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[bookmark: _Toc231954813]1. Introduction and Background
[bookmark: _Toc231954814]1.1 Industry Background
In the past ten years, digital technology has drastically changed the global fashion retail industry. Smartphones, social media and e-commerce apps are increasingly influencing how consumers engage with fashion brands and shop online (Kovács and Keresztes, 2024). Digital fashion retail is one of the fastest-growing areas of global ecommerce and the range of users now favor shopping online, citing convenience, availability, product choice and personalised user experience. 
With the growth of global e-commerce, there is also increased competition between fashion retailers in different markets. Customer acquisition is a key strategic focus for digital fashion brands in a competitive online landscape. In today's digital landscape, companies must stand out from the crowd with effective digital marketing strategies, collaborations with influencers, tailored recommendations, and better customer experience (Bakri, 2023).
The concept of localisation has become relevant in digital marketing strategies as the concept is spread across the world. Multinational retailers have been adopting the notion of glocalisation- strategy of having an international brand image and customizing it to the local market. It is a strategy that allows businesses to maintain a similar brand image in the global market but localized to meet regional preferences and consumer trends as well as the market demands (Bakri, 2023). Localisation of digital fashion retail may include translation, ways of payment, sizing, marketing, and individual relationships with influencers among a myriad of other things. 
[bookmark: _Toc231954815]1.2 Context of the Study
ASOS and H&M are two large fashion retailers in the highly competitive UK online fashion retail market. ASOS is a British online fashion brand known for its digital marketing approach, trendy fashion picks, and influencer engagement (ASOS, 2026). Unlike H&M, however, it is a global fast fashion brand which sells its clothes in multiple countries both online and offline (Putri et al., 2025). While both organisations have different operational models, their approach towards customer acquisition is overwhelmingly digital and pushes their market presence in the UK even higher (H&M, 2026). 
Competition is fierce, consumer tastes are dynamic, and younger people are highly engaged in the online fashion retail sector in the UK. Digital marketing methods like targeted advertising, influencer marketing, personalised recommendations, and social media campaigns are becoming essential for fashion retailers to stay competitive (Bakri, 2023).
[bookmark: _Toc231954816]1.3 Research Issue Identification and Problem
Standardised digital platforms are common among fashion brands globally to ensure brand uniformity, but the preferences of UK consumers are culturally and technologically different, necessitating local adaptation. The importance of digital marketing and localisation has been emphasised in the previous research, but limited sources have explored the comparative approach of ASOS and H&M in obtaining online customers of the UK fashion market based on glocalization (Putri et al., 2025). This research gap was discovered on the basis of awareness about the necessity to comprehend the ways these two large retailers reconcile global standardisation and local adjustment, which is the underresearched issue of the extant literature.
[bookmark: _Toc231954817]1.4 Research Justification
Academically, the research is significant due to its contribution to the body of knowledge in glocalization, digital marketing and online consumer behaviour in the field of international fashion retail. The study is also of business value, as it offers information about the balance between standardisation and localisation approaches in the context of global fashion retailers' targeting of consumers in the mature e-commerce market of the UK.
[bookmark: _Toc231954818]2. Research Aim, Objectives and Questions
[bookmark: _Toc231954819]2.1 Research Aim
The purpose of this study is to evaluate the online customer acquisition tactics used by a glocalized perspective by ASOS and H&M in the UK digital fashion retail market, in a critical manner. This research aims to explore how each company manages to balance the global standard versus local differentiation to attract and engage UK online consumers. Beyond that, the study intends to investigate the effectiveness of the glocalized digital marketing in terms of customers acquisition in a highly competitive ecommerce market.
[bookmark: _Toc231954820]2.2 Research Objectives
· To explore how online fashion retailers in the UK digital fashion market ASOS and H&M acquire customers.
· To analyse how ASOS and H&M can get the right balance on standardisation and localisation in their online customer acquisition strategies.
· To determine the glocalised customer acquisition strategies that seem to be the most effective to attract online consumers in the UK.
[bookmark: _Toc231954821]2.3 Research Questions
· What are the online customer acquisition process of ASOS and H&M in the online fashion retail sector in the UK?
· What are the most effective strategies of glocalised customer acquisition in acquiring online consumers in UK?
· What is the balance between standardisation and localisation between ASOS and H&M in their digital customer acquisition?
[bookmark: _Toc231954822]3. Preliminary Literature Review
[bookmark: _Toc231954823]3.1 Introduction to Literature Review
This literature review critically analyses theories and research concerning the concepts of glocalization, digital fashion retail and online customer acquisition strategies. The review develops a theoretical base for the research by examining the Standardisation–Localisation dichotomy of global fashion retailers in a global digital market. In addition, it highlights the main and existing controversies or gaps in the existing academic literature on digital marketing and consumer engagement (Almila and Delice, 2023). The review highlights some key themes such as glocalisation theory, the growth of digital fashion retail, customer acquisition strategies and localisation in global fashion branding. It also explores the ways that ASOS and H&M customise their online marketing approach to suit the tastes of UK consumers.
[bookmark: _Toc231954824]3.2 Theoretical Foundation: Glocalization Theory
The term glocalization stems from the debates about globalisation and localisation in international business and marketing. The integration of global markets and the standardisation of products and services is called globalization while adapting business strategies to localised consumer preferences and expectations is called localisation. Robertson glocalization theory explains the interaction between the global standardisation and local adaptation in the international markets. According to Biliakovych et al. (2024), this theory can be particularly relevant to digital retailers interested in acquiring access to customers in culturally differentiated markets. The theory implies that organisations need to be consistent across the world and yet adapt a few strategies to the local market.
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Figure 1: Global vs Local Marketing Strategy Framework
(Source: knowt.com, 2026)
Glocalization is playing an increasingly significant role in digital fashion retail considering the evolving consumer expectations and rising competition in the market. To engage customers in different parts of the world, fashion brands tend to target customer bases by adapting their websites, ads, payment methods, and promotional offers to local preferences. Academic studies bring up several advantages of glocalization, such as better customer satisfaction, better brand loyalty and better competitiveness in the market (Cosco, 2025). A significant debate in the literature is whether the global digital campaigns or the local campaigns that are tailored to specific consumer groups perform better in the acquisition of the customers (Noris, Sabatini and Cantoni, 2025).
[bookmark: _Toc231954825]3.3 Digital Fashion Retail and E-Commerce
Digital fashion retailing has transformed the online aspect of fashion brands in attracting and engaging customers online. Retailers now can increase their market share and enhance customer acquisition prospects due to the development of e-commerce, mobile technology and digital marketing. Consequently, online retailing has emerged as a key point of concern by fashion retailers who are keen on attaining a competitive advantage.
Fernandez-Stark, Bamber and Couto (2022) note that e-commerce has enhanced convenience, access to products, and flexibility to purchase them, and online platforms are an effective tool of acquiring customers. Conversely, Haque, Lang and Liu (2025) believe that accessibility to the platform does not necessarily make the customers buy the product, as more and more consumers are guided by the content of social media, online reviews and suggestions of influencers. This suggests that consumer engagement strategies are also crucial in making online purchases.
On the same note, Idrees (2023) explains that mobile commerce has enhanced customer acquisition by ensuring that consumers can search and buy products anytime and everyplace. In addition, according to Martos Crespí (2021), the personalisation with the assistance of artificial intelligence and customer data analytics will contribute to the higher conversion rates and client acquisition. Conversely, privacy concerns and loss of consumer trust are also discussed by other researches by stating that over-personalisation may result in privacy-related problems. Therefore, the literature can be regarded as the mirror of the ongoing debate regarding the best customer acquisition strategies in the context of online fashion retailing, and hence it is crucial to examine the application of these strategies by ASOS and H&M in the UK market.
[bookmark: _Toc231954826]3.4 Customer Acquisition Strategies in Digital Retail
Customer acquisition is one of the strategic concerns of online fashion retail, as online competition is increasing. Noris and Cantoni (2022) assert that Instagram, Tik Tok and Facebook are the social media where the brands identify the target audience and gain more customers with the help of active visual content. Similarly, the influencer marketing is considered to be effective because influencers can increase the credibility of the brand and consumer interest. However, other researchers assume that influencers may reduce authenticity and consumer trust with over-promotion. Search Engine Optimisation (SEO) will also play a significant role in customer acquisition by increasing the visibility of the web site and the traffic to the site via organic traffic. On the other hand, paid advertisement will provide immediate access to the customers but may suggest rising costs and diminishing returns in the competitive markets. Additionally, Langley and Rieple (2021) provide that the omnichannel marketing and personalisation might be used to enhance the customer acquisition because it provides customers with simple and personalised shopping experiences, but the issue of consumer privacy remains controversial in the literature.
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Figure 2: Major Digital Customer Acquisition Channels Used in Fashion Retail
(Source: popupsmart.com, 2026)
[bookmark: _Toc231954827]3.5 Glocalization in Fashion Retail
Glocalization is a prominent trend in global fashion retail, helping brands to strike a balance between global consistency and local preferences. Retailers start to tailor their digital marketing campaigns, influencers' partnership, and e-shopping experiences to the cultural expectations of certain markets more (Noris, Sabatini and Cantoni, 2025). These companies have similar glocalized customer acquisition approaches of localised sizing systems, payment systems, social media campaigns, influencer collaborations and promotional activities, which are specific to consumers in the UK.
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Figure 3: Glocalization Strategies of ASOS
(Source: marketing91.com, 2026)
[bookmark: _Toc231954828]3.6 Literature Gap
The study of globalization and digital marketing has been a topic of research by a lot of studies already, whereas the study of localization has been studied to a great length. But there have been few studies specifically focusing on the role glocalization plays in customer acquisition in digital fashion retail. Also, very few comparative studies have examined the balance that ASOS and H&M strike between global standardisation and localisation in the British market (Rashid and Barnes, 2021). The existing body of literature focuses on international marketing, consumer behaviour, digital retailing or localisation individually without much focus on comparative analysis of how the major fashion retailers use the glocalised customer acquisition approach to attract online consumers. Moreover, no studies have been conducted to compare ASOS and H&M in the UK online fashion retail market even though both companies are competing with each other on the same grounds in terms of target customers. The study is needed because it is a vital addition to the current debates on digital consumer engagement, localisation strategies and advantages in global e-commerce.
[bookmark: _Toc231954829]4. Research Methodology and Ethics
The interpretivist research philosophy will be used for this research to analyse how glocalized customer acquisition strategies are implemented by ASOS and H&M in the digital fashion retail market in the UK. The study will consider meanings, brand approaches, marketing practice, and strategic adaptations in specific business contexts, which clearly align with the interpretivist approach. The methodology helps to gain insight into the way global fashion brands tailor online experience and marketing to the local consumer. Additionally, interpretivism can be used to facilitate qualitative analysis in that the study can be conducted by uncovering patterns, themes, and interpretations in existing secondary data sources.
The study will be of an inductive type of research. Use an inductive approach because the research is to build understandings from what is already known, observed and identified in academic and other industry/field sources. The research will not be based on predetermined hypotheses but will instead draw conclusions from the available data and evidence to gain a deeper understanding of glocalization strategies in digital fashion retail (Almila and Delice, 2023). The same way it also helps you to be flexible and critical in the research process.
A comparative qualitative case study approach will be used to analyse the strategies ASOS and H&M use online for customer acquisition. A case study approach enables a detailed analysis of business activity in the real-life organisations (Biliakovych et al., 2024). The comparative approach allows the similarities and differences in the two fashion retailers to be critically analysed, specifically about the concepts of localisation, standardisation, influencer marketing, and customer engagement strategies in the UK market.
All data for the research will be secondary qualitative. Examples of secondary data will be the ASOS and H&M annual reports, the content of websites, Instagram and Tik Tok marketing campaigns, and digital advertising material, company blogs and industry reports. As an example, there will be an analysis of customer acquisition campaigns on the ASOS and H&M social media platforms to see how the two retailers use the localisation and standardisation strategies to attract the UK customers (Cosco, 2025).  Also, by employing a variety of secondary sources, a wider range of perspectives will be used, and the overall level of analysis will be increased.
The thematic analysis will be used to analyse the collected data. The analysis will involve identification, coding and classifying of patterns in the secondary data collected. To illustrate, the information collected via the ASOS and H&M websites, annual reports, and social media campaigns will be put into categories, such as social media marketing, influencer marketing, personalisation, localisation and customer engagement. These codes will be subsequently sorted into bigger themes to contrast the way both the retailers deal with customer acquisition in the UK market (Fernandez-Stark, Bamber and Couto, 2022). 
The analysis of the secondary data collected will not be limited to a description of the data collected but it will also critically examine it. As an example, when ASOS uses local influencers and UK-based promotional campaigns compared to H&M, they will be analyzed as contributing to the process of customer acquisition and clarifying whether this is a sign of stronger glocalisation practices. In the same way, variations in personalisation of websites, online advertisement and social media use will be contrasted to pinpoint trends and strategic outcomes (Haque, Lang and Liu, 2025).
Furthermore, the methodology selected is suitable for the analysis of current Digital Marketing practices, as it provides detailed studies of public information of businesses, as well as consumer engagements on the Internet (Idrees, 2023). Additionally, the methodology supports a critical comparison of both organisations and remains flexible to analyse the emerging patterns in the rapidly changing digital retail environment within the industry.
[bookmark: _Toc231954830]5. Risks and Limitations
This study could have several limitations. First, the study is based exclusively on information that is publicly accessible, excluding access to internal company marketing plans and private performance information. Secondly, it's difficult to guarantee that findings will remain relevant in the long-term due to the changing nature of digital marketing. Furthermore, the qualitative approach used in conducting the study can create biases from the researcher in the interpretation of the data (Langley and Rieple, 2021). The ability of customer acquisition campaigns to boost conversions is also limited, because there is no internal analytical data available. These limitations are intended to be minimized by using several valid academic and industry sources and by cross-referencing results and keeping the interpretation and analysis of results objective.
[bookmark: _Toc231954831]6. Timeline / Gantt Chart
This research project will be carried out in a structured timeline for four months. The process will start with the selection of the topic and the development of a proposal, literature review and secondary data collection (Martos Crespí, 2021). Data analysis and findings will then follow which will be finished prior to the final editing and submission. To keep track of and effectively manage research activities, a Gantt chart will be used to track progress.
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Figure 4: Gantt Chart
(Source: Self-Created)
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