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Abstract: The rapid development of digital technologies and sustainable business practices 

has significantly transformed global marketing strategies. Modern companies are 

increasingly integrating digital tools, artificial intelligence, data analytics, and 

sustainability principles into their operational and marketing activities. However, despite 

the advantages of digital transformation and sustainable development, many organizations 

face serious barriers during implementation. The purpose of this study is to analyze the 

major barriers to digitalization and sustainability in global marketing strategies and 

evaluate their impact on business competitiveness. The research applies comparative 

analysis, qualitative analysis, and case-study methods based on international companies’ 

experiences. The findings demonstrate that the most common barriers include high 

implementation costs, lack of qualified specialists, cybersecurity risks, resistance to 

organizational change, and differences in international regulations. Furthermore, 

sustainability initiatives often require significant financial investments and long-term 

strategic planning, which can become difficult for companies operating in developing 

markets. The article concludes that successful integration of digitalization and 

sustainability into marketing strategies requires flexible management systems, technological 

readiness, and continuous innovation. 
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INTRODUCTION 

In recent years, digital transformation and sustainability have become central elements 

of global business development. Companies across different industries increasingly use 

digital technologies to improve operational efficiency, customer communication, and 

competitive advantage. At the same time, consumers and governments demand greater 

environmental responsibility and sustainable business practices. 

Global marketing strategies are now strongly influenced by technological innovation, 

artificial intelligence, big data analytics, and sustainability principles. Businesses attempt to 

integrate digital platforms and environmentally responsible practices into their strategic 

planning processes. However, the transition toward digital and sustainable business models 

is not always smooth. 

Many companies experience difficulties related to financial limitations, technological 

infrastructure, human resource capabilities, and international regulatory differences. 
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Developing countries often face additional challenges because of limited access to advanced 

technologies and investment resources. 

The purpose of this article is to identify and analyze the main barriers to digitalization 

and sustainability in global marketing strategies and evaluate their impact on modern 

companies. 

METHODS 

This research applies a mixed analytical approach based on qualitative and 

comparative research methodologies. The study focuses on identifying the barriers that 

affect the implementation of digitalization and sustainability within global marketing 

strategies. Academic literature, international reports, scientific journals, and corporate case 

studies were analyzed to evaluate current trends and challenges in international business 

environments. 

The research process consisted of several stages. First, a theoretical analysis of digital 

transformation and sustainability concepts was conducted. Second, comparative analysis 

methods were used to examine the differences between developed and developing countries 

in terms of technological readiness and sustainable business practices. Third, case-study 

analysis was applied to evaluate the experiences of multinational companies implementing 

digital marketing and sustainability strategies. 

The study also uses secondary data obtained from international organizations, 

including reports related to digital economy development, sustainable business 

management, and global marketing trends. Analytical methods such as SWOT analysis and 

strategic comparative evaluation were employed to identify key internal and external 

barriers affecting organizations. 

The methodological framework allows for a comprehensive evaluation of economic, 

technological, organizational, and social factors influencing digitalization and sustainability 

in modern global marketing systems. 

RESULTS 

The research demonstrates that digitalization and sustainability have become strategic 

priorities for global companies seeking long-term competitiveness and market expansion. 

However, the implementation of these strategies remains associated with multiple 

operational and strategic barriers. 

 

Table 1 – Classification of barriers 

Category Barrier Description Impact on marketing 

strategy 

Technological Digital infrastructure gap Lack of advanced systems 

(AI, CRM, automation) 

Slows digital 

transformation 

Organizational Resistance to change Employees/managers 

avoid new systems 

Reduces innovation 

adoption 

Financial High implementation 

cost 

Expensive digital & 

sustainability tools 

Limits scalability 

Cultural Consumer behavior 

differences 

Varied digital acceptance 

across markets 

Reduces global 

consistency 
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Regulatory Compliance restrictions  Data privacy and 

environmental laws 

Limits strategy flexibility 

 

The analysis revealed that high implementation costs remain one of the most significant 

obstacles for companies. Organizations must allocate substantial financial resources toward 

digital infrastructure, cloud technologies, artificial intelligence systems, sustainable 

production processes, and employee training programs. These expenses are particularly 

difficult for companies operating in developing economies where financial and 

technological resources are limited. 

Another major challenge identified in the research is the shortage of qualified 

specialists. Successful digital transformation requires professionals with competencies in 

data analytics, digital marketing, cybersecurity, and sustainability management. Many 

companies experience difficulties recruiting and retaining such specialists, which slows 

innovation processes and reduces strategic efficiency. 

The results also indicate that cybersecurity risks have increased significantly due to the 

expansion of digital communication systems and online business operations. Data breaches, 

cyberattacks, and information leaks negatively affect customer trust and corporate 

reputation. Companies operating internationally face additional cybersecurity challenges 

because of differences in data protection regulations across countries. 

Resistance to organizational change was identified as another critical barrier. 

Employees and middle-level managers frequently resist new technologies and business 

models because of uncertainty, fear of automation, or insufficient digital skills. This 

resistance negatively impacts the speed and effectiveness of transformation processes. 

The study additionally found that sustainability initiatives create operational and 

strategic difficulties for many businesses. Although consumers increasingly support 

environmentally responsible brands, sustainable production and marketing activities often 

require long-term investments and complex organizational restructuring. 

Case-study analysis of international companies showed that organizations successfully 

integrating digitalization and sustainability into their marketing strategies demonstrate 

stronger customer loyalty, improved operational efficiency, and enhanced competitive 

advantages in global markets. 

Figure 1 – Distribution of barriers  
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Discussion 

The results of the research demonstrate that digitalization and sustainability are no longer 

optional components of business development but have become essential strategic priorities 

for companies operating in global markets. Modern organizations increasingly depend on 

digital technologies to improve communication with customers, optimize marketing 

operations, and strengthen competitive positions. At the same time, sustainability has 

become an important factor influencing consumer trust, corporate reputation, and long-term 

business growth. 

 

 

Figure 2 - Conceptual framework of barriers affecting digitalization and sustainability in 

global marketing strategies. 
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The findings confirm that companies integrating digital technologies into their marketing 

systems gain significant advantages in data analysis, customer relationship management, 

and market responsiveness. Technologies such as artificial intelligence, cloud computing, 

automation, and big data analytics allow organizations to personalize marketing campaigns 

and improve operational efficiency. These findings correspond with previous studies in 

international marketing and digital business management, which emphasize the growing 

importance of technological innovation in competitive environments. 

However, the research also indicates that the process of digital transformation creates 

substantial financial and organizational challenges. High implementation costs remain one 

of the most serious barriers, especially for companies in developing economies. Investments 

in digital infrastructure, software systems, cybersecurity protection, and employee training 

require considerable financial resources that are not always available for small and medium-

sized enterprises. 

The shortage of qualified specialists was another important issue identified in the 

study. Many organizations struggle to recruit employees with advanced technological and 

analytical skills. The lack of professional competencies slows innovation processes and 

reduces the effectiveness of strategic implementation. This problem is particularly visible in 

countries where digital education and technological training systems are still developing. 

The discussion also highlights the growing significance of cybersecurity in global marketing 

activities. As companies increasingly rely on digital communication channels and online 

customer interaction, cybersecurity threats become more dangerous and complex. Data 

leaks and cyberattacks negatively influence customer confidence and may lead to serious 

financial and reputational losses. 

Another important finding is related to organizational resistance to change. Employees 

frequently perceive digital transformation as a threat to job stability and traditional business 

processes. Without effective leadership and employee training programs, resistance to 

innovation may significantly delay modernization projects. 

The study additionally demonstrates that sustainability initiatives create both 

opportunities and challenges for global businesses. On one hand, sustainable marketing 

strategies improve corporate image and strengthen customer loyalty. On the other hand, 

environmental standards and sustainable production systems often require long-term 

investments and operational restructuring. 

The research findings are consistent with international studies emphasizing the 

relationship between sustainability, digital transformation, and strategic competitiveness. 

Nevertheless, the present study has certain limitations. The analysis is primarily based on 

qualitative methods and secondary data sources. Therefore, the findings may not fully 

reflect industry-specific differences or regional economic conditions. 

Future research could include quantitative methods, surveys, and empirical analysis 

involving multinational companies from different industries. Additional investigation into 

the role of artificial intelligence, digital consumer behavior, and sustainable innovation 
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would provide more comprehensive insights into the future development of global 

marketing strategies. 

CONCLUSION 

Digitalization and sustainability significantly influence modern global marketing 

strategies. Companies increasingly integrate digital technologies and sustainable business 

practices to improve competitiveness and customer engagement. 

However, organizations continue to face multiple barriers, including high 

implementation costs, shortage of qualified specialists, cybersecurity risks, organizational 

resistance, and regulatory differences between countries. 

To overcome these challenges, companies should invest in employee training, 

technological infrastructure, cybersecurity systems, and flexible management approaches. 

Governments and international institutions should also support digital innovation and 

sustainable business development. 

Future studies may focus on industry-specific barriers and the role of artificial 

intelligence in sustainable marketing strategies. 
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