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ABSTRACT | Objective: To examine how digital customer acquisition strategies,
solution-oriented positioning, and artificial intelligence (Al)-assisted linguistic
localization were combined in the internationalization of a Brazilian digital
educational product. Method: An exploratory and descriptive single-case study
based on triangulation of Hotmart transaction records, Meta Ads advertising
data, Utmify UTM attribution, dated production files, and the strategist’s
account. The historical series encompasses 30,863 transactions from January
2023 to October 2026. The main analytical period, from January 1, 2025, to
October 22, 2026, comprises 20,911 transactions, including 3,673 purchases
by customers outside Brazil across 132 countries and territories. Results:
Average monthly international sales were 49 before targeted initiatives and 53
during the Spanish-language advertising phase with automatic subtitling; they
increased to 78 during the phase involving Al-translated Spanish-language
content and reached 181 during the phase combining an English-language
product, voice cloning, Al-translated videos, and campaigns targeting cold
audiences. Conclusion: The case illustrates the coordination of technological
localization, offer development, and international customer acquisition, without
permitting the growth to be causally attributed to Al alone.
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RESUMO | Objetivo: Examinar como estratégias de aquisicdo digital, posicionamento orientado & solucdo e
localizacdo linguistica apoiada por inteligéncia artificial (IA) se articularam no processo de internacionalizacdo
de um produto educacional digital brasileiro. Método: Estudo de caso Unico, exploratdrio e descritivo, baseado
na triangulacdo de registros transacionais da Hotmart, dados publicitarios do Meta Ads, atribuicdo por UTM da
Utmify, arquivos de producdo datados e relato do estrategista. A série histdrica abrange 30.863 transacdes entre
janeiro de 2023 e outubro de 2026. Na janela principal, de 12 de janeiro de 2025 a 22 de outubro de 2026, foram
analisadas 20.911 transacdes, das quais 3.673 envolveram compradores fora do Brasil, distribuidos por 132 paises e
territdrios. Resultados: A média mensal de vendas internacionais foi de 49 antes de acdes dirigidas e de 53 na fase
de anuncios em espanhol com legendagem automatica, passou a 78 na fase de conteldos em espanhol traduzidos
por |A e chegou a 181 na fase que combinou produto em inglés, voz clonada, videos traduzidos por IA e campanhas
para publicos frios. Conclusdo: O caso ilustra a coordenacdo entre localizacdo tecnoldgica, construcdo de ofertas
e aquisicao de publicos internacionais, sem permitir atribuir causalmente o crescimento a IA de maneira isolada.
Palavras-chave | Internacionalizacdo digital; Inteligéncia artificial; Localizacdo linguistica; Funis de conversdo;
Marketing digital.

1. INTRODUCTION

The distribution of digital educational products enables businesses and professionals
to reach consumers beyond their domestic markets. However, the technical availability of
an offering in another country does not, by itself, establish the ability to generate trust,
communicate benefits, or convert interest into purchases. International market entry entails
learning about markets, adapting the value proposition, and developing customer acquisition
mechanisms for audiences unfamiliar with the producer.

Internationalization research emphasizes the importance of learning, networks, and the
challenges of entering foreign markets (Johanson & Vahlne, 2009). Applying this discussion
to digital environments requires attention to the technological conditions and organizational
decisions that enable cross-border operations (Coviello et al., 2017). Recent Al tools provide
voice synthesis, translation, and audiovisual production capabilities, but their presence in an
operation does not, in isolation, constitute evidence of commercial effectiveness.

This article examines the internationalization of pastry chef Aureo Magalhdes’s
educational products using records compiled by strategist Rodrigo Fernandez de Almeida.
The guiding research question is: How were communication repositioning for audiences
unfamiliar with the specialist, digital acquisition architecture, and Al-assisted localization
combined during international expansion? The objective is to reconstruct this process and
describe the observable outcomes while explicitly acknowledging interpretive limitations.

2. THEORETICAL FRAMEWORK

2.1 Internationalization, learning, and digital markets

The updated Uppsala model also emphasizes relationship networks and the behavioral
foundations of expansion decisions (Vahlne & Johanson, 2020). This perspective provides a
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lens through which to interpret the transition from spontaneous foreign demand to planned
international operations, without assuming that a single business trajectory validates
the model.

The revisited Uppsala model links internationalization to learning and to the difficulties
arising from an organization’s position within relevant networks (Johanson & Vahlne, 2009).
For digital offerings, distribution infrastructure may reduce operational barriers but does not
eliminate uncertainty regarding preferences, language, credibility, and purchasing behavior.
Coviello, Kano, and Liesch (2017) discuss the need to account for context and organizational
mechanisms when applying internationalization models.

2.2 Localization, Al, and value communication

Recent literature distinguishes mere digital connectivity from Al-mediated opportunities
to learn about consumers in foreign markets. dos Santos and Williamson (2024) discuss
how digital interactions and information about preferences may support the international
adaptation of digital firms. The present case, however, primarily documents translation,
dubbing, and communication adaptation; it does not examine proprietary recommendation
systems or automated individual-level personalization.

In this study, localization is operationally defined as adapting commercial and educational
materials for audiences speaking other languages, including subtitles, audio, and video. Al is
examined as a production and adaptation resource rather than as an isolated experimental
variable. Solution-oriented positioning shifts the emphasis from the specialist’s pre-existing
reputation alone toward benefits understandable to consumers unfamiliar with that specialist.
This interpretation is assessed against the advertisements actually documented, including
those that retained a personal-authority narrative.

3. METHODOLOGY

3.1 Study design and sources

An exploratory and descriptive single-case study was conducted using triangulation of
quantitative and qualitative evidence. The corpus comprises Hotmart transaction exports
generated on October 26, 2026; Meta Ads campaign and advertisement records; Utmify UTM-
based sales attribution; dated production receipts and files; and the account of the strategist
responsible for positioning decisions. The historical reconstruction covers January 1, 2023,
through October 22, 2026, and includes 30,863 eligible transactions. The main analytical
period extends from January 1, 2025, to October 22, 2026, and contains 20,911 transactions.

Transactions with a status of Completed or Approved were included, while refunds were
excluded. The 2025 dataset was assembled from the complete report for the co-producer’s
account, supplemented by five sales identified only in the producer’s international-product
export; the other years were derived from complete reports from the producer’s account.
Source files have SHA-256 integrity records in the documentary appendix. Buyers were
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represented by pseudonymized identifiers, without disclosing names, telephone numbers,
or email addresses.

3.2 Operational definitions and analytical subsets

Subset Aincludes purchases of any product by consumers whose recorded country differs
from Brazil. Subset B includes purchases of the 14 English- or Spanish-language products,
regardless of the buyer’s country. These subsets are not additive: they share 3,173 transactions.
The former additionally includes 500 purchases of Portuguese-language products by buyers
outside Brazil, whereas the latter includes 18 purchases of localized products by buyers in
Brazil. Unique buyers were identified within each subset and time window using documented
email, telephone, or name-matching criteria before pseudonymization.

Meta Ads metrics represent advertising attribution within that platform, whereas Utmify
data identify orders tracked through UTM parameters. Because of differences in attribution
windows, rules, and methods, these measures are reported separately and are not summed.
Gross revenue, net revenue, and amounts denominated in different currencies were likewise
not aggregated. Temporal phases were defined using dated records, without assuming
equivalence between phases or control over competing factors.

3.3 Analytical strategy and limitations

The analysis combined descriptive statistics on transactions, buyers, and countries
with a documentary chronology of campaigns and tools. Comparisons across phases use
approximate monthly averages but do not constitute a before-and-after experiment: each
transition involved simultaneous changes in products, audiences, offers, investments, and
technology. Independent causal effects of Al were not estimated, nor were significance
tests performed on between-phase differences. The strategist’s retrospective account was
distinguished from contemporaneous records wherever necessary.

4. RESULTS

4.1 Reach and sales composition

Between January 2025 and October 22, 2026, the operation recorded 3,673 sales to
buyers outside Brazil, accounting for 17.56% of the 20,911 eligible transactions, with 3,067
distinct buyers across 132 countries and territories. There were 2,207 international sales in
2025 and 1,466 through October 22,2026. These totals should not be interpreted as a uniform
annual trend because the second year is incomplete and domestic sales also fluctuated.

Within the localized-product subset, 3,191 sales of 14 English- and Spanish-language
products wererecorded,involving 2,799 distinct buyers.Reported grossrevenue denominated
in US dollars was US$277,356.11. This figure does not represent profit: operating costs, media
expenditure, taxes, and commercial revenue-sharing arrangements are not fully reflected
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in this measure. Cookie Academy PLUS - English accounted for 2,523 sales, approximately
79% of subset B sales.

4.2 Demand formation and localization sequence

The records show that international demand preceded structured localization. From
January 1to July 12, 2023, 310 sales to buyers outside Brazil were observed, approximately
49 per month, across 37 countries. Spanish-language campaigns began on July 13, 2023,
although the product remained in Portuguese, with Spanish subtitles automatically translated
by Hotmart. The first identified Al-based video translation using HeyGen dates to March
12, 2024, when a video featuring the Chef was translated into Spanish. Thereafter, videos
translated with this tool were posted to a Spanish-language Instagram account, and some
were promoted to Latin American audiences, including on April 22, 2024. The first campaign
identified as targeting the United States dates to October 22, 2024.

In February 2025, the English-language operation acquired dedicated materials. A folder
and an English-language sales video were recorded on February 12, 2025; on February 26,
an English-language advertisement, a cloned-voice audio recording of the Chef generated
with ElevenlLabs, and an English-language Meta Ads campaign were documented. Although
an ElevenLabs subscription receipt dates to October 20, 2023, there is no evidence that
the tool was used in the Chef’s operation that year. HeyGen, already in use since 2024,
was subsequently combined with ElevenlLabs to dub videos, including translation of the
sales video into Spanish on February 4, 2025, and into English in June 2025, as well as
advertisements originally produced for Brazilian audiences.

4.3 Descriptive evolution across phases

Sales outside Monthly

Phase Period Brazil average Countries
FO: Before Spanish-language ads 01/01/2023-07/12/2023 310 49 37
F1: Spanish ads and automatic subtitles 07/13/2023-03/11/2024 420 53 34
F2: Al-translated Spanish-language content 03/12/2024-02/25/2025 905 78 45
F3: English-language product and comprehensive 02/26/2025-10/22/2026 3,587 181 132

Al localization

The largest descriptive difference occurred between F2 and F3: the average rose from
78 to 181 international sales per month, while geographic reach increased from 45 to 132
countries. However, F3 simultaneously encompasses an English-language offering, new
campaigns targeting cold audiences, and expanded Al use for voice cloning and translated
videos. The specific contribution of each component cannot be disentangled. Between F1
and F2, when Al began to be used in Spanish-language content, the average increased from
53 to 78 monthly sales, a change that also coincided with greater advertising investment in
Latin America. Taken together, these observations suggest substantial changes in operational
scale but do not warrant concluding that Al alone caused the observed increase.
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4.4 Campaigns and creative variations

During the documented advertising period from September to October 2026, the
English-language campaign “KK Scale | 6 campedes” incurred expenditure of BRL 26,213.07,
generated 656,617 impressions, and recorded 87 sales attributed by Utmify, with a gross
return on ad spend (ROAS) of 1.65 calculated by that tool. A Spanish-language relaunch
campaign recorded expenditure of BRL 3,654.81 and 15 Utmify-attributed sales, with ROAS
of 1.51. These values describe campaign performance during the specified periods and do
not represent the operation’s net financial results.

The selected creatives illustrate a deliberate sequence of message framing. The English-
language “lemon_vO1” video originated from a Brazilian advertisement for the Sicilian
Lemon Cookie product, dubbed into English using ElevenLabs and HeyGen. According to
the strategist, the hypothesis was that North American consumers unfamiliar with the Chef
would respond to an offer that addressed their problem independently of the specialist’s
authority; the tested modification was the opening hook. The creative was selected during
a test of dubbed videos conducted between September 20 and 25, 2026, and scaled from
September 27 onward. The “ad-caplus-es-05” creative adapted the same proposition into
Spanish, following the sequence described by the strategist: Brazil, the United States, and
Spanish-speaking audiences. The “ES-05 galletaO1” creative, by contrast, reintroduced
the specialist’s personal narrative: after creatives that did not feature the Chef had been
validated, the decision was made to add personality to the advertisements and begin
building his authority outside Brazil. Subtitled and unsubtitled versions of this creative
formed an A/B test, each generating one Utmify-tracked sale; the short duration and limited
investment preclude claims that either variant was superior. The hypotheses and decisions
were documented through the strategist’s retrospective account, supported by campaign
names, dates, and Meta Ads metrics.

5. DISCUSSION

The case engages with Vahlne and Johanson (2020) by illustrating gradual learning
and market-expansion decisions, and with dos Santos and Williamson (2024) by situating
Al among the resources potentially relevant to digital internationalization. The connection is
conceptual: the available evidence does not justify equating the operation under study with
platforms that infer individual preferences using proprietary algorithms.

The findings reinforce the distinction between the existence of foreign demand and the
deliberate development of an international operation. The presence of buyers from different
countries in 2023 demonstrates that digital distribution already enabled international
transactions, but subsequent development required decisions concerning language,
offerings, and acquisition. This trajectory can be interpreted in light of the learning and
adaptation processes discussed in internationalization scholarship, without assuming that
the case fully reproduces a theoretical model.
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The principal empirical contribution is to document the interplay of three dimensions:
identifying pre-existing demand; formulating a value proposition accessible to consumers
without prior knowledge of the specialist; and localizing commercial materials using
technological resources. The use of Al for voice and video formed part of the third dimension
and accompanied the operation in stages: first through Spanish-language content beginning
in 2024 and later through the comprehensive English-language operation beginning in
2025. The records do not demonstrate that language automation was a sufficient cause of
performance, nor that problem-centered positioning statistically outperformed authority-
based advertisements.

The findings have practical implications for digital content producers: internationalization
is not simply the literal translation of advertisements; it requires assessment of the
commercial promise, brand recognition, and purchasing journey. At the same time, the
case calls for caution when interpreting platform metrics. Purchases attributed by Meta
Ads, UTM-tracked sales, and actual Hotmart transactions measure related but nonidentical
phenomena. Transparency regarding the source of each indicator is essential to avoid
overstated conclusions.

Limitations include the single-case design, the absence of a control group, simultaneous
changes in campaigns and products, differences across observation windows, and partial
reliance on retrospective reconstruction of strategic decisions. The study also does not
demonstrate income actually earned by purchasers of the courses, nor can its performance
be generalized to other sectors or markets. Future research could compare campaigns
using experimental allocation, document complete localization costs, and measure effects
on trust, comprehension, and conversion across languages.

6. CONCLUSION

The study identified an internationalization trajectory in which international demand
preceded the documented adoption of Al tools and was subsequently accompanied by
positioning adjustments, campaigns targeting cold audiences, and English- and Spanish-
language localization. Between 2025 and October 2026, 3,673 sales to buyers outside
Brazil were observed across 132 countries and territories. Phase comparisons revealed
substantial expansion during the period combining an English-language offering, new
campaigns, and synthetic voice technology, but did not permit isolation of the technology’s
causal contribution.

The case contributes a traceable reconstruction of decisions, instruments, and
outcomes, providing a contextualized account of how localization technologies can be
integrated into an international commercial strategy. The central conclusion is not that Al is
automatically superior, but that effective internationalization requires coordination among
value communication, linguistic adaptation, acquisition architecture, and rigorous verification
of evidence.
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