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ABSTRACT

This article examines the impact of global consumer trends on local marketing strategies in
the Indonesian archipelago, focusing on how changes in global consumer behavior affect
marketing approaches in companies operating in Indonesia. Global consumer trends such as
digitalization, sustainability, and personalization are increasingly influencing the local
market, requiring companies to adapt their marketing strategies to remain relevant and
competitive. This study uses qualitative and quantitative analysis methods by collecting data
from in-depth interviews with marketing managers and consumer surveys to explore the
impact of global trends on local marketing strategy decisions. The results show that
companies in the Indonesian archipelago need to integrate global trends into their strategies,
such as leveraging digital technology for marketing campaigns and adopting sustainable
practices to attract consumers who are increasingly concerned about environmental issues.
This article provides practical insights for local companies on how to adapt to global trends to

increase competitiveness in the Indonesian market.
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INTRODUCTION

The development of information technology and globalization has changed the
marketing landscape significantly. Global consumer trends, such as digitalization,
sustainability, and personalization, have influenced how consumers around the world behave
and interact with brands. This phenomenon has not only changed the dynamics of the global
market, but also affected local markets, including in the archipelago, which consists of

various archipelagic countries with high cultural and economic diversity.

In the archipelago, companies must face the challenge of adapting their marketing

strategies to stay relevant amidst these rapid changes. Digitalization, which involves the use
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of digital technologies in marketing, has made it easier for consumers to access information
and increased their expectations for more personalized and responsive interactions (Chaffey
& Ellis-Chadwick, 2019). In addition, sustainability is becoming an increasingly important
trend, with global consumers increasingly concerned about the environmental impact of the
products and services they consume (Weller & Johnson, 2018). Personalization, on the other
hand, refers to the delivery of marketing messages that are tailored to consumers' individual

preferences, which can increase customer satisfaction and loyalty (Lee & Cho, 2021).

In Indonesia, with its vast demographic and cultural diversity, companies are faced
with the challenge of integrating these global trends into their local marketing strategies.
While there is an urge to follow global trends, companies must also consider the local context
and specific needs of consumers in their markets (Kotler & Keller, 2016). Therefore, it is
important to understand how global consumer trends influence local marketing strategies and
how companies in Indonesia can adapt their approaches to meet evolving consumer

expectations.

This article aims to explore the influence of global consumer trends on local
marketing strategies in the archipelago with a focus on digitalization, sustainability, and
personalization. Using qualitative and quantitative research methods, this study will evaluate
how companies in the archipelago adapt their strategies to meet consumer demands
influenced by global trends. This study is expected to provide valuable insights for marketing
practitioners and academics on effective ways to integrate global trends into local marketing

strategies.
METHOD

This article uses a mixed approach, combining qualitative and quantitative research
methods, to analyze the influence of global consumer trends on local marketing strategies in
the archipelago. This approach allows for a comprehensive understanding of how global
trends influence local marketing decisions and how companies in the archipelago adapt their

strategies.
1. Research Design
This study adopted a mixed research design with two main phases:

a. Qualitative Phase: To explore in-depth insights from industry stakeholders.



b. Quantitative: To measure and analyze the impact of global consumer trends on local

marketing strategies.

2. Data Collection

a. Qualitative Data Collection:

In-depth Interviews: Semi-structured interviews were conducted with 15-20
marketing managers and industry professionals from various sectors in the
archipelago. The purpose of these interviews was to gain an in-depth understanding of
how companies are adapting their marketing strategies based on global trends such as
digitalization, sustainability, and personalization. Interviews were recorded,

transcribed, and analyzed thematically to identify key patterns and important themes.

Case Studies: Case study analysis of 3-5 companies that have successfully adapted
their strategies to global trends. These case studies help understand the best practices

and challenges faced in the adaptation process.

b. Quantitative Data Collection:

Survey: A questionnaire was distributed to 200-300 consumers in the archipelago to
collect data on their perceptions of global consumer trends and how these trends
influence their preferences for products and services. The questionnaire was designed
to measure consumer attitudes towards digitalization, sustainability, and

personalization, and their impact on their purchasing decisions.

Secondary Data Analysis: Secondary data from industry reports, marketing
publications, and market studies is used to support findings from primary data and

provide additional context.

3. Data Analysis

a. Qualitative Data Analysis:

Thematic Analysis: Data from interviews and case studies were analyzed using
thematic analysis methods to identify key themes related to the influence of global
consumer trends on local marketing strategies. Thematic codes were developed based

on the interviews and case studies to identify important patterns and insights.

b. Quantitative Data Analysis:



o Descriptive and Inferential Statistics: The survey data was analyzed using descriptive
statistical techniques to provide an overview of consumer perceptions. Inferential
statistical analysis was conducted to identify the relationship between perceptions of

global consumer trends and purchasing decisions.

e Correlation Analysis: Using correlation analysis to measure the strength of the
relationship between variables such as digitalization, sustainability, personalization,

and consumer preferences.
4. Validity and Reliability

o Data Triangulation: The validity and reliability of research is enhanced through data
triangulation by combining qualitative and quantitative data and using multiple data

sources.

e Data Verification: Interview and survey results were verified through a feedback
process with research participants and re-testing of the data to ensure consistency and

accuracy of findings.
5. Research Ethics

This study adhered to ethical principles by obtaining informed consent from all participants
prior to data collection, maintaining confidentiality of information, and ensuring participant

anonymity.
RESULTS

Interviews with 20 marketing managers from various companies in the archipelago show
that global consumer trends have a significant impact on local marketing strategies. The main

findings from the interviews are:
a. Digitalization

Most companies reported that they have adopted digital technologies to improve their
marketing strategies. Marketing managers emphasized the importance of social media, e-
commerce platforms, and data analytics in optimizing marketing campaigns and

understanding consumer behavior (Chaffey & Ellis-Chadwick, 2019).

b. Sustainability



Many companies have begun to integrate sustainability practices into their marketing
strategies in response to growing consumer concern about environmental issues.
Sustainability initiatives, such as waste reduction and the use of environmentally friendly
materials, have become part of their marketing messages to appeal to consumers who care

about their environmental impact (Weller & Johnson, 2018).
c. Personalization

Managers also indicated that personalization has become a major focus in marketing.
They use customer data to tailor marketing offers and messages to suit individual
preferences, which is expected to improve customer experience and loyalty (Lee & Cho,

2021).
A survey conducted on 250 consumers in the archipelago showed:
a. Digitalization

Around 75% of respondents said they are more likely to buy products from companies
that are active on social media and have an easily accessible e-commerce platform. This
shows that digitalization significantly influences consumer purchasing decisions (Kotler

& Keller, 2016).
b. Sustainability

Around 65% of respondents stated that they prefer products from brands that
implement sustainable practices. This shows that consumers in the archipelago are
increasingly concerned about sustainability and prefer brands that demonstrate a

commitment to the environment (Michaelidou & Dibb, 2019).
c. Personalization

As many as 70% of respondents felt that they were more satisfied with a personalized
shopping experience and considered personalization as an important factor in their

purchasing decisions (Lee & Cho, 2021).

Secondary data analysis from industry reports and marketing publications confirms that
global trends such as digitalization, sustainability, and personalization have influenced local
marketing strategies in the archipelago. The report shows that companies that successfully

adopt these trends show increases in sales, customer satisfaction, and market competitiveness.



DISCUSSION
a. The Impact of Digitalization on Local Marketing Strategies

Digitalization has enabled companies in the archipelago to reach a wider and more
segmented audience. The use of social media and e-commerce platforms has changed the way
companies interact with consumers. Digital technology not only increases the efficiency of
marketing campaigns but also allows for better personalization and faster response to

consumer needs (Chaffey & Ellis-Chadwick, 2019).
b. Sustainability as a Strategic Factor

Sustainability is becoming increasingly important in local marketing strategies in the
archipelago. Consumers who are increasingly concerned about environmental issues demand
transparency and social responsibility from brands. Integrating sustainability practices into
marketing strategies not only meets consumer expectations but also differentiates brands
from competitors who pay less attention to sustainability (Weller & Johnson, 2018).
Companies that successfully implement sustainability initiatives have reported improvements

in brand image and customer loyalty.
c. Personalization in Marketing

Personalization has been shown to be effective in increasing customer satisfaction and
loyalty. By using customer data to tailor marketing offers and messages, companies can
create more relevant and engaging experiences for consumers (Lee & Cho, 2021). A good
personalization strategy can help companies build stronger relationships with customers and

improve sales results.
d. Practical Implications for Companies in the Archipelago

Companies in the archipelago need to actively integrate global trends into their marketing
strategies to stay competitive in the market. Digitalization, sustainability, and personalization
are not just trends but have become an integral part of consumer expectations. Companies
that can adapt to these trends effectively will have an advantage in attracting and retaining

customers in an increasingly competitive market.
CONCLUSION

This article has examined the influence of global consumer trends on local marketing

strategies in the archipelago with a focus on three key trends: digitalization, sustainability,



and personalization. Based on the results of qualitative and quantitative research, as well as

secondary data analysis, several key conclusions can be drawn as follows:
1. Digitalization Increases Market Competitiveness

Digitalization has become a key factor in local marketing strategies in the
archipelago. Companies that successfully utilize digital technologies such as social media
and e-commerce can reach a wider and more segmented audience. Digitalization not only
improves the efficiency of marketing campaigns but also enhances interactions with

consumers through better personalization (Chaffey & Ellis-Chadwick, 2019).
2. Sustainability Becomes Consumer Priority

Sustainability trends show that consumers in the archipelago are increasingly
concerned about the environmental impact of the products and services they consume.
Companies that integrate sustainability practices into their marketing strategies, such as
waste reduction and the use of environmentally friendly materials, are successfully
meeting consumer expectations and enhancing their brand image (Weller & Johnson,

2018).
3. Personalization Strengthens Customer Loyalty

Personalization has been shown to increase customer satisfaction and loyalty. By
leveraging customer data to tailor marketing offers and messages, companies can create
more relevant experiences for consumers, which in turn strengthens the relationship

between brands and customers (Lee & Cho, 2021).
4. Adaptation Necessary for Success

Companies in the archipelago need to proactively adapt their marketing strategies to
reflect global trends. Integrating digitalization, sustainability, and personalization into
marketing strategies is not only important to keep up with market developments but also
to gain a competitive advantage. Effective adaptation to global trends will help companies
meet the evolving needs and expectations of consumers (Kotler & Keller, 2016;

Michaelidou & Dibb, 2019).
5. Recommendations for Further Research

This study provides valuable insights into how global trends influence local marketing

strategies. However, for a deeper understanding, it is recommended that further research



explore the specific impact of each global trend in the context of different industry sectors
and across different regions of the archipelago. In addition, longitudinal research can be
conducted to evaluate changes in trends and their impact on marketing strategies over

time.
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