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INTERNATIONAL 
GROWTH 
CONSULTANCY: 
WHY DOES IT 
MATTER?
Is your business embarking on a 
global voyage? Have you considered 
International Growth consultancy? 
Why does it matter in the first place?

Ways of conducting businesses across 
borders are radically changing. Tech-
acceleration means easier and real-
time collaboration all around the word. 
It has reshaped the global business 
landscape too. For example, the 
sheer volume of smaller and medium-
sized businesses going global has 
disrupted the existing ecosystem, 
previously owned by a selected 
network of big ecommerce players. 

Globalisation has never been easier 
and represents a world of investment 
opportunities. Sustainable globalisation, 
however, depends on many variables. 
Going global comes with a unique set 
of obstacles, so it is essential to scale 
activity intelligently. Good preparation 
for expanding internationally can be the 
difference between success and failure. 

Limited or unstructured strategic 
vision, measurement processes, and 
operational scalability are the most 
common challenges when going global. 
Too often, businesses adopt a one-
size fits all approach when pushing 
boundaries. Instead, you need to 
position your business for growth — 
through market intelligence, digital 
strategy, and marketing localisation. 

Otherwise, your go-to-market efforts 
will quickly result in wasted resources 
and lost digital influence, severely 
impacting your brand building 
exercise further down the line. 

Positioning and validating your business 
for international expansion requires 
robust planning and measurement 
processes. Measurement empowers you 
to grow and reach market maturity.  

Scalability issues also need to be 
addressed beforehand, and from 
all operational angles  — including 
international logistics and payments. 

Additionally, both your marketing 
content and strategic efforts need to 
align with local market preferences. 
Localisation still is underestimated 
when going global, however ‘local’ 
thinking is vital to global growth. 

In other words, expanding for the own 
sake of growth is the road to failure. 
International Growth consultancy aims to 
tackle such challenges, by evaluating your 
market strategic and operational readiness 
and constructing a plan that aligns with 
your go-to-market ambitions, eventually 
leading to unlocked global opportunities.
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UNDERSTANDING 
MARKET 
READINESS: 
THE ‘GO-TO-
MARKET’ PROOF 
OF CONCEPT 
Establishing a successful international 
footprint and maximising impact 
require the answers to the following 
fundamental questions: what markets 
to enter/grow and why, when to 
enter those markets, and how.  

The benefits of international expansion 
are endless, from building competitive 
advantages to finding new revenue 
streams and establishing the brand 
presence internationally, but there are 
important factors to consider when 
undertaking the expansion journey. First 
off, expanding digital strategies abroad 
involves multi-level considerations, 
including an in-depth understanding of 
your business goals, audience profiles, 
competitive edge, and operating model. 

You need to get your go-to-market 
business case fully established, planned, 
activated, and -re-evaluated, at every 
single touchpoint of your international 
journey. Companies looking to succeed 
internationally need to properly research, 
compose, and structure their business 
plan, with a view to understanding growth 
areas, mitigating expansion risks, and 
addressing their resourcing limitations. 
Replicating and spanning domestic 
strategies across borders to get off the 
ground quickly, without factoring in market 
nuances and local brand perceptions, will 
completely undermine opportunities.
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Business planning allows you to craft 
the vision, design a bespoke strategy, 
and leverage competitive assets. 
International Growth consultancy 
streamlines the whole process, resulting 
in faster activation of media and strategic 
plans, and sustainable performance. 

Sustainable growth therefore requires 
planning. It takes time and vision to 
drive transformative results. Articulating 
your value-add proposition and getting 
profitability out of your expansion plans 
involve a clear understanding of your 
go-to-market ambitions, local market 
resonances, and consumer attitudes. 
Don’t be too quick turning on the taps. 
There’s no room for assumptions.
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ESTABLISHING A 
MEASUREMENT 
FRAMEWORK: 
THE PATH TO 
SUSTAINABILITY
Establishing a robust business case for 
expansion, using tangible insights, and 
data-based proof points is the sure way 
to establish sustainability. However, 
both the expansion decision itself and 
the methodology used to realise this 
ambition are equally important. You need 
to consider all variables. Nothing is left to 
chance. Sustainability requires a strong 
architectural mindset: this is how you 
can inform the next best move towards 
profitability and better act for impact. 

Advanced and bespoke measurement 
processes should be used as the 
cornerstone of any new activity, 
regardless of whether you are testing 
the market, growing market share, or 
already generating incremental revenue. 
Measurement should apply to every 
component, touchpoint, and tactic of the 
international journey, whether this involves 
data, strategy, or resources. Measurement 
is not just about ROAS metrics, or new 
value acquisitions. For example, you 
also need to focus on the share of the 
market you are obtaining and how this 
compares against your competitors. 

Performance linguistics is another 
component against which success 
needs to be validated. For example, the 
success of your localisation initiatives 
can be scored against a set of linguistic 
and impact KPIs that align with your 
business goals, such as returns on content 
marketing investment, time savings, 
speediness of new content delivery, and 
so on. Embedding translation investments 
into your wider media plans will allow 
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you to secure content-specific budget 
and capture global surges in demand. 

Success requires a holistic vision of 
your market readiness for growth. Every 
market has a growth curve: where and 
how do you position your business inside 
that growth trajectory? How do you 
pivot or rethink your business to achieve 
this? Understanding how to create 
profitability requires a comprehensive 
piece of KPI research and revaluation, 
in the context of your go-to-market 
objectives and, of course, marketing 
mix. For example, delivering an effective 
omnichannel marketing strategy involves 
an in-depth understanding of your 
channel structure, click composition, 
and media investment gaps i.e., areas 
where clicks are underestimated, 
potentially reaching a ceiling in growth. 

Adopting an agile mindset and being 
willing to adapt directional and strategic 
changes are key to success, particularly 
in highly volatile environments. 
Assessing market readiness for 
internationalisation is critical to success, 
but reassessing market opportunities 
and tracking progress relentlessly, both 
strategically and operationally, is the 
only path for long-term sustainability. 
Adaptability, through measurement 
and strategic responsiveness, is the 
key to becoming truly transformative.
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EXPLORING 
ADVANCED 
LINGUISTIC 
SERVICES:           
A CATALYST 
FOR SUCCESS 
Building a successful expansion 
strategy requires various types of 
expertise and capabilities. Do you have 
the relevant ecosystem of partners 
in place for this? Can they deliver at 
scale? How fast can they deliver? 

Creating global connections and 
leveraging a network of trustworthy 
partners can lead to more actionable 
insights, increase scalability, and 
inform your next best course of 
action. Partners need to work as 
extensions of your teams, and 
develop a thorough understanding 
of your vision, values, objectives, and 
preferred communication styles.

Your digital localisation partners, for 
example, need to have a strong media 
background, be able to master the 
intricacies and complexities of digital 
marketing, and work towards the same 
goal: delivering a memorable and fully 
localised customer experience. Their 
language technology and engineering 
capabilities need to align with rapidly 
evolving technology, and fully embed 
the customer touchpoints and lifecycle. 
Have they developed their own 
Computer-Assisted Translation (CAT) 
tools and translation management 
systems? Do they use tech or automation 
to scale up activity? Do they have robust, 
measurable QA processes in place?  

82% of consumers are more likely 
to buy if the content of the website 
is in their own language, and 56% of 
consumers value local content more than  
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price (Source: Google internal data). Still, 
localisation is the most common operational 
barrier to growth. Furthermore, incorrect use 
of special characters, formal and informal 
tone, syntax, punctuation, and currency 
symbols quickly erode customer trust. 

When expanding abroad, it is essential 
for your website and digital assets to be 
linguistically, culturally, and emotionally 
aligned with the native language of your 
targeted market. Many words that you 
take for granted don’t even exist in other 
languages, so adapting the essence of your 
messaging, as well as the source intent, 
is key in driving marketing effectiveness. 
Linguists also need to consider and 
accommodate all relevant keyword 
variations – this is particularly relevant 
for multilingual markets or markets that 
use various dialects. Localising ads for 
PPC also requires a solid understanding 
of length constraints and engine-specific 
requirements: Google, Baidu, Yandex all 
have different scopes of influence and 
ways of driving marketing effectiveness. 

Adapting the culture of the market you 
are entering, whilst still protecting your 
corporate and digital stamps, involves 
tailored communications. You need to 
be able to communicate at scale safely 
and accurately, and your digital content 
must connect on emotion to drive 
engagement. Mother’s Day for example 
is celebrated in more than 50 countries 
worldwide at different points during 
the year, and traditions vary from one 
country to another. Content and strategies 
need to be tailored accordingly. 

Exploring more advanced language 
capabilities such as transcreation, content 
origination, or multilingual copywriting, 
will help articulate your brand and 
product offering in line with local market 
resonances. German ads for example 
use longer words than English, as well as 
a more complex grammatical structure. 
Originating content may be a solution 
to this, as this service creates content 
without the source language interference.



DELIVERING 
THE TOTAL 
CUSTOMER 
EXPERIENCE:   
THE NEW 
MARKETING 
BATTLEFRONT
Growing the international footprint 
requires an end-to-end strategic 
integration, so whichever devices 
and channels your customers use, 
and whatever languages they speak 
or time zones they operate in, it is 
crucial to break down silos and ensure 
a distinctive and seamless customer 
experience, across all touchpoints of 
the international journey. Deploying a 
unified, localised and truly immersive 
customer experience is essential in 
driving marketing effectiveness. 

Every market has CX barriers, some of 
which can heavily impact a business 
readiness to sell abroad or even be 
prohibitive to expansion. How do 
you combat this and create value 
and opportunities? Everything from 
customer care best practices to preferred 
shipping and payment options will 
change depending on the market, and 
therefore requires careful planning. 

You first need to understand your 
operational hurdles and the extent to 
which those influence your customer’s 
decisions, particularly in a mobile-fist 
environment. Indeed, an increasing 
number of customers in emerging markets 
use mobile as a preferred choice for 
payment. Ensuring effective cross-border 
payments is key to success, as payment 
preferences vary greatly from country 
to country. 67% of online shoppers 

abandon carts because a site doesn’t 
support local payment methods. For 
example, credit and debit cards are not 
commonly used in Germany, Poland, and 
The Netherlands: only 25% of German 
customers use credit cards, whilst 
15% of Polish users prefer cash-based 
options, and 55% of Dutch customers 
use iDeal. Have you considered 
alternative ways for shoppers to pay? 

[Sources: Market Finder and Google internal data]. 

Additionally, do you have an optimised, 
cost effective and speedy delivery 
process that resonates well locally? How 
agile is your distribution network? Your 
delivery options need to adjust to the 
‘new normal’: click & collect, in-store pick-
ups, drive-through services, to name a few 
examples. Understanding your customer’s 
return and refund habits will also 
determine your transportation strategy. 

Finally, navigating export under 
Brexit is complex and brings its own 
set of operational and compliance 
challenges. These need to be tackled 
appropriately, through solidified 
strategies, to mitigate uncertainties 
and retain worldwide customers. For 
example, Brexit heavily impacts:

•  Checkout processes (taxes 
and duty changes).  

•  Product inventory (export restrictions 
and changing regulations).

•  Transportation and delivery 
strategies (delivery times, return 
policies and shipping prices).

Agile businesses that pivot quickly in 
achieving operational excellence will 
unlock cross-border opportunities.
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ACCELERATING DIGITAL 
TRANSFORMATION AT SCALE: THE 
‘ALGORITHMIC’ APPROACH TO 
INTERNATIONAL EXPANSION
The pandemic has accelerated digital transformation and pushed tech at the top 
of the corporate agenda, which now plays the biggest part in this global revolution. 
Consumption and buying habits have changed drastically over the last couple of 
months. Automation has kept the momentum building by keeping up with those 
shifts in behaviours. The use of automation, if nurtured properly, can proactively 
drive export and address uncertainties, resulting in faster go-to-market times. 

AI is a good example, as it creates tons of opportunistic avenues. Retailers use AI to 
scale up their operational management, forecast sales, manage inventory/stocks, secure 
resources, optimise their websites and support the end-to-end customer experience, 
across different locations and time zones. The use of chatbots and virtual assistants, for 
example, remove the barriers between the physical and the digital words, and associated 
time zone constraints. All of this leads to a truly transformative customer experience. 

Many localisation specialists also rely on AI for best-in-class translation delivery. The use 
of linguistic AI allows them to improve semantics/editorial capabilities and leverage 

cloud-based language solutions. On a more foundational level, the use 
of CAT tools allows them to streamline workflows and manage content at 
scale, improving cost efficiencies further down the line. Advanced language 
solutions address content transformation challenges and create intelligent 
and in-context content that adapts local audiences and nuances.



MERKLE’S APPROACH 
TO SPECIALIST 
CONSULTANCY 
FOR GROWING AND 
ENTERING MARKETS 
We can support you at every single stage of your 
journey, from crafting your go-to-market vision, through 
an in-depth diagnosis of your market readiness, to 
driving it forward, in line with your business objectives 
and definition of value. We believe in supporting our 
clients in maximising the returns on their investments 
from day 1 — by the time recommendations turn 
into activations, we have a solid data and insight-
driven strategic plan that can iterate as needed. 

We have developed our own market intelligence 
methodology, using this proprietary, platform-agnostic 
model to proactively assess and generate competitive 
advantages for you. The model we use is actionable, 
scalable, and perhaps most importantly, it is trackable. 
This allows us to validate the effectiveness of our 
recommendations in driving growth and expansion, 
and then develop them further. We turn insights 
into roadmaps, strategies, and thought leadership 
pieces, thus creating actionability at every single 
stage of your expansion journey. We operate cross-
functionally and across channel, meaning we can 
leverage the full end-to-end media mix to deliver 
at scale, and grow your market share. We help you 
navigate through the complexity of digital changes, 
in a total customer experience environment. 

We work with best-in-class media, insights, and 
localisation partners, with a view to amplifying 
opportunities, orchestrating content at scale, and 
spreading innovation, For example, we are one 
of Google’s few International Growth Business 
Partners as well as one of the world’s largest 
users of their proprietary insights tools. 

Our International Growth Consultancy specialists 
can help you realise your international ambitions, 
unleash opportunities and supercharge 
your international growth journey.
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https://marketfinder.thinkwithgoogle.com/intl/en/widget/partner-agencies-tool/
https://marketfinder.thinkwithgoogle.com/intl/en/widget/partner-agencies-tool/
https://www.merkleinc.com/emea/what-we-do/international-growth-consultancy
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Merkle is a leading data-driven customer 
experience management (CXM) company 
that specialises in the delivery of unique, 
personalised customer experiences across 
platforms and devices. For more than 30 years, 
Fortune 1000 companies and leading nonprofit 
organisations have partnered with Merkle to 
maximise the value of their customer portfolios.
The company’s heritage in data, technology, and 
analytics forms the foundation for its unmatched 
skills in understanding consumer insights that 
drive hyper-personalised marketing strategies. 
Its combined strengths in performance media, 
customer experience, customer relationship 
management, loyalty, and enterprise marketing 
technology drive improved marketing results 
and competitive advantage.
With 13,000+ employees, Merkle is 
headquartered in Columbia, Maryland, with 
50+ additional offices throughout the Americas, 
EMEA, and APAC. Merkle is a dentsu company.
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