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[bookmark: _Toc235013849][bookmark: _Toc235090962]1. Introduction
[bookmark: _Toc235013850][bookmark: _Toc235090963]1.1. Background of the topic
The rise of Software as a Service (SaaS) business has shifted how companies deliver and consider digital solutions in international markets. In this wide sector, dropshipping platforms have started to gain major attention. From the ideas of Mostarac et al. (2020), they allow online retailers to source products and manage suppliers without the need for inventory management. As the SaaS companies are expanding on an international basis, one of the most crucial marketing decisions is for marketing approaches to be standardized in all markets or localised to meet local needs. This controversy is still highly relevant as consumer behaviour, business expectations, language preferences, and cultural factors are different in various countries (Zimu, 2023). The need for balancing localization and standardization is, however, exclusively essential for B2B SaaS marketing. The reason behind this is that standardization facilitates operational efficiency, cost-efficiency, and global brand cohesion. On the other hand, localization approaches are essential when it comes to distinct cultural, linguistic, and regulatory realities. 
In the context to dropshipping, regional consumer behaviours are more prevalent, which makes localized marketing to be more effective. This research will, therefore, focus on the real-time business scenario of Avasam, which is a UK-based dropshipping platform. At the same time, it will statistically analyse if its market penetration approaches the UK as the home market and India and China as the host markets. For a critical analysis, Avasam will be compared with one of its prime competitors, named Spocket. It is another drop-shipping platform in the global market (Spocket, 2026). The findings are expected to provide companies like this with various recommendations to adjust their marketing approach in relation to market penetration in international markets.



[bookmark: _Toc235013851][bookmark: _Toc235090964]1.2 Aim and objectives
The main aim of this research is to analyse the effectiveness of localisation and standardisation marketing strategies for Avasam’s international market penetration while comparing such with Spocket.
Objectives
· To analyse perceptions of localisation and standardisation of Avasam in B2B SaaS marketing
· To focus on the perceived influence of these approaches on market penetration of Avasam in the home and host markets
· To compare localisation and standardisation marketing approaches of Avasam with that of Spocket
· To provide actionable recommendations to Avasam for enhancing international marketing approaches and market penetration
[bookmark: _Toc235013852][bookmark: _Toc235090965]1.3 Research question
How does utilisation of localisation versus standardisation in B2B SaaS marketing influence market penetration approaches for Avasam in the UK, India and China, as compared to Spocket?
[bookmark: _Toc235013853][bookmark: _Toc235090966]1.4 Importance of the study
This study is crucial, as international expansion is a key issue among various B2B SaaS companies. Understanding if marketing standardisation or localisation will contribute to an efficient market penetration will be supportive for managers to develop aligned international marketing approaches (Harahap et al., 2025). The findings can also contribute towards academic understanding of digital platforms, SaaS marketing and international market developments.
[bookmark: _Toc235013854][bookmark: _Toc235090967]2. Literature review
[bookmark: _Toc235013855][bookmark: _Toc235090968]2.0 Company Background
Avasam is a UK-based Business-to-Business (B2B) Software-as-a-Service (SaaS) dropshipping platform established in 2018 and headquartered in London, England. The company provides an integrated digital marketplace that connects verified suppliers with online retailers while automating inventory synchronisation, order processing, payment management, and shipping (Avasam, 2026). On the other hand, Spocket is a Canadian B2B SaaS company founded in 2017 and headquartered in Vancouver, British Columbia, Canada. The company operates one of the world's leading dropshipping marketplaces by connecting online retailers with suppliers across the United States, Europe, and other international markets. Industry estimates indicate that Spocket generates approximately US$5.5 million in annual revenue (CB Insights, 2026). Both Avasam and Spocket operate in the dropshipping platform context and provide a wide range of technological-based solutions. These allow suppliers to connect with online retailers. Both are competing in the global environment where market penetration and differentiation are crucial. Avasam is mainly focused on UK-based drop shipping approach with a verified product range and a massive integrated structure (Dave, 2023). Spocket aims to combine the dropshipping context in a wider category, with US and even EU suppliers (Spocket, 2026). The comparison through this research will also to understand the competitive positioning of these brands in the global market.
[bookmark: _Toc235013856][bookmark: _Toc235090969]2.1 Localisation and standardisation in international marketing
The controversies in localisation and standardisation are a major concept to be considered in international marketing research. Standardisations include using similar marketing activities, branding and positioning in various markets (De Mooij, 2021). This approach is often considered as being crucial for enhancing consistency, developing economies of scale and improving brand identity. For digital companies, especially the ones like Spocket who operate on a global basis, standardisation can reduce operational complexities and support proper resource allocations (Spocket, 2026). On the other hand, Hasan and Abdullah (2022) argued that localisation is the process of adapting the marketing approaches based on local market conditions. This can include adapting language, communication approach, pricing, demand, and promotional cultural considerations. For a company whose operations are mainly focused on one main market, which is the United Kingdom, this approach can be beneficial to utilise the market understanding and demand to deepen the consumer relations (Avasam, 2026).  



[bookmark: _Toc235090970]2.2 International marketing in B2B SaaS context
B2B SaaS marketing is different from the consumer marketing context. Raghavan et al., (2020) added that purchasing decisions include various stakeholders, longer-time for decision and higher focus on value development. Trust, reliability, consumer support, and performance are often key adaptation factors. Based on understanding from Koskela (2026) on SaaS internationalisation, digital companies are found to be able to rapidly expand in international markets due to their digital nature. Although effective expansion is not only focused on technological availability. Therefore, marketing also plays a key role for international growth support. In a B2B context, localisation can include country-base contents, local language communication approaches, and customer support adapted for the local business environment. Standardisation while being supported for a unified brand image development and ensures consistent brand positioning (Raghavan et al., 2020).
[bookmark: _Toc235013857][bookmark: _Toc235090971]2.3 Market penetration approaches for international expansion
Market penetration is the combination of processes to increase market presence and consumer acquisition in targeted markets (Harahap et al., 2025). For SaaS companies, market penetration often includes digital advertising, search engine visibility, strategic partnerships, consumer relationship management and others. For companies like Avasam, which mainly operates in the home market, they often have better cultural understanding and established networks in the market. For a company with tracked delivery in 2 to 3 days with a sub-1% lost or late rate, market penetration in new markets can be significantly supported by Avasam’s strong reputation (avasam, 2026).  From the perspective of Khuntia et al. (2021), this allows deeper consumer behaviour understanding. This allows companies to maintain standardised approaches in the domestic context. While in host markets, it often includes various competitive challenges and issues with diverse consumer expectations that companies like Spocket must face due to larger global reach with over 20 million products and supporting a network of more than 500,000 entrepreneurs (Mansi, 2025). The selection of the UK, China, and India will allow to gain a better diversity of the international market. The UK is the home market for Avasam, providing it with familiarity with regulations and the cultural environment (Avasam, 2026). India is represented as a rapidly expanding digital economy, while China is one of the globe’s largest digital markets, ensuring in-depth understanding of how market penetration approaches of Avasam can be influenced by market diversities. In this context, it is argued that the ideal approach for dropshipping B2B SaaS platforms is a hybrid strategy. Such a strategy will help in standardizing functionalities of the core product by maintaining economies of scale, besides localizing approaches being helpful for driving regional conversions in terms of legal compliance, and payment infrastructure.
[bookmark: _Toc235013858][bookmark: _Toc235090972]2.4 Theoretical Framework
The three theories that are complementary to the study include Consumer Behaviour Theory, Technology Acceptance Model (TAM) and the Supply Chain Management Theory. Consumer Behaviour Theory is the theory that determines the effect of variables like culture, perceived value, trust and business needs on the decision to make a purchase. These aspects dictate the way businesses consider drop shipping sites in various global markets in the B2B SaaS setting. Technology Acceptance Model (TAM) is a model that postulates that perception of usefulness and ease of use is an important factor in determining technology adoption (Harahap et al., 2025). The theory is especially applicable to the comparison of the Avasam and Spocket since the functionality of the platform, its usability, and integration functionality will determine the customer adoption and market penetration. In the Supply Chain Management Theory, the importance of proper coordination of suppliers, logistics, inventory management and order fulfilment are discussed in the context of gaining competitive advantage. 
[bookmark: _Toc235013859][bookmark: _Toc235090973]2.5 Literature gap and research contribution
Based on the review, it has been identified that there is a major gap in the literature and practices in relation to the use of localisation and standardisation aspects in drop shipping-based B2B SaaS platforms. Regardless of several literature works considering international marketing and SaaS expansions; there is no single study available that sheds light on how these concepts apply to platforms like Avasam and Spocket. Furthermore, there is also a lack of analysis to shed light on the perceptions of market penetration approaches in various international marketing contexts in the chosen sector. Taking these into account, this study aims to address this gap through primary quantitative research via collecting primary data through online surveys from respondents with relevant knowledge and experience of working in drop shipping platforms. This will allow the research to contribute practical insights for the perceived effectiveness of standardization and even localisation approaches. The findings can also support future analysis of international marketing in digital platform-related business.
[bookmark: _Toc235013860][bookmark: _Toc235090974]3. Methodology
[bookmark: _Toc235013861][bookmark: _Toc235090975]3.1 Quantitative research method
The deductive approach will be used in this research, which starts with interpretation of an existing theory, followed by formulating specific objectives and collecting numerical data. In terms of research design, this study will rely on the descriptive design. As stated by Furidha (2023), descriptive research design answers to the questions of "What" and "How". This method is considered to be a foundational aspect in quantitative research that is being used to systematically observe a specific population, or phenomenon, without manipulating any research variables. Taking these methods into account, this study will adopt a quantitative data collection method, as the main focus of this study is on measuring perceptions and identifying patterns in respondent groups. A quantitative method is particularly beneficial for a study that requires developing numerical data, which can then be analysed statistically and visually represented via charts and graphs (Ghanad, 2023). 
Therefore, primary data will be collected in this study through online surveys. The survey questionnaire will focus on a set of 10 close-ended questions while considering aspects like standardisation, market penetration, digital marketing effectiveness, perceptions of Avasam and Spocket, and localisation. This online survey will be conducted via Google forms, link of which will be shared with all the sampled participants. However, prior consent will be taken from each one of the participants so as to adhere to the ethical guidelines. The survey design will not only be able to ensure time and cost-effectiveness alignment with the study, but it will also support gaining large-scale data from a wider sample efficiently (Sogolytics, 2026). The purposive sampling method will be selected to choose the 50 participants for this survey. As per the ideas of Campbell et al. (2020), the purposive sampling is beneficial, as it allows selection of only participants who have an understanding of the topic context or have experience with the chosen companies, thereby allowing findings to be more specific. The sample will include participants aged 18 or above only.
[bookmark: _Toc235013862][bookmark: _Toc235090976]3.2 Data analysis method
In terms of data analysis, it will include analysis of the survey responses to be gained from the participants through creating charts and graphs with them. The cross-tabulation method will be used for data analysis. This is a statistical method that helps with analysis of the relationship between two or more categorical variables (Alberti, 2024). For this, survey data is organized into a matrix format on the basis of independent and dependent variables. Next to this, frequencies (number of respondents agreeing to the responses) will be calculated and normalizing in the form of percentages using MS Excel. This type of analysis method is helpful to determine hidden trends, and correlations.
Apart from this, the visual analysis will be beneficial for showing proper understanding of the responses and analysing trends more efficiently. Findings from these will be then compared and contrasted with existing literature analysis to showcase the similarities and differences among practical and theoretical understanding of this topic. The study will also ensure ethical consideration through alignment with university guidelines and any relevant data regulations, including the Data Protection Act 2018 and UK GDPR. No personally identifiable information will be collected to keep the study more reliable while ensuring the participation remains voluntary. This nature will allow the participants to be less stressed during the study as they will be able to withdraw from it at any time without any negative outcomes (Godskesen et al., 2023). All data will be collected and stored securely with only authorised access to researchers and supervisor.
[bookmark: _Toc235013863][bookmark: _Toc235090977]4. Expected findings
Based on the existing literature, it is expected that the respondents will consider localisation as a crucial approach when entering an economically and culturally different markets like China and India. Adapting through communication approaches, consumer support, and promotional activities may be perceived as positive factors in market penetration in the host markets. Furthermore, the respondents may consider the benefits of standardisation in managing a proper, stable brand image and operational efficiency in these markets. The comparative analysis in Avasam and Spocket can shed light on differences in perceived international marketing efficiency. It is also expected that the findings may be wider international market-specific, and not just company-specific. Finally, the findings may contribute to practical recommendations for companies that are working in the B2B SaaS and dropshipping sector.
[bookmark: _Toc235013864][bookmark: _Toc235090978]5. Limitations
There are various limitations in this study like the sample size of approximately 50 participants, which can hinder the generalizability of the findings to a wider context. Regardless of being suitable for a small-scale study, the sample may not be efficient for all stakeholders who are involved in the global SaaS and dropshipping industry. Furthermore, the research is mainly based on self-reported survey responses that can introduce potential bias in responses, hindering the findings. Participants may showcase the responses differently or misunderstand the questions. The lack of publicly available data on Avasam and Spocket can also reduce the capability to do company-based analysis and study. Although it supports theoretical understanding, it can limit the analysis of actual organisational approaches. The reliance on specific geographies, including the UK, China and India, is another barrier. Although they provide crucial insights, they are unable to capture wider international market conditions. This is mainly due to the fact that diversity in regulation, culture, and demands can develop different outcomes in this topic context. So, to address and overcome these limitations, the study can ensure to maintain transparency for its scope, design survey questions properly, and analyse the findings in relation to existing literature and not consider any universal wider claims.
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[bookmark: _Toc235013866][bookmark: _Toc235090980]7. Conclusion
This proposal has shed light on the comparative analysis of localisation against standardisation marketing approaches in B2B SaaS marketing via a case of Avasam and Spocket. The research aims to address the crucial international marketing issue through showing how various marketing approaches can impact market penetration in the UK, India, and China. The use of a quantitative survey design will support the study to gain primary data regarding the perceptions of effective international marketing approaches. Regardless of the limitations of sample size and company data availability, the research has the potential to effectively contribute to academic and practical understanding of this topic, as it is expected that the findings may support future research and decision-making in companies for international expansion, market penetration, and strategic marketing adaptations.
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