a moderate degree of agreement.

The standard deviations shed light on the variability or dispersion of answers. Standard deviations
varied in this instance, showing varying degrees of agreement or disagreement among respondents on various
facets of global trade and digital marketing. Overall, these figures give a broad picture of the main trends and
variation in respondents' impressions of key aspects of international corporate digital marketing.

Comparison between gender and perception of respondents towards Digital Marketing and International
Business

Hol: No relationship exists between gender and perception of respondents towards Digital Marketing and

International Business

Table 6
Gender N | Mean Rank | Chi-Square | Asymp. Sig.
Male 19 78.39
Female 131 75.08 754 .004
Total 150

The table shows the results of a Mann-Whitney U test comparing the mean ranks of male and female
respondents on their perception of digital marketing and international business. The p-value of 0.004 is less than
the significance level of 0.05, so we reject the null hypothesis and conclude that there is a significant difference
in perception between male and female respondents.

The mean rank for male respondents (78.39) is higher than the mean rank for female respondents
(75.08), which suggests that male respondents tend to have a more positive perception of digital marketing and
international business than female respondents.

Comparison between demographic variables and perception of respondents towards Digital Marketing
and International Business

Ho2: No relationship exists between demographic variables and perception of respondents towards Digital
Marketing and International Business

Table 7
Demographic variables Particulars N | Mean SD F Sig

High School 15 3.08| 0.849
Bachelor's 27 2.90| 0.809

Educational Background Master's 61 2.61| 0.693| 2.692| .048
Others 47 2.59| 0.696
Total 150 2.70| 0.744
Less than 1 Year 62 2.71| 0.663
) o 1t0 2 Years 54 2.75| 0.882

vears of E&Z‘:L’:{:ﬁ; InDigital 130 4 Years 20 264 0604 .267| .849
More than 4 Years 5 2.50| 0.984
Total 150 2.70| 0.744

The ANOVA test results show that there is a significant difference in perception of digital marketing
and international business between respondents with different educational backgrounds (F(3, 146) = 2.692, p =
.048). This means that the null hypothesis (Ho2) can be rejected.
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The result suggests that respondents with higher levels of education have a more positive perception of
digital marketing and international business. However, it is important to note that the differences in mean
perception scores are relatively small.

One possible explanation for this finding is that respondents with higher levels of education are more
likely to be exposed to digital marketing and international business concepts. For example, they may be more
likely to take courses on these topics or to work in industries that use them.

Another possible explanation is that respondents with higher levels of education are more likely to see
the benefits of digital marketing and international business. For example, they may be more aware of the
potential to reach new customers and markets through these channels.

It is also important to note that other factors, such as age, work experience, and income, may also
influence perception of digital marketing and international business. Future research could investigate the
combined effects of these factors on perception.

9. Findings

o 87.3% of the respondents in this research were female, making them the majority.

e 40.7% of those surveyed had a master's degree, the highest rate.41.3% of respondents had less than
one year of experience, which is the majority.

e The first two main components account for the majority of the dataset's variability, making them
crucial for comprehending and presenting the data. For further analysis and interpretation, these
results offer a greater understanding of the underlying variables in the dataset and how survey
questions cluster around these elements.

e Overall, these figures give a broad picture of the main trends and variation in respondents'
impressions of key aspects of international corporate digital marketing.

e The gender differences in this sample are statistically significant, suggesting that gender may have
an impact on the variable under study.

e The ANOVA test results suggest that there is a relationship between educational background and
perception of digital marketing and international business. However, more research is needed to
understand the nature of this relationship and the other factors that may influence perception.

e The length of digital marketing experience has little bearing on the variable of interest in the context
of this investigation.

10. Suggestions

¢ Educate respondents about the benefits of digital marketing and international business. This can be
done through public awareness campaigns, educational workshops, and school curricula.

e Make digital marketing and international business more accessible to respondents with all levels of
education. This can be done by offering affordable training programs and developing easy-to-use
digital marketing tools.

e Promote the success stories of businesses that have used digital marketing and international
business to grow and succeed. This can be done through case studies, testimonials, and media
coverage.

e The offered solutions mostly concentrate on condensing significant results and their ramifications.
You can think about weaving these ideas together to create a coherent narrative to improve the
document's clarity and readability. You may begin with an introduction that highlights the
respondents’ main demographics, such as the fact that the majority are female and have graduate
degrees, and then provide details on their experience with digital marketing and the impact of
gender. You may next go into the relevance of main components and emphasize the significance of
these results for additional research and interpretation in your conclusion. The results will be
presented in a more logical and interesting manner thanks to this organised method.
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11. Conclusion

In conclusion, the study's demographic data showed that the respondent group was primarily made up

of women, that Master's degree holders were widely represented, and that a sizable number of the respondents
had less than a year of experience in digital marketing. The value of the first two main components for data
interpretation is shown by the significance of these components in capturing the variability of the dataset. These
figures highlight the possible impact of gender on the examined variables and provide insightful information on
respondents’ perspectives of digital marketing in international company. The study further reveals that the
variable of interest may not be considerably impacted by the length of expertise in digital marketing. These
results provide a solid basis for additional investigation and a more thorough examination of the variables at
play in the dataset.
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