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ABSTRACT: This article presents a comprehensive review of recent 
literature on consumer preferences for local brands, focusing on 34 
empirical studies published between 2018 and 2022. By employing a 
systematic literature review method, the study identifies key factors that 
influence consumers’ decisions to favor local brands over global 
alternatives. These factors include cultural identity, emotional connection, 
and economic considerations, with a particular emphasis on the role of 
brand management, social identity theory, and consumer behavior in 
shaping preferences. The review highlights variations in consumer 
preferences across different geographic and economic contexts, especially 
in emerging markets, and explores the competition between local and global 
brands. The findings offer valuable insights for both researchers and 
practitioners, shedding light on the complex drivers behind local brand 
preferences and providing guidance for enhancing market competitiveness. 
This review also underscores the importance of ethnocentrism, nationalism, 
and strategic brand management in fostering local brand loyalty. Future 
research directions are suggested to further explore these determinants and 
their implications in diverse settings. 
Keywords: consumer preference, local brand, decision making, literature 
review 

 
 

INTRODUCTION 
In today's globalized world, consumer behavior has evolved significantly, with many young consumers in 

emerging economies increasingly gravitating toward global brands. However, this shift poses potential challenges to 
local industries, particularly in developing nations where local businesses play a vital role in national economic 
development. Global brands often dominate the market, potentially stifling the growth of domestic enterprises and 
limiting opportunities for local producers to compete effectively. This trend raises significant concerns about the long-
term impact on local economies and their ability to achieve self-sufficiency. 

Governments and local businesses have recognized these challenges and responded by promoting domestic 
products to boost economic growth and reduce dependence on foreign goods. National campaigns and policies 
encouraging consumers to "buy local" aim to foster a sense of patriotism and cultural pride, which may counter the 
appeal of global brands. In this context, consumer ethnocentrism—a preference for domestically produced goods—
has become an important factor in shaping purchasing decisions. Research by Mbaga et al. (2018) and Tran (2020) 
suggests that in many emerging economies, this sense of national identity can drive consumer loyalty to local brands, 
contributing to the broader economic goals of these nations. 

While the importance of supporting local businesses has been widely acknowledged, there remains a lack of 
comprehensive understanding regarding the specific factors that influence consumers' preferences for local brands, 
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especially in different geographic and economic contexts. Existing literature often focuses broadly on consumer 
behavior but does not always address the unique variables that contribute to local brand preference. This gap is 
particularly relevant in emerging markets, where consumer behavior is often shaped by distinct cultural, social, and 
economic factors. 

This study addresses this gap by conducting a systematic literature review of 34 empirical studies published 
between 2018 and 2022. The research spans diverse countries, including China, India, and Pakistan, providing a 
comprehensive analysis of the determinants of local brand purchase intentions. By focusing on the regional nuances 
of consumer behavior, this study offers a deeper understanding of how cultural identity, emotional connection, and 
economic considerations shape consumer preferences for local brands across different contexts. 

The findings from this review are crucial not only for academic inquiry but also for local businesses seeking to 
enhance their competitiveness in an increasingly globalized market. By identifying the key drivers behind consumer 
loyalty to local brands, this study contributes valuable insights that can inform strategies for strengthening local 
industries and supporting national economic development. 

 
METHODS  
Study design 

The decision to use a systematic literature review (SLR) methodology for this study was based on its capacity 
to inform practices and policies. Additionally, SLR serves as a valuable tool for guiding future research endeavors, 
addressing questions that conventional studies may not be able to answer, and providing an opportunity to evaluate 
theories regarding the causation of phenomena. In adherence to the Preferred Reporting Items for Systematic Reviews 
and Meta-Analyses (PRISMA) guidelines, SLR was executed with diligence (Adnyana, 2023; Page et al., 2021). This 
study adhered to the fundamental principles of rigor, transparency, and replicability (Mallett et al., 2012; Pickering & 
Byrne, 2014). PRISMA was developed as a tool to aid in the systematic review process by clearly articulating the 
purpose of the review, the methods employed, and the findings obtained. 

 
Search strategy 

The search strategy employed in this study was designed to systematically identify relevant research on the 
antecedents of consumer preference for local brands. We utilized the Scopus database as the primary source for 
retrieving academic papers due to its extensive coverage of peer-reviewed literature. Our search was limited to articles 
published between 2018 and 2022 to capture the most recent advancements in this area. Boolean operators were 
employed with search terms such as "purchase intention of local brands" OR "willingness to buy local brands." Articles 
were filtered by language (English), and only those from peer-reviewed journals ranked in Scopus (Q1–Q4) were 
considered for review. 
 
Eligibility Criteria 

To ensure the quality and relevance of the studies included in this review, we established clear eligibility 
criteria. Articles were selected based on the following inclusion criteria: (1) published between 2018 and 2022, (2) 
focused on the determinants of local brand purchase intention or consumer preference, (3) empirical studies providing 
quantitative or qualitative evidence, (4) published in English, and (5) sourced from Scopus-indexed journals. Exclusion 
criteria included duplicate records, studies unrelated to consumer behavior or brand preferences, and articles without 
sufficient empirical data. 
 
Data Extraction 

For each eligible study, data was systematically extracted to ensure consistency and facilitate comprehensive 
analysis. The extracted data included the following elements: author(s), publication year, geographical context, 
theoretical framework, key variables studied, and findings related to consumer preference or purchase intention for 
local brands. Additionally, citation counts were noted to gauge the impact of the studies in the field. The data extraction 
process was conducted manually, ensuring that all relevant studies were consistently analyzed across multiple 
dimensions. 
 
Data Analysis 

The extracted data underwent descriptive and thematic analysis to identify key patterns and trends in the 
literature. Descriptive analysis involved categorizing studies by publication year, country, and research stream (e.g., 
brand management, social identity, consumer behavior). Thematic analysis was employed to synthesize findings related 
to the main determinants of consumer preference for local brands. We also examined the role of theories commonly 
used, such as brand management and social identity theory, and evaluated their impact on local brand purchasing 
decisions. The findings are presented in both narrative form and tabular format to provide a comprehensive overview 
of the research landscape. 
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RESULTS AND DISCUSSION 
The results of the literature search conducted using the Scopus database, following the PRISMA 2020 guidelines 

(see figure 1), are outlined in the selection process. A total of 107 articles were initially retrieved using predefined 
keywords. After removing one duplicate, 49 articles met the publication year criteria (2018–2022) based on automated 
filters. Additional exclusions were made for articles not ranked in the Scopus tiers (Q1–Q4), and five articles were 
excluded due to discontinuation, cancellation, or inaccessibility. Furthermore, 12 articles were removed as they were 
not directly relevant to the research focus. Ultimately, 34 articles were selected, all providing quantitative empirical 
evidence pertinent to the research topic and aligning with the criteria established for this review. 

 
Figure 1. Prisma Review Lifecycle 

Source: google image 
 
Selected articles and study characteristics 

In figure 2, Citations by Authors and Publications, there is a clear variation in the impact of individual authors 
as measured by the number of citations. Paul and Bhakar (2017) have the highest number of citations, with 68, 
reflecting the significant influence of their work within the academic community. Similarly, Souiden et al. (2018) and 
Kumar et al. (2021), with 27 and 48 citations respectively, demonstrate a strong presence in literature. Authors such as 
Chin et al. (2019), Kahraman and Kazançoglu (2019), and Srivastava et al. (2020) show moderate citation counts 
ranging from 10 to 33, indicating a respectable level of engagement with their work. In contrast, some authors, 
including Singh and Singh (2022) and Xiao et al. (2021), have fewer citations, which may be due to the recent nature 
of their publications or the ongoing development of their recognition in the field. This citation distribution reflects 
both the established influence of earlier works and the emerging impact of more recent studies, offering insight into 
the evolving academic discourse in this area. 
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Figure 2. Most cited papers identified in the systematic literature review 
Source: data processing, 2024 

 
In figure 3, the Distribution by Publication Outlet and Geography demonstrates an even distribution of studies 

across various journals, with each outlet contributing a single study. This indicates a diverse range of topics being 
published in respected journals such as Asia Pacific Journal of Marketing and Logistics, Journal of Product & Brand 
Management, SAGE Open, and Tourism Management. The geographic distribution further highlights the global 
nature of the research, with China contributing the largest share of studies, accounting for two publications, while 
other countries like Austria, the U.S., Malaysia, Turkey, and Mexico each contribute one study. This broad international 
representation reflects the comprehensive scope of research in the field, involving diverse regional contexts and 
perspectives. 

 
 

 
 

Figure 3. Distribution of studies by publication outlet and geography of sample 
Source: data processing, 2024 

 
Main Theories Used 

The studies assigned to each study stream exhibit differences, according to research findings. This is followed 
by a categorization model and an outline of the immediate antecedents of the purchasing intent of local brands. This 
research was examined and evaluated in light of the conclusions presented in this section. Various theoretical 
frameworks were employed to investigate the primary determinants of local brands' buying intentions. A significant 
amount of each theory that was u 

.0303sed was derived from summaries of the theories that were mentioned in multiple articles. According to 
our findings, the most frequently applied theory in the study was brand management theory, which was used in nine 
publications (26% of all studies). Social identity theory was applied in four articles (11.8%), consumer behavior in three 
articles (8.9%), and country of origin in two articles. 

 

 
Figure 4. Main Theory Used 
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Source: data processing, 2024 
 
Purchase Intention of Local Brand 

The first theme reviewed in this study focused on evaluating the purchase intention of local brands. Most 
studies have been conducted in emerging or developing countries. These countries include China (Chin et al., 2020; 
Dagyte-Kavoliune et al., 2021; López-Lomelí et al., 2019; Paul & Bhakar, 2018; Safeer, Zhou, et al., 2022; Sharma et 
al., 2022; Song & Kim, 2022), China and Pakistan for comparative studies (Bourdin et al., 2021; Chen et al., 2021), and 
India (Hatzithomas et al., 2021; S. Kumar et al., 2021; Liu et al., 2021; Safeer, Abrar, et al., 2022; Sardana et al., 2021; 
Srivastava et al., 2021; Verma & Naveen, 2021; Yener & Taşçıoğlu, 2021). These studies have focused on the purchase 
intention of local or global brands. Liu et al. (2021), Verma & Naveen (2021), and Yener & Taşçıoğlu (2021) adopt 
consumer behavior as the grand theory in their research. Loebnitz & Grunert (2019), Safeer et al. (2022), Sardana et 
al. (2021), and Srivastava et al. (2021) used social identity theory as the grand theory in their research. The coefficient 
of determination obtained from the regression of each model acts as a measure of the purchase intention for local or 
global brands. Studies show that the theory is applicable to developing/emerging countries. The distribution of Studies 
by Research Stream is presented in Table 3. 

 
Table 3. Distribution of Studies  

No Author(s) Year(s) Aims and Scope 

1 
Loebnitz and 

Grunert 
2019 

This study aims to answer the following questions: First, how does a 
consumer's decision to purchase a copycat brand depend on whether it 
is a local or worldwide copy? Second, the influence is felt more keenly 
by ethnocentric clients. Third, how may perceived globalness, 
consumer ethnocentrism, and the copycat approach interact to 
influence purchase intentions? Is it possible to attribute this interaction 
to schadenfreude or an established acceptance of copying strategy? 

2 Lopez-Lomelí et al. 2019 

This exploratory study's main goal was to shed light on the traits of 
different consumer groups in emerging economies by analysing their 
beliefs, attitudes, and purchasing intentions for local, national, and 
international brands. Segments were identified using consumer 
attitudes (such as materialism, ethnocentrism, and cosmopolitanism) 
and demographic characteristics (such as age and sex). 

3 López-Lomelí et al. 2019 

Although consumers are more likely to support local businesses by 
buying products created in their towns, there haven't been many 
research on corporate branding for domestic companies. This study will 
help domestic brands create corporate branding strategies by examining 
how consumers' purchasing intentions are impacted by the corporate 
image of domestic firms. 

4 Teng 2019 

Corporate branding for domestic companies has not received much 
research, despite the fact that consumers are more inclined to support 
local businesses by choosing to buy goods produced nearby. This study 
aims to support domestic brands in creating corporate branding 
strategies by examining the impact of domestic enterprises' corporate 
image on consumers' purchasing intentions. 

5 Ali et al. 2020 

Applying the concept of traditional branding constructs—brand image, 
perceived quality, satisfaction, trust, and loyalty—to a less-studied 
domain of halal brand products—halal brand image, perceived quality, 
satisfaction, trust, and loyalty—is the aim of this research. Second, the 
current research empirically validates the relationships among branding 
constructs, such as brand image, brand perceived quality, brand 
satisfaction, brand trust, and brand loyalty, in a holistic framework to 
ascertain whether these branding constructs apply to the halal brand in 
the same way as to determine purchasing intentions of Chinese Muslim 
consumers. 

6 
Dagyte-Kavoliune et 

al. 
2020 

This investigation aims to evaluate the immediate and mediated impact 
of the prominent dimensions of fit between a brand and a cause on 
consumers' propensity to purchase products associated with a social or 
environmental cause by examining cases with more versus less positive 
attitudes towards a brand and a higher versus lower social cause affinity. 
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7 Hasan and Sohail 2020 

The purpose of this research is to gain a deeper understanding of the 
elements that go into social media marketing, how those elements 
impact purchase intent, and how local and national businesses regulate 
these exchanges. 

8 Laroche et al. 2020 

This study intends to examine the consequences of adapting global 
brands to local requirements, with an emphasis on the Chinese market. 
They specifically look at the impact of three important aspects on the 
purchase intentions of Chinese customers in China and Chinese 
immigrants in North America towards worldwide businesses with 
Chinese components: cultural compatibility, authenticity of cultural 
elements, and cultural pride. they also investigate how acculturation 
affects the connection between Chinese immigrant cultural pride and 
buying intentions. 

9 Li et al. 2020 

Consumers' enthusiasm for products and services is heightened by 
recent rises in economic nationalism, which encourages companies to 
develop patriotic brand identities. This study intends to remedy this 
shortcoming by examining the influence of a positive corporate image 
on the formation of a patriotic brand image among domestic firms. 
Previous research has mainly ignored the development of a patriotic 
brand image. This study also aims to ascertain the degree to which 
consumers' purchase intentions for domestic brand products can be 
influenced by such a patriotic brand image. 

10 Slaton et al. 2020 

This study focusses on the new shop format in order to explore the 
impact of the brand experience, as defined by Brakus et al. (2009), on 
the consumer-based brand equity (CBBE) components and their 
influence on purchase intention through numerous retail channels. 

11 Srivastava et al. 2020 

In an emerging market context, this study looks at how consumers' 
propensity to purchase both domestic and foreign products is 
influenced by brand repute. It also examined three other elements that 
affect brand credibility: perceived authenticity, perceived globalness, 
and local icon status. 

12 Yener and Tasçioglu 2020 
The purpose of this study was to determine how brand names and 
product labels for different product categories are impacted by the use 
of foreign languages. 

13 Bourdin et al. 2021 

Analyse the possible ramifications in Austria and the US, two very 
different countries, to strengthen the external validity of our results and 
gauge the model's ability to forecast outcomes both internationally and 
domestically. 

14 Chen et al. 2021 
This research was designed to find out how the usage of foreign 
languages affects product labels and brand names for different product 
categories. 

15 Hatzithomas et al. 2021 

This study looks into how the perceived sustainability of a tourist 
destination affects the global visibility of companies linked with that 
destination. The study's findings support the idea that destination image 
and purchase intention are mediated by brand globalness. 

16 Kumar et al. 2021 

Based on Memery et al. (2015), this study identifies support for local 
producers, transparency, satisfaction, and demand for labeling as key 
consumer indicators. REKO's efforts to enhance transparency and 
support local farmers highlight the positive impact on satisfaction with 
local food labeling. This research examines brand love and purchase 
intention, testing the mediating role of purchase intention in these 
relationships. 

17 Liu et al. 2021 

Following a study, a framework was created to explain how consumer 
personality factors, brand COO, and sensory perceptions affect 
consumers' views of fast fashion items' quality and intents to purchase 
them. The concepts of trait activation theory and construal level theory 
are incorporated into this paradigm. 

18 Sardana et al. 2021 
There are numerous significant additions to the literature that this study 
makes. First, it improves our understanding of the factors influencing 
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individual consumption and inclinations to buy everyday household 
goods endorsed by spiritual or religious businesses. Secondly, this study 
offers significant contextualised insights into this issue in Indian society, 
which is representative of the socioeconomic changes taking place in 
other developing nations. Third, this research provides theoretical 
explanations for the variables affecting customers' propensity to make 
purchases. 

19 Sekhar et al. 2021 

The principal aim of this study is to investigate the impact of brand 
reputation on customers' inclination to buy organic food. Additionally, 
the study seeks to identify how consumer value mediates this 
relationship and how customer ethnocentricity modifies it. 

20 Sharma et al. 2021 

This study looks at the relationship between normative community 
pressure, perceived brand credibility, and purchase intention, and how 
perceived value acts as a mediating factor. It also explores the role of 
spiritual leaders as brand endorsers and celebrity business founders. 

21 Song and Kim 2021 

The current study focusses on four key elements of long-standing 
restaurants: customer experience (nostalgic experiences), brand 
evaluation (authenticity), brand legacy as a brand signal, and behavioural 
consequences (intention to purchase). 

22 Srivastava et al. 2021 
The purpose of this study is to investigate how consumer 
cosmopolitanism affects consumers' opinions and inclinations to buy 
both domestic and foreign brands. 

23 Verma and Naveen 2021 
Partial least squares structural equation modelling is used in this study 
to model the many elements that affect customers' purchasing decisions 
in order to investigate the causal relationship between them. 

24 Xiao et al. 2021 

Research on saturation has mostly ignored it thus far in favour of 
focussing on colour. According to a recent study, companies may be 
able to improve their reputation and build stronger relationships with 
customers by using highly saturated colour logos. 

25 Chen et al. 2022 

This study's main goal was to examine the interactions between four 
important variables: the perception of the location's tourist value, the 
destination brand, the image of souvenir food, and purchase intention. 
It was proposed that perceptions of souvenir food had a major impact 
on perceptions of tourist value and destination brand, which in turn 
influence purchasing decisions. The mediating roles of perceived tourist 
value and destination image were also investigated in this study. It was 
discovered that the evaluation of destination brands and destinations is 
substantially influenced by both the destination image and the 
destination food image, which is consistent with earlier study on 
destination marketing. 

26 Safeer et al. 2022 

This study takes a formal approach in examining how customer 
behavioural intentions are impacted by perceived brand localness and 
perceived brand globalness, as well as the impact of brand authenticity. 
Additionally, the study looks at how brand familiarity and uncertainty 
avoidance work as moderators in emerging markets like Pakistan and 
China. The study specifically looks into how these factors affect 
consumers' perceptions of price premiums, word-of-mouth 
recommendations, and purchase intentions. 

27 Safeer et al. 2022 

Considering the questions raised above, we try to give thorough 
answers. In particular, we aim to answer the following questions: To 
what degree do consumers' views of a brand's local and global character 
influence brand attitudes and consumer behavioural intentions (PI, PP, 
and WOM) towards local and international brands? Furthermore, what 
is the impact of consumers' view of the brand's local and global nature 
on CET in emerging markets, and how does this impression function 
as a bridge between CPBG, CPBL, and brand attitude? Moreover, how 
does brand attitude affect the relationship between CPBL, CPBG, and 
customer behavioural intents in emerging markets? 
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28 Singh and Singh 2022 
The purpose of this study is to investigate how consumer-brand metrics 
and telephones are related, and how brand attitude and perceived utility 
function as mediating factors. The tone of the research is formal. 

29 Paul and Bhakar 2017 

This study's primary goal was to determine how IC, AE, ATA, ATB, 
and PI relate to one another in a developing nation and to the results 
of investigations carried out in developed nations. Furthermore, we 
want to determine how gender and brand function in relation to all of 
the previously specified study factors. 
 

30 Souiden et al. 2018 

This essay looks at ethnocentrism and hostility in the unique setting of 
two societies that are similar in terms of geography, ethnicity, history, 
and culture. It specifically looks into the connections between Taiwan 
antagonism and Chinese ethnocentrism. Subsequently, the impact of 
these two characteristics on Chinese consumers' purchase intent and 
impression of Taiwanese brand quality is examined. 

31 Venter et al. 2018 
This study uses brand experience and attitude as mediators to examine 
how consumers' intentions to purchase fashion products are influenced 
by the shop environment. 

32 Chin et al. 2019 

This study looks at how customers' perceived significance (PI) of 
products offered by Malaysian clothing brands is affected by the 
reputation of the brand and endorser. The study also looked at the 
interactions between attitudes about BC (ABC) and the brand (ABC). 

33 Jiang et al. 2019 

In order to investigate the effects of ethical and moral antecedents 
(integrity, moral judgement, extrinsic religiosity, intrinsic religiosity, and 
ethical concern) on attitudes towards counterfeit luxury items, this 
study expands on the theories of reasoned action and planned 
behaviour. Additionally, it gauges the impact on attitudes towards 
intention to purchase. 

34 
Kahraman and 

Kazançoglu 
2019 

Analyse customer views on naturalness claims by comprehending the 
ideas and influences that shape their opinions. 

Source: data processing, 2024 
 
Antecedents of Purchase Intention of Local Brand 

The second theme under scrutiny in this research pertains to the determinants of purchase intentions for local 
brands. In particular, the examination of both external and internal factors, such as brand perception and brand image, 
is of utmost importance for understanding their influence on consumers’ purchase decisions (Bourdin et al., 2021; De 
Villiers et al., 2018; Lopez-Lomelí et al., 2019; López-Lomelí et al., 2019; Safeer, Abrar, et al., 2022; Safeer, Zhou, et 
al., 2022; G. Singh & Singh, 2022). Some studies have explored the influence of brand authenticity (Safeer, Zhou, et 
al., 2022; Song & Kim, 2022; Srivastava et al., 2021), brand credibility (Chin et al., 2020; Sekhar et al., 2022; Srivastava 
et al., 2020), and brand loyalty (Hasan & Sohail, 2021; Slaton et al., 2020). 

Previous studies have investigated the mitigating influence of ethnocentrism on the intention to purchase local 
brands (Li et al., 2020; Liu et al., 2021; Verma & Naveen, 2021). Research has focused on other aspects of brand 
management theory, including brand expertise, brand familiarity, brand origin, and the utilization of brands as social 
signaling instruments (Dagyte-Kavoliune et al., 2021; Safeer, Abrar, et al., 2022; Safeer, Zhou, et al., 2022; Sekhar et 
al., 2022; Souiden et al., 2018; Xiao et al., 2021). Regarding the country chosen as the sample setting, 56% of the sample 
focuses on developing countries, while 44% of the sample focuses on developed countries. Meanwhile, this study 
identified six theories applied to explain the purchase intention of local brands: brand management, consumer 
behavior, consumer culture positioning theory, country of origin, social identity theory, and theory of reasoned action. 
Although the results were mixed, a substantial correlation between these variables and local brand purchasing 
intentions has been discovered (Firdaus & Kusdibyo, 2021; Hasan & Sohail, 2021; Kumar et al., 2009; Tran, 2020; Yu 
et al., 2021). 
 
Implications 

The antecedent of a local brand's purchase intention refers to a factor or condition that influences a consumer's 
intention to purchase a product or service from a local brand. The factors that precede it can vary depending on the 
cultural, economic, and social context, resulting in a customer’s decision. In general, the antecedents of local brand 
purchase intent are mediated by small things that can have a large impact, including the existence of a cultural identity 
that makes consumers more likely to buy local brands if they have a strong cultural or national identity. This sense of 
belonging can give rise to a preference for products associated with their culture or country. 
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Furthermore, the perception of the quality of a local brand or the services offered by a local brand is a significant 
factor in increasing the confidence of consumers who buy the brand. The existence of feelings of patriotism, trust and 
familiarity, price and value of a product, social and environmental responsibility, e-WOM, cultural and symbolic 
associations, perceptions of innovation, economic factors, marketing and promotion, and availability and accessibility 
are triggers of local brand purchase intentions. The better the service provider handles this predisposition, the more 
likely the antecedent of local brand purchase intent will increase. This review provides a comprehensive, evidence-
based perspective on the predispositions that influence the purchase intent of local brands. 

 
CONCLUSION 

This study presents a systematic review of the literature on the determinants of consumer preferences for local 
brands, drawing on 34 empirical articles published between 2018 and 2022. The findings highlight the significance of 
various factors influencing local brand purchasing decisions, including brand management, social identity, cultural 
relevance, and consumer behavior. While brand management theory was the most commonly applied framework, 
other theories, such as social identity theory and consumer culture, also played critical roles in understanding local 
brand preferences, especially in emerging markets. 

The review also revealed that consumer preferences for local brands are shaped by both internal factors, such 
as personal identification with a brand, and external factors, like cultural associations and marketing strategies. 
Moreover, the importance of ethnocentrism and nationalism emerged as pivotal in driving local brand loyalty, 
particularly in developing countries. These insights offer valuable implications for both academics and practitioners 
seeking to understand or influence consumer behavior toward local brands. 

Despite the comprehensive scope of this review, several limitations must be acknowledged. First, the study 
only included articles published in English and indexed in the Scopus database, which may exclude relevant studies 
from other databases or in different languages. Additionally, the review was limited to a five-year period (2018–2022), 
potentially overlooking earlier foundational research that could provide a more holistic understanding of the topic. 
Another limitation lies in the focus on quantitative empirical studies, which may neglect rich qualitative insights that 
could offer a deeper exploration of consumer motives and attitudes. 

To build upon the findings of this review, future studies should consider expanding the scope beyond Scopus-
indexed and English-language journals to include a more diverse range of research sources. Incorporating qualitative 
studies could also enrich the understanding of the emotional and cultural nuances behind local brand preferences. 
Additionally, further exploration of how local brands can leverage digital marketing and social media to enhance 
consumer engagement, particularly in the context of global competition, would be valuable. Comparative studies 
between local and global brands across various cultural and economic settings could also offer deeper insights into the 
determinants of consumer brand preferences in different markets. 

This review lays the foundation for future research to explore the complex factors driving local brand 
preferences and provides practical insights for local brands aiming to enhance their market competitiveness. 
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