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*% detected as AI
AI detection includes the possibility of false positives. Although some text in 
this submission is likely AI generated, scores below the 20% threshold are not 
surfaced because they have a higher likelihood of false positives.

Caution: Review required.

It is essential to understand the limitations of AI detection before making decisions 
about a student’s work. We encourage you to learn more about Turnitin’s AI detection 
capabilities before using the tool.

Disclaimer
Our AI writing assessment is designed to help educators identify text that might be prepared by a generative AI tool. Our AI writing assessment may not always be accurate (i.e., our AI models 
may produce either false positive results or false negative results), so it should not be used as the sole basis for adverse actions against a student. It takes further scrutiny and human 
judgment in conjunction with an organization's application of its specific academic policies to determine whether any academic misconduct has occurred.

Frequently Asked Questions

How should I interpret Turnitin's AI writing percentage and false positives?
The percentage shown in the AI writing report is the amount of qualifying text within the submission that Turnitin’s AI writing 
detection model determines was either likely AI-generated text from a large-language model or likely AI-generated text that was 
likely revised using an AI paraphrase tool or word spinner.
 
False positives (incorrectly flagging human-written text as AI-generated) are a possibility in AI models.
 
AI detection scores under 20%, which we do not surface in new reports, have a higher likelihood of false positives. To reduce the 
likelihood of misinterpretation, no score or highlights are attributed and are indicated with an asterisk in the report (*%).
 
The AI writing percentage should not be the sole basis to determine whether misconduct has occurred. The reviewer/instructor 
should use the percentage as a means to start a formative conversation with their student and/or use it to examine the submitted 
assignment in accordance with their school's policies.

What does 'qualifying text' mean?
Our model only processes qualifying text in the form of long-form writing. Long-form writing means individual sentences contained in paragraphs that make up a 
longer piece of written work, such as an essay, a dissertation, or an article, etc. Qualifying text that has been determined to be likely AI-generated will be 
highlighted in cyan in the submission, and likely AI-generated and then likely AI-paraphrased will be highlighted purple.
 
Non-qualifying text, such as bullet points, annotated bibliographies, etc., will not be processed and can create disparity between the submission highlights and the 
percentage shown.
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Unit 1: Fundamentals of Global MarkeƟng 

 

Learning ObjecƟves 

1. Define the concept of global markeƟng and disƟnguish it from domesƟc markeƟng. 

2. Explain the scope and strategic importance of global markeƟng in a dynamic business 
environment. 

3. IdenƟfy and analyze key drivers of globalizaƟon such as technology, trade 
liberalizaƟon, and emerging markets. 

4. Evaluate the challenges posed by cultural, legal, poliƟcal, and economic differences in 
global markeƟng. 

5. Understand the implicaƟons of consumer behavior differences across global markets. 

6. Assess the role of global compeƟƟon and its influence on branding and posiƟoning 
strategies. 

7. Examine real-world cases such as Coca-Cola to understand the balance between 
standardizaƟon and localizaƟon in global markeƟng strategies. 

 

Content 

1.0 Introductory Caselet 

1.1 IntroducƟon to Global MarkeƟng: Scope and Importance 

1.2 Drivers and Challenges of GlobalizaƟon in MarkeƟng 

1.3 Case Study: Coca-Cola’s GlobalizaƟon Strategy – Balancing StandardizaƟon and 
LocalizaƟon 

1.4 Summary 

1.5 Key Terms 

1.6 DescripƟve QuesƟons 

1.7 References 

1.8 Case Study 
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1.0 Introductory Caselet 

 

“The Rise of TastySpice: A Local Brand’s Leap Into the Global Market” 

 

TastySpice, a family-run Indian spice company from Kochi, started by selling to local grocery 
stores freshly ground spice blends in 2010. The brand soon became a household name in 
southern India with unbeatable quality and genuine tastes. Inspired by the success of their 
local business and the global trend toward ethnic food, the 2nd generaƟon owners began to 
consider exporƟng. 

By 2015, TastySpice had export contracts with Indian stores in the UAE and UK. But as they 
scaled into various internaƟonal markets, the founders faced new hurdles—compliance in the 
EU, packaging rules in North America and consumer behavior in Southeast Asia. Their 
markeƟng campaigns were tradiƟonal and culturally based on local idioms that had nothing 
to do with internaƟonal fans. 

To acclimate, TastySpice linked up with local markeƟng firms and took a deep dive into 
consumer research. They overhauled their packaging, brought to market product iteraƟons 
for local tastes and leveraged online plaƞorms to tell their brand story. The result was a 
hybrid approach that simultaneusly standardized core brand assets like the logo and quality 
promise, while localizing flavors offered and markeƟng campaigns. 

In 2023, TastySpice had become an admired internaƟonal brand in 22 countries. Their success 
is proof that even small companies can go global with the right strategy, cultural sensiƟvity 
and nimble markeƟng efforts. 

CriƟcal Thinking QuesƟon 

How did TastySpice’s strategy of balancing standardizaƟon and localizaƟon contribute to its 
successful internaƟonal expansion, and what risks associated with this approach will it need 
to address as it conƟnues to expand into more culturally diverse markets? 
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1.1 Global MarkeƟng: An Overview of Scope and Importance 

1.1.1 Global MarkeƟng: DefiniƟon and Concept 

Global markeƟng is the process of developing and execuƟng a company’s products, 
adverƟsing, and other markeƟng acƟviƟes through research that takes place on a global 
scale. It relates to matching the target internaƟonal market segments, recognizing cultural 
differences, standardizaƟon versus localizaƟon of products or services, developing 
communicaƟon acƟviƟes that resonate across different consumer profiles and at the same 
Ɵme respect core brand values. 

Key Aspects of the Concept: 

• Cross-border MarkeƟng Strategies IntegraƟon: 

InternaƟonal markeƟng is much more than just selling in another market. It entails creaƟng 
and execuƟng across a number of geographies strategies to opƟmize economies of scale, 
reinforce brand value, and take advantage of technology efficiencies. By coordinaƟng 
markeƟng worldwide, brands can maintain consistency and pool resources across different 
markets. An excellent demonstraƟon of such a philosophy can be seen in Coca-Cola’s “Open 
Happiness” campaign, which rolled out globally virtually unchanged. That's how a consistent 
worldwide strategy delivers among very different audiences and sƟll appeals to everyone. 

• Focus on Heterogeneous Markets: 

Marketers need to recognise significant variaƟons in consumer behaviour, regulatory 
standards and socio-poliƟcal consideraƟons. Product feature, packaging and promoƟonal 
preferences can be quite different, for example between Nordic countries and South Asia. 

• Duality of StandardizaƟon and AdaptaƟon: 

Global markeƟng exists on a spectrum between extensive standardizaƟon, where the same 
product and promoƟon are employed all over the world, and full adaptaƟon – that is, new 
products designed specifically for each individual market. McDonald’s global strategy 
epitomizes this balance by featuring key brand components while customizing menus to 
appeal to local palates like the McAloo Tikki in India and Teriyaki Burger in Japan. 

• Global Branding and PosiƟoning: 

PosiƟoning needs to travel with the brand, but told in a culture-friendly way. Successful global 
brands emphasize 

values common to all markets, such as quality and trust and innovaƟon, but leaving room for 
expression at the local level. 

• Cross-Border Market Research: 
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SubstanƟal research is essenƟal to understand the social- cultural, economic and legal 
context. This includes the big macro picture (GDP growth, poliƟcal stability) and down to the 
individual consumer profile, traits, preference and media habits. 

• Technology as a Global Connector: 

Spearheaded by e-commerce, social media and mobile penetraƟon, the digital revoluƟon has 
brought about vast changes in the scope of global markeƟng strategies. This means brands 
can engage in live interacƟons with global audiences, and gather feedback, launch campaigns, 
make adjustments on the fly. 

• MulƟple Market Entry Modes: 

Firms can choose to market internaƟonally by exporƟng, licensing, franchising or joint 
ventures with a host country or seƫng up wholly owned subsidiaries. The selecƟon of the 
entry strategy is made based on consideraƟon if risk aversion, investment and informaƟon 
control. 

• Global MarkeƟng OrientaƟon: 

A firm’s aƫtude toward the global market—that is whether it is ethnocentric, polycentric, 
regiocentric or geocentric—affects its view of and reacƟon to internaƟonal opportuniƟes. Of 
these, geocentrism is the closest to contemporary global markeƟng thinking; in this approach 
it may be seen that synergies between markets are emphasized, thereby realizing potenƟal 
scale and scope economies. 

• Cultural Intelligence and Responsiveness: 

Cross-cultural communicaƟon is essenƟal because a campaign that fails to take local customs 
or religious senƟments into account risks provoking a backlash and damage to its reputaƟon. 

This definiƟon serves to emphasize that global markeƟng is not just “markeƟng abroad” but 
is about taking a strategic approach, and not only considering the diversity at global level but 
also finding out what will be relevant in local terms. 

 

1.1.2 Scope of Global MarkeƟng 

The dimensions of internaƟonal markeƟng It consists of acƟviƟes, funcƟons or issues that are 
common to most, if not all countries.The scope of global markeƟng The width.jsdfsjf dsfsd 
Approach a subject and discuss it contribute the concept “scope” In InternaƟonal MarkeƟng. 
With businesses being more and more borderless, this scope has gone far beyond 
convenƟonal export acƟviƟes. 

Detailed Dimensions of Scope: 

• Geographical Expansion: 
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MulƟ-level markeƟng applies to business acƟviƟes in many countries and regions where the 
legal, economic, and cultural environments vary. MNCs can be present on more than 100 
countries and they also adjust their strategy for each market while maintaining a global 
integraƟon. 

• Product Strategy and Development: 

Products need to be adapted, or beƩer yet, designed for them in the first place. This means 
understanding local demand, safety requirements, consumer preferences and technology 
levels. Smartphone brands such as Xiaomi release phones with similar features but power 
seƫngs to match the infrastructure in India or Europe.” 

• Global Branding and AdverƟsing: 

Locale and global with markeƟng CreaƟng a strong brand Global yet local market idenƟty has 
to develop side by side to the company's strategies. 

communicaƟon strategies. There needs to be a connecƟon with local audiences while not 
compromising the core brand idenƟty. In order to make this happen, brands do well to use 
local influencers and regional fesƟvals, and speak in the naƟve language of their chosen 
audience. 

• DistribuƟon and Supply Chain Management: 

The global player tends to lead to more complex supply chain logisƟcs. Businesses must 
manage warehousing, shipping routes, local partnerships and “last mile,” the last leg of a 
delivery route. For example, Amazon adapts its supply chain in each country to comply with 
local regulaƟons and logisƟcs. 

• Pricing Strategy and Currency ConsideraƟons: 

Global pricing needs to factor in consideraƟons such as currency exchange rates, purchasing 
power, tariffs and compeƟƟve pressures. Marketers can adopt, single pricing, psychological 
pricing or uniform price depending on the overall stratergy. 

• Regulatory and Legal Compliance: 

All markets have specific adverƟsing regulaƟons, labeling requirements, product safety 

standards, and import restricƟons. Any company that doesn’t ensure compliance is at risk 
and responsible for damages in both courts and in terms of brand reputaƟon. 

• Consumer Insights and Market Research: 

The global consumer:Custom methods to decode how consumers behave across the world. 
This, it is argued, should provide some control over both the content and context of studies – 
focus groups, surveys and anything along an ethnographic conƟnuum have to somehow make 
sense culturally in order that they bring back valid informaƟon. 
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• Crisis and Risk Management: 

PoliƟcal volaƟlity or economic instability poses a real investment hazard. Marketers need to 
have backup strategies for the conƟngencies and adapƟve strategies for dealing with such a 
situaƟon. 

• Digital Global MarkeƟng: 

The Surge of Digital Plaƞorms With the proliferaƟon of digital plaƞorms, we can now 
communicate with people all over the world through social media, SEO (Search Engine 
OpƟmizaƟon), influencer markeƟng as well as global ad plaƞorms like Google Ads and 
Facebook. For instance, SpoƟfy derives country specific playlists and recommendaƟons from 
global algorithms by incorporaƟng local data into the models. 

• Sustainability and Ethics: 

Contemporary global consumers demand that brands are both morally and ethically sound 
with their business conducts in order to make this aspect of internaƟonal markeƟng strategy 
indispensable. The likes of sustainability reporƟng, responsible sourcing, and eco-friendly 
packaging are all part and parcel of many global brand mandates now. 

InternaƟonal markeƟng is not just about strategy but rather about the interacƟon among 
strategy, culture, technology, and adaptability over global fronƟers. 

 

Did You Know? 

 

“Many marketers are unaware that the concept of "reverse innovaƟon" is now a vital part of 
global markeƟng scope. It refers to products originally designed for emerging markets that 
later gain popularity in developed economies. For example, GE Healthcare created a low-cost 
portable ECG machine for India, which was later adopted in U.S. rural health programs. This 
challenges the old model where innovaƟon only flowed from West to East and highlights how 
global markeƟng increasingly begins in the Global South.” 

 

1.1.3 Importance of Global MarkeƟng 

Global markeƟng is no longer just a strategic choice but has become, for many firms, the only 
way to survive let alone prosper and grow in an ever faster globalising world. 

Why Global MarkeƟng is More Important than Ever: 

• Market SaturaƟon in DomesƟc Markets: 
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DomesƟc markets are mature or declining channels in most developed countries. New 
customer markets allow for growth, especially in developing markets where expanding 
middle classes and unmet demand generate new opportuniƟes. 

• Economies of Scale: 

Using global economies of scale to cut unit costs and improve margins. Centralized markeƟng 
campaigns and conglomerated producƟon hubs also further reduce both. 

operaƟonal expenses, enhancing efficiency. 

• Brand GlobalizaƟon and Visibility: 

Brand equity, consumer confidence and investor trust are all greatly enhanced by having a 
global presence. Large global brands such as Samsung and Nike garner respect and higher 
valuaƟons, because their penetraƟon is felt around the world. 

• Access to InnovaƟon and Talent: 

InternaƟonal companies have access to innovaƟon ecosystems in mulƟple countries. For 
example, we can bring together German R&D, Swedish design and Chinese manufacturing for 
excellent results. 

• DiversificaƟon of Risk: 

Companies who have no other market than the domesƟc one are siƫng ducks for economic 
problems, changes in policy or natural disasters. By operaƟng on a global scale, companies 
spread their interests and risks to different locaƟons. 

• Cultural Learning and Consumer Insights: 

Doing business in different countries exposes companies to diverse consumer habits and 
preferences, leading to innovaƟon. This helps marketers to idenƟfy global opportuniƟes and 
address regional needs. 

• CompeƟƟve Advantage: 

Leading the way in internaƟonal markets now can yield long-term advantages like increased 
market share. 

sharing, healthy relaƟonships — as well local goodwill. This is evidenced by companies like 
Unilever and Nestlé, which have developed rural supply chains before domesƟc compeƟƟon 
entered the space. 

• Digital DisrupƟon and Borderless Commerce: 

Geography is increasingly irrelevant in countless industries, with the growth of digital 
plaƞorms and global payment systems. Small house, and suchlike kind of businesses can now 
scale globally through the likes of Shopify, Etsy or Amazon Global. 
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• Customer ExpectaƟons of Global Presence: 

Today’s consumers are increasingly demanding a uniform brand experience wherever they go 
and the demand is parƟcularly high for service based businesses such as hotels, airlines, fast 
food chains. Worldwide markeƟng helps guarantee that brand claims are in sync at every 
customer touchpoint. 

• Sustainability Agendas and Global Common Goals: 

Cross-border markeƟng also extends the reach of company responsibility by reflecƟng ESG 
and UN Sustainable Development Goals (SDGs) iniƟaƟves. Even the former agnosƟc brands 
now talk acƟvely about their climate change, gender equality, and clean energy credenƟals 
in terms of global posiƟoning. 

At a high level, then: Global markeƟng is no longer about surplus but, rather, the stringing 
together of value chain nodes (or economic clusters), brand ecosystems and mulƟspeed global 
relevance. 

 

1.1.4 DomesƟc vs InternaƟonal MarkeƟng differences 

While the principles of markeƟng are universal, focusing on the right customer with the right 
product or service, there are differences you need to take into account when approaching 
global markeƟng vs. domesƟc markeƟng as well as internaƟonally and here we will show why 
working with a professional in each specialised area which is important. 

ComparaƟve Dimensions: 

• Cultural SensiƟvity and Diversity: 

DomesƟc markeƟng is inter-market differences with in a country while internaƟonal 
markeƟng is InternaƟonal MarkeƟng – the development of markeƟng strategies for different 
countries. What is funny in one country may be down right offensive in another so being 
culturally sensiƟve is a crucial aspect. 

• Regulatory Environment: 

DomesƟc marketers play in one set of rules whereas global marketers play across many and 
inconsistent legal systems. These differences may encompass labelling requirements, 
adverƟsing standards, employment laws and tax policies. 

• Currency and Pricing Strategy: 

In domesƟc pricing the reliance is on one currency, in a relaƟvely stable economic 
environment. 

challenges." by contrast, global pricing has to cope with exchange rates variaƟons, taxes and 
tariffs at local level as well as difference on purchasing power parity. 

Page 10 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197620

Page 10 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197620



• Consumer Insight and Research: 

DomesƟc markeƟng has the advantage that consumer relaƟons are easier through 
homogenous media habits and language. On the other hand, global markeƟng demands 
market specific research approaches that are significantly sensiƟve to local seƫngs in order 
to deliver valid and insighƞul results. 

• DistribuƟon Complexity: 

Supply chains within the country are largely linear and more foreseeable, while global 
markeƟng goes far beyond naƟonal borders to lean on complex internaƟonal logisƟcs. This 
comprises customs clearance, port handling, and 15 yard operaƟon. 

establishing partnerships with local retailers. 

• PromoƟonal Channels and Media Usage: 

Media use varies greatly from one country to another. - For instance, television sƟll reigns 
supreme in rural India, but mobile-first is a way of life in South Korea, thus meaning that you 
are @{@"A good global developer"} +/ - \@Aaronontheweb)=> 400} any(400) atoi(variable) < 
500 [rgba(255,255,0,.87)] all the REQ/resd and their values (Ɵme etc...) from Dabidi. 

marketers to adapt promoƟonal channels accordingly. 

• Strategic Focus: 

Home markeƟng is usually based on tacƟcal and sales-moƟvated approaches. Global 
markeƟng, on the other hand, includes longer-term strategic planning, greater investment 
and consideraƟon of geopoliƟcal risks. 

• Customer RelaƟonship Management: 

On the home front, loyalty programmes and aŌer-sales service tend to be formulaic affairs. 
Customer relaƟonship management systems have to be tuned for local communicaƟon styles 
and different customer service expectaƟons around the world. 

• OrganizaƟonal Structure: 

DomesƟc markeƟng staffs are usually part of a central company organizaƟon. For global 
markeƟng, the approach is neater: decentralised decision making for local sales and markeƟng 
adjustments, close communicaƟon with local subsidiaries and matrixed team structures. 

It's important to recognize these differences in order to structure effecƟve global strategies. 
Many of failures are the result of perceiving global markeƟng strategy as an extension of 
domesƟc strategy. 
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1.2 Drivers And Challenges Of GlobalizaƟon In MarkeƟng 

1.2.1 Key Drivers – Technology, Trade LiberalizaƟon and Emerging Markets 

GlobalizaƟon in markeƟng is essenƟally due to structural, technological and economic reasons 
that allow companies to easily enter new internaƟonal markets. Within these, three powerful 
forces are technology, trade liberalisaƟon and the emergence of developing economies. 

Technology in the CatalyzaƟon of Global MarkeƟng 

The nature of global markeƟng has been significantly affected by breakthroughs in 
technology. They have sped up communicaƟon, research, logisƟcs and payment systems and 
made them cheaper and more scalable across borders. 

• Internet and Digital Plaƞorms: 

So far so good — the Internet is definitely a low-cost way to reach across borders, and 
represents markeƟng 101 these days. Digital plaƞorms like Google, Meta, Alibaba and Amazon 
have enabled adverƟsers to reach specific groups of people around the world by language, 
interests, locaƟon or behaviors. What is more, e-commerce technologies power cross-border 
sales, logisƟcs interconnecƟon and mulƟ-language websites that have streamlining overseas 
business easier. 

• Big Data and AnalyƟcs: 

In modern Ɵmes, companies collect data from numerous touchpoints across the globe, such 
as Websites, Social Media, Point-of-Sale Systems and CRM systems. PredicƟve analyƟcs and 
arƟficial 

intelligence to personalize markeƟng messages at scale across the globe, revising 
segmentaƟon as needed to drive relevancy among a broad range of consumer audiences. 

• Mobile and Social Media PenetraƟon: 

Brands are now accessed by billions of users in emerging markets through the smartphone. 
That has been turbocharged by social media, which not only enables micro-targeƟng of local 
audiences and viral local campaigns using global plaƞorms, but is both about reach (as in 
broadcast) and relevance (as in addresses the most personal informaƟon you provide to a 
friends site). 

• Supply Chain and Manufacturing Technology: 

InnovaƟons such as roboƟcs and 3D prinƟng have increased cost-effecƟveness, while smart 
warehousing has lowered the barriers to customisaƟon in global manufacturing. Connected 
and IoT soluƟons also allow brands to track inventory in real-Ɵme, helping them be more 
accurate with delivery Ɵmelines and ensuring product supply across markets. 

• MarkeƟng AutomaƟon Tools: 
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CRM systems such as Salesforce and HubSpot now enable mulƟlingual campaign 
management with localised personalisaƟon, which means brand consistency on a global level. 
Meanwhile, chatbots and AI-based customer service offer 24/7 support in mulƟple languages 
and Ɵme zones to beƩer serve clients worldwide. 

Trade LiberalizaƟon as a Driver 

Trade liberalisaƟon includes the eliminaƟon or reducƟon of barriers to trade, such as tariffs, 
quotas and regulaƟons. 

• Free Trade Agreements (FTAs): 

Deals like NAFTA (which is now USMCA), the EU single market, RCEP and ASEAN have opened 
borders for trade to an unprecedented extent. They contribute to the reducƟon of tariffs, 
simplificaƟon of customs procedures and free movement of investment among members. 
Take the EU single market, for example, that allows companies such as IKEA to conduct 
business with ease through. 

Euro countries, as RCEP enables Asian brands such as Toyota with the potenƟal to grow more 
effecƟvely across the region. 

• WTO and Global Trade Governance: 

The WTO is criƟcal to create a system for trade dispute resoluƟon and restraining 
protecƟonism. By encouraging harmonizaƟon of trading systems between its members, the 
WTO promotes more stable and predictable world trade. For example, the WTO dispute 
seƩlement system has been crucial in resolving disputes such as the already 14-year-old 
Airbus-Boeing subsidies case and provide for a fairer compeƟƟon in the aviaƟon sector. 

• Ease of Market Entry: 

Trade barriers to entry have also been lowered, easing the procedure for companies to set-up 
shop, sell goods or partner with local firms. Policy climates at the internaƟonal level have 
been influenced in a manner that made licensing, franchising and joint ventures to seek 
foreign markets more aƩracƟve. A prime 

is McDonald’s, which has grown worldwide through franchising, and Starbucks oŌen enters 
markets in joint ventures with local partners, like its alliance with Tata in India. 

• Foreign Direct Investment (FDI) IncenƟves: 

Some countries have begun offering tax incenƟves and infrastructure to draw internaƟonal 
brands. Such acƟons could pave the way for companies to grow their markeƟng infrastructure 
in other markets and become a more significant global force. Apple, for instance, has gobbled 
up tax subsidies as it establishes European headquarters in Ireland; and Tesla has grown its 
footprint in China, where it received government-backed incenƟves to build its Shanghai 
Gigafactory. 
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Emerging Markets Are the Growth Engine 

GLOBAL An Ascend to power EMERGING MARKETS New wealth, new consumers drives 
transiƟon of lower-income countries Emerging markets create big possibiliƟes for worldwide 
marketers as income levels rise and the urban populaƟon grows. 

• Rising Middle Class: 

Middle-class expansion is taking place rapidly in countries like India, Brazil, Indonesia and 
Nigeria. This segment of the populaƟon has more and more money to spend, wants to buy 
global brands and are increasingly being digiƟzed. For example, the middle class in India has 
driven 

growth for such brands as Xiaomi and Neƞlix while Brazil’s burgeoning consumer class has 
fueled demand for automoƟve ount -brands like Hyundai. 

• Untapped Consumer Demand: 

(Few product categories, among them packaged food, personal care, insurance and mobile 

servicesthat are underpenetrated in much of the developing world. Global companies have 
gained more by being an early entrant in these markets and create lasƟng legacy. For 
example, Unilever 

won a foothold in India with inexpensive personal care items, and Safaricom in Kenya led the 
way in mobile money with M-Pesa to serve unmet financial service needs. 

• UrbanizaƟon and Infrastructure Growth: 

Strong consumer demand for modern markeƟng and distribuƟon channels has been 
supported by beƩer infrastructure, retail chains spreading their network to small towns, and 
greater digital connecƟvity. Walmart has benefited from urban retail expansion in Mexico, 
while Jumia — oŌen referred to as the “Amazon of Africa” — is exploiƟng a growing logisƟcs 
and e-commerce infrastructure across Nigeria and elsewhere in Africa. 

• Digital Leapfrogging: 

Many consumers in emerging markets have already skipped landlines and desktop 
computers, and simply leaped to a mobile-first way of living. This opens the door for marketers 
to connect with this digital-naƟve populaƟon through mobile apps, video content and SMS 
campaigns. For example, 

The explosive success of TikTok in Indonesia illustrates the mobile-first approach, and India’s 
swiŌ embrace of digital payments through Paytm showcases how consumers leapfrogged 
tradiƟonal banking infrastructure. 
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Together, these drivers dismantle the barriers to entry, lower operaƟng expenses, extend a 
global reach and more broadly elevate brand idenƟty – ensuring that globalisaƟon becomes 
an essenƟal part of every marketer’s strategy. 

 

1.2.2 Cultural Differences and Consumer Behavior 

Cross-cultural differences is one of the most difficult problem in the internaƟonal markeƟng. 
They shape how consumers evaluate value, decide what they like, trust brands, respond to 
communicaƟons and experience products. 

 

Figure 1.1 

 

 

Dimensions of Culture in MarkeƟng 

• Language and CommunicaƟon: 

The wrong translaƟon or contextual relaƟonship can completely misinterpret the intenƟons 
of a brand, its slogan or ad campaign which may also result in negaƟve percepƟon. For 
example, Pepsi’s tagline “Come alive with the Pepsi generaƟon” was reported to have been 
translated in Chinese to mean “Pepsi brings your ancestors back from the grave,” which caused 
confusion and unintended offense. 

• Values, Norms, and Beliefs: 
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Social values - be they about individualism versus collecƟvism, gender roles or religious norms 
- condiƟon here and now what is more or less popular. A personal-gaincentric campaign can 

succeed in the United States, but a similar approach may not be ecognized as culturally 
appropriate in Japan. 

• AestheƟcs and Symbolism: 

Colours, Geometrical forms and Symbols have different meanings to people from different 
culture s. For instance, white means purity and innocence in many Western cultures but is a 
color of mourning in much of Asia. This creates a dependency on visual material in global 
adverƟsing campaigns. 

• Food, Clothing, and Rituals: 

Marketers for food, apparel and beauty must also grapple with dietary laws, tradiƟonal dress 
and grooming customs. For example, a snack that contains pork needs to be carefully sited — 
or steered clear of altogether — in Islamic markets; fashion labels such as H&M have needed 
to adjust collecƟons in order to be sensiƟve to the modest clothing norms adhered to in 
Middle East countries. 

• Decision-Making Processes: 

The way people make decisions about what to buy is influenced by culture too. In high-
context cultures (e.g. in China and Japan) family members are included in the buying decision 
process and trust accounts for a long Ɵme close relaƟonship. In Western markets, consumers 
prioriƟze the rapidity of choice as well as autonomy and comparison. 

• Brand PercepƟon: 

Other cultures are extremely brand status conscious where foreign products equate perceived 
quality, presƟge and status--luxury goods in China being a good example. Yet other markets 
might see consumers favor local alternaƟves they take pride in or feel familiar to, for example 
Patanjali piƫng against mulƟnaƟonal FMCGs brands in India. 

Frameworks for Cultural Understanding 

• Hofstede’s Cultural Dimensions: 

[4,5] Hofstede's model emphasizes 6 dimensions shaping consumer behavior and markeƟng 
in different cultures. They are individualism versus collecƟvism, power distance, uncertainty 
avoidance, masculinity versus femininity, long-term orientaƟon and indulgence versus 
restraint. end up manifesƟng themselves Four-dimensional philosophy and turf structures are 
essenƟal to understanding the ways in which socieƟes make mindful decisions, respect the 
authority of their leaders and understand sexual roles, among a mulƟtude of other ensuring 
factors. 

marketers when designing campaigns. 
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• High and Low Context Cultures According to Edward Hall: 

Hart describes cultures by two forms of communicaƟon. High-context cultures, such as 

Japan or Saudi Arabia - are oŌen more dependent on implicit communicaƟon, shared 
experiences and non- verbal cues. Low context cultures, on the other hand (like Germany or 
The United States) emphasize clarity, directness and an explicit messaging. What marketers 
do need to know, however, is how to tailor their markeƟng campaigns by regional preference. 

Consumer Behavior AdaptaƟons 

• Customizing Offerings: 

The pasty-haired prince of brands frequently has to shiŌ his products slightly in order to meet 
local tastes and health criteria. For example, beverage firms have cut sugar content in places 
where health awareness is growing; elsewhere tastes in spicy, sweet or herbal flavours 
determine products. McDonald’s selling McSpicy Paneer in India or green tea-flavored KitKats 
in Japan are prime examples of this modificaƟon. 

• MarkeƟng Channels and Timing: 

Differences in cultural and religious calendars have a substanƟal influence on consumer 
Purchasing behaviour. Holidays including Ramadan, Chinese New Year, Diwali and Christmas 
are associated with increased shopping acƟvity. Marketers need to be able to schedule 
campaigns, discounts, and product launches for these dates in order to drive engagement and 
sales. For instance, e-commerce behemoths such as Alibaba hit new sales records on China’s 
Singles’ Day. 

• Influencer and Celebrity SelecƟon: 

The selecƟon of endorsers is important in the communicaƟon with consumers of various 
geographical area. Not all stars burn as brightly in every market. In fact, local influencers and 
celebriƟes can work in your favor - since authenƟcity tends to get a boost when you play the 
regional card. For instance, while Nike works with global giants such as CrisƟano Ronaldo it 
also works with local 

athletes in India or China to increase regional appeal. 

Cultural disconnect can lead to misguided campaigns, product dismissal or worse, public 
outrage. In this way, cultural intelligence isn't rather just an opƟon if one wants to be 
successful markeƟng globally. 

 

1.2.3 Legal, PoliƟcal, and Economic Challenges 

Working across borders leads marketers to an assortment of unanƟcipated legal, poliƟcal and 
economic circumstances that can cause costly business disrupƟon and markeƟng failure. 
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Legal Challenges 

• Regulatory Compliance: 

VariaƟons among countries’ legal standards for adverƟsing, labeling, pricing and selling-
related acƟons differ from one another, which services must painstakingly manage. For 
instance, food adverts can only state claims which are considered health-related in the EU, 
and must receive approval before broadcast. 

• Intellectual Property Rights: 

Laws and enforcement for trademark and copyright vary by region, with some markets having 
liƩle to no regulaƟon. CounterfeiƟng and copycats are a big threat, especially in places like 
China and some of Southeast Asia. Luxury brands such as Louis VuiƩon and Rolex are 
frequently widely counterfeited in these markets. 

• Data Privacy and Digital RegulaƟons: 

Sweeping data privacy laws, like the GDPR in the European Union, also restrict how 
companies can gather, store and use consumer informaƟon. Similar frameworks in countries 
such as Brazil (LGPD) and California (CCPA) are also starƟng to gain tracƟon. Companies also 
risk having to re-engineer CRM systems and modify digital tracking tools to comply. 

• Import/Export RestricƟons: 

47 Trade Barriers, such as taxes to prevent their export or bounty to promote it, the exclusion 
of foreign products through tariffs or restricƟons and outright prohibiƟons. For example, some 
sectors such as pharmaceuƟcals, luxury cars and electronics are frequently subject to import 
restricƟons that raise the cost and add layers of fricƟon in supply chains. 

PoliƟcal Challenges 

• Policy Instability: 

PoliƟcal transiƟons, coups, and new whims of policy makers can mean disrupted market 
access overnight. Trade fricƟons like the US-China tariff war have majorly hit global supply 
chains and markeƟng strategies of companies including Apple and Huawei. 

• NaƟonalism and ProtecƟonism: 

"Buy Local" drives and protecƟonist measures can lead to less success among local 
consumers of foreign brands. Governments might also require a certain proporƟon of 
employee headcount to work locally or at home. For instance, India’s FDI guidelines on e-
commerce mandate foreign players like Amazon to adhere to local content norms. 

• CorrupƟon and Bureaucracy: 

BureaucraƟc red tape and corrupƟon can slow operaƟons in many developing markets. 
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Companies may be under pressure to pay ‘facilitaƟon fees’ – bribes – for licenses and 
markeƟng approval, raising the risk involved as well as the complexity of doing business. 

Economic Challenges 

• Currency VolaƟlity: 

Exchange Rate Risk – The greatest danger to pricing and profitability in any internaƟonal 
market is exchange rate. MulƟnaƟonal companies oŌen use hedging strategies to limit 
exposure. For instance, Procter & 

Gamble has noted foreign exchange volaƟlity as a long-standing difficulty in its annual filings. 

• Economic Cycles: 

Target-market recessions or slowdowns dampen consumer demand and drive up price 
sensiƟvity. Marketers in such Ɵmes frequently modify the mix to a value for money product 
or even result to discounƟng as was the case in FMCG market during 2008 global monetary 
slowdown. 

• InflaƟon and Interest Rates: 

Elevated inflaƟon diminishes purchasing power and necessitates constant price changes. 
Higher interest rates also make it more expensive to borrow, which can hurt expansion plans 
and markeƟng budgets. InflaƟon, including in ArgenƟna, remains high, forcing companies like 
Coca-Cola to Ɵnker with how they price their products to keep up with a wonky economy. 

Tackling these issues necessitates vigilant tracking, excellent aƩorneys, flexible planning and 
the capacity to re-target markeƟng in an atmosphere of uncertainty. 

 

1.2.4 CompeƟƟve Pressures and World Brand Management 

Global marketers work in a hypercompeƟƟve marketplace where changing brands and being 
loyal to those changes is what both the local players as well as transnaƟonals do for fun. 

Major Global CompeƟƟve Pressures 

• Local Brand Strength: 

Local enterprises oŌen have beƩer consumer intelligence, lower producƟon costs and the 
affecƟon of patrioƟc consumers. These benefits serve to make them fierce rivals to 

mulƟnaƟonal corporaƟons. For instance, in India Patanjali used Ayurvedic tradiƟons and 
cultural pride to compete against internaƟonal FMCG giants like Unilever and Colgate. 

• Price Wars and Cost Leadership: 

Page 19 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197620

Page 19 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197620



Rivals in developing markets oŌen sell cheap subsƟtutes, forcing global brands to either 
defend high prices or reduce them. Private Label and Direct-to- Consumer Online Gourmet 
Foods. 

direct to consumer (D2C) brands has only heightened this price compeƟƟon. Amazon Basics, 
for example, takes on premium electronics and household brands by providing cheap but 
quality alternaƟves. 

• Speed of InnovaƟon: 

There are faster-moving local firms and startups which innovate products at a faster pace as 
well as many of the global corporates. This in turn forces mulƟnaƟonals to speed up their 
R&D cycles and shrink Ɵme-to-market. For instance, the Chinese tech companies like Xiaomi 
and Oppo are known to unveil new smartphone models at a fairly quicker pace as such when 
compared to their tradiƟonal global players like Samsung or Apple. 

• Market FragmentaƟon: 

World-wide, consumers are no longer saƟsfied with standardized goods and services –they 
not only want niche products but seek for personalized ones. This trend has challenged 
businesses using the economy of scale mode to compete. Bigger brands need efficiency 
together with customizaƟon.” For example, Coca-Cola has expanded into niches like flavored 
waters and energy drinks to cater to the fragmented tastes of consumers. 

Global Brand Management Strategies 

• Consistent Brand IdenƟty: 

It is also important to have a consistent brand idenƟty and image across different markets – 
so that people will recognize you and trust you. Brands should spread the message of their 
global purpose through logos, slogans and packaging globally. Companies such as Apple, Nike, 
accomplish this with lean designed icons and universally recognizable branding that is 
consistent in all markets. 

• Localized MarkeƟng CommunicaƟon: 

While a brand is the same, you need to communicate 'differently' in order for the people living 
over there to be encountered. This includes creaƟng messages that are sensiƟve to local 
languages, humor and cultural senƟments. Pepsi, for instance, localized its “Live for Now” 
campaign during the monthlong religious season of Ramadan as “Yalla Now” in Arab countries 
to match cultural condiƟons. 

• Product AdaptaƟon and InnovaƟon: 

Brands rouƟnely launch local skus, yet this is always in light of the globalosƟendlconcept. 
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idenƟty. The Kit Kat bar from Nestlé is one such instance, which comes in green tea flavor in 
Japan and mango flavor in India, adapƟng to the taste buds of these regions without diluƟng 
its core brand value. 

• Managing Brand Equity Across Markets: 

MulƟnaƟonal companies have to constantly monitor how their brands are viewed in wide-
ranging markets through surveys, senƟment analysis and social listening tools. ”High brand 
equity not only facilitates, but also influences. 

companies to charge premium prices but also has stronger distributor and retailer support. 
For example, high end luxury brands such as Gucci and Louis VuiƩon have to constantly 
surveil their brand’s perceived image in order to stay exclusive across the globe. 

• Cross-FuncƟonal CollaboraƟon: 

PrompƟng successful internaƟonal brand management is enhanced interacƟon between the 
centeoal teams and subsidiary markeƟng organizaƟons. Local feedback can help fine-tune 
innovaƟon, customize campaigns and get the tacƟcs right. Procter & Gamble, for its part, 
collaborates with local teams to tailor markeƟng approaches while maintaining a united global 
vision. 

Global brand management is a conƟnual exercise to maintain the delicate equilibrium 
between strategy control and operaƟonal flexibility in order to ensure that core global brand 
vision and local consumer reality are constantly aligned. 

 

“AcƟvity: Mapping GlobalizaƟon Drivers in Real Brands” 

 

Learners will be divided into small groups and asked to select a global brand of their choice 
(e.g., Neƞlix, Zara, Uniqlo, Starbucks). Each group will idenƟfy and map the key drivers of 
globalizaƟon that contributed to the brand’s internaƟonal success—technology usage, trade 
facilitaƟon, and entry into emerging markets. They will also analyze challenges the brand faced 
in one specific market— legal, cultural, or compeƟƟve—and how it adapted. Each group will 
present a 5-minute briefing supported by visual charts, allowing students to experience the 
complex decision-making involved in global markeƟng. 

 

1.3 Case Study: Coca-Cola’s GlobalizaƟon Strategy – Balancing StandardizaƟon and 
LocalizaƟon 

 

1.3.1 Overview of Coca-Cola’s Global Presence 
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Coca-Cola is one of the most widely recognized and sold products in the world, serving 
customers from over 200 countries. It has a presence in developed markets like the United 
States and Germany, and fast-growth countries such as India, Nigeria and Vietnam. Coca-Cola 
serves billions of consumers for more than 1,000 of the world s most widely-recognized 
retailers. 

While it is most famous for its flagship cola, the company has expanded its product offerings 
to a broader collecƟon of more than 500 brands and 3,500 different beverage choices. That 
includes bubbly beverages, boƩled water, sports drinks, juices, teas and coffees — like such 
global names as Sprite or Fanta or Minute Maid and Dasani or local favorites like Thumbs Up 
in India. 

Coca-Cola runs in a franchise system, known as the Coca-Cola System, which means that it 
manufactures syrup and concentrate and partners with other boƩlers to do manufacturing, 
packaging, distribuƟon and sales. This model is scalable and provides for flexibility in the 
operaƟons of boƩlers that caters to regional market needs. 

Coca-Cola makes more than half of its money outside North America, where it has parƟcularly 
strong business in LaƟn America, Europe and Asia-Pacific. The corporaƟon enjoys posiƟoning 
among the largest five valuable global brands -market capitalizaƟon and brand value leading- 
consistently. And beyond revenue, Coca-Cola has seeped into culture: its jingles, commercials 
and sponsorships of internaƟonal events like the FIFA World Cup and the Olympics make it a 
cultural icon. In most communiƟes, Coca-Cola represents happiness, bes toiali ty, an d being 
together. 

Whilst global, it tailors pricing and packaging to the economy in quesƟon. For the price- 
sensiƟve markets, it provides smaller low priced pack sizes to suit with consumer income. In 
addiƟon, Coca-Cola demonstrates a commitment to sustainability through their business 
model by invesƟng in global brands and suppliers, as well as local programs like recycling-
focused World Without Waste. water neutrality projects and community-focused iniƟaƟves 
that demonstrate how the brand is globally responsible and locally acƟve. 

 

1.3.2 StandardizaƟon of Brand Elements 

Coca-Cola is the master of brand consistency. Its visual idenƟty – with the same red and white 
colour scheme, as well as Spencerian script logo and contour boƩle shape – is consistent in 
all markets so people can immediately idenƟfy it. Its global campaigns are based on universal 
themes like happiness, sharing and togetherness. Campaigns such as ‘Open Happiness’, 
‘Taste the Feeling’ and ‘Real Magic’ resonate around the world with minimal tweaks. 

The world is in just one taste" The Original FormulaƟon of Coca-Cola is standardized and 
produced throughout the world at a number of different boƩling plants, because wherever it 
is drunk or tasted -THAT'S THE WAY IT TASTES AND THAT`S THE WAY IT QUENOCUES YOUR 
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THIRST. This trust aids brand permanency and ensures consistent customer experiences. 
Coca-Cola also leverages its internaƟonal sponsorships, such as the FIFA World Cup and the. 

Olympics, as unifying brand touchpoints. There are a few liƩle things, such as images and 
promoƟonal materials may be created at head office and sent out to the world with liƩle 
change for culture or language. 

Efficiency is also facilitated by standardized packaging formats, such as the use of uniform 
boƩle and can sizes across markets. There are logos, nutriƟon and branding layouts laid out 
here perfectly. The corporate group steers the brand, controlling it through a few markeƟng 
teams enforcing standards for visual idenƟty, tone of voice and uses throughout the world. 
Coca-Cola also has a unified digital persona online via such plaƞorms as YouTube, Instagram 
and Facebook (with local variaƟons limited to the language- and culture-specific nuance 
level). 

 

1.3.3 LocalizaƟon of Products and Campaigns 

Even though consistency describes Coca-Cola’s DNA, at the same Ɵme it has always been one 
of the best in adapƟng itself to localizaƟon. Product porƞolios are customized to local tastes: 
Coca-Cola sells canned coffee and green tea in Japan; owns the popular Indian drinks Thums 
Up and Maaza there; 20 years ago, it bought Inca Kola in Peru because of intense naƟonal 
loyalty. 

MarkeƟng campaigns are also localized for culture, fesƟvals and language, and yet sƟll in tune 
with global themes. Coca-Cola in the Middle East promotes messages of community and 
reflecƟon during Ramadan, while those in LaƟn America frequently emphasize family 
celebraƟons. It’s more than just translaƟonLanguage adaptaƟon is more than simple 
translaƟon as Coca-Cola adds idioms, accents and dialects to connect authenƟcally with 
worshippers as well. 

The brand also creates celebratory packaging and campaigns synchronized with cultural 
moments. Chinese New Year limited-ediƟon boƩles incorporate symbols of prosperity, while 
Diwali campaigns in India oŌen star Bollywood actors. Its famous “Share a Coke” campaign 
had names in scripts like Hindi, Arabic and Cyrillic. 

On the operaƟonal front, Coca-Cola is an innovator in localized distribuƟon. In the remote 
villages of Africa and Asia, it uses pushcarts, bicycles or solar-powered coolers to distribute 
drinks. CollaboraƟng with micro-entrepreneurs and women-led networks helps enhance 
community parƟcipaƟon. Likewise, CSR acƟviƟes at local level in terms of water conservaƟon 
project in India and entrepreneurship programs in Africa are also indicaƟve of Coca- Cola’s 
sensiƟvity to local social-cultural condiƟons. Local personaliƟes, singers and sports figures are 
oŌen used as brand ambassadors making brand presence both relatable & culturally relevant. 
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1.3.4 Lessons from Coca-Cola’s Global Strategy 

There are several lessons of coca-cola’s globalizaƟon for mulƟnaƟonal companies. It exhibits 
first of all how crucial it is to strike the balance between consistency and flexibility. Its essence 
is universal, but the applicaƟon varies according to cultural factors. Second, Coke appreciates 
the power of local brands and acquires rather than fights them — Thums Up in India or Inca 
Kola in Peru — thereby increasing its appeal in these markets. 

Third, cultural sensiƟvity is perceived as a strategy. By invesƟng in market research and hard-
core consumer insights, Coca-Cola reduces cultural screw-ups and raises resonance. Fourth, 
the firm supports local leaders autonomously within an integrated approach to provide 
regional offices flexibility when implemenƟng campaigns, but aware of global standards. 

The fiŌh point is brought to us by Coca-Cola which considers markets as an investment in 
their long term strategy. It is not about quick wins, but rather creaƟng presence and building 
familiarity as a result of work-management on the ground. OperaƟonal innovaƟon is also 
adapted to local needs, for example with cheap packaging in rural India and refills in low-
income communiƟes. 

Finally, campaigns like Coca Cola’s support of internaƟonal events are oŌen seen as a unifying 
anchor reinforcing its associaƟon with the moment to celebrate and come together. The 
comments reflect how the company is bringing brand strategy closer in line with social and 
environmental goals, and an example of sustainability being effecƟvely blended into global 
markeƟng. Considered together, these lessons offer a blueprint for other companies 
managing the balance between global efficiency and local effecƟveness. 

 

1.4 Summary 

  InternaƟonal markeƟng can be defined as formulaƟng, implemenƟng the plans for 
selling and promoƟon of goods and services worldwide standardizaƟon or adaptaƟon. 

 Global markeƟng touches a host of areas such as product adaptaƟon, pricing, 
sales/promoƟonal channels, supply chain management, legal compliance needs and 
cultural customizaƟon. 

 GlobalizaƟon is propelled by elements including technological advances, trade 
liberalizaƟon, and new consumer bases and growth prospects through emerging markets. 

 Culture greatly affects the purchasing decisions, and therefore it is important for 
companies be aware of : local values, language preferences, rituals and themes when 
products are being developed or campaigns are being designed. 

 Legal, poliƟcal and economic issues such as regulatory misalignments, exchange rate 
variaƟons and irresoluteness in policies can expose global marketers to substanƟal risks. 
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 Local pressure from local companies, Private labels and regional consumer loyalty warrant 
that internaƟonal brands must find a balance between their global idenƟty and listening 
to the voices on the ground. 

 GlobalizaƟon at Coke case illustrates how global branding (through standard brand 
elements) and localizaƟon of products, messaging and partnerships add to market 
relevance. 

 There are several learning from Coca- Cola that reflect that Cultural intelligence, Strategic 
flexibility, Local autonomy and long-term depth of brand investment would lead to global 
markeƟng success. 

 

1.5 Key Terms 

1. InternaƟonal MarkeƟng – Planning and implementaƟon of markeƟng plans on an 
internaƟonal basis to include cultural, legal, and economic factors. 

2. StandardizaƟon – Keeping the same product aƩributes, brand and message in all 
countries. 

3. LocalisaƟon – Modifying aspects of markeƟng (product, package and communicaƟon) to 
fit a foreign culture, taste or tradiƟon. 

4. Diversifying Markets –Troubled markets with consumer demand but without a strong 
middle class and global business relevance. 

5. Trade LiberalizaƟon – The act of eliminaƟng or minimizing trade restricƟons such as tariffs 
or quotas to promote internaƟonal business. 

6. Cultural Intelligence – The competencies of being able to comprehend and address cross-
cultural differences within an InternaƟonal markeƟng environment. 

7. Franchise – Franchising is a business model that involves one party (the franchisor) 
granƟng another (the franchisee) the right to use its trademark or trade name, as well as 
certain business systems and processes. 

8. Brand Equity: The influence a brand has on a product, making it popular by virtue of 
consumer percepƟon, loyalty and recogniƟon. 

9. High-Context Culture - Cultures in which communicaƟon is largely nonverbal, uƟlizing 
social context and internalized understanding. 

10. Market Entry Strategy – The strategy a company uses to enter into an internaƟonal 
market, for example: exporƟng, franchising, or joint ventures. 

 

1.6 DescripƟve QuesƟons 

1. Explain global markeƟng and how it is different from domesƟc markeƟng with some good 
examples. 

2. Describe the nature of global markeƟng and idenƟfy areas where strategic choices must 
be made. 
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3. Discuss how technology has influenced global markeƟng and shaped consumer 
interacƟon. 

4. Discuss how trade liberalisaƟon has affected the globalisaƟon for consumer brands. 
5. Explain how emerging markets are driving the growth of the global markeƟng and discuss 

some of the key tacƟcs employed in these markets. 
6. Analyze how cultural variaƟon affects the product design, branding and promoƟonal mix 

in InternaƟonal markets. 
7. Analyze the legal and poliƟcal constraints to which companies are subject in internaƟonal 

markeƟng, ciƟng examples of these from pracƟce. 
8. Describe the importance of dealing with compeƟƟve pressures in global or local market 

by global brand management and local innovaƟon. 
9. Based on the case related to Coca-Cola, explain how the brand seeks a trade-off between 

standardizaƟon of its image and localizaƟon of its markeƟng acƟviƟes. 
10. What lessons can new global players take from Coca-Cola’s strategy of globalizaƟon on 

entry, adaptaƟon as well as sustenance? 
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1.8 Case Study 

 

"Making Herbix Naturals Go Global: from local experƟse to internaƟonal recogniƟon." 

 

IntroducƟon 
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Herbix Naturals is a mid-sized Indian personal care brand founded in 2012 driven by the aim 
of popularizing Ayurveda-based, chemical-free skincare soluƟons. StarƟng by appealing to the 
health enthusiasts in the Southern part of India, the company quickly expanded with word-
of-mouth markeƟng, social media campaigns and rising demand for domesƟc alternaƟves 
(organic and herbal). Embarking on a successful journey and creaƟng strong brand equity in 
the local markets, 2018 saw Herbix Naturals prepare to take its had across the globe starƟng 
with Southeast Asia and Middle East. But the unexpected challenges of breaking into varied 
global markets proved overwhelming, from regulatory restricƟons and cultural differences to 
brand issues and pricing maƩers. 

Background 

Herbix Naturals was created on the foundaƟon of real, sustainable and healthy. Its face packs 
made from neem, scrubs of turmeric and gels of aloe vera too had been developed based on 
recipes found in Ayurveda. With recyclable packaging and ingredients sourced from women-
led cooperaƟves, the brand spoke to the socially conscious urban consumers of India. 

You succeeded in metro ciƟes and then you as a leadership team realized that the 
internaƟonal market was looking for natural, organic products. AŌer conducƟng secondary 
market research, they decided to first expand to Malaysia, UAE and Singapore. Herbix 
Naturals, with a direct exporƟng model, also entered into e-commerce alliance in those 
markets. Although there was a good start, sales had levelled off within 6 months, exposing 
more fundamental strategic and operaƟonal deficiencies. 

Issue 1: Sub-OpƟmal Global Brand PosiƟoning and StandardisaƟon 

•Problem: Herbix Naturals had one brand tone of voice and visual assets for the Indian market 
but used it across all internaƟonal markets. The promoƟonal verbiage was also heavily based 
on Ayurvedic purported benefits, apparently assuming Western consumers would respond to 
the same cultural and emoƟonal triggers. Name of the product along with its markeƟng 
content conƟnued to be in English and based on Indian cultures, thus alienaƟng consumers 
in non-English speaking regions. 

• SoluƟon: The organizaƟon redeveloped its brand communicaƟon by developing locally 
relevant messaging which turned the Ayurvedic benefits into globally understandable 
skincare results (e.g., “anƟ-acne,” “hydraƟon boost”). It also localized packaging, with 
translaƟon in Malay and Arabic and changed emphasis from cultural storytelling to skin 
benefits. Streamlined visual branding to hold on to heritage while reflecƟng internaƟonal 
design codes suited for modern F&B shelves. 

Problem 2: Cultural Disjuncture and VarieƟes in Consumer Behavior 

• Challenge: The original product formulaƟons and texture was tuned for Indian climaƟc 
condiƟons & consumer usages. But in humid places such as Malaysia, those heavy oil-based 
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moisturizers felt too thick for consumers, who leŌ negaƟve product reviews. In addiƟon, the 
purchase of skincare as a giŌ in the UAE was not considered in product bundling or packaging. 

• SoluƟon: Herbix Naturals undertook a thorough research of local market on consumer 
behavior, the Ɵme of the season and their cultural buying habits. Armed with the knowledge, 
they retooled certain products for lighter — and faster absorbing — textures, developed a 
giŌing line featuring luxury packaging to boot. Customized promoƟon is built during Ramadan 
and local fesƟval to fit in the local purchase habit. Working with local beauty influencers 
facilitated an understanding of the culture gap and built trust. 

Issue 3: Regulatory and LogisƟcs ConsideraƟons in Emerging Geographies 

• Issue: The company didn't take the measure of regulatory complexity in foreign markets. 
Non-compliance with cosmeƟc safety cerƟficaƟon in the UAE has led to a delay of products. 
Ingredient labelling did not conform to local norms, and the registraƟon of products took 
longer than expected. And there was no warehousing nearby, meaning long delivery Ɵmes 
and expensive shipping charges. 

• SoluƟon: Herbix Naturals retained local consultants to navigate regulatory terrain and 
overhauled its documentaƟon and ingredient disclosures. It partnered with third-party 

logisƟcs partners to open local fulfillment centers in Singapore and Dubai for quicker 
fulfilment and cheaper delivery. Product tesƟng was in line with local dermatological norms, 
which reinforced the trust level of consumers and facilitated shelf space allocaƟon at points 
of sale. 

Conclusion 

The first global foray of Herbix Naturals had its fair share of inadequacy—cultural awareness, 
market preparedness, operaƟonal readiness. But in a recogniƟon that localizaƟon, adapƟve 
branding and compliance are required, the brand succeeded to revive its global business. In 
just 18 months, Herbix Naturals got strong tracƟon both online and offline in three countries, 
culƟvated local markeƟng teams and their rate of repeat purchases increased by 35%. The 
story raises the issue of standardizaƟon vs. localizaƟon in global markeƟng, parƟcularly for 
culturally grounded brands looking to expand beyond their home market. 

Case-Related QuesƟons 

1. What were the key limitaƟons of Herbix Naturals in their first internaƟonal markeƟng 
aƩempts? 

2. “In what ways did the brand suffer due to overreliance on domesƟc posiƟoning in 
relaƟon to its internaƟonal appeal? 

3. Discuss the role that cultural differences played in the performance of the product 
and customer reacƟons in its new markets. 

4. How did local influencers and consultants help in rejuvenaƟng brand presence of 
Herbix Naturals? 
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5. Explain how product design and packaging must be consistent with local consumer 
tastes. 

6. How did logisƟcs and regulaƟon affect Herbix Natural’s expansion beyond the 

domesƟc market? 
7. How should SMEs prepare for regulatory complexity in internaƟonal markets? 
8. What can you learn from this case study in terms of localizing branding and messaging 

to the market? 
9. Assess the benefits and downsides of direct exporƟng as a mode of entry into an 

internaƟonal market, given the following case. 
10. Recommend alternaƟve approaches that Herbix Naturals could adopt in order to 

enter mulƟ cultural markets in future. 
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Unit 2: Cultural and Strategic Dimensions 

 

Learning objecƟves 

1. Define and explain the concept and relevance of cross-cultural consumer behavior in 
global markeƟng. 

2. Analyze Hofstede’s Cultural Dimensions and apply them to real-world markeƟng 
situaƟons. 

3. Evaluate the role of cultural sensiƟvity in designing and execuƟng markeƟng strategies 
across borders. 

4. Examine the glocalizaƟon strategy using McDonald’s case study as an example of 
balancing global consistency with local adaptaƟon. 

5. Compare and contrast major internaƟonal market entry strategies such as exporƟng, 
licensing, franchising, and direct investment. 

6. Assess the risks and benefits associated with each mode of entry and idenƟfy 
appropriate contexts for their applicaƟon. 

7. Develop strategic decision-making frameworks to select opƟmal entry strategies based 
on market condiƟons, resource capabiliƟes, and cultural fit. 

 

 

Content 

2.0 Introductory Caselet 

2.1 Understanding Cross-Cultural Consumer Behavior (Case Study: McDonald’s 
GlocalizaƟon) 

2.2 Market Entry Strategies 

2.3 Summary 

2.4 Key Terms 

2.5 DescripƟve QuesƟons 

2.6 References 

2.7 Case Study 
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2.0 Introductory Caselet 

“GlocalBrew: Brewing a Culture of AdaptaƟon in InternaƟonal Coffee Markets” 

GlocalBrew (2014): In 2014, premium arƟsanal coffee from Australia began to go global. 
Known for ethically sourced beans and a minimalist café decor, the brand targeted Southeast 
Asia as its main internaƟonal growth market. With immense faith that the good quality coffee 
would be widely liked, GlocalBrew made its entries in Indonesia, Vietnam and Thailand 
through a franchise system. 

The first iteraƟon kept the vintage Australian-style menu — long blacks, flat whites and 
sourdough toast among it — along with spare decor. Yet consumer tracƟon was slow, 
parƟcularly in Indonesia and Vietnam, where consumers found the brand to be too Western, 
and out of touch with local coffee customs. And the spartan interior wasn’t able to keep up 
with the convivial café culture, where people didn’t want to sit in smaller spaces and have 
coffee on the biƩer side (read: less sweet), but liked cozier shared areas with sweeter, lusher 
drinks. 

IdenƟfying the disconnect, GlocalBrew organized culture immersion with local partners. The 
brand revamped the menu with local flavors such as Thai iced coffee, Vietnamese egg coffee 
and regionally favorited snacks. The stores got new lighƟng that’s warmer, communal tables 
and decor inspired by local art. This cultural awareness increased customer interacƟon, brand 
recognisiƟon and return. 

In 2021, GlocalBrew had rebranded itself as a globally conscious brand embedded in local 
culture. Its willingness to compromise without compromising its principles became a global 
business model for cultural and strategic alignment. 

CriƟcal Thinking QuesƟon 

In what ways did GlocalBrew’s first market entry strategy neglect important cultural elements 
and which strategic and cultural changes were instrumental in the turn-around of its global 
performance? 

 

 

 

 

 

 

 

 

Page 4 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616

Page 4 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616



2.1 Understanding Cross-Cultural Consumer Behavior (Case Study: McDonald’s 
GlocalizaƟon) 

 

2.1.1 Cross-Cultural Behavior: Concept and Significance 

• DefiniƟon and Scope: 

Cross-cultural consumer behavior is defined as the mind, heart and acƟon that individuals 
express when deciding to purchase or purchase not a product. It 

includes values, behavior, language, life style, communicaƟon paƩers and the percepƟon of 
certain things that affect purchasing decision. Importantly, the extent of cross-cultural 
behavior is not limited to 

race and country of origin, but also to include other factors such as religion, age, sex and socio-
economic class that influence consumer behaviour in internaƟonal markets. 

• Importance in Global MarkeƟng: 

It is important to understand behaviour across cultures in order to effecƟvely segment, 
posiƟon products, design products and also promote and distribute in other countries. 
NeglecƟng cultural nuances can 

lead to product failures, markeƟng mistakes and damage to reputaƟon. Conversely, when 
product aƩributes and communicaƟon strategies match cultural expectaƟons, the relevance, 
consumer resonance and compeƟƟve advantage can be augmented. 

• Consumer Decision-Making Process: 

Culture affects all aspects of the consumer decision process: problem recogniƟon, informaƟon 
search, evaluaƟon of alternaƟves, purchase decision and post-purchase behavior. For 
example, in cultures that are collecƟvist such as Japan and India. the process of making a 
purchase is influenced by 1. 

family consensus and social approval. For example, consumers in individualist countries (such 
as the US) may value personal taste and autonomy more than purchasing of a giŌ in 
accordance with their partner’s preferences. 

• Cultural Markers Influencing Behavior: 

A few cultural cues are parƟcularly influenƟal on consumer acƟvity. Language plays a key role, 
as 

subopƟmal (un)translaƟon of product or brand names may also negaƟvely affect brand 
percepƟon—someƟmes Western slogans have been grossly misunderstood by Asians. 
Religion also determines consumpƟon, and affects food, dress and service predilecƟons where 
sectors such as pork or alcohol are forbidden among in Islamic states. Time orientaƟon varies 
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by culture: For example, monochronic socieƟes like Germany or the U.S. seen punctuality and 
planning as more important while polychronic cultures such as in LaƟn America the Middle 
East take a more flexibile approach to Ɵme. Symbolism and aestheƟcs are also important with 
colors, packaging, ornamentaƟon, and design oŌen having deep cultural significance. For 
instance, while white represents purity in most Western countries, it is the color of mourning 
in many Asian cultures. 

• MarkeƟng ImplicaƟons: 

These cultural differences require modificaƟons in terms of product characterisƟcs, pricing 
policies, promoƟon approaches and distribuƟon channels. Humor, gender norms and 
communicaƟon preferences are different from region to region so a campaign that strikes the 
right note in North America might fall short (someƟmes way short) of expectaƟons in Asia or 
the Middle East. As such, companies who want to perform well globally need to find a fine 
line between standardizaƟon for efficiency and localizaƟon for authenƟcity. 

• Consumer Loyalty and Brand PercepƟon: 

Brand trust and loyalty is increased because of the cultural fit. The more respecƞul and 
sensiƟve the brands are toward culture, the more likely it is that a brand will create an 
emoƟonal connecƟon, repeat purchases and sustained customer engagement. Misalignment, 
on the other hand, can alienate customers and actually harm your brand. 

• Example Scenarios: 

There are examples of implementaƟon, demonstraƟng the need for cultural adaptaƟon. A 
cosmeƟcs company selling products in market where light skin is regarded more highly must 
carefully posiƟon itself to avoid ethical criƟcism while meeƟng consumer tastes. Similarly, a 
fast-food brand 

growing in vegetarian-heavy countries like India should tailor their menu to feature recipes 
that don’t include beef and pork -but instead offer plant-based alternaƟves to accommodate 
the typical local palate. 

Cross-cultural consumpƟon is not just nice to know it's a must-have for any internaƟonal 
business. This prevents them making generalisaƟons, the fine tuning of their stUnderstanding 
cross-cultural consumer behavior is not a proposiƟon that's nice to know, but rather it is a 
necessity to get things right for markeƟng on a global scale.r/p>Former contribuƟons have 
focused on determining the influence of cultural values and cultural differences across 
countries. It acts as a brake on the process of oversimplifying, allowing marketers to adjust 
their approaches and develop culturally sensiƟve brands. 
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2.1.2 Hofstede’s Cultural Dimensions 

• Overview of Hofstede’s Model: 

A Dutch social psychologist, Geert Hofstede devised a graduated framework for comparing 
cultures on scales of power distance, individualism-collecƟvism, and other variables. His 
model assists marketers in appreciaƟng how cultural values influence consumer behavior, 
business communicaƟon and decision making across borders. Through these dimensions, 
companies can more effecƟvely fine-tune their strategies for local markets and avoid 
expensive cultural blunders. 

• Six Key Dimensions: 

o The Power Distance Index (PDI) describes the degree to which fur less powerful members 
of insƟtuƟons and organizaƟon within a country expect and accept that power is unequally 
distribuƟon. PDI is high, around 80 in Malaysia and Mexico RelaƟonships are hierarchical, 
authority is respected and seniority is honoured. Low PDI cultures such as Sweden and New 
Zealand prefer egalitarian relaƟonships. In high PDI cultures, the endorsement of authority 
figures (e.g., experts or officials) could be valuable in markeƟng, while in low ones, peers' 
tesƟmonials may prevail. 

o The degree of Individualism versus CollecƟvism(IDV) Separates cultures which fancy the 
individual needs or beƩerment from those that give value to group harmony. Individualist 
cultures, such as the US and UK, promote self expression and freedom. CollecƟvist countries 
like China and Indonesia emphasize family, loyalty and group benefits. And in them, 
adverƟsing frequently stresses the value of togetherness, shared experiences and family 
values over personal achievement. 

o Masculinity vs. Femininity (MAS) focuses on whether a community believes in compeƟƟon, 
achievement or quality of life and cooperaƟon. The point here is that there are masculine 
cultures, like Japan and 

Germans like success ambiƟon and status symbols, so performance-orientated product 
posiƟoning has been well received. Feminine countries like Norway and the Netherlands are 
interested in modesty, well-being and work-life balance. In these areas, markeƟng might want 
to emphasize comfort, sustainability or community. 

o The UAI: Uncertainty Avoidance Index – this shows the extent to which each society tolerates 
ambiguity and risk. High UAI cultures (Greece, Portugal) favour clear instrucƟons and strict 
rules, following procedures and stringent assurances. Low-UAI cultures such as Singapore 
and 

Denmark is probably more open for development and experimenƟng. Marketers of products 
in high UAI areas are required frequently to offer their clients extensive assurances on the 
quality of goods, warrants and clear informaƟon. 
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o Long-Term vs. Short-Term OrientaƟon (LTO) separates cultures oriented towards persistence 
and future awards from those valuing the past and results that can be achieved right away. 
SocieƟes with long-term orientaƟon, such as China and South Korea that value perseverance, 
thriŌiness and investment are drawn to loyalty programs and saving vehicles in which 
consumers can parƟcipate. Culture that is short-term oriented (such as the US and Nigeria) 
has an emphasis on tradiƟon, quick results and immediate indulgence. 

 

o The last dimension, Indulgence vs. Restraint (IVR), measures the leisure and enjoyment in 
society compared to constraint of behaviour by strict social norms. 

Consumerist cultures like Mexico and Sweden create an expectaƟon of personal indulgence 
and lifestyle spending and are more open to luxury or hedonisƟc goods. 

Suppressed cultures, such as Russia and Egypt, for example rewrite the way out of aspiraƟon 
by placing more emphasis on being in control and obeying societal rulesiestylisƟcŌ which 
marketers might have to strike balance between aspiraƟon appeal and social sensiƟvity. 

• ApplicaƟons in MarkeƟng: 

Hofstede’s model is an effecƟve tool for adapƟng brand, communicaƟon and service policies 
to different cultures. Adverts may be more effecƟve in collecƟvist, high PDI culture, for 
example, when they depict friends and family members using a product and pictures of 
doctors or other authority figures. Cultural dimensions guidance ensures that companies 
sidestep the piƞalls of misalignment by building similar messages to form deeper, more 
emoƟonal connecƟons with internaƟonal consumers. 

 

2.1.3 Cultural SensiƟvity in MarkeƟng 

• DefiniƟon and Core Concept: 

Cultural sensiƟvity in markeƟng can be defined as a brand’s sensiƟvity to and awareness of 
the cultural values, beliefs, and pracƟces of different consumer groups. I swear, it’s about 
more than just translaƟon; it’s the emoƟonal and contextual relaƟvisƟc content of markeƟng 
messages and experiences. This insight enables brands to develop campaigns which 
communicate authenƟcally with different socieƟes. 

• Role in Global MarkeƟng Strategy: 

Avoiding markeƟng mishaps and achieving cultural authenƟcity are two sides of the same 
coin. 

The consumer is a precious resource to companies Aural IdenƟty it’s sense to respect this and 
demonstrate it through brand building. ”This serves as proof of a brand’s gravity, trust and 
ulƟmately appeal”. Culturally sensiƟve companies are not just perceived as inclusive and 
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accountable, but also globally relevant. For example, companies such as Nike and Coca-Cola 
have successfully localized a campaign to the cultural reality without losing their global 
idenƟty. 

• Key Components: 

Language and tone are among the most important tools of cultural sensiƟvity. Literal 
translaƟons oŌen lack emoƟonal overtones, so brands need to localize idioms, jokes, 
metaphors and tone to fit local tastes. The visuals and the symbolism differ as well 

(to varying extents!): e.g. white is the color of mourning in many parts of Asia, purity in the 
West etc. 

• CustomizaƟon of product indicates awareness to regional consumpƟon preferences. On the 
other hand, a fast food company that sells only vegetarian during religious fesƟvals or changes 
its flavor to suit Indian mouth is seen as in tune with cultural expectaƟons. Similarly, fesƟve 
and religious alignment 

strengthens emoƟonal connecƟons. Brands frequently create specific campaigns based on 
big cultural 

fesƟviƟes like Ramadan, Diwali or Lunar New Year, in a way that highlights parƟcipaƟon not 
appropriaƟon. 

• Credibility is also enhanced by representaƟon and inclusivity. Trust building Offering a 
diverse array of models, voices and themes that reflect local demographics without resorƟng 
to anachronisƟc stereotypes or cultural misappropriaƟon. 

generalizaƟons prevents alienaƟon. Unilever's Dove adverts, for instance, have been lauded 
in different countries for promoƟng inclusivity by featuring women of all ages, skin colours 
and shapes. 

• Business Outcomes of Cultural SensiƟvity: 

An aƫtude of cultural sensiƟvity result in its turn increased brand loyality, word-of-mouth 
and consumer saƟsfacƟon. It enhances new product acceptance, decreases the chances of a 
public relaƟons scandal as a result of cultural miscommunicaƟon, and disƟnguishes a 
compeƟƟve posiƟon in crowded markets by providing emoƟonal relevance. 

• Training and Capability Building: 

Cultural competence is not natural; it’s an intenƟon. Companies must invest in cross-cultural 
training, local hiring and immersive on-the-ground research. SensiƟvity comes through 
cultural experience, lived not only data in the market, allowing firms to build strategies that 

really meet consumer wants everywhere. 
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That’s because being culturally sensiƟve, far from a publicity stunt, is an odyssey toward 
brand survival and customer relaƟons across the border. 

 

Did You Know? 

 

“Many companies now use cultural audits before entering new markets. These audits evaluate 
how well a brand’s exisƟng communicaƟon, visuals, and products align with the values, norms, 
and emoƟonal codes of the target culture. This proacƟve tool helps idenƟfy potenƟal risks or 
mismatches early, enabling marketers to redesign campaigns before launch. Cultural audits 
have saved major global brands from reputaƟonal damage and allowed them to beƩer localize 
their storytelling.” 

 

2.1.4 Case Study: McDonald’s Menu AdaptaƟon 

• Background: 

McDonald’s is a prime specimen of global brand that has perfected “glocalizaƟon,” i.e., 
achieving the right balance between standard/centralized and local strategies. OperaƟng in 
over 100 countries, ZAX's mission is to provide fast, affordable and hygienic dining choices 
while adapƟng menu items, operaƟons, and promoƟonal acƟviƟes to local cultural 
preferences. 

 

• Menu CustomizaƟon Examples: 

In India, the menu avoids beef and pork because of religious sensiƟviƟes. Instead, and more 
vegetarian friendly offerings like the McAloo Tikki Burger and Paneer Wrap have become 
standard, with the spices and chutney altered to match local taste. In Japan, McDonald’s caters 
to the Japanese palate with products such as the Teriyaki Burger and Shrimp Filet-O, along 
with seasonal limited Ɵme offers (LTOs) and promoƟon devised around local cultural events 
like sakura during spring to create a bonding with Japanese tradiƟons. 

 

• All products in the Middle East are halal-cerƟfied to adhere to Islamic dietary laws. The 
brand has also pushed family-focused meal deals, and campaigns during Ramadan which 
revolve around offerings togetherness and community. In France, McDonald’s has 
incorporated elements of the country’s café culture via McCafé where an array of high-quality 
coffee and pastries are made available. Healthier items on the menu and upscale interiors 
also appeal to French ideals of dining. 
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• MarkeƟng LocalizaƟon: 

McDonald’s localizes its adverƟsing with regional stars, language-based slogans, and localized 
campaign visuals. PromoƟons that focus on holidays and events are based on people’s & 
culture calendars, so your campaign will be relevant to the market you are in. 

 

• OperaƟonal Adjustments: 

OperaƟonally, the company tweaks its Indian kitchen to have dedicated zones for vegetarian 
and non-vegetarian dishes keeping India’s cultural sensiƟviƟes in mind. Its supply chains are 
further adjusted to enable it to source locally for its ingredients, keeping in line with 
regulaƟons and offering fresher products that cater more towards what consumers expect. 

 

• Strategic Outcomes: 

These approaches have resulted in the brand's great acceptance in a variety of 
culturalseƫngs. The brand's flexibility to evolve its menu while channeling the global brand 
DNA fuels greater customer goodwill and relevance. And all the while, its new-found agility 
allows the brand to maintain global quality standards that it has established, maintaining 
integrity as it seeks to build community at a local level. 

The success of McDonald’s in glocalizaƟon is based on a systemaƟc approach: keeping a core 
global brand promise, yet working closely with local cultural expectaƟons through adapted 
products and culturally sensiƟve communicaƟon. 

 

2.2 Market Entry Strategies 

2.2.1 ExporƟng – Advantages and LimitaƟons 

ExporƟng: This is the most frequently used and simplest method of making your products 
available in another market. Enterprises engage in domesƟc-based producƟon that is 
exported to foreign markets either by the enterprises themselves or through intermediaries 
such as distributors or agents. 

Types of ExporƟng 

• Direct ExporƟng 

Direct export is when the company takes responsibility of exporƟng on its own and selling 
goods to foreign buyers, agents or through a local branch established in the foreign market. 
This approach puts more pricing, branding and customer relaƟonships in the hands of 
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companies than a tradiƟonal model does and can create beƩer market posiƟons and brand 
value. For 

example, a producer of industrial machinery can sell directly to customers internaƟonally who 
require close co-ordinaƟon regarding technical parameters and post-sales service. 

• Indirect ExporƟng 

Indirect exporƟng occurs when goods and services are sold to intermediaries in the home 
country, a variety of intermediary organizaƟons may be involved such as trading companies 
or export houses or special export management companies. This approach helps to overcome 
the complicaƟons associated with foreign regulaƟons, logisƟcs and market entry hurdles. But, 
it also means that company has very liƩle control over markeƟng and customers engagement. 
For example, a lot of small and holder farmers depend on export dark middlemen who 
aggregate supplies and ship them overseas. 

 

 

Figure 2.1 

 

Advantages of ExporƟng 

• Lower Risk and Investment: 

ExporƟng requires far less capital than building local faciliƟes, factories, or retail outlets 
overseas. Firms do not find it convenient to establish global infrastructure and are thus 
insulated from poliƟcal terms and economic instability. And that’s exactly why exporƟng is an 
appealing point-of-entry strategy for companies who want to “dip a toe in the water” of 
global markets. 

• Speed to Market: 

Page 12 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616

Page 12 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616



ExporƟng is fast and it gets into the internaƟonal markets. Shipment of already 
manufactured products in the home country can transport abroad in short ƟmeThis is 
appropriate for lack of Ɵme SMEs. This velocity permits companies to test demand and 
consumer senƟment rather than make enduring investments. 

• Control Over ProducƟon: 

Since all the producƟon stays within the home country, firms have full control over product 
quality and its standards of manufacture. This consistency allows cross border customers to 
enjoy the same trusted quality which in turn, reinforces brand credibility and consumer 
confidence. 

• Leverages ExisƟng CapabiliƟes: 

With current producƟon plants, labour skill-sets, and technology investments to exploit, 
companies can scale their operaƟons cost-effecƟvely for export needs. ExporƟng also prolongs 
the life of a product— 

products that at home may be nearing the point of market saturaƟon, can oŌen see new life 
in overseas markets, as companies work to find markets where they have a so-called 
compeƟƟve advantage, where they can sell products and achieve maximum profits. 

LimitaƟons of ExporƟng 

• Lack of Market Proximity: 

No physical presence in foreign countries makes it challenging for businesses to grasp cultural 
tastes, consumer senƟments or learn about market changes. Short feedback slows down 
product and promoƟon adjustments. 

• High TransportaƟon and LogisƟcs Costs: 

Costs can be driven up by shipping, customs clearance and warehousing and insurance 
charges. The difficulƟes increase when dealing with big and perishable items, do delay, or 
inefficiency can cause financial damage and harm the image of a brand. 

• Trade Barriers and RegulaƟons: 

Tariffs, quotas, and onerous regulaƟons enforceable at borders—such as health cerƟficaƟon 
and product labelling standards—can drive up costs and limit access. Food product exporters, 
for instance, are oŌen held up by stringent health inspecƟons before they are allowed to 
enter markets such as the EU. 

• Dependency on Foreign Intermediaries: 

With indirect exporƟng, firms depend on intermediaries to handle pricing, markeƟng and 
distribuƟon. Bad representaƟon or post sale services by these agents can tarnish the image 
of the brand and reduce saƟsfacƟon level of customers. 
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• Exchange Rate VolaƟlity: 

Revenue can be significantly affected by fluctuaƟons in currency exchange rates. Exports 
become less compeƟve if the home currency is strong, and if the foreign currency depreciates 
it may impact profitablity. Firms can Coeproe the financial risk using hedging strategies. 

ExporƟng conƟnues to appeal to companies who want to try out overseas markets with 
minimal investment. Its potenƟal drawbacks, however especially in culturally inhospitable or 
micromanaged design environments—may necessitate graduaƟng to more aggressive entry 
strategies as the firm expands. 

 

2.2.2 Licensing DefiniƟon, Advantages and Disadvantages 

Licensing involves a contractual relaƟonship in which one company (the licensor) authorizes 
another company (the licensee) to use its intellectual property, including trademarks, patents, 
technology and brand name in the local market for an agreed period of Ɵme against payment 
of royalty or licensing fee. 

Concept of Licensing 

• Licensing is one of the most successful internaƟonalizaƟon strategies for companies with 
strong intellectual property assets – patents, trademarks, copyrights or brand image – and 
liƩle desire or resources to make a commitment to a direct presence overseas. It is also highly 
prevalent in sectors such as pharmaceuƟcals, entertainment and technology, where valuing 
intellectual property is everything. Licensing: Through this method, a company (the licensor) 
provides rights to a foreign business (the licensee) to use its brand, technologies or processes 
in exchange for royalƟes or fees. 

Benefits of Licensing 

• Low-Cost Expansion 

If you have patents, it's a way to go global without having to make large capital expenditures 
on plants and distribuƟon faciliƟes. This allows it to be one of the lowest cost entry mode, 
especially for firms that are seeking internaƟonal exposure without substanƟal up front 
investment. 

• Quick Market Access 

By working with local licensees who already have market knowledge, customer relaƟons and 
infrastructure in place, the Ɵme to market is shorter. This decreases Ɵme to market and 
speeds up adopƟon in compeƟƟve markets. 

• UƟlizing Intellectual Property Licensing enables companies to derive value from their 
technical know-how and other IP assets including patents, trademarks, brand value, etc., 
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while not incurring the iniƟal operaƟonal cost overseas. Entertainment firms also license their 
characters and franchises for merchandise to be sold in foreign markets. 

• Lower PoliƟcal Risk As local licensee is responsible for day-to-day operaƟons, the licensor is 
relaƟvely well-protected against poliƟcal instability, policy modificaƟons and legislaƟon 
challenges in the host market. This is to some extent safer than individual investments. 

 

Risks and LimitaƟons 

• Loss of Control A primary downside with licensing is that the licensor has only so much 
control in order to control how the licensee treats his brand, technology or product. Lax, or 
untrained management has the potenƟal to ruin your brand’s name in markets across the 
world. 

• Intellectual Property TheŌ There is a risk that a licensee may misapply or reverse-engineer 
the licensed technology to create unauthorized copies or even turn into a contender when 
the agreement is over. This is especially prevalent in low-IP enforcement markets. 

• Revenue PotenƟal Regardless of whether IFS, a foreign direct investment or wholly owned 
subsidiary is pursued, licensing has less revenue potenƟal than either strategy. RoyalƟes/fees 
are also typically fixed, not only limiƟng margin potenƟal but also a hindrance should licensed 
product be very successful domesƟcally. 

• Strategic Dependence 

The performance of the licensor in the host country is largely reliant on the ability, resources 
and commitment of licensee. If the licensee does not market well, that is going to hurt the 
licensor indirectly and there may not be much he can do about it. 

• Contract Enforcement Problems Weak legal systems and poor judicial enforcement in some 
countries may make it difficult for the licensor to enforce a contract or otherwise punish 
infracƟons. This leaves firms more vulnerable to risk while working in unknown regulatory 
landscapes. 

Licensing is the preferred strategy for companies that want to avoid downside risk and benefit 
from intellectual property. But it takes careful partnering, robust legal protecƟons and 
conƟnuous monitoring to ensure mandates align. 

 

2.2.3 Franchising – Global Growth Through Partnerships 

Franchising is a business relaƟonship which allows a franchisor from the home market to let 
its franchisee in the host market to trade under its brand name, using its business model, 
format and systems of selling products against fees & royalƟes along with respect to 
compliance with standards. 

Page 15 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616

Page 15 of 29 - AI Writing Submission Submission ID trn:oid:::3618:127197616



Key CharacterisƟcs of Franchising 

Franchising is a popular model for market entry, the franchisor offers support including 
training, brand image technology and operaƟonal guidance. The franchisee, in turn, arranges 
for local hiring and day-to-day operaƟon of the businesses and adherence to local laws while 
paying royalƟes to the franchisor — and oŌen sharing profits. This model will allow the brand 
to globalize faster using global systems and local execuƟon. 

 

 

Figure 2.2 

 

Advantages of Franchising 

• Rapid Global Expansion 

It enables brands to scale and expand internaƟonally quickly than with wholly owned 
operaƟons. As the cost of establishment is borne by franchisees internaƟonalisaƟon can be 
launched without serious financial commitment. This model has helped companies like 
McDonald’s and KFC expand into hundreds of foreign markets. 

• Local ExperƟse and Responsiveness 
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Franchisees have detailed knowledge of local market condiƟons, cultural tastes and 
preferences, and regulatory maƩers. Their advice helps in tailoring the internaƟonal brand to 
local consumer taste, enhancing market penetraƟon. 

• OperaƟonal Efficiency 

Franchisees have skin in the game so they are likely to be very moƟvated for the success of 
your business. 160; In most (but not all) instances, this ownership interest results in a more 
accountable workforce, harder working managers, and really beƩer mananged businesses 
than hired manager managed. 

• Brand Consistency 

For franchise systems that are designed well, the franchisor can hold consistency of brand 
across very disparate markets. Whether it is store layout and product assortment, or 
customer service quality, franchisors can enforce a sameness that builds confidence in the 
brand. 

• Revenue Streams 

Franchising offers the franchisor regular income through collecƟon of franchise fees and 
royalƟes. These tax-efficiencies provide ongoing and stable returns, which helps to support 
growing the brand and invesƟng in product innovaƟon for generaƟons of consumers. 

LimitaƟons and Risks of Franchising 

• Quality Control Issues 

A common problem is to monitor whether or not franchises are following your brand voice. 
Any variaƟon in the quality of service, delivery and customer experience could impact the 
brand negaƟvely worldwide. 

• Cultural Misalignment 

Consumers may sƟll reject with global branding when markets cannot accept standardised 
brand elements. Companies have to take a “glocal” approach and strike a balance between 
global idenƟficaƟon and local adaptaƟon — from Starbucks’ regional menus, for example. 

• Conflict Management 

Occasionally franchisor-franchisee relaƟons can deteriorate, oŌen over disagreements on 
paying royalƟes, how the business is to be run or local development decisions. Develop these 
conflicts could lead to legal disputes, and in the worst case, terminaƟon of contract. 

• Regulatory ComplexiƟes 

Franchising regulaƟon varies from place to place. Local laws in a number of markets require 
registraƟon as franchises, the provision for detailed disclosure and also may impose 
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restricƟons on contract terms leading to further legal complexity and increases in expansion 
costs. 

• Training and Support Burden 

Franchisors must make substanƟal investments in training programs, compliance monitoring 
and ongoing operaƟonal support to help maintain brand standards. This results in extra 
resources required, parƟcularly when dealing with a large global network. 

Franchising is a great way for service and retail companies to grow efficiently by leveraging 
local partnerships. The model needs to balance control versus autonomy in order to be 
successful across cultural and operaƟonal differences. 

 

2.2.4 Foreign Direct Investment – JVs, Subsidiaries, Alliances 

Foreign direct investment is the most resource-intensive method of market entry, requiring a 
substanƟal operaƟonal presence in the foreign market. This may be done through owned 
subsidiaries, JVs, or strategic alliances. 

Types of Direct Investment 

• Wholly Owned Subsidiary 

A subsidiary is a wholly-owned subsidiary if the firm owns 100 percent of its operaƟons in the 
foreign market. 

This ownership can be occur in the form of purchase transacƟons (acquisiƟons) of exisƟng 
firms, or by establishment of new faciliƟes (greenfield investments). Fully owned subsidiaries 
afford the parent with the absent from in-source moƟve of internalizing the source of 
advantages they both share and lack simultaneously. 

” Companies can enter with "control", but it also takes a large financial and management 
commitment. 

• Joint Venture (JV) 

A joint venture is a partnership between a foreign enƟty and a local firm in which both have 
an ownership stake, assume risks and divide profits. JVs leverage local market learning with 
internaƟonal experƟse and capital, oŌen serving as an entry shortcut for difficult or regulated 
markets. 

• Strategic Alliance 

Joint venture A form of co-operaƟon in which two or more companies agree to undertake a 
specific project for mutual benefit while retaining their independence as separate companies. 
In contrast to JVs, alliances do not entail joint ownership; rather, they 
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engage in cooperaƟon on R&D, distribuƟon, markeƟng and so forth for mutual benefit. 

Advantages of Direct Investment 

• Full Control: 

Direct investment – gives the most control to companies, including over branding as well as 
pricing and producƟon/service delivery. This, in turn, guarantees high quality standards and 
offers businesses the ability to implement global strategies without depending on other 
enƟƟes. 

• Market Access: 

Having a physical presence helps in reaching customers, distributors and regulators. It can 
also enable companies to overcome trade barriers, gain trust of the government and increase 
their foothold in the local economy, oŌen with impunity. 

• High Profit PotenƟal: 

Because profit is not shared with an intermediary, foreign direct investment can offer the 
greatest returns of any entry mode. The contribuƟon of a thriving subsidiary to total revenue 
can be substanƟal. 

• CustomizaƟon and Responsiveness: 

When their operaƟons are on the ground, companies can rapidly alter products, services and 
processes based on market feedback. This responsiveness translates to increased market 
compeƟƟveness and consumer saƟsfacƟon. 

• Brand Building and Long-Term Value: 

The natural conclusion is that FDIs reinforce the brand image and trust by demonstraƟng 
long-term commitment. This physical infrastructure (offices, factories or retail outlets) 
establishes the company as a ‘serious’ player in the market and can be very influenƟal. 

Obstacles and Dangers of Investment Abroad 

• High Financial Commitment: 

Franchising Direct is expensive in terms of capital expenditure, managerial control and 
resources. That makes it riskier than exporƟng, licensing or franchising. 

• PoliƟcal and Economic Risk Exposure: 

In poliƟcally risky or economically unstable areas, they might face increased risk of regulaƟon, 
taxaƟon or even asset expropriaƟon. 

• Complexity of OperaƟons: 
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The management of foreign subsidiaries includes dealing with cultural dispariƟes, labor laws, 
regulaƟons and HR systems which can become challenging. 

• Exit Barriers: 

It can also be costly and legally complex to exit a direct investment, parƟcularly in markets 
with inflexible labor laws, ownership restricƟons or long-term leases. 

• Partner Risk in JVs: 

Other goals may include conflicƟng long term strategies, conflicƟve management philosophies 
or resource gaps. 

contribuƟons may lead to conflict. Misalignment can undermine performance or even lead 
to the dissoluƟon of the JV. 

Direct investment works best for firms with long-term strategic ambiƟons, sufficient financial 
horsepower and a willingness to form deep market relaƟonships. 

 

2.2.5 ComparaƟve Analysis of Entry Strategies 

A comparaƟve analysis of entry modes however, is a requirement to make the business 
ambiƟons congruent with market. Cost, control, risk, speed of entry and long-term goals are 
a few of the factors that need to be taken into account by businesses when choosing their 
approach. 

CriƟcal Factors for Entry Mode Comparison in the InternaƟonal Market 

• Control Over OperaƟons: 

Control has a great deal of variaƟon according to mode of entry. Direct is the purest form of 
retail where the retailer, which also produces goods, maintains jurisdicƟon over adverƟsing, 
pricing, development and customer service and can control to some extent those factors 
abroad. At the opposite extreme, indirect exporƟng and licensing provide the least control: 
because intermediaries or local partners take more responsibility. Franchising can offer a 
compromise, allowing franchisors to oversee their brand Ɵghtly but delegate the running of 
it to franchisees. 

• Risk Exposure: 

Export appears to be the least costly in financial and poliƟcal terms, due to lower amounts of 
capital investment costs incurred abroad by companies. Also there are limitaƟons on exposure 
as licensing deals with l o c a l m e r c h e n ga doubt the licensee duƟes councillors of detail 
operaƟons. Moderate risk is introduced by franchising, as quality of brand depends on the 
franchisee. 
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performance. Direct investment is the riskiest approach because of the financial stake and 
exposure to vagaries of poliƟcs, economics and regulaƟon in host countries. 

• Speed of Market Entry: 

The quickest path to foreign markets is through licensing and franchising, which use the 
infrastructure and know-how that locals have already developed. ExporƟng may also facilitate 
relaƟvely rapid entry when distribuƟon channels are simple. By contrast, direct investment 
takes longer, because 

Follow this up with seƫng up joint ventures, purchasing businesses fast and going greenfield 
the lead Ɵmes are enormous. 

• Cost of Entry: 

It is the cheapest form of transport, especially when companies are over their producƟve 
capacity at home. Licensing and franchising are also cheap, since much of the expansion is 
financed by local partners. However, direct investment represents the most capital intensive 
form of FDI especially when establishing WOS or greenfield investments. 

• Revenue and Profit PotenƟal: 

Direct investment has the maximum revenue and profit potenƟal, since company earns all of 
them without sharing to intermediaries. Sales and licensing generally generate medium to 
low returns, which may not even cover logisƟcal expenses or royalƟes. Franchising offers a 
reliable stream of income from franchise fees and royalƟes, but it is also oŌen less profitable 
than full ownership. 

• Flexibility: 

Moreover, export and licensing transacƟons are easily reversible, enabling firms to reduce or 
disengage from markets with limited noƟce. Franchising is not as flexible because the 
franchisor and franchisee are both bound under fixed term contracts. The fewest opƟons 
exist for direct investment as this has large sunk costs, 

fixed investments, and long-term obligaƟons that make market withdrawal difficult and 
expensive. 

Contextual Suitability of Each Mode 

• ExporƟng: Ideal for tesƟng the market iniƟally, short-term opportuniƟes or when the 
company has excess producƟon capacity at home. 

• Licensing – Good for entering markets where local regulaƟon is a barrier to foreign 
ownership or where IP can be used as leverage. 
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• Franchising: Works best for businesses that are easily replicated, such as fast food, retail and 
hospitality, because you must maintain brand consistency and establish a business model 
that can be scaled while remaining profitable. 

• Direct Investment – Ideal for long-term investment in high-potenƟal or strategically 
important markets, where control of the business is criƟcal and local adaptaƟon (of product 
offerings and brand) is important. 

All such approaches are situaƟonally appropriate given differences in market size, compeƟƟve 
intensity, resource endowments and strategic intent. Firms oŌen develop over Ɵme their 
iniƟal entry strategies—from exporƟng to franchising to direct ownership—as informaƟon 
and confidence increase. 

 

“AcƟvity: Designing Market Entry Strategies” 

 

Learners will be divided into groups and assigned a real-world consumer brand (e.g., IKEA, 
Starbucks, H&M). Each group will research a new internaƟonal market where the brand is not 
yet present or has limited penetraƟon. Based on cultural, economic, and regulatory analysis, 
they will propose an appropriate entry strategy (e.g., franchising in Vietnam or joint venture 
in Brazil). The teams must jusƟfy their choice using the comparaƟve analysis framework. They 
will present their strategies in class, supported by visuals or data, encouraging pracƟcal 
applicaƟon of theoreƟcal concepts. 

 

2.3 Summary 

 Cross-cultural consumer behaviour Cross-cultural influences are integral to internaƟonal 
markeƟng, affecƟng how consumers from mulƟple cultures perceive products, make 
decisions and deal with brands. 

 Knowing something about cultural frameworks such as Hofstede's Dimensions helps 
marketers to be aware of key cultural variables-power distance, individualism, and 
uncertainty avoidance-thataffect communicaƟon, adverƟsing, and even product choices. 

 Culturally adept markeƟng is criƟcal to earning trust, steering clear of clichés, and 
customising messaging, visuals and offerings that resonate with regional sensibiliƟes. 

 The case of McDonald’s demonstrates “glocalizaƟon” — managing the tension between 
global brand consistency with adapƟon of menus, décor, and promoƟonal copy to locals. 

 Entry modes have vary exposure for investment, control, risk and scalability. Common 

alternaƟves are exporƟng, licensing, franchising and direct investment. 
 Export is low cost and low risk, markets are geographically distant, customizaƟon opƟons 

may be limited. Licensing for rapid growth through brand/IP usage – but IP and control 
manageable risks. 
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 Fast world wide scaling with local partners – Franchising, but it comes with legal alignment 
and monitoring. 

 DI provides the best control and profit potenƟal through JVs, subsidiaries or alliances 
but requires significantly financial, operaƟonal and managerial resources. 

 SelecƟon of an appropriate entry strategy depends on strategic objecƟves, market 
circumstances, level of cultural fit, risk tolerance and organizaƟonal capability. 

 

2.4 Key Terms 

1. Cross-Cultural Behavior The process of determining the extent to which consumers in one 
or more cultures manifest purchase, use and disposal behaviors with respect to a given 
product class in different ways from how they do so in other cultures on the basis of their 
culture-endowed norms, values, habits,and tradiƟon. 

2. GlocalizaƟon - The concept of creaƟng nerve center and halo throughout the world with 

adapted product and markeƟng based on regional culture. 
3. Hofstede’s Dimensions – A set of six measures, including individualism and power distance 

that explain naƟonal culture in relaƟon to consumer and business decision-making. 
4. Sense of Culture – The extent to which cultures are perceived as different and the 

consumer expectaƟons and markeƟng pracƟces for each culture that an organizaƟon can 
accommodate. 

5. ExporƟng – Entering foreign markets by exporƟng a product produced in the company's 
home country. 

6. Licensing • Contractual arrangement in which one party ( the licensor) enters an 
agreement with another party( licensee(s))that allows them to use its intellectual property 

for a fee or royalty A. 
7. Franchise -The right for a local firm to operate under the name and system of a foreign 

global company, oŌen employed in retailing or fast food restaurants. 
8. Joint Venture (JV) - An agreement formed between companies to work together on a 

project or explore new markets, it may involve the creaƟon of a new business enƟty in 
which ownership, risk and rewards are shared. 

9. Wholly Owned Subsidiary – Investment by the parent company in a foreign country 
where it owns 100% of the faciliƟes. 

10. Strategic Alliance – A relaƟonship between two or more independent firms to agree to 
work together or collaborate as equals to achieve common objecƟves, but do not create 

a new enƟty. 

 

2.5 DescripƟve QuesƟons 

1. Define Cross Cultural Consumer Behaviour (CCCB) and why it is an important aspect in 
internaƟonal markeƟng strategy. 
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2. Explain the importance of Hofstede’s cultural dimensions and how they assist marketers 
in designing successful global campaigns. 

3. Discuss the value of cultural sensiƟvity in global markeƟng? Provide examples. 
4. Discuss McDonald’s strategy of glocalizaƟon and key reasons behind their menu 

localisaƟon:44642 2 adaptaƟon. 
5. Discuss the pros and cons of export as a market entry strategy of a new internaƟonal 

business. 
6. Compare the advantages of licensing and franchising as market entry strategies. When is 

one more appropriate than the other? 
7. What are the major franchise risk factors and how can franchisers address them in 

overseas markets? 
8. Explain the role of joint ventures and strategic alliances in increasing market potenƟal 

internaƟonally. 
9. CriƟcally assess the advantages and disadvantages of foreign direct investment as a 

market entry strategy for internaƟonal expansion. 
10. Contrast the four different market entry opƟons with real brand examples. 
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2.7 Case Study 

"Té Verde’s Global Journey: NavigaƟng Culture and Strategy in InternaƟonal Expansion" 

IntroducƟon 

With a mission to keep our planet in mind and provide the best possible product while raising 
awareness for health and wellness, Té Verde - originally launched in 2012 in ArgenƟna – was 
well received in South America due to its focus on sustainable sourcing, minimal packaging 
and wellness messaging. The brand quickly earned a dedicated following of urban millennials 
and consumers seeking healthier alternaƟves within just a few short years. Simultaneously, 
global demand for wellness beverages was taking off, and Té Verde’s leadership had grand 
plans to expand in culturally diverse markets such as Southeast Asia, the Middle East, and 
Europe. 

But the company’s global quest was more challenging than expected. They came with great 
expectaƟons, but Té Verde faced some major stumbling blocks cultural disjunct between 
branding and market entry models that didn't work as well as local preferences. Indeed, these 
challenges caused the company to rethink its globalizaƟon approach. The Lessons of Té Verde 
The case of Té Verde points to the vital role that cultural sensiƟvity and proacƟve strategy 
play in internaƟonal markeƟng and market entry. 

Background 

The brand was based on simplicity, purity and mindfulness. Té Verde’s main products were 
green teas, herbal infusions and detox blends that were sold as all natural lifestyle enhancers. 
The brand’s expansion in LaƟn America was natural, influenced by influencer markeƟng, 
subscripƟon models and its eco-friendly branding. 

In 2017, when Té Verde’s heads of leadership began focusing on internaƟonal expansion. 
Lacking experience with overseas markets, the team did secondary research and decided to 
use direct exporƟng as its approach. Within three years, they expanded to Indonesia, 
Germany and the UAE — each of which has its own market dynamics. Early signs were 
encouraging — online enquiries flourished and local distributors expressed interest. But by 
mid-2020, foreign sales hit a wall and customer retenƟon fell. I’m a greed pig and didn’t take 
profits when Brazilian Té Verde had worldwide pandemonium arƟcles wriƩen about them, but 
that did not jusƟfy the share price and they took it down again.. Trust Anatomy. 

Problem 1: Cross-Culture Brand Message Misalignment One of the most common mistakes 
in cross cultural business strategy and markeƟng. 

Issue: 

Té Verde stayed consistent in the way it had an overarching global brand with LaƟn American 
looks and Spanish speaking subtleƟes. Elvin worked on product names, color paleƩes and 
packaging, using stripped back typography and botanical imagery that would be recognisable 
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to its home audience. But in Indonesia and the UAE, consumers couldn’t make head nor tail 
of it." Terms such as “Limpieza Interior” (internal cleansing) were not well-received and, in 
some cases, culturally unacceptable or misunderstood. likewise, thebrand's posiƟoning 
around "detoxificaƟon" and "mindful rouƟnes", did not resonate in countries where 
tradiƟonal herbal medicine had deep cultural roots. 

In Germany, it was a different maƩer. Although health and wellness trends did map across, 
Té Verde’s emoƟonal benefits (tranquillity, a sense of spiritual order) did not align well with 
the transacƟonal, benefit-led needs of consumers that predominates in Western European 
markets. AddiƟonally, the absence of German informaƟon on the website and product labels 
gave an air of foreignness and mistrust. 

SoluƟon: 

The Té Verde team adapted the brand’s global messaging to now include local cultural values 
and prioriƟes, but without detracƟng from its DNA. For both target markets I conducted a 
cultural audit, which then informed the restructure of product names and descripƟons. 

In Indonesia, the brand enlisted local wellness providers to reframe the products in more 
familiar language; for instance, calling it a “herbal energy booster” rather than a “detox 
blend.” Homestuff had new design of packaging with visual elements taken from local baƟk 
paƩern and had translaƟon to Bahasa Indonesia. 

In the UAE, cultural consultants helped to remove religiously sensiƟve terms and craŌ 
language around inner balance and halal sourcing. The standardisaƟon of product cerƟficaƟon 
to beƩer meet regional quality requirements. 

In Germany, Té Verde evolved to posiƟoning itself based on science and health benefits, with 
emphasis on its levels of anƟoxidants, origin being organic and aiding digesƟon. Labels were 
translated in full and the brand included health claims allowed by EU regulaƟon. 

These adjustments helped regain relevance, re-orient to consumer expectaƟons and raise the 
brand's image in the markets. 

Problem Statement 2: Invalid Choice of Entry Strategy 

Issue: 

Té Verde iniƟally followed an indirect exporƟng strategy in all new markets via third-party 
distributors and online marketplaces. Although this model reduced their risk and upfront 
investment, it also meant losing control over brand percepƟon, price points, and direct 
consumer experience. 

Distributors in the UAE had packaged Té Verde’s high-end teas with low-end beverage brands, 
leading to erosion of its posiƟoning as a luxury product. DomesƟcally, local representaƟves 
did not explain how to use the product properly and people misunderstood what it could do. 
Té Verde was available on German e-commerce plaƞorms, but being listed without 
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categorizaƟon or markeƟng as the company intended, with wellness-oriented potenƟal clients 
unable to find them. 

In addiƟon, the firm’s pricing—the premise was its premium LaƟn American pricing—did not 
consider foreign exchange effects, import duƟes or local ability to purchase. On this 
background Té Verde was overpriced with a high premium in South East Asia and underpriced 
with low premium on the European markets by comparison to its compeƟtors. 

SoluƟon: 

In order to address these structural problems, Té Verde reassessed its market entry posiƟons 
with the help of a comparaƟve analysis structure. Instead of a homogeneous model of 
exporƟng, the firm used differenƟated entry strategies: 

• Indonesia: Té Verde transiƟoned its growth strategy to become a franchisor with a major 
organic café chain, creaƟng in-store experiences and brand control. The franchise contract 
also entailed staff training, in-store branding and cross-promoƟons, which served to increase 
brand recall in metros. 

• UAE : The firm established a joint venture with a health-food distributor focused on 
premium global brands. This collaboraƟon allowed for joint investment in markeƟng, local 
warehousing and cultural adaptaƟon of retail campaigns. 

• Germany: Té Verde established a 100% owned subsidiary concentraƟng on e-commerce and 
direct- to-consumer subscripƟon services. That gave them control of logisƟcs, branding, 
pricing and customer service. The company also partnered with local influencers in the 
wellness and nutriƟon world to establish trust and community. 

By linking entry mode to market stage, development of infrastructure and level of consumer 
sophisƟcaƟon, Té Verde ulƟmately restored a strategic focus and enhanced its operaƟonal 
efficiency. 

Problem Statement 3: InsensiƟve MarkeƟng Campaigns towards Culture and TradiƟon of 
South Africa 

Issue: 

Té Verde’s internaƟonal market plans were developed at a central level, supported global 
digital assets that originated as a replicaƟon of their South American campaign for the North 
America version. Because of the lack of localizaƟon in social media posts, e-mail newsleƩers 
and Website content, few people engaged with our social-media menƟons about localizaƟon; 
even fewer converted to bite. 

In Indonesia, for example, messages were silent about Ramadan — a high-consumpƟon 
season for health and wellness products. There was no messaging around fasƟng and energy 
restoraƟon, so Té Verde was irrelevant during a key cultural period.” In Germany, email 
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campaigns have pushed emoƟonal well-being, but they were missing the product-specific 
content that Germans expect — nutriƟon informaƟon or health cerƟficaƟons. 

By contrast, in the UAE a campaign that showed images of people doing yoga in Ɵght fighƟng 
clothes proved to be a cultural disaster due to local norms about modesty. The company was 
criƟcized online and pulled the ads. 

SoluƟon: 

Té Verde bridged the gap by seƫng up individual markeƟng teams or agencies in each 
locaƟon. The teams were allowed to create culturally relevant campaigns with the freedom 
to respect the brand’s global benchmarks. 

In Indonesia, the team rolled out a “Ramadan Renewal” campaign for herbal teas that help 
with digesƟon and hydraƟon aŌer hours of fasƟng. Content was created in Bahasa, with light 
visuals and commentary from local wellness influencers. 

In the UAE, Té Verde was behind a “HolisƟc Halal” campaign, promoƟng halal cerƟficaƟon, 
women-led sourcing and inner calm via natural remedies. The images were culturally sensiƟve 
and promoƟonal materials were signed off by regional consultants prior to distribuƟon. 

In Germany, data-driven approach was more of a trend. The site incorporated downloadable 
wellness guides, health claims that were supported by research and the labels on its 
packaging included cerƟficaƟons from EU organic boards. 

The campaigns were adverƟsed through country-targeted channels: Instagram in Indonesia, 
health blogs and YouTube in Germany and WhatsApp markeƟng in the UAE. These regional 
campaigns not only drove brand engagement and CTRs, but also posiƟve senƟment on digital 
channels. 

Conclusion 

Té Verde’s expansion from regional favorite to global desƟnaƟon brand demonstrates the 
challenges of working in foreign markets with a wide variety of cultures. In its early struggles, 
the brand’s problem was culture insensiƟvity, misaligned entry and lack of localizaƟon in 
messaging and in operaƟons. But by culinary hyper-targeƟng, by learning to embrace cultural 
research; shiŌ instead of alter mind-sets; and empower teams in each market, Té Verde 
relaunched itself successfully in three major foreign markets. 

The case highlights the need for cultural intelligence, adaptable branding and market-specific 
entry approaches to create sustainable global operaƟons. With more and more SMEs looking 
to expand internaƟonally, Té Verde’s story offers a model for how to reconcile global 
consistency with local responsiveness. 

Case-Related QuesƟons 
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What were the key cultural piƞalls of In Té Verde’s early global brand strategy? They could be 
avoided by what? 

Contrast the entry strategies of Indonesia, the UAE and Germany. What consideraƟons are 
involved in each of the company's decisions? 

How did Té Verde overcome the challenge of being culturally sensiƟve in their markeƟng 
efforts? How much did local teams maƩer? 

Explain how Té Verde’s new strategies exemplify elements of Hofstede dimensions like 
individualism, uncertainty avoidance, or long-term orientaƟon. 

What can be learned from Té Verde’s change from being a centralised to a local company? 

How Do You Think of Export and Franchising as a source of iniƟal SOs for Global Markets by 
SME? Explain your answer by ciƟng to Té Verde. 

What is the impact of consumer behavior on product placement in global markets? 

How do global brands make sure that the promoƟonal instrucƟon is appropriate across 
countries with different religious and social norms? 

Evaluate Té Verde’s pricing strategy. How can you opƟmally balance the forces of global 
margin and regional compeƟƟon? 

Design an imaginary campaign for Té Verde in a different market (e.g. South Korea or South 
Africa), taking into account cultural, strategic and operaƟonal factors. 
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Unit 3: Global MarkeƟng Mix Strategies 

 

Learning Outcomes 

1. Understand how a global brand adapts its promoƟonal strategy to align with different 
cultural values and market expectaƟons. 

2. Evaluate the effecƟveness of Dove’s "Campaign for Real Beauty" in promoƟng brand 
equity across diverse internaƟonal markets. 

3. Compare standardizaƟon and adaptaƟon in Dove’s messaging strategy across 
countries. 

4. Analyze how Unilever balanced global brand consistency with local cultural 
sensiƟviƟes. 

5. Discuss the role of digital and tradiƟonal media in promoƟng cross-cultural campaigns. 

6. Apply internaƟonal markeƟng principles to propose campaign strategies for similar 
brands entering new markets. 
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3.0 Introductory Caselet 

 

“Diverging Markets, Converging Vision: Rina’s Dilemma at TerraGlow Skincare” 

 

Background: 

You are Rina Kapoor, a product strategist with TerraGlow Skincare, a company that produces 
ethically sourced cosmeƟcs in Singapore.Your job is to introduce the company’s bestselling 
“GlowMist” facial spray into two new markets: Sweden and India. 

GlowMist has become a sensaƟon in Southeast Asia, posiƟoned as a tropical hydraƟon 
booster designed for humid climates. The packaging for the product prominently features 
natural botanicals, bold colors and floral fragrances. It has been marketed as both fashionable 
and funcƟonal, the ideal companion for a life on-the-go. 

But early research shows there’s a world of difference between them, at least according to 
market research in Sweden: 

• Swedish consumers favor simple design for packaging, very lightly scented or unscented 
and value 

scienƟfic efficacy over emoƟonal branding. 

• In India, people prefer natural ingredients but want skin lightening even more, and ayurvedic 
roots are a big selling point, as are endorsements from Bollywood or social media influencers. 

Now Rina has a strategic concern: 

Do you agree with TerraGlow that the formula and branding of GlowMist should be 
standardized in both countries to maintain global brand consistency? 

Or do they need to customize the product’s features, messaging and packaging for each 
market to more closely match local preferences? 

Rina discusses it with her cross-funcƟonal team. The global markeƟng chief advocates for 
brand uniformity, expressing concern at the cost and confusion of mulƟple versions. Regional 
managers, for their part, are agitaƟng for cultural match and cauƟon that without local 
resonance the product might bomb? 

Rina recalls that MBA case studies were taught to her in terms of global versus local strategy 
— even the top ones (Coca-Cola, McDonald’s) generally have mixed versions of both. 

She's puƫng together two possible launch plans: 

• Strategy A (standardised): Plaƞormed packaging or global branding with only slight 
translaƟon. 
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• Strategy B (Modified): Individualized packaging, altered scents/formula and celebrity 
endorsement in the area. Now Rina needs to make the case for her decision to the leadership 
team. 

CriƟcal Thinking QuesƟon: 

If you were Rina, which of the two would recommend: StandardizaƟon or adaptaƟon? What 
consideraƟons are most likely to influence your decision—cultural fit, economic cost, brand 
idenƟty or operaƟonal expense? 

 

 

3.1 Product Strategies: StandardizaƟon vs. AdaptaƟon 

When a firm targets consumers in a foreign country, or seeks to market to them, the company 
must choose how it will make products available in that country. A central quesƟon arises: 

But should the company have one product everywhere (standardized)? Or should it vary the 
product to fit every market (adaptaƟon)? 

This is a significant decision with huge implicaƟons for cost, brand consistency, customer 
experience and compeƟƟve advantage. Companies frequently do a liƩle bit of both, 
modulaƟng as required. 

Now, let’s get into each aspect. 

 

3.1.1 Idea of StandardizaƟon in InternaƟonal MarkeƟng 

This term refers to reusing exactly the same product design, features, brand, packaging and 
markeƟng strategy in all internaƟonal markets. The noƟon is that consumers globally are 
growing more alike, thanks to greater global trade and travel, and companies can capitalize 
on those similariƟes by offering a consistent product. 

With standardizaƟon, the product is nearly idenƟcal no maƩer what country you buy it in, 
with some small changes such as language translaƟon or government-mandated labeling. 

Example: 

So is Apple’s iPhone. Whether you’re purchasing it in India, Germany or the United States of 
America, the product looks, feels and acts exactly like it should. The primary markeƟng 
message simplicity, innovaƟon and premium design is also the same. 

Why companies use standardizaƟon: 

• They think brand image should be uniform all over the world. 
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• They want to save on the cost producƟon and markeƟng. 

• They believe their product has universal appeal. 

 

3.1.2 Advantages of Standardized Product Strategies 

There are several key benefits for corporaƟons with standardizaƟon in global markets: 

Cost Efficiency: 

Companies save money through an economy of scale when they make the same product in 
large quanƟƟes. Miss MarkeƟng campaigns can also be recycled in all the markets, saving on 
adverƟsing fees. 

Consistent Brand Image: 

One product unites and builds a powerful global brand. Customers see the same mark, 
package and quality, building trust and customer loyalty. 

Simplified OperaƟons: 

And having to manage fewer product variaƟons makes it easier for companies to control 
quality, synchronize producƟon and keep supply chains running smoothly. 

Faster Market Entry: 

Companies can penetrate new markets fast because they don’t have to reimagine the 
product for each new country. 

Global InnovaƟon Sharing: 

The products designed for one market can be rapidly launched in others, facilitaƟng more 
rapid spread of innovaƟon throughout the firm. 
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Figure 3.1 

 

3.1.3 AdaptaƟon to Local Markets – Concept and Importance 

CustomizaƟon involves modifying or tailoring a product to beƩer conform to specific 
differences in tastes, preferences, laws, characterisƟcs of the local markets or climates. This 
may involve updaƟng product features, packaging, wording, ingredients or branding. 

This also happens when customers in various markets have different tastes or preferences. 
What works in one naƟon may not work in another because of cultural, economic and/or 
environmental disƟncƟons. 

Example: 

McDonald’s responds to local tastes with the menu in each country. In India, it serves the 
McAloo Tikki and refrains from serving beef out of deference for Hindu senƟments. In Japan, 
it might have seasonal offerings such as Teriyaki Burgers or green tea desserts. 

Why adaptaƟon maƩers: 

• It serves specific local customer needs beƩer. 

• It is culturally respecƞul and sensiƟve. 

• It increases customer saƟsfacƟon and market recepƟvity. 
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3.1.4 Factors Influencing StandardizaƟon vs. AdaptaƟon 

Companies consider several factors when choosing between standardizing and adapƟng 
products in foreign markets. These include: 

Cultural Differences: 

Culture impacts how people view products, color, brand, taste and design. In socieƟes with 
radically different tastes, it may have to be toned down. 

Legal and Regulatory Requirements: 

Some other countries have rules on how products must be labeled, standards for safety, or 
lists of ingredients that are banned. Companies could also have to change products to meet 
local laws. 

Economic CondiƟons: 

Wealthy markets may have demand for premium products, while that in low-income seƫngs 
seek affordable and funcƟonal products. 

Consumer Behavior and Preferences: 

lYour lifestyle, usage habits or even climaƟc condiƟons can affect your performance 
expectaƟons of the product. Differences in skincare Even differences such as cold and wet 
climates require a different type of skincare. 

CompeƟƟve Environment: 

If there is local compeƟƟon with bespoke products, it might be difficult to sell a standardized 
system globally. AdaptaƟon, you might say, is necessary to compete. 

Company Goals and Strategy: 

For companies that want to create a global brand, there may be more of an interest in 
standardizaƟon, whereas those interested in serving local markets deeply may select 
adaptaƟon. 

Product Type: 

StandardizaƟon is easier to come by in some sectors — technology, for example. For others, 
like food and cosmeƟcs, adjustments to local tastes are oŌen called for. 

Cost ConsideraƟons: 

AdapƟng oŌen means higher producƟon and markeƟng costs. Companies must decide if the 
added costs are worth higher sales. 
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“AcƟvity 1: Product Strategy Decision Exercise 

 

InstrucƟon to Student: 

Choose a consumer product (e.g., soŌ drink, shampoo, packaged food, mobile phone) that is 
sold in at least three internaƟonal markets. Research how the product is standardized or 
adapted in each market in terms of: 

• Packaging 

• Ingredients/features 

• Language and branding 

• Endorsements or adverƟsements 

Create a comparison table of the differences and similariƟes. Based on your analysis, write a 
short paragraph answering: 

"What cultural, economic, or legal factors do you think influenced the company’s decision to 
standardize or adapt this product in each market?" 

 

3.1.5 Case Studies of Both Fully and ParƟally Adapted Products 

Examples of How the Strategies Are Applied To see how companies actually use these 
strategies, let’s consider some examples: 

Standardized Product Example – Coca-Cola: 

Coca-Cola has a consistent product and logo all around the world. Its red-and-white branding 
and fizzie drink recipe is preƩy much uniform anywhere you go. Other than that, the company 
may alter a small amount of sweetness according to regional taste but the product is 
standardized. 

Adapted Product Example – Nestlé: 

Nestlé frequently tailors its products to local markets. In India, for instance, its Maggi noodles 
are sold in spicy varieƟes while seafood is more popular in Thailand and mild flavors are 
preferred by Europeans. Nestlé also customizes its ads to the local lifestyle and language. 

Mixed Strategy Example – Starbucks: 

When it comes to store layout and basic menu items (espresso-based drinks), Starbucks is 
preƩy much the same, no maƩer where you are. But it’s also sprinkled with local flavors — 
Matcha LaƩe in Japan, or Churro Frappuccino in Mexico — to help tailor the experience to 
tastes in region. This is what’s called a “glocal” approach (global + local). 
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3.2 Pricing Strategies for InternaƟonal Markets 

Pricing is among the most difficult and sensiƟve decision a company has to make on its 
internaƟonal markeƟng. InternaƟonal Pricing Of course, internaƟonal pricing has its 
addiƟonal set of problems -- exchange rates, government regulaƟons and cultural aƫtudes 
toward value. 

Large corporaƟons must develop compeƟƟve and profitable strategies, also tailored to local 
condiƟons. Pricing strategy is not only crucial to sales in foreign markets, but also impacts the 
brand and market entry success, as well as the business on a long-term basis. 

 

3.2.1 Factors AffecƟng InternaƟonal Pricing 

When pricing products in other countries, there are various internal and external factors that 
a company considers. These include: 

Cost Structure: 

ProducƟon, transport and warehousing costs differ between countries as well as import duƟes 
or local distribuƟon. Prices may be higher in one market because costs are higher. 

Currency Exchange Rates: 

Sales in foreign markets may also be less profitable due to currency exchange rate 
fluctuaƟons. Companies had to consider the risk of appreciaƟon or depreciaƟon of the 
currency. 

Consumer Purchasing Power: 

Country-income levels affect what price individuals will pay. Goods viewed as low-cost in 
highcome countries can appear to be luxury items in low income markets. 

CompeƟƟon: 

CompeƟƟon from both local and foreign compeƟtors is a criƟcal factor in shaping a firm's 
pricing policy. And if rivals are selling similar products at lower prices, the company might 
need to do something about that. 

Legal and Regulatory Environment: 

Many countries have price controls, anƟ-dumping laws and taxaƟon that impact how much 
companies can charge for their products. Import duƟes and VAT add to the final prices. 

Market PosiƟoning: 

So, a premium or luxury product will certainly demand a heŌier price tag, vs a mass-market 
item that has to stay affordable. The pricing should reflect the character of the brand. 
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Value and fairness percepƟons and cultural variaƟons: 

Consumers in some cultures anƟcipate discounts or haggle over prices. In others, pricing is 
fixed. Pricing aƫtudes are influenced by local purchasing habits. 

DistribuƟon Channels: 

MulƟple intermediaries may escalate its final cost to the consumer. Costs are also oŌen 
increased by complex distribuƟon networks. 

 

Figure 3.2 

 

3.2.2 Price StandardizaƟon vs. Price DifferenƟaƟon 

Pricing in the internaƟonal market is an essenƟal part of a company’s strategic plan. As with 
product and promoƟon policies, markeƟng organizaƟons must choose whether to adopt a 
uniform pricing policy for all markets or implement prices based on local market 
requirements. We now consider two polar methods: price standardizaƟon and price 
differenƟaƟon. These 2 strategies each have their own set of pros and cons, and the decision 
on which one to pick depends heavily on the company’s global ambiƟons, brand image 
posiƟoning or pricing environment in that market, as well as compeƟƟon level. 

Price StandardizaƟon 

A further validaƟon against this pracƟce of price standardizaƟon, related to seƫng a single 
and common price for any product that does not depend on the country where it is sold but 
only allows adjustments in consequence of exchange rates or taxes or logisƟc cost. This tacƟc 
is frequently employed by companies wanƟng to maintain a universal image and streamline 
pracƟces. 

Advantages 
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• Consistent Global Brand Image 

A price that is standard makes it easier to control a consistent level of quality, value and brand 
equity percepƟon in all markets. This is especially the case for luxury or premium brands for 
whom perceived exclusivity and conƟnuity is crucial to how they posiƟon their brand. 

Example: Apple applies consistent world-wide pricing for its flagship products, such as 
iPhones and MacBooks. This helps build its premium brand image and avoid brand diluƟon. 

• Simplified Pricing Management 

Standardized pricing reduces administraƟve complexity. You don’t need to build and operate 
several regional price strategies Allowing you to simplify financial planning, inventory and 
markeƟng across mulƟple regions. 

• Easier InternaƟonal CoordinaƟon 

One global price model makes it easier to coordinate internaƟonal campaigns, pricing 
promoƟons and product launches. It also reduces inner-territorial team conflicts when 
deciding on pricing. 

Challenges 

• Lack of Market SensiƟvity 

Centralized pricing might not account for variaƟons in purchasing power, operaƟonal 
expenses and taxes. This can lead to inflated pricing in emerging markets and deflated pricing 
in higher income regions. 

• Reduced CompeƟƟveness in Price-SensiƟve Markets 

Standardised prices can make a product too expensive or simply unaƩracƟve on a local level, 
especially if local compeƟtors are able to provide comparable products at more affordable 
prices. 

Example 

An upscale brand like Louis VuiƩon depends on price standardizaƟon to maintain its luxury 
status. However, although markets have different economic fundamentals, the company does 
not appear to adjust prices significantly in relaƟon of their respecƟve cost economies. 

tax or import duty changes. This serves as a way of presence integraƟon, strengthening the 
brand’s exclusivity in exchange for low affordability in poor markets. 

Price DifferenƟaƟon 

Price DiscriminaƟon refers to that differenƟal, where the same product is sold in two markets 
(naƟonal or internaƟonal), becase of difference in economic condiƟons, compeƟƟve 
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situaƟons and cultural factors. This approach is more dynamic, enabling firms to adapt to 
idiosyncrasies of each target country. 

Advantages 

• AdaptaƟon to Local Market CondiƟons 

Price discriminaƟon allows product prices to reflect local incomes and costs of producƟon, as 
well as consumer preferences and regulaƟons. This allows beƩer access to the product and 
penetraƟon of the market. 

• Profit OpƟmizaƟon 

Firms maximize profits by eliminaƟng the consumer surplus — puƫng richer markets at higher 
prices, and poorer ones at lower costs. This underpins not just profitability, but also volumes. 

• Strategic Flexibility Against Local CompeƟtors 

Price DiscriminaƟon sets aside with compeƟƟon, targeted promoƟon and the response of 
price to demand change choice. 

Challenges 

• Risk of Grey Markets 

Differences in prices between countries may lead to parallel trade, in which the export of a 
product from a low-price country that originally imported it can be sold at higher price without 
the consent of the patent owner. This erodes the ability for price control and brand in tegrity. 

• Inconsistent Brand PosiƟoning 

DifferenƟal pricing that is too extreme can result in a jagged percepƟon, parƟcularly if 
customers discover differences when they travel internaƟonally or go online. 

• Increased OperaƟonal Complexity 

Local pricing management needs a strong data infrastructure, real-Ɵme analyƟcs capabiliƟes 
and dedicated teams to observe and react to price moves from each market. 

Example 

Neƞlix uses price differenƟaƟon extensively. SubscripƟon fees are a fracƟon of what they are 
in the United States or Western Europe in countries such as India and Brazil. This allows Neƞlix 
to grow aggressively in low-price-sensiƟve regions and drive higher margins where people 
are willing to pay more. 
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Comparison Table 

Criteria Price Standardization Price Differentiation 

Pricing Model Same price globally (adjusted for 
exchange 

rates) 

Prices vary by country or 
region 

Brand Image Consistent and unified May vary by market 

Operational Complexity Low High 

Adaptation to
 Local 

Markets 

Low High 

Risk of Grey Markets Lower Higher 

Market Competitiveness Lower in price-sensitive regions Higher due to
 localized 

adaptation 
Examples Apple, Louis Vuitton Netflix, Unilever 

 

Strategic ImplicaƟons 

There is no absolute selecƟon between price uniformity and price diversity. Hybrid pricing 
strategy Many mulƟnaƟonals follow a combinaƟon of these two strategies. So, for instance, 
they might set one price in economic blocs like the European Union and another between 
developed and developing markets. Strategic consideraƟons may include: 

•Product Category: Luxury, high-tech and global-idenƟty products tend to employ 
standardizaƟon. FMCGs and services tend to like differenƟaƟon. 

• Market Circumstances: It becomes necessary to establish differenƟated pricing in markets 
with high income inequaliƟes or low purchasing capaciƟes. 

• Regulatory Impact: Tariffs, taxes and price controls may require changes irrespecƟve of 
whether strategic intent is present. 

• Brand Strategy: Companies with an overall image have incenƟve to uniformity in pricing; 
companies involved in market development and penetraƟon, localizaƟon. 

 

3.2.3 Transfer Pricing and Dumping 

In the framework of internaƟonal trade transfer price and dumping are two important terms 
having both financial and legal prospects from the point of view of MNCs. These pracƟces are 
subject to surveillance by local regulatory authoriƟes and internaƟonal trade organizaƟons 
because they can result in taxaƟon from government, compeƟƟon among businesses in the 
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market. But although both focus on cross-border pricing decisions, they have separate 
strategic objecƟves and their own sets of regulaƟons. 

Transfer Pricing 

Transfer pricing is the name of the internal prices for goods, services or IP transferred to one 
division or subsidiary by another unit in the same mulƟnaƟonal corporaƟon (MNC) but 
located in a different country. These are the internal transacƟons of global value chains, in 
which different elements of producƟon and distribuƟon are located in different jurisdicƟons. 

Why Transfer Pricing MaƩers 

• Profit AllocaƟon Across Borders 

The transfer price determines who gets the profits for intra-company deals around the world. 
This affects corporate tax payments in both locaƟons. 

• Tax Revenue and Compliance28 

Firms might have an incenƟve to distort their transfer prices in order to shiŌ their profits from 
high-taxed countries to low-taxed ones (tax havens) and reduce their average tax burden. To 
prevent this, tax authoriƟes insist that companies use the arm’s length standard in pricing — 
that is, the price parƟes not related to each other would charge under those circumstances. 

• Regulatory Oversight 

Transfer pricing is governed by naƟonal tax laws and OECD Transfer Pricing Guidelines, which 
provide guidance on the determinaƟon of fair and reasonable profit allocaƟons. Failure to 
comply may result in scruƟny, fines – and a tarnished reputaƟon. 

IllustraƟve Example 

For example, suppose a U.S. electronics company produces electronic devices in its American 
plant and sells the imported goods to its Mexican wholly-owned assembly facility. The U.S. 
company, however, should be able to set any transfer price it wants; and if it sets a low one — 
instead of working off a free-market-driven price, as in theory —the Mexican enƟty would 
realize most of the profit on its books, where corporate tax is generally lower. 

rates. If successful, that could lower the company’s worldwide tax bill but face challenge from 
U.S. tax authoriƟes under transfer pricing rules. 

Common Transfer Pricing Methods 

• Comparable Uncontrolled Price (CUP) Method 

• Resale Price Method 

• Cost Plus Method 

• TransacƟonal Net Margin Method (TNMM) 
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• Profit Split Method 

Each approach strives to mimic market (‘arm’s length’) pricing and the selecƟon of a specific 
approach will depend on the type of transacƟon and availability of data. 

Dumping 

Dumping is the act of a business selling its products in another country at prices lower or 
higher than usual—either below producƟon costs or below what it sells them for in their home 
market. Dumping is usually a temporary measure to seize market share, eliminate compeƟƟon 
or put surplus capacity to use. But, the same is an unfair trade under internaƟonal law if it 
causes injury to the domesƟc industry of the imporƟng country. 

Why Dumping is Controversial 

• Unfair CompeƟƟon 

American manufacturers may be unable to offset the arƟficially low prices of dumped 
products. This can result in loss of markets, drop in turnover and closure of factories with 
subsequent unemployment locally. 

• Market DisrupƟon and Dependency 

AŌer ridding themselves of local compeƟtors, however, the foreign firm may jack up prices 
and subject the imporƟng country to both dependant and monopolist relaƟons. 

• ViolaƟon of Trade Norms 

It is considered that dumping consƟtutes a violaƟon of World Trade OrganizaƟon rules if it 
causes material injury to the domesƟc industry. Countries are enƟtled to invesƟgate if 
dumping occurred and levy anƟ-dumping duƟes. 

Legal Framework and Enforcement 

• WTO AnƟ-Dumping Agreement 

Enables dopƟng member countries to act against duming, if they can prove: 

Dumping is occurring. 

It is causing, or threatens to cause, material injury. 

"So there is a causal relaƟonship between the two. 

• NaƟonal AnƟ-Dumping AuthoriƟes 

NaƟons (including the U.S. through the Department of Commerce), the European Union and 
India all have trade laws and authoriƟes to invesƟgate, monitor, and use anƟ-dumping duƟes 
or tariffs to protect their respecƟve domesƟc ifeillions. 

IllustraƟve Example 
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In 2020, the EU applied anƟ-dumping measures to electric bicycles from China, which it said 
were being sold in Europe at less than cost price and damaging European industry. The US, 
for its part, has levied frequent anƟ-dumping measures on imported steel and aluminium 
products from countries such as China, India and Vietnam. 

 

Comparison Table 

 

Strategic and Ethical ConsideraƟons 

Both transfer pricing and dumping are not illegal per se, but abuse or misapplicaƟon of these 
business transacƟons can result in liƟgaƟon, monetary sancƟons, as well as loss of face. 

• ETHICAL TRANSFER PRICING Philosophy -Synonymous with Fair play,in this context, implies 
the arm’s length principle and that Transfer pricing documentaƟon is transparent Profit 
allocaƟon should be closely linked to where value has been created by consƟtuent 
companies. 

• Responsible InternaƟonal Pricing Precludes Unfair trade RelaƟons, like Dumping and 
Establishes Long-term Sustainability in Trade relaƟonships. 

In their global operaƟons, mulƟnaƟonal companies need to reconcile tax planning and market 
expansion strategy with the respect for laws and corporate social responsibility. 

Criteria Transfer Pricing Dumping 

Nature
 
of 

Transaction 

Internal (within same
 multinational 

company) 

External (sales to foreign 
customers) 

Objective Allocate profits, manage taxes Gain market share, penetrate
 foreign 

markets 
Primary 
Concern 

Tax evasion, regulatory compliance Unfair competition, injury to 
domestic 

industry 
Regulatory 

Framework 

OECD Guidelines, National Tax 
Laws 

WTO Anti-Dumping Agreement, 
National 

Trade Laws 
Risk Penalties, fines, tax audits Anti-dumping duties, sanctions,

 trade 

barriers 
Example Apple setting IP licensing fees 

between its 

own divisions 

Chinese steel sold below production 
cost in 

U.S. market 
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Did You Know? 

 

Did you know that transfer pricing accounts for over 60% of global trade transacƟons within 
mulƟnaƟonal corporaƟons? 

Most people assume internaƟonal trade primarily happens between independent companies, 
but in reality, a large porƟon occurs between different branches of the same company across 
borders. That’s why transfer pricing isn't just a financial accounƟng issue—it’s also a criƟcal 
tool for tax planning, supply chain opƟmizaƟon, and someƟmes even profit shiŌing that draws 
regulatory aƩenƟon. 

 

3.2.4 Strategic pricing techniques (PenetraƟon, Skimming and Value based) 

Cost strategy doesn’t work the same everywhere in the world. Firms frequently employ 
diverse strategic pricing strategies based on the firm’s market entry objecƟve, target 
segment, level of compeƟƟon, as well as product lifecycle phase. Market PenetraƟon Pricing, 
Price Skimming and Value-Based Pricing are the most frequently used techniques in terms of 
internaƟonal markeƟng. While each approach has its own range of applicaƟons, advantages 
and disadvantages. 

Market PenetraƟon Pricing 

Market penetraƟon pricing When a low price is set for a new product released to the market, 
the aim being to gain market share rapidly and aƩract many customers in order to aƩain a 
posiƟon of compeƟƟve strength. This can work parƟcularly well in price sensiƟve markets, or 
when introducing a new product or brand to a foreign market. 

Key Features 

• Seeks a high volume, not high margins. 

• Appropriate when market is saturated or very compeƟƟve. 

• Ideal for products that can be quickly scaled up in producƟon to compensate for the smaller 
margins. 

Advantages 

• Accelerated AdopƟon and Entry to Market: The cost is less, giving companies willingness to 
try services out in larger scale even at developing markets. 

• Deters CompeƟƟon: Others can be discouraged from entering a market on which you are 
leading in prices. 

• Scale Economies: Larger outputs may lower the average cost of producƟon in the long run. 
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Risks 

• Low Margins: The first phase might produce low or negaƟve margins which are not 
sustainable without a firm financial basis. 

• Perceived as Low Quality: It may not be reasonable to associate poor quality with affordable 
pricing, but in some instances, consumers will sƟll idenƟfy the product in quesƟon as inferior 
when you offer a lower price. This can end up an unfortunate side effect of your otherwise 
worthwhile cost-cuƫng measures and is especially damaging for high-end or exclusive 
products. 

• Tough to Raise Prices Later: If customers get used to low prices, there might be either 
blowback or defecƟon when you raise them. 

IllustraƟve Example 

Market Entry Strategy of Xiaomi in Indian Smartphone MarketChina ’s electronic equipment 
manufacture took a diversiflied approach towards entry strategy into other countries. The 
company was known for selling feature-packed smartphones at very aƩracƟve, if not 
irresisƟble, prices; they were typically cheaper than rivals from Samsung and others. This 
assisted Xiaomi to quickly grow and emerge as one of the popular smartphone brands in 
India. 

Price Skimming 

Price skimming is a pricing tacƟc that involves launching the product with an iniƟal high price 
so as to target lower price segment early adopters, or customers who are not sensiƟve to 
price. The price is lowered to a more appealing level, as the product becomes less novel and 
consumer demand becomes more elasƟc. 

Key Features 

• Ideal for: Cuƫng-edge, tech-driven and luxury products. 

•Best when the firm experiences first mover advantage, or significant brand loyalty. 

• Permits market segmentaƟon according to consumers' willingness to pay. Advantages 

• Rapid AmorƟzaƟon of R&D: HeŌy iniƟal pricing enables a quick recovery of research and 
development costs as well as a fast payoff for the launch. 

expenses. 

• Premium Brand PosiƟoning: Aids in posiƟoning a product as premium, exclusive or 
innovaƟve. 

• Higher Margins at the outset: Premium pricing means early adopters will be making you 
lots of money! 
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Risks 

• Early AdopƟon growth limitaƟon: Large segments of the potenƟal market are priced out, 
especially in price-sensiƟve markets. 

• Invites ImitaƟon and CompeƟƟon: There’s the possibility that success will lure others to 
bring similar products to market at lower prices. 

• Risk of NegaƟve PercepƟon in Developing Markets: In low-income countries, the approach 
could produce slower saturaƟon or brand estrangement. 

IllustraƟve Example 

Apple Inc always adopts price skimming during the phases of the iPhone or MacBook. They 
come to market with a high-swinging price point towards tech savvy and brand commiƩed 
consumers. Prices typically fall a couple of months later, allowing more widespread use 
without as much sacrifice to early profit margins. 

Value-Based Pricing 

Value based pricing is a customer oriented approach to pricing, based on the value of the 
product or service to the user. 

Key Features 

• Emphasise customer’s percepƟon, brand equity and differenƟaƟon. 

It calls for in depth market research, customer insights and knowledge of emoƟonal and 
funcƟonal benefits. 

• Typically used by companies with unique experiences, premium services, or strong brand 
affiliaƟon. Advantages 

• Prices According to Customer’s Willingness to Pay: Prices are set based on what the 
customers are ready to pay for and is actually valued. 

• Influences Brand Loyalty: It could make the customers consider the product high quality or 
experience which adds to brand loyalty. 

• Market AgnosƟc: Has the ability to price differently in various segments or geographies 
according to the value perceived, without being bounded by fixed costs. 

Challenges 

• Must have deep insights of the market: If an organizaƟons’ decision-making is based on 
customer preferences and percepƟon, it can be Ɵme-consuming and expensive exercise to 
receive this informaƟon. 

• Challenging in Price-Conscious Markets: In price sensiƟve markets, customers may not see 
the added value as worth paying extra for, parƟcularly where primary needs prevail. 
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• SuscepƟbility to CompeƟtor Undercuƫng: If compeƟƟon sells similar benefits at lower 
prices, a value-based pricing strategy may not be sustainable. 

IllustraƟve Example 

For example, Starbucks adopts value-based pricing strategy by charging higher prices for its 
coffee products than local coffee brands. And it’s how the whole thing – the atmosphere, 
service, product customisaƟon, ethical sourcing and branding - adds up to what looks like 
beƩer value than just a drink. 

 

Comparison Table: Strategic Pricing Approaches 

 

Strategic ConsideraƟons for Global ApplicaƟon 

• Market MaturaƟon and CompeƟƟon : In very compeƟƟve markets, penetraƟon price may 
be a must; That is, in innovaƟon-driven industries skimming might be more opƟmal for 
newness. 

• Customer Aƫtude and Income: In value-based pricing you need to know the cultural 
influences of price and value. In parts of the world, such value is placed on emoƟon and 
imagery over uƟlity. 

• Product Lifecycle: Skimming is generally appropriate for early life cycle products, 
penetraƟon works if the product is in growth stage, and value-based pricing makes sense 
when dealing with mature products that are well differenƟated. 

Criteria Market
 Penetra
tion 

Pricing 

Price Skimming Value-Based Pricing 

Initial
 Pr
ice 

Level 

Low High Based on perceived 
value 

Target 
Segment 

Mass market Early adopters,
 premium 

customers 

Value-conscious 
customers 

Revenue 
Focus 

High volume, low 
margin 

High margin, lower 
volume 

initially 

Margin based on 
value, not 

volume 
Adoption 
Speed 

Fast Slow to moderate Varies by market 

Brand 

Positioning 

Affordable, 
accessible 

Premium, exclusive Quality and benefit-
driven 
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• Brand IdenƟty: OrganizaƟons should make pricing policies compaƟble with their long-term 
brand strategies and customer percepƟon. 

 

3.3 PromoƟon and DistribuƟon-InternaƟonal Pipeline & Digital AdverƟsing 

“When you deal with internaƟonal markeƟng, it has to do not just with producing the right 
product at the right price,” he said in a telephone interview Tuesday morning, “but geƫng 
that to the market and doing so efficiently across boundaries.” The markeƟng mix calls for 
promoƟon; and the quesƟon arises, “How is our line to be promoted in areas other than our 
home market?” As digital plaƞorms have made the world more interconnected, global 
markeƟng has never been closer — or harder. Companies now have to create markeƟng 
strategies that translate across media, languages, cultures and regulaƟons. 

 

3.3.1 Global PromoƟon Mix- AdverƟsement, Sales promoƟon and public relaƟons 

In internaƟonal markeƟng, the promoƟonal mix is composed of a blend of tools and 
techniques used by firms to communicate the value their products provide to consumers who 
are in different countries or regions. The central elements of world promoƟon mix are 
adverƟsing, sales promoƟon and public relaƟons (PR). The ulƟmate purpose remains the 
same: to influence, convince and remind consumers about the brand, but each adverƟsing 
element must adapt for such differences in cultural sensiƟviƟes, media consumpƟon 
behaviour, consumer expectaƟons and regulatory climate per country. Consequently, it is 
crucial to find the proper balance of standardizaƟon (to ensure consistency and cost 
efficiency) and local adaptaƟon (for relevance and engagement) is essenƟal for success in 
foreign markets." 

AdverƟsing 

AdverƟsing is one of the most noƟcable and powerful components of the promoƟon mix, 
consisƟng of a paid form of non-personal communicaƟon that is transmiƩed through a wide 
range of media including television, radio, newspapers, magazines, posters, websites as well 
as social networking sites. Worldwide, adverƟsing has to translate into the culture of a place 
rather than merely converƟng words in meaning by echoing local values, aƫtudes, humour 
and the linguisƟc quirk. Superior internaƟonal adverƟsing its necessary to have an 
understanding of consumer psychology, cultural icons and media habits in each country. 

For example, an ad that plays on individual's success and accomplishments can be more 
valuable in the US where value is placed on being independent. But in other countries, say 
Japan or South Korea, expressing that same senƟment might seem boasƞul to the point of 
being culturally inappropriate; humility and group harmony tend to be placed above the 
individual there. Likewise, a joke that lands in one culture can fail — or worse, insult — in 
another. The Pepsi “Come Alive!” campaign, which reportedly translated to “Pepsi brings your 

Page 22 of 39 - AI Writing Submission Submission ID trn:oid:::3618:127197619

Page 22 of 39 - AI Writing Submission Submission ID trn:oid:::3618:127197619



ancestors back from the grave,” in Chinese is frequently held up as an example of why literal 
translaƟon without sensiƟvity to culture’s importance doesn’t work. Hence, most MNCs work 
with local ad agencies or teams to customize their messaging effecƟvely. 

Sales PromoƟon 

Sales promoƟon is any iniƟaƟve undertaken to project a product or service to the market for 
the purpose of increasing demand and sales. Such incenƟves may be in many forms such as 
reduced prices, coupons, free samples, contests, rebates or loyalty rewards programs and 
buy one get one offers. The shape and efficacy of sales promoƟons in internaƟonal markets 
may differ widely, based on cultural predisposiƟons to pricing, perceived value, and shopping 
habits. 

When you’re in heavily compeƟƟve and consumer-driven markets like the US, sales promos 
are not only usual but almost a given—especially around key shopping dates such as Black 
Friday. On the other hand, in luxury markets like France, Japan and UAE, deep discounts could 
sƟll dent the brand image of being presƟgious or exclusive. "In markets like these, price tends 
to be perceived as a proxy of quality and brand equity, and if we do promoƟons too 
frequently, maybe we could harm our long-term posiƟoning of the brand than means 
premium," he added. Moreover, legal restricƟons on 

sales promoƟon, with differences among countries—some downplay or even prohibit some 
sales promoƟonal acƟviƟes (e.g.: loƩery and mulƟ-level schemes). As such, companies need 
to be very thoughƞul when localizing promoƟonal techniques so that they comport with both 
consumer expectaƟons and regulatory demands. 

Public RelaƟons (PR) 

PR acƟviƟes PR comprises a variety of strategic communicaƟon efforts generate to create and 
maintain a favorable image of the company/brand among stakeholders (general public, media, 
government, investors etc). PR works opposite from adverƟsing in that it's generally unpaid 
and less direct with the focus on credibility, trust-developing and long-term relaƟonship 
management. The Role of PR in Global Markets At the global level, PR has addiƟonal 
significance because companies are not only dealing with consumer percepƟons but also 
with their cross-cultural reputaƟons, poliƟcal sensiƟviƟes and corporate social responsibiliƟes 
(CSR). 

InternaƟonal public relaƟons tacƟcs can also involve community awareness and response, 
leadership visibility in the community, a local sponsorships of events, chariƟes or causes and 
crisis communicaƟon plans. They must be as meaningful to the local context, yet Ɵe back into 
the overall brand story of the company they serve. For instance, Coca-Cola’s PR has focused 
on solving environmental problems in countries where the company takes water and 
leverages that negaƟve to reflect its global values surrounding sustainability. Likewise, dealing 
with a crisis in one country may call for an approach that is very different to the tone and pace 
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of response required in another thanks to variaƟons in media pracƟces, popular outlooks or 
cultural values. For companies looking to navigate these complexiƟes, they generally work 
with local PR agencies that understand the media landscape and what stakeholders expect in 
the target country. 

Conclusion 

A thoughƞul and coordinated global promoƟon mix helps guarantee that all elements of the 
markeƟng communicaƟons are brand-consistent, yet culturally relevant and locally effecƟve. 
Where adverƟsing can offer wide reach and brand exposure, sales promoƟons create urgency 
and encourage purchase, and PR fosters trust and goodwill. PromoƟonal policies and 
pracƟces of global companies have to be conƟnually reviewed and altered according to 
cultural nuances, consumer behaviours and legal restricƟons in foreign markets. The best 
global campaigns are those that manage to blend internaƟonal brand consistency with local 
knowledge and agility. 

 

3.3.2 Cultural Role in the context of promoƟng strategies 

Culture has strong influence on the way people understand markeƟng messages. Symbols, 
colours, gestures, joke, values and social norms are very different between countries. What 
is successful in one country, can be misunderstood, or worse yet offensive, in another. 

 

 

 

Figure 3.2 
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Cultural values and promoƟon: 

Language and CommunicaƟon Style 

Blunt and express language can work in the U.S. but may come across as rude if used with a 
Japanese. Translate errors can result in damage to your brand. 

Values and Beliefs 

ConservaƟve markeƟng in certain cultures may need meek depicƟons, the same way bold 
messages works perfect for others. 

Cultural Symbols and Colors 

Colors have different meanings (white is for purity in the West, but mourning to some Asian 
cultures). 

Humor 

Humor is culture-specific. Jokes may not always easily translate from one country to another, 
or they might be simply confusing or offensive in another context. 

Gender Roles and SensiƟvity 

One society’s adverƟsing is another society’s not-right kind of talk. Global campaigns: When 
pushing on a global level, the degree of representaƟon and inclusivity must be considered. 

In order to succeed abroad, marketers need to conduct cross-cultural research and frequently 
hire in local experts so they can appropriately fine-tune promoƟonal messaging. 

 

3.3.3 InternaƟonal DistribuƟon Channels 

DistribuƟon DistribuƟon describes how a product is transferred from the manufacturer to the 
end-consumer. Efficient distribuƟon channels are a high wall to entry in global markets as each 
geography is distant and near impossible to achieve because of the infrastructure, 
regulaƟons, and heterogeneity. Types of internaƟonal distribuƟon channels: 

Direct ExporƟng 

The company sells to buyers in another country directly, and it may be through its own sales 
team or a website. 

Indirect ExporƟng 

The company sells its products abroad through local intermediaries, such as agents, 
distributors or trading companies. 

Licensing and Franchising 
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Local entrepreneurs are licensed to use the company’s brand and products. Prevalent in 
industries such as foodservice and retail. 

Joint Ventures and Local Subsidiaries 

AlternaƟvely, firms might enter into joint ventures or establish producƟon in the target 
country to upstream distribuƟon. 

The right channel to select is based on: 

• Market size and infrastructure 

• Legal restricƟons 

• Control vs. cost trade-offs 

• Local partnerships and trust 

Smooth supply lets you get product where it needs to be, the right way-the first day. 

 

“AcƟvity: Global DistribuƟon Mapping” 

 

InstrucƟon to Student: 

Select a global company (e.g., IKEA, Nestlé, or Nike) and map its distribuƟon strategy in any 
one foreign country. 

Your task: 

1. IdenƟfy the distribuƟon channels used (e.g., direct-to-consumer, local distributors, 
franchising). 

2. Note if the company owns local retail stores or works through partners. 

3. Explore how local infrastructure or regulaƟon shapes the distribuƟon strategy. 

4. Present your findings in a brief 1-page report or infographic. Conclude with a 
reflecƟon: 

“How do you think this distribuƟon strategy affects the company’s pricing and customer 
experience in that market?” 

 

3.3.4 E-commerce and Digital Plaƞorms and its ImplicaƟons 

Much has changed in the world of global markeƟng, thanks to the acceleraƟng pace of 
internet access, mobile use and digital power. Old models rooted in physical presence, face-
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to-face interacƟons and local distribuƟon outlets have been replaced with technology-
empowered that will be more agile. Digital economy and plaƞorms as the key enablers to 
open up markets globally, engage customers and create brand beyond geographies – for 
business big or small! These plaƞorms have, of course, opened up global trade to masses by 
reducing the entry bar and increasing visibility for brands but they come with their set of 
complexiƟes and regulatory challenges. 

Direct Access to Global Consumers 

The most disrupƟve aspect of ecommerce is the contact between businesses and consumers 
that can be carried on directly, without an intermediary or a retail store. Marketplaces such 
as Amazon, Alibaba, eBay or Shopify are digital global sales floors open around the clock and 
across naƟonal borders. This has heavily reduced the cost and Ɵme of global expansion, 
meaning that even small companies or startups can now compete in internaƟonal markets. A 
manufacturer of niche products in India, for instance, can sell handmade goods directly to 
customers in the United States or Europe through a plaƞorm like Etsy using the leverage of 
digital discovery without massive distribuƟon networks. 

Digital AdverƟsing 

Digital adverƟsing has allowed businesses to zero in on global markets with an accuracy and 
individuality unknown previously. Unlike mass media one-to-many adverƟsing, thanks to big 
data digital plaƞorms can cater to and target specific demographic groups’ interests, web 
usage paƩerns and locaƟons. AdverƟsers on the global stage are leveraging Matrix's direct 
connecƟons to internaƟonal media properƟes such as Facebook, Instagram, TikTok and 
Google Ads, as well as the ability to personalize creaƟves in various languages and cultural 
themes for higher relevancy. For example, a fashion brand can simultaneously run mulƟple 
variaƟons of an ad in the U.S., France and Japan — one customized to local trends, seasonal 
preferences and even linguisƟc flourishes. This targeted approach in campaign opƟmisaƟon 
will increase the efficiency of markeƟng and maximize ROI, but it is also consistent with an 
approach to global brand adaptaƟon strategies. 

Data-Driven MarkeƟng 

Not only do digital plaƞorms produce a rich amount of data that companies can use for data-
driven markeƟng, but it is also where communicaƟon knowledge and capabiliƟes converge. 
Thanks to soluƟons like web analyƟcs, CRM tools and social listening technologies, businesses 
can keep track of consumers' behavioral habits, buying decisions, product recommendaƟons 
and instant feedbacks. This informaƟon allows businesses to develop tailored offers, enhance 
customer segmentaƟon and forecast market trends. For example, Neƞlix leverages 
sophisƟcated data analyƟcs to drive personalizaƟon of content recommendaƟons for its users 
in each country where it operates, recognizing that what people watch is heavily influenced 
by viewing trends in their own markets; and global e-commerce brands like Amazon use 
predicƟve algorithms based on prior purchase history and browsing behaviour to recommend 
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products. There is product-localizaƟon, ensuring that products will appeal to cultural 
preferences in local markets. 

Online Customer Service 

One of the pillars of the global customer management system is aŌer-sale service, and digital 
channels are changing how companies approach this part of their business. Tools including AI-
driven chatbots, email support and social media messaging mean companies can provide 
24/7 support across mulƟple Ɵme zones. This is very important in internaƟonal markets 
where the consumers will want rapid soluƟons irrespecƟve of their air, space or ground 
posiƟon. What’s more, services such as WhatsApp Business, Facebook Messenger and live 
web chat features help businesses maintain a human touch while growing customer service 
operaƟons. In Brazil, a customer might ask about a product at midnight and get an instant 
answer from some automated chatbot who’s been trained to speak Portuguese. 

Cross-Border Payments and LogisƟcs IntegraƟon 

Reliable cross-border payments processing and internaƟonal logisƟcs are the prerequisites 
for worldwide e-commerce to flourish. Companies such as PayPal, Stripe and Wise (formerly 
TransferWise) provide so-called mulƟ-currency wallets that enable safe transacƟons across 
borders, making consumers feel secure when buying from sellers in other countries. At the 
same Ɵme, cooperaƟon with logisƟcs vendors like DHL and FedEx make cross-country good 
transport sight & save. Many ecommerce soluƟons have it all, including one combined 
soluƟon for payment gateway, inventory and shipping support - allowing you to easily handle 
global customer experience. These systems are essenƟal for building and protecƟng customer 
confidence, as well as conducƟng efficient operaƟons in an internaƟonal financial transacƟon 
environment. 

Emerging Challenges in Global E-commerce 

E-commerce provides several benefits, but it also poses new regulatory, ethical and 
operaƟonal challenges. Issues such as fraud, cybersecurity and digital privacy are geƫng 
more aƩenƟon. Take internaƟonal firms doing business in Europe, which have to navigate the 
General Data ProtecƟon RegulaƟon (the GDPR) and its rules for how customer data must be 
collected, stored and uƟlized. Other countries are in the process of creaƟng such laws, some 
of which may vary significantly and only add more legal complicaƟons. Furthermore, cross-
border taxaƟon such as import taxes and digital services taxes further complicate compliance 
for businesses manage carefully. Managing through these regulaƟons and keeping the 
experience seamless is criƟcal for long-term success in global digital markets. 

 

Did You Know? 
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Did you know that China’s Singles' Day (November 11th) is the world’s largest online shopping 
event, generaƟng more sales in 24 hours than Black Friday and Cyber Monday combined? 

The success of Singles’ Day, driven by Alibaba’s digital plaƞorms, highlights how regional e-
commerce innovaƟons can shape global retail trends. This also emphasizes how digital 
promoƟon and distribuƟon strategies must align with local shopping behavior and cultural 
fesƟvals. 

 

3.3.5 Piƞalls in InternaƟonal Supply Chain and LogisƟcs 

Transported goods cross borders with a supply chain that is widespread globally and connects 
sources of producƟon, transportaƟon paths, warehouses and retail. 

In terms of global logisƟcs there are a few challenges: 

TransportaƟon and Infrastructure 

Delivery can be delayed and costs can mount in some areas with poor roads, ports or carriers. 

Customs RegulaƟons and Import DuƟes 

Each naƟon has its own rules and tariffs to follow, or you can face penalƟes and delays. 

PoliƟcal and Economic Instability 

Global supply chains can be tripped up by conflict, changes in government policy or currency 
crises. 

Environmental and Sustainability Concerns 

Ethical and sustainable supply chains are increasingly being required by consumers and 
governments. Companies should monitor their impact on nature. 

Inventory Management Across Markets 

Staying on top of demand, prevenƟng overstock or stockout and synchronizing supply 
globally across many countries is a complex planning process. 

Pandemics and Global DisrupƟons 

The pandemic, for example showed how exposed supply chains could be to abrupt global 
shocks. 

A global logisƟcs achievement requires good coordinaƟon and uƟlizaƟon of technology (such 
as ERP-systems), partners’ knowledge by service providers. 
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3.4 Case Study: Unilever’s Dove Campaign for Real Beauty – Tailoring Messaging Across 
Markets 

The Dove Campaign for Real Beauty is one of the most famous and studied markeƟng 
campaigns around the world in beauty industry. Created by Dove’s corporate parent, 
Unilever, the effort was an intenƟonal push to break outdated depicƟons of beauty and 
advocate for a broader, more realisƟc portrayal of women. 

This is a fantasƟc example of how an internaƟonal brand can successfully execute on global 
brand values and to adjust its message according to local culture and sensibility.” 

 

3.4.1 Background and Purpose of the Dove Campaign 

True, the Campaign for Real Beauty kicked off in 2004 aŌer some global research found that 
something was amiss: different countries, idenƟcal results — the majority of women were 
feeling enough self-doubt about their physical appearance and not seeing a shred of 
themselves in tradiƟonal beauty adverƟsing that it changed their behavior. 

Key insights from Dove’s research: 

• Two percent of women across the globe described themselves as beauƟful. 

• The majority of women felt that media and adverƟsing had a narrow definiƟon of beauty. 

ObjecƟves of the campaign: 

Redefine beauty by featuring actual, diverse women instead of professional models. 

EmoƟonally connect with customers by demonstraƟng understanding of a social issue rather 
than simply trying to sell an item. 

Reinforce Dove as a brand that seriously cares about women’s self-esteem. 

PosiƟon Dove unlike its compeƟtors who were based on images reflecƟng idealized beauty. 

The campaign originated with images showing women of different body shapes, skin colours 
and ages along with slogans such as “Real Women Have Curves”. 

The emoƟonal and socially impacƞul strategy plan was to transform Dove from a skincare 
brand into something bigger if not enƟrely inspiring: a symbol of real self-esteem. 

 

3.4.2 Global Consistency in Brand Values 

Localized campaigns were developed, yet the central messaging against child marriage 
remained consistent around the world. Unilever concentrated on a handful of core brand 
values that it received across all geographies: 
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AuthenƟcity: Honoring real people instead of idealized models. 

Empowerment: Making women feel beauƟful in the skin. 

Confidence – CulƟvaƟng self-esteem and mental health as a part of beauty in general. 

Social Good: Challenging beauty stereotypes. 

This worldwide uniformity contributed to strengthening Dove’s image in all its markets. 
Whether you were a consumer in Canada, Brazil, or India – all over the world that person saw 
Dove as a brand with purpose – challenging society’s way of defining beauty. 

Examples of consistent campaign elements: 

• The Dove Self-Esteem Project, implemented in schools and youth organizaƟons worldwide. 

• Use real unscripted women’s tesƟmonials in adverƟsing. 

• No digital retouching of campaign photographs and videos. 

Dove could connect with women across the globe, all while keeping its heart and core brand 
story intact. 

 

3.4.3 LocalizaƟon of Messaging for Local Cultures 

Although the key message was global, the campaign rollout was adapted to local contexts 
taking into account cultural habits, values and aƫtudes towards beauty in each market. 

Examples of cultural adaptaƟon: 

India: 

o Dove worked with local influencers and media to host conversaƟons about colorism and 
skin-tone bias. 

o Ads promoted self-assuredness and recast tradiƟonal noƟons of “fairness.” 

o Messages were transcreated into local languages using women with a variety of complexions 
of Indian women. 

Japan: 

o EmoƟonally strong and subtle, fit with a cultural preference for the modest and inner 
beauty. 

o Adverts had soothing sounds combined with simplisƟc imagery and symbols that are in 
fashion. 

Brazil: 
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o In a category that’s more oŌen than not focused on beauty, Dove celebrated real and natural 
beauty by interviewing real women in local markets. 

o Ads were shot on local beaches and in real-life seƫngs rather than starlets and celebrity 
glamour. 

Middle East: 

o Campaigns were modified to accommodate modesty norms. 

o Dove reposiƟoned itself as being all about women’s inner strength, roles in the family and 
quiet confidence – speaking to women’s experiences using both female voices and visuals 
that harmonized with cultural sensiƟviƟes. 

This adaptaƟon approach led to relevance and deference of local culture, but did not detract 
from the general message on self-esteem and inclusion. 

 

 

3.4.4 Effect and Success of the Campaign 

The Dove Campaign for Real Beauty was a game-changer — one that transformed not just 
the brand, but the broader beauty world and our social discourse around body image. 

Business outcomes: 

• Rising global sales in Dove. For instance, sales are said to have increased from 2.5 billion in 
2004-05 to more than four billion later on. 

• Impress brand loyalty right from the beginning, and Dove’s reputaƟon as a responsible 
manufacturer. 

• New product line extensions of the same EmoƟon Brand Meaning, to body washes, 
shampoos, deodorants. 

Social outcomes: 

• The campaign also ignited a worldwide conversaƟon on media representaƟon, self-esteem 
and beauty stereotypes. 

•Dove’s Self-Esteem Project reached millions of young people, teaching them body posiƟvity 
and mental health. 

• The campaign pressured rivals to move toward more inclusive markeƟng and made the 
beauty industry rethink its messaging. 

CriƟcal acclaim and awards: 

• The campaign received numerous internaƟonal adverƟsing and social impact awards. 
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• It has been dissected in MBA programs, markeƟng classes and media studies as a paradigm 
for brand-driven social change. 

Although there are some criƟcs (such as inconsistencies between markeƟng message and 
parent organizaƟon behaviors), the campaign represents a milestone in global branding, 
cause related markeƟng and cultural modificaƟon. 

 

Knowledge Check 1 

 

Choose The Correct OpƟons: 

 

Q1. Which of the following is a key advantage of product standardizaƟon in internaƟonal 
markeƟng? 

A) It allows for deep cultural customizaƟon 

B) It reduces product development and markeƟng costs 

C) It increases producƟon complexity 

D) It eliminates the need for global branding 

 

 

Q2. In price skimming, a company: 

A) Enters the market with a low price to aƩract mass adopƟon 

B) Charges the same price globally regardless of cost differences 

C) Introduces a product at a high price, then lowers it over Ɵme 

D) Matches compeƟtors' pricing in each market 

 

Q3. Which element of the promoƟon mix focuses on maintaining a favorable image through 
media coverage and social impact? 

A) AdverƟsing 

B) Sales PromoƟon 

C) Public RelaƟons 
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D) Direct MarkeƟng 

 

 

Q4. What is one of the main challenges in global supply chain management? 

A) Too many local brands 

B) Uniform consumer behavior 

  

C) Customs regulaƟons and import duƟes 

D) Excessive brand loyalty 

 

Q5. In the Dove Campaign for Real Beauty, how did the brand achieve both global consistency 
and local relevance? 

A) By using only celebriƟes in all markets 

B) By adapƟng visuals and messaging based on local cultural norms 

C) By keeping the same campaign visuals worldwide 

D) By focusing only on online promoƟon 

 

3.5 Summary 

 This chapter invesƟgated the key elements of internaƟonal markeƟng strategy related to 
product, price, promoƟon, and place. MulƟnaƟonal Enterprises (MNEs) confront the task 
of Global IntegraƟon versus Local Responsiveness. 

 It’s also a product strategy issue: you could break this down as the trade-off between 
standardizing goods for efficiency and brand, versus tailoring them to local preferences, 
culture and regulaƟon. Also, such factors as naƟonal economy, purchasing powerof the 
consumer and compeƟƟon tend to dictate pricing policies. Choices between uniform 
pricing and price discriminaƟon --"transfer pricing "and"sumping" -- need to be handled 
judiciously. 

 For promoƟon and distribuƟon companies, they need to create markeƟng narraƟve that 
is both sensiƟve to local culture while conforming with the global narraƟve — leveraging 
a combinaƟon of tradiƟonal and digital elements. DistribuƟon needs to be well planned 
parƟcularly given logisƟcs issues worldwide and also due to growing e-commerce. 

 The chapter ended with a case study of Unilever’s Dove Campaign for Real Beauty, 
illustraƟng how one global brand was able to balance core values and local cultures. The 
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case exemplified how a carefully designed combinaƟon of standardisaƟon and adaptaƟon 
could drive business success with strong social impact. 

 

3.6 Key Terms 

1. StandardizaƟon - an internaƟonal markeƟng approach in which the same goods are 
sold at the same prices using the same promoƟonal materials in all markets. 

2. Tailoring – SensiƟvity to local market condiƟons, and ability to adapt 
products/pricing/messages for regional opƟmizaƟon. 

3. Transfer Pricing – The pricing of goods or services transferred between related enƟƟes 
in separate countries within the same mulƟnaƟonal group. 

4. Dumping- Selling a product in a foreign market at less than its fair value or below its 
cost of producƟon, or selling it at home for less than in the producing country. 

5. The promoƟonal mix-The blend of adverƟsing, sales promoƟon, and public relaƟons 
tools a company uses to reach consumers. 

6. E-commerce – the purchase and sale of goods and services over electronic systems, 
especially the internet. 

7. Cultural Awareness – AdapƟng markeƟng strategies to be sensiƟve and respecƞul of 
cultural difference. 

8. Value-Based Pricing – A pricing model which considers the value of a good or service 
to the customer such that price is determined primarily by what customers are willing 
to pay. 

 

3.7 DescripƟve QuesƟons 

1. Discuss, in relaƟon to internaƟonal markeƟng, the disƟncƟon between product 
standardisaƟon and product adaptaƟon. What are the pros and cons of each type? 

2. Explain some of the criƟcal consideraƟons that shape internaƟonal pricing strategies. 
How do firms price discriminate between countries? 

3. How does culture effects when designing campaign for internaƟonal market? Give 
examples. 

4. Discuss the effects of digital plaƞorms and e-commerce on internaƟonal adverƟsing and 
distribuƟon. 

5. How did Unilever balance the need for global consistency in the Dove Campaign for Real 
Beauty with the necessity to make some adaptaƟons in local markets? What made the 
campaign effecƟve? 

6. Discuss penetraƟon pricing and price skimming as methods for entering foreign markets. 
7. What are some common issues internaƟonal logisƟcs and supply chain managers face? 

How can companies address them? 
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Answers to Knowledge Check 

 

Answers for Knowledge check 1 :  

Q1 – B 

Q2 – C  

Q3 – C  

Q4 – C  

Q5 – B 

 

3.9 Case Study: 

“Unilever’s Dove Campaign for Real Beauty – Tailoring Messaging Across Markets” 

IntroducƟon 

Any way you slice it, the global beauty industry has been using reducƟve definiƟons of beauty 
for a long Ɵme now, oŌen conveyed on the backs or by the faces of polished professional 
models. This trend was challenged in 2004 when Unilever’s Dove brand emerged with the 
“Campaign for Real Beauty” to celebrate real women of all shapes, sizes and color. Unlike 
other iniƟaƟves, Dove challenged women and its well-being by igniƟng a global conversaƟon 
about beauty. 
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This caselet discusses how Dove, the global brand balanced its /global consistency in terms 
of brand message and yet adopted communicaƟon that was contextual in terms of local 
expectaƟons. The campaign reflects a delicate balance of standardizaƟon and adaptaƟon—a 
central theme in internaƟonal markeƟng. 

Background 

According to Dove research, 2% of women around the world describe themselves as 
beauƟful. The brand fought back with a campaign that would quesƟon what beauty is, 
featuring real, everyday women. But although the essence of what it took a stand for — self-
acceptance, confidence and empowerment — was universal, Unilever acknowledged that 
cultural interpretaƟons of beauty were not equally so. Therefore, the brand needed to adjust 
its communicaƟon techniques so as not to lose sight of its message, but it had to do this in a 
discreet manner for each culture. 

For instance: 

• In India, the campaign confronted colorism and promoted natural beauty over fairness. 

• In Japan, messaging was about “quiet inner strength and calm aestheƟcs.” 

• In Brazil, the campaign included a colorful, exciƟng mix of body-posiƟvity statements. 

The Dove approach is a great case in point of how global markeƟng campaigns can be 
emoƟonally impacƞul as well as culturally meaningful. 

Issue 1: Balancing Global Brand Consistency and Local Relevance. 

Dove faced a balancing act: how to maintain the core brand message whilst reflecƟng disƟnct 
cultural contexts and expectaƟons by including different images and language. Too much 
standardizaƟon risked alienaƟng local audiences while excessive localizaƟon could dilute the 
brand’s idenƟty. 

SoluƟon: 

Dove pursued a “glocal” strategy — global values with local execuƟon. They worked with local 
agencies, influencers and cultural consultants, to make sure the campaign visuals and 
messages resonated locally while remaining true to Dove’s global brand idenƟty. 

Problem 2: Wording That’s Not Quite Right Culturally 

Cultural tone-deafness or mis-reading could have hurt Dove’s standing in certain markets. For 
instance, thoughts and concerns about body image or modesty had to be brought up 
sensiƟvely in conservaƟve socieƟes. 

SoluƟon: 

Unilever conducted extensive market research before launching a campaign in each area. 
Dove also modified their campaign tone and visuals, including modest dress, regional 
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tesƟmonials, and the correct languages. In some markets, Dove simply stayed away from 
problemaƟc issues and instead went on shared values like self-esteem and empowerment. 

Problem 3 – Impact Measurement Across MulƟple Markets 

Another big hurdle was understanding the impact of campaign on regional markets that had 
differing KPIs, consumer behaviors and media consumpƟon. 

SoluƟon: 

Unilever measured the impact of the campaign using both quanƟtaƟve (sale upliŌ, media 
impressions) and qualitaƟve means (consumer focus groups, senƟment analysis on social 
media). Dove’s sales grew in numerous markets and the brand benefited from greater 
consumer loyalty and trust. 

MCQs 

Q1: What approach that Dove have taken to ensure brand consistency laced with local 
relevance? 

A) Disconnected, localised campaigns with no central message 

B) Complete standardizaƟon across all countries 

C) Global Values/Local Message="Glocal" When you're targeƟng all the world, you want to 
speak with common human values, but not too abstract or idealisƟc. 

D) Outsourcing campaigns to unrelated agencies 

Answer: C) A Glocal strategy - with global values and local messaging 

ExplanaƟon: Dove’s approach stayed true to its formaƟve brand message — but it tailored 
content to suit local cultural tastes. 

Q2: How was Dove successful in prevenƟng cultural piƞalls with its internaƟonal campaigns? 

A) By ignoring regional sensiƟviƟes 

B) By translaƟng exisƟng ads directly 

C) Making market research and move according to results. 

D) By enƟcing with sensiƟve issues 

Answer: C) By doing market research and adjusƟng as necessary 

ExplanaƟon: Dove customised every campaign to cultural differences in pracƟces, norms and 
values as found in local research. 

Q3: Which of these was a primary purpose of the Dove Campaign for Real Beauty? 

(Not on the list, but interesƟng) A) Drive luxury skincare sales with celebrity star power. 
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B) Change what we believe beauty to be and build confidence in women 

C) Niche only in high-end market segments 

D) Introduce aggressive discount-based markeƟng 

Answer: B) Changing beauty ideals to reduce the low self-esteem in young women 

ExplanaƟon: It was an aƩempt to broaden the definiƟon of beauty. 

Conclusion 

Unilever’s Dove Campaign for Real Beauty Anyone that quesƟons the ability of global brand 
campaigns to produce culturally sensiƟve and relevant work, think again! By sƟcking to its 
central values of body confidence and realness but tweaking messaging for each market, 
Dove created a powerful, feel-good global brand. The case supports development of cultural 
adaptaƟon, emoƟonal intelligence and strategic embeddedness in global markeƟng. 
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Unit 4: Sustainability, Ethics, and Emerging Trends 

 

Learning Outcomes 

1. Understand the role of ethical decision-making and corporate social responsibility 
(CSR) in shaping global markeƟng strategies. 

2. Analyze how companies implement sustainable and green markeƟng pracƟces to meet 
both environmental goals and consumer expectaƟons. 

3. Evaluate how emerging technologies like AI, personalizaƟon, and big data impact the 
ethical responsibiliƟes of global marketers. 

4. Examine real-world examples of how brands manage trade-offs between profitability, 
transparency, and sustainability in different markets. 

5. Apply ethical frameworks and sustainability models to assess a company’s global 
markeƟng campaigns and recommend improvements. 

 

 

Content 

4.0 Introductory Caselet 

4.1 Ethical Challenges and Corporate Social Responsibility (CSR) in Global MarkeƟng 

4.2 Sustainability and Green MarkeƟng PracƟces 

4.3 Future Trends: AI, PersonalizaƟon, and Big Data 

4.4 Summary 

4.5 Key Terms 

4.6 DescripƟve QuesƟons 

4.7 References 

4.8 Case Study 
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4.0 Introductory Caselet 

Background: 

Ananya Mehta has just been announced as the Global MarkeƟng Manager at NovaTexƟles, a 
European fashion brand that is popular for selling fashionable yet affordable clothes. In 
recent years, the brand has expanded into Southeast Asia and LaƟn America, with a focus on 
fast-growing middle-class consumers. Early sales are strong, but Ananya is at an ethical 
crossroads that has the potenƟal to tarnish the brand’s image in the long run. 

A respected journalist produces a report that uncovers how the local South East Asian 
supplier, one of NovaTexƟles’ suppliers has been using child labor due to unsafe working 
condiƟons. The supplier is not a wholly owned subsidiary of NovaTexƟles, but part of its 
supplier network around the world. AcƟvist organizaƟons start calling for boycoƩs, and the 
story gains tracƟon on social media. 

Some higher-ups dismiss Ananya’s concerns in a global strategy meeƟng, claiming that local 
labor pracƟces are not up for debate and are “culturally normal” and “cost-effecƟve.” They’d 
recommend saying nothing and just doing business as usual. Others want to sever Ɵes with 
the supplier and insƟtute a global ethical audit. 

Ananya is torn. As a marketer, she says trust and brand image are priceless. But as a manager, 
she must also balance financial impact, regional sensiƟviƟes and internal company poliƟcs. 
She remembers her MBA class on Corporate Social Responsibility (CSR) where she learned 
that CSR is not only about philanthropy — it’s also about integraƟng ethical values into 
strategy, parƟcularly in foreign markets with wildly differing laws and norms. 

AŌer deliberaƟng with other CSR consultants and local community leaders, Ananya draŌs a 
document which suggests that: 

•Use independent third-party auditors for all suppliers 

• Develop a code of conduct for public suppliers 

• Introduce a clear CSR campaign showcasing NovaTexƟles’ internaƟonal responsibiliƟes 

• Work with NGOs to help educaƟon in the affected areas. 

Now she’s got to persuade the leadership team that it’s not only the right thing but also a 
good business. 

CriƟcal Thinking QuesƟon: 

If you were Ananya, what would you do regarding the compeƟƟve aƫtudes to ethical 
standards around the world versus country specific business pracƟces? Must mulƟnaƟonal 
corporaƟons always apply their own ethical codes worldwide — even if it means disrupƟng 
alliances or profits? 
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4.1 Ethical Issues and CSR Developments in Global MarkeƟng 

As businesses go global, they are confronted with not only economic and legal intricacies but 
ethical and social responsibiliƟes too. What is an acceptable markeƟng behaviour in one 
country can be thought of as unethical in another. In global markeƟng, ethics and corporate 
social responsibility (CSR) are important for trust, good relaƟons with stakeholders protecƟng 
the brand image and long-term sustainability. 

This secƟon discusses the importance of ethical decision making and CSR in global markeƟng 
strategy. 

 

4.1.1 Significance of Ethics in InternaƟonal MarkeƟng 

MarkeƟng ethics is the use of ethical standards and moral values to markeƟng pracƟces and 
corporate behaviour – such as business to customer or business to business relaƟonships. 
Ethical concerns become more complicated in the context of global markeƟng, with 
differences among cultures, legal systems, economic levels and consumer needs and wants. 
For global businesses it is essenƟal to take such variaƟons into account and conƟnue to adhere 
to universally accepted ethical norms in order to gain trust, remain compliant with different 
naƟonal laws and regulaƟons, as well as ensure long-term success. 

DefiniƟons of Ethics 

The Oxford DicƟonary describes ethics as "moral principles that govern a person's behavior 
or the conducƟng of an acƟvity" 

According to the American MarkeƟng AssociaƟon (AMA) markeƟng ethics are "moral 
principles and values that guide the acƟons and decisions of an individual or group in the field 
of markeƟng." 

According to Philip Kotler, markeƟng ethics concerns "the moral standards by which markeƟng 
pracƟces are judged as within appropriate at the levels of decision making–situaƟonal and 
societal." 

These definiƟons stress the importance of being a responsible decision maker, since there are 
global ramificaƟons from acƟons that occur in one country. 

Protects Brand ReputaƟon 

Ethical internaƟonal markeƟng alone will protect and preserve the reputaƟon of a brand. 
Unethical behavior could be anything from untrue adverƟsing, environmental damage, the 
exploitaƟon of workers or offensive ethnocentrism. 

can lead to worldwide reacƟon, media aƩenƟon and sustained harm to the reputaƟon of a 
product. For example, Nestlé had come under sustained criƟcism for its promoƟon of infant 
formula in the developing world, where aggressive adverƟsing was said to have discouraged 
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mothers from breasƞeeding. This was not only a blow to the company’s image, but it sparked 
consumer boycoƩs and regulatory backlash. On the other hand, brands like Patagonia, which 
play up their responsible sourcing and environmental acƟvism, have built solid reputaƟons 
and devoted global followings. Today, with instant news of events available world-wide, 
companies that would cut ethical corners do so only at the peril of their standing in a global 
community. 

Builds Consumer Trust 

Meanwhile, ethical markeƟng is essenƟal to develop trust among the consumers parƟcularly 
in diversified internaƟonal markets where suspicion on foreign brands may be enhanced. If 
you treat the customer with honesty, transparency, and respect, they are more likely to buy 
and be loyal to your brand. Ben & Jerry’s speaks up on social jusƟce issues, sources are 
transparent and the company has been able to create a loyal customer base worldwide. 
Ethical branding, along with actual pracƟces, build a posiƟve emoƟonal bond with their 
audience. On the flip-side, decepƟve markeƟng ploys—exaggeraƟng product benefits or 
burying uglier terms—can break trust and result in customer churn. Trust, being something 
that is hard to build and take years to do it, longer aŌer an authenƟc relaƟonship has been 
broken. Ethical behaviour is a long term investment in customers relaƟonships. 

Promotes Fair CompeƟƟon 

MarkeƟng ethic prevents unfair compeƟƟon by discouraging deceiƞul pracƟces, price fixing 
and false informaƟon about compeƟtors. In global markets, with intense compeƟƟon and 
diverse regulaƟon, it is very easy for firms to take advantage of legal loopholes or behave in 
ways that might be the norm in one jurisdicƟon but legally wrong in another. It is seared into 
the memories of many people when some large mulƟnaƟonal pharmaceuƟcal companies' 
pricing or concealment of vital details about products in lesser developed states has too oŌen 
been suspect. This isn't just unfair for market compeƟƟon, but can be damaging to public 
health and consumer interests. Ethical businesses don't gut their compeƟƟon, and they 
support the local economy rather than sucking it dry. This aƩracts innovaƟon while making 
sure that compeƟƟon does not destroy consumers. 

Supports Sustainable Development 

PromoƟng the moral of markeƟng should be seen as part of the wider ethical agenda 
contribuƟng to sustainable development more generally and there needs to be a clear 
disƟncƟon in corporate understanding between what is good for shareholders in short term 
profit taking and society, environment and future generaƟons. Businesses using this approach 
include environmental and social issues in their markeƟng planning support UN sustainable 
development goals such as climate acƟon, gender equality, and responsible consumpƟon. For 
example, Unilever’s Sustainable Living Plan sets out to shrink the company’s environmental 
impact and increase health and well-being in the regions of the world where it does business. 
So do efforts to push things such as environmentally friendly merchandise or inclusive hiring, 
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showing how markeƟng can be a force for good. JusƟfied markeƟng offers sustainable 
business models by enabling businesses to make products that match what the consumers 
want, thus facilitaƟng their integraƟon into a global economy. 

Reduces Legal Risk 

By conducƟng business ethically in the internaƟonal markets, companies reduce exposure to 
legal infringements, fines liƟgaƟon and other compliance problems. Standards in such areas 
as adverƟsing, consumer rights, data protecƟon and labour law differ between countries. An 
organisaƟon that has a strict ethical code can help avoid accidental breaches of law or 
statutory obligaƟons. For instance, Volkswagen’s emissions scandal — in which soŌware was 
used to cheat on polluƟon tests — cost the carmaker billions of dollars in fines and dealt a 
heavy blow to its global reputaƟon. The scandal could have been averted with some ethical 
decision-making and more internal transparency. Those that establish their own codes of 
conduct and train employees in the pracƟces of doing business worldwide are much beƩer 
poised to move through murky legaliƟes as well as sidestep bad press. 

 

4.1.2 Some Ethical Issues in the Global Marketplace 

MarkeƟng around the world carries with it a plethora of ethical dilemmas. InternaƟonalist 
marketers face a variety of legal and cultural differences, economic dispariƟes, and business 
pracƟces, all the while striving to have balance ethical concerns. Even more, what is perfectly 
fine in one jurisdicƟon might be considered unethical-insensiƟve behaviour, or it could be 
interpreted as illegal in another. This complexity forces marketers to implement universal 
moral values (honesty, fairness, respect for human rights) but at the same Ɵme contend with 
local condiƟons. Here are some of the most common ethical issues in global markeƟng with 
real-world implicaƟons and consequences. 

ExploitaƟon of Labor 

One of the largest global supply chain ethical problems is labor exploitaƟon in developing 
countries, where labor laws are poorly enforced. It includes both underpayment of wages, 
hazardous working condiƟons, excessive hours of work and the employment of children. By 
way of example, Nike was slammed around the world in the 1990s when workers at its 
subcontracted factories across Southeast Asia were found to work under poor condiƟons and 
that even children worked there. The response resulted in protest, reputaƟonal damage to 
brand and required the company to take a good look at its supply chain. In the years since, 
Nike has taken strides to put into place labor standards and boost transparency, but the case 
remains a classic demonstraƟon of how unsavory labor pracƟces can damage global brands. 
Firms need to be certain that their partners and suppliers, also from abroad, follow ethical 
(23) labor pracƟces not only for compliance reasons but also for a good corporate image. 

DecepƟve AdverƟsing 
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Unfair adverƟsing includes providing false, overhyped or misleading informaƟon about a 
product in a manner that can deceive consumers. This is parƟcularly problemaƟc on 
internaƟonal markets where regulaƟon may differ or be inadequately enforced. One of the 
most high-profile examples is Volkswagen’s emissions scandal, in which the company 
marketed its diesel cars as “clean” and good for the environment but secretly installed 
soŌware to circumvent emissions tests. The scandal resulted in billions of fines, loss of the 
trust customers had placed in VW and damage to its brand over Ɵme. Likewise, a few 
internaƟonal food and drug companies have been criƟcised for making unproven health 
claims in more laxly regulated markets. These cases serve as a reminder of the need for 
honest, open and provable markeƟng regardless of how strictly or informally future markets 
may be regulated. 

Greenwashing 

Greenwashing is the process of decepƟvely promoƟng products or business pracƟce as 
environmentally friendly, when they are not: it is a sordid stain on the professional reputaƟon 
of those responsible. This style of markeƟng is decepƟve to consumers who are seeking out 
sustainable opƟons, and undermines actual environmental efforts. For instance, H&M has 
received negaƟve aƩenƟon for its “Conscious CollecƟon,” which adverƟses clothing as 
sustainable with liƩle evidence to support the claim and an opaque sourcing and 
manufacturing chain. Environmental groups and invesƟgaƟve journalists have pushed back 
on the veracity of such claims, saying that the presence of a fast-fashion brand with 
sustainability messaging doesn’t make much sense. lude_Ɵme Greenwashing not only can 
ruin a brand’s reputaƟon, but also risk regulatory scruƟny and consumer scruƟny. 

distrust. Marketers should avoid making green claims that are vague, and they should provide 
reliable substanƟaƟon for these kinds of claims. 

Cultural InsensiƟvity 

InsensiƟve adverƟsement can stretch to religion and culture UnintenƟonal ignorance in 
promoƟonal or public relaƟons programming is no safe road. This is a frequent problem for 
brands that copy-paste their global messaging without understanding local customs, beliefs 
or historical meaning. An oŌen-cited example features Dove’s 2017 ad that depicted a black 
woman taking off her shirt to reveal herself as a white woman, an image deemed by many as 
racist and culturally insensiƟve. The company said it was promoƟng diversity, but advert 
execuƟon was deemed culturally ignorance as it came under aƩack on social media 
plaƞorms. Another is Pepsi’s 2017 ad with Kendall Jenner, derided as trivializing the social 
jusƟce movements. These examples emphasize the importance of local market research, 
diverse representaƟon and unwavering cultural sensiƟvity in all forms of producing markeƟng 
content. 

Bribery and CorrupƟon 
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Bribery and corrupƟon are widespread in some foreign markets, where you may be required 
to pay bribes expose regulatory requirements or obtain permits. The pracƟce may be 
unethical and illegal though, especially under acts such as the US FCPA and UK Bribery 
Act.Ensure it’s a legiƟmate acƟvity. One celebrated case was Siemens, which had engaged in 
highly extensive bribery around the world —and this resulted in more than 

Fines and seƩlements: $1.6 billion. The scandal revealed a culture of malfeasance at the 
organizaƟon, and led to sweeping reforms in its compliance programs. With such legal and 
reputaƟonal risks in mind, mulƟnaƟonals need to insƟtute transparent anƟ- corrupƟon 
programmes and roll out ethics training across the world. 

Privacy and Data Misuse 

With the rise of the informaƟon-based approach in digital markeƟng, concerns of consumer 
privacy and data misuse are rising. Including in a discussion of collecƟng, storing or sharing 
personal data without clear consent — or using it in ways consumers didn’t agree to. An apt 
case in point is the Facebook-Cambridge AnalyƟca imbroglio, in which data of millions of 
users were tracked without lawful consent and sold for poliƟcal adverƟsing. The episode 
prompted internaƟonal outrage, inquiries by lawmakers and calls for stricter privacy laws 
such as the General Data ProtecƟon RegulaƟon in the European Union. In global markeƟng, 
especially through e-commerce and social media, brands need to handle data ethically by 
being upfront about what informaƟon is gathered and how it’s used, and also by giving users 
some control over their personal data. Families cannot afford not to comply considering the 
liability and loss of consumer confidence at risk. 

 

4.1.3 DefiniƟon and Meaning of Corporate Social Responsibility (CSR) 

GlossaryCompanies' social responsibilityA company’s sense of responsibility towards the 
community and environment (both ecological and social) in which it operates. Instead of only 
pursuing profits, CSR obliges companies to take into account the impact of their decisions on 
various stakeholders, such as employees, customers and communiƟes the environment or 
society in general. Today in this global compeƟƟve market scenario CSR is no more a 
philanthropic pracƟce or compliance requirements; instead, it’s a strategic business concept. 
And it does more than create trust in the brand — it also fuels innovaƟon, draws top talent 
and forges long-term relaƟonships with stakeholders. Brands today are so closely associated 
with CSR and it`s an essenƟal element in dictaƟng global percepƟon and loyalty amongst 
consumers. 

Key Components of CSR 

Environmental Responsibility means reducing a company’s impact on the environment by 
implemenƟng sustainable pracƟces. These range from reducing carbon emissions, to limiƟng 
the use of energy and water, minimizing waste, and using renewable or recyclable materials 
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for producƟon. One of those is IKEA, which hopes to be climate- posiƟve business by 2030. 
The company uses responsibly sourced wood, and invests in renewable energy throughout 
its stores, as well as provides customers with recycling services. IKEA’s focus on sustainability 
does not only benefit the planet, but also predisposes IKEA to fit into the demanding nature 
of eco-friendly customers worldwide. 

Social Responsibility concentrates on the welfare of persons inside the company and outside 
too. This involves acƟvely pursuing diversity, equity and inclusion in the workplace, taking care 
of its employees through fair employment policies and benefits, as well as contribuƟng to 
local communiƟes with educaƟon, healthcare and social programs. For instance, Salesforce is 
celebrated for its dedicaƟon to social impact via employee volunteer programs and its 1-1-1 
model, which donates 1% of equity and employee Ɵme as well as product to organizaƟons 
working on pressing global challenges. These efforts help 

develop stronger community connecƟons and posiƟve corporate culture, strengthening that 
brand posiƟoning as a socially responsible company. 

Economic Responsibility: Doing business fairly, openly and sustainably. This ranges from fair 
wages and non-exploitaƟve pricing, to invesƟng in the local economy and backing small 
businesses and ethical sourcing. A case in point: Unilever, which collaborates with thousands 
of smallholder farmers worldwide who supply ingredients for Unilever products. The 
company also offers training, fair remuneraƟon and long-term relaƟonships so that the rural 
economy can improve. Not only does this model guarantee a secure supply chain, but it also 
reinforces Unilever’s commitment to ethical economic pracƟces. 

Ethical Governance means having a strong set of values within the organisaƟon and 
mechanism to hold such value accountable. This includes the implementaƟon of anƟ-
corrupƟon measures, enhancing transparency, prevenƟng vicƟmisaƟon and introducing 
extensive ethical rules. Consider Johnson & Johnson, whose Ɵme-honored corporate credo 
ensures that the company makes business decisions based on ethics that put customers, 
employees and communiƟes ahead of profits. This moral compass has enabled the company 
to build trust, especially when facing crises and guiding its global business. 

Extent of CSR in InternaƟonal Trade MARKETING AND CSR. 

The effects of CSR in internaƟonal markeƟng are not limited solely to internal operaƟons but 
also contribute towards shaping the design, promoƟon and distribuƟon strategies of products 
and services offered within a variety of global marketplaces. # In today globalized economy 
where a company is dealing with mulƟple stakeholders and cultures, CSR plays a very 
important role in building up the brand posiƟoning and consumer relaƟonship. The respecƟve 
areas are key elements of CSR’s role in internaƟonal markeƟng: 

Sustainable Product and PromoƟonal Design: 
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Increasingly, companies are baking sustainability right into their product strategies from the 
get-go. That such products be more energy efficient, constructed of recycled or sustainable 
materials and made for longer life cycles. Case in point: Tesla, which markets electric vehicles 
not only as cars but also a Slackers need to learn markeƟng. 

accelerate the world’s move on adding more and more sustainable energy. Its markeƟng has 
always stressed eco-friendly benefits like zero emissions that appeal to green-minded 
consumers around the world. 

Choosing Ethical Supply Chains: 

InternaƟonal marketers need to have a supply chain that mirrors the company’s CSR stance, 
parƟcularly when using raw materials or labor in third world countries. These things include 
stopping the use of child labor, creaƟng fair wages, and reducing environmental impact as 
much as possible. The outdoor clothing company Patagonia does extensive audits and has full 
transparency in its supply chain, including posƟng the locaƟons of its factories online. The 
store wears this on its sleeve, and it does a lot to strengthen the impression of the brand as 
one with integrity and environmental/social sustainability. 

Ethical CommunicaƟon in AdverƟsing and PR: 

When it comes to markeƟng and CSR, it all hinges on the need for what you say publicly not 
to be out of step with your values. Companies that exaggerate or make false claims about 
their sustainability efforts risk accusaƟons of so-called greenwashing. In contrast, brands such 
as The Body Shop present a fair story telling for products in campaigns that actually offer 
good trade and animals friendly tesƟng. Brands can build trust by eschewing misinformaƟon 
and making an effort to be authenƟc. 

Responding to Stakeholder Concerns: 

To be modern and global, markeƟng must engage in two way dialogue with all stakeholders 
including customers, investors, regulators NGOSs and local communiƟes. That is by listening 
to the complaints and criƟcisms, responding to them, and changing tacƟcs as necessary. In 
India, Coca-Cola was rebuked for depleƟng too much groundwater. In conjuncƟon, the 
company introduced water restoraƟon and conservaƟon iniƟaƟves, incorporaƟng these 
efforts in CSR communicaƟons. This Ɵmely response allows businesses to safeguard their 
social license to operate (and) demonstrates public accountability. 

Aligning CSR with Brand IdenƟty: 

In order to CSR work effecƟvely in global markeƟng and build your brand equity, it should be 
an organic part of the storytelling. Brand Building: Companies that can embed their ethical 
beliefs into all touchpoints – product and packaging, ads messages (and messengers), aŌer-
sale treatment – are beƩer posiƟoned to build a relaƟonship with value-driven consumers. 
TOMS Shoes, for example, based its enƟre brand on the promise to give back through its “One 
for One” model. This clear fusion of brand communicaƟon and social mission has enabled 
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TOMS to establish itself as a household name internaƟonally, keeping consumers coming 
back Ɵme and again. 

 

4.1.4 CSR as a Strategic Instrument for Global Brands 

Corporate Social Responsibility (CSR) has shiŌed in the last decade from being a funcƟon 
about compliance to one associated with strategically value.”ờ CSCweisfinal_ ConducƟng 
Business About The Moscow School of Management – SKOLKOVO: Over the three years since 
our establishment, we are rapidly gaining recogniƟon as an insƟtute of disƟncƟve managerial 
educaƟon and research. These days, CSR is no longer just about giving to charity or compliance 
with regulaƟons; it’s now part of the way in which companies see themselves, interact with 
others and posiƟon themselves against compeƟtors. For mulƟnaƟonal corporaƟons, 
integraƟng CSR in acƟviƟes around the world builds reputaƟon, consumer brand loyalty; 
improves risk management and bolsters long term capacity to weather challenges. Here are 
main ways by which CSR helps in delivering global brand strategy, and the cases of some real 
companies have also supported them. 

 

 

 

Figure 4.1 
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Brand DifferenƟaƟon 

CSR have provided an opportunity to global brands to differenƟate themselves from their 
compeƟtors through manifesƟng strong commitment of their businesses towards ethical 
values and the goodness of society. Considering the fact that in some industries, products 
might be indisƟnguishable from compeƟƟve ones, CSR is a very important differenƟator of 
conscious consumers. For example, The Body Shop has leveraged the role of ethical beauty 
pioneer – thanks to its dedicaƟon to cruelty-free tesƟng, fair trade sourcing and sustainable 
packaging. These pracƟces are 

much adverƟsed in markeƟng and at point of sale. Therefore, the brand has culƟvated an 
idenƟty which sets it apart from tradiƟonal cosmeƟcs companies in that CSR has become a 
very important part of its compeƟƟve posiƟoning. 

Customer Loyalty 

When brands share and support human values while demonstraƟng an aversion to selling, 
they will benefit from having a more loyal following and become more intenƟonally 
recommended as well—especially when markeƟng to younger audiences like millennials or 
gen z consumers who prioriƟze things like environmentally friendly pracƟces, inclusiveness, 
and companies who operate with transparency. A case in point is Patagonia, a company that 
loudly espouses environmental protecƟon and gives back part of its revenue to the 
environment. Its “Don’t Buy This Jacket’’ slogan promoted conscious purchasing in a counter-
consumerist stance that struck a chord, parƟcularly with the people it was selling to. Far from 
denƟng sales, this unashamedly CSR-focussed message actually enhanced customer loyalƟes 
– a lesson in how value-driven markeƟng can create enduring emoƟonal bonds with 
customers. 

AƩracƟng Investors 

CSR is proving to be an aspect increasingly able to aƩract social responsible investment since 
more and more investors are taking ESG factors (Environmental, Social and Governance 
issues) into account in their investment decisions. It tends to see more stability as well as a 
future-oriented nature, and is believed trustworthy with less risk of regulaƟon or reputaƟon 
issues. For instance, Tesla has been the recipient of a significant investment interest not only 
because of its creaƟvity but also because it wants to advance within the world at large. Strong 
ESG performance at Tesla has led it to be included in various ESG-focused funds and appealed 
to retail investors who focus on this, further cemenƟng the combinaƟon of sustainability and 
financial aƩracƟveness throughout the global market. 

Risk Management 

CSR is a sort of reputaƟon and risk management. It permits brands to avoid scandals, 
consumer boycoƩs or regulaƟon acƟon by foreseeing and avoiding the mistakes. In Ɵmes of 
crisis, companies that already tend to environmental, labor and social risks are beƩer-
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prepared to steer through them. Unilever, for instance was criƟcized about environmental and 
labor issues in its supply chain, it then commiƩed to the Sustainable Living Plan that aims to 
minimize its environmental cal impact, and improve working condiƟons at every level of its 
business operaƟons. Having invested into CSR early and conƟnually, Unilever has offset 

reputaƟonal risk, and converted its commitment into a brand strength, enabling others to see 
that CSR is not merely talking points and press releases but also farsighted strategy.” 

Employee Engagement 

Companies that operate with ethical accountability are more likely to draw in, engage, and 
retain a workforce of top talent - even more so in the world’s rising global war for talent as 
employees have conƟnued to prioriƟse purpose and values alignment. CSR fosters good work 
environment and boosts morale resulƟng in beƩer employer brand. For instance, Google is 
regularly listed among the top workplace choices despite conƟnued criƟcism of its power in 
the market - this on account of CSR drives such as residenƟal solar and work place diversity 
and educaƟon programs in developing naƟons. When your employees feel that their 
company plays an acƟve role in the social good, they are generally more moƟvated and 
empowered which oŌen translates to increased producƟvity and diminished turnover. 

License to Operate 

At the global level, CSR is a mechanism for companies to secure and retain their “social license 
to operate” by gaining the trust and legiƟmaƟon of local communiƟes, authoriƟes and other 
affected actors. This is especially so where businesses are having a meaningful environmental 
or social effect. A good example is Coca-Cola, which incurred a heavy toll in India over its 
extracƟon of groundwater. In reacƟon, the company began both to replace water and to 
interact with nearby communiƟes about environmental grievances. The CSR programs 
redeemed the public popularity and made it sure that the operaƟons were not being 
disrupted. By involving stakeholders in CSR, market entry and sustainability on internaƟonal 
markets would be easier. 

 

Did You Know? 

Did you know that companies with strong CSR programs have a 40–60% lower risk of 
experiencing reputaƟon-damaging events, such as boycoƩs or negaƟve media coverage? 

CSR is not just about image—it acts as a reputaƟon shield, helping brands recover faster from 
crises and build long-term resilience in the global marketplace. 

 

4.2 Sustainability and Green MarkeƟng PracƟces 
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With increasing global environmental issues companies’ operaƟons have been scruƟnized, 
puƫng pressure on firms to adopt sustainable working pracƟces. Sustainability is more than 
just selling ecofriendly products — it includes how those products are designed and made, as 
well as how they’re brought to market, promoted and disposed of. 

Green markeƟng is concerned with the market prospects of environmentally sound products 
and pracƟces. But sustainable markeƟng needs to be real, open and part of the company’s 
broader strategy to have an authenƟc impact. 

 

4.2.1 Concept of Sustainability in MarkeƟng 

In markeƟng, sustainability is a new concept known as an approach to promote goods and 
services in a way that humans & eco-systems can co-exist harmoniously by fulfilling the needs 
of humans but not destroying them or their environment. 

In markeƟng, sustainability involves: 

• The generaƟon of long-term value for clients, the market, for society, and benefits to 
mankind. 

• Minimizing the adverse environmental effects of markeƟng operaƟons. 

• EducaƟng consumers on responsible consumpƟon. 

Key principles of sustainable markeƟng: 

Eco-efficiency: Doing more with less when producing and distribuƟng goods. 

Empowerment of Consumers : PromoƟng ethical pracƟces and knowledge of the consumers. 

HolisƟc value creaƟon: Joint driving of economy and society. 

Sustainable markeƟng is not a single one-Ɵme campaign; instead, it is an approach to 
responsibly doing business that cuts across product development, pricing, promoƟon and 
packaging. 

 

4.2.2 Green MarkeƟng – DefiniƟon and Aims 

Green markeƟng is the markeƟng of products or services that are entrenched in an ecological 
raƟonale; although it can certainly apply to any product or service being sold, its usage simply 
implies a relaƟvely posiƟve eco-friendly process. 

environmentally friendly. approaches to communicaƟng environmental performance, such as 
emphasizing the healthfulness or other ecological aƩributes of products, and promoƟng 
acƟons to promote a healthy and sustainable environment. 
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consumpƟon and incorporaƟng environmental responsibility into a firm’s core brand strategy. 
Green markeƟng is not just about the product packaging or materials, but also involves 
energy-saving producƟon procedures, less and beƩer waste products from factories, where 
material is sourced ethically and sustainable messages that corporaƟons spread. In today’s 
environmentally friendly commercial realms, the public is starƟng to demand that brands 
stand for something more than just an exchange of money making green markeƟng good 
business. 

Companies that uƟlize green markeƟng typically use highly recyclable, biodegradable, and/or 
sustainably produced materials in their producƟon processes and the resulƟng products can 
usually be recycled themselves. For example, a global outdoor apparel company called 
Patagonia features its use of recycled fabrics and fair trade- cerƟfied manufacturing, as well 
as environmental acƟvism, to further solidify its leadership in ethical business. 

Promote Environmental Awareness 

EducaƟng consumers on the environmental effects of their purchasing decisions is one of the 
key aims of green markeƟng. With product packaging, adverƟsing campaigns and content 
markeƟng companies educate customers on concerns related to sustainability, as well as how 
their brand is environmentally friendly. For instance, Seventh GeneraƟon, a company that 
makes all-natural household goods, lets its soaps and sprays do the talking by way of 
packaging and branding touƟng the virtues of plant-derived ingredients, biodegradabe 
formulas and no animal tesƟng. Their iniƟaƟves are oŌen supplemented by educaƟonal 
content about climate change, plasƟc waste, clean water and more which empowers 
customers to make greener decisions and increases their overall awareness. 

DifferenƟate the Brand 

Green markeƟng also allows firms to stand out in crowded markets and compeƟƟon by 
demonstraƟng their dedicaƟon to sustainability. For companies who can posiƟon themselves 
as environmentally responsible, it becomes easy to differenƟate oneself from compeƟng 
brands and the increasing audience of eco-minded consumers. IKEA is a glowing example, 
having been working conƟnuously over the years establishing its credenƟals as an advocate 
of sustainable living by pushing energy-efficient home soluƟons and selling solar panels, in 
addiƟon to the fact that many of its products are made from renewable and recycled 
materials. IKEA makes a point of promoƟng their “People & Planet PosiƟve” strategy in 
markeƟng materials, aƩracƟng those consumers who are especially concerned with “ethical 
trade” and well as Sustainable Living. 

Encourage Sustainable Buying Behavior 

Another goal of green markeƟng is to encourage consumers to adopt eco-friendly products 
and a sustainable lifestyle. This doesn't involve just pushing greener opƟons, but to encourage 
consumers to adopt new behaviours such as reducing plasƟc usage, lowering waste or 
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deeming slow fashion. For example, Lush CosmeƟcs aims to inspire shoppers to swap a 
shampoo boƩle for solid block ‘shampoo bars’ instead and each one saves 2-3 plasƟc boƩles.’ 
Their "naked" (i.e., packaging-free) product line, combined with powerful messaging about 
waste reducƟon, helps to normalize sustainable consumpƟon behaviours. Brands can 
encourage such green behaviors by providing aƩracƟve alternaƟves to tradiƟonal products 
and informing consumers of the environmental benefits these can bring. 

Comply with RegulaƟons 

As the range of environmental laws around the world conƟnues to increase, green markeƟng 
will help ensure that companies are keeping up with these laws and their compeƟtors in the 
industry. Governments and internaƟonal agencies increasingly require businesses to meet 
environmental standards for their packaging, emissions and the ingredients in products. 
Brands who partake in making "green" claims frequently seek out cerƟficaƟon for their 
company or a green seal of approval, such as Energy Star, Rainforest Alliance, Fair Trade and 
LEED for buildings! Unilever, for example, adheres according to internaƟonal standards of 
sustainability by using sustainably harvested palm oil and consistently aligning with RSPO 
(Roundtable on Sustainable Palm Oil) cerƟficaƟon. These acƟons not only meet a legal 
requirement but also generate consumer confidence, parƟcularly when product claims are 
well communicated with markeƟng vehicles. 

Support Corporate Responsibility Goals 

It also further supports a company’s broader Corporate Social Responsibility (CSR) ambiƟons 
promoƟng environmental responsibiliƟes that are fiƫng in line with brand purpose and 
stakeholder expectaƟons. It makes sure sustainability inform all parts of business, from 
product development and supply chains to markeƟng and customer relaƟons. For instance, 
Tesla’s green branding fits perfectly with the CSR goal of global reducƟon in the use of fossil 
fuels. In its electric cars, solar panels or baƩery technology, Tesla’s enƟre brand strategy 
centres on fixing climate problems. Its markeƟng isn’t just selling products; it’s markeƟng a 
lifestyle, and a vision, that is consistent with long-term environmental stewardship. 
Achievement of CSR objecƟves in the commercial context. 

 

“AcƟvity 1: :Green Audit of MarkeƟng Materials” 

 

InstrucƟon to the Student: 

Choose one company’s product markeƟng campaign (TV ad, YouTube ad, social media, 
packaging, or website claim) that emphasizes sustainability or eco-friendliness. 

Steps: 
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1. IdenƟfy the green markeƟng claims being made (e.g., recyclable packaging, carbon-
neutral, plant- based ingredients). 

2. Research whether these claims are cerƟfied, backed by data, or potenƟally 
greenwashing. 

3. Compare the ad content with any available third-party cerƟficaƟons or consumer 
reviews. Deliverable: Prepare a short criƟque report (300–400 words) Ɵtled “Green or 
Greenwashed?” with: 

• A screenshot or descripƟon of the ad 

• The green claims made 

• Your evaluaƟon of their credibility 

• SuggesƟons for clearer or more ethical communicaƟon 

 

4.2.3 Sustainable Supply Chains and Packaging 

A genuinely sustainable brand posiƟoning strategy in global markeƟng needs to do more than 
just paint eco-friendly plaƟtudes on the side of every product it makes…. It must address 
sustainability across the enƟre lifecycle of a product—from raw materials, producƟon and 
packaging through transportaƟon, use and discard. “We take a holisƟc view to embed 
sustainability across the whole value chain right from sourcing to final processing rather than 
looking at sustainability as a project. Two of the pivotal components to achieving this are 
sustainable supply chains and environmentally conscious packaging;standards which 
contribute to lessening environmental impact, building reputaƟonal value around good brand 
image as well as saƟsfying consumer demands for ethical and responsible choices. 

Sustainable Supply Chains 

An sustainable combined business model of supply chain management is about the system 
use to deliver goods and services in a way that minimizes impact to the environment, 
conƟnues ethical treatment of workers as well as sensiƟve social responsibility. This includes 
the ethical sourcing of raw 

materials to guarantee they’re not sourced in a way that harms an ecosystem or takes 
advantage of workers. For example, businesses that use organic coƩon or FSC-cerƟfied wood 
show concern for preserving biodiversity and forests. In addiƟon to raw materials, 
sustainability can involve minimizing energy use, carbon output and polluƟon from producƟon 
processes – whether that means using a higher proporƟon of renewable resources or 
embracing greener manufacturing. 

Lean logisƟcs pracƟces are also followed by companies to minimize waste in transportaƟon 
and storage, for instance; local sourcing to reduce supply chain lengths so as to reduce 
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emissions produced and sustain regional economies. Fair labour pracƟces throughout the 
supply networks are also important for social sustainability. This includes not using child labor, 
ensuring safe condiƟons and fair pay. Unilever, for instance, has placed significant emphasis 
on sustainable sourcing through its engagement with smallholder farms to encourage ethical 
agricultural pracƟces and the implementaƟon of regular sustainability audits and 
cerƟficaƟons including Fair Trade and Rainforest Alliance. EffecƟve steps like these not only 
bring credibility to a companys’ claims but also give confidence to the consumers and 
regulators of applicaƟon to use and high ethical standards on an internaƟonal scale. 

Eco-friendly Packaging 

The packaging of a product is an important factor in both consumer percepƟon and carbon 
footprint. ConvenƟonal packaging, which is composed largely of plasƟcs and non-
biodegradable materials, is a huge source of polluƟon and landfill. Eco packaging aims to 
counteract some of these issues by being produced using recyclable, biodegradable or 
compostable materials. Brands also are embracing minimalist designs that eliminate 
unnecessary layers of packaging to save on producƟon costs and waste. 

A third major trend is the move to refillable and reusable packaging, where consumers return 
containers to a store or refill them instead of throwing them away. This system also cuts down 
on single-use waste, while driving long-term consumer loyalty. The reinvigorated in-store 
refill staƟon is an example; it has been resurrected by The Body Shop with plans of consumers 
bringing back their used containers and refilling them with shampoo, loƟon or other products 
to cut down on plasƟc waste. AddiƟonally, brands are shiŌing to non-toxic, plant-based inks 
and dyes for packaging designs so recycling is cleaner and safer. 

An example of a brand that’s become known for its creaƟve packaging is Lush CosmeƟcs, 
which offers many of its items “naked,” or without any form of packaging. For items that do 
need packaging, Lush uses recycled and recyclable materials and offers a discount if a 
customer returns an empty container. Not only does this approach help to cut down 
environmental waste, but it also demonstrates the brand’s ethos as a proacƟve sustainability 
company and increases loyalty amongst eco-conscious consumers. 

 

Did You Know? 

 

Did you know that more than 50% of global carbon emissions are linked to supply chains—
not just manufacturing, but logisƟcs, packaging, and end-of-life disposal? 

That’s why brands like IKEA and Unilever now use carbon labeling on their products and invest 
in low- carbon shipping to meet their sustainability goals. MarkeƟng sustainability includes 
managing everything “from source to shelf.” 
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4.2.4 CriƟques and Challenges of Green MarkeƟng 

However, despite all its advantages green markeƟng encounters some challenges and 
criƟcisms, from consumers and researchers. 

Greenwashing 

• Greenwashing is the pracƟce of making misleading markeƟng claims about the 
environmentally friendly nature of a product or company. 

• This hurts public trust and can lead to liƟgaƟon or backlash. 

Higher Costs 

• CreaƟon of sustainable product or packaging can be expensive to R&D and cerƟfy, as well as 
in terms of raw materials. 

• These prices could be passed on to customers, with goods becoming less compeƟƟve in 
price-sensiƟve markets. 

Consumer SkepƟcism 

• Some consumers are scepƟcal of green claims and want transparency and evidence (e.g., 
eco-labels, impact reports). 

• The message may go unheard if companies can’t convey their sustainability efforts clearly. 

Regulatory Complexity 

• Standards governing markeƟng and labeling vary widely between countries, complicaƟng 
efforts to make them uniform globally. 

Limited Market Demand 

• In certain areas — parƟcularly in the developing world — price and usability are sƟll more 
important than environmental consideraƟons to many consumers. 

To avoid these shortcomings, green markeƟng needs to be: 

• AuthenƟc: Actual, not just spoken.tolist 

• Transparent: We are fact and data driven, transparent with our cerƟficaƟons and honest in 
our communicaƟons 

• Strategic: Part of the brand’s DNA and operaƟonal framework 

 

4.3 Future Trends AI, PersonalizaƟon, and Big Data 
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The future of world adverƟsing is largely dominated by game-changing technologies 
parƟcularly AI, personalized markeƟng as well as big data analyƟcs. These soluƟons help 
marketers to beƩer understand customer behavior on a 1-to-1 basis, said Yates, as well as 
make campaigns more effecƟve and improve decision-making. 

Yet despite their tremendous promise, these technologies introduce ethical and privacy 
concerns which marketers need to consider with care. This secƟon discusses the impact of 
these developments on internaƟonal markeƟng strategy. 

 

4.3.1  AI in MarkeƟng 

AI is the science and engineering of making machines or soŌware that imitate intelligent 
processes humans use to solve problems by learning, in a way that appears natural for 
humans. Unlike convenƟonal soŌware that adheres to a fixed set of rules, AI systems rely on 
machine learning and natural language processing (NLP) capabiliƟes that allow them to evolve 
and make predicƟons based on data. In markeƟng, AI is transforming how businesses view 
customers, plan strategies and launch campaigns. Through the capacity to handle large and 
difficult datasets, AI allows business automaƟon of repeƟƟve tasks as well as trend 
predicƟon—delivers personalizaƟon and increases engagement in real-Ɵme for customers. 

Brands the world over are pouring money into AI markeƟng tools to improve efficiency, 
accuracy and a beƩer experience for their customers. Be it mulƟlingual chat support bots, 
personalized recommendaƟon engines for products, AI has now become a strategic 
imperaƟve in the cut-throat global environment. But it also necessitates good data, 
transparency and ethical protecƟons to guarantee responsible use. 

Chatbots and Virtual Assistants 

Perhaps the most widely adopted applicaƟon of AI in markeƟng is that of chatbots and virtual 
assistants, which are available round-the-clock to offer customer support throughout various 
geographies and languages. Using NLP, these tools are not only able to understand customer 
quesƟons and answer immediately they can also oŌen address more complex requests such 
as order tracking, appointment booking or complaint resoluƟon. 

Sephora’s virtual assistant available on Facebook Messenger is capable of giving beauty Ɵps, 
suggesƟng products and even booking appointments for in-store services to make the 
shopping experience interacƟve. It’s no different for AirAsia either: the airline’s chatbot AVA 
can understand five languages and helps people around the world with reservaƟons, 
customer service, etc. It also enables organizaƟons to keep down customer service costs by 
maintaining a standard and real-Ɵme customer experience across all global operaƟons. 

RecommendaƟon Engines 
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RecommendaƟon engines, driven by AI, personalize shopping and entertainment experiences 
based on user data including browsing behavior, purchase history, raƟngs, and demography. 
These systems are built to recommend products or services that most closely match an 
individual’s preferences, in turn, driving engagement and sales. 

An archetypal exemplificaƟon is online store Amazon, that acquires significant revenue from 
personalized product recommendaƟons on its Webpage and in emails. Neƞlix does the same 
by employing arƟficial intelligence algorithms to parse viewing history and recommend 
television shows or movies that may appeal to a parƟcular user. In internaƟonal markets, 
these engines also adapt recommendaƟons based on local taste — promoƟng Bollywood 
movies for Indian users and anime content for Japanese audiences, for example. This kind of 
local personalizaƟon allows companies to reach all kinds of customer segments around the 
world.\" 

ProgrammaƟc AdverƟsing 

#ProgrammaƟc adverƟsing is powered by AI to automate the purchase, placement and 
opƟmizaƟon of ad sending on digital plaƞorm in real Ɵme. AI uses audience data to 
determine when is the right plaƞorm and Ɵme to reach out, by combing through massive 
volumes of audience behavior history data instead of older-style manual deal negoƟaƟon for 
ad space. It makes the process more efficient, less costly and allows for beƩer targeƟng. 

For instance, Coca-Cola has employed programmaƟc adverƟsing to deploy personalized ads 
for various markets, adjusƟng messages based on cultural and regional differences. Such is 
the same strategy used by plaƞorms like Google Ads and Meta Ads to look for highly targeted 
audiences via interests, behaviors, search history using smart bidding systems. ProgrammaƟc 
adverƟsing allows global brands to efficiently scale campaigns across territories without 
defaulƟng on wastage-driving unrelated impressions. 

Market ForecasƟng 

AI is also great for predicƟve analyƟcs, and market predicƟon to help business anƟcipate 
customer demand, season trends, and need on inventory. AI algorithms are able to analyze 
giant data sets – from sales history and economic indicators, to social media senƟment and 
weather forecasts – and produce accurate predicƟons. 

Unilever, for example, is using AI to predict demand of its many product lines in various 
countries, in turn helping to opƟmize producƟon and prevent both shortages and excess stock. 
Walmart also leverages demand forecasƟng that our AI generates for inventory and to 
opƟmize supply chain planning for peak events (e.g. holidays, Black Friday). On a global scale, 
this enables companies to more rapidly adjust to evolving consumer behaviors in different 
geographies, increasing operaƟonal efficiency and flexibility. 

Content GeneraƟon 
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AI is already being used to create markeƟng content like product descripƟons, tailored email 
messages, ad copy and social media posts, for example. These tools can generate natural 
language text that is contextual, localized and perƟnent to a specific audience by applying 
NLP. 

Ebay, for instance, has already employed AI to automaƟcally generate product descripƟons 
on millions of lisƟngs, saving Ɵme for sellers and enhancing consistency. Similarly, AI-powered 
tools like Jasper. ai or ChatGPT can draŌ promoƟonal emails and social media updates in 
other languages, so brands can easily tweak their messaging to appeal to internaƟonal 
markets. Another is SpoƟfy, which applies AI not only for recommendaƟons but also for 
personal targeƟng campaigns like “SpoƟfy Wrapped,” where it generates a personalized 
playlist and report shared widely by users on social media. The way in which arƟficial 
intelligence can make markeƟng content scalable and personal is evident. 

 

Figure 4.2 

 

4.3.2 Data-Driven PersonalizaƟon of Consumer Experience 

MarkeƟng personalizaƟon is the pracƟce of customizing products, services, content and 
messages whilst taking into account a consumer's individual preferences, behavior across 
channels and demographics. In the field of global markeƟng, personalizaƟon is an effecƟve 
strategic pracƟce for companies to manage a wide array of differences in culture and market 
implementaƟon and to maintain close relaƟonships with customers. Leveraging big data, 
arƟficial intelligence and analyƟcs, personalizaƟon increases engagement, elevates customer 
saƟsfacƟon and creates lifelong loyalty. Today’s consumer, parƟcularly Millennials and Gen Z, 
not only desire but have come to expect personalized relaƟonship with brands. Businesses 
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must strike a balance between personalizaƟon and privacy and also permission from 
consumers to avoid being invasive. 

Content AdaptaƟon According to Language, Culture and Interests 

PersonalizaƟon in global markeƟng: One of the most criƟcal funcƟons of personalizaƟon in 
global markeƟng is customizing content to local languages, cultural sensibiliƟes and consumer 
preferences. That way, markeƟng campaigns can be context-aware and sensiƟve to regional 
differences. For example, McDonald’s changes its menus and promoƟons by country; it has 
served products such as McAloo Tikki in India or Teriyaki Burgers in Japan. Its digital markeƟng 
is also in tune with local customs and fesƟviƟes, like Lunar New Year campaigns in East Asia. 
Through locally relevant content and product offerings, McDonald’s creates a sense of 
familiarity and cultural relevance to give people the feeling that you know them and 
understand their cultural context. 

Increasing Engagement and Conversion Rates 

User behavior and preference-based personalizaƟon serves to directly improve end-user 
engagement levels and conversions by presenƟng content and recommendaƟons that match 
the specifics of an individual’s browsing history. Besides, shoppers would rather react to 
something personal than a generic message. For instance, Neƞlix relies on a recommendaƟon 
algorithm that looks at users’ viewing habits, raƟngs as well as the duraƟon of Ɵme spent 
watching certain shows to recommend new content. Over 80% of the plaƞorm’s viewing 
acƟvity is driven by the AI-powered recommendaƟons underscores that personalizaƟon can 
lead to greater engagement and beƩer retenƟon everywhere. With this aƫtude customers 
stay engaged and the churn is reduced, leading to increased long-term revenue. 

CreaƟng Loyalty with Relevancy for the 21st Century. 

PersonalizaƟon enables brands to create long-term brand loyalty and emoƟonal affinity by 
providing rich, meaningful experiences. Consumers are more likely to come back and 
recommend a brand when they know it “gets” them, such as their wants and needs. Starbucks, 
for instance, leverages its mobile app and rewards club to monitor purchase history and offer 
personalized deals like recommending the customer's usual drink on a rainy morning or 
promoƟng seasonal items in accordance with what’s been previously purchased. These 
personalized conversaƟons not only drive sales but also promote customer retenƟon since 
consumers feel important and acknowledged on a personal level. 

Leveraging Purchase History, Search Behavior, LocaƟon and Demographics Data from Amazon 

PersonalizaƟon derived from data Data-driven personalizaƟon uses informaƟon on purchase 
history, browsing behaviour, locaƟon and demographics to shape markeƟng campaigns. For 
example, Amazon have a state-of-the art recommender system [1]. 

The system works by examining a customer’s shopping cart, previous purchases and searches 
to recommend other products. The company also personalizes its promoƟons during events, 
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such as Black Friday or local shopping fesƟvals (e.g., Singles’ Day in China), in order to match 
the regional shopping behaviors. This gives Amazon the ability to opƟmize relevance for 
global markets by delivering recommendaƟons and offers that are perƟnent to customers 
based on geography, and context. 

UƟlize Social Media Engagement to Tailored Messaging 

PersonalizaƟon Social media has played catalyƟc in the rise of personalizaƟon as engines 
gather informaƟon about what users want, like and how they are driven to click and engage. 
Brands employ those data to target tailored ads, campaigns and recommendaƟons that mirror 
consumer behavior in real Ɵme. For instance, SpoƟfy processes user listening history to 
develop customized playlists (youtube) like “Discover Weekly” or “Your Daily Mix.” These 
playlists are algorithmically driven by your personal tastes, listening habits and even the 
world at large. SpoƟfy also stages its own annual campaign, called “Wrapped,” which gives 
users a personalized recap of what they listened to that year. This increases engagement and 
prompts users to post their answers on social media plaƞorms, transforming personalizaƟon 
into contagious global markeƟng. 

 

“AcƟvity 2: PersonalizaƟon Audit: How Brands Tailor Your 

 

InstrucƟon to the Student: 

Choose any global e-commerce plaƞorm or brand that you frequently use (e.g., Amazon, 
Neƞlix, SpoƟfy, or Nike). 

Then: 

1. Log in and document personalized elements—recommendaƟons, locaƟon-based 
pricing, language, or content. 

2. Analyze the data inputs the brand might be using to deliver these personalized results 
(e.g., your browsing history, locaƟon, Ɵme of visit). 

3. Reflect on how this personalizaƟon: 

o Enhances or interferes with your experience 

o Raises any concerns about data usage or privacy 

Deliverable: Submit a 1-page observaƟon report Ɵtled “PersonalizaƟon in AcƟon: [Brand 
Name]” that outlines: 

  

• PersonalizaƟon techniques used 
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• Data likely collected 

• Ethical concerns or appreciaƟon 

• SuggesƟons for improvement 

 

4.3.3 Global MarkeƟng and Big Data AnalyƟcs 

Big Data Big Data is a term that describes data sets so large and complex they would be difficult 
to process and manage with tradiƟonal soŌware tools, In general, they have the potenƟal for 
extracƟon of informaƟon (paƩerns, trends etc.) from these collecƟons for beƩer decision 
making parƟcularly human behavior and interacƟons. In the market of products and services 
worldwide, big data has given companies a potent weapon to transcend aestheƟcs and 
sorcery when making decisions. Marketers can use advanced analyƟcs to understand 
consumer behavior more deeply, personalize content and refine strategies across mulƟple 
markets around the world. 

Big data markeƟng sources include website analyƟcs (e.g., Google AnalyƟcs), social media 
footprint (likes, comments on Facebook and shares), mobile apps and locaƟon based services, 
CRM system through which the customer contacts are managed, loyalty programs that are 
used by retailers in the form of rewards, online transacƟons and clickstreams. When 
processed effecƟvely, this data arms marketers with the insights needed to segment 
audiences, measure performance, predict trends and build a relaƟonship with customers 
around the world. Yet big data presents challenges as well, because companies must be 
mindful concerning accuracy and interpretability — and ethical use, parƟcularly with respect 
to consumer privacy. 

SegmentaƟon 

Big data enables marketers to pinpoint certain groups of customers much more accurately 
than has ever been possible with tradiƟonal approaches. Because of examining the extensive 
data on its behavior, marketers can segment consumers into meaningful segments by such 
criteria as demographics, psychographics, preference and purchasing paƩerns. For instance, 
Coca-Cola leverages big data analyƟcs to divide its consumer base based on lifestyle and 
locaƟon to customize adverƟsing campaigns like personalized boƩles with names or local 
phrases (“Share a Coke”) across various countries. This focus on segmentaƟon is what allowed 
Coca-Cola to increase engagement and drive sales by reaching consumers in a personal, 
cultural way. By focusing their targeƟng, brands are able to create beƩer designed markeƟng 
messages that will appeal to different global people’s message preferences. 

Real-Ɵme Decision Making 

Big data allows Marketers to dynamically vary Pricing, PromoƟon and Content Delivery. This 
reacƟve-decision-making approach is well-suited to global e-commerce and digital 
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adverƟsing, where consumer behavior changes at a rapid pace. As an example, big data 
enables Uber to vary the cost of a ride in real Ɵme through its “surge pricing” strategy, which 
adjusts fares instantaneously according to demand and locaƟon. E-commerce behemoths 
such as Amazon, too, refresh recommendaƟons for products and other promoƟons on the 
move in line with browsing acƟvity and their purchases at that moment. This flexibility enables 
enterprises to stay nimble in a fiercely compeƟƟve global market, increasing customer 
saƟsfacƟon and squeezing the maximum revenue out of any given transacƟon. 

Cross-border Strategy 

Big data also contributes directly to the creaƟon of localized global markeƟng strategies 
through its analysis of consumer behavior by region. This, in turn, allows companies to learn 
about cultural preference, seasonal trend and regional purchasing behavior. For instance, 
Neƞlix leans extensively on vast stores of data to understand what viewers in different 
countries actually want to watch, meaning it can recommend things but also create region-
specific content like “Sacred Games” in India or “Money Heist” in Spain. By adapƟng offerings 
to local tastes, Neƞlix effecƟvely ingraƟates itself in each region. This process shows how data 
technology is used to translate from global (mimeplasmaƟc) strategies into local 
(reterritorialized territorial agencements), and these enable strategies that resonate within... 
specific cultural, social contexts. 

ROI Tracking 

Another important use of big data in markeƟng is measurement of return on investment (ROI) 
across different channels, campaigns, and customer segments. Big data tools allow companies 
to track exactly which of their campaigns brought in the most engagement, conversions and 
revenue – so they can allocate resources accordingly. For example, Procter & Gamble (P&G) 
leverages big data analyƟcs to measure the success of its worldwide adverƟsing campaigns — 
tracking sales liŌ, media efficiency and consumer response. This enables P&G to terminate 
low-performing campaigns and reinvest in those that yield richer profits. By constantly 
tracking ROI, marketers are able to maximize budgets and keep them in line with business 
goals. 

 

4.3.4 Ethical and Privacy ImplicaƟons with AI & Data 

With this disrupƟve force casƟng a shadow over industry, poliƟcs and society, AI has become 
a significant ethical issue that poses important quesƟons about data privacy, fairness and 
transparency. Although such technologies do pave thewayfor_consumer_. 

customize customer experiences and increase efficiency, their abuse can result in privacy 
violaƟons, reputaƟonal harm and, by the way of regulatory fines. In a global environment, 
with expectaƟons for data privacy and legal regulaƟons that may vary widely by area, 
marketers now need to ensure they are acƟng within the bounds of not only the law but also 
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cultural norms when it comes to AI and data pracƟces. Responsible data use isn’t a checkbox 
but one of the most powerful drivers to consumer trust and brand health. 

Data Privacy ViolaƟons 

As one of the greatest subjects of debate in data-driven markeƟng, such acƟviƟes are more 
likely to lead to problems than not, including the acquisiƟon of personal informaƟon without 
explicit consent and tracking consumer behavior with no transparency. This may be misusages 
such as tracking the browsing or locaƟon data, sharing the user informaƟon without consent 
with third parƟes. The most famous case is the Facebook–Cambridge AnalyƟca scandal in 
which personal data of tens of millions of users had been extracted without sufficient acƟve 
consent and uƟlised for targeted poliƟcal adverƟsing. This was not only met with outrage 
from around the world, it also brought a more stringent privacy regulaƟon including GDPR in 
Europe. These instances shed light on the fact that privacy breaches can have legal 
implicaƟons and may do irreparable damage to a company’s brand. 

Invasive PersonalizaƟon 

And while personalizaƟon can improve use and navigaƟon, over-directed ads or 
recommendaƟons can also feel intrusive and manipulaƟve. Relentless retargeƟng of 
adverƟsing, based on browsing history or purchases, may make consumers feel like they are 
being cyberstalked. For instance, a whole lot of people seem to realize they don’t parƟcularly 
like the targeted ads that Google serves up so aggressively following up on search queries with 
eerily specific placements across unaffiliated websites. Likewise, Amazon generated a 
backlash for sending very personalized promoƟonal emails that felt intrusive to some 
shoppers. Too much “creepy” personalizaƟon could easily Ɵp over from being helpful to be 
downright creepy, undermining trust and potenƟally driving customers away. 

Bias in AI Algorithms 

AI systems are trained on data, and if the data include biases, the algorithms can 
inadvertently exacerbate discriminaƟon or leave some groups out. This can result in biased 
targeƟng, being excluded from offers and having ads placed unfairly. For instance, Amazon 
had to abandon an AI recruitment tool it discovered was biased against 

women because the system had learned from historical data that was heavily male-
dominated. There are analogous dangers from AI models that disproporƟonately cater to one 
demographic over another in markeƟng, which could lead minority customers to be 
marginalized within targeted campaigns. AI’s bias In the absence of rouƟne checks and varied 
data inputs, biased AI has a potenƟal to reinforce imbalances and erode brand trust. 

OpacificaƟon (ArƟficial Intelligence in the black-box) 

One major concern is that it’s oŌen unclear how AI systems are making their decisions. Most 
advanced algorithms funcƟon as a “black box,” so their operaƟons are opaque even to the 
people who write them. That breeds distrust, since people may not know why they are being 
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shown certain adverƟsements, prices or offers. Consider SpoƟfy and its recommendaƟon 
algorithm: The service has come under fire for being opaque — users aren’t fully aware of 
why they are suddenly geƫng a lot of plays or followers. Likewise, dynamic pricing algorithms 
employed by airline industry and e-commerce services may occasionally change prices with 
opaque reasoning behind why, provoking consumer suspicion that they're not being treated 
fairly. Transparency is key in the path to building trust in AI-powered markeƟng systems. 

Compliance Risks 

Marketers around the world must also deal with an increasingly complex tangle of data privacy 
regulaƟons, varying by region. Failing to adhere can lead to heŌy fines, operaƟonal limitaƟons, 
and other damage to the corporate brand. For instance, last year BriƟsh Airways was fined 
£183 million under the European Union’s General Data ProtecƟon RegulaƟon (GDPR) rules 
when a hacking aƩack exposed personal details of around 500,000 of its customers. TikTok, 
too, has been fined in the United States and Europe for not doing enough to protect children’s 
data. Laws like GDPR (Europe), CCPA (California) and PDPA (Singapore) are meant for 
consumer protecƟon, and businesses need to create strong compliance mechanisms to steer 
clear of any breaches. This is especially difficult for mulƟnaƟonal organizaƟons that need to 
tailor their data management to accommodate regional laws and customs. 

Ethical Use of AI and Data PracƟces! 

Such ethical dilemmas need to be addressed through best pracƟces that promote the 
responsible and transparent uƟlisaƟon of AI as well as consumer data by organisaƟons. Such 
consideraƟons include ensuring data collecƟon is conƟngent upon clear and informed 
consent, giving users the opƟon to opt-out of tracking and being transparent when it comes 
to how this data is stored, shared and used. RouƟne audits and tesƟng can uncover algorithmic 
bias, while a privacy-by-design mindset guarantees that protecƟons are built in from the get 
go. For instance, Apple has presented itself as a leading player in privacy-first adverƟsing by 
limiƟng third-party tracking and building features like App Tracking Transparency, which allows 
people to choose how their data is uƟlized. Such efforts both ensure compliance and increase 
consumer confidence in a brand. 

 

Did You Know? 

 

Did you know that under the European Union's General Data ProtecƟon RegulaƟon (GDPR), 
companies must be able to explain how an AI system made a decision about a person? 

This concept is called the “right to explanaƟon.” It means that if an AI algorithm denies you a 
loan or selects what ads you see, you can request a human-understandable explanaƟon for 
why that happened. It is a core part of ethical AI and data transparency. 
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Knowledge Check 1 

 

Choose The Correct OpƟons: 

 

 

Q1. Which of the following best defines greenwashing? 

A) PromoƟng environmental awareness through cerƟfied programs 

B) Misleading consumers by exaggeraƟng a product’s environmental benefits 

C) Using recycled materials in product packaging 

D) Reducing energy consumpƟon across the supply chain 

 

 

Q2. Which term refers to the pracƟce of integraƟng ethical and sustainable pracƟces 
throughout the markeƟng supply chain? 

A) Circular markeƟng 

B) Value-based promoƟon 

C) Sustainable markeƟng 

D) Profit maximizaƟon strategy 

  

Q3. What is the primary advantage of data-driven personalizaƟon in markeƟng? 

A) Reducing the need for content creaƟon 

B) Offering idenƟcal experiences to all customers 

C) Increasing customer engagement by tailoring experiences 

D) PrevenƟng data collecƟon and storage 

 

 

Q4. Which of the following best illustrates CSR as a strategic tool? 

A) DonaƟng to charity once a year 
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B) Complying only with local laws 

C) Using CSR iniƟaƟves to align with brand idenƟty and customer values 

D) Avoiding sustainability discussions in markeƟng 

 

Q5. Under regulaƟons like GDPR, companies must: 

A) Sell customer data to third parƟes 

B) Track all consumer acƟvity anonymously without permission 

C) Provide transparency and obtain consent when collecƟng data 

D) Collect data from minors without restricƟons 

 

4.4 Summary 

 this chapter This chapter examined the impact that ethics, corporate social responsibility 
(CSR), sustainability and technology- enabled personalisaƟon is having on global 
markeƟng. In addiƟon to managing cultural and regulatory differences, with companies 
expanding into different countries as of today, responsible and transparent business must 
also be upheld. 

 We discussed in the ethics and CSR secƟon why ethical markeƟng is significant, and how 
CSR has become a strategic tool for shaping long term trust and brand value. Global ethical 
dilemmas are increasingly shared such as excessive use of labor force, decepƟve 
adverƟsing, greenwashing or abuse of consumer privacy. 

 Today companies are expected to be more than profit machines; they are expected to 
consider their effect on the environment and society. 

 Sustainability and green markeƟng are in the forefront of contemporary markeƟng 
communicaƟons. Marketers are selling ethical products, buying into sustainable packaging 

and driving fair-trade supply chains. But greenwashing, the high costs and complexity of 
regulaƟon remain important issues to address. 

 Chapter 7 also explained emerging trends such as arƟficial intelligence (AI), big data and 
personalizaƟon. While these technologies provide capabiliƟes to focus on customers more 
accurately, and streamline markeƟng efforts, they also pose privacy, transparency, ethical 
issues. 

 When you align ethical values and environmental responsibilityand technological 
innovaƟon, your business can create stronger global brands that are trusted, compeƟƟve 
and future proof. 

 

4.5 Key Terms 
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1. Ethics in MarkeƟng – The consideraƟon of all involved parƟes and the adherence to moral 
principles providing fair treatment, transparency and honestly to its customers. 

2. Corporate Social Responsibility (CSR) – a business model whereby companies help 

contribute to sustainable development by working with stakeholders (employees, 
customers, suppliers and local communiƟes) to ensure that the impacts of their acƟviƟes 
are posiƟve on all levels: economic, social and environmental. 

3. Green markeƟng - MarkeƟng that promotes a product or pracƟce as environmentally 
friendly or sustainable. 

4. Sustainability in MarkeƟng – The incorporaƟon of social, environmental and economic 

criteria into markeƟng strategies and campaigns. 
5. AI (AlternaƟve Intelligence) – The applicaƟon of intelligent systems that imitates human 

decision processes to automate and elevate markeƟng programs. 
6. CustomizaƟon – AdapƟng products, services and promoƟonal materials to the preferences 

of individual customers by means of data and digital tools. 
7. Big Data AnalyƟcs -It is the exploraƟon of large amounts of data to discover paƩerns and 

other useful informaƟon that can be used to make beƩer decisions. 
8. Greenwashing — The making of misleading or unsubstanƟated claims about the 

environmental benefits of a product, service or company. 
9. Privacy – Safeguarding the personal informaƟon we obtain from customers and using it 

in a lawful and transparent manner. 
10. •  Ethical Supply Chain: a supply chain with high standards of ethical labor and responsible 

producƟon. 

 

4.6 DescripƟve QuesƟons 

1. What are the primary ethical issues facing global marketers today? Give examples from 

the actual business environment. 
2. Define what is meant by corporate social a. responsibility (CSR). Discuss how internaƟonal 

brands can use CSR as a strategic markeƟng technique. 
3. Explain what green markeƟng is and why it is significant. What Makes It Different from 

TradiƟonal MarkeƟng? 
4. Outline the key elements of a sustainable supply chain and suggest why they are 

imponant in internaƟonal business? 
5. In what ways is AI changing the world of MarkeƟng? Provide examples of its applicaƟons. 
6. How big of an impact can data-driven personalizaƟon have on the customer experience? 

What are the associated risks? 
7. What are some of the digital markeƟng ethical concerns about big data and AI? How can 

companies reconcile innovaƟon with the trust of consumers? 
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Answers to Knowledge Check 

 

Correct opƟon For Knowledge Check : 

Q1 – B  

Q2 – C  

Q3 – C  

Q4 – C  

Q5 – C 

 

4.8 Case Study 

 

“Patagonia – Profits with Purpose: Ethical and Sustainable” 

 

IntroducƟon 
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At a Ɵme when climate awareness and consumer acƟvism are rising, companies also 
increasingly feel the need to do more than make money and become forces for good. 
Patagonia: The American Outdoor Brand as a Global Ethical MarkeƟng, Sustainability and CSR 
Leader When it released its “Don’t Buy This Jacket” campaign smack in the middle of holiday 
shopping season, it stunned the adverƟsing world — and spoke directly to values driven 
consumers. 

Patagonia’s dedicaƟon to environmental ethics, its transparent supply chain and acƟvist 
branding are a learning moment for global marketers. However, carrying such a strategy 
through into internaƟonal markets presents complex issues regarding scaling ethics, 
managing green markeƟng and maintaining regional consistency without offensiveness. 

This case looks at how Patagonia has sustained its commitment to sustainability and CSR 
within its global markeƟng strategy as well as how the brand is using forward-looking tools, 
such as AI and data analyƟcs, in order to scale out their mission, while maintaining a firm-
held company value system. 

Background 

Founded in 1973, Patagonia has become somewhat of a household name among people 
searching for high-quality gear, but also seeking a company deeply commiƩed to the natural 
world. It donates at least 1 percent of annual sales to environmental organizaƟons, supports 
grassroots acƟvism and urges customers to “make it last” by repairing, reusing and recycling 
clothing rather than buying new items. 

Its adverƟsements emphasize meaning over material, someƟmes even criƟcizing excessive 
consumpƟon. Patagonia also pracƟces ethical sourcing, sustainable packaging and 
transparent supply chain audits all stakeholders involved up to the CSR values of the company. 

With growth in Europe, Asia and LaƟn America, the company now finds itself trying to make 
sure that its 

branding based on ethics is universally understandable (translatable across market places 
irrespecƟve of culture and wealth). 

Problem 1: The CSR ConsubstanƟaƟon Issue among Different Markets 

Patagonia’s involvement in environmental issues and its mission is obvious, however 
implementaƟon and controlling CSR standards across different countries can proof to be hard. 
There are widespread differences in labor pracƟces, environmental laws and consumer 
expectaƟons. 

SoluƟon: 

Patagonia insƟtuted a harmonised global supplier codes of conduct, third-party 
environmental cerƟficaƟons (such as bluesign®), and an army of in-region compliance teams. 
With its standardized audits and region-specific educaƟon programs, the company makes sure 
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all of its locaƟons are aligned with its core values, no maƩer where in the world they’re 
located. 

Problem 2: preserving greenwashing free markeƟng while growing fast 

As green markeƟng becomes more widespread, many companies are now using sustainability 
language as a markeƟng tool rather than an indicaƟon of any real investment. The challenge 
for Patagonia is how to grow without facing criƟcism that it’s greenwashing or watering down 
its message. 

SoluƟon: 

Patagonia uses radical transparency, openly publishing environmental audits, sourcing and 
product lifecycle data. Its campaigns serve the purpose of educaƟng alongside persuading; 
and the company eschews celebrity endorsements in favour of real stories from acƟvists, 
employees and customers. 

Problem 3: Ethical Use of AI and Data in PersonalizaƟon 

Patagonia has opened up its e-commerce offerings and AI is being applied to recommend 
products, forecast demand and manage inventory. Yet that does raise quesƟons around 
consumer data ethics, parƟcularly in countries with stringent privacy laws. 

SoluƟon: 

Patagonia pracƟces privacy-by-design and is GDPR, CCPA- and data protecƟon laws-
compliant. The company collects as liƩle data as possible, offers transparent consent 
processes and doesn’t engage in manipulaƟve ad targeƟng tacƟcs; it has taken an ethical 
approach to its tech strategy. 

MCQ 1 

Which of the following is a strategy that enables Patagonia to maintain CSR themaƟc 
consistency across global markets? 

A) DelegaƟng all compliance to regional bodies 

B) Avoiding audits to reduce costs 

C) AdopƟng global supplier codes and third-party cerƟficaƟons 

D) Not taking ethical performance into account when selecƟng suppliers 

Answer: C) Deploying global supplier codes and third-party cerƟficaƟons. 

MCQ 2 

How does Patagonia prevent itself from coming across as guilty of greenwashing? 

A) Withholding supply chain data to sidestep controversy 

Page 35 of 36 - AI Writing Submission Submission ID trn:oid:::3618:127197614

Page 35 of 36 - AI Writing Submission Submission ID trn:oid:::3618:127197614



B) Spending heavily on influencer endorsements 

C) Being radically transparent in your markeƟng-and in your operaƟons 

D) Ignoring the issue of sustainability in adverƟsing 

Correct Answer: C) Mastering radical transparency in everything from markeƟng to 
operaƟons 

MCQ 3 

What does the above imply about Patagonia’s ethical use of AI and customer data? 

A) Gathering up as much customer data as he could gather. 

B) Running targeted ads without consent 

C) In accordance with privacy by design and data protecƟon regulaƟons 

Selling custumers' informaƟon to third party adverƟsers 

Answer: C) Using privacy-by-design principles and data protecƟon laws 

Conclusion 

Patagonia in acƟon Patagonia’s worldwide success proves that doing the right thing and 
running a profitable business are not mutually exclusive. Patagonia has incorporated CSR, 
sustainability, and technology into every aspect of its markeƟng efforts to create a dedicated 
customer follower base that is aligned to their beliefs. The brand’s universal values of 
authenƟcity, transparency and long-term thinking provide a potent blueprint for future-fit 
global marketers to follow. 

As an increasing number of companies join the ranks to meld purpose and performance, 
Patagonia serves as a shining example that when ethics are embedded in business decisions, 
trust, growth and impact follow. 
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Unit 5: Global Branding and PosiƟoning 

 

Learning Outcomes 

1. DifferenƟate between global and local branding strategies and understand when each is appropriate. 

2. Analyze how Starbucks balances a standardized global brand idenƟty with local cultural adaptaƟon across 
internaƟonal markets. 

3. Evaluate the role of brand consistency in building customer loyalty and brand equity across diverse markets. 

4. Understand the elements of brand architecture and how they are applied in global brand management. 

5. Apply theoreƟcal branding concepts to assess the success and challenges of Starbucks’ internaƟonal 
expansion strategy. 

 

 

 

Content 

5.0 Introductory Caselet 

5.1 Concept of a Global Brand vs. Local Brand 

5.2 Standardized Brand IdenƟty vs. Local AdaptaƟon 

5.3 Brand Architecture in InternaƟonal Markets 

5.4 Case Study: Starbucks’ Global Brand Strategy – Consistency with Local Relevance 

5.5 Summary 

5.6 Key Terms 

5.7 DescripƟve QuesƟons 

5.8 References 

5.9 Case Study 

 

 

5.0 Introductory Caselet 
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“Global Flavor, Local Soul: Aarav’s Brand Strategy Conundrum at Café Nomad” 

 

Background 

With the retail coffeehouse chain Café Nomad rapidly expanding across India, Aarav Kapoor is the Head of 
InternaƟonal Expansion. Having conquered the home market with its indigenous menu, down-to-earth design and 
youth-oriented markeƟng, now the brand is eyeing three new areas: the ME, South Asia and eastern Europe. 

Leadership is split inside of the organizaƟon. Others think they should somehow make Café Nomad a global brand 
and sƟck with the same store name, design and product line if they want to have a uniform internaƟonal image. 

Some argue for localized branding and the name, products and posiƟoning of Café Nomad is refined to address local 
languages, customs and customer needs. 

Aarav’s research shows that customer behavior is nuanced: 

• In Vietnam, coffee culture is steeped in tradiƟon and street-side cafes. 

•Quiet, cozy places are important to consumers in Poland and many people associate a coffee shop with work or 
study. 

• Cafés are valuable branding in the UAE, and a Western version of luxury is shown in café preferences. 

Meanwhile, the company is debaƟng whether it will keep its quirky Hindi-English hybrid brand name (“Café Nomad”) 
or use more region-neutral naming and packaging in internaƟonal markets. 

It is now Aarav’s strategic decision to take: 

Should Café Nomad have a consistent global brand across internaƟonal locaƟons to generate worldwide brand equity, 
or should its branding be locally authenƟc to preserve cultural synergy and market excitement? 

CriƟcal Thinking QuesƟon 

As Aarav, how would you choose between a global brand building strategy and creaƟng local versions of the brand? 
What cultural, compeƟƟve, operaƟonal or customer consideraƟons would inform your decision in each market? 

 

5.1 Concept of a Global Brand vs. Local Brand 

One of the criƟcal strategy decisions in internaƟonal markeƟng is that between global brands that deliver uniformity 
across markets, versus local brands which resonate with regional tastes. Each has its advantages and limitaƟons. 
The ideal strategy really is dependent on the organizaƟon’s objecƟves, resources, its industry, as well as the 
characterisƟcs of the target market. 
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This secƟon outlines and compares global vs. local branding strategies in internaƟonal markets, as well as their 
definiƟons and benefits. 

 

5.1.1 DefiniƟon and CharacterisƟcs of Global Brands 

Brand A global brand is a product that is recognized, marketed and sold in most countries all over the world. Global 
brands are so named because they do not need to boast local adaptaƟons, the company name, logo and idenƟty 
system is consistent throughout the world in order to maintain a single brand image. These brands represent more 
than products; they stand for something — a principle or experience that people around the world collecƟvely 
idenƟfy with, like quality, innovaƟon or lifestyle. 

DefiniƟons of Global Brands 

The definiƟon of a global brand is given by Kotler and Keller (2016) as, “a brand marketed under the same name in 
mulƟple countries with similar and centrally coordinated markeƟng strategies.” 

According to LeviƩ (1983), global branding refers to the standardizaƟon of products and messages across borders in 
order to create a common idenƟty across markets and to take advantage of the economies of scale. 

Jean-Noël Kapferer (2008) conceptualized a global brand as “a brand whose posiƟoning, adverƟsing strategy, 
personality, look and feel are by and large the same from country to country.” 

These descripƟons of global markeƟng underscore that, globally, brands orient toward sameness: they depend on 
consistency and central control as well as look for universal values to be expressed so long as small degrees of 
localizaƟon are possible. 

Key CharacterisƟcs of Global Brands 

Consistent Brand IdenƟty 

One of the characterisƟcs of global brands is brand consistency, which is a way in which the brand expresses and 
reflects itself./**/ This kind of consistancy builds recogniƟon and trust, making the brand easily recognizable across 
the globe. For instance, the same silver Apple logo, sleek packaging and minimalist design is common to every iPhone 
or Macbook whether it’s sold in the U.S., Japan or India. Similarly, Coca-Cola has kept its 

signature red logo and font well maintained over the years, rendering it one of the most easily recognized in the 
world. 

Universal PosiƟoning 

There are values and messages that transcend cultures, innovaƟons, trust, empowerment, quality etc. – this is basis 
to build a global brand around. For instance, Nike’s brand is based around empowerment and athleƟc performance 
and it’s catchphrase “Just Do It” spans across the globe. Samsung is leading and luring the market with innovaƟon, 
providing one and all with a common value progress. It is this universality that signifies that even though consumer 
lifestyles may variate, the emoƟonal relaƟonship to the brand remains constant. 
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Centralized Strategy 

In the world of global brands, centralised brand management predominates, with memories of that corporate 
headquarters trip also involving idenƟty and adverƟsing campaign decisions (and possibly product launches) taking 
place in Tokyo or New York. This provides for Ɵght global coordinaƟon and brand control. For example, McDonald’s 
runs centralized 

campaigns like "I'm Lovin' It" that are customized in languages across markets but all hold the same universal 
idenƟty. Adidas, it said, centrally develops campaigns around the world and "adopts its product ranges in a targeted 
way (e.g. cricket products for India or football products in Europe)." 

Scale of Presence 

Global brands are successful not only because of the large internaƟonal presence but are also known through various 
processes such as franchising, licensing, joint ventures or wholly owned subsidiaries. Mass availability across various 
geographies makes them available to the masses and conveys an internaƟonal profile. For example, Starbucks has 
grown in over 80 countries by mixing the same café with a locally adapted menu — green tea laƩes in Asia. KFC 
similarly enjoys global recogniƟon, and adapts its lineup of food as well - to spicier menus in India or rice-based 
meals in China. 

Strong Brand Equity and RecogniƟon 

High brand equity is the other crucial aƩribute of global brands, since they have high level recogniƟon and customer 
trust resulƟng in ability to command premium pricing. For instance, Mercedes-Benz is a universally respected 
byword for luxury and Google is synonymous with the world’s top search service. Their brand properƟes renders 
them strong even in a compeƟƟve environment and secures long-term commitment of consumer. 

Adaptability with Core Consistency 

Though internaƟonal brands value uniformity, they also show an awareness for local customs without becoming 
diluted. This equilibrium of performance has kept them relevant in various markets. For example, Pepsi has one 
global market idenƟty, but locals it using local adverƟsing with regional stars in India, China and LaƟn America. And 
Neƞlix tweaks its content strategy by making local shows like “Money Heist” in Spanish and “Sacred Games” in Hindi, 
then promoƟng them under its single global brand. 
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