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Abstract. The purpose of the paper is to sum up the theoretical foundations of glocal marketing and the peculiarities
of display of such marketing on the example of marketing mix of Mondeléz International. Methodology. A large amount
of available sources of information devoted to glocal marketing is analysed in order to achieve the purpose of the
research. The research covers and highlights the concepts and ideas concerning this marketing, the sources of which
are works that meet such requirements of information as relevance and reliability best of all. MOreover, the author's
definition of the concept of glocal marketing is given. Mondeléz International is considered in the paper as an example
of a company that uses the glocal approach in marketing. The choice of a company for analysis is so, in particular,
because various representatives of Mondeléz International argue that this company uses a glocal strategy to promote its
products in different countries of the world. Marketing mix of Mondeléz International is considered in the paper on the
example of products under such trademarks as Barni, belVita, Oreo, Picnic, Tang and Toblerone. Results. The paper sums
up the theoretical foundations of glocal marketing and considers the practical examples of the use of such marketing.
There are numerous differences between countries, such as: social, technological, economic, environmental, political,
legal and ethical. It means that marketing has common and distinctive features in different countries. The local aspects
of marketing activities have an impact on the determination of global marketing orientation of a company. At the
same time, every global marketing problem has its local display, and therefore requires a glocal approach in solving
the problem. Glocal marketing is marketing combining the advantages of global and local approaches, taking into
account trends and changes in the marketing environment generated by the dialectics of unity and struggle of the
global and the local. Combining the ideas of global marketing and local marketing allows allay or even completely
avoid the shortcomings occurring if only global or only local approach is used. The same products of a company may
be under another trademarks, have a variety of flavours or forms depending on a country. The product price correlates
with inputs. Mondeléz International often chooses the reduction of its product weight rather than the rise of product
price. Mondeléz International sells its products in 165 countries organized into five segments. Each segment has its
own structure of product consumption and other peculiarities. The product promotion depends on the features of a
product. The positioning of a product may not differ in different countries, but advertising may be altered depending on
the market if needed. The analysis of different sources of information as well as the research of marketing mix confirms
with specific examples that Mondeléz International uses glocal marketing. Practical implications. The advantages and
at the same time the distinctive features of the implementation of glocal marketing are marked out while considering
the theoretical foundations of the research. Such distinctive features have also been supported by specific examples
of activities of Mondeléz International. The research has confirmed the existing theoretical achievements in the field of
glocal marketing. The research is also a continuation and further development of these achievements, concepts and
ideas. Value/originality. Specific examples of activities of Mondeléz International, adduced in the paper, combined with
theoretical foundations of the issue of glocal marketing, are logically united and mutually complementary. The further
development of scientific understanding of the concept of glocal marketing is obtained, as well as the implementation
of its principles in practice. It will help, in particular, to large transnational corporations to conduct efficiently their
activities in markets of different countries under conditions of cultural differentiation manifested in diversity of needs,
tastes and preferences of local consumers. All this is intended for the reduction of costs and the increase of revenues
of such corporations in conditions of the current marketing environment, as well as the maximization of satisfaction of
the customers' needs in different countries.
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1. Introduction

Researches of various authors confirm the existence
of numerous differences between countries in different
dimensions of STEEPLE analysis: social, technological,
economic, environmental, political, legal and ethical.
Economic features of the latter dimension are studied
mostly in terms of cross-cultural management. However,
ethical (cultural) and other components of STEEPLE
analysis are also highly important for marketing of
companies that operate in conditions of heterogeneity
of marketing environment in different countries. First
of all, it regards the peculiarities of needs, tastes and
preferences of local consumers.

Marketing has common and distinctive features in
different countries. Common features are observed not
only among countries sharing the common history. After
all, the traditional marketing mix (product, price, place
and promotion) dictates the marketing foundations
applicable to practically any market conditions of some
country. At the same time, every country has its own
STEEPLE and other peculiarities of development. It
means that product, price, place and promotion may
differ depending on the country where products are
sold. Thus, the local aspects of marketing activities have
an impact on the determination of global marketing
orientation of a company. At the same time, every global
marketing problem has its local display, and therefore
requires a glocal approach in solving the problem.

2. Theoretical foundations of glocal marketing

According to Dacko, glocal marketing is "marketing
on a global scale that emphasizes customization at
the level of local culture. Glocal marketing involves a
combination of global marketing and local marketing"
(Dacko, 2008). The Ukrainian researcher Zhukov
considers that "companies should think globally
while realizing strategic marketing, and act locally
while realizing operational (tactical) marketing with
a focus on some regional features” (Zhukov, 2015).
He uses the concept of "glocalization"” as "a positive
phenomenon of development of international
business in general and international marketing
activities in particular”, as "an effective and promising
hybrid of two current trends — globalization and
localization (regionalization)" (Zhukov, 2015).
There are also other researchers using the concept
of glocalization in marketing. In particular, the
American researcher Kotler defines glocalization as
"the strategy of introducing well-known international
brands into another country with appropriate local
adaptations” (Mirae Asset Global Investments,
2014).

The author defines the glocal marketing as marketing
combining the advantages of global and local
approaches, taking into account trends and changes in
the marketing environment generated by the dialectics

of unity and struggle of the global and the local. The
advantages and at the same time the distinctive features
of the implementation of glocal marketing are:

- marketing strategy's conformity with the processes
of globalization and localization;

- economies of scale thanks to partial standardization
and mass marketing, combined with due attention to
peculiarities of traditions, demand, needs, tastes and
preferences of local consumers;

- taking into account STEEPLE and other features of
development at the global and local levels;

- sufficiently rapid reaction to global and local changes
in the marketing environment of business activities;

- use of experience and achievements obtained in
some countries to improve a company's marketing
activities in other countries.

Resulting from the aforementioned, the glocal
marketing combines the advantages of global marketing
and local marketing. Such synthesis allows allay or even
completely avoid the shortcomings occurring if only
global or only local approach is used.

3. Glocal marketing of Mondeléz International

Mondeléz International, Inc. is one of the world's
largest snack companies with lobal net revenues of
$29.6 billion and earnings from continuing operations
of $7.3 billion in 2015 (Mondeléz International, 2016a).
In Ukraine, the products of the company are sold under
such trademarks as Barni, belVita, Dirol, Halls, Korona,
Luxe, Milka, Oreo, Picnic, Toblerone, TUC and others.

Various representatives of the company argue that
Mondelez International uses a glocal strategy to promote
its products in different countries of the world. Mary Beth
West, Head of Marketing of Mondeléz International (York,
2012), and Chris Montenegro McGrath, Vice President
of Global Public Affairs and Sustainability and Well-
Being of Mondeléz International (Ramakrishnan, 2015),
are among such representatives. Even Irene Rosenfeld,
Chairman and Chief Executive Officer of Mondelez
International, emphasizes that the company uses a glocal
strategy meaning the pairing of global ideas and local
insights (Goudreau, 2013), (Yale School of Management,
2014). Information about the glocal approach in
marketing of Mondeléz International can be found on
the company's official website (Mondeléz International,
2016, p. 3), (Kraft Foods, 2010), (Kraft Foods, 2012),
in researches and articles (Silverstein, Singhi, Liao &
Michael, 2012, pp. 141-142), (Ferrante, 2015, p. 4),
(Khosla & Sawhney, 2013), (Pringle, 2013), (Singapore
Management University, 2013), (The Philippine Beat,
2015), (Clearing Customs, 2012), (Alexander, 2013).

The research of 4P's of marketing of Mondeléz
International below confirms the company's use of
glocal marketing.

Product. Mondeléz International sells Barni products
in more than 40 countries. But these products may be
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under other trademarks in some countries, for instance,
Barny in the UK, Ourson in France, Brumik in Czechia,
and Teddy Grahams in North America (Mondelez
International, 2016b, p. 1).

The Picnic snacks have been being sold in Ukraine
since 1993. This snack can also be bought in other
countries but it may be called otherwise, for example,
Mr.Big in Canada and Lunch Bar in Australia (Mondeléz
International, 2016).

Tangis abillion-dollar brand of Mondeléz International.
This beverage is sold in approximately 35 countries
and is available in a variety of flavours based on local
consumers' preferences. Orange flavour tops the Tang
sales worldwide but local flavours make up 25 per cent of
Tang sales in emerging markets. Different flavours gained
popularity among consumers in different countries, for
instance, orange, orange-mango, apple in Argentina;
orange, grape, pineapple in Brazil; orange, orange-
peach, lemon in China; tamarind, horchata in Mexico;
orange, mango in the Middle East; honey lemon, mango
in the Philippines (Mondeléz International, 2016f).

When Mondeléz International launched Oreo in China,
its cookies were too sweet, too big and too expensive
for Chinese consumers. So Oreo was adapted to the
Chinese market tailoring to local tastes and basing
on a global platform. Today Oreo is sold with locally
relevant flavours like Oreo Green Tea Ice Cream and
in more affordable forms like wafers in China. It is an
example of keeping the global brand architecture intact
but adapting it to local consumer needs. Owing to the
aforementioned, Oreo has become the number one
among cookies in China and this country is now Oreo’s
second largest market in the world. Moreover, Oreo
Thins, created in China, have been successfully launched
in the USA and Australia (Mondeléz International,
2016e).

Price. Like many other companies, Mondeléz
International is experiencing higher costs for numerous
ingredients. The company tries to carry such costs for
as long as possible but when further restraint of its
product price rise is impossible, the company has to
reduce the weight of its products to keep the prices at
a level acceptable to consumers. In 2016 many food
manufacturers raised their product prices due to the
falling value of the pound following the Great Britain's
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decision to leave the European Union. So Mondeléz
International had to reduce the weight of the Toblerone
400g bars to 360g and the 170g bars to 150g in the UK
without changes in packaging or price but changing
the form of bars to ensure Toblerone remained on-shelf
and was affordable to consumers (BBC news, 2016). In
such a way the company tries to avoid significant price
increases for their products choosing the reduction of
its product weight rather than the rise of product price.

Place. Mondelez International sells its products in
165 countries (Mondeléz International, 2016a, p. 1).
The company's operations and management structure
are organized into five reportable operating segments
(Mondeléz International, 2016a):

1) Latin America;

2) Asia Pacific;

3) Eastern Europe, Middle East and Africa
("EEMEA");

4) Europe;

5) North America.

There are different structures of product consumption
in different segments (Table 1). Europe is a segment,
which brought the largest percentage of the company's
net revenues in 2015 — 35.5%, where chocolate gained
the largest percentage — 15.6% of the company's net
revenues in 2015; biscuits (including cookies, crackers
and salted snacks) — 8.2%; beverages — 5.2%; cheese and
grocery — 3.9%; gum and candy — 2.6%. At the same time
Mondeléz International gained the largest percentage of
the 2015 net revenues from the sales of products under
the Biscuit category — 38.5%. Almost the half of the
abovementioned number is from the North America
segment, where biscuits have the largest percentage —
18.8% of the company's net revenues in 2015; gum and
candy — 3.9%; chocolate — 0.8%. In Latin America the
Biscuits category also has the largest percentage while
in Europe, Asia Pacific and EEMEA the largest numbers
has the Chocolate category.

Promotion. Mondeléz International positions belVita
in various countries as breakfast biscuit. The choice
of such kind of positioning is entailed by the fact that
the consumers' breakfast issue may be considered
in both local and global aspects. Breakfast in a local
understanding has some peculiarities depending on
a country. Meanwhile there are also global problems

Table 1
Percentage of 2015 Net Revenues of Mondeléz International by Product Category
Segment _ Product Category Total
Biscuits Chocolate Gum & Candy Beverages Cheese & Grocery
Latin America 5.4% 2.8% 2.6% 2.3% 16.8%
Asia Pacific 4.3% 4.9% 1.4% 1.8% 14.8%
EEMEA 1.8% 3.1% 1.8% 0.9% 9.4%
Europe 8.2% 15.6% 5.2% 3.9% 35.5%
North America 18.8% 0.8% - - 23.5%
Total 38.5% 27.2% 14.4% 11.0% 8.9% 100.0%

(Mondeléz International, 2016a, p. 4)
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related to the issue, for instance, many people around
the world do not pay the required attention to breakfast,
often skipping it due to feeling too pressed for time.
belVita rapidly gained sales popularity even in markets
where breakfast biscuits were an entirely new concept.
belVita is transforming the breakfast category by creating
a new mainstream biscuit occasion. Today this biscuit
is sold in more than 50 countries in such positioning
(Mondeléz International, 2016¢, p. 1). And in 201S
belVita was introduced in China as the first breakfast
biscuit (Mondeléz International, 2016¢).

However, the positioning of a product may not always
be appropriate for all countries where the company is
represented. For instance, Oreo is famous in various
countries with its Twist, lick, dunk ritual. Butin different
countries the Oreo advertising campaign characters can
be different, for example, a boy and his father, a mother
and her son, a boy and his dog, and other combinations.
The advertising campaign prepared by Mondeléez
International is tested with local consumers to see what
resonates best before starting the campaign in some
country. Andlocal employees of the company determine
which variant suits best for a particular country.

Thus, the marketing mix of the company's products
corresponds to glocal ideas, confirming the use of glocal
marketing by Mondeléz International.

4. Conclusions

The purpose of the research has been achieved in the
paper, i.e. summing-up of the theoretical foundations of
glocal marketing and the peculiarities of display of such
marketing on the example of marketing mix of Mondeléz
International has been made. And the following
conclusions have been drawn:

1. There are numerous differences between countries,
such as: social, technological, economic, environmental,
political, legal and ethical. It means that marketing has
common and distinctive features in different countries.
The local aspects of marketing activities have an impact
on the determination of global marketing orientation
of a company. At the same time, every global marketing

problem has its local display, and therefore requires a
glocal approach in solving the problem.

2. Glocal marketing is marketing combining the
advantages of global and local approaches, taking
into account trends and changes in the marketing
environment generated by the dialectics of unity and
struggle of the global and the local. Combining the ideas
of global marketing and local marketing allows allay or
even completely avoid the shortcomings occurring if
only global or only local approach is used.

3. The same products of a company may be under
another trademarks, have a variety of flavours or forms
depending on a country.

4. Theproductprice correlates with inputs. Mondeléz
International often chooses the reduction of its product
weight rather than the rise of product price.

S. Mondeléz International sells its products in 165
countries organized into five segments. Each segment
has its own structure of product consumption and other
peculiarities.

6. 'The product promotion depends on the features
of a product. The positioning of a product may not differ
in different countries, but advertising may be altered
depending on the market if needed.

7. 'The analysis of different sources of information
as well as the research of marketing mix confirms with
specific examples that Mondeléz International uses glocal
marketing.

8. The prospects for further researches in the field
of glocal marketing cover theoretical and practical
aspects of the issue, because glocal marketing is used
not only by companies that say openly about their
use of glocal approach. This type of marketing is also
typical of companies using the global basis for their
activities and applying the necessary adaptations in
marketing according to peculiarities of a country. The
further research of glocal marketing is called upon to
find the most optimal ratio of the global and the local
in glocal marketing approach. In its turn, it will allow to
determine the most optimal strategy of the reduction
of costs and the increase of revenues, while meeting the
needs of local consumers in different countries.
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KaTtepuHa BEX
MAPKETUHI-MWUKC KOMNAHWUWN MPU TINOKAJTIbHOM MAPKETUHIE

AHHoOTauuA. Llesbio pabomel ABnseTcA 00OO06OLIEHNE TEOPETMYECKUX OCHOB [IOKASIbHOTO MApKeTUMHra 1
0COOEHHOCTEN MPOABIIEHNA [AHHOTO MapKeTVHra Ha MNpuMepe MapKeTVHI-MUKca KomnaHum «Mondeléz
International». Memoouka. OnA [OCTMXEeHUs uenu uccnefoBaHua Obll npoaHanuM3nMpoBaH 60MblUO 06bem
JOCTYMHbIX NCTOYHUKOB MHbOPMaLMK O FMoKarbHOM MapKeTuHre. [1na fJaHHOro nccnefoBaHuA 6biv BbIGpaHbl
N OCBelLLeHbl Te KOHLUENuMn 1 ngen o JaHHOM MapKeTUHIe, UCTOYHKAMKN KOTOPbIX SBMAIOTCA paboTbl, KOTOpble
HaunyywyiMm o6pa3om COOTBETCTBYIOT TPEOOBAHUAM aKTYaslbHOCTU 1 JOCTOBEPHOCTU MHbOpMauun. Takxke faHo
aBTOPCKOE ornpefesieHrie MOHATUS «IJIOKaNlbHbI MapKeTuHr». «Mondeléz International» 6bina paccmoTpeHa B
JaHHON paboTe B KayecTBe MpumMepa KOMMaHWW, KOTopasi UCMOMb3yeT roKasbHbI Nnogxof B MapkeTuHre. Ha
BbIOOP KOMMaHWW ANA aHanv3a NoBAUANO, B YaCTHOCTY, U TO, UTO pa3Hble NpefCcTaBUTENN KOMMaHWW yTBEPXKAANN,
yto «Mondeléz International» ncnonb3yeT rnokanbHyto CTpaTernio ANA NPOABUKEHUA CBOEN NPOAYKLMMN B Pa3HbIX
CTpaHax mupa. MapKkeTUHr-mnkc komnanmm «Mondeléz International» paccMoTpeH B gaHHOW paboTe Ha Npumepe
TOBapPOB MOA TOProBbIMY MapKamu «Barni», «belVitax, «Oreo», «Picnic», «Tang», «Toblerone». Pesynemamel. B pabote
00600LLEeHbI TEOPETUYECKME OCHOBbI TOKAIbHOTO MAPKETVHIA, @ TakXKe PacCMOTPEHbl MpPaKTUYecKne npumepsl
NPUMEHEHNA TAaKOro MapKeTuHra. Mexpay CTpaHamu CywecTBYIOT MHOFOYMCIIEHHbIE Pa3fiMunMA, B YaCTHOCTU:
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coumanbHble, TEXHONIOrMYeCcKre, SKOHOMUYECKIE, SKONormyeckmne, NonTnyeckmne, MpaBoBble, 3TUYECKME 1 apyrue.
OTO 0O3HauaeT, UTO MAPKETVHI B Pa3HbiX CTPaHaxX MMEEeT Kak oblyue, Tak U OTIMYKTeNbHble YepTbl. JIoKanbHble
aCneKTbl MAPKETVHIOBOWN AeATENbHOCTM BANUAIOT Ha onpefeneHune rnobasbHOr0 MapKETUHIOBOrO HarpaB/ieHUs
KoMnaHuu. B To ke Bpema Kaxgasa rnobanbHas MapKeTMHroBasA npobsieMa MMeEeT CBOe JIOKaflbHOe BblpaXkeHue,
W, cnepoBaTenbHO, TpebyeT rNoKasbHOrO MOAXOAA K pelleHnto npobnembl. [NOoKanbHbIi MapKeTUHr — 3TO
MapKEeTUHT, KOTOPbI 06beANHAET NpenmyLLecTBa rnobanbHOro 1 NOKanbHOro NOAXOAO0B, yUUTbIBAaET TEHAEHLUN U
N3MeHEeHNA MapKeTUHIOBOW Cpefibl, MTOPOXKAEHHbIE ANANEKTUKON efMHCTBA 1 60PpbObI FM06aNbHOMO 1 TIOKaNbHOrO.
O6befurHeHne naen rnobasibHOro 1 IOKanbHOMrO MapKeTUHra NMO3BOMIAET CMAMYUTb UK aXe NOMHOCTbIO n3bexaTb
Tex HeJOCTaTKOB, KOTOPbIE MPOABATCSA, €C/IN NMPUMEHSATb TONbKO MNMo6asbHbIN WU TONIbKO SOKaNIbHbIA MOAXOA.
OpHM M Te e ToBapbl KOMMaHMV B Pa3HbIX CTPaHaxX MOryT METb Pa3HOe Ha3BaHWe UM BapuraLnio BKYCOBbIX JOOABOK,
BbIMyCKaTbCA B pa3nnyHbix Gopmax. LleHa Ha ToBapbl 3aBUCUT OT LieH Ha NPOK3BOACTBEHHbIE pecypcbl. KomnaHuA
«Mondeléz International» yacTo npuberaeT K BapvaHTy YMeHbLUEHWA Beca CBOMX TOBApOB, YeM K MOBbLILIEHMIO
ueH. «Mondeléz International» peanusyeT cBolo npoaykumio B 165 cTpaHax MMpa, KOTOpble OpraHM3oBaHbl B
NATb PErroHoB. Kaxkapll 13 3TUX PErVIOHOB MMEET CBOI CTPYKTYpY MOTpPebnieHns TOBapoB KOMMAHWKU 1 Apyrue
0cobeHHOCTU. [poABUKEHKe TOBapa 3aBUCUT OT OCODEHHOCTe JaHHOro ToBapa: NMo3NLMOHNPOBaHNE MOXET He
OT/IMYATbCA B Pa3HbIX CTPaHax, HO B PeKNamy MOTyT ObiTb BHECEHbI M3MEHEHUA B 3aBUCMMOCTU OT PbIHKa, eC/v
TaKne n3MeHeHus Heobxoamnmbl. AHaNM3 Pa3INYHbIX UICTOYHUKOB MHOOPMALIMK, @ TaKXKe NCCefoBaHNE MapPKETUHT-
MMKCAa Ha KOHKPETHbIX NpumMepax MNOATBEP)KAAIOT MWCNOMb30BaHME T[NIOKAaIbHOrO MapKeTUHra KoMMnaHuemn
«Mondeléz International». lpakmuyeckoe 3HayeHue. MNpU PACCMOTPEHUN TEOPETUYECKNX OCHOB MCCNIefoBaHMA
6blIV BblAeseHbl NPEMYLLECTBA Y B TO e BPeMs XapaKTepHble YepTbl MPUMEHEHMSA MTOKabHOMO MapKETUHIa,
KOTopble Takke OblIM MOATBEPXAEHbl KOHKPETHbIMU MpumMepamn featenbHoctn «Mondeléz International».
WccnepoBaHne MoOATBepAMnO CyLeCcTBYyOLWME TeOpeTUYecke AOCTVXKEHNA B chepe roKanbHOro MapKeTWHra,
a TaKXe ABNAETCA MPOLOIKEHVMEM W JaNbHENIMM pPa3BUTUEM [JaHHbIX AOCTVXKEHUN, KOHUENUUA U UAEN.
3HauyeHue/opuzuHaneHocme. KoHKpeTHble npumepbl AeatenbHocTu «Mondeléz International», npusenéHHble B
[JaHHOW CTaTbe, B COYETaHUM C TeOpeTMYEeCKMMM OCHOBaMM PAacCMOTPEHUA BOMPOCA IOKaNbHOro MapKeTWHra,
COCTaBNAKT NOrMYyeckoe eAUHCTBO M B3aUMOZOMOMHAEMOCTb. [lonyumno panbHeriwee pasBUTUE Hay4yHOe
NMOHMMaHNE NOHATUA «INTOKAJTbHbIN MAPKETUHI», @ TaKXKe MPYMeHeH1e ero NPUHLUMMNOB Ha NPaKTUKE, YTO MOMOMXKET,
B YaCTHOCTW, KPYMHbIM TPaHCHaLMOHaNbHbIM Kopropaunam 3¢p¢eKTUBHO BECTU CBOKO AEATENbHOCTb Ha PbIHKAX
pasHbIX CTPaH B YCNIOBUAX KyNbTypHOW AnddepeHumaLmm, KoTopasa NpoAaBnAeTca B pasHoobpasny noTpebHocTe,
BKYCOB W NpPeAnoYTeHNI MeCTHbIX NoTpebuTeneid. Bcé 3To Npr3BaHO YMEHbLUUTb Pacxofbl U MNOBLICUTb AOXOAbI
nofobHbIX KOpropauuin B YCIIOBUAX COBPEMEHHOW MAPKETMHIOBOW cCpefbl, a TakXKe MaKCUMK3UPOBaTb
YAOBNIETBOPEHE NOTPEOHOCTEN NoTpebuTtenen B pasHbIX CTPaHax.
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