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Chapter 7

 Glocalisation in Global Food and Beverage 
Business 

Samet Mısır1

Abstract 

In a globalised world, food and beverage companies are adopting glocalisation 
strategies that combine global standards with local adaptations to meet diverse 
consumer expectations. Glocalisation involves tailoring products, marketing 
and service models to regional preferences while maintaining a global brand 
identity. For example, McDonald’s offers vegetarian and chicken alternatives 
in India, respecting local dietary norms, while Starbucks offers green tea and 
mochi-based desserts in Japan. In Turkey, Coca-Cola celebrates Ramadan 
with festive campaigns and Burger King offers menu items such as the 
“Kral Menu”. Nestlé’s locally inspired “Damla Sakızlı” desserts are another 
example of this approach. Beyond product adaptations, glocalisation extends 
to marketing, packaging and service models, all informed by digital tools that 
analyse local market data. This ensures that brands resonate with cultural and 
geographical differences, thereby fostering customer loyalty. However, the 
success of glocalisation depends on understanding cultural sensitivities and 
consumer behaviour. Missteps in adapting to local needs can lead to failure. 
Effective strategies therefore require collaboration with local experts and a 
deep understanding of regional markets. Glocalisation is essential for brands 
seeking sustainable growth and long-term success in diverse global markets. 
It balances global identity with local relevance, enabling companies to thrive 
in an interconnected world.

1. INTRODUCTION

The term “glocalisation” represents the convergence of globalisation and 
localisation, describing the practice of adapting global strategies to meet the 
specific needs and preferences of local markets. In the context of the food 
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and beverage business, glocalisation involves tailoring products, marketing, 
and operations to resonate with cultural, social, and economic nuances 
of target regions. This dual approach allows multinational corporations 
to leverage the efficiencies of global operations while ensuring cultural 
sensitivity and relevance in diverse markets (Robertson, 1995; Khondker, 
2013). Food and beverage companies employ glocalisation as a strategic 
tool to expand into international markets while fostering acceptance and 
loyalty among local consumers. This involves not only modifying flavors, 
ingredients, and portion sizes but also incorporating local symbols and 
narratives into branding and marketing strategies. Glocalisation underscores 
the importance of maintaining a delicate balance between consistency in 
global brand identity and flexibility in adapting to regional tastes and values 
(Hayes & Ritzer, 2017).

This concept aligns closely with broader discussions on cultural identity 
and globalisation. While globalisation promotes interconnectedness and 
standardisation, it often raises concerns about cultural homogenisation 
and the erosion of local traditions. Glocalisation addresses these concerns 
by preserving and promoting regional diversity within a global framework. 
For example, the adaptation of global fast-food menus to include local 
delicacies illustrates how companies can navigate these complex dynamics. 
This chapter explores the role of glocalisation in the global food and 
beverage industry, examining its application, benefits, and challenges. It will 
also discuss the intersection of globalisation and localisation through the 
lens of culinary traditions, illustrating how glocalisation serves as a bridge 
between cultural preservation and global integration. By examining case 
studies and theoretical insights, the chapter aims to provide a comprehensive 
understanding of glocalisation as a driving force in shaping the future of the 
food and beverage business (Cavusgil et al., 2009).

2. GLOCALISATION IN THE FOOD AND BEVERAGE 
SECTOR

Glocalisation, a term combining ‘globalisation’ and ‘localisation’, 
represents the strategic adaptation of global operations to the cultural, 
social and economic nuances of specific local markets. In the food and 
beverage (F&B) industry, glocalisation involves adapting products, 
marketing strategies and operational practices to meet regional preferences 
while maintaining a consistent global brand identity. This approach allows 
multinational companies to achieve operational efficiencies on a global scale 
while fostering cultural relevance and consumer loyalty in different regions 
(Mathur, 2017).
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For example, fast-food chains such as McDonald’s adapt their menus 
to local tastes- offering the McAloo Tikki in India or teriyaki burgers in 
Japan - highlighting how glocalisation enables companies to connect with 
local audiences. Such adaptations often include ingredient substitutions, 
portion adjustments and cultural symbolism in branding. This strategy not 
only increases market acceptance, but also supports cultural diversity by 
preserving traditional culinary elements within a global framework (Hayes 
& Ritzer, 2017). 

Glocalisation is becoming increasingly important as globalisation 
raises concerns about cultural homogenisation. While standardisation can 
streamline processes and reduce costs, it can alienate local consumers if 
their cultural identity is overlooked. Glocalisation addresses these concerns 
by balancing global efficiencies with local sensitivities, fostering a two-
way exchange between global brands and local traditions. It reflects a 
nuanced approach to global integration that respects and celebrates cultural 
diversity. Despite its benefits, glocalisation poses challenges, including 
increased operational complexity and the risk of dilution of global brand 
identity. However, if done effectively, it can lead to increased market 
penetration, greater consumer loyalty and a competitive advantage in the 
global marketplace. The interplay of globalisation and localisation through 
glocalisation highlights its role as a key driver in shaping the future of the 
F&B industry (Robertson, 1995).

2.1. Strategic Importance of Glocalisation

For businesses, glocalisation is a strategy that fosters market penetration 
and acceptance by addressing local tastes, values, and consumption patterns. 
In the food and beverage (F&B) industry, for instance, it allows global brands 
to tailor products and services to regional preferences while maintaining 
their core identity. This adaptability builds consumer trust and loyalty, 
which contribute to long-term success in global markets (Khondker, 2013).

From a strategic perspective, glocalisation mitigates the risks associated 
with cultural insensitivity and alienation, which could arise from a rigid 
standardisation strategy. Furthermore, it enhances competitiveness by 
allowing firms to respond flexibly to local demands and market trends, 
driving innovation and differentiation. Additionally, glocalisation supports 
sustainable business practices by fostering collaborations with local suppliers 
and communities, strengthening the social and economic fabric of target 
markets (Robertson, 1995).
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While glocalisation demands significant investment in research and 
development to understand local contexts, its ability to balance global and 
local imperatives makes it a cornerstone of modern business strategy. It 
aligns with the broader goals of cultural preservation, economic integration, 
and consumer satisfaction, underscoring its pivotal role in sustainable global 
expansion (Ritzer, 2021).

2.2. Adaptation to Cultural, Social and Economic Dynamics

The ability to adapt to cultural, social, and economic shifts is a crucial 
aspect of glocalisation, particularly in sectors such as food and beverage 
(F&B), where consumer preferences are significantly shaped by regional 
traditions, societal values, and economic circumstances. Such adaptation 
ensures that global brands resonate with local markets, thereby fostering 
acceptance and loyalty (Bartsch et al., 2016). Cultural adaptation entails the 
alignment of products, services, and marketing strategies with the distinctive 
traditions, languages, and symbolic meanings associated with a particular 
region. For example, the incorporation of local festivals or traditions into 
promotional campaigns facilitates a more profound connection between 
brands and local audiences. In the social context, businesses may be required 
to consider demographic trends, such as age, gender roles, or urbanisation, 
to adapt their offerings to suit the needs of their target audience (Cavusgil, 
2009).

Furthermore, economic dynamics exert a significant influence on the 
formulation of market strategies. It is common practice for companies to 
adapt their pricing, packaging and product sizes to reflect the purchasing 
power and consumption habits of local consumers. To illustrate, in markets 
where price sensitivity is a key factor, the provision of smaller packaging or 
value meal options enables global brands to retain their accessibility while 
maintaining profitability (Keller & Kotler, 2016). Such multidimensional 
adaptation is not merely a strategic necessity; it is also a reflection of respect 
for local identities. By embracing cultural diversity and addressing socio-
economic realities, businesses can cultivate stronger relationships with local 
stakeholders, ensure long-term market sustainability, and mitigate the risks 
associated with cultural insensitivity or misalignment (Khondker, 2023).

2.3. Gastronomy Application Areas of Glocalisation

The term “glocalisation” in the context of gastronomy denotes the 
process of adapting global culinary practices, products, and services to align 
with the specific tastes, traditions, and cultural values of local markets. This 
concept is evident in a number of areas, where global culinary trends are 
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combined with regional identities and preferences. This makes gastronomy 
a crucial domain for glocalisation. Menu localisation is a common practice 
among global restaurant chains, whereby menus are adapted to include 
local ingredients, flavours, and dishes. For example, McDonald’s offers the 
“McSpicy Paneer” in India and the “Ebi Burger” in Japan, thereby catering to 
regional taste preferences and dietary habits. This approach ensures cultural 
relevance and appeals to local consumers (Scarpato & Daniele, 2003)

To establish stronger connections with local communities and 
promote sustainability, a growing number of gastronomy businesses 
are sourcing ingredients from regional suppliers. This practice has the 
additional benefit of reducing the environmental impact, supporting local 
economies and enhancing the authenticity of dishes. Gastronomy-based 
tourism demonstrates the intersection of globalisation and localisation, as 
international chefs integrate local techniques and ingredients into fusion 
dishes, thereby creating distinctive dining experiences that celebrate regional 
diversity (Molz, 2007). Gastronomy businesses employ culturally resonant 
branding and promotional strategies to establish connections with target 
audiences. To illustrate, the incorporation of local symbols, narratives, or 
celebrations into advertisements serves to enhance the cultural appeal of a 
brand. Fusion cuisine represents a dynamic convergence of global and local 
culinary practices, characterised by the harmonious blending of techniques, 
ingredients, and traditions. This approach to cooking not only resonates 
with a diverse audience but also preserves the unique identity of local culinary 
traditions. Gastronomy schools and training programmes frequently adapt 
global culinary curricula to include local cuisines, traditions, and techniques, 
thereby preparing chefs for diverse global and regional roles (DeSoucey, 
2010).

3. BALANCING GLOBAL BRAND IDENTITY AND LOCAL 
HARMONY

The success of global businesses is frequently contingent upon their 
capacity to reconcile a consistent brand identity with the necessity of 
adapting to local contexts. This equilibrium guarantees that, while the brand 
maintains its recognisability and cohesion on a global scale, it also resonates 
with local consumers by addressing their distinctive cultural, social, and 
economic characteristics (Robertson, 2014).

3.1. Global Coherence and Local Flexibility

The concept of global coherence can be defined as the maintenance of 
a unified brand identity that embodies consistent values, aesthetics, and 
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messaging across international markets. Nevertheless, the attainment of local 
flexibility necessitates the adaptation of these elements in a manner that is 
consistent with the preferences and expectations of regional consumers. This 
relationship can be mutually beneficial when managed effectively; however, 
it may also result in conflicts if one aspect is prioritised at the expense of the 
other (Bartlett & Beamish, 2018).

To illustrate, Coca-Cola preserves its fundamental branding components, 
including its logo and tagline, while modifying its marketing initiatives to 
align with local languages, festivals, and cultural norms. This approach 
enables the company to maintain its global identity while establishing 
emotional connections with local audiences (Global Marketing and 
Advertising, 1998). A strategic equilibrium is essential to ensure that a 
global brand benefits from economies of scale, operational efficiency, and 
international recognition while fostering relevance and acceptance in diverse 
markets. The relationship between global coherence and local flexibility 
is particularly important in industries such as food and beverage, where 
consumer preferences are closely linked to cultural and regional identities 
(Zou & Cavusgil, 2002).

3.2. Cultural Sensitivity and Consumer 

Cultural sensitivity can be defined as the recognition and respect of 
cultural differences in developing and delivering products, services, and 
marketing strategies. In the context of global markets, the demonstration 
of cultural sensitivity serves to foster trust and emotional connections with 
consumers, which in turn enhances loyalty (Prahalad & Hart 2010).

To illustrate, Starbucks modifies its store design, menu offerings, and 
service models to align with local cultural norms. In Japan, the brand 
incorporates traditional tea-inspired beverages, while in the Middle East, it 
ensures seating arrangements align with cultural norms. Such adaptations 
demonstrate respect for local traditions and foster a sense of belonging 
among customers (Hofstede et al., 2017).

The strengthening of consumer loyalty is contingent upon brands going 
beyond superficial adaptations and genuinely engaging with cultural values 
and practices. Failure to do so may result in adverse reactions or a sense of 
estrangement. This is evidenced by instances where global campaigns have 
been perceived as culturally insensitive or tone-deaf. The incorporation of 
cultural sensitivity into operational procedures enables brands to cultivate 
long-term customer relationships, thereby facilitating repeat business and 
fostering brand advocacy (Singh & Pereira, 2005). 
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4. GLOBALISATION AND CULTURAL IDENTITY

The term ‘globalisation’ is frequently linked with the notion of enhanced 
interconnectedness and the dissemination of ideas, products and cultural 
practices across national frontiers. Although globalisation has brought 
about economic and technological advancements, it has also given rise to 
debates surrounding its impact on cultural identity (Prahalad & Hart 2010). 
The dual forces of cultural homogenisation and the preservation of local 
traditions serve to illustrate the tensions that exist between standardisation 
and diversity. The concept of glocalisation represents a strategic approach 
to navigating the aforementioned dynamics, facilitating the coexistence of 
global influences and regional distinctiveness (Buccieri, 2020).

4.1. Cultural Homogenisation and Preservation of Local 
Traditions

Cultural homogenisation can be defined as the process by which 
globalisation leads to the standardisation of cultural practices, which often 
results in the erosion of local traditions. This phenomenon is most evident 
in the pervasive adoption of Western consumer habits, media, and lifestyles, 
which at times eclipse regional identities. For instance, the ascendance of 
Western fast-food chains has been critiqued for displacing traditional food 
cultures in numerous regions (Demangeot & Sankaran, 2012).

However, the maintenance of local traditions serves to provide a 
counterbalance, with communities proactively ensuring the safeguarding of 
their cultural heritage against the influence of global pressures. The efforts 
to safeguard indigenous languages, culinary traditions, and cultural events 
illustrate the durability of local identities. Furthermore, governmental 
and organisational bodies have a role to play, as evidenced by UNESCO’s 
initiatives to safeguard intangible cultural heritage through global recognition 
programmes (Appadurai, 2020).

The dichotomy between homogenisation and preservation highlights 
the necessity of establishing a sustainable equilibrium that venerates cultural 
distinctiveness whilst embracing global interconnectivity (Tomlinson, 
1999).

4.2. The Role of Glocalisation in Preserving Regional Diversity

Glocalisation provides a pragmatic response to the issues associated 
with cultural homogeneity. The combination of global practices and local 
traditions allows for the coexistence of global integration and cultural 
diversity. Glocalisation is not merely the adaptation of global products to 
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local tastes; rather, it fosters a dialogue between global and local cultures, 
encouraging mutual enrichment (Babb et al., 2003).

This approach is exemplified in the domain of gastronomy through 
the phenomenon of fusion cuisine, which entails the combination of 
international culinary techniques with regional ingredients. Similarly, in the 
domain of media and entertainment, global platforms such as Netflix produce 
content tailored to specific regions that resonates with local audiences while 
maintaining a global reach (Culinary Crossroads, 2023). Furthermore, 
glocalisation provides local communities with the opportunity to celebrate 
and integrate their traditions into global contexts, thereby preserving 
regional diversity. From a business perspective, this approach not only 
promotes cultural sustainability but also enhances consumer engagement by 
respecting and valuing local identities (Appadurai, 2020).

4.3. Examples Of Glocalisation

Glocalisation has constituted a pivotal strategy for global brands striving 
to gain a foothold in diverse markets while upholding local preferences. By 
adapting products, services and marketing campaigns to align with regional 
cultures and consumer habits, businesses demonstrate cultural sensitivity and 
establish stronger connections with local audiences. The food and beverage 
industry, and in particular global fast-food chains, provides a plethora of 
illustrative examples of glocalisation in practice (Nyman, 2003).

4.3.1. Local Flavours in Global Fast-Food 

Global fast-food chains have effectively employed glocalisation, whereby 
local flavours, ingredients and culinary traditions are incorporated into their 
menus. Such adaptations facilitate the ability of brands to resonate with 
local consumers while simultaneously maintaining their global identity 
(Nutrycook, 2024). Globally, McDonald’s has introduced items such as the 
McSpicy Paneer in India, which reflects the preferences of the vegetarian 
population, and the Samurai Burger in Thailand, which has been infused with 
teriyaki flavours to appeal to the local palate. Similarly, KFC offers a rice-
based menu in Asian countries, thereby catering to the region’s staple dietary 
habits. In Turkey, McDonald’s has introduced the McTurco, a sandwich 
inspired by the traditional Turkish kebab, while Burger King offers a dessert 
item called the Baklava Pie, which reflects the country’s cultural heritage. 
Such adaptations demonstrate respect for Turkey’s rich culinary heritage, 
resonating with local consumers. Moreover, chains such as Starbucks have 
incorporated Turkish coffee and tea into their menus, thereby creating a 
blend of global and regional beverages (McDonald’s, 2023).
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The aforementioned examples demonstrate how glocalisation enables 
global fast-food brands to retain their appeal across diverse markets while 
acknowledging and celebrating the rich culinary traditions of those locales 
(Scarpato, 2003).

4.3.2. Successful Practises and Experiences

Table 1. Glocalisation Examples in the Food and Beverage Industry

Company Adaptation Strategy Examples

Nestlé Adapts product range to local 
culinary practices while maintaining 
global quality standards.

Maggi offers regional spice blends 
in India and China.

Coca-Cola Aligns branding and marketing 
strategies with local cultural events 
to foster emotional connections.

Ramadan-specific campaigns in 
Muslim-majority countries, Lunar 
New Year themes in East Asia.

Starbucks Incorporates local flavors and 
ingredients into menus and 
collaborates with local artisans for 
store designs.

Green Tea Frappuccino in Japan, 
Honey Cake Latte in Turkey, store 
designs reflecting local aesthetics.

Domino’s Customizes product offerings with 
region-specific toppings to meet 
local tastes and preferences.

Paneer pizzas in India, seafood 
pizzas in Japan, and spicy sucuk 
pizzas in Turkey.

McDonald’s Tailors menu items to align with 
local dietary habits and cultural 
preferences.

Maharaja Mac (chicken) in India, 
Teriyaki Burgers in Japan, and 
McTurco wraps in Turkey.

Burger Rebranded itself as “Börger” in 
Turkey, embracing a more localized 
identity while maintaining its core 
products.

Reflects local language adaptation 
and cultural resonance, alongside 
classic and regional menu offerings.

Source: Created by the chapter author.

These successful examples demonstrate the pivotal role of cultural 
sensitivity, innovation, and community engagement in glocalisation 
strategies (Table 1).

4.4. OPPORTUNITIES AND CHALLENGES OF 
GLOCALISATION

Glocalisation presents businesses with considerable potential for entering 
and prospering in international markets by combining global efficiency with 
local relevance. Nevertheless, the strategy also presents certain challenges, 
particularly in terms of adapting to diverse market conditions and managing 
operational complexities (de Zoysa & Appadurai, 1998).
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4.4.1. Adaptation for International Markets

Glocalisation provides a framework for the adaptation of products, 
services and marketing strategies to meet the specific demands of international 
markets. This approach enables companies to:

By aligning their products and services with local tastes and preferences, 
businesses can expand their reach and foster brand loyalty in diverse markets 
(Zou & Cavusgil, 2002). Adapting products to align with local traditions 
facilitates the establishment of more profound emotional connections with 
consumers. To illustrate, Coca-Cola’s Ramadan campaigns in Muslim-
majority countries resonate with consumers by integrating cultural values 
into their marketing. The exposure of businesses to diverse markets 
encourages the development of new products and strategies. An example of 
this is the introduction of rice-based meals by McDonald’s in Asia. Although 
adaptation is costly, it markedly enhances a company’s competitive advantage 
in foreign markets (Barlett & Beamish, 2018; Ritzer, 2021).

4.4.2. Operational Challenges and Solutions

The concept of glocalisation presents several operational challenges, 
including:

From an economic standpoint, the question of cost implications is of 
paramount importance. The customisation of products for a variety of 
markets inevitably gives rise to increased production and logistics costs. The 
sourcing of local ingredients or materials has the potential to disrupt the 
efficiency of global supply chains. A lack of comprehension of the cultural 
subtleties may result in the implementation of ineffective campaigns or 
public disapproval (Kieser, 1994).

Proposed Solutions: It is essential to conduct comprehensive and robust 
market research. It is of the utmost importance to gain a comprehensive 
understanding of the local culture, consumer behavior and economic 
conditions. The necessity for flexible supply chains is becoming increasingly 
apparent. The establishment of adaptable and region-specific supply 
networks has the potential to enhance operational efficiency. The education 
of teams regarding local norms and values ensures the maintenance of 
cultural sensitivity in marketing and operational activities (Singh & Pereira, 
2005).
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5. CONCLUSIONS 

In the context of the global economy, glocalisation has emerged as a 
pivotal strategy for businesses operating in the food and beverage sector. As 
cultural diversity continues to intersect with global integration, glocalisation 
provides a means of achieving equilibrium between these two dynamics. 
By embracing the distinctive characteristics of different regions while 
maintaining a unified global identity, companies can foster sustainable 
growth and consumer loyalty. The advent of new technologies, such as 
artificial intelligence (AI) and data analytics, will facilitate more precise 
customisation. It seems reasonable to posit that businesses that integrate 
sustainability and cultural authenticity into their glocalisation strategies will 
be well placed to dominate future markets. The food and beverage industry, 
as a cultural touchstone, will continue to spearhead the exploration of novel 
approaches to the integration of local traditions with global opportunities.
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