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Abstract

This literature study aims to address the global marketing challenges by examining the impact of local community
culture. The individual's background exemplifies the intricate interplay between indigenous culture and worldwide
marketing tactics. This research employs a Systematic Literature Review (SLR) to examine six decisions in Global
Product Policy. It elucidates the impact of local culture on communication, negotiation, and consumer preferences
in international markets. The results of the SLR indicate that the adaptation of product, language, and cultural
symbols is essential in order to prevent misinterpretation and to ensure that the product remains relevant and
appealing. The findings entail the implementation of strategies to accommodate variations in local cultural norms
and values, as well as the significance of conforming to local government regulations and policies. The research
findings indicate that preserving local community culture in global marketing necessitates an approach that is both
sensitive and responsive. This study highlights the imperative for companies to comprehend, esteem, and adjust to
indigenous culture in order to establish robust connections with consumers, enhance competitiveness, and attain
enduring prosperity in an ever more interconnected global market.
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INTRODUCTION

The process of creating and putting into practice marketing plans intended to advertise and close deals on
goods and services in foreign markets is known as global marketing. Understanding international markets, seeing
business opportunities, analyzing competitors, developing new products, setting prices, distributing them, and
promoting them are just a few of the many tasks involved. Understanding and managing linguistic, legal, cultural,
and consumer variations across national boundaries is another aspect of global marketing (Amini et al., 2020).
Through global marketing, businesses can increase their market share outside of their home nation and connect
with customers throughout the world. This entails figuring out the trends and needs in the global market and
customizing the goods and services offered by the business to meet the requirements and tastes of clients around
the world (Amini et al., 2020). Using different distribution channels, including exports, licensing, strategic
alliances, or direct investments overseas, can be a part of global marketing strategies. Businesses must also take
into account the political, social, technological, and economic aspects that affect international markets. Companies
may also encounter difficulties with regard to international trade policies, consumer protection, and regulatory
variances (Nurfiana, 2021). Cultural differences must be recognized and managed in global marketing. This entails
customizing product designs, communication strategies, and marketing messaging to fit regional tastes. Businesses
that engage in international marketing must also take legal and ethical considerations into account (Suhairi et al.,
2022).

Gaining access to larger markets, diversifying risks, and increasing revenue are just a few advantages that
come with global marketing. But there are also difficulties to deal with, like operational complexity, extra
expenses, and risks related to political unpredictability and currency fluctuations. All things considered, global
marketing is a difficult but crucial tactic for businesses aiming to increase their market share abroad (Suhairi et al.,
2023). It is possible for businesses to successfully market their goods and services on the international market by
comprehending and addressing cultural variances, legal requirements, and customer demands across borders. The
intricate relationships between local values and the dynamics of the global market are reflected in local community
culture's approach to global marketing. Globalization and technological advancements have brought about changes
in purchasing behavior and consumption patterns that have extended to many parts of the world. Globalization, on

Radja Publika https://jaruda.org
973 Volumes 2 No. 3 (2024)


mailto:kumba.digdo@civitas.unas.ac.id

the one hand, makes a wide range of foreign goods and brands more accessible (Suhairi et al., 2023). On the other
hand, local community culture continues to be the primary factor influencing consumer preferences and
determining whether international marketing strategies are successful or not. Global marketing strategies' success
or failure is largely dependent on the local community culture. The primary driver of international market
penetration, globalization, presents intricate difficulties in adapting products and marketing messaging to regional
cultural contexts. A brand's or product's success is contingent not only on its superior functionality but also on how
well the company is able to comprehend and assimilate the norms, values, and beliefs of the communities in which
it operates. Companies that operate in the global market need to be able to adapt dynamically because culture is not
a static entity (Dewi, 2019).

Local culture frequently builds a solid basis for consumer experience, brand identity, and overall marketing
strategy. Companies must take into account these diverse factors, which range from language to cultural symbols,
in order for the local community to accept and recognize their brands and products. Furthermore, a thorough
comprehension of a culture's ideas of honor, hierarchy, and collectivity can affect how goods are positioned and
marketed (Suhairi et al., 2023). Replicating tactics that worked in the domestic market is not enough for global
marketing. Rather, businesses need to be able to create marketing plans that take into account the unique cultural
dynamics of each place. To create marketing campaigns that are genuine and pertinent, it is essential to have a solid
understanding of local customs, traditions, and preferences. Furthermore, investigating local viewpoints can assist
in avoiding errors that might result from a failure to comprehend cultural norms, which could damage the
Company's reputation (Suhairi et al., 2023). Using social media sites and other communication tools that are
pertinent to the neighborhood is another way to adapt to the local way of life. By using this approach, businesses
can communicate with customers more directly, comprehend their feedback, and react to local market dynamics
and trends with greater proficiency. Respecting and adjusting to local community culture is not an option—rather,
it is essential when facing global marketing challenges. In addition to strengthening their bonds with local
customers, businesses that effectively incorporate local culture into their global marketing strategy lay the
groundwork for long-term success in foreign markets (Dewi, 2019). It's critical to comprehend how local cultural
norms, values, and beliefs serve as a solid basis for modifying international marketing strategies. Companies can
prevent cultural misunderstandings, improve the acceptability of their products, and forge stronger bonds with local
customers by learning about and appreciating local culture. In order to provide useful insights for businesses
operating in increasingly integrated global markets, this research intends to delve deeper into the complex
dynamics between local community culture and global marketing.

RESEARCH METHODS

This study employed the Systematic Literature Review (SLR) research method. SLR is an organized,
methodical approach to gathering, analyzing, and synthesizing pertinent literature on a given subject. The
systematic literature review (SLR) process comprises a series of well-defined steps, which include formulating
research questions, establishing inclusion and exclusion criteria, conducting systematic literature searches,
choosing articles that satisfy the criteria, extracting systematic data, analyzing and presenting the results (Akhigbe
et al., 2017). Developing precise research questions about the connection between local community culture and
international marketing is the first step in the research process. Creating inclusion and exclusion criteria is the next
step in making sure the literature chosen is pertinent to the research topic. A comprehensive and trustworthy
database was utilized to conduct a methodical literature search (Akhigbe et al., 2017).

Journals or articles that fit the inclusion requirements are carefully chosen using the SLR methodology.
Data about the primary conclusions, the research design, and the contribution of each article to the understanding of
the subject were meticulously and methodically extracted from these articles. To find patterns, distinctions, and
convergence in the reviewed literature, a thorough analysis of the findings was conducted (Abdillah, 2021). The
SLR method, which draws from the body of existing empirical evidence, offers a solid foundation for
comprehending the research topic in depth. This method's benefit is that it is transparent and objective when
gathering and evaluating literature. With a strong and methodical empirical foundation, this research seeks to
significantly advance our understanding of the relationship between local community culture and global marketing
by utilizing the SLR method (Putra & Millennia, 2021).
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RESULTS AND DISCUSSION
Based on the SLR results of 5 journals that match the searched keywords, namely Culture, Society,
Marketing, the following results were obtained :

No. | Article Title Writer Research Findings/Results
Global marketing is a marketing strategy on an
1 Introduction to Global | (Husnah et al., | international scale, providing market opportuni-

Marketing 2022) ties that are always open to all business people,
including product exports.

The influence of culture on international busi-
ness strategy has a very important impact, influ-
encing various aspects such as communication,

The Influence of the O o . )

. negotiation, decision making, values and beliefs,

Cultural Environment - .

. (Suprapto et al., | business practices, consumer preferences, regu-
2 on the Implementation ; -
. 2023) lations, government policies and human resource

of International Scale . .

BUSi management. The existence of these cultural dif-

usiness . X .
ferences requires companies to adapt their mar-
keting and business strategies effectively within
the international market scope.

Procter & Gamble can be considered to have
excellent marketing skills, understanding and

The Influence of Cul- . recognition of cultural aspects, because the com-

. (Suprapto i et al., : . - . . .
3 ture on International pany is consistent in taking responsibility for its
. ; 2023) ;

Business Dynamics performance. In other words, the influence of
cultural factors on Procter & Gamble's interna-
tional business has a significant impact.

Th_e Influence of Local . In the era of the global economy, all elements,

Wisdom Culture on | (Putri et al, .

4 . . both cultural and economic, can become mer-

Economic Growth in | 2020) ; U .
chandise that has significant economic value.

Jepara Regency

Analysis of Global _Global_ product po_llcy consists of six de_0|5|ons,

- . . including developing new products for interna-

Marketing Expansion | (Maulidya et al., | .. .

5 . tional markets, considering the spread of cus-

Strategy in  Product | 2023) o . : o

- tomization versus international standardization,

Policy .

and creating new goods that are truly global.

The success or failure of a product or brand's marketing strategy in international markets can be
significantly influenced by the local community culture's influence on global marketing. The values, customs,
beliefs, and behaviors that emerge within a community are referred to as local culture. First of all, consumers'
interpretations and reactions to products or marketing messages can be influenced by the social norms and cultural
values of their local communities (Husnah et al., 2022). Consequently, businesses can modify their marketing
strategies to align with the preferences and expectations of local consumers by having a thorough understanding of
the local culture.

Marketing communications are significantly impacted by culture as well. Local brand identity can be
strengthened and marketing messages made more appealing by using language appropriate for the area and
comprehending symbols that have social significance. Developing advertising campaigns that honor and represent
regional culture can also help the brand's reputation. When it comes to product differentiation and accommodating
local preferences, global marketing strategies must take into account the variations in consumer preferences and
needs across different nations. In a given region, some products or features might be more relevant or desirable
than others. According to Suprapto et al. (2023), achievability in the global market requires careful product
adaptation.
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It is noteworthy that local values and culture can have a significant impact on government regulations and
policies within a nation. It is crucial to comprehend the legal and regulatory environment surrounding product
marketing in order to prevent potential legal problems and cultural disputes. Businesses that operate internationally
must confront the challenge of the Influence of Local Community Culture on Global Marketing (Suprapto et al.,
2023). However, businesses can strengthen their customer relationships, boost product competitiveness, and
succeed in an increasingly interconnected global marketplace by taking a deliberate, flexible approach and showing
respect for local culture.

There are both positive and negative aspects of local community culture's influence on global marketing,
and it is important to take them into account. Positively, opportunities to develop more successful marketing
strategies may arise from a thorough understanding of local culture. Businesses can create ads that are more
appealing and relevant to local consumers by incorporating local values and preferences. In addition to improving
product acceptability, this tactic can enhance the brand's reputation locally (Maulidya et al., 2023).

However, there can be drawbacks and adverse effects from the influence of regional culture. The
possibility of incorrect interpretation or improper cultural adaptation is one drawback. If cultural values and
symbols are not depicted carefully, they could be misunderstood or seen as disrespectful, which would make the
local communities react negatively (Amini et al., 2020). Additionally, businesses must exercise caution when
navigating complex cultural dynamics because some cultural norms or values may be at odds with marketing
messages or brand images.

Moreover, local cultural influences may make it difficult to standardize products for international markets.
Variations in consumer preferences and tastes may necessitate substantial product modifications, which could
affect production costs and operational efficiency. Furthermore, local culture-influenced laws and policies may
create barriers or call for modifications to marketing plans (Nurfiana, 2021).

A company's success in the global market depends on its ability to identify and comprehend the impact of
local community culture on global marketing, despite both positive and negative effects. Companies can optimize
market potential and preserve brand integrity and global operational sustainability by implementing practical and
guantifiable strategies that take into account local cultural dynamics.

In order to preserve local community culture within the framework of global marketing, businesses must
implement tactics that honor and uphold regional cultural norms and values. Active community involvement in the
planning and development of marketing strategies is one successful strategy (Suhairi et al., 2022). Businesses can
make sure that their marketing campaigns are sensitive to local needs and preferences by paying attention to the
aspirations and feedback of their communities.

Businesses need to make a significant investment in gaining a thorough understanding of the language,
symbols, and deeply held customs of the area. Companies can steer clear of misunderstandings or unsuitable
modifications by working with local partners or enlisting the assistance of local specialists. As a result, hiring
locals or collaborating with a neighborhood marketing firm can offer insightful advice on creating campaigns that
are appropriate for the local context. Additionally, preserving local communities' cultures requires tailoring goods
and services to suit local tastes. Creating goods that satisfy regional customers' needs and preferences while taking
cultural norms into consideration can make a business more competitive on the international stage. These
modifications cover the product's functionality as well as its design, packaging, and marketing messaging
(Nasution, et al., 2023).

Another successful tactic is to fund corporate social responsibility (CSR) initiatives that emphasize the
sustainability of regional cultures. This could involve funding cultural events, protecting the area's history, or
working on community development initiatives that help out with neighborhood projects. This action contributes to
the company's image-building as a player that values sustainability and community welfare (Dewi, 2019).

The dynamics of global marketing are greatly influenced by local community culture. Cultural factors,
including regional customs, norms, values, and beliefs, are important in influencing consumer behavior and
creating effective marketing plans for global markets. First of all, variations in regional cultural values can affect
consumer preferences, mold an individual's perception of a product, and establish the elements deemed significant
during the purchasing process.

Understanding cultural symbols and using language appropriate to the local culture are essential
components of marketing communications. Misunderstandings and even controversy resulting from incorrect
interpretation or improper use can damage the company's reputation (Suprapto et al., 2023). As a result, businesses
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must make sure that their marketing messages accurately represent the original language while also taking the local
cultural context into consideration.

Businesses must consider local preferences when designing their products, providing services, and crafting
marketing campaigns. Goods and services that are tailored to local consumers' preferences and needs are more
likely to be well-received on the international market. These modifications cover not only the product's external
features but also locally appropriate pricing, distribution, and marketing tactics. Local cultural values can present
challenges or opportunities for businesses looking to operate in the global market when it comes to government
regulations and policies. In order to ensure compliance with local regulations, companies must pay particular
attention to the impact of culture on regulations and legal norms (Nurfiana, 2021).

The success of a company's marketing strategy in foreign markets is determined by local community
culture, which is not only a crucial component of global marketing. Businesses that are able to comprehend, value,
and adjust to local customs are better positioned to forge lasting bonds with customers, boost the competitiveness
of their offerings, and find long-term success in a multicultural global marketplace. Therefore, community
involvement, a thorough grasp of local culture, product adaptation, and targeted CSR initiatives are all necessary to
maintain local community culture in global marketing (Suhairi et al., 2022). By using this strategy, businesses can
enhance their brand visibility, forge strong bonds with local communities, and have a positive global impact.

CONCLUSION

International market dynamics are primarily colored and complex by the influence of local community
culture. Consumer preferences, successful product customization strategies, and effective marketing
communications are all based on the values, norms, and beliefs of the local culture. Maintaining cultural identity in
global marketing requires actively engaging local communities, comprehending language and cultural symbols, and
customizing goods and marketing messaging to local needs. Nonetheless, difficulties can occur due to possible
misunderstandings, incompatibility with cultural norms, and incompatibility with local government laws.
Consequently, businesses must integrate cultural sensitivity with a thorough understanding of international markets.
Sensible modifications to marketing, communication, and product strategies are an indication of the company's
attempts to keep a balance between the demands of the worldwide market and the distinctiveness of local culture.

Businesses can strengthen customer relationships, improve brand acceptability, and establish sustainability
in a dynamic and interconnected global marketplace by realizing and comprehending the importance of Local
Community Culture in global marketing success. This finding demonstrates that businesses will have greater long-
term success in a variety of international markets if they can successfully integrate their global marketing strategies
with local cultures.
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