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 In today’s increasingly connected digital era, global 
marketing strategies cannot be applied uniformly without 
considering local contexts. This study examines how local 
market orientation influences the development of global 
digital marketing strategies among tech startups in Asia. 
Using a qualitative approach and the Systematic Literature 
Review (SLR) method, this research analyzes various 
publications and case studies from startups in Southeast 
Asia, East Asia, and South Asia. The findings reveal that 
understanding local culture, consumer behavior, and digital 
preferences plays a crucial role in the success of digital 
marketing strategies. Effective approaches tend to adopt the 
concept of glocalization, combining global standards with 
local adaptation. Through this strategy, startups can 
enhance the relevance of their marketing messages and 
build stronger connections with consumers. This study 
offers theoretical contributions to the international digital 
marketing literature and presents practical implications for 
tech startups aiming to expand globally while maintaining 
relevance and sensitivity to local differences in the markets 
they target. 
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1. Introduction 
The rapid development of globalization and digital transformation over the 

past two decades has fundamentally reshaped how companies operate in 

international markets. Digital technologies such as the internet, social media, big 

data, and artificial intelligence have enabled firms of all sizes, particularly tech 

startups, to reach global consumers more easily and efficiently. Tech startups have 

emerged as key disruptive actors, offering innovative and scalable solutions that 

transcend national boundaries. However, global expansion also presents strategic 

challenges, especially in designing digital marketing strategies that balance global 

brand consistency with the diverse needs of local markets. On one hand, 

globalization encourages standardized strategies to achieve efficiency and brand 

uniformity (Chung & Ho, 2024). On the other hand, differences in culture, language, 

values, consumer behavior, and regulatory environments require adaptive and 

context-sensitive approaches. This tension creates a paradox in which digital 

marketing must simultaneously convey a cohesive global message while remaining 

flexible enough to address local dynamics. As a response, the concept of 

glocalization has gained importance, allowing companies to integrate global strategic 

frameworks with localized adaptations in order to maintain relevance across markets. 

Asia has become a central focus in this global landscape due to its status as 

the world’s fastest-growing economic region. While the region offers vast market 

opportunities, it also presents significant complexity arising from its cultural, 

economic, social, and digital diversity. Subregions such as Southeast Asia, East Asia, 

and South Asia exhibit distinct consumer preferences, patterns of digital media 
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usage, and cultural norms that shape brand perception and online engagement. 

These characteristics make Asia a critical context for examining how local market 

orientation influences globally scaled digital marketing strategies. Local market 

orientation refers to a firm’s ability to understand, respond to, and integrate local 

consumer needs and behaviors into its marketing decisions. For tech startups, this 

orientation is especially important because they operate in dynamic environments 

and depend heavily on rapid adaptation and innovation (Kusio et al., 2023; Jun et 

al., 2024). Compared to large multinational corporations, startups are typically more 

agile, enabling them to adjust strategies quickly based on market feedback and local 

insights while remaining competitive globally. 

Kusio et al. (2023) indicates that the success of international expansion among 

tech startups is closely linked to their capacity to establish local relevance. Practical 

expressions of local market orientation include the use of local languages in digital 

content, partnerships with local influencers, culturally adapted product features, and 

the use of region-specific social media platforms. These practices help startups build 

stronger relationships with local consumers, enhance brand loyalty, and accelerate 

product adoption in new markets. Despite these insights, existing literature still pays 

limited attention to how local market orientation systematically shapes global digital 

marketing strategies, particularly in the context of Asian tech startups. Much of the 

research remains focused on traditional global marketing models dominated by large 

corporations, offering insufficient understanding of the unique challenges and 

opportunities faced by startups in diverse local environments. 
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To address this gap, the present study focuses on the role of local market 

orientation in shaping global digital marketing strategies among tech startups 

operating across Asia. Using a qualitative approach through a systematic review of 

relevant literature and case studies, the research examines how startups leverage local 

market insights when designing and executing global digital strategies. This approach 

aims to provide a more nuanced understanding of global–local dynamics in digital 

marketing within Asia’s rapidly evolving digital economy. The findings are expected 

to contribute to the theoretical development of international marketing and digital 

transformation studies, while also offering practical guidance for startup 

practitioners and stakeholders seeking adaptive, relevant, and sustainable marketing 

strategies in an increasingly competitive global marketplace.  

2. Literature Review 
The literature on globalization and digital marketing highlights how digital 

transformation has reshaped international business strategies, particularly for 

technology-based firms. Globalization has encouraged companies to expand beyond 

domestic markets and adopt standardized strategies to achieve efficiency and brand 

consistency across borders. Chung and Ho (2024) emphasize that global digital 

integration pushes firms toward uniform marketing messages and centralized 

strategic control in order to strengthen global brand identity. However, this 

standardization-oriented approach has been increasingly questioned, especially in 

digitally mediated markets where consumers are embedded in distinct cultural, 

linguistic, and regulatory environments. As a result, scholars argue that global digital 
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marketing strategies must account for contextual diversity rather than relying solely 

on homogeneity. 

Within this debate, the concept of local market orientation has gained 

significant attention. Local market orientation refers to a firm’s ability to understand 

and respond to the specific needs, preferences, and behaviors of local consumers. 

Kusio et al. (2022) demonstrate that for tech startups, international success is closely 

linked to their capacity to build local relevance rather than merely replicating global 

strategies. Startups that adapt digital content, communication styles, and platform 

choices to local contexts tend to achieve faster market acceptance and stronger 

customer relationships. This finding suggests that local responsiveness is not a 

secondary adjustment but a core strategic capability, particularly for startups 

operating with limited resources in highly competitive environments. 

More recent studies further emphasize the strategic value of agility and 

adaptability among tech startups. Kusio et al. (2023) and Jun et al. (2024) highlight 

that startups differ from large multinational corporations in their organizational 

flexibility, allowing them to adjust digital marketing strategies based on real-time 

market feedback rapidly. This agility enables startups to combine global scalability 

with localized execution, especially in culturally diverse regions such as Asia. 

Nevertheless, existing literature still lacks a systematic explanation of how local 

market orientation shapes global digital marketing strategies in practice. Much of the 

research remains focused on large corporations, leaving a gap in understanding the 

unique global–local dynamics faced by Asian tech startups. Addressing this gap is 
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essential for advancing international marketing theory and for providing practical 

insights into sustainable global digital strategy formulation. 

3. Methods 
This study adopts a qualitative approach using the Systematic Literature 

Review (SLR) method, focusing on the review of secondary sources to gain an in-

depth understanding of the relationship between local market orientation and global 

digital marketing strategies among tech startups in Asia. Data were collected from 

various relevant types of publications, including scholarly journals, industry reports, 

case study articles, and business publications published over the past ten years. The 

inclusion criteria for the literature selection encompassed publications that explicitly 

discussed topics related to global digital strategies, market-oriented approaches, and 

case studies involving tech startups in the Asian region, specifically East Asia, 

Southeast Asia, and South Asia. The analysis was conducted through three 

systematic stages: first, the identification and selection of literature aligned with the 

research focus; second, thematic categorization based on dimensions related to 

digital marketing strategies and market orientation; and third, narrative synthesis to 

summarize and extract conceptual meaning from the collected findings. Through 

these stages, the study aims to construct a conceptual framework that explains how 

local values and characteristics can be integrated into global digital strategies adopted 

by tech startups, resulting in strategies that are not only internationally competitive 

but also relevant and effective within the diverse local contexts of Asia.   
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4. Results and Discussion 

4.1. Integrating Local Values in Digital Strategy Design 

In an increasingly globalized digital era, the ability of tech startups to integrate 

local values into their global digital marketing strategies has become a key 

determinant of their success in international markets. Findings from this study reveal 

that startups that have successfully penetrated global markets, particularly in Asia, 

do not solely rely on technological sophistication or innovative business models. 

Instead, they demonstrate a high level of sensitivity to the cultural and social 

characteristics of the local markets they enter. This approach, commonly referred to 

as cultural fit, reflects the extent to which business strategies, including digital 

elements, are aligned with local values to build deeper emotional and psychological 

connections with consumers. Concrete examples can be seen in startups like Grab 

in Southeast Asia and Meituan in China, both of which have implemented digital 

marketing strategies that are not only technologically innovative but also culturally 

adaptive. Grab, for instance, not only offers app-based transportation services but 

has also developed digital payment systems tailored to the preferences of Southeast 

Asian consumers, such as easy top-up through local convenience stores, integration 

with popular e-wallets, and promotions timed with cultural events like Ramadan or 

Chinese New Year. Grab’s user interface is also designed with local languages, 

culturally resonant symbols and color schemes, and service options based on local 

mobility habits. 

Meituan, a major tech startup in China, has adopted a similar approach by 

tailoring all aspects of its services to fit the urban lifestyles of Chinese consumers. 
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Services such as food delivery, movie ticket booking, and hotel reservations are 

presented in interfaces that match local user habits and are promoted through digital 

campaigns on local platforms like WeChat and Weibo. These strategies show that 

integrating local values is not merely cosmetic or communicative, but a strategic 

approach that encompasses the entire process, from service design and user 

experience to brand value delivery. Conceptually, this approach aligns with the 

standardization versus adaptation framework in international marketing developed 

by Theodosiou and Leonidou (2003), which highlights the dilemma multinational 

companies often face between standardizing their marketing strategies for global 

efficiency or adapting them for local relevance. In the context of tech startups, this 

study finds that local adaptation is a more dominant and effective approach, 

particularly in highly diverse markets such as Asia. This conclusion is supported by 

research conducted by Okonkwo et al. (2023) and Lin et al. (2023), which found that 

companies employing glocalization, a strategy that combines global vision with local 

adaptation, achieve higher levels of consumer engagement and better overall digital 

marketing performance. 

Furthermore, studies by Paul (2020), Mooij (2021), and Gillespie and Swan 

(2021) reinforce the importance of cultural dimensions in global marketing 

strategies. They argue that digital consumer behavior is heavily influenced by cultural 

values reflected in dimensions such as individualism versus collectivism, uncertainty 

avoidance, and long-term orientation. In the Asian context, many countries exhibit 

strong collectivist values, making digital strategies that emphasize community, 

collaboration, and social support more effective than those centered on 
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individualism and competition. Startups like Tokopedia and Shopee, for instance, 

have adopted digital campaigns that promote togetherness, empowerment of local 

SMEs, and social inclusivity, aligning closely with these local cultural values. Findings 

from this study also indicate that startups with strong local market orientation are 

better equipped to iterate quickly and develop more relevant products. Local data-

driven approaches combined with cultural insights result in more accurate 

personalization strategies. For example, hyper-local targeting strategies used by 

several fintech startups in India leverage geographic data, regional languages, and 

local financial habits to deliver digital messages that feel personal and authentic. This 

aligns with the study by Nazwa and Faradila (2024), which found that personalization 

based on local values significantly enhances customer conversion and loyalty. 

In contrast to large multinational corporations such as Apple or Nike, which 

tend to rely on standardized strategies with minimal local adjustments, startups 

demonstrate greater flexibility, often altering even the fundamental structure of their 

services to reflect local needs. This indicates a paradigm shift in global digital 

marketing, where adapting to local values is no longer seen as supplementary but as 

a core component of strategy. The integration of local values into digital strategy 

design has proven to be a key success factor for tech startups expanding globally. 

Strategies that are responsive to local cultures and habits allow companies to build 

stronger relationships with consumers, increase technology adoption, and create 

sustainable brand value. Compared to conventional approaches that prioritize global 

uniformity, the local market-oriented strategies employed by Asian tech startups 
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offer a competitive advantage that is increasingly relevant in today’s dynamic and 

fragmented digital landscape. 

4.2. Glocalization as an Adaptive Digital Startup Strategy 

In the ever-evolving era of digital globalization, tech startups in Asia face the 

dual challenge of remaining competitive in global markets while staying relevant at 

the local level. One strategy that has emerged as an effective solution to this challenge 

is glocalization. This concept refers to the practice of combining global strategic 

approaches with adjustments to local contexts. Glocalization enables companies to 

maintain brand identity and global efficiency while accommodating cultural 

differences, consumer behavior, and local market dynamics. Among Asian tech 

startups, glocalization has become a dominant strategy in the development and 

execution of cross-border digital marketing. Startups such as Tokopedia and Gojek 

in Indonesia are prime examples of successful glocalization strategies. Tokopedia, 

for instance, has adopted payment systems and promotional tactics tailored to local 

consumer preferences, such as the use of digital wallets (OVO and GoPay) and 

campaigns aligned with local traditions, like Harbolnas (National Online Shopping 

Day). Meanwhile, Gojek strategically adapts its service offerings to reflect the needs 

of Indonesia’s urban population while employing platform technologies and 

operational systems aligned with global standards. Through this glocalized approach, 

both companies have significantly expanded their user bases and emerged as market 

leaders amid intense regional competition. 

Technically, implementing glocalization in a startup’s digital strategy involves 

several elements, such as utilizing locally optimized Search Engine Optimization 
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(SEO), leveraging influencer marketing relevant to specific communities, and 

adapting to the preferred digital platforms in each country. In China, for example, 

WeChat serves as the primary communication and marketing tool, while in 

Indonesia and the Philippines, platforms like TikTok and Instagram play a more 

significant role in reaching younger consumers. Startups that adopt this strategy not 

only expand their digital reach more effectively but also build emotional connections 

with users through approaches that feel familiar and culturally appropriate. 

Compared to more traditional global marketing strategies, such as a standardized 

global strategy, glocalization offers greater flexibility and cultural sensitivity. Uniform 

approaches often fail to meet the complex and dynamic expectations of local 

consumers, resulting in lower adoption rates of products or services. This aligns with 

findings from previous studies by Alon et al. (2020), Kotabe and Helsen (2022), and 

Morris and Oldroyd (2023), which highlight that the success of international 

marketing strategies depends on a company’s ability to balance global pressures with 

the need for local adaptation. These studies emphasize that firms integrating global 

managerial practices with local cultural understanding tend to achieve stronger 

market performance. 

The study by Djakasaputra (2020) and Agusta and Yusnidar (2024) highlights 

the importance of adapting messages and media to local contexts. They found that 

culturally tailored digital marketing campaigns tend to achieve higher engagement 

levels compared to standardized campaigns. This reinforces the idea that 

glocalization is not merely a communication strategy but an integral part of overall 

business tactics, including product development, customer service, and digital 
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platform design. Furthermore, glocalization provides long-term competitive 

advantages. By building strong relationships with local consumers, startups can 

foster brand loyalty and high customer retention. This loyalty stems not only from 

product relevance but also from emotional value and the perception that the brand 

truly understands their needs. Moreover, glocalization helps companies anticipate 

changes in local regulations, cultural trends, and evolving social dynamics. However, 

glocalization is not without challenges. It requires significant investment in human 

resources and technology to deeply understand local markets. There is also a risk of 

brand fragmentation if adaptations are made excessively without a strong global 

strategic framework. Therefore, companies must set clear strategic boundaries on 

which elements can be localized and which must remain consistent. In practice, 

many startups establish global control centers to manage brand foundations, while 

local operations are given the flexibility to implement adaptive strategies. 

A relevant study by Kardinal (2021) and Rahmah et al. (2024) shows that the 

success of glocalization heavily depends on cross-cultural understanding in website 

design and digital communication. They emphasize that visual elements, color 

schemes, symbols, and communication styles must be tailored to meet the 

expectations of specific cultural audiences. This confirms that glocalization is not 

limited to verbal content but encompasses the entire digital experience. In the 

context of Asian tech startups seeking global growth, glocalization offers an adaptive 

approach that addresses the challenges of cultural diversity and market complexity. 

By integrating local insights into global digital strategies, startups can create more 

personalized user experiences, enhance marketing effectiveness, and strengthen 
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brand positioning across different countries. Compared to a uniform global 

approach, glocalization has proven to be more effective in creating cultural 

resonance and customer engagement in diverse markets like Asia.  

5. Conclusion 
This study emphasizes the importance of local market orientation as a 

strategic element in designing and implementing global digital marketing strategies, 

particularly for technology startups operating in the Asian region. In addressing the 

complexity and diversity of Asian markets, which include differences in culture, 

language, consumer behavior, and levels of technology adoption, an approach that 

integrates local values has proven not only to enhance the effectiveness of marketing 

campaigns but also to strengthen competitive positioning on a global scale. The 

glocalization strategy, which combines a global framework with local flexibility, 

emerges as an adaptive model capable of meeting diverse consumer needs while 

maintaining brand identity consistency. This approach also enables startups to build 

stronger and more authentic relationships with users, foster long-term loyalty, and 

expand their customer base across countries.  

From a theoretical perspective, the findings of this study enrich the 

international and digital marketing literature by highlighting the strategic role of local 

orientation in the context of global digitalization. Practically, the findings offer 

guidance for startups in balancing global standards with local sensitivity when 

developing their digital marketing strategies. Furthermore, this research opens 

avenues for deeper exploration of the internal dynamics of strategic decision-making 
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within tech startups. Therefore, it is recommended that future studies adopt a field-

based approach, such as in-depth interviews with startup founders or marketing 

managers, to gain direct insights into how strategic considerations are shaped, 

adapted, and implemented in complex and ever-evolving market realities.  
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