ExoHoMika ma ynpaeniHHs HayioHaslbHUM 20crnodapcmeom

UDC 339.9 DOI: 10.26906/EiR.2024.1(92).3304
JEL F13, M37

THE IMPORTANCE OF ADVERTISING IN GLOBAL TRADE

Muslumat Allahverdiyeva*, Doctor of Economic Sciences, Docent
Azerbaijan State University of Economics
Konul Aghayeva**, Ph.D., Associate Professor
Azerbaijan University of Architecture and Construction
Sona Tavakkulova, Master student
Azerbaijan State University of Economics

*ORCID 0000-0001-9868-5105
**ORCID 0000-0002-7455-073X

© Muslumat Allahverdiyeva, 2024
© Konul Aghayeva, 2024
© Sona Tavakkulova, 2024

Cmamms ompumana pedaxyicro 17.01.2024 p.
The article was received by editorial board on 17.01.2024

Introduction. The Importance of Advertising in Global Trade is a very necessary article if one wants to
learn more about the implementation of advertising. For example, if a company is engaged in market research,
understanding how trade advertising works can help increase the company's revenue. This article explains
what global trade advertising is, discusses why companies use it, describes how it works, lists its benefits, and
provides examples to help better understand it. Advertising can be a very useful way for companies to reach
more customers without expanding their own physical or online stores. This paper can be particularly useful
if Company X is (conventionally) trying to monetise its brand or has decided to launch a new product. Re-
search and advertising decisions are very important in international marketing. Sometimes there can even be
significant regional differences within a given country. Therefore, careful exploration, research and planning
are essential before entering a market. That's why this is an important publication for people who need to make
innovative advertising decisions.

Analysis of recent research and publications. Global and local marketing and advertising policy has al-
ways been a subject of research. The study of advertising policy, which is rapidly updated and presented in dif-
ferent forms almost every day, requires constantly updated sources. For this reason, the advertising strategies
of international companies, the practice of using artificial intelligence in advertising and scientific research
journals have been taken as the main research sources. At the same time, books by researchers such as S. Go-
din, D. Thomas and P. Gilbert with studies on modern advertising were used.

Objectives of the article. Globally, many companies with strong advertising strategies that spend a large
proportion of their revenues on advertising have achieved great success. For this reason, this research can
guide the decisions of companies and marketers conducting international advertising research. Many digital
companies have strong global advertising strategies but focus on a virtual base rather than a real product that
they sell. The selling point is digital services and the buyers are anyone anywhere in the world with a smart
device and a payment card with international access. With multiple sales being the main objective of the com-
panies, the subject of this article may attract the attention of many advertising managers.

The main material of the study. It is no coincidence that advertising is the basis of one of the main func-
tions of marketing — the function of advertising and sales promotion. It fulfils the main tasks of informing the
target audience about the company or its product, introducing the product to potential buyers and persuading
them to buy it. As Seth Godin says in his book The Purple Cow: “Stop advertising and start innovating...”
Behind this one-sentence idea lies a profound marketing and advertising fact. In other words, traditional ad-
vertising (TV shows, magazines, billboards, etc.) can no longer convince customers. For this reason, the main
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detail of the research is to investigate and find innovative examples that do not look like advertising, but carry
the essence of advertising, and evaluate their global impact.

Seth Godin also says: "One way to figure out a great theory is to look at what’s working in the real world
and figure out what the various successes have in common. With marketing, though, it’s puzzling. What could
the Four Seasons and Motel 6 have in common? Other than the fact that both experienced extraordinary suc-
cess and growth in the hotel field, they couldn’t be more different. Or Wal-Mart and Neiman Marcus, both
growing during the same decade. Or Nokia (changing its hardware every thirty days) and Nintendo (marketing
the same Game Boy for fifteen years in a row). It’s like trying to drive by watching the rear-view mirror. Of
course, these things worked, but do they help predict what will work tomorrow? What all of these companies
have in common is that they have nothing in common. They are outliers. They’re on the fringes. Super-fast or
super slow. Very exclusive or very cheap. Very big or very small. The reason it’s so hard to follow the leader
is this: The leader is the leader because he did something remarkable. And that remarkable thing is now tak-
en — it’s no longer remarkable when you do it." [1] Seth Godin points out that tactics used by one successful
company may be completely ineffective when used by other companies. Thus, it is necessary to be creative and
innovative rather than to find common success among companies. Based on the research, it can be said that
advertising should be the most creative job in marketing. Because any news about the product is delivered to
people through advertising. Only a well thought out and memorable advertising style makes a brand stand out.

Marketplaces, global business and international marketing have never been easier. With so many options
and tools available online, brands can expand their operations into new countries and reach untapped markets.
International marketing can be defined as the tactics and methods used to market products and services in
multiple countries. This can take the form of import/export, franchising, licensing and online sales. How to do
thorough market research? Market research is vital to any marketing campaign, especially when it comes to in-
ternational expansion. There are many factors to consider when assessing a foreign market, such as implement-
ing a segmentation policy. Segmentation is the process of dividing an enterprise's operating environment into
distinct parts or segments based on different parameters or principles. It is advisable to carry out segmentation
taking into account various factors of the external environment. Leading companies often use strategic market
segmentation. The main objective of strategic market segmentation is to determine the main parameters of the
market through market research. This is also used in the development of the company's future action strategy.
The main parameters of the global market include groups of consumers by target segments, consumer needs
and functions, prices and sales periods by segments, and technologies of demand fulfilment. As an example of
segmentation, consider demographic segmentation research. Whether marketing to domestic or international
markets, demographic information can provide important insights into a target market and how to address con-
sumer needs. Demographics refer to statistical information about the characteristics of a population. Marketers
typically combine several variables to create a demographic profile of a target market. A demographic profile
(often shortened to "demographic") is a term used in marketing and broadcasting to describe a demographic
group or market segment. Common demographic variables to consider for global and domestic marketing
purposes include people's age, social class, gender, religion, income budget, education, geography, etc. With
demographic profiles of target segments in hand, marketers evaluate the marketing mix. They make recom-
mendations about whether to change, reduce or increase the goods or services offered. Based on demographic
data, marketers can adjust product features, distribution strategies, or other factors to reach a market segment
with the most potential. A demographic profile can be very useful in determining how to achieve maximum
results. Advertising is usually part of the promotional mix, especially when companies are in the early stages of
entering a global market and launching products that are new to that market. Advertisers want to get the most
bang for their buck, so in global markets, as in domestic markets, careful media research is done to match the
demographic profile of the target market with the demographic profile of the advertising medium [2].

To make a decision to enter foreign markets, it is necessary to better understand the language and culture of
these countries and implement an appropriate marketing and advertising strategy. Presumably, there is already
a connection to the culture and that is why the decision to enter the market was made. If not, it can be helpful
to have a local partner or representative who can provide insight into what makes the market tick. Whether the
territory is large or small, there is a need for representation to conduct research. Europe, for example, is a great
example of a continent with many different cultures and languages within a relatively small geographical area.
People's languages, lifestyles, daily routines and purchasing decisions can vary greatly between countries and
even regions within the same country. Humour isn't universal either, and marketing attempts to use humour
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could fall flat or even offend people. It is beneficial to have as much insight as possible into the specifics of
each market [3].

For example, one of the companies with a famous advertising strategy is the company "Nike". Its cam-
paigns often feature global sports stars and celebrities. They are designed to appeal to a wide range of consum-
ers around the world. Nike has consistently set the standard for innovative and effective marketing strategies.
Using a combination of brand storytelling, athlete endorsements, digital campaigns and public relations, Nike
has managed to win the hearts and minds of consumers around the world. As an early adopter of endorsements,
Nike uses influencer marketing partnerships to expand its influence and appeal. The brand has strategic part-
nerships with influencers from various fields, including sports, fashion, music and entertainment. Additionally,
Nike collaborates with celebrities on social media with large followings and engages new content creators
known for their fitness, casual and streetwear styles. Nike can take advantage of its loyal fan base and bring
its advertising messages to new audiences. Finally, Nike can combine interests. As a result, Nike's marketing
campaigns leverage the brand's connection to sports, athletics, and sports fans to create compelling stories.
These stories can be real or fictional. It is difficult to say anything about it. However, through emotionally
charged advertising and digital campaigns, Nike shares the stories of athletes with its audience, highlighting
their journeys, challenges and triumphs. This approach to storytelling creates a strong emotional connection
with consumers and motivates them [4].

There is a group of advertising formats that, although not traditional, allow businesses to attract more cus-
tomers. An example of this is DOOH advertising formats. DOOH (Digital Out-of-Home Advertising) formats
have proven to be much more attractive to the public and attract much more attention because, unlike tradition-
al advertising, they can play videos or images. Another difference is that while traditional outdoor advertising
only allows one ad to be shown (unless the advertising contract period expires), DOOH advertising can play
a carousel of ads, offering viewers different content and keeping them engaged. There is no need to spend
more time looking at the advertisement. DOOH is usually an ideal way to enter the global market. Because it
is a "clever promotion", people who are directly interested in a particular type of product will come across it
by chance in mobile phone games or social networks. In other words, smart advertising aims to deliver more
intelligent and automated offers. This makes the job of marketing teams easier and the analysis of customer
search data quicker and easier. As a result, sellers can find more buyers and reach more people in the interna-
tional marketplace.

The new step of digital advertising for everyone, everywhere. If one wants smart and not too expensive
advertising, one has to look at how SEM works. Before diving in, there are some things that need to be
clarified. SEM (Search Engine Marketing) is usually used to refer to paid search advertising campaigns.
However, some purists use it to refer to all marketing activity within a search engine, whether paid or not.
Sometimes SEM is also referred to as PPC. PPC, or Pay-Per-Click advertising, is a model of online adver-
tising where the advertiser pays based on the number of clicks on the ad. The PPC model is based on the
advertiser paying (either a fixed amount or determined by auction) each time a user clicks on one of their
ads to visit their website. The idea of a pay-per-click campaign is to "buy visits" to a particular website.
The goal is usually to generate a specific type of user action, such as registration or product purchase. The
fundamental advantage of PPC advertising is its ability to give advertisers almost instant exposure on the
major search engines [5].

There are several benefits to incorporating SEM into one's digital marketing strategy:

— Drive highly qualified traffic to website. Search engine marketing is very effective at grabbing users' at-
tention and generating clicks. Since results are shown based on what the user is searching for, it increases the
likelihood that traffic will consist of people who are potentially interested in that brand.

— Increase brand awareness. Getting to the top of Google's search results is a great way to increase brand
awareness. Even if the user doesn't click on the advert the first time, seeing one's name in the first place will
gradually get to know the brand and possibly contact for a solution.

— Generate conversions. Google Ads offers all sorts of opportunities to measure conversions and thus guar-
antee the effectiveness of the ads running.

— Keep an eye on the budget. SEM solutions allow to adjust and set the budget according to the needs of
the business.

— Finally, with SEM solutions such as Google Ads, it is possible not only to advertise on the search engine
itself, but also to use the data and parameters provided by the search engine to place contextual ads on other
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websites. The possibilities for customisation are very high: users who have already visited the site, are inter-
ested in X types of products, from a certain city, and so forth [6].

Using predictive machine learning approaches, the project proposes to increase the likelihood that Internet
users will click on the products presented to them in the context of advertisements on both partners' sites and
purchased on advertising marketplaces. Internet advertising has become a major economic challenge for online
sales companies, which need to optimise their catalogues in real time in order to propose products to users that
best match their interests and preferences.

Companies are required to display advertisements and offers that users may be interested in engaging with
and purchasing. The overall model must overcome several challenges, including being scalable to handle large
amounts of data, working with highly sparse and implicit feedback, and being able to handle heterogeneous
contextual information about both the users and the products.

Conclusions. The availability of information through advertising over long distances around the world has
also increased the number of international transport companies. Perhaps shopping online is like taking part in
a remote auction. The first person to click the "buy" button and meet the payment terms is already the buyer,
and the goods are then shipped to the buyer's region. This clever sales strategy continues until the items are
sold out. In this case, the insurance and transport of the goods is often carried out by the relevant companies.

Transport is fundamental to supporting economic growth, creating jobs and connecting people to essential
services such as healthcare and education. Transport is fundamental to supporting economic growth, creating
jobs and connecting people to essential services such as healthcare and education. But in many developing
countries, these benefits are not being realised. One billion people still live more than 2 km from an all-weather
road, where lack of access is inextricably linked to poverty. These are the main barriers to international trade.
Although international advertising makes products known to interested consumers around the world, not ev-
eryone can benefit from the results. Transport costs can be very high. For this reason, buyers pay attention to
transport costs when buying goods. Because the cost of goods is made up by adding the cost of transport, and
this is very difficult for poor countries. Sometimes affordable goods are not available in developing countries
due to unsuitable transport conditions.

Recently, new obstacles to global trade have emerged. From growing climate risk to COVID-19 and wars,
the cumulative crises of recent years have profoundly disrupted the transport sector. Taking steps to improve
the resilience of the global transport system will enable developing countries to adapt to changing global cir-
cumstances and emerging challenges.

In most cases, companies use trade advertising for wholesale trade. These are more commonly used in
international trade. Advertising is an important part of most business plans and can help a business to get in
touch with customers who might benefit from its products. Businesses can also benefit from advertising their
products to other businesses who can then sell the products to customers. Trade advertising is a marketing
technique in which marketers focus on reaching customers through other brands and retailers, rather than using
advertising to connect the product directly to the customer. It's also known as business-to-business, or B2B,
advertising because it involves one company advertising directly to another. This type of advertising can help
a company build relationships with other companies to reach more customers. This type of advertising can also
help the main company to increase international trade and be recognised worldwide.

Recently, trade fairs have also become an important form of advertising to gain recognition in a foreign
environment. A trade show is an event where companies can demonstrate their products to industry peers
and other interested companies. Some retailers and merchandisers attend trade shows to find new products
to sell, so they can be an excellent opportunity for a company to promote its products. To prepare for a trade
show, a company can print flyers and create samples to distribute. Advertisers can also invite retailers they
think might be interested in their product to attend. Companies attending trade shows are usually interested
in providing small gifts that represent the company. These gifts make the company more memorable for
attendees. Examples include small samples of the company's products, notepads with the company's name,
pens, bags, and so forth.

Standout quote: "It's no longer about who has the best data. It's about how you use that data". A large part
of the result of this article is hidden in these ideas expressed by the authors in one sentence. Nowadays, people
live in an era when it is not enough to know all marketing tactics. Here, one just needs to select only the nec-
essary marketing data and pass on only the required part of this information to the client. Choosing the wrong
marketing tactic is already a defeat. Keep in mind that marketing channels that work perfectly for one business
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may not work for another business. To do this, when researching the external market, it is necessary to make
sure that there is a market gap. Because no single perfect advertising strategy will lead to success in a market
crowded with sellers. To succeed, it is important to have a product that is at least slightly different from them
and advertising that emphasises the difference.

Business leaders are aware that advertising costs account for a significant proportion of production costs. It
is important to ensure that the marketing and advertising strategy selected is the most effective. Every advertis-
ing expenditure made by a company is used to attract public interest in a product, which will increase sales of
the product and ultimately increase the value of the company. The final cost of advertising expenditure affects
the financial statements. It can lead a company to profit or loss.
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The convenience of distance selling is already forcing companies to develop new advertising strategies.
What will attract more people's attention and interest? As is well known, advertising in international trade
began with the development of trade between countries. International trade is recognised as the sum of com-
mercial activities carried out by the countries of the world based on transactions in goods and services and
import-export relations. In particular, international trade can be considered as the most positive result of glo-
balisation. Many factors stimulate the development of international trade. One of these factors is advertising.
This activity and its results have developed from ancient times to the present day. Even today, it maintains
its relevance by creating new demands. Advertising should not be seen as a mere method of disseminating
information. It is carried out for a specific purpose — to create demand for the product or to improve the image
of the company. From this point of view, advertising in global trade serves as the driving force that keeps the
wheels of corporate progress turning. The main relevance of the topic is that international advertising is much
more complicated than local advertising and requires special research. It is also worth adding that products
produced in the local market are usually known as the country's brand when they enter the foreign market.
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If it succeeds, it can be considered a success for the country in the region. From this point of view, it is import-
ant to choose the right foreign market and develop an international advertising strategy suitable for that mar-
ket. The first thing that all companies wishing to enter a foreign market should do is research the market and
develop a proper advertising strategy. A well thought out advertising strategy is half the success. Advertising is
important for both B2C and B2B sales. However, in international sales, advertising is more often used for B2B
sales. Therefore, advertising comes in different forms. This article presents some of these forms.

Key words: global trade, international trade, advertising, global promotion, long distance trade.
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Mycaymar AJl1axBep/i€Ba, JOKTOp EKOHOMIUYHUX HAayK, IOLEHT A3epOailUkaHChKOTO A€PKaBHOTO YHIBEPCUTETY
exoHomiku. Komym AraeBa, K.T.H., JOIEHT A3epOaiipkaHCBKOTO YHIBEPCUTETY apXiTeKTypH Ta Oy/IiBHHUIITBA.
Cona TapakkyJioBa, MaricTpanT A3zepOaliIXKaHCBKOrO IEPKaBHOTO EKOHOMIYHOTO YHIiBEpCUTETY. 3HAYeHHs
peKJaMu y cBiTOBiil TOpriBJIi.

3py4HiCTh MIKMICBKOI TOPTiBIIi BXE 3MyILIye KOMIaHii po3poOnsTé HOBI pexnaMui ctparterii. [l{o mpusepne
Oipllie yBaru Ta iHTepecy Itofei. Sk BijoMo, pekiama B MiXKHApPOJHIN TOPTIBII ToYanacs 3 pO3BUTKOM TOPTiBIIi
MiX KpaiHamMu. MiXkHapoIHa TOPTiBIISI BU3HAETHCS SIK CYKYITHICTh TOPTOBENBHOT MIsUTBHOCTI, IO 3MIHCHIOETHCS Kpa-
fHaMM CBITY Ha OCHOBI orepalliii 3 ToBapaMu Ta MOCIyraMH Ta iIMIIOPTHO-EKCIIOPTHHX BiAHOCHH. 30KpeMa, MiXKHa-
POJIHY TOPTIBIII0 MOKHA OI[IHUTH K HAHOUTBII TO3UTUBHUI pe3ybTaT Tiobatisarii. barato GakTopiB CTUMYIIOIOTH
PO3BUTOK MIKHAPOAHOI TOPTiBIi. B sIKOCTI OMHOTO 3 TaKWUX (PaKTOPiB HEOOXiHO BHIUTHTH MACIITA0HY PEKIaMy.
Orxe, B KOXHY €I0Xy pekjama nposiisiia cede B pisHUX GopMmax. IS JisUIBHICTB Ta il pe3ysIbTaTd pO3BUBAIMCS 3
JIaBHIX YaciB 0 choronHi. HaBiTh chOTOMHI BiH 30epirac CBOK aKTyalbHICTh, CTBOPIOIOYH HOBI 3amuTh. Pexmamy
HE CITi/I pO3MIIAAaTH SIK MPOCTHH cnoci0 mommpeHHs iHpopmarttii. [[poBOIUTECS 3 TIEBHOI METOI — C(hOpMyBaTH
MONUT Ha TOBap a0 MiABMIIUTH iMiIK GipMu. 3 i€l TOUKH 30py peKiaMa y CBITOBIH TOPTiBIIi € PyIIiiHOIO CHIIOL,
sKa MATPUMY€E KOPIOpaTUBHi Koneca nporpecy. OCHOBHA aKTyaJbHICTh TEMH MOJATAE B TOMY, IO peKIamMa B MiXkK-
HApOIHOMY MacITadi HabaraTo CKJIajHila, HiK pekliaMHa po0O0Ta, OpraHi3oBaHa Ha JIOKaJbHOMY PiBHI, i BUMarae
CTIEIIaTEHOTO JOCTiKeHHs. J[0o1aMo Takox, 10 MpOyKIlis, BUpOOieHa HAa MICIIEBOMY PHHKY, 3a3BHYail BijjomMa
K OpeHl KpaiHH, KOJIM BOHA BUXOIUTh HA 30BHIIIHIA PUHOK. SIKIIO e BAACTHCS, TO [Ie MOJKHA BBAXKATH YCITIXOM
KpaiHu B perioHi. 3 1€l TOUKH 30py BaXJIMBO MPAaBUIBHO BUOPATH 30BHIIIHIH PUHOK 1 pO3pOOUTH MIKHAPOAHY pe-
KJIaMHY CTpaTerito, BiAMoBiHY puHKY. [lepiie, 1110 moBHHHI 3p0OHUTH BCi KOMIIaHii, sIKi XOUyTh BUATH HA 30BHIIIHIN
PMHOK, 11 OCITIANTH PUHOK 1 pO3poOUTH paBUIIbHY peKnaMHy cTparerito. lo0pe mpoxymana pekiaMHa cTpareris —
1Ie BXKe MOJIOBHHA ycrixy. Pekimama BaximBa sk s B2C, Tak i mis B2B nponaxis. OpHak y MiXKHAPOTHUX MPO-
Jakax peKsiaMa yacTille BUKOPUCTOBYEThCs st ponaxiB B2B. Tomy pexnama mposiBisieTses B pisHUX (opmax.
VY Hamriif cTarTi BU 3HaWAETE eSKi 3 X (OPM.

KurouoBi cioBa: mobanbHa TOPTIiBIS, MDKHAPOAHA TOPTIBIS, pekiaMa, r1o0allbHe MPOCYBaHHS, MIXMiChKa
TOPT1BJIAL.
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