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ABSTRACT
Globalization phenomenon elicits significant positive and negative influences on consumers in equal measures. Christopher Columbus famous global voyage manifests the pioneer forms of global integrations. Currently, globalization has become a profound phenomenon because of increased liberalization, international commerce, and advanced ICT infrastructures. Evidently, the proliferation of international trade provides consumers across the world with unprecedented opportunities because of the new consumer cultures, minimal bottleneck in the acquisition of foreign brands, and revamped local industries. 
    However, fundamental globalization drawbacks continue to exert pressures to the international marketers to curb the negative trends. The notable negative influences of the globalization on the consumers include predatory dumping of substandard products, loss of employment opportunities, outsourcing of core production activities to offshore sites, international cartels, and consumers’ exploitations by the multinational entities. 
    Consequently, the subsequent research proposes robust measures to facilitate international marketers and consumers capitalize on the benefits as well as hedging against susceptibility to the paradigm shifts. Further, a research gap concerning the need to enhance product-market development using R&D models. Strategic R&D accords local consumer goods competitiveness to compare favorably to the foreign merchandises
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INTRODUCTION 
	Christopher Columbus’ famous 1492 voyage across the globe provided an impetus to world trade that brought multiple cultures and divergent people together. Multiple kinds of literature portray the world to have become flatter and with minimal limitations that hampered ease of integration (Gupta, 2011). Notably, increased technological advancements and economic liberalizations are profound factors that endeavor to eliminate the geographical as well as logistical barriers. Consequently, globalization phenomenon has gained traction among the strategic marketers as a source of competitiveness and profitability. 
Specifically, globalization phenomenon continuous to flatten an expansive world and makes it appears as a small and digital village. Integration of myriad social, political, economic, and social parameters is a prominent benefit that facilitates a small business entity in a remote location achieves the status of a multinational entity (Gupta, 2012). Further, the costs associated with international status from a business point of view are relatively small. The benefits of globalization surpass the cost consideration, which contributes to the gain in prominence among international marketers. 
[bookmark: _GoBack]Importantly, international marketers have an obligation to balance the benefits and protracted drawbacks of the globalization phenomenon to the consumers. The notable positive trends that elicit attention from international marketers include the paradigm shifts in consumer behaviors, lifestyle, economic growth, and demand for quality products. Globalization forces the government entities to respond to changes in international purview by encouraging liberalization and eliminating protectionism policies to leverage on the benefits of economic integration (Gupta, 2011). Evidently, the United States and other developed economies have dawned that enhancing a balance in export-import trades yield enhances diversification of economic activities in addition to providing flexibility in the choice of consumer goods. Besides, some exported goods help to spur local industries because they provide quality raw materials and value-addition processes. For example, an Arabic coffee from East Africa boosts and blends the quality of the indigenous brands, which accord the American consumers with value-added beverages. 
However, adverse ramifications of globalization toward consumer behaviors hamper the efficiency of international marketing practices. Availability of commercial media and efficiencies in information dissemination has negative effects toward the erosion of cultural identities. According to Wang (2007), the proliferation of international media has led to the loss of individualism because of homogenization phenomenon in developing countries. Majority of the international media promote the Western cultures and ideologies in the conservative societies, which result in conflict because of the resentment. The cultural identity is a significant external marketing factor that influences the buyers’ habit and marketing strategies. Therefore, infiltrations of foreign culture dimensions suppress and assimilate the indigenous consumer lifestyles, which have numerous effects on traditional marketing activities.  
[bookmark: _Toc531547730][bookmark: _Toc531547731] POSITIVE TRENDS AND BENEFITS OF GLOBALIZATION 
Influences on Export Performance and Balance of Trade
	 The emergence of the digital economy provides significant opportunities that include efficiency in production, delivery, and trading of the new consumers’ goods. Importantly, technological advancement and market liberalizations influence the trade performance because it enhances the infrastructures that necessitate ease of movement (Akhvlediani, 2017). Continuous reliance of the Information Communication and Technology (ICT) infrastructures improve the efficiency in the international trade because it links the producers, intermediaries, and end-users in a foreign country. Further, access to the internet is an important factor that bolsters globalization phenomenon because it revolutionizes access to exotic merchandizes using the e-commerce platforms (ibid). A user in a remote region is South Africa can access merchandise in Walmart’s online store, make virtual payment, and receive his or her product in a few days.
Evidently, the ICT infrastructures are essentials competencies because it eliminates logistical and geographical impediments. The hypothetical case of a South African consumer’s ability to access merchandise from a store in the United States outlines an outstanding benefit of globalization toward consumers’ activities. The ease of information flow, effective international logistical capabilities, and superior ICT infrastructures linked the South African consumer to foreign materials at a minimal cost. Other technological advancements that include Skype, websites, and telephone systems are essential components that enhance trade negotiation between the consumers and overseas sellers (Akhvlediani, 2017). International trades require that the marketers and consumers exhibit significant skills about the use of technological advancements. 
New Consumer Acculturation and Lifestyles
The globalization phenomenon also influences the emergent of international culture standards. Ozsomer (2014) reveals that international brands continuous to gain a superior psychological positioning among consumers because they symbolize the ideal values of a global consumer culture (GCC) paradigm. The proliferation of pop culture in the consumption of international brands is a manifestation of the conceptualization among the consumers about the superiority of Western cultures (ibid). The consumers create a new meaning to the global brands, which influence the acculturation in the consumption patterns. For example, the positive perceptions of the global brand emanate from the association of the Western culture to democracy, free markets, and individual rights (ibid). Therefore, a consumer who adorns a recognized American apparel brand that includes Nike perceives unique images of modernity, successes, and progress. 
Moreover, globalization improves economic development that raises the living standards of individual consumers. The high- income levels facilitate the consumers to develop a new culture and spending habits characterized by individualism (Ozsomer, 2014. The quest for individualism spurs separate identities, attitudes, and preferences that facilitate a consumer to stand out from the rest of the society members. The strength of the individual association to a particular brand influences the preference to the foreign or local merchandises (Kumar, Mallapragada, & Saini, 2013). Therefore, international marketer gains effectiveness by selling products that surpass the expectations and aligns to the individual association (Ozsomer, 2014). The specific promotion messages for the merchandise in a globalized market ought to convey a symbol of cultural ideal, quality standards, and deliver on the prevailing cultural myths to match the individual’s association to a particular lifestyle.  
Consumerism Economic Model
Consumerism is a sociocultural concept that seeks to empower buyers to make purchasing decision by increasing the quantity and amount of money. The globalization phenomenon has made the consumerism an integral marketing concept because of the ease of access to a broad and integrated worldwide market (Ruggieri, Piccarozzi, & Silvestri, 2014). The consumerism model holds that consumers are informed, rational, and exhibit awareness about the quality as well as the production processes (ibid). The multinational entities that engage in malpractices including the use of sweatshop, dumping, and exploitation of employees struggle to gain competitiveness in the international market. Information sharing capabilities facilitate consumers across the globe to learn about the practices of a multinational entity (ibid). For example, Nike, Inc. is a notable multinational company that has grappled to gain competitiveness in the international market because of the negative information about its use of sweatshop practices. 
Another distinctive trend that manifests the influence of globalization toward consumers relates to the homogenization. The homogenization phenomenon refers to the provision of undifferentiated products to an international market (Wang, 2007). The strategic marketer considers the integrated global market as a convergence of diverse cultures and opinions among the societies (ibid). The homogenization further influences the consumerism culture because marketing activities focus on materialism and physical comfort. 
Rebirth of Local Industries 
The globalization spectacle has positive influences toward sustaining efforts to revitalize the cottage industries. The growing consumers’ preferences to global commodities necessitate reforms in domestic economic sphere to safeguard against possible loss of job (Potter & Biukovic, 2011). Governments across the world tend to adopt policies and initiatives to encourage the consumption of local goods. Controlled measures should be taken into consideration not to obstruct market liberation, which is essential toward globalization. Effective schemes to improve the competitiveness of local industries that include “Buy Local, Build Local Economy” and “Made in America” have gain traction because they provide a reliable intervention to mitigate adverse effects of globalization toward the local industries (Karlsson, Cornett & Wallin, 2018). Specifically, the “Made Locally” programs accord the competitiveness of the domestic product over the global goods and discourage dumping of substandard merchandizes. 
Moreover, local industries continue to thrive because of the increasing employment opportunities. Proliferations of multinational entities create employment opportunities for the skilled and semi-skilled laborers. Increased employment improves the buying power of consumers because of the high disposable incomes. Consequently, local industries benefit from increasing demand for their products. 
Equally, globalization increases the supply for labors that facilitate local industries to save on cost. Liberalization efforts in an economy provide for ease of movement for the capital and labor factors of production. Potter & Biukovic reveal the ease of movement benefits the host nation’s economy that includes domestic industries by creating new demands and the availability of a relatively cheaper source of labor (2011). Besides, local economies leverage on the foreign expertise from the immigrants to enhance innovation. 
Changes in Competition and Trade Policies
Globalization continues to influence the caliber of trades and competition frameworks to address the new paradigm shifts. Potter & Biukovic reveal competition laws in the international and domestic markets have experienced significant reforms that aim to enhance the convergence of largely conflicting frameworks (2011). Harmonizing the international laws and domestic policies can influence the efficiency in the trade as well as consumption of merchandise in an integrated global market (ibid). The cadres of competition policies that a country institute represents the national sets of values, ideologies, sovereignty, and economic philosophies, which distinguish it from the neighboring jurisdictions. Therefore, globalization has created a significant paradigm shift because of the need to harmonize the different competition and trade laws. 
 	Consequently, the reforms in the global regulatory structures have been prominent across the regions. The harmonized competition and trade policies facilitate the integration of laissez-faire frameworks, which are critical toward sustaining consumerism as well as unrestricted interactions in the international market (Jain, 2016). The convergence of international and domestic trade frameworks bolsters the efficient allocation of resources, high-quality standards, and low prices (Potter & Biukovic, 2011). An international marketer institutes measures to nurture transition from a selling marketing concept to consumer-centric philosophies that include a marketing concept and societal-marketing.
[bookmark: _Toc531547736]CONTENT: GLOBALIZATION DRAWBACKS
	The globalization phenomenon endeavors to present a knife-edge scenario because it elicits fundamental positive trends and negative impacts in equal measures. Notably, the negative ramifications of the globalization drawbacks manifest the need to integrate robust measures to hedge against susceptibility of the consumers in a global market frontier. The prominent drawbacks of the globalization relate to the dumping of the substandard consumer goods in developing countries, the emergence of international cartels to regulate the supply of essential merchandises in the market, loss of jobs because of offshore subsidiaries, and myriad marketing malpractices. 
Predatory Dumping in Developing Markets
The consumers in the developing nations have apparent the adverse effects of increased market liberalization and integration of the international markets. The proliferation of the global consumer goods in the Sub-Sahara markets threatens the survival of the indigenous industries because the latter lack adequate competitiveness compared to the multinationals (Nhlabatsi, 2018). Further, globalization has apparent dumping of substandard products in the developing countries, which devastates the quality of the communities’ living standards (ibid). The cottage industries in the developing countries are characterized by the use of subsistence production capabilities that compete unfavorably with the mechanization and automation processes in the industrialized economies. 
Recently, China has emerged as a dominant economic entity in the international trade. However, continued exportation of cheap Chinese merchandises to the African market is a manifestation of the detrimental effect of globalization and price discriminations (Nhlabatsi, 2018). The key factors that influence the proliferation of cheap Chinese merchandises include competition with traditional Western economies for the control of the emerging African markets (ibid). Secondly, the African market provides an ideal opportunity to overload the surplus productions from the Chinese market (ibid). The predatory dumping has had detrimental ramification in the African market because of the dwindling economic performances, which impedes consumers’ efficiencies in acquiring quality and fair-priced global merchandises (Amadeo, 2018). The price-sensitivity among the consumers in the developing economies increases the vulnerability of dumping practices (ibid). Importantly, the long-term negative effects of dumping on consumers emanate from a slump economic growth, over-pricing by the monopolies, and loss of employment. Therefore, adequate measures are essential to curb predatory dumping of substandard products. 
International Cartels and Global Mergers
Similarly, international cartels and global mergers subject consumers to adverse parameters that include overpricing as well as the artificial scarcity of commodities. The initial manifestation of international cartel activities dates back to 1907, which led to the antitrust case to break up the collusion between the British and American large-scale tobacco producers (Fels, 2011). Currently, the global cartel activities have increased significantly because of the deliberate market liberalization and globalization phenomena. Successful globalization is dependent on economic liberalization and advancement of the ICT infrastructures to facilitate integration that eradicates geographical barriers. Increased liberalization subjects multinational entities to intense competition that compels marketers to engage in market segmentation and often collude to control the production quotas (ibid). The manifestation of international cartels hampers consumers’ ability to afford the commodities because of the potential overpricing in the long term because of the minimal competitions.
Another profound adverse trend relates to the global mergers and acquisition activities. Mergers between large multinational corporations have negative effects because of minimal competition and formation of a monopoly entity. Notably, globalization exposes the existing organization to competition from a multinational entity that exhibits higher efficiencies and innovation capacity (Fels, 2011). The new waves of liberalization and subsequent competition from the international entities create an impetus to merge with an aim to revert the status quo.  
Loss of Job and Outsourcing Processes 
Globalization has enhanced outsourcing as domestic companies transfer the significant production processes to offshore subsidiaries. Majority of countries have stringent measures to regulate mergers and prohibit the formation of cartels because of the profound dire consequences of such interventions to the consumers (Fels, 2011). Unsuccessful corporations resolve to relocate some of the production processes to overseas locations that facilitate the former to achieve competitiveness (ibid). A number of S. companies that include Apple, Inc., and Nike, Inc. have outsourced some of the production activities to overseas countries including Korea, China, and Singapore. Moving operations to the offshore regions facilitate cost saving because of the perceived favorable tax legislation, cheaper sources of labor, and increased market demand for the products.
However, the decision to migrate to the offshore regions hampers the welfare of the domestic consumers. First, outsourcing strategies contribute facilitates labor restructuring because an organization lay off some of the workers (Fels, 2011). The loss of employment opportunity decreases the consumers’ purchasing power because of the reduced disposable income. Secondly, the domestic consumers experience logistical bottlenecks because they have to import merchandises that were available locally from the new production sites (ibid). Therefore, the loss of income by some of the consumers and increased bottlenecks has adverse effects on the consumption of the merchandises. Governments and the international entities have obligation to consider the effects of outsourcing to the consumers by instituting economic stimuli. 
Use of Sweatshops, Consumer Exploitation, and Other Malpractices in Overseas Markets
The profound trends that emanate from globalization include outsourcing and unrestrained movement of labor. Consequently, the free movements of workers across the globe minimize the influence of the trade unions. The labor and consumer unions struggle to negotiate for better terms because large organizations prefer to move operations to offshore regions. The majority of the offshore destinations have weak trade movements than the developed countries. Besides, workers’ exploitations thrive because the outsourcing entities compel their employees to accepts pay cuts as an alternative to relay off. 
Further, the protracted wealth inequalities between the developed countries and the developing economies sustain exploitation of the consumers. Market liberalization entails the use of minimal pieces of legislation to facilitate free movement of labor, capital, and entrepreneurship across the world. However, unscrupulous marketers tend to violate the premise of a free market by engaging in malpractices that include the use of sweatshops, child labors, and disparity in payment. For examples, multinationals entities pay their expatriates higher salaries than the local laborers, which result in possible conflicts. The use of sweatshop practices is a key scandal facing prominent U.S. multinationals that include Nike in the developing countries. The international consumers resolve to abscond the merchandises from the companies that engage in malpractices. 
Ethnocentrism is a profound trend that influences the beliefs and values of consumers. The proliferation of ethnocentrism believes among the consumers causes opposition to the consumption of global commodities in the local market (Ozsomer, 2014). The ethnocentric consumers believe consumption of global consumer goods harms the domestic economies. Therefore, ethnocentric practices among the consumers in developed nations hamper efforts by the small and medium enterprises in developing economies to capitalize on the benefits of globalization (ibid). Moreover, the proponents of anti-globalization encourage the use the adoption of protectionist policies and limit access of the global consumer goods.  
[bookmark: _Toc531547741]CONCLUSIONS AND RECOMMENDATIONS
	Concisely, the globalization phenomenon elicits significant paradigm shifts that provide benefits and drawbacks in equal measures. Importantly, increased technological advancements and economic liberalizations are profound factors that endeavor to eliminate the geographical as well as logistical barriers. Consequently, globalization phenomenon has gained traction among the strategic marketers as a source of competitiveness and profitability. Specifically, globalization phenomenon continuous to flatten an expansive world and makes it appears as a small and digital village. Integration of myriad social, political, economic, and social parameters is a prominent benefit that facilitates a small business entity in a remote location achieves the status of a multinational entity. Further, the costs associated with international status from a business point of view are relatively small. The benefits of globalization surpass the cost consideration, which contributes to the gain in prominence among international marketers. 
However, the availability of commercial media and efficiencies in information dissemination has negative effects on the erosion of cultural identities. Specifically, the proliferation of international media has led to the loss of individualism because of homogenization phenomenon in developing countries. Majority of the international media promote the Western cultures and ideologies in the conservative societies, which result in conflict because of the resentment. The cultural identity is a significant external marketing factor that influences the buyers’ habit and marketing strategies. 
Therefore, adequate recommendations are essential to facilitate consumers to capitalize on the benefits of the globalization and mitigate the adverse effects.
1.    Convergence of the international competition law and domestic trade policies provide a robust framework to curb predatory dumping malpractices 
2.    Cooperation among the multiple agencies is essential to enforce antitrust regulations in an international market. Stringent enforcement of the laws about mergers and acquisitions can safeguard the domestic consumers against exploitations by the monopolies
3.    International communities have fiduciary obligations to eliminate trading imbalances using economic stimuli schemes to enhance the competitiveness of the developing economies. For example, research and innovation grants can enhance the competitiveness of the local economies 
4.    International marketers should shift from ‘seller-oriented’ marketing practices to embrace the changes toward consumer-centric approaches. 
FUTURE RESEARCH
An integral area that requires significant future research relates to restructuring the cadres of the product market to reflect on the fundamental paradigm shifts. The prominent research about globalization focuses on general purviews that include legislation to facilitate liberalization and ICT infrastructures. The strategic marketing fraternity should seek to capitalize on the provision of a single market and product innovations. Continuous product development is an integral competency that facilitates an international marketer to align the merchandises with the consumerism concepts. Continuous investments on the research and developments harness the competitiveness of the local merchandises because of the ability to compete with the global commodities. Therefore, future research should consider the influence of the product market reforms to boost the acceptability of local consumer goods in the wake of the proliferation of foreign goods.  
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