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ACROSS MARKETS AND BORDERS CHAPTER 16

Abstract

International marketing begins after a firm has decided that cross-border participation is strategically warranted. The problem is then
customer-facing: how to establish what foreign customers actually value, compare evidence across countries, choose and prioritize segments,
decide what to standardize or adapt, preserve a coherent brand, set accessible and economically viable prices, build workable routes to
market, communicate across languages and media systems, and learn from performance without violating law or dignity. This chapter
develops that cross-border growth system while deliberately avoiding repetition of general marketing from Chapter 10 and multinational
entry-mode governance from Chapter 15. It integrates classic standardization-adaptation theory with measurement equivalence, country-of-
origin research, international marketing capabilities, digital platforms, Al-enabled localization and current African market evidence.
Transsion in African smartphone markets anchors the opening case; Spotify provides a comparative global platform case. Christian moral
reasoning treats customers as persons rather than targets, joining legitimate growth to truthfulness, cultural respect, privacy, fair dealing,
conscience and responsibility for foreseeable consequences.

Keywords: international marketing; market entry; cross-country research; standardization; adaptation; global branding; international pricing; route
to market; cross-border e-commerce; marketing ethics

Learning Outcomes
By the end of this chapter, the reader should be able to:
Table 16.1. Learning outcomes for Chapter 16.

No. Learning outcome
1 Define international marketing as the design and governance of customer-value creation across national or institutional boundaries, and
distinguish it from general marketing, multinational strategy and international finance.
2 Construct a disciplined international market-intelligence and country-market screening process that separates total demand from addressable,
reachable, economically serviceable and responsibly targetable demand.
3 Design cross-country marketing research that addresses translation, sampling, measurement equivalence, data comparability, cultural response
bias, platform coverage, privacy and changing market conditions.
4 Explain configural, metric and scalar measurement invariance and determine which kinds of cross-country comparisons are defensible when
equivalence is incomplete.
5 Develop international segmentation, targeting and positioning choices using cross-country customer similarities and differences without
turning nationality or cultural averages into deterministic stereotypes.
6 Critically compare standardization, adaptation and modular-localization approaches, identifying economic, institutional, cultural, technological
and competitive conditions that justify each.
7 Calculate the incremental economics of localization and defend a product or service adaptation decision using expected contribution, fixed
adaptation cost, uncertainty and strategic learning value.
8 Design international product and service decisions involving features, packaging, labels, language, compatibility, service guarantees,
accessibility and cross-border innovation while preserving coherent quality standards.
9 Evaluate global branding, country-of-origin effects, brand architecture, naming, reputation and geopolitical spillovers, distinguishing perceived
globalness from evidence of superior quality.
10 Construct an international price architecture that accounts for willingness to pay, affordability, price escalation, duties, taxes, channel margins,
local competition, currency movements and arbitrage, while leaving hedging to Chapter 17.
11 Design a cross-border route-to-market system across distributors, agents, retailers, informal channels, marketplaces, direct e-commerce and
platform ecosystems, with explicit governance of partner incentives, data access and customer experience.
12 Adapt marketing communication across language, symbols, media, creators and local regulation through disciplined translation and
transcreation without compromising truthfulness or exploiting cultural or religious sensitivities.
13 Build international customer-relationship and service-recovery systems that handle consent, local expectations, complaints, warranties, returns
and cross-border identity or data issues responsibly.
14 Evaluate international marketing performance using comparable metric definitions, constant-currency and local-currency views, cohorts,
experiments, holdouts and causal discipline rather than raw platform attribution alone.
15 Assess Al-supported market intelligence, translation, content generation and personalization through data quality, cultural validity, privacy,
provenance, security, bias, human review and accountability.
Interpret major cross-border legal and policy constraints relevant to marketers, including consumer protection, advertising transparency,
16 personal-data transfer, product claims, platform rules and transfer-pricing awareness, while recognizing when specialist legal advice is
required.
17 Apply Christian moral reasoning alongside consequentialist, deontological, rights-based, justice, virtue, care, stakeholder and communitarian
perspectives to international marketing dilemmas involving truth, culture, price, privacy, vulnerability, attention and conscience.
18 Use the Cross-Border Market Growth and Integrity (CMGI) Protocol to formulate, challenge, execute and review an evidence-based
international marketing programme with explicit economic, legal and moral guardrails.
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Concept Map and Chapter Roadmap

INTERNATIONAL MARKETING AS A CROSS-BORDER CUSTOMER-GROWTH SYSTEM

MARKET SEGMENT & ADAPT OFFER PRICE & ACCESS COMMUNICATE & MEASURE &
INTELLIGENCE > POSITION > > > RELATE > LEARN
addressable demand | cross-country clusters | product | service | brand affordability | channels language | media | trust ncrementality | local

comparability portfolio platforms feedback

MORAL, LEGAL AND INSTITUTIONAL BOUNDARY
truth | dignity | culture | conscience | privacy | fairness | stewardship | accountability

Figure 16.1. International marketing as a cross-border customer-growth system.
Source/Note: Author's synthesis. The architecture follows the approved Book Blueprint and connects market intelligence, segmentation,
adaptation, branding, pricing, access, communication, customer relationships and learning within moral, legal and institutional boundaries.

The chapter follows the customer-growth system rather than repeating the four Ps. Sections 16.1-16.3 establish the chapter boundary and the
intellectual foundations of international marketing. Sections 16.4-16.6 develop market intelligence, cross-country research and international
segmentation or portfolio prioritization. Sections 16.7-16.10 examine standardization and adaptation, international product and service
design, global branding, and international pricing. Sections 16.11-16.14 develop route-to-market, communication, customer relationships and
international marketing analytics. Sections 16.15-16.16 address Al, digital platforms, privacy and the legal-policy environment. Sections
16.17-16.18 return to the African opening case and compare it with Spotify as a globally distributed digital platform. Section 16.19 integrates
faith, ethics and moral reasoning. The final sections provide the CMGI professional protocol, recurring errors, synthesis, questions, applied
problems, a data exercise, references and the hand-off to Chapter 17.

SCOPE BOUNDARY | Chapter 10 already developed customer value, buyer behaviour, marketing insight, segmentation-targeting-positioning, product and
service strategy, branding, pricing, channels, integrated marketing communication, advertising, digital marketing, CRM and marketing performance. Chapter
15 already decided why the firm crosses borders, which countries fit the broader strategy, and which ownership or entry modes govern participation. Chapter
16 owns what changes at the customer-market interface after those foundations are in place: cross-country intelligence and comparability, international
segmentation, adaptation, global brand governance, international customer pricing, cross-border channel architecture, culturally responsible communication
and comparable international marketing measurement. Chapter 17 owns corporate foreign-exchange exposure, hedging, trade finance and payment
settlement.

Opening Case: Transsion and the Marketing Problem of Winning by Localizing, Then Learning Again

A foreign firm can become deeply embedded in African consumer markets without treating the continent as one homogeneous customer
segment. Shenzhen Transsion Holdings offers a demanding international-marketing case because its mobile-phone business was built around
emerging-market customers whose usage conditions, price constraints, retail environments and media habits did not necessarily match the
assumptions built into products designed first for Europe, North America or China. Transsion markets TECNO, Infinix and itel, and by 2025
reported global mobile-phone sales of about 169 million units. The company stated that its smartphone shipments ranked first in Africa as
well as in several Asian markets (Transsion Holdings, n.d.). Omdia estimated that Africa shipped 84.4 million smartphones in 2025, 13%
more than in 2024, and that Transsion held 44% of the African smartphone market in the fourth quarter of 2025 (Omdia, 2026).

The important question is not whether Transsion discovered a single secret called localization. Ethnographic research shows a more
demanding process. Lu (2021b) documented a rural distribution and marketing system in Ghana that was labour-intensive, locally embedded
and oriented toward customer groups that conventional urban retail models could underserve. Lu (2021a) likewise showed how product
design for African markets could be shaped by infrastructure, affordability and everyday usage rather than by a simple transfer of a mature-
market product. Such work helps explain why international marketing is not a matter of translating an advertisement after a product has
already been fixed. Customer knowledge can alter the offer, portfolio, price point, channel, service system and communication
simultaneously.

The same case also warns against treating yesterday's adaptation as a permanent advantage. Omdia reported that by late 2025 rising input
costs and pressure in entry-level price bands were challenging the economics of the ultra-low-price segment even while African smartphone
shipments were growing. Nigeria remained strongly weighted toward sub-US$200 devices, while Egypt showed growing volume in the
US$100-US$199 band and benefited from local manufacturing dynamics (Omdia, 2026). In other words, a firm that became successful by
fitting one affordability regime must continue learning as income, financing, import rules, technology standards, competition and customer
aspirations change.

Three strategic tensions therefore define the case. First, how much can the company standardize across dozens of emerging markets without
erasing locally meaningful differences? Second, how should a multi-brand portfolio allocate roles across income tiers and customer identities
without fragmenting investment or confusing customers? Third, when customer data, digital services and on-device ecosystems become more
valuable, how should the firm use that information without turning market access into opaque surveillance or technological dependence?
These questions make Transsion more than a product-localization story. It is a test of whether international marketing can preserve coherence
while remaining genuinely responsive.
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Table 16.2. Transsion and the cross-border marketing questions hidden inside market share.
Observed signal Current evidence International marketing question

About 169 million mobile phones sold
Scale globally in 2025; smartphone leadership in
Africa reported by the company.

Which parts of the offer and brand system can be standardized to capture
scale economies?

Omdia estimated a 44% African smartphone | Which locally accumulated capabilities explain access, and which are

AT A RS0 share in 4Q25. vulnerable to imitation or market change?

Sub-US$200 devices remained the dominant
Affordability volume tier in major African markets in
2025.

How should product specification, financing, pack architecture and margins
respond to purchasing-power constraints?

Academic fieldwork documents locally
Distribution embedded, rural-oriented distribution and
marketing in Ghana.

How should route-to-market design reflect informal retail, trust and service
access rather than urban averages?

Entry-tier input-cost pressure intensified even | When does successful localization need to be redesigned rather than merely

Market change as African smartphone shipments grew. scaled?

Source/Note: Transsion Holdings (n.d.); Lu (2021a, 2021b); Omdia (2026). Company-reported and market-research figures are operating signals, not
independent evidence that any single marketing action caused market leadership.

MANAGERIAL INSIGHT | International marketing advantage rarely comes from choosing between global consistency and local responsiveness once. It
comes from building a repeatable learning architecture that can identify which differences matter, which similarities can be exploited, and when a previously
successful local fit has become obsolete.

The opening case gives this chapter its central problem: How can an enterprise create coherent cross-border growth when customer
meanings, data quality, purchasing power, regulation, languages, channels and moral responsibilities differ across markets?

16.1 Why International Marketing and Market Entry Matter

Chapter 15 established the enterprise-level architecture of internationalization. It asked why the firm should cross borders, where it should
commit resources, which entry modes and ownership structures fit the strategy, how activities should be configured across countries, and
how multinational power should be governed. Chapter 16 begins after that architecture has created access to a foreign market. Its unit of
analysis is now the customer-market interface. The central problem is whether the enterprise can understand and serve customers across
boundaries without assuming that a successful domestic marketing system will travel intact.

International marketing is therefore not synonymous with exporting, advertising abroad or operating a multinational corporation. It is the
disciplined design, coordination and adaptation of market-facing activities across national or institutionally distinct environments. The word
international matters because boundaries alter the information available to managers, the comparability of customer evidence, the meaning of
brands and messages, the economics of price and distribution, the rules governing data and claims, and the channels through which customers
can actually be reached. A domestic marketer can often work within one currency, one broad consumer-protection regime, a relatively
familiar media system and a set of culturally learned assumptions. An international marketer must make those assumptions explicit and test
whether they survive contact with another context.

The managerial cost of getting this wrong can be substantial. A country can look attractive because of population or GDP while the
addressable segment is too small after affordability, channel access and service requirements are considered. A survey can report a
statistically significant difference between countries even though the scale measures different meanings in different languages. A global
brand can preserve its logo and still lose relevance because category usage differs. A local adaptation can improve customer fit but destroy
economics through low volume and uncontrolled complexity. A price that looks cheap after currency conversion can still be unaffordable
relative to household cash flow. A digital campaign can show excellent platform attribution while violating privacy law or reaching
customers who cannot complete payment or delivery.

For African markets, these problems are especially visible because the continent combines rapidly expanding digital adoption with wide
variation in income, language, infrastructure, formal and informal retail, payment systems, regulation and urban-rural access. ITU estimated
that 36% of people in Africa used the Internet in 2025 compared with about 74% globally, while the estimated African urban internet-use rate
was 55% and the rural rate 21% (International Telecommunication Union [ITU], 2025). These aggregates are useful signals, but they are not
a media plan. They immediately warn the marketer that a strategy inferred from connected urban samples can misrepresent the reachable
market outside major cities.

The chapter consequently treats international marketing as a problem of disciplined heterogeneity. Some differences are economically
decisive; others are superficial. Some adaptations are mandatory because of law, technical standards or language; others are discretionary
bets on improved relevance. Some similarities justify global scale; others are artifacts of poor measurement. Professional competence
consists in distinguishing them rather than romanticizing either localization or standardization.

16.2 What Chapter 16 Owns: The Cross-Border Customer-Growth System

The chapter's boundaries are unusually important because international marketing touches nearly every discipline in this textbook. A useful
way to preserve analytical ownership is to ask which decision is being made. Chapter 10 asks how marketing creates, communicates and
captures customer value in general. Chapter 15 asks how the enterprise enters and governs foreign markets at the corporate level. Chapter 16
asks how the chosen foreign-market presence becomes customer demand, adoption, retention and reputation. Chapter 17 asks how currency
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exposures, hedging, trade finance and settlement are managed. Chapter 19 asks how trade-law doctrine, policy negotiation and geoeconomic
statecraft shape legal rights and constraints. The same transaction can involve all five chapters, but each owns a different analytical layer.

Table 16.3. Chapter ownership at the international market interface.

Decision Primary owner in this book Chapter 16 treatment

What customer value means, how STP
works, what a brand is, how advertising Chapter 10
works

Uses these foundations without reteaching them; asks how
they change across borders.

Whether and why to internationalize,
country/location commitment, equity Chapter 15
ownership and entry mode

Takes the broader entry architecture as given; converts market
presence into customer-facing growth.

Physical logistics, warehousing, inventory, Uses delivery constraints as channel inputs; does not reteach

Incoterms and customs execution Chapter 11 logistics.
Trade barriers, exchange-rate regimes and Treats tariffs, macro conditions and integration as
- . : ) Chapter 14 . - ; ;
regional integration economics environmental inputs to market attractiveness and price.
Foreign-exchange exposure, hedging, trade Recognizes currency and payment implications but does not
. Chapter 17 -
finance and cross-border settlement teach treasury instruments.
Legal doctrine, trade agreements, disputes Identifies marketer-facing compliance issues and escalation
B Chapter 19 . " .
and commercial diplomacy points, then defers specialist doctrine.
Enterprise digital transformation, - N
platforms, R&D and intellectual-property Chapter 20 Uses digital tools and platforms at the marketing interface

strategy without turning them into a technology-strategy chapter.

This boundary also clarifies the meaning of market entry in the chapter title. Market entry here is not the ownership-mode taxonomy already
developed in Chapter 15. It is the customer-facing entry system: how an enterprise turns legal or strategic access to a country into a reachable
target market, a localized offer, a defensible price, channel availability, meaningful communication, service continuity and measurable
learning. A wholly owned subsidiary and an exporter can face the same international-marketing problem if neither has established customer
relevance or route-to-market effectiveness.

16.3 Historical and Theoretical Foundations of International Marketing

The modern international-marketing literature developed around a recurring tension: firms seek scale and consistency across borders, yet
markets differ in ways that can make uniform marketing ineffective or illegitimate. Levitt's (1983) influential argument on the globalization
of markets emphasized technological change, converging preferences and the economic power of standardized global offerings. The essay
captured a real managerial possibility: when customer needs converge and scale economies are strong, unnecessary adaptation can raise cost,
slow learning and fragment brand meaning. Its enduring value lies less in a prediction that cultures disappear than in forcing managers to
identify which differences actually matter to value creation.

Empirical work made the debate more contingent. Jain (1989) reframed standardization as a program-design choice whose suitability
depends on product, market, organizational and environmental conditions rather than on a universal global formula. Theodosiou and
Leonidou (2003), reviewing 36 studies, concluded that the performance consequences of standardization and adaptation depended strongly
on the circumstances facing a firm in a particular foreign market. Katsikeas, Samiee, and Theodosiou (2006) sharpened this logic through a
strategic-fit perspective: standardization was associated with superior performance only to the extent that it was aligned with relevant
environmental conditions such as regulatory similarity, technological intensity, customer characteristics and competitive conditions. Brei et
al. (2011), in a meta-analysis of 23 studies, likewise found positive performance relationships for both adaptation and standardization, with
no defensible universal rule that one approach dominates. The practical conclusion is not compromise for its own sake. It is diagnosis.
Standardization and adaptation are design variables whose value depends on cost structure, customer heterogeneity, institutions, competition,
technology, channel conditions and the firm's capabilities.

A second theoretical stream shifted attention from individual marketing-mix decisions to the architecture of global marketing strategy. Zou
and Cavusgil (2002) conceptualized global marketing strategy as broader than uniform products or advertising. Their Global Marketing
Strategy perspective includes standardization, configuration and coordination of value-chain activities, and integration of competitive moves
across countries. This matters because a firm can standardize a brand identity while decentralizing channel decisions, or standardize analytics
definitions while adapting product features. International marketing becomes a system of coordinated choices rather than a binary global-
local switch.

A third stream emphasizes capabilities. International performance depends not only on choosing the right formal strategy but on sensing
foreign-market conditions, converting knowledge into actions, coordinating implementation and learning from outcomes. Morgan, Katsikeas
and Vorhies (2012) found that export marketing capabilities were important antecedents of effective export-strategy implementation, which
in turn related to export market and financial performance. More recent research among internationalizing SMEs similarly highlights
international market knowledge, social-media capability, branding capability and strategy as mutually reinforcing resources rather than
isolated campaign tools (Chang, Knight, & Fong, 2024). Liu, Gao and Jia (2025), studying 328 Chinese manufacturing emerging-market
exporters, found that participation in cross-border digital platforms was positively associated with discretionary adaptation through
marketing-capability development, while institutional conditions altered the strength of the relationship.

These streams can be integrated into a contingent capability view. Market differences do not automatically require adaptation, and global
similarities do not automatically justify standardization. Firms require the capability to detect relevant heterogeneity, estimate its economic

OPEN CHRISTIAN PRESS | 6



ACROSS MARKETS AND BORDERS CHAPTER 16

significance, translate the diagnosis into coherent market-facing design, and revise that design as conditions change. This chapter uses that
view as its principal theoretical spine.

Table 16.4. Major theoretical perspectives informing international marketing.

Perspective Core mechanism Useful insight Primary limitation if used alone

Converging needs and scale Can mistake aggregate convergence for

Global standardization | €conomies make common Prevents costly over-l_ocallzatlon; hlghl_lghts local equivalence and underweight
offerings and communications scale, speed and consistent brand meaning. T ffordabili d cul
efficient. institutions, affordability and culture.

Performance depends on fit . . Can become a descriptive list unless the
. - : e Explains why the same degree of adaptation . . o
Contingency adaptation | between marketing decisions and . S economic mechanism and decision

- o can work in one market and fail in another. -
foreign-market conditions. threshold are explicit.

Performance depends on

Global marketing standardization plus Moves analysis beyond isolated 4P decisions
strategy configuration, coordination and to a coherent cross-border system.

integration across markets.

Can be difficult to operationalize
because global integration and local
responsiveness interact across functions.

Foreign-market sensing, learning

. . . - e Explains why two firms facing the same Capabilities are difficult to measure and
Market orientation / and implementation capabilities A " ;
capabilities allow firms to discover and act on rr_]ar_ket can obtain dn‘ferent results from can be inferred circularly from
similar formal strategies. successful outcomes.

customer knowledge.

Formal rules, norms,
infrastructure and legitimacy
Institutional perspective | expectations alter what customers
can access and firms can credibly
offer.

Country-level institutional distance can
become an abstract score that hides the
specific mechanism.

Explains mandatory adaptation and why
market access is not reducible to preferences.

Platforms lower some search,
transaction and learning costs
while creating new dependencies
on algorithms, fees and data
access.

Platform access does not remove
Explains faster cross-border reach for SMEs | logistics, regulation, trust or

and digitally delivered services. concentration risk; it can relocate power
to the platform.

Digital platform
perspective

CRITICAL DEBATE | The standardization-adaptation debate is often taught as a philosophical choice. It is more useful to treat it as a portfolio of testable
design decisions. The correct degree of commonality may differ for brand purpose, product architecture, pack size, price, language, media, channel, data
governance and service. A firm can be globally coherent without being globally uniform.

16.4 Global Market Intelligence and Country-Market Screening

Chapter 15 selected countries and locations from the standpoint of multinational strategy. International marketing needs a second, narrower
screen because a strategically attractive country can still contain a commercially inaccessible target market. The marketing screen asks
whether relevant customers exist in sufficient numbers, can be identified and reached, can understand and obtain the offer, can afford it on
workable terms, and can be served with acceptable economics and moral legitimacy. Market size is therefore progressively discounted by
addressability.

THE CROSS-BORDER ADDRESSABILITY FUNNEL

Population, categery incidence, need and purchasing power

{ COUNTRY / CATEGORY DEMAND ’

Customars whose problem and usage context fit the offer

‘ RELEVANT SEGMENT ]

Customers accessible through lswful media, language. payments and channels

‘ REACHABLE MARKET ‘

Customers whose expected contributien covers acquisition, localization, service
and channel cost

‘ ECONOMICALLY SERVICEABLE ’

Customers who can be served without deception, exploitation,

RESPONSIBLY TARGETABLE
unlawful data use or foreseeable dispraportionate harm

Do not mistake a large country for a large addressable market.

Figure 16.2. The cross-border addressability funnel.
Source/Note: Author's synthesis. The funnel distinguishes aggregate country or category demand from reachable, economically serviceable
and responsibly targetable demand. It is not a statistical estimator unless each stage is supported by explicit data and assumptions.
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The first stage is category demand. A marketer should begin with a defined category and use case rather than national GDP. Population,
household income, urbanization, firm counts, sector output, import values, search behaviour and category penetration can all be useful, but
only after their denominators and time periods are understood. A large national economy may contain a small premium segment; a small
economy may contain a concentrated and profitable business-to-business niche. For digital services, internet access, device capability and
payment availability can shrink the practical market long before customer preference is measured.

The second stage is segment relevance. The marketer specifies who has the problem, what substitute they use today, what usage conditions
matter and what minimum capabilities the customer requires. The third stage is reachability. Customers may be relevant but difficult to reach
because retail coverage is sparse, addresses are unreliable, language support is absent, platform access is limited, required product
registration is incomplete or payments fail. The fourth stage is economic serviceability. Expected contribution must cover customer
acquisition, channel margins, localization, customer support, returns, fraud, payment losses and the working capital created by the route to
market. The final stage is responsible targetability. Some demand should not be pursued because the product is unsuitable for the customer,
the marketing method depends on prohibited data, the customer is unusually vulnerable to manipulation, or the foreseeable harms are
disproportionate to the value offered.

16.4.1 Building a country-market evidence stack

A defensible country-market screen combines multiple evidence layers rather than allowing one index to dominate. Macro and sector data
establish broad scale and trajectory. Customer evidence tests needs, willingness to pay and use conditions. Competitive intelligence examines
substitutes, price ladders, channel control and share concentration. Institutional evidence identifies product registration, data rules,
advertising restrictions, local standards and consumer-protection obligations. Route-to-market evidence estimates physical and digital reach.
Unit economics tests whether the opportunity remains attractive after local costs. The evidence stack should include both positive signals and
explicit disconfirming evidence because expansion teams are vulnerable to confirmation bias once senior leadership has announced a target
country.

Table 16.5. International market-intelligence evidence stack.

Illustrative evidence Failure if omitted

Questions

Official statistics, industry shipments, trade

How large is the relevant category and how fast

Population or GDP is mistaken for

Demand g - data, household expenditure, firm counts
" ) ) '
is it changing? transaction data. addressable demand.
Customer Who experiences the problem, how do they Interviews, observation, surveys, panels, Headquarters assumptions are
solve it, and what do they value or reject? search data, product tests, service records. mistaken for customer knowledge.
Competition What alternatives already define customer ﬁi;?f:/li:\L/Jvdsltsyurgﬁgkf?:g:giea??:;ab?tl:tgbufztrore The firm overestimates differentiation
P expectations and price anchors? P ports. app or underestimates incumbent access.
or web evidence.
Can the segment actually be reached, paid by Channel maps, lnternet/d_e vice use, payment Demand exists on paper but cannot
Access rails, retail coverage, logistics service levels, ]
and served? ; convert to transactions.
media reach.
- Which laws, standards, norms and enforcement | Regulators, statutes, standards bodies, Mandatory adaptation arrives late and
Institutions ; - - - .
practices constrain the offer or message? professional advice, platform rules. destroys the launch economics.
Does expected contribution justify local Landed-cost model, price research, CAC, Revenue growth is pursued without
Economics acquisition, channel, service and adaptation margin waterfall, returns and fraud economically viable customer

costs?

assumptions.

growth.

Moral legitimacy

Who bears risks or harms that the commercial
model may externalize?

Vulnerability analysis, privacy assessment,
complaints, community or stakeholder
evidence.

Profitable demand is treated as self-
validating even when service is
exploitative or deceptive.

16.4.2 Weighted country scores: useful discipline, false precision

Many firms convert the screen into a weighted score. Let S_j denote the score for country j, w_k the weight on criterion k, and z_jk the
normalized score of country j on that criterion. A simple portfolio score is S_j = X(w_k z_jk), summed across the selected criteria, where the
weights sum to one. The calculation can force decision makers to state what matters and can reveal how rankings change when assumptions
change. It does not transform judgment into objective truth. A criterion may be measured badly, weights may embed management preference,
variables may be correlated, and an average score can hide a fatal constraint such as prohibited product claims or an unavailable distribution
license.

PRACTICE TOOL | Use a weighted country score as a conversation map, not an automatic selector. Always add three tests: a knockout-constraint test for
non-negotiable legal or capability requirements; a sensitivity test showing how rankings change under plausible alternative weights; and a narrative evidence
note explaining the mechanism behind every high or low score.

16.4.3 Worked example: three-country portfolio prioritization

Suppose an African software firm already has strategic permission from Chapter 15 to consider three neighboring markets. It evaluates
customer demand, digital reach, channel or partnership access, expected contribution, institutional complexity and learning value on a 0-100
scale. The following numbers are deliberately hypothetical. They illustrate the method rather than describe actual countries.
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Table 16.6. lllustrative weighted country-market screen.

erio eig arket A arket B arke

Demand growth 0.2 85 70 60

Reachable digital segment 0.2 55 80 75
Channel/partner access 0.15 70 65 85

Expected unit contribution 0.2 60 75 55
Institutional simplicity 0.15 80 55 65

Strategic learning value 0.1 65 90 75

The weighted scores are 69.0 for Market A, 72.0 for Market B and 68.0 for Market C. Market B ranks first, but the ranking is not a decision.
If institutional simplicity is a hard launch constraint because the firm lacks local compliance capacity, Market A may be more feasible. If the
objective is to maximize organizational learning before a larger regional rollout, Market B's learning value could justify a staged pilot even if
its regulatory complexity raises cost. The professional output is therefore a recommendation with assumptions, constraints and evidence gaps,
not a league table.

16.5 International Marketing Research: Comparability Before Comparison

Cross-country research is vulnerable to a seductive error: two datasets can have identical column names and still measure different realities.
International marketing research must establish equivalence at several levels before averages, regression coefficients or segment sizes are
compared. Translation equivalence asks whether respondents encounter the same meaning. Conceptual equivalence asks whether the
construct itself has comparable relevance. Sampling equivalence asks whether the covered populations are similarly representative.
Measurement equivalence asks whether a scale operates similarly across groups. Temporal equivalence asks whether data refer to
comparable market conditions. Platform equivalence asks whether the digital traces were generated under similar algorithms, device
ecosystems or access rates.

This is not a theoretical nicety. If an online survey reaches mostly affluent urban smartphone users in one country and a broad national panel
in another, a cross-country difference can be a sampling artifact. If a five-point agreement scale is translated literally but one language
version sounds more socially confrontational, response distributions can shift without underlying preferences changing. If a retailer records
an active customer as anyone purchasing in 90 days while another country uses 30 days, a regional dashboard can manufacture differences
through definitions.

16.5.1 Translation, transcreation and cognitive equivalence

Brislin's (1970) classic back-translation method remains a useful quality-control technique: a source questionnaire is translated into the target
language and independently translated back so discrepancies can be examined. However, literal back-translation is not enough. Modern
practice should also use bilingual expert review, cognitive interviewing and field piloting to test what respondents think a question means. A
technically faithful translation can still fail when category terms, financial concepts, service expectations or idioms have no direct equivalent.

The research team should distinguish translation from transcreation. Translation aims to preserve semantic content. Transcreation recreates
communicative effect when a literal rendering would be awkward, misleading or culturally meaningless. Transcreation is often appropriate
for customer-facing messages but requires greater governance in research instruments because changing emotional tone can change the
construct being measured. Researchers should document which items were adapted and why, rather than presenting localized instruments as
mechanically identical.

16.5.2 Measurement invariance

Steenkamp and Baumgartner (1998) provided a foundational framework for testing measurement invariance in cross-national consumer research. In
simplified terms, configural invariance asks whether the same pattern of indicators represents the construct across groups. Metric invariance asks
whether relationships between indicators and the latent construct are sufficiently comparable to compare associations. Scalar invariance adds
comparable intercepts, allowing stronger comparisons of latent means. In applied work, invariance is not always all-or-nothing. Methodological
reviews note that partial invariance is frequently examined when a limited number of parameters differ, but the researcher must justify which
comparisons remain defensible and report the exceptions rather than quietly treating the scale as fully equivalent (Putnick & Bornstein, 2016). The
exact statistical procedures belong to advanced measurement analysis, but the managerial implication is crucial: a market ranking based on average
survey scores is weak if the scale has not been shown to carry sufficiently comparable meaning across countries.

Table 16.7. Equivalence questions before cross-country comparison.

Equivalence layer ‘ Question ‘ What can go wrong Professional response
Conceptual Does the construct exist and matter | “Convenience” may refer to delivery speed in | Qualitative discovery and local expert
P similarly? one market and physical proximity in another. | review before scale transfer.
. : Forward translation, independent review
. . Do words and examples carry Literal translation changes tone, category : ’ A
Semantic / translation comparable meaning? boundaries or implied social status. pack—t'ranslatlon where useful, cognitive
interviews.
. Avre covered populations One sample is urban and connected while Define target pppulathn gnd f'rame
Sampling . . . separately; weight or limit claims
comparable? another is nationally representative.

transparently.
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Equivalence layer Question What can go wrong Professional response
Do scale items relate to the A score difference reflects scale functioning, Ut mqasurement |r1var|_ance where latent
Measurement — comparisons matter; avoid unsupported
construct similarly? not preference. -
mean ranking.
Do observations represent One market is measured during a promotion, Align field windows or model/report the
Temporal - . . : - .
comparable periods and shocks? election, shortage or inflation spike. disturbance.
L plele behaw_ours e Different recommendation systems or app Record platform version, placement,
Digital-platform comparable interfaces and - " A . .
- versions alter clicks and conversion. targeting rule and exposure denominator.
algorithms?
. Are monetary responses Nominal currency values conceal purchasing- | Report local currency first, then clearly
Currency / price . - - - L -
comparable? power and inflation differences. defined normalization for comparison.
EVIDENCE CHECK | Cross-country data are not comparable merely because they came from the same vendor, survey platform or analytics tool.
Comparability is a claim that must be supported at the level relevant to the decision.

16.5.3 Data availability, informal markets and the danger of digital visibility bias

International marketers increasingly use search trends, marketplace transactions, social listening, mobile location data, payment records and
advertising-platform signals. These sources can be timely, but they systematically favor people and transactions that are digitally visible. The
bias matters in African markets where connectivity is expanding but remains uneven. ITU's 2025 estimate that only about 36% of Africans
used the Internet, with a much lower rural rate, means that digital trace data may be highly informative about connected segments while
saying little about the rest of the market. The correct response is not to reject digital data. It is to define the population to which the signal
legitimately refers and triangulate it with offline evidence where broader claims are required.

UN Trade and Development has repeatedly warned that e-commerce measurement remains difficult because definitions, enterprise coverage
and data sources vary across countries. Some statistical systems count orders placed through websites or apps; others include orders made
through electronic data interchange or email; many countries do not publish complete cross-border breakdowns. International marketing
dashboards should therefore record source definitions rather than treating a global e-commerce number as a universal denominator (UN
Trade and Development [UNCTADY], 2024).

16.5.4 Research ethics and cross-border customer data

Research legality and research legitimacy can diverge. A dataset may be technically accessible through a broker, platform or partner yet still
create privacy, consent or fairness concerns. Cross-border research should establish the lawful basis for collection and use, minimum
necessary variables, retention period, access controls, international-transfer conditions, re-identification risk and the customer's reasonable
expectation. Rwanda provides a particularly useful African example because Law No. 058/2021 applies not only to processors established in
Rwanda but also to entities outside Rwanda that process personal data of data subjects located in Rwanda. Articles 48-50 establish conditions
for sharing or transferring personal data outside Rwanda and for storage outside the country (Data Protection and Privacy Office [DPO],
2021). This means that international marketing architecture can have compliance consequences even when the analytics platform or agency
sits abroad.

16.6 International Segmentation, Targeting, Positioning and Market-Portfolio Prioritization

Chapter 10 developed STP as a general marketing discipline. International marketing adds two design questions. First, should segmentation
begin with countries or with customer needs that cut across countries? Second, how should the firm allocate scarce marketing attention across
country-segment combinations? The answer is rarely one-dimensional. Countries matter because law, currency, media, language and
distribution are partly territorial. Customers also share jobs-to-be-done, professional identities, aspirations and usage patterns across borders.
A strong international segmentation system is therefore nested: country or institutional context constrains access, while customer-level
variables explain heterogeneity within and across countries.

16.6.1 Country-as-segment is usually too crude

Treating “Kenya,” “Germany” or “Brazil” as a customer segment confuses jurisdiction with demand. Within any country, customers differ in
income, life stage, occupation, language, location, technology access, category involvement and willingness to pay. Conversely, a cross-
border segment such as small online exporters, urban motorcycle couriers, diaspora remittance users or safety-conscious industrial buyers
may resemble one another across several countries more than they resemble other customers in their own country. Nationality can be
relevant, but it is neither a complete causal explanation nor an ethically acceptable substitute for customer evidence.

The practical segmentation sequence is to define the need or use situation, identify variables that explain differences in response, test whether
segments can be identified and reached in each market, and then map country-specific constraints around them. A global segment is useful
only if its similarities are commercially meaningful and operationally actionable. A segment that looks statistically coherent but requires
different products, prices, media and channels in every country may offer little global scale.

16.6.2 Three architectures for international segmentation

A universal-segment architecture identifies essentially the same customer segment across markets and serves it with a largely common value
proposition. A clustered-market architecture groups countries or regions where customer and institutional conditions are sufficiently similar
to share major marketing decisions. A local-segment architecture allows country-specific segment definitions where category meanings or
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market structures differ substantially. Most mature international portfolios use combinations of all three. The challenge is to preserve a
common data dictionary so local learning can still accumulate at the enterprise level.

16.6.3 International positioning: global, local and foreign cultural meaning

International positioning also changes because brands carry signals about origin, modernity, authenticity and belonging. Alden, Steenkamp
and Batra (1999) distinguished global consumer culture positioning from local and foreign cultural positioning. The framework remains
useful because a brand can deliberately invoke cosmopolitan belonging, local identity or an attractive foreign association. Yet these are
strategic frames, not moral entitlements. Cultural symbols should not be appropriated mechanically, and marketers should not assume that
“global” means superior or that local identity should be turned into decorative folklore.

Positioning must also survive translation into proof. A “premium” promise in one country may require retail environment, service response
and product cues that do not exist in another. A “local” promise can become deceptive when the firm implies domestic origin or community
embeddedness it does not possess. International positioning should therefore specify the target segment, frame of reference, differentiated
benefit, reason to believe, local evidence needed to sustain the claim, and any elements that must remain invariant across countries to
preserve brand integrity.

16.6.4 Portfolio prioritization across country-segment cells

International marketers rarely have enough budget to develop every country-segment combination simultaneously. Portfolio prioritization
should compare expected value, learning, scalability and risk rather than allocating spend mechanically by historical revenue. A new market
with modest current sales can deserve investment if customer economics are strong and the learning is transferable. A large market can
deserve retrenchment if acquisition cost, channel dependency or regulatory uncertainty make incremental growth unattractive. The key
discipline is to distinguish sunk cost from future expected contribution and to make exit or pause conditions explicit.

16.7 Standardization, Adaptation and the Economics of Localization

The standardization-adaptation decision becomes clearer when it is decomposed into specific elements. Standardization means preserving a
common element across markets because the underlying customer need, brand logic, technology, process or governance requirement is
sufficiently similar. Adaptation means changing an element because local conditions alter customer value, access, legitimacy or economics.
Localization is the operational work through which adaptation is implemented in a particular language, jurisdiction, channel or user context.
These concepts overlap but should not be collapsed. A firm may standardize its product platform while localizing packaging, language, price
and service. It may standardize a brand promise while adapting proof points and media.

STANDARDIZATION, ADAPTATION AND MODULAR LOCALIZATION

The economically useful question is not global or local, but which elements should remain invariant and which should change
' N s N s ~
GLOBAL CORE LOCAL MODULES MANDATORY LOCALIZATION
@ brand promise @ language / transcreation ® law /labels
@ safety / quality floor ® pack size / features ® tax/duties
@ data definitions @ price architecture @ technical standards
@ core design system @ channel mix ® privacy / data transfer
@® governance standards ® media/ creators @ restricted claims
\ J \ J \. J
Design for coherence, not uniformity. Adapt where meaning, access, economics or legitimate rules require it.

Figure 16.3. Standardization, adaptation and modular localization.
Source/Note: Author's synthesis. The framework separates global core elements, discretionary local modules and mandatory localization. The
categories should be assigned by evidence rather than by headquarters preference.

16.7.1 Why firms standardize

Standardization can create scale economies in product development, creative production, media assets, packaging procurement, technology,
analytics and training. It can accelerate market entry because a proven system does not need to be reinvented. It can strengthen brand
recognition among travelers, diaspora communities and digitally connected customers. It can also improve data comparability because
identical definitions and experiments are easier to aggregate. These are real advantages, especially when customers use products similarly
and when technical standards, retail formats and media ecosystems are converging.

Standardization also has a governance benefit that is sometimes overlooked. Common product-safety floors, accessibility requirements, data
definitions and claim substantiation can prevent local commercial pressure from eroding basic standards. A company should not localize its
commitment to truth, product safety or respect for customer privacy downward merely because enforcement is weaker in one jurisdiction.
Global coherence can therefore be ethically protective as well as economically efficient.
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16.7.2 Why firms adapt

Adaptation is justified when the causal mechanism linking the marketing element to customer value changes materially across markets.
Mandatory adaptation arises from law, technical standards, language, taxes, labeling, data rules or product registration. Market adaptation
arises from customer preferences, use conditions, competitors, income constraints, channel structure, payment practices, climate,
infrastructure or service expectations. Strategic adaptation may also be used to obtain learning, build legitimacy or create a new category. The
important distinction is between relevant heterogeneity and decorative localization. Changing colors, slogans or packaging without evidence
of a meaningful mechanism can increase complexity without increasing value.

Institutional and infrastructural differences often matter more than abstract national-culture scores. A mobile application may require
adaptation because bandwidth is expensive, devices have limited storage, mobile money dominates payment or addresses are non-standard. A
food product may require different pack sizes because purchase frequency and cash-flow patterns differ. An industrial service may need local
technical documentation because procurement standards or certification rules differ. These are observable mechanisms that can be tested. By
contrast, a claim that “Country X is collectivist, so customers want feature Y” is too coarse to support a marketing decision without
customer-level evidence.

16.7.3 The economics of adaptation

Adaptation should be evaluated as an incremental investment. Let Q_A and Q_S denote expected unit volume under the adapted and
standardized versions; CM_A and CM_S denote contribution margin per unit after variable marketing, channel and service costs; and F_L
denote fixed localization cost. The incremental profit from adaptation is:

Incremental profit=(Q_AXCM_A)-(Q_SxCM_S)-F_L

Adaptation is economically attractive when expected incremental profit is positive after risk and opportunity cost are considered. The
equation makes two managerial points. First, adaptation can be worthwhile even if unit margin falls, provided the increase in volume,
retention or price realization is large enough. Second, an adaptation that increases conversion can still destroy value if fixed development,
compliance, SKU, inventory, support or channel complexity costs are underestimated.

WORKED EXAMPLE | A standardized appliance is expected to sell 18,000 units at a contribution margin of US$28. A localized version would require
US$120,000 of fixed engineering, certification and launch work, but is expected to sell 25,000 units at a contribution margin of US$26 because the localized
model has slightly higher variable cost. Standardized contribution is US$504,000. Adapted contribution before fixed localization cost is US$650,000; after
the US$120,000 fixed cost it is US$530,000. Expected incremental profit is therefore US$26,000. The decision is positive but fragile: a small demand
shortfall can eliminate the benefit. Management should test the volume assumption and ask whether the adaptation creates reusable learning for other
markets. The break-even adapted volume is (US$504,000 + US$120,000) / US$26 = 24,000 units. The 25,000-unit forecast therefore provides a cushion of
only 1,000 units, making the decision economically positive but sensitive to forecast error.

16.7.4 Localization complexity and adaptation debt

Localization creates a hidden liability when the number of variants grows faster than the organization can govern them. Every local SKU,
price list, claim, landing page, warranty rule, customer-service script and analytics tag can require maintenance. Over time, country teams
may inherit exceptions that nobody remembers authorizing. This adaptation debt raises error rates, slows global launches and makes
compliance harder. Firms should therefore design modular architectures in which a stable global core can be combined with a controlled set
of local modules. The goal is not minimum localization but minimum unmanaged complexity.

A useful governance rule is that every localized element should have an owner, a stated rationale, a review date and an exit condition. If the
original reason disappears, the adaptation should be reconsidered. For example, a payment method added because cards were rare may no
longer justify separate operational logic once interoperable mobile or instant-payment systems mature. International marketing requires not
only the ability to localize but also the discipline to de-localize when conditions converge.

16.8 International Product and Service Strategy

Chapter 10 explained products and services as bundles of benefits, attributes and experiences. International marketing asks which elements
must change when the offer crosses borders. The analysis should begin with the customer job and the use environment. Product failure
abroad is often blamed on taste when the deeper cause is compatibility: voltage, climate, network bands, device memory, language, package
size, local standards, maintenance capability, payment workflow or after-sales access. A global product can be technically identical and
experientially different because the surrounding service system changes.

16.8.1 Product architecture and use-context adaptation

A product can be decomposed into a core architecture, optional modules and market-specific interfaces. Core architecture may include
components whose commonality creates engineering scale and quality control. Market modules may include plug types, keyboard layouts,
language packs, local content, storage configurations, packaging sizes or payment options. Interfaces include labels, instructions, customer
support, warranty terms and onboarding. This decomposition allows the firm to localize what customers touch without unnecessarily
duplicating what they do not.

The managerial test is functional equivalence. Does the product deliver the promised benefit under local conditions? A solar-powered device
marketed as reliable must account for installation, battery availability and service. A cloud application must work under local bandwidth,
identity and payment constraints. A packaged food must retain quality through local distribution conditions. A financial service must
accommodate local income timing and disclosure requirements. Product adaptation becomes evidence-based when it is tied to a specific
failure mode or opportunity rather than to a generalized idea of cultural difference.
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16.8.2 Packaging, labeling and size architecture

Packaging performs several international functions simultaneously: protection, logistics, regulatory disclosure, brand communication,
convenience and price architecture. Small package sizes can lower the cash amount required for each purchase, expanding access where
incomes are irregular, but they can also raise unit prices and packaging waste. Large packs can appear economical yet be unaffordable at the
point of purchase. International marketers should therefore distinguish affordability per transaction from value per unit, and they should not
imply that the smaller pack is “cheaper” when its unit price is materially higher.

Labels also carry legal and ethical weight. Ingredient lists, health claims, safety warnings, country of origin, recycling instructions and
language requirements vary. Mandatory text should not be hidden by aesthetic localization. Where literacy or language diversity creates a
foreseeable risk of misunderstanding, icons, demonstrations or assisted selling may be necessary even if the law only specifies written
disclosure.

16.8.3 Services, service guarantees and cross-border consistency

Services are especially sensitive to context because production and consumption often involve people, language and local institutions. A
bank, airline, software company or professional-services firm can standardize a service promise but deliver it through very different local
processes. The brand therefore needs a global service floor and local service design. The floor defines non-negotiable commitments such as
response integrity, complaint escalation, security and respect. Local design specifies channel availability, hours, languages, identity
verification, payment methods, response time and authorized remedies.

Service guarantees should be calibrated to what the local operating system can actually fulfill. A promise copied from a mature market can
become deceptive if spare parts, refunds or customer support are unavailable locally. Conversely, offering systematically weaker remedies in
markets with lower enforcement may be legally permissible yet morally questionable. Global brands should be able to explain why materially
different service levels are justified by objective constraints rather than by unequal regard for customers.

16.8.4 Cross-border innovation and reverse learning

International marketing can generate innovation that later travels in the opposite direction. Products designed for constrained infrastructure,
mobile-first usage, low transaction values or informal distribution can reveal simpler architectures useful elsewhere. This is often described
as reverse innovation, but the label should not obscure the underlying mechanism: local problem solving creates knowledge that can be
recombined across markets. Chapter 20 will develop innovation and technology strategy in depth; here the marketing lesson is that foreign
markets should not be treated only as destinations for home-country products. They are also sources of customer insight and design
knowledge.

Table 16.8. Product and service adaptation triggers.

Trigger

Illustrative question Likely response Evidence required

Will the product physically or digitally
function under local standards and
infrastructure?

Standards, testing, field trials, failure

Technical compatibility data.

Mandatory or functional adaptation.

Do customers use, share, store, finance or
maintain the offering differently?

Feature, package or service-process
adaptation.

Observation, usage data, interviews,

Customer use context .
pilots.

Price research, income/cash-flow
evidence, churn/default data where
relevant.

Is the transaction amount compatible with
customer cash-flow patterns?

Pack-size, tiering, financing or service-

Affordability / cash flow bundle redesign.

Can customers understand instructions,
claims, risks and support?

Translation, transcreation, icons, assisted
onboarding.

Comprehension tests and service

Language / literacy records.

Regulation

Do product, label, warranty or claim rules
differ?

Mandatory adaptation or delayed launch.

Primary law, regulator guidance,
professional review.

Avre installation, repair, returns and support

Local partner, spare-parts, warranty and

Service-level data, partner capability

Service ecosystem

realistically available? escalation design. audit.

Do names, symbols, usage occasions or
social meanings alter adoption?

Selective brand, naming or communication
adaptation.

Local qualitative research plus

Cultural meaning behavioral testing.

16.9 Global Branding, Country of Origin and Reputation

A global brand is not merely a name used in many countries. It is a coordinated system of meanings, promises, identifiers, evidence and
experiences that customers encounter across markets. International branding must preserve enough continuity for recognition and trust while
allowing local meaning to remain intelligible. The central governance question is which brand elements are identity-defining and which are
executional.

16.9.1 Perceived globalness and the limits of global prestige

Research has shown that perceived brand globalness can itself contribute to brand value when customers associate global reach with quality,
prestige or modernity (Steenkamp, Batra, & Alden, 2003). That association is contingent rather than universal. In some categories, local
origin signals freshness, cultural authenticity, employment, national pride or regulatory familiarity. In others, foreign origin can carry
superior or inferior associations depending on category and historical context. International marketers should therefore measure the origin
cue rather than assume that foreignness or globalness has a fixed sign.
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16.9.2 Country-of-origin effects

Country-of-origin research examines how beliefs about where a product, brand, design or manufacturing activity comes from affect
evaluation. Verlegh and Steenkamp's (1999) meta-analysis found that origin can influence perceived quality, attitudes and purchase intention,
but the magnitude varies by product and context. Modern supply chains complicate the cue because brand origin, design origin,
manufacturing location and corporate ownership can differ. A smartphone can be designed in one country, assembled in another, use
components from several more and be marketed through a locally embedded brand team. The responsible marketer should not manufacture a
misleading “local” identity by selectively emphasizing one part of that chain.

16.9.3 Brand architecture across countries

International firms use several brand architectures. A branded house applies a common master brand across offerings; a house of brands
allows distinct brands to target different segments; endorsed architectures link local or acquired brands to a corporate name; hybrid systems
combine them. Cross-border expansion can pressure firms toward simplification because each additional local brand requires investment,
governance and reputation management. Yet deleting a local brand can destroy trust, heritage or channel relationships that the acquiring firm
does not fully understand.

Brand architecture should therefore be assessed on customer recognition, segment fit, transferability of reputation, legal availability of names,
digital discoverability, cost to support, cross-market spillovers and the risk of confusion. The corporate brand may remain invisible where
local product brands are strong, but the organization still needs internal rules governing quality, claims and crisis escalation because a scandal
in one market can travel rapidly through global media even when customer-facing names differ.

16.9.4 Geopolitics, reputation and consumer response

Brands increasingly operate inside geopolitical narratives. Sanctions, diplomatic conflict, war, allegations about labor conditions, data
security or national industrial policy can alter customer and government attitudes quickly. International marketers should not reduce these
issues to “reputation risk” as though the only concern were sales. Some controversies involve genuine moral or legal obligations. Others
involve contested claims, disinformation or symbolic boycotts whose commercial effects are uncertain. The professional task is to verify
facts, separate political preference from legal obligation, protect employee and customer safety, communicate truthfully and avoid
opportunistically exploiting conflict for brand attention.

MANAGERIAL INSIGHT | A global brand needs a global truth standard. Local adaptation can change language, emphasis and cultural expression, but it
should not create materially inconsistent claims about product quality, origin, safety, environmental performance or social impact.

16.10 International Pricing, Affordability and Price Architecture

International pricing sits at the intersection of customer value, local competition, purchasing power, tax, trade costs, channels and currency.
Chapter 10 developed the general logic of cost-, competition-, demand- and value-informed pricing. Chapter 16 asks why a price that is
coherent at home can become commercially or ethically incoherent abroad. Chapter 17 will then develop the corporate foreign-exchange
exposures and hedging instruments created by these transactions.

16.10.1 Price escalation and the customer price waterfall

A cross-border product can experience price escalation as freight, insurance, duties, compliance costs, distributor margins, retail margins,
local taxes, financing and service are added. The marketer should build a transparent price waterfall rather than apply a home-market margin
percentage to an export cost. The exact tax base and recoverability of value-added tax vary by jurisdiction, so the following equation is only a
managerial template, not a tax rule:

Indicative customer price = landed cost + compliance/service cost + channel margins + applicable indirect taxes

Landed cost itself draws on the logistics logic developed in Chapter 11 and trade-policy inputs from Chapter 14. International marketing
owns the customer-side consequence: whether the resulting price still fits willingness to pay, competitor references and the brand position. A
low factory cost does not guarantee an affordable shelf price, and a high local price does not necessarily indicate excessive margin if trade
and distribution costs are structurally high. The analysis must decompose the waterfall before making a fairness judgment.

16.10.2 Worked example: price escalation

WORKED EXAMPLE | Assume a device leaves the factory at US$80. Freight, insurance and import handling add US$10, producing a customs-value
simplification of US$90. An illustrative 10% duty adds US$9, local compliance and warehousing add US$6, and the distributor requires a 15% markup on
its US$105 cost, adding US$15.75. The retailer then applies a 20% markup on US$120.75, adding US$24.15. Before any jurisdiction-specific indirect tax,
the indicative shelf price is US$144.90. The example shows why a product that appears to have a 45% gap between factory and shelf price may not contain a
45% retailer margin. Every component must be verified against actual customs valuation, tax and channel contracts.

16.10.3 Purchasing power, affordability and willingness to pay

Currency conversion is not an affordability model. Two customers paying the same US-dollar equivalent may experience very different
economic burdens relative to income, cash-flow volatility, credit access and substitute prices. International pricing should therefore combine
local willingness-to-pay evidence with affordability analysis. Purchasing-power-parity indicators can provide broad context but should not be
treated as customer-level price recommendations. In many emerging markets, transaction size and payment timing can matter as much as
headline price. Prepaid plans, smaller package sizes, installment finance or pay-as-you-go models can increase accessibility, but they must be
assessed for total cost, transparency and risk of overextension.
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16.10.4 Price discrimination, fairness and arbitrage

International price differences are not inherently unfair. Cost-to-serve, tax, competitive structure, local income, service scope and strategic
objectives can justify different prices. The ethical problem arises when differences exploit information asymmetry, vulnerability or lack of
alternatives without a defensible cost or value rationale. A life-essential product, for example, raises different moral questions from a luxury
subscription. Firms should be able to explain the principle behind material price differences rather than hiding behind the observation that
customers are willing to pay.

Price gaps can also create parallel trade or gray markets when products are moved from low-price to high-price countries outside authorized
channels. The problem is partly legal and partly economic. The marketer must consider warranty, channel conflict, consumer confusion and
the possibility that extreme price differentiation is unsustainable once online price comparison and cross-border marketplaces reduce
information frictions. Chapter 19 will address relevant legal doctrine where required.

16.10.5 Transfer-pricing awareness without confusing transfer price and customer price

Transfer pricing concerns prices and conditions for transactions between associated enterprises, not the retail price charged to the final
customer. International marketers nevertheless need awareness because local brand investment, marketing intangibles, distribution functions
and intercompany charges can affect entity profitability and tax scrutiny. The OECD Transfer Pricing Guidelines (2022) emphasize arm's-
length analysis of controlled transactions and specific identification of intangibles rather than relying on vague labels. Marketing teams
should therefore document who performs and controls economically significant marketing functions and who funds local market
development, while tax professionals determine compliant treatment. Chapter 16 does not teach transfer-pricing methods.

16.10.6 A live illustration: Spotify price localization

Spotify provides a simple current illustration of international customer pricing without requiring a currency conversion to declare one market
“cheap” or “expensive.” In August 2026, Spotify's official Premium pages listed the Individual plan at US$12.99 per month in the United
States, US$3.29 per month in Rwanda and NGN1,600 per month in Nigeria, each subject to local terms and promotional conditions (Spotify,
n.d.-b, n.d.-c, n.d.-d). The prices show deliberate geographic differentiation. They do not by themselves reveal whether the price is optimal or
fair. A complete analysis would require local purchasing power, payment costs, content rights, taxes, competitive alternatives, plan mix,
churn, acquisition and contribution data.

16.11 International Distribution, Channel Partners and Route to Market

A market does not become accessible merely because customers want the product. International route to market is the customer-facing
architecture through which demand is converted into availability, transaction, delivery, service and repeat purchase. It includes the
intermediaries and platforms that shape customer access, but it should not be confused with the physical logistics execution developed in
Chapter 11 or the corporate entry modes developed in Chapter 15. The international-marketing question is which customer-facing channel
system can provide sufficient reach, economics, control, information and service quality in the target market.

16.11.1 Channel intensity, reach and control

International channel design usually trades reach against control and cost. Broad independent distribution can expand access quickly but can
weaken price discipline, customer-data visibility and service consistency. Direct channels provide greater control over experience and first-
party data but require stronger local capabilities and can be expensive to build. Selective distribution can preserve service and brand
standards while sacrificing some reach. The appropriate architecture depends on category economics, customer search behavior, purchase
frequency, product complexity, after-sales requirements and channel concentration.

The marketer should distinguish numerical distribution from effective distribution. A product listed in many outlets may still be unavailable
in the stores used by the target segment, badly displayed, frequently out of stock or unsupported by sales staff. In digital markets, an app may
be technically available nationwide yet practically invisible because platform ranking, device compatibility, data cost or payment failure
suppresses conversion. Route-to-market metrics should therefore follow the customer journey rather than count channel contracts.

16.11.2 Distributors, agents and local commercial partners

Local partners can contribute relationships, market knowledge, regulatory familiarity, sales force, service capacity and working capital. They
can also become a source of dependency if the foreign firm lacks direct customer knowledge or cannot verify what happens downstream.
Partner selection should therefore assess customer coverage, category capability, financial strength, reputation, compliance history, service
resources, data quality, conflict of interest, sub-distributor governance and willingness to invest in the brand. A partner with the largest
current network is not necessarily the best partner if incentives encourage discounting, gray-market diversion or weak customer support.

Commercial agreements should define decision rights rather than relying on vague expectations of “partnership.” Relevant questions include
who sets recommended prices, who owns customer data, who approves claims, which service levels are mandatory, how returns are handled,
how inventory is reported, what audit rights exist, which marketing-development funds can be claimed, and what triggers remediation or exit.
These issues intersect contract law, tax and competition law, so specialist review may be required. The marketing contribution is to specify
the customer and brand consequences that the agreement must protect.

16.11.3 Informal and hybrid retail systems

In many African markets, informal and semi-formal retail is not a residual sector waiting to disappear. It can be the dominant interface
through which customers discover, compare, finance and service products. Informal retailers may offer proximity, trust, flexible quantities,
local-language explanation and informal credit that formal chains cannot replicate. International firms that ignore these networks can misread
market structure, while firms that use them without controls can face counterfeiting, inconsistent pricing, weak traceability or consumer-
remedy problems.
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A hybrid route-to-market architecture can combine formal distributors, informal retailers, field agents, social commerce, marketplaces and
direct digital engagement. The design challenge is to preserve reliable information and customer protection across heterogeneous nodes.
Training, serialized product authentication, accessible warranty verification, mobile ordering, transparent recommended prices and service
hotlines can create control without assuming every transaction will migrate immediately into a modern retail chain.

16.11.4 Cross-border e-commerce and marketplaces

Cross-border e-commerce lowers some barriers to international marketing by providing discovery, payment and transaction infrastructure
before the firm has built a full local channel. It can be particularly valuable for niche products and resource-constrained SMEs. Yet the
apparent simplicity of marketplace entry can conceal platform fees, search-ranking dependence, local tax registration, return costs,
counterfeit exposure, last-mile variability, customs delays, customer-service expectations and limited access to customer data. The firm may
gain reach while becoming strategically dependent on a platform that controls traffic and rules.

UNCTAD estimated e-commerce sales across selected economies at very large scale and has emphasized the growing economic importance
of digitally ordered trade, while also cautioning that national measurement remains incomplete and inconsistent (UNCTAD, 2024). For the
marketer, this creates a practical rule: marketplace data are strong evidence about behavior within the platform but should not automatically
be interpreted as the whole market. Platform share, category selection and user demographics shape what can be observed.

The African Continental Free Trade Area Protocol on Digital Trade, adopted in February 2024, seeks predictable and transparent rules, trust
and interoperability for intra-African digital trade (African Union, 2024). The protocol is an important institutional development, but
marketers should distinguish treaty ambition from implemented commercial conditions in each state. Harmonization can reduce friction, yet
customer experience still depends on local payments, delivery, consumer redress, data rules and platform access.

Table 16.9. Route-to-market options in international marketing.

Route Advantages Principal risks Best-fit questions
Direct local sales / High control, direct customer learning, High fixed cost, slower reach, regulatory Does margin and strategic learning
owned retail stronger service consistency. and operating burden. justify building local capability?
. . . - . . Can the partner provide auditable
Independent distributor Spe_ed, local relat!onshlps, working Data opacity, incentive co_nfllct, channel coverage and protect customer
capital, geographic coverage. dependence, brand inconsistency. )
experience’
. Local trust, assisted selling, access Training variation, fraud, supervision cost, Does the category require explanation,
Agent / field network . . . . . ;
beyond formal retail. inconsistent disclosure. onboarding or cash-proximate access?
Fast digital reach, existing traffic and Platform fees, algorithm dependence, price | Is the platform strong in the target
Marketplace - 3
transaction infrastructure. transparency, weak first-party data. segment and category?
Direct cross-border e- Control over brand and data; can serve Customs, returns, delivery variability, taxes, | Can the customer experience remain
commerce niche demand without local retail. payment failure, trust. reliable across the border?
n . Combines reach, convenience and service | Integration complexity, channel conflict, Can inventory, identity, service and
Hybrid / omnichannel : L ” . . L .
across physical and digital touchpoints. inconsistent stock and pricing. metrics be connected across channels?

AFRICAN CONTEXT | A route-to-market model built only from formal retail statistics can materially understate how customers in many African markets
discover and buy. International marketers should map the actual commercial ecology, including agents, kiosks, informal merchants, social sellers, mobile
payments and service technicians, then design controls proportionate to the channel rather than dismissing it as temporary informality.

16.11.5 International B2B, key accounts and tender-driven markets

Cross-border business-to-business marketing often depends less on mass reach than on qualification, technical credibility and coordinated
relationships. Chapter 10 introduced organizational buying centers; the international setting adds jurisdiction-specific standards, approved-
vendor lists, local representation, installation and service capability, tender calendars, financing conditions and procurement documentation.
A supplier can have a compelling technical offer and still be commercially invisible if it is not prequalified, cannot demonstrate local support
or fails to meet the evidentiary requirements of the buyer. International market intelligence for B2B therefore maps not only end demand but
also the institutional path through which the buyer is permitted to consider, test and purchase the offer.

Global and regional key accounts create a second coordination problem. A multinational customer may negotiate specifications or framework
terms centrally while country subsidiaries make purchases locally under different currencies, service expectations and procurement rules. The
international marketer should identify who owns the global relationship, which decisions remain local, how technical proof and account
history travel across borders, and how price, service and data commitments are reconciled. In public-sector or regulated tender markets,
marketing must remain especially disciplined: qualification claims, local-content representations and partner credentials must be verifiable,
and commercial pressure must never be allowed to become bid manipulation, bribery or improper influence. Detailed procurement law and
commercial diplomacy are deferred to Chapter 19.

16.12 Global Marketing Communication Across Language, Culture and Media Systems

Chapter 10 developed the fundamentals of integrated marketing communication, advertising, digital marketing and ethical persuasion.
International communication adds a translation problem, a media-system problem and a legitimacy problem. The same claim can carry
different connotations across languages; the same visual can signal status in one market and impropriety in another; the same platform can
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have radically different reach; and a tactic permitted in one jurisdiction can violate advertising or privacy rules in another. Communication
therefore requires a globally governed message architecture with locally tested execution.

16.12.1 Message invariants and local expression

A useful communication system separates message invariants from local expression. Invariants are factual and identity-defining elements that
should not change: what the product is, the substantiated benefit, material conditions, safety limitations, price terms and the core brand
promise. Local expression can change language, examples, spokesperson, humor, pacing, media format and culturally appropriate evidence.
This architecture allows the firm to adapt meaning without adapting truth.

The distinction is especially important for regulated or high-risk claims. A health, financial, environmental or comparative-performance
claim should not become stronger in a market merely because enforcement is weaker or consumers are less able to challenge it. Similarly, a
translation should not remove exclusions or warnings to make the message more persuasive. International communication governance should
require local legal review where necessary, but legal approval should be treated as a floor rather than proof that the communication is fair or
non-manipulative.

16.12.2 Translation, transcreation and brand voice

Literal translation preserves words more reliably than effects. Transcreation preserves intended communicative function by changing
wording, idiom or imagery while retaining the substantive proposition. It is often necessary for slogans, humor, storytelling and emotionally
resonant copy. However, transcreation increases the risk of claim drift. The local version can become more absolute, more urgent or more
culturally loaded than the source. A robust review compares not only language but claim strength, implied audience, emotional pressure and
omitted conditions.

Machine translation and generative Al can accelerate localization, but high-stakes messages still require competent human review. Low-
resource languages may have weaker training data and higher error rates. Models can produce fluent but culturally implausible language,
fabricate local idioms or translate regulated terms inconsistently. The firm should maintain approved terminology, provenance of source text,
version control, native-speaker review and escalation for claims involving health, finance, safety, children, religion or political sensitivity.

16.12.3 Culture without stereotyping

Cross-cultural competence is not a license to convert national averages into copywriting rules. Chapter 7 already examined the strengths and
limitations of national-culture frameworks. International marketing should use culture at the level of specific meanings and practices relevant
to the category: who makes the purchase decision, whether use is private or social, what constitutes trust, which relationships confer
credibility, how status is signaled, what religious or moral boundaries affect consumption, and how language marks formality or belonging.
These questions are best answered through local evidence, not through deterministic labels.

Respect for cultural difference also has a moral dimension. Marketers can adapt to local practice without endorsing every practice as morally
good, and they can hold moral convictions without humiliating customers whose beliefs differ. Cultural respect means accurate
understanding, non-caricature, truthful representation and refusal to manipulate sacred symbols, social vulnerabilities or identity anxieties
merely because they increase attention.

16.12.4 Media ecosystems and attention allocation

Media plans should be built from local audience behavior rather than copied from global platform usage. Internet access, smartphone
penetration, television reach, radio, outdoor media, messaging apps, creator ecosystems and retail media differ substantially across markets
and between urban and rural areas. Africa's persistent connectivity gap means that all-digital strategies can create selection effects: the
customers most visible to analytics are not always the customers most important to the market. Offline channels can remain commercially
valuable even when digital media provide superior measurement.

The marketer should also distinguish platform reach from effective attention. Low-cost impressions can be economically weak if the platform
is saturated, viewability is poor, fraud is high or the target segment cannot transact. Conversely, a small community channel or trusted creator
can generate high-quality demand even when conventional media metrics undervalue it. Media allocation should therefore connect exposure
to incremental customer outcomes rather than optimize impressions in isolation.

16.12.5 Influencers, creators and disclosure

Creators can bridge language, trust and local cultural context, but the relationship requires disclosure and claim governance. A creator who
speaks in a personal voice can make a paid message feel like independent experience. The firm should therefore define sponsorship
disclosure, claim boundaries, prohibited practices, content approval, record retention and corrective action. The appropriate disclosure format
varies by law and platform, but the moral principle is stable: commercial influence should not depend on disguising the fact that influence has
been purchased.

Table 16.10. Cross-border communication risk matrix.

Risk How it arises Control Residual judgment
Translation ch d lai A dal back-check Is the localized claim materially
Semantic drift ranslation changes product claim or pproved glossary, back-check, ) equivalent in strength and
condition. legal/technical review, native-speaker testing. .
meaning?
Cultural offense or Symbols, humor or identity references Local qualitative review, diverse pretest, W°”'$’ AR (B EIeETeE
- > . ; A experience the message as
misuse carry unintended meaning. escalation for religion/identity. respectful?
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Risk How it arises Control Residual judgment
. Local advertising, sector or disclosure rules | Market-specific compliance register and pre- Does legal compliance still leave
Regulatory mismatch ] - o r . i
differ. clearance where required. the communication manipulative?
. Audience reach or algorithmic behavior Local media evidence, incremental tests, - measureq performa_mce
Platform mismatch " . R representative of the intended
differs from the home market. fraud/viewability controls.
customer base?
. Paid relationship looks like independent Contractual disclosure, platform tools, Would the audience understand the
Influencer opacity . Lo . . . .
recommendation. monitoring and correction. commercial relationship?
— Generated content hallucinates local facts | Source grounding, approved terminology, Is the use case too consequential
Al localization error . ] - Y
or stereotypes a community. human review, provenance and audit logs. for automated publication?

16.13 Cross-Border Customer Relationships and Service Recovery

International marketing does not end at conversion. Cross-border growth becomes durable only when customer identity, service, consent,
complaints, warranties and relationships can be managed across markets. A campaign can be globally coordinated while the customer
experiences a fragmented firm: a local distributor cannot access purchase history, the website cannot recognize the customer's country, the
warranty is invalid across borders, support is unavailable in the customer's language, or an international traveler loses access because the
service catalog changes. These failures are marketing problems because they change perceived value and trust.

16.13.1 Customer identity and consent across systems

Customer relationship management often assumes a persistent identifier such as an email address, phone number, account ID or device ID.
Cross-border operations complicate this assumption through national numbering, local identity systems, data-residency rules, separate legal
entities, platform intermediaries and consent requirements. A regional CRM architecture should define which data are necessary for service,
which are optional for personalization, which entity controls them, how consent is recorded, how preferences travel across channels, and
what happens when a customer moves countries.

The firm should resist the temptation to create a “360-degree customer view” simply because technology makes aggregation possible. The
legitimate scope of customer data depends on purpose, law and reasonable expectation. More data can improve targeting while
simultaneously increasing breach risk, surveillance, bias and mistrust. Data minimization is therefore not only a legal constraint. It can be a
design principle that forces marketers to ask which information genuinely improves customer value.

16.13.2 Service recovery across borders

Service recovery is especially difficult when the failure crosses organizational boundaries. A customer may purchase through a marketplace,
receive delivery from a logistics partner, contact a local distributor and discover that the product was manufactured by a foreign parent. Each
party can insist that the failure belongs elsewhere. The customer experiences one broken promise. International marketing governance should
therefore define a customer-facing owner of the problem, even when internal cost allocation is disputed later.

Recovery standards should consider severity, vulnerability, reversibility and local remedy expectations. A delayed entertainment subscription
and a defective medical device are not equivalent. The objective is not to make every country's remedy identical, but to ensure that material
differences can be justified and that customers have accessible escalation. Complaint data should also feed market learning. Repeated “local
exceptions” can reveal a structural flaw in product adaptation, channel governance or communication.

16.13.3 Diaspora, travel and cross-border customer continuity

International markets are not bounded neatly by residence. Diaspora communities, migrant workers, business travelers and cross-border
families create customer journeys that connect countries. They can be early adopters of products from home markets, trusted sources of word
of mouth and users of remittances, travel, media or communication services. International marketers should recognize these transnational
segments without reducing diaspora identity to nostalgia or treating family networks as merely distribution channels. The relevant questions
are what needs cross borders, how trust travels through relationships and how the firm can preserve service continuity when customer
location changes.

16.14 International Marketing Analytics and Campaign Evaluation

International analytics must solve two problems simultaneously: local truth and cross-market comparability. Local teams need metrics that
reflect their market economics. Headquarters needs common definitions to allocate resources and learn across countries. If standardization is
too rigid, important local mechanisms disappear. If every market defines metrics differently, the portfolio cannot be governed. The solution is
a layered measurement architecture with a common metric dictionary, local diagnostic metrics and explicit reconciliation rules.
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INTERNATIONAL MARKETING EVIDENCE AND CONTROL LOOP
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Figure 16.4. International marketing evidence and control loop.
Source/Note: Author's synthesis. The loop connects common definitions to local signals, causal tests, portfolio decisions and learning.
Analytics does not remove the need for accountable judgment.

16.14.1 Common definitions and local denominators

Every cross-country dashboard should define the denominator, time basis, customer status and currency treatment of its core metrics.
Conversion can mean orders divided by visits, buyers divided by leads, or subscriptions divided by trial starts. Retention can be measured
after 30, 90 or 365 days. Market share can be value, volume, shipment, installed base or active users. Customer acquisition cost can include
only media or all incremental acquisition expense. A visually elegant dashboard built from inconsistent definitions can produce worse
decisions than separate local reports because it creates false confidence.

The metric dictionary should therefore state formula, source system, owner, refresh frequency, inclusion rules, market exceptions and known
limitations. Local teams may add diagnostic metrics, but common portfolio metrics should not be redefined silently. Where local market
structure makes a common measure invalid, the difference should be explicit rather than forced into a misleading standard.

16.14.2 Local currency, reporting currency and constant-currency views

International marketing performance can appear to improve or deteriorate because exchange rates change even when customer behavior is
stable. Marketing leaders should usually view performance first in local currency to understand customer economics, then in reporting
currency to understand consolidated business impact, and where appropriate on a constant-currency basis to isolate operational change.
Chapter 17 will develop exchange-rate exposure in depth; the marketing principle is simply that currency translation should not be mistaken
for customer growth.

A simple constant-currency comparison restates current-period results using a defined prior-period exchange-rate basis. The method must be
documented because alternative rate conventions can change the result. Constant-currency growth is an analytical adjustment, not cash flow
and not a hedge. It can help explain operations, but it should never be used to hide the real reporting-currency consequence of depreciation.

16.14.3 Attribution, incrementality and cross-market experiments

Platform attribution tells the marketer which touchpoint received credit under a rule; it does not prove that the marketing caused the outcome.
The distinction becomes more important across countries because platform usage, baseline demand, seasonality, media saturation and
customer composition differ. Incrementality asks what would have happened without the marketing intervention. Where feasible, randomized
holdouts, geo experiments, matched-market designs or phased rollouts provide stronger causal evidence than last-click or platform-reported
conversions. Chapters 3-5 provide the research, statistical and decision foundations; this chapter applies them to cross-border marketing.

International experiments require additional care. A creative test should not pool markets simply because sample sizes are small if treatment
meaning differs by language. A geo experiment can be confounded when cross-border media spillover reaches control regions. A promotion
test can be distorted by country-specific holidays or exchange-rate shocks. The solution is pre-specified hypotheses, local context checks,
common outcome definitions and transparent limits on generalization.

16.14.4 Hierarchical learning: neither full pooling nor total isolation

A multinational portfolio often contains many markets with sparse data. Treating every country independently wastes information, while
pooling every market assumes homogeneity. A useful conceptual approach is partial pooling: global or regional evidence informs local
estimates while each market retains room to differ. Hierarchical statistical models can formalize this logic, but the managerial intuition is
accessible without advanced mathematics. A new market should begin with informed priors from comparable markets and update rapidly
with local evidence. “Comparable” should be justified through mechanism, not geographic proximity alone.

16.14.5 Marketing portfolio review

The portfolio review should move beyond revenue variance. For each country-segment cell, management should ask whether addressable
demand changed, whether acquisition quality changed, whether contribution and retention changed, whether adaptation assumptions remain
valid, whether channel power shifted, whether customer complaints reveal hidden harm, and whether the market still deserves scarce
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attention. The output can be scale, maintain, adapt, pause, redesign or exit. A market with growing sales but deteriorating contribution or
rising complaint severity may require more scrutiny than a market with flat top-line growth.

PRACTICE TOOL | A strong international dashboard reports at least four views side by side: customer outcome, economic outcome, causal confidence
and responsibility signal. For example, conversion and retention; contribution and CAC; experiment or attribution basis; and complaints, privacy incidents or
service failures. Growth without these companion measures can reward the wrong local behavior.

16.15 Al, Automation and Digital Platforms in International Marketing

Artificial intelligence can lower several costs that historically made international marketing expensive. Machine translation can accelerate
language coverage; generative systems can create local variants of copy and imagery; predictive models can prioritize leads; recommendation
systems can personalize offers; agents can summarize local regulations and competitor signals; and synthetic research can help teams
formulate hypotheses before fieldwork. The World Trade Organization's World Trade Report 2025 argues that Al can reduce trade costs
through improved information, logistics and regulatory navigation. A WTO-ICC survey cited in the report found that among firms already
using Al, nearly nine in ten reported trade-related benefits and 56% reported improved trade-risk management (World Trade Organization
[WTQ], 2025). These are self-reported business perceptions, not causal proof that Al adoption produces the same gains for every firm.

16.15.1 Al as a localization accelerator, not a source of local truth

The most useful mental model is that Al can compress the cost of producing and analyzing variants, but it does not eliminate the need for
local validity. A model can generate twenty translated advertisements faster than a human team, yet all twenty can inherit the same incorrect
product assumption. It can summarize thousands of online reviews, yet the reviews may represent a narrow digitally active segment. It can
propose culturally tailored imagery, yet the training data can reproduce stereotypes. International marketers should therefore separate
generation from verification and synthesis from evidence.

High-quality Al localization requires a source-of-truth architecture: approved product facts, claim libraries, terminology, brand rules,
prohibited terms, local legal requirements and version control. Retrieval from these controlled sources can reduce hallucination but does not
guarantee correctness. Native-language and subject-matter review remains necessary where errors could affect safety, finance, health, legal
rights, vulnerable customers or brand trust.

16.15.2 Multilingual performance and unequal language resources

Al performance is uneven across languages and domains because training data, evaluation coverage and commercial investment are uneven.
The international marketer should not assume that a model evaluated strongly in English has equivalent accuracy in Kinyarwanda, Amharic,
Hausa, Arabic, French or regional variants of Portuguese. Even when grammatical quality is high, culturally specific register, humor, code-
switching and product terminology may be weak. Teams should build local test sets that reflect real customer questions and claims, then
measure error severity rather than average fluency alone.

16.15.3 Synthetic customers and the danger of circular research

Generative models can simulate customer reactions, but synthetic respondents should not be treated as substitutes for actual market evidence
when the model has been trained on past text rather than the target population's current behavior. The risk is circularity: headquarters
assumptions are placed into a prompt, the model elaborates them, and the elaboration is then presented as customer insight. Synthetic outputs
are useful for brainstorming interview questions, generating scenario alternatives and stress-testing a message. They are weak evidence for
market size, willingness to pay or behavioral response unless validated against real observations.

16.15.4 Personalization, algorithmic targeting and responsibility

Al can make targeting more granular, but greater predictive precision does not automatically create greater legitimacy. Models can infer
vulnerability, religion, ethnicity, health, financial stress or political preference from behavioral traces even when marketers never collect
those categories explicitly. In some jurisdictions such targeting is legally restricted; even where it is not, the ethical issue remains whether the
customer is being served or exploited. Chapter 5 established that a prediction is not a decision. International marketing should preserve
explicit human accountability for consequential segmentation, exclusions and automated offers.

16.15.5 Platforms as both infrastructure and governor

Cross-border platforms such as marketplaces, app stores, search engines and social networks can provide payments, discovery, trust
mechanisms, logistics interfaces and international reach. This lowers entry barriers, particularly for SMEs. Liu et al. (2025) provide empirical
evidence that platform participation can support marketing-capability development and discretionary adaptation among emerging-market
exporters. Yet platforms also determine ranking, advertising access, fee structures, review systems, data visibility and enforcement. They are
not neutral pipes. The marketer should model platform dependency as a governance risk: what customer relationships and data would remain
if the platform changed its algorithm, fees, country eligibility or account status tomorrow?

16.16 Legal, Policy and Institutional Constraints at the International Marketing Interface

International marketers do not need to become trade lawyers, tax advisers or privacy counsel, but they do need legal issue-spotting capability.
Marketing decisions can trigger rules on consumer protection, product claims, labeling, unfair commercial practices, promotions, children,
influencers, comparative advertising, sector-specific marketing, personal data, cookies, cross-border transfers, accessibility, competition,
platform conduct and intellectual property. The correct professional response is to build a market-specific compliance register and escalate
specialized questions early enough that legal requirements shape the design rather than appearing as last-minute launch blockers.
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16.16.1 Consumer protection and advertising transparency

The details differ by jurisdiction, but several durable principles recur: claims should be truthful and substantiated; material conditions should
be disclosed; sponsorship should not be disguised; interfaces should not be designed to trick customers; and vulnerable groups often receive
heightened protection. The European Union's Digital Services Act illustrates how platform marketing rules can become more explicit. Article
26 requires users to be able to identify an advertisement, the person on whose behalf it is presented, and key information about the parameters
used to determine why the recipient sees it. EU rules also restrict targeted advertising based on sensitive personal data and targeting minors
on online platforms (European Union, 2022). These rules are jurisdiction-specific, but the broader marketing lesson is portable: opaque
influence creates regulatory and trust risk.

16.16.2 Personal data and cross-border transfers

Personal-data rules can alter the architecture of marketing technology. Rwanda's Law No. 058/2021 is especially relevant for Africa-rooted
international marketing because its scope reaches nonresident entities processing personal data of people located in Rwanda. Article 48 sets
conditions for sharing or transferring personal data outside Rwanda; Article 49 addresses transfer contracts; and Article 50 establishes storage
requirements and authorization for storage outside the country (DPO, 2021). The Rwanda DPO has also issued standard contractual clauses
for transfers outside Rwanda (Data Protection and Privacy Office, 2024). An international CRM, customer-data platform or global analytics
vendor therefore needs a data-flow map, not merely a privacy notice.

The European Union's General Data Protection Regulation similarly conditions transfers of personal data to third countries under Chapter V,
beginning with Article 44's general principle that the protection guaranteed by the Regulation should not be undermined by transfer
(European Union, 2016). The mechanisms differ across legal systems, so a multinational should not assume that one global transfer clause
solves every jurisdiction. Marketing should know which data cross which borders, why they are needed and who is accountable for the
transfer.

16.16.3 Regional digital integration and policy autonomy

Regional integration can lower marketing friction by supporting interoperability, common standards and more predictable digital trade. The
AfCFTA Protocol on Digital Trade explicitly seeks to facilitate intra-African digital trade, establish predictable rules and promote a secure
and trustworthy ecosystem (African Union, 2024). These objectives can help smaller firms reach regional customers, but implementation
should be evaluated rather than presumed. Harmonization can reduce compliance cost while also shifting policy authority and requiring states
to reconcile different privacy, consumer-protection, tax and digital-development priorities. International marketers should treat regional rules
as evolving institutional infrastructure, not as a moral endorsement of centralization.

16.16.4 Product, sector and intellectual-property constraints

Food, pharmaceuticals, financial services, alcohol, children's products, gambling, telecommunications, health claims and other regulated
categories can face marketing restrictions that are much stronger than ordinary consumer-goods rules. Product registration, approved
indications, warning language and channel restrictions can determine whether a campaign is lawful. Brand names, packaging, domains and
creative assets also require trademark and intellectual-property checks. Chapter 20 will develop intellectual-property strategy, and Chapter 19
will develop formal trade-law analysis. Chapter 16's obligation is to make these checks part of market-entry planning rather than assuming
that a marketing asset legally used at home is available abroad.

Table 16.11. International marketing legal and policy issue-spotting register.
Issue Marketing decision affected Evidence / owner Escalation trigger

Advertising and claims Copy, comparison, testimonials, sustainability | Local statute/regulator; legal and technical | Novel or high-risk claim; vulnerable

or health claims. claim owner. audience; regulator pre-approval.
Privacy and data CRM, personalization, pixels, analytics, DPO/privacy counsel; data-flow map; Sensitive data, cross-border transfer,
transfer customer data sharing. processor contracts. new vendor or incompatible purpose.
Influencers and Paid creators, contests, sweepstakes, referral Local advertising rules, platform terms, Disclosure uncertainty, minors, prize
promotions incentives. contract owner. regulation, unverifiable claims.
. Pack, instructions, warranty, language, origin | Regulator, standards body, product New category, new jurisdiction,
Product / labeling - -
and warnings. compliance. safety-relevant change.

Market power, coordinated pricing
risk, discriminatory or opaque
pricing.

Resale restrictions, discounting, parity clauses, | Competition counsel, channel contracts,

Pricing and competition dynamic pricing. pricing governance.

Account suspension, exclusivity,

Marketplace listing, app-store distribution, ad | Platform terms, commercial owner, .
data-access change, material fee

Platform rules

account and ranking. technical team.
change.
Tax / transfer pricing Local marketing spend, intercompany charges New local entity, substantial local
awareness permanent presence signals. Tax specialists; OECD/local guidance. functions or intercompany marketing

intangible issue.

POLICY LENS | Compliance fragmentation creates genuine cost, especially for smaller firms, but harmonization should not be treated as an unquestioned
good. Common rules can reduce transaction costs; they can also centralize authority, entrench large-firm compliance advantages or weaken locally chosen
protections. The correct analysis asks which rules improve trust and interoperability, who bears compliance cost, and whether subsidiarity and policy
autonomy remain proportionate.
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16.17 African Case: Transsion as a System of Product, Brand, Price and Channel Localization

The opening case can now be examined as an integrated marketing system. Transsion's relevance does not lie in a simplistic claim that a
Chinese firm “understood Africa.” Africa is not one market, and no firm possesses a permanent cultural key. The case is valuable because
multiple international-marketing decisions appear to reinforce one another: a portfolio of brands, attention to emerging-market device
constraints, affordability, rural and informal distribution, localized communication and service. Academic fieldwork provides unusually rich
evidence on the mechanisms rather than only the outcome.

16.17.1 Multi-brand portfolio and segment architecture

TECNO, Infinix and itel allow Transsion to organize different propositions and price points without forcing one brand to stretch across every
customer. A house-of-brands structure can reduce internal clarity if brand roles overlap, but it can also allow targeted adaptation while
sharing technology, supply-chain and organizational capabilities. The 2025 African market leadership reported by Transsion and Omdia is
consistent with strong commercial execution, but market share alone cannot establish which brand decision caused that outcome. The
analytic task is to examine whether the portfolio creates distinct customer meaning and whether shared capabilities reduce the cost of serving
each segment.

16.17.2 Product fit as place-based design

Lu's (2021a) study of itel argues that design for lower-income African customers involved cost sensitivity, infrastructure awareness and
demand-driven features. The broader principle is place-based design: a technically advanced product is not necessarily a better international
product if it requires bandwidth, charging infrastructure, storage, repair capability or disposable income that target customers do not have.
Product-market fit can therefore depend on subtracting complexity as much as adding features.

The marketer should avoid romanticizing “frugal” design. Customers in lower-income markets are not inherently satisfied with inferior
quality, and affordability pressure does not justify planned obsolescence or weak after-sales service. As customers' aspirations and
competitive alternatives change, a brand associated only with low price can become trapped. Transsion's current challenge is therefore partly
one of upward portfolio mobility: preserving affordability and local relevance while competing in higher feature and price tiers.

16.17.3 Rural distribution as marketing capability

Lu's (2021b) ethnographic work in Ghana shows that international distribution can be a knowledge system as much as a physical channel.
Rural-oriented sales and marketing bring the firm closer to markets that may be poorly represented in online panels or modern retail data.
Retailers and field representatives can transmit product information downward and customer feedback upward. Yet the same labor-intensive
network can create agency problems, inconsistent information and control costs. International marketing advantage therefore depends on
turning local relationships into reliable organizational learning rather than relying on heroic individuals.

16.17.4 The next problem: when the low-price regime changes

Omdia's 2026 analysis is particularly instructive because it shows that market leadership does not eliminate external pressure. In 4Q25,
Africa's smartphone market grew 14% year on year to 23.1 million units, while input costs placed growing pressure on entry-tier economics.
Transsion retained a 44% share but its growth moderated, reflecting exposure to ultra-low-price bands (Omdia, 2026). This is a classic
international-marketing renewal problem. The firm can raise prices, change mix, reduce specifications, expand financing, increase local
production, shift media, or accept lower volume. Every response changes customer value and brand meaning.

The case therefore supports a deeper conclusion than “localize to win.” International marketing capability is the ability to renew local fit as
the market itself changes. A localized solution becomes a rigidity when managers defend it after customer incomes, regulation, technology or
competition move on.

Table 16.12. Transsion through the Chapter 16 system.

System element ‘ Observed logic Managerial question for renewal
. . Long-term attention to emerging-market infrastructure, Which customer assumptions have changed fastest since the
Market intelligence o L o . .
affordability and local usage. original localization logic was built?
Segmentation / brands TECNQ_, Infinix and itel provide multiple brand and price Are brand roles still distinct as customers move across price
propositions. tiers?
Product adaptation Placg—pased features and cost-conscious design for target usage Which adapt'atlo'ns remain valuable and which now signal
conditions. under-specification?

How can price increases or premiumization preserve trust

Pricing Strong exposure to entry-level affordability. and accessible value?

Locally embedded and rural-oriented distribution documented in Can the network remain efficient, auditable and service-

Route to market Ghana. capable as digital channels grow?

How quickly does local evidence reach product, brand and

Learning Local market presence generates customer and channel knowledge. : e
portfolio decisions?

Growing digital ecosystems increase access to customer data and Are privacy, software support, device longevity and customer

Ethics / governance influence. recourse governed to the same standard as growth?
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16.18 Comparative Global Case: Spotify and the Economics of a Standard Platform with Local Commercial Layers

Spotify provides a useful contrast because the core service is digital and globally scalable. As of 2026, Spotify reported 777 million monthly
users, including 300 million subscribers, across 184 markets (Spotify, n.d.-a). Digital distribution removes many physical inventory
constraints, but it does not eliminate international marketing. Content rights, language, pricing, payment, plan design, local music
ecosystems, advertising markets and feature availability remain differentiated.

16.18.1 Standard core, local commercial architecture

Spotify can standardize core product logic such as accounts, playlists, discovery interfaces and subscription architecture while adapting
catalog availability, language, local editorial programming, pricing and commercial offers. The model demonstrates modular localization at
scale: the customer recognizes one global service, yet the economic and cultural layer can vary by country. This is exactly the distinction in
Figure 16.3 between a stable global core and controlled local modules.

16.18.2 Geographic pricing as a strategic choice

The current Premium Individual prices in the United States, Rwanda and Nigeria demonstrate that geographic price differentiation is
operationally feasible for digital services. The different nominal prices should not be interpreted mechanically as a measure of generosity,
exploitation or market value. Content rights, taxes, payment costs, local competition, customer income and willingness to pay differ. What
international marketing can evaluate is whether the price architecture expands economically sustainable access, whether terms are transparent
and whether country restrictions or account verification are communicated fairly.

16.18.3 Local content, discovery and creator ecosystems

A global streaming service does not simply distribute a fixed catalog. Local relevance depends on rights, artist supply, editorial knowledge,
recommendation data and cultural discovery. This creates a two-sided international marketing system in which listeners and creators both
matter. Algorithmic personalization can help listeners discover local or global content, but the platform also shapes visibility and economic
opportunity for creators. The governance question is therefore larger than conversion: how transparent and contestable are systems that
influence which voices reach audiences?

16.18.4 What Spotify and Transsion reveal together

Transsion and Spotify sit at opposite ends of the physical-digital continuum, yet the same principles recur. Both require customer insight,
portfolio or offer architecture, price localization, channel or platform access, local content or communication and continuous learning. The
main difference is where the constraints concentrate. Transsion faces physical product cost, retail distribution, repair and inventory. Spotify
faces rights, platform experience, payment, content availability and algorithmic discovery. International marketing is therefore not defined by
a particular industry. It is defined by the need to coordinate customer value across heterogeneous contexts.

Table 16.13. Comparative case synthesis: Transsion and Spotify.

Dimension Transsion Spotify General lesson

Core offering

Physical devices and associated digital
ecosystem.

Digital audio platform and
subscription/ad-supported service.

International marketing must start from the
economics and constraints of the underlying
offering.

Localization locus

Features, brand portfolio, price tiers, retail
and service access.

Pricing, language, content/catalog,

payment, editorial and selected features.

Adapt the elements that materially affect local
value; preserve a coherent core.

Retailers, distributors, agents, service

App stores, devices, internet access and

Digital delivery reduces some frictions but

Distribution networks and digital channels. payment infrastructure. creates pIaFform and connectivity
dependencies.
Data Device, app and customer ecosystem data. Listening, supscrlptlon, advertising and Data improves Iearnnjg but increases privacy,
recommendation data. power and accountability obligations.
Renewal risk Egrtnryéttlii{o%riiiiuLia%reiwIuc;};\llziigon' Pricing, content economics, regulation Successful local fit must be continually
petit ging and competition for attention. revalidated.
economics.
Moral issue Affordability, product longevity, privacy, | Privacy, algorithmic influence, creator Growth metrics do not settle questions of

service quality and ecosystem power.

visibility, pricing and attention.

customer dignity or platform power.

16.19 Faith, Ethics and Moral Reasoning

International marketing is morally serious because it shapes what people notice, desire, believe, buy, disclose and sometimes become
dependent upon. The cross-border setting intensifies the problem. Firms often possess more information, capital, technical expertise and
bargaining power than customers or local channel partners. Legal protections vary. Cultural unfamiliarity can create misunderstanding. Price
differences can be economically justified or opportunistically exploitative. Personalization can improve relevance or become surveillance. A
Christian account of marketing must therefore evaluate not only whether a campaign is effective but whether the market relationship respects
persons as neighbors made in the image of God.

16.19.1 The customer is a person before the customer is a target

Christian moral reasoning begins with human dignity. Genesis 1:27 grounds the worth of human beings in God's creation rather than in
purchasing power, data value or strategic importance. International marketing therefore has no moral permission to treat low-income or

OPEN CHRISTIAN PRESS | 23


https://www.biblegateway.com/passage/?search=Genesis%201%3A27&version=CSB

ACROSS MARKETS AND BORDERS CHAPTER 16

weakly protected customers as experimental populations whose rights matter less. Market segmentation is analytically legitimate because
customers differ in needs and economics. It becomes morally distorted when segmentation is used to identify those most easily manipulated,
least able to understand terms or least able to obtain remedy.

This principle also corrects a common language habit. Professionals speak of “capturing” customers, “owning” attention and “extracting”
lifetime value. These metaphors can be economically descriptive, but they can quietly reshape moral imagination. Customers are not
resources owned by the firm. Their attention, data and loyalty are entrusted voluntarily and can be withdrawn. A stewardship model treats
market access as permission to serve, not entitlement to exploit.

16.19.2 Truthfulness across translation and persuasion

Truthfulness is central to commercial exchange. Ephesians 4:25 calls believers to put away falsehood and speak truth, while Proverbs 11:1
condemns dishonest scales. Applied to international marketing, the principle reaches beyond literal factual accuracy. A communication can
contain individually true statements yet create a materially false overall impression through omission, translation drift, inaccessible
conditions, fake urgency or visual manipulation. The duty is not merely to avoid technically false sentences. It is to represent the offer
faithfully enough that a reasonable customer can understand the material bargain.

Cross-border communication creates special temptations because headquarters may not understand the local language and local agencies may
face intense performance incentives. A phrase such as “up to,” “from,” “clinically tested,” “free,” “unlimited” or “guaranteed” can carry legal
and practical consequences. The firm should maintain claim substantiation and require that localized versions preserve the same evidential
strength. If the local message becomes stronger than the evidence, localization has crossed from adaptation into deception.

EERT3

16.19.3 Neighbor-love and non-exploitative persuasion

Jesus summarizes the duty toward others in the command to love one's neighbor as oneself in Matthew 22:39. Marketing is persuasive by
nature, so Christian ethics does not require communication to be emotionally neutral. It does require that persuasion preserve meaningful
agency. A campaign fails this test when it intentionally exploits addiction, fear, loneliness, shame, children's immaturity, financial
desperation or cognitive limitations in ways the marketer would regard as unacceptable if used against a person under the marketer's own
care.

The difficult cases are not solved by asking whether customers clicked “accept.” Consent can be legally valid yet morally thin when terms are
buried, interfaces are coercive or the alternative is practically unavailable. Non-exploitative persuasion asks whether the customer can
understand the essential choice, whether refusal is reasonably possible, and whether the marketer is using asymmetrical information to serve
or to trap.

16.19.4 Fair pricing, legitimate differentiation and justice

Christian Scripture does not prescribe one global price for a product. Price differences can reflect legitimate cost, risk, purchasing power,
distribution and competitive conditions. The moral question is whether the pricing mechanism involves honest weights, unjust partiality,
coercion or opportunistic exploitation of need. A differentiated price can expand access by charging lower prices where willingness and
ability to pay are lower. The same tool can become predatory when a firm raises prices dramatically for essential goods because customers
have no realistic alternative.

The biblical concern with honest measures in Leviticus 19:35-36 supports transparent terms and consistent measurement. It does not
eliminate commercial judgment. A Christian marketer should be able to explain a material country price difference by reference to cost,
access, service, scarcity, risk or a principled affordability strategy rather than by the bare fact that one group can be made to pay more. This is
especially important in health, finance, education, food, connectivity and other domains where the product can affect basic participation in
society.

16.19.5 Culture, conscience and the limits of adaptation

Cultural respect is not moral relativism. International marketers should study local meanings carefully, avoid contempt and adapt forms of
communication where doing so improves understanding. They should also recognize that some customer preferences or local practices can be
morally objectionable. A firm should not participate in bribery, degrading sexualization, discriminatory exclusion or religious manipulation
merely because the practice is locally accepted or commercially effective. Cultural humility concerns the manner and evidence with which
judgment is exercised; it does not require suspension of moral conviction.

Christian conscience also places limits on what a firm should ask employees, creators or customers to affirm. Romans 14:22-23 addresses the
seriousness of conscience in matters of disputable practice. International brands should therefore avoid unnecessary coercion of conscience
where legitimate pluralism is possible. A global campaign should not force local employees or partners to publicly endorse ideological,
religious or moral messages unrelated to the product as a condition of ordinary employment or market participation.

16.19.6 Privacy, data stewardship and the moral limits of knowing the customer

Marketing technology encourages the belief that better decisions require ever more detailed customer knowledge. Christian stewardship
challenges the assumption that the firm has a moral claim to every technically collectible datum. Privacy protects a sphere of personal agency
in which people are not continuously observed, classified or nudged. The responsibility becomes more serious when data can reveal health,
religion, family circumstances, financial distress, location or other sensitive conditions.

The command in Philippians 2:4 to look to the interests of others supports a stewardship approach to data: collect what genuinely serves a
legitimate purpose, secure it, do not repurpose it deceptively, and consider the harms that misuse or breach could impose. Compliance
mechanisms such as consent notices and cross-border transfer contracts are important, but a Christian moral analysis still asks whether the
processing is proportionate and worthy of trust.
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16.19.7 Local value creation, channel power and relational justice

International marketing can create value for local distributors, creators, retailers, agencies and service firms, but it can also transfer risk
downward while concentrating data and bargaining power at headquarters or a global platform. Fair dealing requires more than paying
invoices on time. A powerful multinational should consider whether sudden changes in terms, exclusivity, returns, marketing-fund rules or
platform access impose unreasonable costs on smaller partners that invested in the relationship in reliance on the firm's commitments.

This does not mean local partners have a permanent claim on inefficient arrangements. Stewardship permits restructuring and exit. It does
require truthful expectations, proportionate notice where feasible, respect for contractual and relational commitments, and refusal to use
bargaining power to impose terms that the stronger party would condemn if roles were reversed. Long-term trust is not a substitute for
economic discipline, but economic discipline does not nullify relational responsibility.

16.19.8 Accountability for foreseeable consequences

Christian stewardship joins authority to accountability. Luke 12:48 expresses the principle that greater entrustment brings greater
responsibility. International marketers with advanced analytics, behavioral data and market power cannot plausibly claim innocence when
predictable harms arise from systems deliberately optimized to increase engagement or conversion. Foreseeability matters. A firm is not
responsible for every remote consequence of a campaign, but it is responsible to monitor material harms that its own evidence makes visible
and to change systems when the value created no longer justifies the harm imposed.

16.19.9 Engaging alternative ethical frameworks fairly

Christian ethics should be articulated confidently without misrepresenting other traditions. Consequentialism asks whether an international
marketing decision produces the best overall balance of benefits and harms. It is useful for making externalities and distribution visible, but
aggregate welfare can underprotect individuals whose rights are sacrificed for larger totals. Deontological approaches emphasize duties such
as truthfulness, non-deception and respect for persons; they can protect boundaries even when violation would be profitable, though difficult
conflicts among duties still require judgment. Rights-based approaches focus on privacy, expression, property and consumer autonomy, while
justice perspectives ask how benefits, burdens and opportunities are distributed.

Virtue ethics asks what kind of professional character is expressed through the decision: honesty, courage, temperance, practical wisdom and
justice. Care ethics emphasizes relationships, dependency and vulnerability that abstract transactions can hide. Stakeholder ethics broadens
attention beyond buyers and shareholders to workers, partners, communities and others affected by market conduct. Communitarian
perspectives ask how commercial practices shape shared norms and institutions. The capability approach asks whether people gain real
freedoms to live and act well, not merely whether transactions occur. Each framework can illuminate blind spots in a purely economic
analysis.

The Christian framework used in this book shares concerns with several of these traditions but grounds them in a distinctive account of
creation, sin, neighbor-love, stewardship, truthful witness and accountability before God. It refuses to reduce persons either to preference-
satisfying utility units or to data subjects defined by regulatory categories. It also resists moral self-congratulation. A company should not
assume that attaching a Christian symbol to a brand makes its marketing just. The test remains whether practices are truthful, service-
oriented, fair, accountable and consistent with the dignity of persons.

Table 16.14. Moral reasoning questions for international marketing.

Moral issue Alternative ethical lens

Economic / managerial question

Christian moral question

Are we serving a genuine need or exploiting
weakness that reduces meaningful agency?

Rights, care, deontology,
consequentialism.

Targeting vulnerable

Does the segment convert profitably?
customers

Can the difference be explained by fair
cost/value/access principles rather than
opportunism?

Justice, capabilities,
consequentialism.

Geographic price
differentiation

Does local willingness to pay maximize
contribution and access?

Does adaptation respect persons and conscience
without endorsing deception or degrading
practice?

Cultural adaptation Does localized meaning improve relevance? Communitarian, virtue, rights.

Does more data improve conversion or
retention?

Is the information proportionate to service,

e P lawfully obtained and worthy of trust?

Privacy rights, deontology, care.

Would the audience understand the commercial
relationship and claim basis?

Deontology, virtue, consumer

Influencer marketin
uencer marketing autonomy.

Does a trusted creator improve reach?

Local partner pressure

Can lower partner margins improve customer
price or firm profit?

Are risks and rewards allocated fairly given
bargaining power and prior commitments?

Justice, stakeholder, care.

Al localization

Can automation reduce cost and speed market
entry?

Who remains accountable for false, stereotyped
or harmful outputs?

Responsibility, rights,
consequentialism.

FAITH AND VOCATION | The vocation of the international marketer is not to become less commercially competent. It is to become competent enough to
create real value without needing deception, exploitation or indifference to consequence. Growth pursued with integrity is not the absence of ambition; it is
ambition governed by truth, stewardship and neighbor-love.
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16.20 Professional Toolkit: The Cross-Border Market Growth and Integrity (CMGI) Protocol

The CMGI Protocol converts the chapter into a repeatable professional workflow. It is intentionally sequential because international
marketing failures often occur when teams jump from a broad country opportunity to campaign execution without validating customer
comparability, localization economics, channel access or legal and moral boundaries. The protocol can be used for a new-country launch, a
regional campaign, a product adaptation, an international price change or a market-portfolio review.

Table 16.15. Cross-Border Market Growth and Integrity (CMGI) Protocol.

Step Required output

State what Chapter 15 has already decided: why the firm is in the market, the commitment level, entry
1. Confirm the strategic permission architecture, time horizon and non-negotiable strategic constraints. Do not allow marketing to reopen corporate
ownership questions implicitly.

Specify the need, use context, target population and substitute. Build the addressability funnel from category

2. Define the addressable customer problem demand to responsibly targetable demand.

Triangulate macro/sector, customer, competition, access, institutional, economic and moral evidence. Record

3. Build the evidence stack definition, date, geographic coverage and uncertainty.

Audit translation, conceptual equivalence, sampling, measurement invariance, digital visibility, time windows

. (BRI 5 GHpera 1D and currency basis before comparing countries.

Decide which cross-country or local segments deserve investment. Use weighted screens only as transparent

5. Choose country-segment priorities decision aids, with knockout constraints and sensitivity analysis.

Identify global core, discretionary local modules and mandatory localization. Give each adaptation an owner,

5, (DA MUBEET AR £ 2 CIe B rationale, evidence basis, review date and exit condition.

Build the local price and contribution waterfall, including channel, service, acquisition, returns and adaptation

7. Validate customer economics - . -
cost. Test volume, retention and willingness-to-pay assumptions.

Select partners, platforms and media around actual customer access. Protect claim integrity, sponsorship

8. Build route-to-market and communication - - Lo
disclosure, cultural respect and service continuity.

Map product, advertising, data, platform and sector rules. Then ask the separate moral questions of

9. Pass the legal and moral gate truthfulness, dignity, fairness, conscience, vulnerability and foreseeable harm.

Use pilots or staged rollout where uncertainty is high. Predefine success thresholds, causal evidence where
10. Launch as a learning system feasible, complaint and responsibility signals, escalation triggers and conditions for scale, adaptation, pause or
exit.

16.20.1 The one-page international market entry brief

A disciplined team should be able to summarize a launch in one page before producing a large presentation. The brief states the target
country-segment, customer problem, addressable market logic, key evidence and gaps, adapted value proposition, price architecture, route to
market, communication invariants, local modules, legal constraints, privacy/data flows, unit economics, primary success metric, causal
evaluation design, moral risks, owner, launch gate and exit trigger. The one-page constraint is not intended to simplify the market. It exposes
whether the team can distinguish a decision from a pile of information.

16.20.2 Adaptation register

Every material localized element should appear in an adaptation register. The register records the element, market, reason, evidence,
mandatory or discretionary status, incremental fixed and variable cost, responsible owner, approval, customer metric, review date and de-
localization trigger. This simple governance artifact prevents localization from becoming untraceable historical clutter and makes it possible
to compare which adaptations create transferable learning.

16.20.3 Market learning review

After launch, the review should ask three different questions. Did the market perform? Did the assumptions prove correct? Did the
organization learn in a way that should change another market? A profitable launch can still contain false assumptions masked by temporary
demand. An unprofitable pilot can still create valuable learning that prevents a much larger loss. Portfolio governance should therefore
separate operating outcome from learning value and from ethical or compliance outcome.

16.21 Common Misconceptions, Analytical Errors and Professional Pitfalls

International marketing contains recurring errors because managers often import familiar domestic categories into settings where the
categories no longer hold. The following pitfalls are particularly consequential because they can survive inside sophisticated presentations
and dashboards.

Table 16.16. Recurring international marketing errors and corrective disciplines.

Why it fails Corrective discipline

Population and GDP ignore category incidence, segment | Use the addressability funnel and state the denominator

nA ] H 1 k .” oy
arge country is a large market relevance, reach, affordability and cost to serve. at every stage.
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Error

“Country averages describe customers.”

CHAPTER 16

Why it fails

National averages hide within-country heterogeneity and
encourage stereotyping.

Corrective discipline

Segment customers by relevant need and context, then
layer country constraints around them.

“Same questionnaire means comparable
data.”

Translation, response styles, sampling and measurement
properties can differ.

Establish conceptual, semantic, sampling and
measurement equivalence before comparison.

“Localization always shows cultural
sensitivity.”

Decorative localization can add cost, stereotype
customers or weaken brand coherence.

Tie each adaptation to an observed mechanism,
economic case and review date.

“Standardization is efficient, so it is
strategically superior.”

Scale economies can be outweighed by lost relevance,
regulatory failure or channel mismatch.

Compare total system economics rather than production
cost alone.

“If the product sells, positioning is
correct.”

Temporary promotion, scarcity or weak competition can
generate sales without durable brand fit.

Track repeat behavior, price realization, customer
understanding and brand associations.

“Currency conversion reveals
affordability.”

Nominal exchange rates do not show household burden,
cash-flow timing or substitute prices.

Use local willingness-to-pay and affordability evidence;
treat PPP only as broad context.

“The distributor owns the market, so the
distributor knows the customer.”

Partner incentives and data coverage can distort what
reaches headquarters.

Triangulate partner insight with direct customer and
channel evidence.

“Marketplace entry equals market entry.”

The platform can provide transactions without durable
brand, customer data or off-platform capability.

Model platform dependence, fees, data access and exit
alternatives.

“Platform attribution proves marketing
impact.”

Attribution assigns credit under a rule; it does not
estimate the counterfactual.

Use experiments, holdouts or stronger causal designs
where feasible.

“Al understands local culture because the
output is fluent.”

Fluency can coexist with factual error, stereotype and
weak low-resource-language performance.

Use grounded sources, local test sets and accountable
human review.

“Legal approval makes the campaign

Law can be incomplete, weakly enforced or silent on

Apply the separate moral gate of truth, dignity, fairness,

ethical.” manipulative practices. conscience and foreseeable harm.

Review the adaptation register and de-localize or
redesign when the original mechanism disappears.

“One successful local adaptation should

be scaled forever.” Customer, cost, competition and institutions change.

16.22 Chapter Synthesis

International marketing is the discipline of converting cross-border strategic presence into customer value, market access and accountable
growth. The chapter began by distinguishing that task from the general marketing system of Chapter 10 and the multinational entry
architecture of Chapter 15. The distinction matters because a firm can choose the right country and the right ownership mode yet still fail at
the customer interface through weak market intelligence, incomparable research, inappropriate adaptation, poor price architecture,
inaccessible distribution or culturally careless communication.

The central analytical lesson is that heterogeneity must be diagnosed rather than assumed. Country boundaries create real differences in law,
currency, infrastructure, media, language and distribution, but nationality is not a complete explanation of customer behavior. International
marketers therefore require cross-country evidence that is comparable enough for the claim being made. Translation, sampling and
measurement equivalence determine whether observed differences can be treated as substantive. Digital data add speed and granularity while
creating visibility bias, platform dependence and privacy responsibilities.

The standardization-adaptation debate is best resolved through modular design and incremental economics. Firms should preserve a global
core where customer needs, quality requirements and scale economies justify it; adapt discretionary elements where evidence shows a
material change in value or access; and comply with mandatory localization where legitimate rules require it. Every adaptation should have
an owner, economic rationale and review condition because uncontrolled localization becomes complexity debt.

International product, brand, price, channel and communication decisions then operate as one system. The product must work in the local use
environment; the brand must preserve truthful identity while allowing meaningful expression; price must reconcile customer value with
affordability and cross-border cost; the route to market must provide effective access rather than merely signed intermediaries; and
communication must adapt language and media without adapting truth. Customer relationships, data and service recovery continue the
promise after acquisition.

Analytics closes the learning loop. International portfolios need common definitions and local denominators, local-currency and reporting-
currency views, causal discipline and mechanisms for partial pooling of learning across markets. Al and digital platforms can accelerate this
process, but they do not create local truth automatically. They introduce new power, opacity and accountability questions that become more
significant as targeting and personalization become more precise.

Finally, international marketing is an exercise of moral power. Customers are persons before they are segments, data points or sources of
lifetime value. Legitimate profit and growth are compatible with Christian stewardship when truthfulness, dignity, neighbor-love, cultural
respect, privacy, fair dealing, conscience and responsibility for foreseeable consequences govern the commercial system. The CMGI Protocol
integrates these commitments into practical professional judgment rather than leaving ethics as a final paragraph after the campaign has
already been designed.
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Transition to Chapter 17

Chapter 16 has carried the internationalization architecture of Chapter 15 into the foreign customer market. The firm can now identify
addressable customers, compare market evidence, adapt selectively, govern a global brand, build local price and channel systems,
communicate across cultures, manage customer relationships and evaluate market performance. Those choices create financial exposures that
marketing alone cannot manage. A customer price may be denominated in one currency while costs arise in another; distributors may pay on
credit; cross-border transactions require settlement; and foreign cash flows may need hedging or financing. Chapter 17 therefore shifts from
customer-market design to International Finance and Cross-Border Payments: foreign-exchange markets, transaction and economic exposure,

hedging, trade finance, treasury, settlement and the responsible use of financial power.

Key Terms

Table 16.17. Key terms for Chapter 16.

Term Definition

International marketing

The design, coordination and governance of customer-facing value creation across national or institutionally
distinct markets.

Country-market screening

A marketing-focused evaluation of whether a country contains an addressable, reachable, economically
serviceable and responsibly targetable customer opportunity.

Addressable market

The part of aggregate demand that fits the defined customer problem and can plausibly be served by the firm's
offering.

Market intelligence

A structured body of customer, competitor, channel, institutional and economic evidence used to support
marketing decisions.

Conceptual equivalence

The degree to which a construct has sufficiently comparable meaning and relevance across contexts.

Translation equivalence

The degree to which language versions preserve intended meaning rather than merely literal wording.

Measurement invariance

Evidence that a measurement model functions sufficiently similarly across groups to support the intended cross-
group comparison.

Configural invariance

A basic form of measurement equivalence in which the same pattern of indicators represents a construct across
groups.

Metric invariance

Comparable indicator loadings across groups, supporting stronger comparison of relationships involving the
construct.

Scalar invariance

Comparable item intercepts in addition to metric properties, supporting stronger comparison of latent means.

International segmentation

Identification of customer groups across and within countries whose needs and likely responses are meaningfully
similar for marketing action.

Global consumer culture positioning

Positioning that associates a brand with symbols and meanings understood as part of a transnational or global
consumer culture.

Standardization

Preservation of a common marketing element across markets because relevant needs, economics, technology or
governance requirements are sufficiently similar.

Adaptation

Deliberate modification of a marketing element because local conditions materially alter customer value, access,
legitimacy or economics.

Localization

Operational implementation of a market-specific adaptation in language, product interface, price, channel, content
or other element.

Mandatory localization

Change required by law, regulation, technical standards or other non-discretionary local conditions.

Modular localization

An architecture that preserves a stable global core while allowing controlled local modules to vary.

Localization complexity

The cumulative operating, governance and maintenance burden created by market-specific variants.

Country-of-origin effect

The influence that perceived geographic origin can have on product or brand evaluation.

Perceived brand globalness

The extent to which customers perceive a brand as broadly available or associated with global reach.

Brand architecture

The system of relationships among corporate, master, endorsed and product brands across a portfolio.

Price escalation

The increase from source or factory price to local customer price as trade, compliance, channel, service and tax
costs accumulate.

Geographic price differentiation

Deliberate variation of customer prices across markets based on cost, value, competition, affordability or strategy.

Gray market

Trade in genuine products through channels not authorized by the brand owner, often encouraged by cross-market
price differences.

Route to market

The customer-facing network of channels, partners and platforms through which an offering becomes
discoverable, purchasable and supportable.
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Adaptation of wording or creative expression to preserve intended communicative effect across languages and

Transcreation M

Measurement and evaluation of customer, campaign and economic performance across markets using comparable

International marketing analytics definitions and locally valid evidence.

Restatement of financial or commercial results using a defined common exchange-rate basis to separate

Constant-currency analysis - :
Y Y operational change from translation effects.

The causal change in an outcome attributable to a marketing action relative to what would have happened without

Incrementality it

Strategic reliance on an intermediary platform for customer discovery, transactions, data or access in ways that

PR EHEELED expose the firm to platform rules and changes.

Cross-Border Market Growth and The ten-step CMGI process for designing, challenging, executing and reviewing responsible international
Integrity Protocol marketing decisions.

Concept-Check Questions

. What distinguishes international marketing from general marketing and from multinational entry-mode strategy?

. Why is population an insufficient measure of international market potential?

. What are the stages of the cross-border addressability funnel?

. Why can two surveys with the same question wording still be incomparable across countries?

. Distinguish conceptual, semantic, sampling and measurement equivalence.

. What kinds of comparison become more defensible as measurement invariance moves from configural to metric to scalar?
. Why is country-as-segment usually too crude for international targeting?

. What is the difference between standardization, adaptation, localization and mandatory localization?

© 00 N o o B~ W N -

. How does modular localization reduce adaptation debt?

[uny
o

. Under what conditions can product standardization improve both efficiency and ethical governance?

11. Why are country-of-origin effects not equivalent to objective product quality?

12. What is the difference between price escalation and retailer margin?

13. Why does currency conversion not establish affordability?

14. How can extreme geographic price differences generate gray-market incentives?

15. What is the difference between corporate entry mode and customer-facing route to market?

16. Why can informal retail be strategically important rather than merely transitional?

17. What is transcreation, and why can it create claim-governance risk?

18. Why is platform attribution not the same as incremental marketing impact?

19. How can constant-currency analysis help marketing interpretation, and what can it not tell management?
20. Why should Al-generated local insight be treated as a hypothesis until validated against real market evidence?
21. Give two examples of how cross-border data rules can alter marketing technology architecture.

22. What moral distinction does the chapter draw between persuasion and manipulation?

23. When can international price differentiation be economically justified yet morally questionable?

24. What are the ten steps of the CMGI Protocol?

Higher-Order Analytical and Critical-Thinking Questions

1. Levitt argued that technology and globalization encourage market convergence. Using a current African industry of your choice, identify
one important convergence mechanism and two persistent forms of heterogeneity. Explain which marketing elements should standardize and
which should remain local.

2. A regional marketing director proposes a single customer-satisfaction score across eight countries. What evidence would you require
before allowing country rankings to influence bonuses?

3. A firm can cut localization cost by 40% using generative Al, but native reviewers find serious errors in 3% of outputs. How should the
firm decide which content can be automated and which requires mandatory human review?

4. A marketplace provides 70% of an exporter's foreign sales but does not share customer email addresses or allow off-platform remarketing.
Is the exporter building international marketing capability or renting demand? Defend your answer.
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5. Critically evaluate the statement: “Different prices in different countries are price discrimination and therefore unfair.” Distinguish
economic, legal and moral reasoning.

6. Suppose a global brand discovers that a locally effective advertisement relies on a gender stereotype that contradicts the firm's stated
dignity commitments. The advertisement is lawful and increases sales. What should management do, and why?

7. How can regional digital-trade harmonization reduce marketing costs while simultaneously creating concerns about sovereignty,
subsidiarity or local policy autonomy?

8. Compare Transsion and Spotify using the CMGI Protocol. Which parts of the protocol create the greatest difficulty for a physical-product
firm and which for a digital platform?

9. Under what conditions can refusing to adapt a product be morally irresponsible, even when the standardized version is cheaper?
10. Design a governance mechanism that allows local marketing creativity without permitting local teams to weaken product claims, privacy
standards or customer remedies.

Applied Case: Urumuri Home Systems Enters Three Foreign Markets

TEACHING CASE | The following company and figures are a deliberately hypothetical composite created for analytical practice. They do not describe an
actual enterprise or market forecast.

Urumuri Home Systems is a Rwanda-based producer of compact solar-powered household appliances. After a successful domestic launch,
Chapter 15 analysis has authorized a staged commercial test in Kenya, Ghana and France without yet committing to local manufacturing. The
company will sell through a mix of local distributors and direct e-commerce. Headquarters initially wants one product, one English-language
campaign and one US-dollar-derived price architecture. Local teams argue that the plan underestimates customer differences and channel
realities.

The flagship product has an ex-factory cost of US$54 and an expected technical life of five years under normal use. It combines a small solar
panel, battery, LED lighting and USB charging. The current Rwandan package includes English, French and Kinyarwanda instructions. The
firm can add market-specific language and plug modules, but each new module requires certification, documentation and inventory
complexity. Customer service is currently centralized in Kigali.

Table 16.18. Urumuri market-entry evidence for the teaching case.

dicato e a ahna a
Estimated relevant households in launch regions 1,200,000 900,000 420,000
Expected reachable share in year 1 16% 13% 28%
Expected purchase conversion among reached 0 0 0
households 6.0% 7.5% 3.2%
Expected contribution per unit before localization fixed US$24 US$21 USS$38

cost

Mandatory / strongly advised language adaptation

English + Swahili support

English; selected local-
language assisted support

French mandatory for core
consumer documentation

Distributor margin requirement 18% 22% 14%
Direct e-commerce share of expected orders 25% 18% 65%
Expected return / replacement rate 4% 5% 7%
One-time localization/certification cost US$42,000 US$36,000 US$110,000

Principal evidence gap

Rural willingness to pay

After-sales reach beyond
Accra/Kumasi

Whether sustainability
positioning creates enough
willingness to pay

Management also learns that customers in Kenya frequently compare the product with pay-as-you-go solar systems, while Ghanaian
distributors expect physical demonstrations and local repair arrangements. In France, customers ask detailed questions about battery
repairability, recycling and warranty. A social-media agency proposes using Al to produce 60 localized creator scripts in three days. The
agency can translate into Swahili and French, but it cannot document the accuracy of technical claims without Urumuri's engineering team.
Case tasks

1. Build the addressability funnel for each market using the evidence provided. Which additional denominators would you seek before
treating the household estimates as market size?

2. Estimate expected year-one unit sales as relevant households x reachable share x conversion. Then calculate expected contribution before
one-time localization cost for each market. Do not interpret the result as a final launch decision.

3. Identify which adaptations are mandatory, discretionary and experimental. Create an adaptation register with owners and review dates.

4. Design a market-research plan that allows useful comparison across the three markets without assuming that sustainability, reliability and
affordability have identical meaning.
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5. Recommend a brand-positioning architecture: one global promise with local proof, or three country-specific positions. Defend the
decision.

6. Build a customer-price waterfall for one market, stating any additional cost information you need. Explain why ex-factory cost cannot
determine customer affordability.

7. Recommend the route-to-market architecture for each market, including customer-data ownership, service responsibility and distributor
controls.

8. Define which Al-generated content can be published after normal review and which technical or legal claims require mandatory expert
sign-off.

9. Use the CMGI Protocol to recommend scale, pilot or defer for each market. State at least two conditions that would reverse your
recommendation.

Ethical and Faith-Informed Dilemma: The Vulnerability Segment

During the Kenyan pilot, Urumuri's advertising platform reports that conversion is twice as high among users whose browsing patterns
suggest recent searches about electricity disconnection, emergency loans and late rent. A marketing analyst proposes creating a “power when
you cannot wait” audience that combines these signals with installment finance. The segment is profitable in a simulation. The platform
claims the underlying data are lawful and does not disclose individual identities to Urumuri. Local law does not clearly prohibit the proposed
audience.

The commercial argument is that the product genuinely helps households facing unstable electricity and that installment finance can spread
cost. The opposing concern is that financial stress may make these customers unusually vulnerable to urgency-based persuasion and
repayment burden. The fact that the platform labels the audience statistically does not remove the moral question: the firm would be
deliberately using inferred hardship to increase conversion.

Dilemma questions

1. Identify the empirical facts that management must verify before making a moral judgment. Which claims in the proposal are currently
assumptions?

2. Analyze the targeting decision through consequentialist, deontological, rights-based, justice, care, stakeholder and Christian moral
reasoning.

3. Would the decision change if installment terms were interest-free? If the product were a life-essential medical device? If the customer
could buy the same device elsewhere for cash?

4. Distinguish targeting customers who have a genuine need from exploiting the distress that makes the need urgent.

5. Propose a policy for sensitive or vulnerability-proxy targeting that preserves legitimate customer discovery without permitting predatory
persuasion.

6. Which Scripture-informed principles from Section 16.19 are most directly relevant, and how should they shape action rather than merely
language?
Data and Evidence Exercise: Market Screening, Localization Economics and Evaluation

Use the hypothetical data below to practice an integrated international marketing decision. The figures are intentionally simplified. A high-
quality answer should show calculations, explain assumptions and identify what cannot be inferred from the numbers.

Table 16.19. Hypothetical four-market evidence set.

Relevant category buyers 480,000 720,000 350,000 900,000
Reachable target share 35% 18% 52% 14%
Expected conversion without adaptation 4.5% 5.2% 3.8% 6.0%
Expected conversion with adaptation 5.8% 6.1% 4.0% 8.2%
Contribution/unit standardized Us$31 Us$25 us$42 US$19
Contribution/unit adapted US$29 US$23 US$39 US$17
Fixed adaptation cost US$62,000 US$48,000 US$95,000 US$54,000
Expected 90-day repeat rate adapted 28% 34% 24% 41%
Customer complaint rate per 1,000 orders 8 13 5 22
Data comparability confidence, 1-5 4 3 5 2

Exercise tasks

1. Estimate first-period orders under the standardized and adapted variants using relevant buyers x reachable share x conversion.
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2. Calculate total expected contribution under standardization and adaptation before and after the fixed adaptation cost. Which markets show
positive expected incremental profit from adaptation?

3. Recalculate the conclusion if adapted conversion is 15% lower than forecast in each market. Which decisions are robust?

4. Do not rank the markets on expected profit alone. Incorporate repeat rate, complaint rate and data-comparability confidence into a
reasoned portfolio recommendation.

5. Identify at least three reasons why the complaint rates might not be directly comparable across markets.

6. Design one causal test for the adaptation in Market Z. What should the control group receive, what is the primary outcome and what
spillovers could contaminate the experiment?

7. ldentify the moral issue raised by a market that is highly profitable but has materially higher complaint severity. What additional evidence
would you require before scaling?
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