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Abstract
With the rapid globalization of the economy around the world, global brands are now entering the local market. This localization of products has brought changes to the global market. From this perspective, it becomes more important for global brands like New Balance to understand the perception of consumers. This dissertation analyses the perception of consumer on localization strategy of products and this is a case study of New Balance. New Balance is a major global sportswear brand. This dissertation is primarily divided into three major themes. The first theme is about product localization strategies, which explains adaptation strategies locally. The second theme is about the perception of consumers, which describes how consumers perceived the brand locally. Third theme is about global-local brand balance, which analyses strategies of glocalization. Furthermore, this dissertation attempts to analyse factors affecting consumer perception on localization strategy of products. The findings from the thematic review indicated that perception of consumers of New Balance is becoming more complicated. This study also summarizes the empirical findings, emerging debates and research gaps. Benefits, challenges and influence of strategies about localization also demonstrated in this study. 
A complete methodology of the literature review is also described in this study which demonstrated the strategy of searching, keywords for searching, process of screening with a PRISMA diagram. The most important part of the dissertation is the thematic literature review which is divided into three themes and analyses major findings of the study. The study demonstrated strong discussion of findings and provided implications and was summarized with a conclusion and some solid recommendations.
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[bookmark: _Toc226123073][bookmark: _Toc227668446][bookmark: _Toc230706786]Chapter One: Introduction
[bookmark: _Toc227668447][bookmark: _Toc230706787][bookmark: _Toc226123074]1.1 Introduction
Localization of products has emerged as a major strategy applied by Multinational brands in the modern global market to ensure that their products match the different consumer tastes as well as the cultures. Consumer perception localized product is a crucial field of study since it determines brand image, purchase intention, and loyalty. Nonetheless, less research has been done to explore its effects in particular sectors like the footwear (Dong and Yu, 2020).
[bookmark: _Toc227668448][bookmark: _Toc230706788]1.2 Background of the Research Topic
The global market environment is highly competitive, and multinational brands are moving away with pure standardisation to localisation approaches with an aim of enhancing market penetrations and consumer relationships. Studies show that both perceived brand globalness (PBG) and perceived brand localness (PBL) play a significant role in consumer attitudes and intentions to purchase in consideration of the necessity to balance the global identity / local relevance levels (Dong and Yu, 2020).
The footwear sector is a good background in studying localisation strategies as the industry is largely reliant on design innovation, cultural trends and lifestyle preferences of the consumer. Studies point out that innovation and product design of footwear is being influenced by technology and trends in sustainability and digital technologies (Echika Collin Ugwuoju, 2025).
The case study brand new balance has effectively positioned itself by incorporating localised production, cultural adaptation as well as quality-oriented strategies. Research on the New Balance company has shown that their brand image, quality of the products and pricing policies plays a major role in consumer buying decisions (Safeer et al., 2022).
Localisation is also an important tool in enhancing brand acceptance and recognition through matching products with the local tastes and cultural expectations. Such lessons show that to remain competitive in various international markets, localisation is needed (Merlino et al., 2022).
[bookmark: _Toc227668449][bookmark: _Toc230706789]1.3 Gap in the Literature Review
Current literature on product localization has largely studied its importance in influencing consumer behaviour and brand performance in great detail but critical gaps are still available. Whereas past researches delineate the dichotomy between global and local brand dimension, minimal tacking research has been done on consumer perception of localization processes of particular footwear like New Balance (Dong & Yu, 2020).
Besides, perceived brand globalness and localness concepts are not new, and their combined effects on consumer perceptions, purchase intention, and brand loyalty are little researched, especially in emerging markets such as India. The other gap is the lack of in-depth information on how localization practices affect apparent authenticity and brand trust (Safeer et al., 2022).
The research within the current study aims to deal with these limitations by means of the extended literature review (Extended LR) strategy, which synthesises a variety of scholarly views to critically assess the connection between consumer perception and the strategy of localization. Connecting the gaps identified with the bigger picture of the growing localization trends, the study defines a clear rationale of the investigation of the nature of this relationship in the case of New Balance (Ugwuoju, 2025).
[bookmark: _Toc227668450][bookmark: _Toc230706790]1.4 Urgency / Timeliness of the Topic
In the current competitive and dynamic global market, product localization has become very topical. Brands are being compelled by changing consumer behaviour, digital transformation and cultural diversity to be more localized. The footwear business such as New Balance is also endeavouring to use local design and marketing to boost the level of customer interaction and brand attractiveness (Kim, Lee and Youn, 2024).
Moreover, expansion of emerging markets such as India and changes in global supply chains have heightened the adaptive strategies. Localization is currently a strategic focus by the consumers who seek products with a tailored personalized approach and adapted to their culture. Hence, consumer perceptions are timely to be studied in order to draw informative managerial conclusions (Adulyanukosol and Silpcharu, 2020).
[bookmark: _Toc226123075][bookmark: _Toc227668451][bookmark: _Toc230706791]1.5 Research Aim and Objectives
Aim
The purpose of the study is to analyze the level of perception of the consumers of localization strategy of products with particular reference to New Balance.
Objectives
1. To assess the product localization practices embraced by New Balance in various global markets.
2. To determine the perception of the consumers to the localized products in terms of cultural appeal, quality, authenticity, and image of the brand.
3. To come up with information on the role of product localization and consumer purchase intention, brand loyalty and competitive positioning.
4. To examine the strategic implications of localization strategy on global brands performance.
[bookmark: _Toc226123076][bookmark: _Toc227668452][bookmark: _Toc230706792]1.6 Research Questions
1. What is the perception of the consumers to the localized products in terms of cultural appeal, quality, authenticity, and image of the brand?
2. What is the role of product localization and consumer purchase intention, brand loyalty and competitive positioning?
[bookmark: _Toc227668453][bookmark: _Toc230706793]1.7 Scope of the Review
The scope of this review is to Analyze consumer perception toward product localization strategy within specific industry and geographical settings. The current review is dedicated to the evaluation of localization strategies in the perception of consumers, and in particular to New Balance. It comprises themes like the localization practices, consumer behaviour, brand perception, purchase intent, and brand loyalty. The analysis is restricted to shoe industry and narrows to emerging markets. It takes the works of the past few years into account in order to be up-to-date. It is analysed using an Extended LR, which synthesises the scholarly literature (Camilleri et al., 2023). 
[bookmark: _Toc227668455][bookmark: _Toc230706794]1.8 Structure of the Dissertation 
· Chapter Two: Methodology of the Literature Review
This chapter explains how the study was to be conducted. This chapter outlines the search strategy, databases, keywords, inclusion and exclusion criteria, PRISMA screening and thematic analysis to systematically review the literature.
· Chapter Three: Thematic Review
This chapter critiques and discusses the current literature on product localization, consumer perceptions, brand loyalty and global-local branding strategies. This chapter is thematically structured to allow for comparisons and integration of various academic views.
· Chapter Four: Discussion
This chapter provides an interpretation of the findings of the thematic review. It identifies research gaps, studies and compares the different studies, analyses the theoretical implications of the study and how the results address the research questions.
· Chapter Five: Implications
This chapter discusses the theoretical, practical and managerial implications of the research. This chapter provides recommendations to the industry and marketers on localising and discusses the study's contribution to the existing body of knowledge.
· Chapter Six: Conclusion
This chapter provides an overview of the findings of the dissertation. It answers the research questions, discusses limitations and gives suggestions to future research on the topic of product localization and consumer perceptions.
[bookmark: _Toc230706795]1.9 Conclusion 
In conclusion, product localization is now an essential practice for multi-national brands who are keen to establish a stronger consumer relationship for their products in global markets. This chapter has highlighted the importance of balancing the global brand and local cultural adaptation to affect the consumer perceptions, buying intentions and brand loyalty. The case of New Balance demonstrates how localizing strategies can increase the market competitiveness and product acceptance by the consumers in the case of new markets.


[bookmark: _Toc227593995][bookmark: _Toc227668456][bookmark: _Toc230706796]Chapter Two: Methodology of the Literature Review
[bookmark: _Toc230706797]2.1 Introduction
In this chapter, the methodology for conducting the literature review about product localization and consumer perception will be presented. It outlines research design, search strategy, sources of data and method of analysis to ensure that the reviewing the research process is systematic and rigorous. This is because of the interdisciplinary nature of the subject matter, which makes it a semi-systematic qualitative approach in order to capture the different scholarly perspectives. The methodology will give transparency, reliability and relevance on the selection and analysis of literature, and thus justify the objective of the study, which is to critically analyse the localization strategies and its impacts on consumer behaviour (Camilleri et al., 2023).
[bookmark: _Toc227593996][bookmark: _Toc227668457][bookmark: _Toc230706798]2.2 Search Strategy
The study uses a semi-systematic qualitative search strategy, which is usually used in Extended Literature Reviews when the subject of the study is wide-ranging, interdisciplinary and conceptually complex. The semi-systematic solution has a leeway compared to a fully systematic review, which follows protocols rigorously and is typically tailored to narrowly focused empirical questions, which does not affect methodological rigour (Akkaya, 2021).
The choice of this approach is justified by the fact that the issue of product localization is related to several academic fields, such as marketing, international business, branding, and consumer behaviour. A less rigid approach will allow incorporating both theoretical and empirical research that will help in knowing the relationship between localization strategies and consumer perception (Akmal, Harry Patuan Panjaitan and Yanti Mayasari Ginting, 2023).
The major themes of the research were used as the search strategy. The Boolean operators were used in the search to enhance efficiency and precision of search result. Key concepts were combined with the operator AND in order to get search results comprising of several relevant words (like product localization AND consumer perception). The operator OR was also used to add synonyms and other related terms (like localization OR adaptation and consumer perception OR brand attitude). The operator NOT was used where appropriate to filter out irrelevant fields, e.g. studies about software localization (Ayub, 2025).
Search was done iteratively. Primary searches yielded a mixture of results and these results were narrowed down by the use of keywords, filters, and limiting the search scope to pertinent areas of study. This refining process resulted in the final product of literature being comprehensive and directly pertinent on the research objectives (Born, 2024).
[bookmark: _Toc227593997][bookmark: _Toc227668458][bookmark: _Toc230706799]2.3 Databases and Sources
Different academic databases were used in order to possess a complete and quality literature base. The major databases included Scopus, Web of science, ScienceDirect, Emerald Insight and Business Source Premier (Camilleri et al., 2023).
These databases have been chosen because they have good coverage of peer reviewed journals in business, marketing and international management which are most applicable to the topic of the research. In Scopus and Web of Science, it is possible to access highly-impact and well-cited academic publications, which ensure that impactful studies are included. The contents of both ScienceDirect and Emerald Insight and Business Source Premier are considerably different in the field of social sciences and business research in general, but the contents of both sources will be particularly helpful in the literature of marketing, branding and consumer behaviour (Echika Collin Ugwuoju, 2025).
Additionally, Google Scholar was used as another tool to locate additional research and make reference tracks. It was used carefully though, as it has non-peer-reviewed sources (Musaddag Elrayah and Shishi Kumar Piaralal, 2024).
[bookmark: _Toc227593998][bookmark: _Toc227668459][bookmark: _Toc230706800]2.4 Keywords and Search Terms
Search terms and keywords were developed based on the subject of the research, purpose and subject matter. This began with the definition of the main concepts and then furthering on them with their synonyms and synonymous words to ensure that there were no areas omitted (Onalaja and Otokiti, 2021).
Some examples of search keywords:
Consumer perception AND product localization.
Consumer perception AND product localization strategy AND new balance case study.
Purchase intention AND strategy of localization OR product localization AND new balance.
New balance consumer behaviour AND product localization. 
In the case of the theme of product localization strategies, the following key terms were used: product localization, localization strategy, product adaptation, local adaptation, customization and cultural adaptation. Words that were employed to the consumer perception included: consumer perception, customer perception, brand image, consumer attitude, purchase intention and brand loyalty. The keywords in the case of global local balance brand were: brand global ness, brand localness, global branding, local branding and glocalization (Siregar, Prabumeang and Pratamasari, 2025).
These search terms were narrowed down in the search process. Initial searches tended to give irrelevant results, especially those to do with localization of technical or software. To circumvent this, certain contextual words were also added such as consumer, branding and footwear industry. This narrowing down enhanced the quality and relevance of studies retrieved (Akkaya, 2021).
[bookmark: _Toc227593999][bookmark: _Toc227668460][bookmark: _Toc230706801]2.5 Time Frame for Included Publications
The mostly research articles, which are examined in the literature review, are those that were published within the 2015 to 2025 range. The time frame was selected in such a way that the review will reflect the latest trends in the globalization, consumer behaviour and branding strategies (Akmal, Harry Patuan Panjaitan and Yanti Mayasari Ginting, 2023).
The last decade has been marked by a radical change in the market dynamics like increasing relevance of a localization strategy in the environment of cultural diversity and development of new markets. Thus, the recent research is more applicable in terms of understanding the process of product adaptation by companies and consumer reaction to the adaptation process.
Nevertheless, previous underlying literature has been factored in when it was necessary to back up important theoretical ideas like the brand perception and global-local branding strategies. This will strike a balance between practicality and theoretically (Ayub, 2025).
[bookmark: _Toc227594000][bookmark: _Toc227668461][bookmark: _Toc230706802]2.6 Inclusion and Exclusion Criteria
The literature selected was to be relevant, credible and within the objectives of the research, which had separate inclusion and exclusion criteria.
The inclusion criteria were that the article should be a peer reviewed journal article, scholarly book or book chapter. The literature had to be published between 2015 to 2025 and be directly connected to the product localization, consumer perception, branding or global-local strategy. Research that revolved around the footwear industry or any other form of consumer goods were also incorporated as they offer valuable insight into the research scenario (Born, 2024).
The exclusion criteria removed non-academic sources such as blogs, websites and news sources since these sources were not academic. Opinion based articles that did not have empirical or theoretical evidence were also dropped. Abstracts of conferences, where the full text was not available were not taken into consideration as they lack details to analyse. The studies which were not related to the themes of the research and were formed according to technical issues of the localization were also filtered out (Camilleri et al., 2023).
[bookmark: _Toc227594001][bookmark: _Toc227668462][bookmark: _Toc230706803]2.7 Screening Process (PRISMA-style)
[image: ]
Figure 1: PRISMA Flow Diagram
Source Name: Author
The research had a systematic screening that was based on the PRISMA model which promotes transparency and reproducibility.
A total of 100 studies were approximated by searching all the databases that were selected during the identification phase. These records were amalgamated and the duplication eliminated leaving 85 studies.
In the screening phase, titles, abstracts, relevant and non-academic were looked at to determine relevancy. The research projects which were not related to product localization, consumer perception or branding were discarded. This narrowed down to about 70 studies.
In the eligibility stage, the inclusion and exclusion criteria were used to assess full-text articles. The irrelevant or of low-quality studies were filtered out and only 65 eligible studies were left.
Lastly, 50 studies were chosen and analysed. The literature review was based on these papers and thematically analysed.
[bookmark: _Toc227594002][bookmark: _Toc227668463][bookmark: _Toc230706804]2.8 Quality Assessment of Included Studies
Relevance of the selected studies was taken into consideration to ensure that the review is based on the reliable and credible evidence.
First of all, the source of publication was taken into account in terms of quality. Preference was given to peer-reviewed articles in reputable journals particularly those which were indexed in recognised databases. Where possible, journal ranking systems (ABS and ABDC) were taken into account (Siregar, Prabumeang and Pratamasari, 2025).
Second, both studies were assessed in terms of methodological rigour. Empirical studies were looked at in terms of research design, data collection procedures, and data analysis methods. Any conceptual studies were evaluated on their clarity and strength of their theoretical argument.
Third, the applicability to the research objectives was taken into consideration. The studies that contributed directly to the knowledge of the strategies of product localization, consumer perception, or global-local branding were only retained (Akkaya, 2021).
[bookmark: _Toc227594003][bookmark: _Toc227668464][bookmark: _Toc230706805]2.9 Analytical Method
The articles that were identified were analysed according to the thematic analysis with the help of narrative synthesis. This approach will be appropriate to qualitative extended LR, where one can determine and discern the patterns of different research (Akmal, Harry Patuan Panjaitan and Yanti Mayasari Ginting, 2023).
It was analysed in a number of steps. All the studies selected were first read to be familiar with the research topic and area of study. Secondly, key concepts of the study and common research areas were identified. Third, these selections were classified into more general themes to be aligned with the research questions and objectives (Ayub, 2025).
The review has been divided into three broad themes. The former theme, product localization strategies, discusses the ways through which companies modify products to fit local markets, whether it is the design, branding or marketing. The second theme, consumer perception, is about the perception of the localized products by the consumers in terms of quality, authenticity, and brand image. The third theme is the global-local brand balance that explains about the relationship between global brands or standards and local adaptation of companies (Born, 2024).
[bookmark: _Toc230706806]2.10 Conclusion
In conclusion, the methodology section provided a holistic and reliable structure of the literature review of product localization and consumer behaviour. The semi-systematic qualitative approach, supported by the application of thematic analysis, resulted in a multiplication of diverse academic knowledge in the field of marketing, branding and consumer behaviour.
[bookmark: _Toc230706807]
Chapter Three: Thematic Literature Review / Analysis
[bookmark: _Toc230706808]3.1 Introduction
This chapter gives thematic literature review on product localization strategy and consumer perception with particular emphasis on New Balance. The chapter is critical of the literature that has been conducted covering the localization practices, customer perception and also global-local branding strategies. The literature is categorized into major themes as opposed to looking at the studies one at a time to provide a clear picture of the research topic (Ayub, 2025).
The previous theme discusses the strategies of localization of products and explains how multinational companies can be focused on their product to the local cultures, preferences and market conditions. The second theme is the consumer perception and the impact of localization on the customer attitudes, purchase intention, brand image and customer loyalty. The third theme is the balance between global brand and local adaptation taken by international brands (Saputra et al., 2025).
Also, the chapter determines significant discussions, inconsistencies, and shortcomings to past research. Lastly, the gaps in the research in the existing literature are highlighted in order to prove the significance of the current research. In general, this thematic review will offer both theoretical and empirical basis on the answers to the research questions (Musaddag Elrayah and Shishi Kumar Piaralal, 2024).
developing world. The results of this chapter aid in developing a solid academic basis to the study and substantiate the research objectives and questions (Ayub, 2025).
[bookmark: _Toc230706809]3.2 Theme 1. Theoretical Foundation
[bookmark: _Toc230706810]3.2.1 Overview of Product Localization
Concept of Product Localization
[image: ]
Figure 2: Product Localization Workflow
Source: (Crowdin, 2025)
Product localization is a process of customizing products, branding and marketing strategies to the needs and desires of the local consumers. It has been extensively used by multinational corporations in the process of increasing customer acceptance in the foreign market. Product design, package, colour, size, advertisement, price and cultural symbols are all products that can be localised. Dong and Yu think that localization can help companies to develop a higher level of emotional appeal to consumers because they would like to identify with a company that produces products that resonate with their cultural values and lifestyle (Dong and Yu, 2020).
The importance of localization in the footwear industry has become critical due to the difference in the trends of fashion, weather, and consumer behaviour of various countries (Okonkwo et al., 2023). An example of this is the sportswear brands such as New Balance that have different approaches to product in the Asian and European markets. Lightweight shoes, low-cost products of sportswear are more in demand in India due to climatic conditions and low prices. On the other hand, it is possible to demand high quality lifestyle sneakers in such a developed economy as the United States and United Kingdom (Ali and Santos, 2025).
Studies indicate that almost three-quarters of consumers are more inclined to buy goods which are more localized and culturally familiar. This demonstrates the growing importance of localization in the international business operations (Echika Collin Ugwuoju, 2025).
Theories of Product Localization Strategy
[image: Standardization vs Adaptation in Marketing | PDF | Standardization | Exports]
Table 1: Standardization versus Adaptation Theory
Source: (Amissah, 2026)
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Table 2: Globalization, Localization and Glocalization
Source: (Grigorescu and Zaif, 2017)
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Figure 3: Consumer Culture Theory
Source: (Yasir Hudzaifah, Sari and Andriyani, 2024)
There are many theories that describe the significance of the localization strategy in international business. The Standardization versus Adaptation Theory is considered one of the major theories. This theory explains why should the companies, sell the same product in other parts of the world or make some changes on the products to suit local markets. The standardization was backed by author Levitt as it minimizes the expenses and produces a uniform global image (Levitt, 2022). Researchers who came later on however, argued that adaptation is most at home within the culturally diverse markets in that the needs of consumers differ across markets (Okonkwo et al., 2023).
The other notable theory is Glocalization Theory. The theory is a combination of globalization and localization as strategies (Levitt, 2022). It recommends that firms should ensure a global brand identity, but make changes to chosen product characteristics in the domestic market. In the case of New Balance, the company has its reputation of quality and performance in all parts of the globe but they adapt their marketing strategies and product designs to fit in the region’s consumer tastes (Noris, Sabatini and Cantoni, 2025).
Localization is also supported by the Consumer Culture Theory. The theory suggests that consumers make buying choices based on their cultural identity, lifestyle and social values. Therefore, products that are matched by the product to the local culture are more likely to build trust and loyalty (Ali and Santos, 2025).
Importance of Product Localization in International Business
Product localization has become one of the biggest strategies to multinational corporations that are competing within the global markets. Localization assists companies to enhance penetration, customer satisfaction, and brand loyalty in the market. It has been found that a localized marketing strategy may lead to an increase in customer interest by more than 40 percent in a developing market (Okonkwo et al., 2023).
The issue of localization is particularly significant in such countries as India and China where cultural diversity has a great impact on buying behaviour. The customers of such markets are likely to consume the brands that are conversant with the local traditions, preferences. Indicatively, to compete with Nike and Adidas, New Balance has been laying increasingly more stress on localized branding and online interaction in the Asian market (Ali and Santos, 2025).
Moreover, localization enhances the competitive advantage since a company will be able to react better to the local market trends. Nevertheless, companies should strike the right balance between local adaptation and international brand consistency so as not to undermine their global brand image (Echika Collin Ugwuoju, 2025).
[bookmark: _Toc230706811]3.2.2 Overview of Consumer Perception
Concept of Consumer Perception
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Figure 4: Stages of Consumer Perception
Source: (Discuss, 2022)
Consumer perception may be defined as the way the customers recognize, interpret and assess the products, brands and the marketing messages (Neumann, Martinez and Martinez, 2021). It has an impact on buying behaviour, customer satisfaction, and loyalty. Past experiences, culture, product quality, social influence and being exposed to advertisements influence the perception of consumers. In foreign markets, perception is a larger factor since the buyers will make their judgment based on domestic and foreign brands before purchasing goods. Studies have indicated that close to 70 percent of consumers will opt to use a brand that fits their own lifestyle, cultural identity, and their own values (Becagli and Milanesi, 2021).
In the footwear industry, consumer perception is a better predictor of brand selection due to the fact that most consumers associate footwear with comfort, fashion and social status. To illustrate, New Balance is considered differently in various markets. The brand has already been associated with performance and high-quality in the United States and among younger consumers in Asian markets the brand is increasingly being viewed as a trendy lifestyle brand. This indicates how perception will vary according to the culture of an area and market trends (Nguyen, Tran and Do, 2022).
Brand Perception and Theories of Consumer Behaviour
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Figure 5: Brand Equity Theory
Source: (Hawker, 2019)
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Figure 6: Theory of Planned Behaviour
Source: (Ajzen, 2019)
There are several theories that describe the way, in which consumers develop perceptions towards brands. The Brand Equity Theory argues that the consumers develop positive attitudes towards high reputation, high quality and high recognition brands. A good brand equity is likely to increase consumer trust and loyalty. The Nike and Adidas are two global brands with high brand equity because they are identified by consumers as brands of quality, innovation and social prestige (Anton, 2024).
The Theory of Planned Behaviour indicates that the attitude, social pressure and perceived control over the buying behaviour influence the decision to buy. Localized footwear products can be bought by consumers where they feel that the products are suitable to the local culture and social expectations. The consumer Culture Theory also explains that the perception of a brand has a very strong influence by the cultural identity. Products that are locally related and which are associated with values and traditions are more inclined towards emotional appeal of consumers (Nguyen, Tran and Do, 2022).
[bookmark: _Toc230706812]3.2.3 Overview Global-Local Brand Balance
Concept of Global and Local Product Branding
The use of a similar brand image, product identity and marketing strategy in two or more countries is referred to as global branding (Macchion and Fornasiero, 2020). Global branding firms are aiming at developing a strong global image and consistency in the customer experience. Some of the brands that ensure their logos, core products, and brand messages remain the same all across the world include Nike, Apple and Adidas. Consumers have been observed to make comparisons between world brands that are of higher quality, more innovative, prestigious and more modern lifestyle. Studies have also demonstrated that more than 50 percent of the consumers in the emerging economies tend to use global brands by virtue of its social status and international quality (Guven, 2026).
Local branding is a process of changing products and marketing according to the local culture, language, and traditions; and according to the preferences of the regional customers (Huang, Shi and Deng, 2025). Local brands are more likely to create a more emotional connection because of the fact that the consumer will have a feeling that their culture is understood. Advertisements in the local languages, local festivals, as well as cultural themes are positively received by Indians. This is the reason why; an enormous number of multinational corporations are inclined to implement a greater number of local elements into the international branding strategies (Wang, Zhang and Zhang, 2025).
The balance between global branding and local branding has been important since the consumer expectations are different in various markets. The young consumers are more inclined towards international brands yet at the same time demand that the products have a local identity and lifestyle. New Balance continues to establish worldwide image of quality and performance in the footwear market, but varies sneaker design and marketing strategies to meet the regional fashion tastes. This hybrid approach assists brands to be internationally identifiable and at the same time to be attractive to the local consumers (Guven, 2026).
Theory of Glocalization
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Figure 7: Glocalization
Source: (Wathen, 2020)
Glocalization theory is a combination of localization and globalization. It expounds on how business organizations must be in a position to retain a global brand image as well as to localize the selected products and marketing strategies to suit local market conditions. The term was made important when the researchers recognized that the complete standardization is not always effective in the culturally diverse markets (Huang, Shi and Deng, 2025).
Glocalization means that multinational corporations can and ought to be more effective because of the possibility to find a compromise between the worldwide similarity and the local sensitivity. The companies maintain their core brand values, logo and reputation, and change design, communication, pricing and promotional strategies. One of the most common types of glocalization is McDonalds. The company does not lose its global identity, but modifies the food menus to the national food preferences in the country. Since most of the consumers do not consume beef products, McDonalds has introduced vegetarian foods such as McAloo Tikki burger in India (Wang, Zhang and Zhang, 2025).
The issue of glocalization is emerging to be a major issue in the shoe business as not all countries have the same fashion trends and consumer behaviour. Adidas and New Balance will be able to retain global brand image through a global brand positioning strategy, but localized sneaker collections and digital marketing in the Asian market. Research shows that glocalization improves the customer satisfaction because customers will receive the global quality of products and the local culture that is relevant to the customer (Vaziri, 2021).
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Product localization strategies - Adapting products locally
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Adaptation Strategies of Product Used by Global Brands
The fact that most multinational bodies are quickly implementing localization strategies to improve the performance of the market and contact with the customers proves this point (Ayub, 2025). Global brands differentiate products, packaging, pricing, and promotion according to the local taste, as well as the cultural expectation. Research by Dong and Yu has determined that the purchasing intentions are higher because of the local products as consumers assume that the brands know their lifestyles and traditions (Dong and Yu, 2020). The variation in colour of the footwear, the materials used and the style can differ across the regions of operation of Nike, Adidas, and New Balance. In Asian countries lightweight shoes and bright colours are popular because of the features of the climate and young fashion trends whereas European customers are more likely to be fond of minimalistic and high-end designs (Singh and Pipaliya, 2024).
Another strategy is that of pricing adaptation (Noris, Sabatini and Cantoni, 2025). Very price sensitive consumers are the consumers of the emerging economies such as India and Indonesia. Therefore, low-end product lines that are introduced by brands without abandoning high-end collections are reserved by the brands to be sold to higher income earners. In India, Adidas grew its mid-range sportswear collections to reach out to the increasing number of middle-class consumers. Localized advertising also comes in handy in improving customer interaction. Coca Cola and McDonalds usually use local festivals, languages and traditions to promote their campaigns. Studies have shown that advertisements that use the themes of local culture increase the interaction of customers with the advertisement by more than forty percent compared to the standardized advertisements. The influencer marketing and Asian regional social media campaigns are another method through which New Balance has enhanced digital localization in Asian markets (AHMAD, 2026).
Localization in the Industry of Footwear
Localization has also been made relevant in the shoe making business as the tastes of the consumers in various countries vary (Musaddag Elrayah and Shishi Kumar Piaralal, 2024). The purchasing behaviour of footwear is very sensitive to fashion trends, weather conditions and income level. The research studies on the footwear business in the world have shown that the consumers are becoming very demanding in products with combination of comfort, affordability and cultural flavour. To appeal to more customers, the New Balance, Nike and Puma are currently producing region specific sneaker collections. Adidas came up with special edition shoe collections depending on local Indian and Chinese festival. These activities enhanced the levels of social media and brand awareness among the younger age groups (Noris, Sabatini and Cantoni, 2025).
Localization in footwear is also affected by sustainability (Saputra et al., 2025). The generation z consumers are increasingly becoming more sensitive towards the environmentally friendly brands. To improve its perception, Nike and Adidas introduced the new footwear which was based on recycled plastics and ecofriendly materials. It has been found that more than sixty per cent of younger shoppers consider sustainability in sportswear products when purchasing. Digital platforms have further made localization even more enhanced. In order to increase the degree of emotional connection with consumers, the brands resort to the services of local celebrities and influencers. An example in point is New Balance having partnership with Asian fashion influencers to promote lifestyle sneakers and streetwear collections. These oriented campaigns increased popularity among the urban youth consumers and competitive advantage of the company in the Asian markets (Singh and Pipaliya, 2024).
Consumer perception - Customer brand view
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Behaviour of Consumers Towards Product Localization
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Figure 8: Behaviour of Customers Towards Localization
Source: (laoret, 2024)
Empirical evidence shows that the localization of the product is taken seriously and affects the consumer behaviour of consumers in the international market. Consumers are likely to purchase goods that reflect their cultural values, language, lifestyles as well as social identity. In a study, it was found that local products result in emotional attachment and customer trust because the customers believe that the brand is conscious of local taste. Localized branding can be more effective in emergent economies; customers are very much reliant on regional traditions and familiarity with cultural values (Becagli and Milanesi, 2021).
The consumer behaviour based on localisation of their products is especially prominent in the fashion and footwear sector (Camilleri et al., 2023). The youthful consumers have a fondness of such products which have a global image on the local level. To illustrate, New Balance became more popular in the Asian markets by launching regional sneaker collections and region-specific digital campaigns. The positive reception of the footwear styles that were identified with the streetwear movement and local fashion trends was positive in China and South Korea. In the same vein, Nike was able to use campaigns that were relevant to the Indian population in the context of reaching the local consumers since the sport of cricket has a high level of emotional attachment in the Indian society (Becagli and Milanesi, 2021).
However, the differences between the behaviour of consumers of the groups in terms of demographics. The younger consumers would also attach more value to the global brands that have local characteristics, whilst the older consumers would attach more value to the quality of the product and its affordability. The income level also determines the inclination of localization. International image and exclusivity may be preferred by premium consumers but local relevance and price sensitivity may be preferred by middle income consumers. These results prove that localization influences consumer behaviour in different ways basing on culture, age, and economic status (Sima, 2021).
Brand Loyalty and Influence on Purchase Intention
Consumer perception is very crucial in purchase intention and brand loyalty. The results of the research show that consumers are more willing to purchase the products that they believe are authentic, culturally relevant and of high quality. The strategies of localization are thus significant in enhancing long term customer relationship. Researchers have found that a brand is likely to be more highly satisfied and is more likely to desire to repurchase the same products again when the company approaches the strategy of localized marketing and products adaptation (Anton, 2024).
Brand loyalty is a factor that comes about when consumers have a certain degree of trust towards the products and values of a company (Neumann, Martinez and Martinez, 2021). Nike, Adidas and New Balance, in the shoe industry, have placed a lot of emphasis on emotional branding to help them boost the loyalty of younger generations. The product collections that are local, the collaboration of celebrities and region-specific advertising campaigns enhance emotional bondage and enhance customer retention. The studies have shown that consumers with emotional attachment to their brands are likely to recommend a brand to other consumers and to remain loyal even when other competitors may be offering lower prices (Sima, 2021).
Consumer Perception in the Industry of Footwear
The perception of the consumer is highly critical in the footwear industry as shoes are closely related to the fashion, comfort, lifestyle and with the social image. The studies show that consumers judge footwear brands based on the quality, style, affordability, innovation, and cultural relevance. The purchasing behaviour of shoes in the past years has been transformed due to the preference of sneakers by younger consumers as fashion products rather than just functional products (Akkaya, 2021).
Localization helps global footwear companies to enhance consumer perception in various regions. Nike, New Balance and Adidas modify the design of products and promotional campaigns according to the regional fashion trends. As a case in point, oversized sneakers and retro style became immensely popular in the Asian countries because of the popularity of the streetwear style and influence of the celebrities. This also witnessed the footwear companies launch region specific collections in order to attract urban youth consumers (Sohaib, Mlynarski and Wu, 2022).
Brand image plays a significant role in purchasing behaviour of footwear. Nike is already being seen to be associated with high end lifestyle fashion in the Asian markets whereas New Balance is steadily being perceived to be associated with high end lifestyle fashion in the Asian markets. It has been established that consumers like to purchase footwear products of a brand that aligns to their self-image and social identity. These perceptions are further enhanced by social media because the influencers and celebrities are fast to impact the perception of fashion (Camilleri et al., 2023).
Other aspects of consumer perception that continue to be crucial are comfort and quality. Studies have shown that consumers in the emerging markets are more likely to be concerned with durability and affordability whilst consumers in the developed countries are more likely to be concerned about the innovation and sustainability. Foot brands thus localize products to match their expectations in the region. As an example, lightweight sports shoes are more likely to be used in the warmer parts of the world such as India and Southeast Asia. The findings of the present research indicate that functional and emotional component that leads to consumer perception in the footwear industry does exist (Sima, 2021).
Consumer Perception in Emerging Markets
The emerging markets such as India, China, Brazil and Indonesia have been of great importance to global brands as a result of the rising urbanization and rising numbers of middle classes in the emerging markets. In these markets, the most influential factors in influencing consumer perception are the culture, affordability, social trends and online media. It has been argued that consumers of the emerging economies are more likely to think of the brands that have been able to develop the global prestige, and local cultural background knowledge (Sohaib, Mlynarski and Wu, 2022).
India is among the new footwear and fashion market across the globe. The Indian consumers are highly price sensitive yet to an equal extent, they are becoming sensitive to the global fashion trends. This causes product customisation by local companies such as Adidas, Puma and New Balance in response to local buying power and lifestyle trends (Xi et al., 2022).
However, the scenario with consumer perception is related to the emerging economies as the customers in these countries demand affordability and international quality. Global brands have been associated by consumers with prestige and status as well as requiring local cultural relevance. This puts the multinational firms in the process of balancing the localization and global brand identity (Xi et al., 2022).
Global-local brand balance - Global-local strategy mix
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Maintaining Balance of Global Identity with Local Adaptation
Empirical evidence shows that the development of the global identity and the necessity of the adaptation of the multinational companies is one of the biggest issues of the multinational companies (Macchion and Fornasiero, 2020). The firms should protect the brand continuity across the globe and address the differences in cultures in markets. Research studies have proposed that balanced strategies can help firms to perform in the market better than those firms that have implemented the standardization strategy or the complete localization strategy (Guven, 2026).
Global brands are inclined to retain the main values of the brand, quality, innovation, and symbolism but modifies some of the selected items at the local level. Coca Cola has a worldwide logo and brand title across the globe but differentiates the advertisement campaigns in the region based on the culture and festivals of the region. Equally, New Balance has quality standards globally and, local partnerships with influencers in Asian countries and sneaker designs specific to the region (Hong et al., 2022).
In the study, it is stated that balanced branding helps to increase customer trust and emotional attachment. The emerging markets consumers tend to give preference to brands whose prestige is international and at the same time, the brand should also have a local cultural knowledge. It has also been found that over localization may destroy quality global image whereas over standardization may be loss of cultural relevance. The balance has therefore been brought to be a strategic issue in international marketing (Huang, Shi and Deng, 2025).
Strategies Used by International Brands
The international companies have numerous strategies they use in an attempt to guarantee global local brand balance. Localized communication is one of the strategies that is common. The brands modify the advertisements, slogans and social media campaigns to suit the regional language and culture. The practice of using local festivals and celebrities in advertisement campaigns have become common among Coca Cola and Pepsi in an attempt to increase the use of emotional appeal to consumers (Vartiainen, 2025).
Selective product adaptation is another tactic. Corporations retain the name of the fundamental product but vary in design, packaging or functionality based on the need in the region. As one such example, Adidas launches collections of footwear products, requiring the product line to be based on the local fashion trends, and local festivals in Asian markets. In the same manner, New Balance (with local designers and influencers) can enhance brand relevance with younger consumers (Wang, Zhang and Zhang, 2025).
The digital localization has become relevant with the emergence of the social media sites. In order to make sure that regional consumers are more targeted, now brands carry on country specific online campaigns. The researches have revealed that localized online marketing may be positively used to increase online presence and customer communication of emerging markets (Hong et al., 2022).
Pricing adaptation is another strategy that is the most popular. Multinational companies in the emerging markets launch low-priced product lines and uphold high-end product lines to the high-income customer groups. This will enable the firms to appeal to a wider range of customers without hurting the global brand positioning. In these strategies, it is observed that effective global local balance must be flexible, possess cultural insight as well as have high-quality market research (Vaziri, 2021).
Global-Local Balance in the Industry of Footwear
The shoe business is an exemplary case of the global local brands balance because of its immense variations in the tastes of the consumers that cut across the regions. Fashion trends, weather conditions and cultural identity have a very powerful influence on footwear buying behaviour. The global brands thus pick up products and retain the global image (Vaziri, 2021).
All local strategies implemented by Nike, Adidas, Puma and New Balance all over the world are geared towards improving competitiveness. Nike sustains its international image based on the sport performance and innovation but modify its marketing campaign depending on the sports culture in the region. In India Nike uses the application of cricketing focused campaigns since the consumers have a strong emotional attachment to cricketing. Adidas has launched geographical specific footwear collections, depending on the local street wear culture, and the local youth fashion trend in China and South Korea (Hong et al., 2022).
In an effort to strengthen its presence in the Asian markets, New Balance is slowly banking on localized relationships and online advertisements to consolidate its presence in the Asian markets. The company, has a global reputation of superior quality and comfort coupled with adapting sneaker designs to the corresponding local fashion designs. Of interest was found out that younger consumers in the Asian nations are increasingly becoming attached with New Balance as a lifestyle fashion, urban culture, and not necessarily sports performance (Vartiainen, 2025).
Sustainability influences also global local balance in footwear. The international brands are expected by the consumers to produce ethically and be environmentally responsible, yet at the same time meet the local preferences. To enhance the global sustainability image and increase the local consumer faith, Nike and Adidas launched collections of recycled footwear. These findings imply that local balance in the footwear industry has become global (Haldar and Mandal, 2026).
Consumer Perception Towards Global-Local Branding
The attitude of consumers towards international local branding is very complex since consumers value international status and local applicability. It has been studied that the international brands are generally associated with high quality, innovativeness, and social status. However, the local adaptation improves emotional attachment, trust and familiarity with the culture (Vartiainen, 2025).
Research has shown that younger consumers in the emerging markets prefer the brands that have a global brand and local identity. People like to believe in brands which comprehend local traditions but provide them with international quality standards. New Balance and Adidas successfully promoted the perceptions in Asian markets through cooperation with the local influencers and launching sneaker collections that are attractive to Asian markets (Macchion and Fornasiero, 2020).
The digital media have a significant influence on perception towards global local branding. The social media enables the consumers to make a comparison between international and local brands in real-time. Localized campaigns and local celebrities and cultural themes are likely to generate a higher engagement in comparison to a globalized advertising campaign. It is also proposed in literature that consumers are more likely to purchase products of a brand that appears prestigious on the global stage and at the same time, applicable in the local environment (Haldar and Mandal, 2026).
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Benefits of Product Localization
Most of the researchers claim that localization offers significant competitive benefits (Lin, Xiaoyu and Jianqiang, 2023). Localized products establish higher emotional appeal as they are based on local culture, traditions and preference of lifestyle. Studies have shown that consumers are likely to think and purchase products that are in tandem with their culture. Customer satisfaction and repeat purchase intention are also enhanced through localization. The differentiation of the products according to the local demand is likely to have a greater penetration to the market compared to those companies that use completely standardized products (AHMAD, 2026).
Challenges and Criticisms of Product Localization
Despite these are the positive sides, localization is also problematic (Saputra et al., 2025). Product adaptation increases the cost of operation as the companies have to redesign products, change marketing strategies and work with different supply chains in various markets. The global brand identity can also be compromised by over localization. International brands are also considered by some consumers as they symbolize prestige and contemporary lifestyle. Researchers also caution that cultural misinterpretation may ruin brand reputation in the case when the company wrongly interprets the values and traditions of the country concerned (AHMAD, 2026).
Influence of Localization on Consumer Perception
The consumers perceptions are greatly affected by localization as it forms perceptions about authenticity, quality and cultural relevancy. The consumers tend to have positive attitudes towards a brand that comprehends the local needs and traditions. However, some studies have shown that excess localization could result in the diminishing of the perceptions of world prestige. Thus, the majority of researchers come to the conclusion that the successful localization is based on the maintenance of the equilibrium between global brand identity and local relevance (Singh and Pipaliya, 2024).
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Positive Impact of Product Localization on Consumer Perception
The issue of localization, according to a number of the researchers, has a positive impact on consumer-perception in the sense that it increases the degree of cultural relevance and emotional appeal. Consumers are likely to believe in the brands which possess knowledge of the local traditions, language, and style of living. Localized branding hence enhances authenticity, customer satisfaction, and purchase intention. As research shows, the consumers are far more likely to purchase the goods which reflect their cultural peculiarities and own values (Camilleri et al., 2023).
The brand loyalty is also increased by localization since consumers have an emotional attachment to the brand, which can be regarded as socially relevant. The footwear industry localization of sneaker collections and advertising campaigns in the region, improve customer interaction among younger customers. Research has also shown that culturally modified digital campaigns elicit a better online response and brand perception as compared to the global campaigns, which are uniform and universal (Akkaya, 2021).
Contradiction with Previous Studies
Although all these positive results have been reported, there are studies that have shown contradictory results. Some scholars believe that in the case of over localization, international prestige of international brands will be diminished. Global brands are usually bought by consumers as they are associated with status, modern way of life and international quality. The strong global brand recognition can be diminished in case business over adapts the products at the local level (Xi et al., 2022).
Other researchers equally assume that in the developed world, consumers are likely to flock towards homogenized international products because they believe that these products are both uniform and novel. These discrepancies indicate that the localization does not always have a higher probability to allow the same consumer perception across all markets and industries (Akkaya, 2021).
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Standardization and Adaptation
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Table 3: Analysis of Standardization and Adaptation
Source: (Vladimirova, 2013)
One of the major debates in the world marketing is whether companies should use the conventional or adapted methods. The theorists of standardization explain that international uniformity leads to efficiency, reduced cost of operation and increased brand equity in the international market. The application of the word Apple has been quoted as an example since the company has highly standardised products in the international market (Ramírez-Solís, López-Lomelí and Gómez-Villanueva, 2025).
On the other hand, the representatives of the adaptation school of thought believe that the culture of a specific consumer is a very important factor in the determination of the consumer behaviour. They reckon that companies are required to modify products and communicating strategies to suit local demands. Research in the new markets has shown that customer engagement and purchase intention is often effectively promoted through localized branding as opposed to a standardized branding (Haldar and Mandal, 2026).
A balanced strategy by glocalization has the support of many recent researchers. This school of thought advocates that the global identity must be maintained at the core and local modifications to local features. Studies are starting to suggest that the hybrid methods are more effective than complete standardization or complete localization (Hyun, 2025).
Challenges in Global-Local Brand Balance
The equilibrium of the localities in the world creates certain barriers to the multinational companies. The greatest question lies in how to provide the consistency of global brands and react to the local preferences. Over localization may cause a weakening of international image and over standardization may result in a weakening of cultural relevancy (Ramírez-Solís, López-Lomelí and Gómez-Villanueva, 2025).
Operational complexity is another challenge. In different parts of the world, businesses must contend with a number of marketing activities, pricing policies, and product specifications. This introduces an element of cost and management difficulty that is costly. Cultural misunderstanding is also risky in the sense that the companies can make the wrong perception of the values or traditions of the locals (Hyun, 2025).
The balance of locality of the world is even more complicated by the ever-changing trends of consumers. The social media is fast changing the preferences of fashion and consumer demands especially among the youthful consumers. Brands must therefore continue coming up with more strategies to make them remain competitive (Ramírez-Solís, López-Lomelí and Gómez-Villanueva, 2025).
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Limited Research on Localization of Footwear Industry
The existing literature on product localization is mostly prevalent in such industries as food, technology and fast-moving consumer goods (Feng, 2022). The current studies on the subject matter are relatively restricted to explore the localization of footwear industry. This creates a very critical gap as the fashion, lifestyle, comfort and cultural identity are very critical in influencing the buying behaviour of the footwear (Halliday, 2021). The introduction of local product designs, and marketing campaigns by internationally known brands such as Nike, Adidas and New Balance is growing, but there is little academic research on the effectiveness of these strategies. Most of the available literature offers a discussion of the overall branding strategies with no particular focus on consumer perceptions in the shoe industry (Feng, 2022).
Limited Research on New Balance
The other major research gap is that there is no access to academic research on New Balance (Halliday, 2021). Most of the previous studies in the global sportswear branding are predominantly focused on Nike and Adidas based on their bigger market share and more visible across the globe. Nevertheless, as of late, New Balance has been growing speedily in Asian and emerging markets due to the localized branding and lifestyle marketing approaches (Halliday, 2021). Although this has increased, there is a dearth of research that looks at the perception that consumers have towards the localization strategies of New Balance. The existing literature, too, is not very insightful as to how the company relies on local partnerships and influencer marketing, as well as on localization of products to this or that region. This renders New Balance a significant and pertinent case to be used in further studies (Hyun, 2025).
Limited Research on Emerging Markets
The bulk of the research on the subject of localization and consumer perception is in the developed economies of the United States, the United Kingdom, and European countries (Cavusgil, 2021). Relatively few studies are specifically oriented towards emerging markets such as India, Indonesia and Brazil. This proves to be a big constraint since the affordability, cultural diversity, social trends as well as the digital transformation are some of the key factors which affect consumer behaviour in emerging economies (DANIEL, 2023). India has been ranked as one of the fastest growing footwear and fashion market in the world, yet the studies on localization strategies in the Indian footwear industry is very minimal. Thus, additional studies are needed to comprehend the perceptions of consumers in emerging markets regarding localized global brands (Cavusgil, 2021).
Inconsistencies in Findings on Consumer Perception
Earlier research has given mixed results as to whether localization affects consumer perception or not (Alkan, İbrahim Taylan Dörtyol and Merve Nalbant, 2024). Localization increases authenticity, trust and purchase intention according to some researchers because consumers would prefer culturally-relevant products. However, other studies have shown that over-localization has the potential to erode the high-quality international brand image. The global brands become the image of prestige, modernity and the international quality to some consumers. Such contradictory results prove that the correlation between localization and consumer perception is still unclear and needs further research (Alkan, İbrahim Taylan Dörtyol and Merve Nalbant, 2024).
Justification for the Current Research
The current research fills these gaps by examining the localization of the product and consumer perception of the footwear industry using New Balance as the main case study (DANIEL, 2023). The research also bears some concentration towards the emerging markets particularly the Indian market that the consumer behaviour and localization trends are under a rapid transition. In this study, the localization strategy, consumer perception and global local branding are also organized into one thematic analysis to provide a more wholesome view on the subject matter (Cavusgil, 2021).
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Major academic themes are critically analysed in this chapter regarding product localization, consumer perception and global-local brand balance. The review observed that the localization strategies have become even more relevant within multinational firms in competitive markets that are culturally diverse. The literature also demonstrated that the factors that affect the consumer attitudes are cultural relevance, authenticity, brand image and global reputation. Besides, the review has found that businesses must make sure that they strike a balance between international brand consistency and local adaptation to be competitive and earn the trust of their customers. Various scholarly approaches and conflicting results indicated that the level of localization success is different in various industries and markets. The chapter also mentioned that there are a number of theories, empirical, and methodological gaps in the existing studies, especially concerning the footwear industry, New Balance, and the emerging markets like India. These findings are rather good stronghold on which the discussion of the next chapter will be founded.
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The main conclusions drawn due to the thematic literature review on the subject of product localization, consumer perception and global-local balance between brand and consumer are discussed in this chapter (Liu et al., 2021). The discussion critically explains how the localization strategies would affect the attitudes of the customers, brand image, purchase intention and loyalty in the international markets. The footwear industry and the example of New Balance in such emerging markets as India are paid special attention (Peren Özturan, 2023). The chapter also contrasts the various academic views and describes areas of commonality and disagreement in the past research. Moreover, the discussion links the results with the existing theories and marks major gaps in researches. Lastly, a conceptual framework is suggested, which is based on the general analysis (Safeer et al., 2022).
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The findings of the literature review show that product localization has become an important strategy that multinational companies in aggressive international markets should take into consideration (Kaltiainen, 2025). Studies have always indicated that business companies that opt to localize products to the host culture, lifestyle and consumer preference, do so with enhanced customer interaction and performance in the market. The design of the products, the pricing and marketing plans are modified by the international brands such as Nike, Adidas and New Balance, based on the regional demand (Kaltiainen, 2025). In one instance, the light weight and low-cost footwear products would be more successful in the Asian markets because of climate and price sensitivity. It is also proved that the localized advertisement, which is conducted basing on the local language and culture, will help to increase the interaction with the customers by over 40 percent (Liu et al., 2021). The foregoing results imply that localization will increase the market penetration and strength of brand relevance in the emerging economies.
[bookmark: _Toc230706827]4.2.2 Integration of Findings on Consumer Perception
The literature also shows that the strategies of localization have a great impact on consumer perception (Ren, Chen and Yang, 2024). A consumer will most likely prefer a product which depicts the local culture, beliefs and social identity. It was also discovered that localized branding leads to improved authenticity, emotional connection and trust. This has a direct impact on purchase intention and brand loyalty. The footwear business is witnessing younger consumers connecting brands such as New Balance, to lifestyle fashion and urban culture as opposed to sports performance. Social media and influencer marketing also impact consumer attitudes. Research has found out that more than 60 percent of the generation Z shoppers prefer brands that have cultural relevance and sustainability and ethical behaviour (Shan and Lu, 2021). These results demonstrate that the positive attitude of consumers is strongly associated with the effective localization practices (Ren, Chen and Yang, 2024).
[bookmark: _Toc230706828]4.2.3 Integration of Findings on Global-Local Brand Balance
The review also mentions that the companies should strike a balance between the global and the local adaptation (Safeer et al., 2022). Global brands are appreciated by the consumers as the products symbolize quality, prestige and international acceptance. However, they also stipulate that the brands must be capable to understand the local culture and inclinations. Such a balance can be explained by the policies of glocalization (Shan and Lu, 2021). In example, New Balance could still be able to retain their international image of quality without compromising sneaker collections and online campaigns to satisfy fashion needs in the area. It has been shown that globally-local companies are able to achieve greater customer confidence and long-term competitive advantage than are companies that use either standardization or complete localization (Shan and Lu, 2021).
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Overall, the results of the synthesis assist in concluding that the positive effect on the consumer perception and global-local brand balance is caused by the successful product localization (Chen et al., 2021). Localization improves the cultural relevancy as well as customer engagement whereas global branding is a guarantee of prestige and international identity. The results therefore respond to the research questions by providing that localization strategy has a strong influence on consumer attitudes, purchase intention, brand loyalty and competitive positioning in footwear industry, particularly in emerging markets such as India (Peren Özturan, 2023).
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The findings of the previous studies prove that the great majority of opinions that product localization influences the perception of consumers and the functioning of the market positively are correct (Kaltiainen, 2025). A number of researchers also concur that consumers would enjoy products that are portrayals of local culture, language, and lifestyle. The study of the international brand such as Nike, Adidas and Coca-Cola found out that the localization of the marketing campaigns boosts the customer engagement and purchase intention. It has also been shown that regionalized advertisement in terms of regional content has the potential to improve customer interaction by more than 40 percent (Abrar, Liu and Yuanqiong, 2022). The same outcomes were observed in the study related to the footwear sector, where the level in popularity of the brand among younger customers went up with the assistance of the localized sneaker design and the work of the influencers.
It is also agreed that global-local brand equilibrium is crucial to multinational corporations. Several research findings validate application of the glocalization approaches owing to the requirement of the products by the consumers in terms of global quality and local relevance. New Balance, Adidas and McDonald are typically used as examples of companies which were able to balance a global brand and the local flexibility. The scientists also agree that authenticity, cultural relevance and emotional connection are significant aspects in the consumer perception. Such results are consistent with the existing study since the thematic analysis revealed that localization has a positive impact on the customer trust, purchase intention, and brand loyalty in the emerging markets like India (Abrar, Liu and Yuanqiong, 2022).
[bookmark: _Toc230706832]4.3.2 Contradictions and Differences Between Studies on Product Localization, Consumer Perception and Global-Local Brand Balance
In spite of these similarities, there are important contradictions that can be detected in previous studies. According to some researchers, localization enhances customer satisfaction and emotional attachment, whereas others think that over localization dilutes the global brand image. Some of the studies have established that consumers buy international brands due to the fact that they represent prestige, modern lifestyle as well as international quality. To illustrate, Apple has a high standardization of the products in the global market yet attains a high level of customer loyalty and premium perception (Mandler, Bartsch and Min, 2021).
The differences that can be observed between the developed and the emerging markets are also differences. Research in new economies such as India and China is more likely to support localization not only owing to cultural considerations but also based on affordability. Nevertheless, the research carried out in developed economies indicates that the consumer might be interested in the uniform global branding and innovation. Inconsistency is also evident in shoe market. It has been argued that younger consumers are more apt to be influenced by the international celebrity culture and world prestige (Liu et al., 2021).
[bookmark: _Toc230706833]4.3.3 Reasons for Differences in Research Findings
These differences in findings can be attributed to a number of factors. Cultural differences are majorly influential on consumer behaviour in markets. Affordability and cultural familiarity may be more significant to consumers in the emerging economies and prestige and innovation may be more important to consumers in the developed economies. Research findings are also influenced by differences in the industries since the strategies adopted by localization in food and technology industries might not apply in the footwear industry (Davvetas et al., 2022).
The conflicting results are also justified by differences in the methodology. Quantitative research is normally founded on the functionality of sales and purchase intention, whereas qualitative research is founded on the emotional attachment and culture identity. Sample size, geographical area and evolving digital trends also affect the findings. Thus, the effectiveness of localization can be different in accordance with market conditions, demographics of the consumers, and research methodology (Mandler, Bartsch and Min, 2021).
[bookmark: _Toc230706834]4.4 Theoretical Implications
[bookmark: _Toc230706835]4.4.1 Implications for Standardization and Adaptation Theory
[image: Table 6 from Standardizing or Adapting the Marketing Mix across Culture |  Semantic Scholar] 
Table 4: Favouring Factors for Standardization and Adaptation 
Source: (J. Languilaire, 2017)
The findings of this study validate the thesis statement that complete standardization is not as efficient in culturally differentiated markets (Thornhill, 2021). The standardization theory implies that organizations ought to adopt uniform goods and advertising all over the world to cut on expenses and enhance international branding. The findings however indicate that there is an increased demand of products that represent the local cultural, lifestyle and preferences. The world sneakers companies such as New Balance and Adidas have been more interested in the Asian markets where they have designed sneakers according to the region as well as conducted regional marketing campaigns. Factors favouring standardization and adaptation are listed in the table above. The table compare standardization and adaptation based on different factors (Davvetas et al., 2022).
[bookmark: _Toc230706836]4.4.2 Implications for Glocalization Theory
The results are a good confirmation to the theory of globalization. The global-local brands of quality consumed by the consumers will be local in relevance (Roudometof and Dessì, 2022). Companies or businesses that save the characteristics of their choice in the countries but adapt the aspects have a higher customer trust and emotional attachment towards the product. In a way to explain, on the international stage New Balance has made sure that people know it as a quality and performance-based company. But at the same time, digital-based campaigns and product designs are all geared towards the regional fashion trends. This demonstrates that glocalization presents the moderation between global consistency and the capacity to react to the demands and constraints of a local environment (Roudometof and Dessì, 2022).
[bookmark: _Toc230706837]4.4.3 Implications for Consumer Behaviour Theory
The theories of consumer behaviour which are supported by the research are: the culture, identity and emotional attachment determine the consumer buying behaviour (Rondoni and Grasso, 2021). Consumer perception and authenticity, sustainability, social image and cultural relevance were strongly related. Especially young consumers were more inclined towards branding that conformed to their lifestyle and values. It was found out that a bigger proportion of Gen Z consumers, over 60 percent, would be willing to support a brand with sustainable and culturally relevant practices (Davvetas et al., 2022). This proves that, emotional and cultural aspects are playing an important role in determining the purchasing behaviour in the international markets.
[bookmark: _Toc230706838]4.4.4 Extension of Existing Theories
The new findings complement the existing theories by integrating the product localization, consumer perception and global-local branding in one framework (Rondoni and Grasso, 2021). The previous studies have a tendency to consider these concepts separately. This study shows that the strategies of localization, consumer attitude and global brand identity are very interrelated. The paper also builds on the available literature, by laying special emphasis on the footwear industry and the emerging markets, which currently has little academic research (Roudometof and Dessì, 2022).
[bookmark: _Toc230706839]4.5 Identification of Gaps
[bookmark: _Toc230706840]4.5.1 Gaps in Literature on Product Localization, Consumer Perception, Emerging Market Research and Global-Local Brand Balance
There is ample discussion in existing literature on localization and branding strategies, however, there are several gaps. The majority of the studies are on the food, technology and retail sectors and few studies explore the footwear industry. This leaves a void since the buying pattern of shoes is fashion-forward, the comfort level in shoes and lifestyle trends play a significant role in the pattern of buying shoes. While some brands are increasingly taking a local approach (such as New Balance, Nike and Adidas), very few studies have looked at the impact this local approach may have on consumer perceptions and loyalty (Mandler, Bartsch and Min, 2021).
In addition, there is limited research on emerging markets. There is a lack of previous research on developing economies such as the USA and Europe. Much less work is done on consumers in other emerging markets including India, where the behaviour of consumers is rapidly changing because of urbanisation, digital media and increasing success of the middle class. The Indian footwear market is projected to hit USD 25 billion mark within the next few years, but little research has been conducted to explain the perception of localized, global brands by Indian consumers (Sandhu et al., 2025). The findings of the previous studies are also mixed on the issue of global and local brand balance. Some researchers state that localization can enhance the authenticity and emotional feeling, some say that too much localization can hurt the global brand image.
[bookmark: _Toc230706841]4.5.2 Methodological Gaps in Previous Studies
There are several methodological limitations which are observed in the previous studies (Chen et al., 2021). Most of the researchers are based on quantitative approach, the major variables which are studied are sales performance and purchase intention. Not all of the studies describe the emotional attachment, cultural identity and social influence. Some qualitative studies offer greater insights, but also have small sample sizes, which decreases the reliability of the study. Previous studies also explore the localization and consumer perception in isolation instead of trying to combine both concepts in one model (Ren, Chen and Yang, 2024).
[bookmark: _Toc230706842]4.5.3 Contribution of the Current Study
The current study is going to bridge this gap by limiting the study to the footwear industry and New Balance in Indian market (Rondoni and Grasso, 2021). Of course, this study also amalgamates product localisation, consumer perception and global and local brand balance into one thematic analysis. This will provide a more comprehensive perspective on the effects of localization strategies on consumer reactions to the brand and the competitiveness of brands in emerging markets (Abrar, Liu and Yuanqiong, 2022).
[bookmark: _Toc230706843]4.6 Proposed Conceptual Framework
The proposed conceptual framework elucidates the interrelationship between the product localization, consumer perception and the proportion of global/local aspects of the brand in the footwear industry. The theoretical foundation of the localization strategies is the frame, which is used to directly influence the consumer perception through product adaptation, localized marketing, pricing and cultural branding. The perception of the consumer is reflected in variables like brand image, authenticity, perceived quality, purchase intention and brand loyalty (Chen et al., 2021).
The framework also provides an explanation of the role of global-local brand balance as an intermediary between localization and response from consumers. Today more than ever consumers are asking brands to maintain their international reputation, but also to be culturally relevant and reflect their local culture. For instance, New Balance continues to have a global reputation for its comfort and quality, but tailors the sneaker design and digital marketing to pan-Asian fashion trends (Roudometof and Dessì, 2022).
The research findings show that a localised campaign can increase customer engagement by more than 40 percent particularly with younger customers in emerging markets (Thornhill, 2021). Thus, it is recommended that there is a positive impact on the customer trust, emotional attachment and competitive advantage when there is a successful localisation strategy combined with a balanced global branding strategy. Emerging markets, such as India, where digital media, price and culture have a significant influence on consumer behaviour, are also prioritized in the framework (Sima, 2021).
[bookmark: _Toc230706844]4.7 Conclusion
This chapter has critically examined the key findings of the product localization, consumer perception and global-local brand balance in the footwear industry. The discussion ended with a conclusion that localization strategy has a major influence in the attitude of the customers, purchase intention and brand loyalty particularly in emerging markets such as India. The chapter also highlighted important findings and conflicts from previous studies and provided understanding of the concept of cultural and methodological research differences and their implications. The discussion also revealed that it is significant to incorporate the global identity with the local adaptation for global brands such as New Balance. The conceptual model suggested covered the entire localization strategy consumer perception link in foreign markets.


[bookmark: _Toc230099542][bookmark: _Toc230706845]Chapter 5. Implications
[bookmark: _Toc230099543][bookmark: _Toc230706846]5.1 Introduction
This chapter provides a discussion of the implications of the findings which are presented in the previous discussion chapter (Noris, Sabatini and Cantoni, 2025). In this chapter we will talk about the theoretical, practical, managerial and research significance of product localization strategies in the footwear industry with the help of an example of New Balance. The results revealed that localization has a significant impact on the perception of consumers, purchase intent, brand loyalty and competitive positioning in emerging countries (Rashkova et al., 2023).
[bookmark: _Toc230099544][bookmark: _Toc230706847]5.2 Theoretical Implications
[bookmark: _Toc230706848]5.2.1 Implication for Standardization and Adaptation Theories
The findings of this study are more favourable in the adaptation approach as compared to the complete standardisation approach (Rashkova et al., 2023). The theory of standardization indicates that the company need to adopt the identical product and techniques of marketing in all countries in order to cut back prices and preserve a robust global image. This is in contrast to the current study that has shown consumers' preference for culturally relevant products, and fashion and oriented to lifestyle products in emerging markets (Poulis, 2023).
However, the study revealed engagement of customer and emotional connect which can be achieved by the localized sneaker collection, ads specific to region and the culturally relevant branding is better (Rashkova et al., 2023). In Asian markets, consumers are seeking the brands that meet their needs and also adhere to international standards. Therefore, cultural diversity does not seem to offer any significant benefits on cultural markets. Therefore, this research contributes to the standardisation and adaptation theory as there is a need to adapt in industries where the preference of the consumers is more influenced by the culture and lifestyle such as the footwear industry (Poulis, 2023).
[bookmark: _Toc230706849]5.2.2 Implication for Theory of Glocalization
The glocalization concept is the idea that the companies need to have a global identity, whilst products and marketing activities to the local market (Noris, Sabatini and Cantoni, 2025). The study revealed that the consumers are interested in local but international culture and quality in the global products. New Balance is a case in point. Keeping its global brand image intact, it carries out targeted digital campaigns, influencers campaigns and regionally inspired sneaker design. This equilibrium contributes to the company's development of customer trust and emotional bond in emerging markets (Li et al., 2026).
The study therefore adds to glocalization theory as it demonstrates the need to have a balance between consistency and flexibility in the case of successful global brands. If it can achieve this merger of glocal, then the company stands a better chance of having loyal customers in the long term and a competitive advantage (Li et al., 2026).
[bookmark: _Toc230706850]5.2.3 Implication for Theory of Consumer Behaviour
This is also useful to consumer behaviour theories from the results of this study. The study showed that the product quality not only determined the consumers perception but also emotional, cultural and social aspects. If a brand is in sync with their lifestyle and culture, they will have greater faith and support in the brand (Ferdika Adhi Pradana and Endy Gunanto Marsasi, 2024).
This finding is in addition to the earlier studies regarding the consumer behaviour that established that emotional connection, cultural relevance and digital influence are today key factors that drive consumer attitudes and purchasing decisions. Therefore, the consumers' behaviour in the contemporary global markets is shifting to a more social and cultural one (Ferdika Adhi Pradana and Endy Gunanto Marsasi, 2024).
[bookmark: _Toc230706851]5.2.4 Academic Contribution of the Study
This research is useful for the academic world as it combines three concepts (product localization, consumer perception and global-local brand balance) in one. These were in isolation, and have been the subject of previous studies. This research, however, helps to explain the connection of these three concepts (Ramírez-Solís, López-Lomelí and Gómez-Villanueva, 2025).
The study also helps to complement the small number of literature available related to localization strategies of footwear industry. Although numerous studies have been done on various other sectors such as food, retail and technology, there were few studies found that concentrated solely on brands like New Balance in the footwear industry (Ramírez-Solís, López-Lomelí and Gómez-Villanueva, 2025).
[bookmark: _Toc230099545][bookmark: _Toc230706852]5.3 Practical and Managerial implications
[bookmark: _Toc230706853]5.3.1 Strategic Recommendations
The results indicate that at the managerial level it is desirable to implement the localisation policies to enhance customer participation, in addition to the market performance. Businesses should always watch the consumer behaviour, culture and fashion trends to which they want to launch their products (Oliveira, Pereira and Oliveira, 2025).
The product design, marketing and promotion efforts, pricing and promotions should be aligned to the local consumers' expectations. For instance, the climate and price sensitivity of customers in Asia may render the product like light and cheap footwear as marketable in that region.
Also, businesses should strengthen consumer-company emotional relationships instead of just marketing aspects. Emotional branding can be a way of creating improved customer loyalty and a lasting competitive advantage (Oliveira, Pereira and Oliveira, 2025).
[bookmark: _Toc230706854]5.3.2 Implications of Digital and Influencer Marketing
The findings of the study suggested that digital media and the influencers do have a noteworthy impact on perception of consumers. So, it's best to get more involved in local social media marketing and partnering with local influencers (Parditha and Mahyuni, 2025).
Brands can be seen as more authentic and culturally relevant with localized digital marketing. Since the local celebrities, fashion influencers and social media personalities are familiar with the lifestyle trends, they have earned consumers' trust.
This has proved effective in New Balance's strategy of region-specific marketing campaigns and influencer marketing to help boost brand awareness with urban consumers in Asia. The same approach should be taken by other multinational firms in order to enhance customer engagement (Parditha and Mahyuni, 2025).
[bookmark: _Toc230706855]5.3.3 Strategies for Pricing and Marketing Segmentation
The results show that emerging market consumers are very price sensitive and are also concerned with international quality and prestige. Thus, managers need to be flexible to the pricing and segmentation of markets (Pooja Nema and Sharma, 2025).
There can be several customers who want the high-end product and a specific market segment that requires a mid-range product. This would not only draw in middle income buyers, but also not risk damage to the image of the high-end products under the brand.
The managers must take into account the income of each market and purchasing power of each buyer before making pricing decisions. Making the right market segmentation helps in increasing market penetration and competitiveness of the companies (Pooja Nema and Sharma, 2025).
[bookmark: _Toc230706856]5.3.4 Branding Based on Sustainability and Ethics
The study highlighted that sustainability has become an important criteria affecting consumers' perception, especially among young consumers. Consumers are more likely to as a result use the brand which uses eco-friendly supplies and moral manufacturing practices (Jankowska, Kania and Pawełczyk, 2024).
Therefore, the management should take sustainability into account when planning for localization. Businesses should foster and promote the concept of environmental responsibility and ethical sourcing and sustainable production, in local marketing. Sustainability can boost the reputation of the brand, customer trust and customer loyalty. A company that fails to focus on environmental aspects will not be competitive in the future in the world market (Jankowska, Kania and Pawełczyk, 2024).
[bookmark: _Toc230706857]5.3.5 Implication of Policies and Industry
The results also impact policy and industry stakeholders. The government of emerging market countries should foster the linkages between the multinational industry and local industry to produce employment and economic development benefits. National and local policy makers need to promote sustainable production and local procurement by providing policies and incentives. This can have positive impact on the development of the industry and raise the environmental awareness (Bodoga et al., 2024).
Stakeholders within the industry should also invest in consumer research and digital infrastructure, to enable successful localization practices. Joint efforts of the business, policy makers and community can improve the competitiveness of the footwear sector, which could help the footwear in the international market (Bodoga et al., 2024).
[bookmark: _Toc230099546][bookmark: _Toc230706858]5.4 Research Implications (Future Directions)
The present study is an important contribution to the literature, but has certain limitations. The first one was the fact that the study was carried out primarily through the secondary and thematic literature analysis rather than primary empirical studies. Therefore, the outcomes will rely on the quality and availability of the literature available (Ferdika Adhi Pradana and Endy Gunanto Marsasi, 2024).
Secondly, majority of the research took place in the footwear sector and in New Balance. These results may not necessarily be useful in other sectors, such as technology, luxury goods. Thirdly, the study was mainly conducted in emerging markets especially in India with an attempt to some extent, limit the ability to draw comparisons from a global perspective (Oliveira, Pereira and Oliveira, 2025).
Primary studies, including surveys, interviews and focus groups, could be considered for further research to collect on-the-ground information, from consumers. A comparative analysis of the perceptions of consumers in developed markets and their perceptions of consumers' perception in emerging markets would also give some understanding of consumers' perception on localization strategies (Li et al., 2026).
Future Research Agenda
More in-depth studies of the link between sustainability and localization are also needed. Ethics in footwear production and environmental responsibility of consumers are rapidly rising and an important issue to be discussed in the future.
[bookmark: _Toc230706859]5.5 Conclusion
Lastly, the chapter highlighted the theoretical, practical, managerial and research implications of product localization strategies in the footwear industry (New balance) with the help of the case of New Balance. The findings revealed the benefits of localization on consumer perception, emotional connection, brand loyalty and competitive advantage in emerging markets. Topics covered also included digital marketing, pricing strategies, cultural adaptation and sustainability. Furthermore, it identified the limitations identified in the study and proposed further avenues for research to help expand the pool of knowledge on localization in the world market.

[bookmark: _Toc230099547][bookmark: _Toc230706860]Chapter 6. Conclusion
[bookmark: _Toc230099548][bookmark: _Toc230706861]6.1 Answer the Research Question
In this dissertation the study was based on consumers' perception of localization strategy for a product, which was taken as New Balance in the footwear industry. The study had a goal to shed light on the impact of localization strategies on consumers' attitudes, buying intentions, brand loyalty, and positioning in global and emerging markets like India.
Findings of the study make it clear that product localization has a strong perception influence on the consumers. Consumers would like to have a product that is similar to their local culture, lifestyle, fashion trend and their social values more. This will help consumers feel the brand understands them and their needs and preferences, and will give them a sense of belonging to the brand. Items that were localised were found to have a significant impact on consumer attitudes when it came to four of the cultural factors: appeal, authenticity, perceived quality and brand image.
The second research question was also answered by the research, as it found that localization strategies have a positive impact on the purchase intention and brand loyalty. Brands that span the globe and the local community are more likely to be bought by consumers. The results showed that there were significant factors that determine customer loyalty, which are emotional connection and trust. Localisation will therefore be useful for strengthening the competitive positioning; the businesses become more relevant and appealing to local customers.
The other important lesson from the research is that there is a need to balance global and local for global brands. Global brands are known for their prestige, international quality and image, so consumers like them. But the brands would like to respect local culture and social identity, as well. It is for this reason that glocalization strategies are gaining importance in international business.
It also found that digital media and influencer marketing are influential on the consumer's perception these days. Social media trends, genuine influencers and fashion culture are pushing the younger consumer to great lengths. Localised digital campaigns enable a brand to establish a greater emotional connection with customers, and improve brand awareness in new markets.
[bookmark: _Toc230099549][bookmark: _Toc230706862]6.2 Highlight Contributions
The research makes significant contributions to the field and practice in many aspects. The academic contribution of this literature concerns the research about product localization, consumer perception and the consideration of the global/local brand balance. In several previous studies these concepts have been studied separately and, in this dissertation, a thematic analysis and concept have been added that tied these ideas together. This will provide greater understanding of the impact of localization strategies on consumers in global markets.
The study also helps to fill a gap in the scarce literature on footwear industry. Most studies conducted previously have focused on the localization process in a few sectors including food, retail and technology, and only a few studies have investigated the localization of a brand such as New Balance. The footwear industry is closely linked with fashion, identity and lifestyle and the findings of this study provide many insights into a localization strategy in this industry.
The study provides some useful recommendations to managers and multinational companies in practice. From the findings of the study, it appears that the product design, digital marketing, social media influencers, flexibility in pricing and sustainability are the areas that companies should be concentrating on. The research also underscores the importance of the consistency with the world values, but still being culturally relevant.
[bookmark: _Toc230099550][bookmark: _Toc230706863]6.3 Clarify Limitation
The first limitation of the study was that, primary empirical research was not much done in the study instead of primary data was retrieved from secondary data and thematic literature review. Therefore, the results are dependent on the quality, reliability and availability of the previous academic studies. More direct consumer insights could have been gained from using primary research methods like surveys or interviews.
Second, for the most part the research was focused on the footwear industry, and specifically on New Balance. The results might therefore not be completely generalizable to other sectors, such as luxury fashion, technology or food products. Depending on the different expectations of the customer and market conditions there can be a difference in perception of consumer and localization strategies between industries.
Thirdly, the study was focused towards the emerging markets and in particular it was focused towards India. That provides some clues into the development economies, however the findings may not be applicable to the consumer behaviour in the developed markets, such as, U.S. or Europe.
Finally, some conflicting findings from earlier studies have been reported with regards to localisation and global branding. Others have stated that excessive localization can undermine the world's market esteem of the brand, and some researchers have claimed localization results in more emotional connection and trust. Differences in conclusions will result from information taken from literature.
[bookmark: _Toc230099551][bookmark: _Toc230706864]6.4 Final Recommendations and Future Research
This is where future research is required to achieve a better understanding of consumer attitudes towards local branding. Specifically, through primary research methods like questionnaires surveys, interviews with consumers and industry specialists and focus groups. The firsthand collection of data from the consumers will provide more insights into emotional attachment, cultural identity and buying behaviour.
Secondly, comparative studies of developed and emerging markets should be done. This would contribute to the knowledge of the effectiveness of localization in various countries, which are affected by cultural, economic and social differences.
Third, future studies need to take the artificial intelligence, personalization techniques and digital analytics in localization strategies into consideration. As the businesses become more and more tech-savvy with their marketing, more localization is expected to be personalized and data-driven.
Further studies are also needed in the future on sustainability and ethical branding. In the eyes of more consumers, the environment is a concern and brands are under increasing pressure to take steps towards a more sustainable business.
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(3). The main differences between Adaptation strategy and standardization strategy

used in intemational marketing are summanized in the table below

Basis of Differences

Adaptation Strategy

Standardization Strategy

1) Product Offered

Altering relevant feature
of the product in
significant ways for each
and every individual
geographical market in the

product is sold.

Complete standardization would
nvolve designing a product that is
identical in every relevant way for
geographical market in which the
product wall be sold

2) Characteristics

A product is differential
from competitor’s product
and further the products
produced by particular

company.

A standard product does not need
to have all the characteristics of the

other products buyer requires

3) Approach

Adsptation is an approach
of detailing the
differentiation that exists
between products and

services.

Standardization of product is the
approach for increasing
commonality of product in the

supply chain management

(b). Three(3) advantages and three(3) disadvantages of adaptation strategies and

standardization strategies in intemational marketing

Advantages of Standardization Strategies
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Globalization Localization Glocalization

Definition: “the tendency toward anDefinition:  “the  process  of[Definition: “providing a global offe
international integration of goods.fadapting a product or service to al(brand, idea, product, service, etc),
echnology, information, laborfparticular  culture, language,while taking local related issues into
apital, or the process of making thisdeveloping a local appeal andaccount
integration”

satisfying local needs’

Undifferentiation and
convergence in customer
preferences and income
across target countries with
economic development and
trade

Takes into account mass
demand

Globalism
Quantity

International brand
awareness

Cost benefits from
standardization

Falling costs of trade with
greater globalization

Differentiation -
differences in customer
preferences and income
across target countries

Takes into account
specific demand

Localism
Quality and values
Local brand recognition

Competition from both
successful

domestic products and
international brands

High costs of trade create
separate markets

Table 1.The differences between globalization,localization and glocalization
Source: Dumitrescu , L.; Vinerean S. (2010) , The Glocal Strategy of Global Brands

Utilizing global experiences
or a global brand name, and
differentiating the offer in
order to appeal to local
markets

Operates within a global
market and local market
niches

Integrating both globalism
and localism

Integrating quality and
values in a product, that gets
sold in large quantities

High notoriety of the brand

A glocal product / service
can face competition from
both local and international
brands in a better way
because it meets certain local
needs or preferences, at
lower costs due to the global
edge of the company
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4. Relationships —

?
e What about you and me?

3. Response —
Judgements What about you?

2. Meaning —

Performance What are you?

1. Identity —
Who are you?




image10.png
Copyright © 2019 Icek Ajzen

Attitude
toward the
behavior

Behavioral
beliefs

Subjective
norm

Normative
beliefs

Perceived
behavioral
control

Actual
behavioral
control





image11.jpeg
Local Government
Administrators.

International training
&partnerships

Government

Social Service International NGOs

Provders Foreign Funders
Social Policy

International

Legal Structure Corporations

Grassroots Advocates

International Politi

Centralized Government Power
Individuals in need

Religious Values

Local NGOS & Leaders Economic Policy
Value Clashes ~Social Workers ~ Human Rights
R Y TR Sy Y




image12.png
iy,

N

U

64%

U

2

N
~

S 2
E ° S
Wy

U

Customer's Behavior
Towards Localization:

of buyers value localized
content.

S
N

of internet users in the EU worry
that they may miss out on critical
information if the content isn’t

delivered in their local language.

4Lb%

M

U

of customers would not
buy from an English-only website.




image13.png
Advantages of each strategy regarding product

Standardization

Adaptation

Production / economies of scale

Markets in research and development

Stock management cost reduction

Consumer mobility

Worldwide uniformity / image consistency

Improved planning and control

Gain loyalty of customer, satisfying better their needs
and meet differences in countries concerning:

- Stage of development

- Consumer tastes and needs
- Socio-cultural differences
- Physical environment

- Technology

Synergetic effect

Meet legal standards required

Table 1. Advantages of standardization vs.

adaptation strategies

Source: Own elaboration, summarized from studies discussed
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Table 6: Main factors favouring standardization versus adaptation

Factors Factors favoring Factors favoring adaptation
Standardization

Environment Economies of scales in R&D, Local environment-induced adaptation:
production and marketing government and regulatory influences
(experience curve effects) (no experience curve effects)

Competition  Global competition Local competition

Consumer Convergence of tastes and Variation in consumer needs (consumer

needs consumer needs (consumer needs are heterogeneous)
preferences are homogeneous)

Management Centralized management of Fragmented and decentralized
international operations management with dependant country

subsidiaries

Competitors A standardized concept is used by ~ An adapted concept is used by
competitors competitors
(Source: adapted from Hollensen, 2001, p.393)
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