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ABSTRACT

In the context of economic globalization and intensified market competition,
public sentiment has become a critical consideration for multinational enterprises
(MNESs) in their decision-making processes. Public sentiment refers to the
collective opinion or attitude of society toward a specific topic. In the global
business environment, MNEs must consider and respond to local public sentiment
when implementing localization strategies to enter new markets. This study
employs a mixed-methods approach, combining qualitative and quantitative
analyses, to deeply explore how public sentiment influences the localization
strategies of enterprises. First, using grounded theory and case analysis, a
theoretical model was developed to analyze the localization strategies adopted by
MNE:s in foreign markets and their influencing factors. The study discusses how
these strategies respond to different market environments and concludes that public
sentiment, as an informal institution, significantly impacts MNEs’ localization
strategies. Subsequently, the study employs experimental methods to examine the
effects of different public sentiment tendencies on the localization of marketing
communication strategies and the moderating role of product country image. The
experiment utilizes a 2 (public sentiment tendency: negative vs. positive) x 2
(product country image: negative vs. positive) between-subjects factorial design.
Through random grouping and scenario simulation, the experiment validates the
significant influence of public sentiment and product country image on brand
localization strategy decisions. The results reveal that negative public sentiment is
more likely to drive companies to adopt localization strategies compared to positive
sentiment. Moreover, the study identifies the mediating role of legitimacy pressure
in the relationship between public sentiment, product country image, and brand
localization strategies. A moderated mediation analysis reveals that the mediating
effect of legitimacy pressure in the public sentiment-localization strategy
relationship is moderated by product country image. When the product country
image is positive, the influence of public sentiment on localization strategies via
legitimacy pressure is significant; however, when the product country image is
negative, this influence is not significant. These findings provide theoretical
foundations and practical guidance for companies to develop effective localization

strategies in new markets.
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