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Introduction
The global economic integration has brought a new reality to marketers. Currently, global trade is driven by worldwide competition including the global companies for global consumers. In global marketing strategy, products and services are usually similar in various international markets (Doole, Lowe & Kenyon, 2016). The global marketing strategy has both opportunities and risks for an organization
Opportunities
Broader Market
Global marketing facilitates growth for an organization customer base by reaching out to more customers in different geographical location (Doole, Lowe & Kenyon, 2016). The use of internet has made the transactions to be easier right from the marketing function to the delivery of products and services. Thus, an organization trades online and supplies the products or services to the customers' doorstep. 
Diversification of Risk 
Multinational companies diversify risks by having operations in the global markets (Abdullah Saif, 2015). When one market is economically affected, the performance of others offset the possible loss. Further, a saturated market has lesser earnings to an organization. Thus, expanding operations to foreign markets assures an organization of more sales revenue and enhance the profitability of the business. 


Economies of Scale
The trend in the consumer behavior gives multinational companies economies of scale through advertisement. Since the consumption trend is similar, the international business applies same advertisement strategies in the international markets such as the use of social media thus saving the cost of advertisement and marketing (Singh, Lehnert & Bostick, 2012). 
Risks
Local or Regional Marketing Competition
A global marketing strategy focuses on general trends in the world. It usually disregards the finer details of the individual market segment. The focus is on the general trend and not on the specific trend of a segment. This gives room for competitors to identifying the local need better and developing products that meet the consumer expectation. Local competitors are more experienced with the local culture, taste, and preference and thus, are better positioned to meet the local consumers’ needs and expectations relative to international competitors (Doole, Lowe & Kenyon, 2016). 
Risk of Imitation
Multinational companies usually enter into foreign markets through alliances with local firms to trade under their brand name (Doole, Lowe & Kenyon, 2016). Thus, a local market carries out business with the foreign firm’s brand name. This strategy most likely leads to imitation and loss of control over products. The local companies can imitate the development of the products and develop products that resemble the original products. 

Risk of Abrupt Shocks 
The dynamism of consumer behavior poses a significant risk to multinational corporations that practice global marketing strategies. A new product in the market that suits the “global teenager” translates to an immediate loss of business (Abdullah Saif, 2015). When the product becomes out of fashion, an organization is likely to halt business or invest a lot in developing a newer trend to compete in the international markets. 
Local and Regional Marketing Strategies
The trend in the business environment has evolved tremendously over the years. Traditionally, under the protectionist regime where a country controlled what enters or leaves a country (Doole, Lowe & Kenyon, 2016), marketing strategies were solely intended for local consumers. However, the era of globalization and economic integration has made marketing strategy to shift. The growth in technology has made the geographical locations closer where transactions take place through the internet. According to the trend, the local or regional marketing strategies for a brand would be irrelevant in the future. Consumers are attaching more value to brands that meet their expectation and promises sustainability in future (Abdullah Saif, 2015). Thus, global marketing for brands would supersede the local or regional marketing strategies in the future for global products and global consumers.
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