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Introduction
Globalization has become an aspect for all business unlike the past when it was considered as a reservation for the biggest brands. All businesses aspire to expand their operations and expand across borders on top of conquering the local markets (Johansson, 2009). Globalization is not a big hassle that would over-burden marketing managers, it is possible for all businesses as long as they have a creative strategy that understands the world market. Going global is an ambitious idea that attributes too many benefits. A business gets to expand the sale of its products' life, minimize the dependence of a single market, and expand as well as grow the business. The whole effort is concentrated on generating more revenue for the business. The expansion (going global) is not an easy thing, it is a process that requires well-guided strategies if success has to be realized. To review this claim, I chose to analyze a journal by Fleishman (2020) titled “13 Businesses With Brilliant Global Marketing Strategies.” The author of this article was interested in reviewing some of the best global marketing strategies used by known brands. 
The Body
Fleishman begins with a categorical definition of good global marketing as an act that focuses a product on the needs of the available buyers in other countries. Essentially, designing an elaborate marketing strategy in the global market place one needs to conduct market research to establish the areas and regions where the business might succeed. Once the research is done, the brand needs to be localized in a view to reflecting on the specific needs of the targeted cultures (Fleishman, 2020).  The most important factor that needs to be considered in strategizing for global marketing, as Fleishman (2020) indicates is the audience. The audience means the people that need the product that you are offering for sale. The audience specifics that are highlighted in the journal are the form of the product to be delivered to them, how it should be delivered factoring in the strengths that uphold an effective global marketing core values. 
Successful strategies are defined by adaptation to social norms that translate across borders to customize their products in order to entice the needs of diverse people. Fleishman (2020) exhibits his claims by reviewing brands whose he considers to have changed the phase of global marketing. At the top of his listings, he begins with Re Bull, an Australian-based brand whose global marketing strategies have been strategized to look as if the company is American by origin. This company employs tactics and one of its successes is hosting extreme sports events all around the globe. An example of these events is the Red Bull Indianapolis Grand Prix. These brands rely on event marketing strategy. Additionally, the company’s packaging style is very important in its global marketing. The packaging is said to be different from the common drinks like Pepsi and Coke. It isn’t soled in a bottle and has no scripted lettering, it looks European. This packaging has been maintained by the company something which has helped the company get global. 
Another company with a wonderful global marketing strategy that is discussed by Fleishman (2020) is Airbnb. This is an American company that lists and rents out accommodation over the globe. This company is said to have a definite marketing strategy (social media-based) that drives its goal. It has made an opportunity in the idea that most people have access to social media today and capitalized on it hence reaching the exact people that are potential customers. This company designed a hashtag that recollected over 3 million people worldwide who got to use its services. 
Another company is Dunkin Donuts and Domino’s, brands that have focused so much on innovating their menus with the purpose of increasing global interest and creating awareness. Domino’s CEO mentioned that “the joy of taking pizza was that bread, sauce and cheese work fundamentally everywhere expect some cases in China where dairy wasn’t a big part of their diet until lately.” He went further and said that it was easy to change toppings in different markets guided by consumer needs. For instance, seafood and fish in Asia but curry in India. Standard offerings would get offered in half quantities over every market. This way, it is clear that these companies have made a conscious effort to understand better the preferences of their consumers something which has awarded them a global recognition (Fleishman, 2020). 
This is a good analysis and well-researched information that Fleishman (2020) brings on board. However, this author tends to view companies as already developed. Back there are companies that are not in the levels of the mentioned brands, this means that the information contained in this journal might not benefit them at the go (Rampton, 2017). These are businesses that will need to build a solid foundation first before they begin thinking about expanding overseas. Might they have a strong foundation, they will need an internal business analysis to help them figure out facts and fictions and be able to know the difference. This kind of audit would help the company’s resources, capabilities, and generally its value proposition (Rampton, 2017). 
Conclusion
These are just a few of the listed companies. Takin a closer look, however, we can see that the idea is of strategizing is specific to companies according to what it offers. There are key factors to note like understanding consumer preferences and this comes when one establishes his or her exact segment. Different segments have different preferences and that is why companies need to be specific as Domino’s has been. 
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