GCLOBAL JOURNAL OF

ONLINE MARKETING

@NAWALA

Volume 3, Number 1, 2024

Cross Cultural Perspectives in Online Marketing: An

SLR Analysis

Heka Ria Tama!

!'Universitas Diponegoro, Semarang, Indonesia

Abstract

Article history:

Received: January 8, 2024
Revised: February 21, 2024
Accepted: April 27, 2024
Published: June 30, 2024

Keywords:

Consumer Behavior, Cross-Cultural
Marketing, Digital Marketing, E-
Commerce, Electronic Word Of
Mouth (eWOM).

Identifier:

Nawala

Page: 23-32
https://nawala.io/index.php/gjom

This study examines cross-cultural perspectives in online
marketing through a systematic literature review of articles
published between 2020 and 2022. The findings reveal that
cultural values strongly shape consumer trust, purchase
intentions, eWOM evaluation, website usability, and retail
channel preferences. Collectivist cultures tend to emphasize
social proof and credibility, while individualist cultures
prioritize autonomy and personal judgment. Moreover,
culturally congruent website design and localized digital
strategies significantly enhance consumer engagement and
trust. The review also highlights the role of emerging
platforms such as live commerce, short-video marketing,
and social media-driven shopping, which further
demonstrate the importance of cultural adaptation in digital
contexts. By mapping thematic patterns and identifying
gaps, this study emphasizes that culture is a central
determinant of online marketing effectiveness and provides
guidance for future research and managerial strategies in
global digital markets.
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1. Introduction

The rapid globalization of digital markets has highlighted the importance of
cross cultural perspectives in online marketing. As firms expand across borders,
cultural diversity becomes a key determinant of how consumers perceive, interact
with, and respond to digital marketing efforts (Okazaki & Taylor, 2015). Online
marketing practices ranging from website design and social media strategies to
personalized advertising are shaped not only by technological innovation but also by
underlying cultural values and norms (Singh et al, 2017). Consequently,
understanding cultural variation is essential for firms to avoid miscommunication,
strengthen consumer trust, and improve global brand positioning (De Mooij, 2019).

Empirical studies emphasize that cultural differences affect consumer
behavior in e-commerce, particularly in areas such as trust, purchase intentions, and
responses to online reviews. For instance, research shows that collectivist cultures
prioritize social proof and community endorsements, while individualist cultures are
more influenced by personal preferences and autonomy in digital decision-making
(Lowry et al., 2018). Similarly, studies on electronic word of mouth (eWOM)
demonstrate that cultural values influence how consumers evaluate online reviews,
determining whether they prioritize utilitarian details or affective cues (Brand et al,,
2022). These insights underline the necessity of culturally adaptive strategies in digital
environments.

Given the increasing significance of this topic, a systematic literature review
(SLR) offers a comprehensive means to synthesize existing knowledge on cross

cultural perspectives in online marketing. Following established SLR methodologies,
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this study maps thematic patterns, methodological approaches, and key findings
trom 2020 to 2022 (Snyder, 2019; Page et al., 2021). The review seeks to identify
theoretical and practical gaps such as the limited exploration of emerging markets,
platform specific cultural dynamics, and new technologies like augmented reality
while also proposing avenues for future research. By doing so, this study provides
both academic and managerial insights into how culture continues to shape online

marketing in an increasingly interconnected digital economy.

2. Literatur Review

The globalization of digital markets has reinforced the need to understand
culture as a determinant of consumer behavior in online contexts. Studies indicate
that cultural orientations strongly shape how consumers respond to online
marketing strategies, including website design, advertising appeals, and social media
engagement (Shavitt & Barnes, 2020). In particular, dimensions of collectivism and
individualism influence how consumers perceive credibility, evaluate content, and
engage in digital decision making (Shavitt & Cho, 2016).

Website usability research also highlights that culturally congruent interfaces
improve satisfaction and trust. When design elements are aligned with user culture,
consumers report higher engagement and more positive evaluations, demonstrating
that localization must go beyond language to visual and structural elements
(Alexander et al., 2021). In a similar vein, studies of retail channel selection across

Asia Pacific countries show that cultural values such as individualism and uncertainty
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avoidance drive preferences for online versus offline channels, suggesting that
omnichannel strategies must be adapted to national contexts (Lu et al., 2018).

Electronic word of mouth (eWOM) has been another central focus of cross
cultural research. Evidence shows that consumers from collectivist cultures place
greater emphasis on social proof and review credibility, while consumers from
individualist cultures prioritize autonomy in interpreting online feedback (Kim,
2019). Furthermore, trust building in online platforms differs depending on the
cultural background of users, indicating that global e-commerce providers need to
tailor strategies to national trust dispositions (Tikhomirova et al., 2021).

Taken together, these findings emphasize that culture is not a peripheral
variable but a central driver of how consumers interact with online marketing. Future
studies should examine emerging platforms such as short video and live commerce
to capture how cultural dynamics continue to evolve in shaping global digital

markets.

3. Methods

This study applies a Systematic Literature Review (SLR) to analyze cross
cultural perspectives in online marketing within the period 2020-2022. The SLR
approach was chosen because it allows for a structured and transparent process in
identifying, evaluating, and synthesizing previous studies, ensuring that the findings
are comprehensive and reliable.

The data were collected through searches in academic databases using

keywords such as cross cultural marketing, online consumer behavior, digital
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marketing culture, trust in e-commerce, and electronic word-of-mouth. The review
was limited to journal articles published between January 2020 and December 2022
to capture the most recent developments in the field.

To ensure relevance, only studies published in peer-reviewed journals, written
in English, and focusing on cultural aspects of online or digital marketing were
included. Studies that did not meet these criteria, such as conference papers, non-
English publications, or those unrelated to cultural perspectives, were excluded.

The review process consisted of several stages: identification of articles,
screening based on titles and abstracts, and full text assessment to confirm eligibility.
Data from the selected studies were then extracted, including information on the
research context, methods, and key findings. A thematic analysis was conducted to
identify common patterns and categorize the results into themes such as cultural
influences on trust, consumer behavior in e-commerce, adaptation of digital
interfaces, and responses to online reviews.

Finally, measures were taken to enhance the reliability and validity of the
review. Multiple rounds of screening were conducted to minimize bias, and the
coding of themes was carefully checked for consistency. This process ensured that
the findings accurately represent the current state of knowledge and provide useful

insights for both academic and managerial contexts.
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4. Results and Discussion

The findings of this review highlight several thematic patterns in the study of
cross-cultural perspectives in online marketing. First, cultural influences on
consumer trust and decisionmaking emerged as a consistent theme. Research
confirms that cultural values such as individualism and collectivism strongly affect
how consumers form trust in digital platforms and interpret online content. For
example, collectivist consumers are more likely to rely on social proof and group
oriented endorsements, while individualist consumers emphasize autonomy and
personal preferences in decision making (Shavitt & Barnes, 2020; Kim, 2019). This
indicates that marketers cannot assume uniform consumer responses across
countries but must design strategies that align with specific cultural dispositions.

Second, the review reveals that website design and interface localization
significantly influence user experience and satisfaction across cultural contexts.
Studies demonstrate that culturally congruent interfaces those that reflect local
language structures, visual patterns, and navigation preferences enhance usability and
trust among users (Alexander et al., 2021). Conversely, mismatches between cultural
expectations and website design reduce consumer engagement, which suggests that
firms must go beyond translation and incorporate cultural cues into digital
environments.

Third, electronic word-of-mouth (eWOM) plays a critical role in shaping
consumer perceptions across borders. Prior research shows that cultural orientation
influences not only the perceived credibility of reviews but also which aspects of

reviews are considered most useful. Collectivist consumers often prioritize
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credibility and consensus, whereas consumers from individualist cultures focus on
detailed information and personal relevance (Brand et al, 2022). This finding
underscores the necessity of tailoring eWOM management strategies according to
cultural differences to maximize effectiveness in international markets.

Fourth, the review identifies that omnichannel and retail channel preferences
are also shaped by cultural values. Consumers with higher levels of individualism
and indulgence are more inclined to choose online shopping channels, while those
with stronger uncertainty avoidance lean toward offline channels (Lu et al., 2018).
This suggests that global firms must carefully adjust their omnichannel strategies,
ensuring that online and offline options reflect local consumer expectations.

Finally, an important insight from the review is the evolution of platforms
and technologies in shaping cultural dynamics. The rise of short video platforms,
live commerce, and social media-driven shopping highlights the changing nature of
cross-cultural marketing. Recent studies emphasize that cultural distance can weaken
the effectiveness of social media marketing, as consumers from different cultural
backgrounds interpret and engage with online content differently (Hu et al., 2022).
This indicates that future research should further investigate how emerging digital
platforms intersect with cultural values to influence consumer behavior.

In summary, the results reinforce that culture is not a peripheral factor but a
central driver in online marketing effectiveness. Firms secking global
competitiveness must recognize cultural heterogeneity and implement adaptive
strategies across trust-building, website design, eWOM management, and retail

channel selection. The findings also highlight gaps in the literature, including limited
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research on emerging markets and the role of new technologies such as live
commerce and augmented reality. Addressing these gaps will be crucial for
developing a more comprehensive understanding of cross cultural consumer

behavior in the digital era.

5. Conclusion

This study underscores the critical role of cultural perspectives in shaping
consumer behavior and responses to online marketing. The systematic review of
studies published between 2020 and 2022 demonstrates that cultural orientations
influence key areas such as trust formation, eWOM evaluation, website usability, and
retail channel preferences. Collectivist and individualist values in particular create
distinct patterns of decision-making, while cultural congruence in digital interfaces
and communication strategies enhances consumer engagement and trust.

The findings further highlight that online marketing effectiveness depends
not only on technological innovation but also on the alighment of strategies with
local cultural norms. Firms that adopt culturally adaptive approaches are better
positioned to strengthen global brand equity, build consumer trust, and avoid
miscommunication in diverse markets. At the same time, emerging platforms such
as live commerce, short video marketing, and social media driven shopping present
new opportunities and challenges that require further exploration.

In conclusion, culture should be regarded as a central, rather than peripheral,
determinant of online marketing success. Future research should deepen the

investigation into underexplored regions, platform-specific cultural dynamics, and
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the integration of new technologies with cultural frameworks. Such efforts will not
only advance theoretical understanding but also provide practical guidance for
organizations seeking sustainable competitive advantage in a rapidly globalizing

digital economy.
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