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Locality in consumer market and strategy of local adaptation: Theoretical
examination and analysis of the actual situation
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Recently, the number of Japanese companies attempting their entry into the
Asian consumer market is rapidly increasing. However, many of them find it significantly difficult
to understand the consumer market and struggle with local adaptation. In view of this situation,
this study discusses an issue of how products and business models should be locally adapted.
In conclusion, it was posed that companies should engage in the local adaptation simply by creating
a new meaning given to their product without making a change to their product itself or business
model in a visible manner. A new concept of local adaptation was structured by discussing many
cases; in particular, a product of which meaning was “ a beverage that quenches the thirst after
sports” when sold in Japan was successful in sales in Indonesia, as a new meaning was given to the
product as “ a beverage that quenches the thirst after Ramadan”
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