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Housekeeping rules + Info

• Questions at the end 
- Use Q&A to type your question
- Or ‘raise hand’ button to ask your question 

via audio
- Upvote a question if you also have the 

same question
• Recording will be shared
• Slides will be shared



Copyright © 2020, 2017, 2014 Pearson Education, Inc. All Rights Reserved

Svend 
Hollensen

• Ph.D. (Dr.) and Associate Professor of 
International Marketing at University of Southern 
Denmark (Sønderborg).

• Practical experience in Marketing from his work 
at multinational companies.

• Multiple publications to his name including 
Internationally recognized Journals and Pearson 
Marketing books.

• Research Interests: Relationship Marketing, 
Globalization and Internationalization of 
companies.



Copyright © 2020, 2017, 2014 Pearson Education, Inc. All Rights Reserved

Here I live

SDU
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University of Southern Denmark
Sønderborg
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Global Marketing
Eighth Edition

Part I

Chapter 1
Global Marketing in the 

firm, pp. 15-19

Glocalization Strategy
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Figure 1.1: The five-stage decision model in global marketing
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The glocalization framework 
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Examples:
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Case Electrolux: 
Glocalization used on Electrolux 



Copyright © 2020, 2017, 2014 Pearson Education, Inc. All Rights Reserved

Globalization at Electrolux
- a research project
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2011 Acquisition of Chilean CTI
2011 Acquisition of Egyptian Olympic Group
2008 Launch of Electrolux brand in the US
2006 Spin off of Husqvarna
2001 Acquisition of Email, Australia
1996 Acquisition of Refripar, Brazil
1994 Acquisition of AEG Hausgeräte, Germany
1986 Acquisition of White Consolidated, USA,

incl. the Frigidaire brand
1984 Acquisition of Zanussi, Italy
1978 Acquisition of Husqvarna, outdoor products
1962 Acquisition of Elektro Helios first 

commercial products
1950 First household laundry machine 
1922 Absorption refrigerator invented and 

production starts in 1925
1919 Electrolux is founded, producing a new type 

of vacuum cleaners 

Electrolux history of 
innovation and growth

Sales

1930 1940 1960 1970 1980 1990 20001950
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Sales
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Research model:
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Results from empirical 
research (interviews with the 
ten Electrolux managers) 
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High degree
‘Globalization’

Low degree
‘Localization’

Degree of Standardization (Globalization)

7 4 3 2 16 5

Sam-
sung

Haier Bosch-
Siemens

Whirl-
pool

Electro
- lux
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Results point in the direction that Electrolux follows 
a true ‘Glocalization’ strategy. 

- Electrolux has managed to cope with 
‘regionalization’ in a clear and effective way. 

- The company has been able to find the right 
balance between globalization and localization.

- Electrolux has strong corporate values and has 
been able to communicate these to all employees, 
so they are getting all onboard. 
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On the other hand there still remain some tough future 
challenges for Electrolux:

- The report lines through the organization are often 
blurred and too slow – because of the Swedish 
consensus culture which means that everybody have to 
agree

- ‘Local kingdoms’ (regional companies / brands 
acquired over time by Electrolux) are sometimes 
getting too much power, which also adds to the blurred 
report lines in the organization

- The local adaptation strategy may undermine 
traditional cost efficiencies and traditional HQ power. 
Electrolux uses modularization in order to compensate 
for this possible threat.   
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We have a strong corporate culture with a strong 
individual commitment and team spirit among 
employees. We share a deep respect for decentralized 
decision-making where employees take own 
responsibilities. But we also are inspired by the 
Swedish consensus culture, which sometimes result in 
blurred report lines and a slower speed of decision-
making, because too many have to be involved and 
asked. We could have used a more German, American 
or South Korean leadership philosophy, but the 
consensus philosophy is part of our deep-rooted culture 
and has the advantage that we get all on-board and we 
all work in the same direction. In fact, we can work 
with high speed, as soon as we have analyzed the 
situation and agreed on a certain direction.      
Head of Human Resources and Organizational Development at 
Electrolux
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Case Henkel: 
Glocalization used on Persil
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Case:

Internationalization of 
German Henkel (Persil) to 
the Muslim countries

= ”Glocalization” strategy
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Ashraf El Afifi
Regional President and Corporate 
Senior Vice President for Laundry 
& Home Care in the Africa/Middle 
East region:

“Persil Black or Persil Abaya is a 
perfect example of what our mix of 
global technology and local 
market expertise can achieve”

Henkel Annual Report 2011
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2011: Persil Black (for Europe) 2007: Persil Abaya (for women
in Arabic World) 

Henkel:
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http://www.adforum.com/creative-work/ad/player/34482549

http://www.adforum.com/creative-work/ad/player/34482549
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Rabia Z – Celebrity Endorsement

https://www.youtube.com/watch?v=NsFAMvJ9ELs

https://www.youtube.com/watch?v=NsFAMvJ9ELs
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https://www.youtube.com/watch?v=pyoWtI3QvK4

https://www.youtube.com/watch?v=pyoWtI3QvK4
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Glocal strategy:

Product:
The chemical formulations in Africa/Middle 
East and Europe have some common 
attributes, while the fragrances are tailored to 
cultural preferences. Package appearance and 
consumer communications are also regionally 
aligned. 
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Glocal strategy:

Communication:
Persil Abaya was launched in the Gulf States through a 
mix of TV commercials & social media and a very 
successful viral online marketing campaign. An 
interactive social media website was set up and there 
was also a reality TV designer competition, the abaya 
having transcended from traditional garment to 
individual fashion statement. 

http://www.adforum.com/award-
organization/6651680/showcase/2015/ad/34512917

In the Western European markets, the consumer 
campaign relied mainly on classic TV advertising, 
complemented by social media activities such as 
Facebook. 

http://www.adforum.com/award-organization/6651680/showcase/2015/ad/34512917
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2011/12: New customer segment is added in Middle East: The first-
ever liquid detergent, especially for Men’s White Thobes is 
introduced across the Middle East
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https://www.youtube.com/watch?v=I8AkWQaQ_yc

http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http%3A%2F%2Fwww.coloribus.com%2Fadsarchive%2Fdesign-casestudy%2Fpersil-black-preserving-pride-video-18998005%2F&ei=DvtlVfCmNcrbU-jrgyg&bvm=bv.93990622,d.d24&psig=AFQjCNHxioY5BytKmp2hf4kSMHOAOmhxlA&ust=1432833115001634
https://www.youtube.com/watch?v=I8AkWQaQ_yc
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I 2008 25% of women in the Golf region recognized Persil ‘as an 
expert in Abaya care’. This figure increased to 37% in 2010.
The sales volume of Persil Abaya increased 24% in 2009 and 
further 33% in 2010. The Persil market share of liquid detergent 
in the Golf region increased from 25% in 2008 to 40% in 2010. 

This provided Persil with the first place in the liquid 
detergent market in 2010. 

The launch of Persil for White Thobes added a further two 
percent points market shares of the liquid detergent market in the 
Gulf region (Euromonitor, 2012).

Results:
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In the Gulf region Procter & Gamble (with
Tide and Ariel brands) is still the region’s clear
market leader in the overall detergent market, 
with 35-40% market share, followed by
Unilever (OMO) with app. 15-20% market
share. Henkel is no. 3 with app. 10% market
share of the overall detergent market.

Results:
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In Europe the launch of Persil Black resulted in 
increasing sales of the black liquid detergent
(increased ‘scale of economies’), but in terms of
market shares it only resulted in a small increase
of the European liquid detergent market (less
than one percent), but it created some media
‘buzz’ that Persil had actually used the same 
product as in Middle East. 

Results:
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Comparison and implications
of analysis
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Successful global marketing is increasingly dependent 
on the managers’ ability to:

- develop a global marketing strategy, based on similarities 
and differences between markets;

- turn the heterogeneity of the target markets into a 
competitive advantage;

- exploit the knowledge of the headquarters (home 
organization) through worldwide diffusion (learning) and 
adaptations;

- transfer knowledge and ‘best practices’ from any of its 
markets and use them in other international markets.
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In these Covid-19 times:

We are stuck as persons ……..
But data is flowing across borders more 
than ever ……

In Glocalization this means exchange of 
reliable data between HQ and local
markets / regions is becoming more 
important ….
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The two cases are further explained and compared in this book, 
which came out in September, 2020
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Thank you ! 

Questions are welcome now or 
later on svend@sam.sdu.dk

(SDU University of Southern Denmark, Sønderborg)

mailto:svend@sam.sdu.dk
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