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Abstrak Globalisasi pasar yang pesat dan revolusi digital telah membentuk kembali
lanskap kompetitif, menekankan pentingnya adaptabilitas budaya dalam
strategi pemasaran internasional. Penelitian ini mengeksplorasi peran
dimensi budaya dalam membentuk preferensi konsumen dan mengevaluasi
efektivitas strategi pemasaran adaptif dibandingkan dengan yang
terstandarisasi. Menggunakan pendekatan tinjauan literatur, penelitian ini
mensintesis wawasan dari teori pemasaran lintas budaya untuk menyoroti
tantangan dan peluang dalam bisnis global. Temuan menunjukkan bahwa
ketidaksesuaian budaya dapat menyebabkan kegagalan pasar yang
signifikan, seperti yang terlihat pada kasus Pepsi dan Nike, sementara
strategi yang adaptif secara budaya, seperti yang diterapkan oleh Netflix dan
Starbucks, meningkatkan keterlibatan konsumen dan loyalitas merek.
Penelitian ini menekankan perlunya bisnis untuk menyeimbangkan antara
standarisasi global dan relevansi lokal guna mengoptimalkan efektivitas
pemasaran mereka. Penelitian ini berkontribusi pada wacana akademik dan
aplikasi praktis dengan mengusulkan kerangka kerja untuk meningkatkan
adaptabilitas budaya sekaligus mempertahankan identitas merek.

Kata Kunci: Pemasaran Lintas Budaya, Adaptasi Budaya, Strategi Bisnis

Global, Adaptasi Strategis.
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Abstract
The rapid globalization of markets and the digital revolution have reshaped
the competitive landscape, emphasizing the importance of cultural
adaptability in international marketing strategies. This research explores
the role of cultural dimensions in shaping consumer preferences and
evaluates the effectiveness of adaptive versus standardized marketing
strategies. Using a literature review approach, the research synthesizes
insights from cross-cultural marketing theories to highlight the challenges
and opportunities in global business. Findings indicate that cultural
misalignment can result in significant market failures, as seen in cases of
Pepsi and Nike, while culturally adaptive strategies, like those of Netflix and
Starbucks, enhance consumer engagement and brand loyalty. The research
emphasizes the need for businesses to strike a balance between global
standardization and local relevance to optimize their marketing
effectiveness. This research contributes to both academic discourse and
practical applications by proposing a framework for improving cultural
adaptability while maintaining brand identity.

Keywords: Cross-Cultural Marketing, Cultural Adaptation, Global Business

Strategy, Strategic Adaptation

INTRODUCTION

The rapid globalization of markets and the digital revolution have redefined the
competitive landscape for businesses seeking international expansion. While this
transformation presents vast opportunities, it also intensifies the complexity of cross-
cultural interactions in marketing. Companies often assume that successful marketing
strategies in one region can be replicated elsewhere without modification, leading to
cultural misalignment and ineffective brand positioning. Research highlights that 72% of
consumers prefer marketing content in their native language (CSA Research, 2025), and
66% C-suite executives and board members believe culture is more important to
performance than the organisation’s strategy or operating model and
(PricewaterhouseCoopers, 2021). These findings underscore the importance of cultural
adaptability, yet many businesses continue to struggle with its practical implementation.

Existing studies on cross-cultural marketing predominantly rely on established
theoretical frameworks, such as Hofstede’s cultural dimensions (Hofstede, 2011) and
Hall’s high- and low-context communication model (Hall, 1976). While these theories
provide foundational insights, they often fail to account for the nuances of modern
consumer behavior in digital and hybrid economies. Prior research has also
disproportionately focused on Western markets, leaving a gap in understanding how
cultural dynamics influence marketing effectiveness in rapidly growing economies across

Asia, Africa, and Latin America. Furthermore, studies often treat cultural adaptation as a
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static process rather than an evolving strategy that must continuously respond to shifting
consumer preferences and technological advancements.

The urgency of this research stems from the increasing evidence of market failures
due to cultural insensitivity. Brands such as Pepsi, Dolce & Gabbana, and McDonald’s have
faced backlash for misinterpreting cultural values, demonstrating that a lack of cultural
awareness can result in reputational damage and financial losses. In contrast, companies
like Netflix and McDonald’s (with its regionally adapted menus) have successfully
integrated localized strategies, proving that cultural adaptability is a decisive factor in
global success. However, the key is for businesses to create marketing strategies that
strike a balance between global standardization and local relevance, while maintaining
brand identity and operational efficiency.

Given the increasing number of market failures due to cultural insensitivity, this
research aims to explore the intersection of culture and marketing strategy, offering
insights into how companies can balance global standardization and local relevance.
Through a comprehensive literature review, this research seeks to: (1) analyze the role of
cultural dimensions in shaping consumer preferences, (2) assess the effectiveness of
adaptive versus standardized marketing strategies, and (3) propose a framework for
businesses to enhance cultural adaptability while maintaining brand identity. By bridging
theoretical perspectives with real-world case studies, this research contributes to the
advancement of both academic discourse and practical applications in international

marketing.

METHODS

This research utilizes a literature review as the primary research method to
examine concepts, theories, and previous findings related to the discussed topic. The
research is carried out by gathering and critically analyzing various credible sources,
including scientific journals, books, research reports, and other official documents. This
methodological approach is designed to systematically identify patterns, critically
examine existing research gaps, and contribute to the advancement of theoretical and
practical applications within the field of cross-cultural marketing. The data analysis
process is conducted in a systematic and thorough manner to ensure the accuracy,

validity, and relevance of each source utilized (Neuman, 2014).

RESULTS AND DISCUSSION
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The Etymology of Culture

Etymologically, the word culture originates from the Latin cultura, which has its
roots in the verb colere, meaning ‘to cultivate,” ‘to care for,” or ‘to maintain’ (Williams,
1983) in (Berg, 2024). Initially, this term was used in the context of agriculture, referring
to ‘cultivating the land’ to produce better agricultural yields. Over time, its meaning
evolved into the ‘intellectual and social development’ of humans within a society. From an
anthropological perspective, culture encompasses values, norms, beliefs, and practices
passed down from one generation to the next (Tylor, 1871) in (McGee & Warms, 2024).

On the other hand, the term cultive originates from the Latin cultivare, which also
has its roots in colere and more specifically means ‘to cultivate’ or ‘to develop something
intentionally’ (Forte, 2024). While culture refers to the overall social and intellectual
system within a human group, cultive emphasizes the deliberate act of improving or
enhancing a particular aspect of society, such as education or individual skills.

In the context of cross-cultural marketing, understanding culture and cultive is
crucial, as marketing strategies must consider how cultural values evolve and how a brand
can ‘cultivate’ or adapt products to align with local market expectations, according to
Hofstede, in (Oaland, 2024). For instance, multinational companies often use the strategy
of glocalization, which involves adapting products and marketing messages based on local
cultural values to increase acceptance among local communities.

Data from a McKinsey & Company report (2024) indicates that companies that
understand the cultural values of their target markets have a 30% higher chance of
successful market penetration compared to those that do not take cultural factors into
account. Therefore, understanding the concepts of culture and cultive is not only relevant
in academic studies but also has significant practical implications in global business

strategy.

Cultural Iceberg

The cultural layer or Cultural Iceberg is a concept developed by Edward T. Hall
(1976) to explain that culture has visible and invisible aspects, similar to an iceberg in the
ocean. In the displayed image, culture is divided into two main layers: surface culture
(visible culture) and deep culture (invisible culture).

The first layer, surface culture, includes cultural elements that are easily observed,

such as Food, Language, Music, Visual Arts, Festivals, Literature, Performing Arts, Flags,
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Games, Dress, and Holiday Customs. These aspects of culture are often associated with the
identity of a group, but they represent only a small part of the overall culture (Hall, 1976).
Meanwhile, deep culture encompasses fundamental values, perceptions, social norms,
ethics, and beliefs that are more difficult for outsiders to recognize but significantly
influence individual behavior and social interactions within a culture.

Culture can be analogized as an iceberg, where surface culture includes visible
aspects such as food, clothing, language, and celebrations. For example, sushi in Japan and
rendang in Indonesia not only reflect culinary preferences but also historical and cultural
identities. Similarly, celebrations such as Eid al-Fitr and Chinese New Year serve as easily
observable expressions of culture (Hall, 1976).

However, beneath the surface lies deep culture, which includes the Nature of
Friendship, Values, Notions of Beauty, Religious Beliefs, Body Language, Norms, Etiquette,
Rules, Expectations, Gender Roles, Learning Styles, Leadership Styles, Attitudes towards
Social Status, Notions of "Self," Perceptions, Attitudes towards Age, Notions of Modesty,
Thought Processes, Views on Raising Children, Concept of Fairness, Importance of Space,
Approaches to Problem-Solving, Notions of Cleanliness, Importance of Time, and
Assumptions. For example, the concept of gotong royong in Indonesia reflects collectivist
values that emphasize togetherness, whereas in individualistic cultures like the United
States, the emphasis is placed more on independence. Differences are also evident in
perceptions of time—German society highly values punctuality, whereas in some
Southeast Asian countries, time tends to be more flexible (Hofstede, 2001). Additionally,
in etiquette, Japanese culture emphasizes respect through the tradition of bowing, which
differs from Western cultures that prioritize handshakes as a formal interaction (Triandis,
1995).

The Cultural Iceberg concept is relevant in the context of cross-cultural marketing,
as understanding only the surface layer is insufficient for developing effective
communication strategies. For instance, companies looking to enter global markets must
understand deeper aspects such as consumer mindsets, social expectations, and
communication norms in a given country (Hofstede & Minkov, 2010) in (Oaland, 2024).
Studies show that failure to understand deep culture can lead to miscommunication,
market rejection, and even complete business failure (Usunier & Taras, 2023).

A Cultural Iceberg-based approach allows companies and marketers to tailor their

strategies to deeper cultural values rather than just visible surface aspects. This deep
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understanding not only enhances marketing effectiveness but also fosters stronger long-

term relationships with cross-cultural consumers.

Culture as a Compass

Culture as a compass refers to the role of culture in guiding the behavior of
individuals and groups within a society, including in the context of cross-cultural
marketing. According to Hofstede (2011), culture is “the collective programming of the
mind that distinguishes the members of one group or category of people from another.”
In other words, culture functions as a system of values, norms, and beliefs that direct how
individuals think, act, and interact in various contexts, including consumption decisions
and marketing strategies.

In cross-cultural marketing, culture serves as a compass that determines consumer
preferences, marketing communication, and the adaptation of products and services. For
example, research by De Mooij, et al. (2024) shows that a successful marketing strategy in
one country cannot necessarily be applied directly in another without cultural adaptation.
As an example, in collectivist cultures such as Indonesia and Japan, purchasing decisions
are more influenced by social norms and group recommendations compared to
individualist cultures like the United States, where decisions are more personal (De Mooij,
2021; Nguyen & Rudawska, 2022).

Furthermore, culture also determines how brands build their image and
relationships with consumers. Research by Zhang, et al (2025) found that in high-context
cultures, such as Korea and China, marketing communication is more effective when using
emotional and symbolic approaches. In contrast, in low-context cultures such as Germany
and the United States, a more explicit and fact-based approach is better received.

Understanding culture as a compass in cross-cultural marketing enables
companies to develop strategies that align with the values and expectations of consumers
in different countries. In today’s era of globalization, where cultural interactions are
increasingly complex, applying cultural theories such as those proposed by Hofstede
(2011) and De Mooij (2021) is crucial in creating successful and sustainable marketing

strategies.

Culture in the Context of Marketing
In the context of marketing, culture refers to the values, norms, beliefs, customs,

and symbols that shape the way people interact, communicate, and make decisions. Kotler
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and Keller (2012) in Quaye (2021) state that marketing management is the art and science
of selecting target markets and acquiring, retaining, and growing customers through the
creation, delivery, and communication of superior customer value. This requires
marketers to understand the culture of their target market to offer products that are
relevant and aligned with consumer needs and desires.

Cultural Product refers to products that are created and developed by considering
specific cultural elements relevant to the target market. These products often reflect
traditions, values, or cultural symbols that are expected to be well-received by consumers
with a particular cultural identity.

In an increasingly globalized business world, Cultural Sensitivity in marketing
demonstrates a company's ability to understand, respect, and accommodate cultural
differences in business interactions. Companies with a high level of cultural sensitivity can
avoid potential misunderstandings, stereotypes, or even unintentional offenses in their
marketing communications (Singh, 2011). Thus, marketing messages not only become
more effective but also strengthen the brand’s image as an inclusive entity that values
diversity (Hollensen, 2020).

On the other hand, Cultural Awareness refers to a broader understanding of how
cultural values, norms, and customs influence consumer behavior. This awareness helps
companies adjust their marketing strategies to be more relevant to the preferences and
expectations of their target market (Kotler & Keller, 2022). For instance, symbols, colors,
and communication styles that are perceived positively in one culture may not have the
same meaning or may even be considered offensive in another culture (De Mooij, 2021).
Therefore, understanding local cultural nuances is key to creating marketing messages
that are not only appealing but also well-received by the target audience.

In the context of marketing theory, cultural awareness and cultural sensitivity are
crucial for creating, delivering, and communicating superior customer value in an
increasingly interconnected global market. For example, adapting products to
consumption habits relevant to each culture will help companies effectively acquire and

retain customers.
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The Importance of researching Cross-Cultural Marketing

Cross-cultural marketing is crucial in the global business world as companies need
to understand and adapt to cultural differences that influence consumer behavior. One of
the main theories underlying the importance of researching cross-cultural marketing is
Geert Hofstede’s Cultural Dimensions Theory (2001) in Hofstede (2011), which explains
cultural differences through dimensions such as individualism versus collectivism and
uncertainty avoidance. For example, markets in countries with high individualism values,
such as the United States, are more responsive to messages emphasizing personal
freedom, while markets in countries with collectivist values, such as Indonesia, appreciate
messages that highlight togetherness and social harmony.

Additionally, Hall's High and Low Context Culture Theory (1976) in Damberg et al.
(2024) reveals that cultures with high-context communication prioritize social
relationships and indirect communication, whereas low-context cultures tend to be more
direct and explicit in communication. This is important in designing effective marketing
campaigns in different markets.

According to research by Chen et al. (2024), global consumers prefer products
tailored to their local culture. For example, IKEA has successfully adapted its designs and
products for the Asian market by providing smaller and more practical furniture, which
aligns with the lifestyle habits of people in the region. This demonstrates that
understanding cultural differences can enhance consumer engagement and brand success

in international markets.

The Mistake Companies Make When Marketing to Different Cultures

In cross-cultural marketing, a common mistake that companies often make is
assuming that a strategy that succeeds in one culture can be directly applied to another
without proper adaptation (Usunier & Lee, 2013). Differences in values, social norms, and
consumer perceptions of a brand are heavily influenced by culture, and failing to consider
these factors can lead to marketing failures (De Mooij, 2021). For example, Pepsi's
marketing campaign in China, which translated its slogan into "Pepsi brings your
ancestors back from the dead," is a clear example of how errors in translation and cultural
understanding can result in misunderstandings that harm a brand (Al-Badawi, 2025).

Additionally, McDonald's adapts its menu in different countries, such as offering

McPaneer in India as a way to accommodate local preferences that avoid beef (Bartosik &
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Chojnowska, 2024). Gerber faced a similar challenge in Africa when they used packaging
with a baby image on the label, following Western marketing practices. However, in some
African countries, there is a tradition where product packaging features an image of the
actual contents. As a result, many consumers mistakenly believed that the product
contained babies as its main ingredient (Long, et al., 2024).

Another case occurred when KFC entered the Chinese market. They translated
their famous slogan "Finger-lickin' good" into Mandarin, but the translation turned into
"Eat your own fingers," causing confusion and an image that did not align with their brand
objectives (Torelli, et al., 2024). Mercedes-Benz also faced similar challenges when they
first entered the Chinese market in the 1990s with the name "Bensi," which in Mandarin
means "rushing to death." This name obviously contradicted the luxurious and safe image
they wanted to build. Eventually, they changed it to "Benchi,” which had a more positive
and professional connotation (Bush & Lindsey, 2024).

Cultural misinterpretation was also experienced by Nike in 2012 when they
released a special edition shoe for Mexico called "Black and Tan." Although the term
referred to the shoe's color, in Irish history, "Black and Tan" referred to a British
paramilitary force notorious for its brutality against the Irish people in the early 20th
century. As a result, this campaign received negative backlash, forcing Nike to withdraw
the product and issue an apology (Lewis, 2024). A similar mistake was made by Electrolux
when attempting to enter the U.S. market in the 1970s with the slogan "Nothing sucks like
an Electrolux." In American English, the word "sucks" has a negative connotation, making
the slogan unintentionally suggest that their product was of poor quality, even though it

was meant to highlight the vacuum cleaner's strong suction power (Kumar, 2024).

Cultural Dimensions of Hofstede

In the context of cultural dimensions, understanding cultural differences is crucial
in formulating effective business strategies. One of the most widely used frameworks for
measuring cultural differences is Hofstede's cultural dimensions, which include Power
Distance, Masculinity vs. Femininity, Individualism vs. Collectivism, Uncertainty
Avoidance, and High vs. Low Context Communication. Each of these dimensions has
different implications for how individuals in a country behave, make decisions, and
respond to marketing strategies implemented by multinational companies (Hofstede,

2011; Usunier & Lee, 2013).
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The Power Distance dimension measures the extent to which a society accepts
power inequalities within an organization or country. In high Power Distance countries,
such as Malaysia and the Philippines, hierarchical structures are highly respected, and
business decisions tend to be top-down (Usunier & Lee, 2013). Conversely, in low Power
Distance countries, such as Denmark and Austria, communication is more open, and
employees have greater freedom to express their opinions (Hofstede, 2011). In marketing,
this means that communication strategies in high Power Distance countries need to
emphasize authority and status, whereas in low Power Distance countries, a collaborative
and interactive approach is more effective.

The Masculinity vs. Femininity dimension describes whether a society emphasizes
competition and achievement (masculinity) or well-being and cooperation (femininity).
Countries such as Japan and Germany have masculine cultures, where success and
achievement are the main values in business and marketing (Usunier & Lee, 2013). Brands
like Rolex and BMW are highly popular in these countries because they are perceived as
reflecting high social status. On the other hand, in feminine countries like Sweden and the
Netherlands, society values work-life balance and sustainable products. This explains why
marketing strategies based on corporate social responsibility (CSR) and sustainability are
more successful in feminine countries (Deloitte, 2023).

The Individualism vs. Collectivism dimension distinguishes between cultures that
emphasize individual achievement and those that prioritize group cohesion. Countries
such as the U.S. and the U.K. have individualistic cultures, where purchasing decisions are
more influenced by personal preferences than social norms (Hofstede, 2011). Therefore,
personalization-based marketing strategies, such as Nike’s "Just Do It" campaign, are
more effective in these countries. Conversely, in collectivist countries like Indonesia and
Guatemala, recommendations from family and the community significantly influence
purchasing decisions (McKinsey, 2024). Hence, community-based and cooperative
marketing strategies, such as local influencer campaigns or word-of-mouth marketing, are
more effective in collectivist countries.

The Uncertainty Avoidance dimension measures the extent to which a society feels
uncomfortable with uncertainty and change. Countries such as Greece and Japan have
high Uncertainty Avoidance levels, where people prefer clear regulations and stability in
business (Hofstede, 2011). Consumers in these countries tend to choose well-established

brands with a strong reputation, such as Toyota or Samsung, rather than trying new
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brands. Conversely, in low Uncertainty Avoidance countries like Singapore and Jamaica,
people are more open to innovation and experimentation. Therefore, marketing strategies
based on innovation and creativity are more effective in low Uncertainty Avoidance
countries (Usunier & Lee, 2013).

The High Context vs. Low Context Communication dimension influences how
marketing messages are conveyed. In High Context cultures, such as Japan and China,
communication is implicit, with much meaning conveyed through body language and
cultural symbols (Hall, 1976). As a result, advertisements in these countries often use
metaphors or emotional storytelling to deliver messages. In contrast, in Low Context
cultures, such as the U.S. and Germany, communication is more explicit and direct, making
marketing strategies based on message clarity and transparency more effective (Hofstede,

2011).

Maslow's Hierarchy of Needs

The hierarchy of needs proposed by Maslow consists of several hierarchical levels
of basic human needs that are considered universal (Koltko, 2006). Physiological needs
must be met first, as they are fundamental for survival. Next is the need for safety, which
includes having shelter and protection from environmental dangers. Following this is the
need for esteem the desire to gain respect from others, often supported by the possession
of goods that enhance social status. The final stage, if all previous levels are fulfilled, is
self-actualization the development of one’s full potential in sustaining life (Usunier & Lee,
2013).

Culture has a significant influence on Maslow’s hierarchy of needs in two main
aspects. First, not all cultures adhere to the fundamental assumption of this theory, which
states that one level of need must be fully satisfied before an individual can pursue a
higher level of need. Second, although human needs are relatively similar, the way they
are fulfilled varies greatly depending on cultural context. For example, a country's
economic development level determines how basic human needs are met. In less
developed economies, societies tend to focus more on fulfilling basic survival needs.
However, in certain cultures, such as Hinduism, achieving self-actualization the highest
level in Maslow’s hierarchy is often a priority and is not necessarily linked to material
consumption. As an illustration, in some developing countries, an individual may choose

to sacrifice food consumption to purchase a refrigerator in order to enhance social status
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and fulfill the need for esteem, even though their physiological needs have not been
entirely met (Usunier & Lee, 2013).

These examples illustrate that social dynamics play a crucial role in shaping
consumer motivation patterns, ultimately challenging one of the fundamental principles
of Maslow’s theory. Specifically, the hierarchy of needs proposed by Maslow cannot be
universally applied across all cultural contexts, as individuals in different societies may
pursue higher-level needs without having fully satisfied the lower-level needs (Gambrel

& Cianci, 2003).

The Adaptation and Standardization of Local Culture in Marketing Strategies

In the increasingly competitive global business landscape, companies face a
dilemma between standardization and local cultural adaptation in their marketing
strategies. Standardization offers cost efficiency, brand consistency, and economies of
scale by maintaining key elements such as product design, logos, and uniform marketing
messages across different countries (Usunier & Lee, 2013). However, this approach often
fails to consider significant cultural differences in consumer preferences, social values,
and regulations in each market (Kotler & Keller, 2022). On the other hand, adaptation
allows companies to tailor products and marketing strategies to the needs and
expectations of local consumers, creating stronger engagement and enhancing
competitiveness (Bag et al., 2023).

A concrete example of adaptation strategies can be found in the fast-food industry.
McDonald's, for instance, has developed different menus in each country to reflect local
preferences. In India, they replaced beef with chicken and potatoes in products like the
McAloo Tikki and Maharaja Mac to respect the Hindu community’s vegetarian traditions
(Schaffmeister & Schaffmeister, 2015). In Japan, McDonald's introduced the Teriyaki
Burger, which aligns with the local preference for umami flavors (Usunier & Lee, 2013).
Meanwhile, in the automotive industry, Toyota employs a hybrid approach between
standardization and adaptation. In Europe, Toyota focuses more on producing hybrid cars
such as the Toyota Yaris Hybrid, aligning with strict environmental regulations and
sustainability trends (Ghodrati, 2024).

In the digital services sector, Netflix has successfully adapted its content with a
hyper-localization strategy. By investing heavily in local productions such as Money Heist

in Spain and Sacred Games in India, Netflix not only adjusts language and subtitles but also

68



ensures that storylines, actors, and cultural elements reflect the lived experiences of local
audiences (Menon, 2024). This strategy increases content appeal and expands Netflix’'s
global market reach. Similarly, Starbucks has implemented cultural adaptation in its
operations, especially in the Asian market. In China, where tea culture is more dominant
than coffee, Starbucks not only offers tea-based beverages but also incorporates
traditional architectural elements into its store designs to create a more relevant
experience for local customers (Gupta et al., 2018).

However, adaptation strategies are not always advantageous. High research and
development costs, operational complexity, and the risk of brand inconsistency pose
major challenges in implementation. Therefore, many companies opt for a glocalization
strategy, which combines adaptation and standardization to balance global efficiency with
local relevance (Usunier & Lee, 2013). For example, Coca-Cola maintains its strong brand
identity with its distinctive logo and colors while adapting its marketing strategy to fit
local cultures. In the Middle East, Coca-Cola launched campaigns emphasizing the value of
togetherness during Ramadan, while in Japan, the company introduced unique flavors
such as Sakura Coca-Cola to attract consumers (Birlea, 2020).

From these various case studies, it can be concluded that global marketing success
depends on a company’s ability to balance adaptation and standardization. In certain
contexts, standardization may provide greater efficiency, but without a deep
understanding of local cultural dynamics, brands may lose appeal and relevance in
specific markets (Kotler & Keller, 2022). Conversely, excessive adaptation can increase
costs and complicate brand consistency across different countries (De Mooij, 2021).
Therefore, the optimal global marketing strategy is one that accommodates local cultural
flexibility while maintaining a strong brand identity at the international level (Usunier &

Lee, 2013).

Basic Choice Strategies Tellis & Gaeth

In the context of cross-cultural marketing, pricing strategy selection is highly
influenced by consumers' perceptions of value, quality, and financial risk. Tellis & Gaeth
(1990) identified three main approaches consumers use in making product choices: Best
Value, Price Seeking, and Price Aversion. Each of these strategies has different

implications across various cultural and economic environments.
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The Best Value strategy is based on consumers' decisions to choose products that
offer an optimal balance between price and quality. In countries with cultures that
emphasize rational decision-making, such as Germany and Canada, consumers tend to
select products that meet their expectations without being overly influenced by branding
or premium pricing (Usunier & Lee, 2013). A survey conducted by Deloitte (2023) found
that cost is the main barrier for consumers in adopting sustainable behaviors, indicating
an awareness of long-term value.

Conversely, Price Seeking refers to consumers' tendency to associate higher prices
with better quality. Kotler and Keller (2016) state that consumers from upper social
classes often focus more on quality and the social status reflected in the products they
purchase. They tend to perceive branded or luxury products as symbols of prestige and
social status. Additionally, according to a Forbes report referencing Bain & Company
(Flannery, 2023), although China's luxury goods market declined in 2022 due to COVID-
19 lockdowns, demand was expected to rebound in 2023. This recovery reinforces the
idea that consumers in China continue to view luxury goods as an essential part of their
social identity.

On the other hand, Price Aversion describes consumers' tendency to prefer the
lowest-priced products as a way to minimize economic risk. This is particularly applicable
in developing countries, where lower purchasing power makes price a primary factor in
purchasing decisions (Tellis & Gaeth, 1990). According to McKinsey, acceptance of
domestic brands in Asia has increased by more than 35% compared to a decade ago,
contributing to a 6% rise in local brand market share and reducing the dominance of
foreign brands. This trend suggests that consumers in the region prefer more affordable
local products (Naufalazthallah, 2025).

Companies operating on a global scale must understand these differences in
consumer preferences to develop effective pricing strategies across various markets.
Implementing a uniform pricing strategy without considering cultural factors may result
in reduced competitiveness or even failure to enter specific markets. Therefore, a more
flexible and research-based approach is essential to accommodate diverse consumer

preferences across different countries.

The Distribution Channels
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Distribution Distribution channels serve as a crucial link between manufacturers
and consumers, facilitating direct or indirect communication (Wong & Lesmono, 2019).
These channels are essential components of product planning, even before a product's
launch. According to Dabaghian, et al. (2021), distribution channels that involve
manufacturers, distributors, and retailers significantly enhance a firm'’s profitability. Each
entity each play a crucial role in this process, with each entity following a specific timeline
to fulfill their responsibilities (Mohammed et al., 2021).

One commonly used distribution technique is direct distribution, where
companies sell and transport products directly to customers without intermediaries
(Abdullah et al.,, 2021). This model allows manufacturers to control the entire buying
process and communicate directly with consumers (Rambocas et al., 2015). Direct
distribution methods include physical retail stores, online sales, and direct orders from e-
commerce websites.

Conversely, indirect distribution channels involve intermediaries handling
product distribution (Andreji¢ & Kilibarda, 2015). This approach offers advantages, such
as improved market positioning and leveraging the expertise of intermediaries. It also
provides additional support that companies might lack. However, indirect distribution
can increase costs, introduce complexities, and lead to delivery delays. Furthermore,
relying on intermediaries may reduce manufacturer control, potentially causing conflicts
(Kulinska & Smaga, 2020).

Additionally, distribution channels can be categorized as centralized or
decentralized. In a centralized system, manufacturers sell directly to customers, often
using pricing models like the expected-revenue function. However, this method carries
financial risks since manufacturers bear the cost of unsold inventory. On the other hand,
decentralized distribution assigns sales and delivery responsibilities to retail stores,
reducing manufacturers' financial risks but limiting their control (Jerath et al,, 2017).

Internal expansion, such as Starbucks’ strategy in China, enables firms to maintain
full control over their brand and customer experience. This approach ensures service
consistency and long-term market presence but requires substantial capital and market
understanding. Starbucks plans to expand to 9,000 stores by 2025, aiming to double sales
and enhance omnichannel engagement (China daily, 2022).

Mergers and acquisitions (M&A) serve as strategic tools for growth and market

expansion. While mergers consolidate two firms under shared ownership, takeovers
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involve acquiring a controlling stake. Reliance Industries’ 2020 acquisition of Future
Retail nearly doubled its retail footprint to 52.5 million square feet, strengthening its
market position despite regulatory and integration challenges (Economic Times, 2020).
However, M&A often fail to realize anticipated benefits due to post-merger integration
difficulties, cultural clashes, and overestimated synergies (Haleblian et al., 2008). Cross-
border acquisitions introduce additional complexities, such as navigating regulatory
environments and adapting to cultural differences, which can impact long-term success
(Teerikangas & Laamanen, 2014). Recent studies suggest that cash transactions in
acquisitions yield more stability compared to stock-financed deals, highlighting the
importance of payment methods in firm performance (Omotesho & Obadire, 2024).

Franchising has emerged as a prevalent strategy for businesses seeking to expand
their reach, offering a model that enables parent companies to capitalize on economies of
scale and ensure brand cohesion, while simultaneously distributing financial risks to
franchisee operators (Kim et al, 2020). Domino's Pizza's expansion in Latin America
provides a noteworthy example of this dynamic, where the franchise model has combined
centralized brand management with local franchise networks to drive growth.
(Lafontaine & Kaufmann, 1994). However, this model is not without its complexities.
Vertical restraints, such as resale price maintenance and no-poaching agreements, can
potentially limit the autonomy of franchisees and adversely impact labor markets. Critics
contend that these practices may undermine workers' bargaining power and quality of
life by suppressing wages and restricting their ability to seek better employment
opportunities, as the constraints imposed by these agreements can hinder labor mobility
and prevent workers from leveraging their skills and experience to negotiate for more
favorable terms (Alon et al., 2021).

International Joint venture (IJV) is a legal entity established by at least two
businesses, one headquartered abroad. According to (Kwok et al, 2018) equity in
international joint ventures refers to forming a new firm entity between two or more
partners, with each partner holding an equity share of the total capital or redistributing
capital shares of an existing company among partners (Park et al., 2014).in China typically
involve foreign investors contributing capital and advanced technology, facilitating
technology transfer. Volkswagen pioneered this approach in 1985 with China’s first
automotive JV and later partnered with First Auto Works in 1991 to produce Audi and

Jetta models, transferring proprietary design technology (Farhooman et al, 2005).
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Similarly, General Motors introduced its intellectual property to China in 1994, sharing
Cadillac and Buick vehicle designs with its local JV partner (Tao & Ho, 2005). In
international construction joint ventures (ICJVs), JVs optimize technology use, minimize
risks, and enhance cost efficiency. Success depends on effective management control,
governance, and conflict resolution, with theoretical models like transaction cost
economics and relational contracting offering insights into JV dynamics (Tetteh & Chan,

2019).

CONCLUSION

This research provides a comprehensive analysis of the intersection between culture and
global marketing strategies, emphasizing the necessity of cultural adaptability in an increasingly
interconnected marketplace. By critically evaluating established theoretical frameworks, the
research highlights the limitations of standardized marketing approaches and underscores the
importance of localized strategies in ensuring market penetration and brand acceptance. Through
an in-depth review of both successful and failed international marketing campaigns, the findings
illustrate that cultural misalignment can lead to significant reputational and financial risks,
whereas culturally attuned strategies enhance consumer engagement and brand loyalty.
Ultimately, this research advocates for an adaptive, research-driven marketing framework that
integrates cultural intelligence, consumer behavior insights, and digital transformation to

optimize global market performance.
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