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GLOBAL MARKETING 

Global Marketing Context/Key Considerations 

 Global marketing strategy is effective in enhancing an organization's product 

awareness and profit maximization. Due to the digital era of online marketing, social media 

proliferation, and highly competitive and global businesses markets, marketing role in 

assisting in gaining insights on the vital defining concepts, business landscape, and customer 

interaction is crucial (Iblasi, Bader and Al-Qreini 2016, p. 16). A company must create a 

marketing campaign to operate on a global scale effectively. This discussion involves a 

concept map consisting of global marketing content or key considerations for HelloFresh 

marketing campaign to promote their meal prep packages in the Middle East.  

 The global market for the company must consider the marketing mix of the product. 

This involves monitoring its product quality and if the product being sold has a demand in the 

foreign market. This promotes understating the suitability of the product in the market. 

Product promotion is crucial in enhancing the product demand to ensure profitability. Choice 

of market location or place determines the customers and number of products to be sold 

within a specific duration. The price of products is determined by the number of similar 

goods in the local market. When the potential country, the middle east, in this context, 

produces high-quality products and selling them at cheaper rates, the global company, 

HelloFresh, cannot sell their products at extremely high prices. Therefore, marketing mix 

analysis is essential for the company.  

 Also, standardization of products should be considered in a global marketing 

campaign. This involves the provision of a standard product in all markets internationally. 

The company must decide whether to introduce different products in the Middle East or sell 

similar products like those sold in the United Kingdom. Such a decision determines price 
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setting and product impact on the new market compared to the existing local products. The 

cost should also be determined for global marketing, including hiring, raw materials, and 

selling point or store. Global markets are also influenced by other political, social, economic, 

legal, and technological environments. Internet is vital in current business (Widodo et al. 

2019, p. 3177). Therefore, it is essential to conduct an in-depth analysis of these 

environments in the Middle East and how they might affect the HelloFresh business in the 

particular country. Therefore, PESTEL analysis would provide a critical market analysis. 

These concepts have been demonstrated in the concept map below.  

 

Literature Review of Concept Map Aspects 

PESTEL Analysis 

 For HelloFresh expansion in the Middle East, I chose Saudi Arabia. This is an 

emerging country, and I believe PESTEL analysis would be a good strategy because it will 

provide an extensive analysis of its market environment for the product. PESTEL analysis 

constitutes a marketing theory utilized for analyzing the economic, political, social, 
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environmental, technological, and legal external factors affecting the organization (Sridhar et 

al. 2016, p. 224; Fosher 2018. P. 3; Pan, Chen and Zhan 2019, p. 1). This model has been 

previously used in organizational management to gain insights on how macro-factors or 

external environments impact organizational growth and development and sustainability. For 

instance, a study using PESTEL was undertaken to examine the ability and resources required 

to establish sustainable tourism. The analysis of these factors can be utilized to take 

advantage and make essential plans for threats when preparing for marketing and strategic 

plans for the business. This analysis is essential for gaining knowledge on the market growth 

or decline potential in Saudi Arabia, the business position, potential, and present businesses 

operations. Besides, PESTEL analysis can be efficient for HelloFresh company marketing 

campaign because it has been effective for marketing planning, strategic planning, research, 

and product development reports (Koumparoulis 2013, p. 32). Also, it ensures proper 

aligning of organization performance with change forces influencing the business 

environment.  

 The political factor in the analysis depicts the influence of government policy on the 

business environment (Song, Sun, and Jin 2017, p. 228; Phan 2021, p. 38). The political 

environment is determined by the degree of stability within the country as it assures whether 

the environment is favorable or unfavorable. An unfavorable political environment includes 

government uncertainty and war. Identification of the political opportunities that favor 

introducing the company's product in Saudi Arabia would help deal with the threats that 

might arise. Public administration structural changes, electronic governance, and political 

environment influence global marketing (Koumparoulis 2013, p. 33). Currently, the political 

environment in Saudi Arabia is stable due to effective governance by the monarch. There are 

no high-level demonstrations and barriers to entry. This has ensured a conducive environment 

for companies to thrive.  
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 The economic environment in the PESTEL model elucidates the economic and 

financial condition regarding interests, tariffs, economic growth, inflation rates, taxes, 

minimum wage, unemployment, working hours, exchange rates, availability of finances, and 

cost of living (Koumparoulis 2013, p. 32; Aithal 2016, p. 112). Identifying the economic 

factors within the business environment enables an organization to respond appropriately. 

Besides, economic conditions impact the success and profitability of an organization due to 

cost, capital availability, and demand effects. When there is a low cost of capital, a business 

can be attracted to invest in the country. Also, during the growth of the overall country's 

economy, there is high demand for products and services. Saudi Arabia has demonstrated her 

capacity to promote trade through imports from other countries such as China, the united 

states, and Germany for steel, fuel, and iron (Shaw, 2021). This indicated that HelloFresh 

could have a significant economic environment for investing.  

 The social dimension involves the society's beliefs, values, opinions, preferences, 

attitudes, and lifestyle. These beliefs affect the products being sold in a particular business 

environment (Koumparoulis 2013, p. 33). The population distribution and growth rates 

influence the type of goods a company should introduce in the market. The majority of the 

population in Suadi Arabia includes young people. Socialization of such groups involves 

current communication trends such as internet access. This demonstrates that majority of 

people in the country access online marketing platforms. Hence, the company can promote its 

products through the internet. Also, the growth rate can influence the HelloFresh product as 

the company will identify the number of consumers based on the population growth.   

 The technological aspect entails advances in technology that allows the company to 

be ready to work and change using the most effective and available technologies (Sridhar et 

al., 2016, p. 227). Identification of new technologies would enable the company to enter the 

market and enhance productivity while reducing entrance and production costs. Nevertheless, 
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changes in technology pose threats to the company, including the increased cost of acquiring 

and maintaining the technology. However, such technology may be an opportunity for 

increased and efficient production. For the HelloFresh company, global communication 

would be influenced by its capacity to communicate effectively. Technological development 

has enabled organizations to quickly respond to global issues, including customer relationship 

management and marketing information systems (Koumparoulis 2013, p. 34). Global 

marketing for HelloFresh will be effective because Saudi Arabia has significantly invested in 

technological innovation, research and development, and entrepreneurship development.  

 The legal aspect entails the laws and regulations within the country. These laws affect 

the ability of organizations to introduce and sell their products in the market (Sridhar et al. 

2016, p. 227). To operate in the country effectively, HelloFresh should identify and operate 

within the confines of Islamic law. Also, the business's values, ethics, and morals should 

adhere to Islamic traditions and laws. Therefore, the company's marketing strategies must 

ensure they conform to these laws.  

 The environmental aspect entails the physical and natural environment, which 

involves the natural resources and raw materials. Through PESTEL, the organization can 

identify pollution and natural resources protection laws (Sridhar et al. 2016, p. 228). For 

instance, pollution would impact the operation and reputation of the company. Therefore, the 

global marketing strategy for the company should be based on environmental protection.  

Global Marketing Mix 

The marketing mix is the conceptual framework and practice of marketing planning. 

It has four elements commonly referred to as the 4 Ps. They are price, product, place, and 

promotion (Goi 2009). For any business enterprise, marketing is a growing segment with 

businesses trying to identify ways to satisfy their constantly changing industry's and 

customers' needs. Marketing is also essential due to the current global increase in the service 
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industry, technological advances, and the need to build long-lasting business relationships 

(Constantinides 2006). Since HelloFresh aims to penetrate the global market in the Middle 

East, a marketing mix with significant considerations on the social, demographic, political, 

economic, and cultural influences would transform the nature and behavior of their consumer 

needs. Thus, the global marketing mix directly impacts the consumer marketing environment 

leading to competitive sales.   

In the global market, it would be challenging to market products due to the 

heterogeneity of markets. Budget constraints and market heterogeneity facilitate a business to 

establish a relationship between the 4PS of the marketing mix.  The marketing mix resource 

allocation, which involves distribution and advertising intensity, is usually moderated by the 

characteristics of a particular market (Bahadir, Bharadwaj, and Srivastava 2015). In this case, 

the marketing mix of hello fresh in the Middle East would be determined by the country-

market characteristics.  Beginning with price, it has the most significant influence on 

emerging and developing markets because of its sales elasticity. Price also determines the 

accessibility of a product to different consumer populations within a market (Bahadir, 

Bharadwaj, and Srivastava 2015). When a product or service has fully penetrated the market, 

it could be customized to enhance customers' needs and mitigate the impacts of high prices 

on brand sales.   

Place in the marketing mix enhances any impending adverse effects of price. In the 

international marketplace, factors such as government regulations, international pricing 

strategy, and legislation often determine the realities of a marketing mix strategies (Powers 

and Loyka 2010). Also, place adaptations are necessary for a successful global marketing 

mix. Such adaptations that would be important for helloFresh in the Middle East countries 

include establishing distribution, transportation, and inventory (Powers and Loyka 2010). 

Transportation and distribution cost rapidly increase in new markets. Effective distribution is 
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achievable through diversification regarding a countries' population and concentration 

depending on segments that enhance efficiency.  

The promotion marketing mix is powerfully relaid to business' performance. It is 

necessary to compete effectively in dynamic markets (Naik, Raman, and Winer 2005). 

Promotion and advertising affect a brand's share, interaction effects because it promotes the 

effectiveness of other elements in a marketing mix. In the business environment, it is believed 

that brands become significant to promotion and advertisements. In dynamic global markets, 

promotions cause dynamic endogeneity (Naik, Raman, and Winer 2005). Countries in the 

Middle East are likely to have dynamic markets for helloFresh products. To ensure 

competitiveness in the market, hellloFresh managers would incorporate strategic foresight 

plans to make optimal decisions for promotion and advertising.  

The market mix of great interest is the product because it is the fundamental driver of 

brand sales. Product features teach consumers in an emerging market the existing offers that 

fit their needs (Bahadir, Bharadwaj, and Srivastava 2015). Firms that introduce product 

innovations regularly are likely to receive positive responses from their target consumers. 

Entry of new products in new markets is made by advertising and promotions. Developing a 

global product is an essential international marketing strategy (Powers and Loyka 2010). 

HelloFresh would create products that are specifically adapted to the market characteristics of 

each country in the Middle East. Such would meet the consumers' local responsiveness and 

the business 'global efficiency goals. Also, product standardization would increase the 

efficacy level and adaption of individual marketing mix elements.  
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