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With the connectedness of today’s world, it seems as though cultures adapt to one standard: same technologies, same popular music, same fast food options. Globalization is often criticized for compromising local economics and culture through its attempt at convergence. Ironically, however, though universality is the ultimate goal for ‘going global’, the key to its success is actually found locally, as local trends and customs drive the ability for a brand to enter the global market.
The concept of adapting locally for a global product is not a new one, as local culture and traditions still dominate in attracting new markets despite mass culture. To continue to grow, marketing executives are challenged to base their advertising upon the varying “attitudes, traditions and customs” of their desired market. "Cultural relevance is important," said Campbell. "You need to respect local culture and become part of it."
Companies that operate in international markets must take into account local differences in language, culture, legal and regulatory requirements and distribution channels. Offering standard products in all territories can lead to failure if the product does not meet local market standards, requirements or regulations. Adaptation enables your company to succeed in individual markets by developing a thorough understanding of local requirements and modifying different aspects of your marketing strategy.
