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ABSTRACT
The rapid growth of the smartphone industry in Indonesia has posed significant challenges for local brands in confronting the dominance of global players. This study aims to identify and categorize the branding strategies adopted by Indonesian local smartphone brands to strengthen their competitiveness in the domestic market. Through a literature review and the development of a conceptual framework grounded in positioning theory and customer value theory, this research classifies local branding strategies into six main approaches: Cost Leadership, Value Branding, Innovation Focus, Emotional Branding, Functional Differentiation, and Aspirational Branding.
Each approach possesses distinct characteristics that reflect adaptation to market dynamics and increasingly complex consumer behavior. Cost leadership relies on affordability, while innovation focus and emotional branding emphasize differentiation through technological advancement and emotional engagement. The findings suggest that local brands must integrate emotional value, service innovation, and aspirational positioning to foster sustainable consumer loyalty, rather than relying solely on price advantages.
This study makes a theoretical contribution to the branding strategy literature in developing markets and offers practical implications for local brands in designing adaptive positioning strategies. However, as a conceptual study, it requires further empirical validation. Future research is encouraged to test this strategic typology through quantitative or qualitative methods to deepen understanding of the relationship between brand strategy and business performance among local smartphone brands in Indonesia.
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1 Introduction
1.1 Background of Study
The smartphone industry in Indonesia has experienced rapid growth, with ownership exceeding 66% of the population, making Indonesia the fourth-largest smartphone market in the world (Prihananto et al., 2024). This phenomenon has led to the entry of numerous global brands such as Apple, Samsung, Xiaomi, and Oppo, thereby intensifying market competition. Meanwhile, local Indonesian brands like Advan, Evercoss, Luna, and Mito must strive to maintain their existence amid the onslaught of innovation and the branding power of global players (Salma et al., 2021).
The increasing complexity of the smartphone market forces local brands to compete not only on price but also in terms of brand equity and brand positioning (Shrestha et al., 2023). Prihananto et al., (2024) found that although brand positioning and brand image have been widely studied for global brands like Samsung and Apple, there is a lack of research specifically classifying the brand strategies of local Indonesian smartphone brands. This creates a significant challenge for local brands in their efforts to find a niche in a highly competitive market. The role of marketing strategies, particularly digital marketing, is also becoming increasingly crucial in maintaining the position of local brands and improving consumer perception of brand value through omnichannel and personalized communication (Tam & Lung, 2025).
Furthermore, consumers’ smartphone choices today are increasingly influenced by emotional factors and social proof, rather than just technical specifications (Kim et al., 2020). Many local brands still rely heavily on low-price positioning without developing emotional value and brand image differentiation (Sudirjo et al., 2023). In fact, brand trust and brand satisfaction significantly affect long-term consumer loyalty, beyond merely pricing factors (Christyawan & Sukresna, 2020).
Based on this background, it is essential to systematically classify the branding strategies of local Indonesian smartphone brands, encompassing a variety of approaches ranging from cost leadership to emotional branding. Such strategic mapping is expected to help local brands more effectively design positioning and marketing plans that are aligned with current market dynamics.

2 Literature Review
2.1 Definition of Brand Strategy
Brand strategy plays a crucial role in shaping a brand’s identity and positioning direction in the market. Boughton (2025) states that an effective brand strategy functions as a tool to consistently convey a company’s core values to consumers, foster positive associations, and build long-term loyalty. 
In modern contexts, brand strategy is not only centered on external communication but also on building a holistic consumer experience. For instance, property developers in Vietnam have integrated emotional, functional, and social values in their branding strategies to strengthen consumer relationships (Ngoc & Tien, 2022). This aligns with Dubbelink & Herrando (2021), who argue that the use of social media as part of brand strategy has become increasingly important in enhancing brand equity—especially in unstable market conditions such as during the pandemic. Robertson et al., (2022) introduced the concept of masstige brand strategy, referring to efforts by brands to deliver a sense of luxury while remaining accessible to the mass market. This approach illustrates that today’s brand strategies are no longer linear, but rather adaptive to the evolving expectations of diverse consumer segments. 

2.2 Cost Leadership vs. Emotional Branding
Cost leadership is a competitive strategy that focuses on achieving cost advantage through operational efficiency, process innovation, and strict resource management. In the context of technology-based products and services, cost leadership is highly effective for overcoming commoditization pressure and expanding market share through competitive pricing (Wirtz, 2020). This strategy encourages firms to reduce costs without compromising essential quality, thereby enabling them to sustain profit margins in competitive markets.
Today, many companies combine cost leadership and emotional branding strategies to strike a balance between affordability and emotional value. Long-term competitive success is achieved when a brand can maintain cost advantage while also enriching the consumer’s emotional experience (Jerab & Mabrouk, 2023). However, Ali & Anwar (2021) caution that relying solely on one approach—whether cost-based or emotion-based—can limit competitiveness in dynamic markets, thus necessitating the adaptation of both strategies.

2.3 Value Branding, Innovation Focus, Service Excellence
Cost leadership is a competitive strategy that focuses on achieving cost advantage through operational efficiency, process innovation, and strict resource management. In the context of technology-based products and services, cost leadership is highly effective for overcoming commoditization pressure and expanding market share through competitive pricing (Wirtz, 2020). This strategy encourages firms to reduce costs without compromising essential quality, thereby enabling them to sustain profit margins in competitive markets.
Conversely, emotional branding focuses on building emotional connections between the brand and its consumers, going beyond the functional value of the product. Emotional branding is pivotal in strengthening brand loyalty by fostering deep psychological ties through storytelling, user experience, and symbolic associations (Bian & Haque, 2020; Ghorbanzadeh & Rahehagh, 2021).

2.4 Previous Study on Local Brand Strategy
Academic attention to local brand strategies in the technology sector—particularly smartphones—has grown in recent years. Local technology firms must adopt performance-based innovative strategies to build sustainable competitive advantage, especially in the face of global brand dominance. Their study underscores the importance of product innovation, strategic flexibility, and adaptation to local consumer preferences as foundations for building brand equity (Farida & Setiawan, 2022). 
Khanom (2023), in her study on digital marketing in the social media era, emphasizes that local tech companies must effectively manage brand engagement on digital platforms to strengthen consumer relationships. Meanwhile, Steenkamp (2020) research on global brand building highlights the unique challenges faced by local brands in maintaining brand identity amid intense digital globalization.


3 Conceptual Framework
Positioning theory in marketing emphasizes the importance of creating a unique perception in the minds of consumers regarding a brand in comparison to its competitors (Okeyo & Eric, 2020; Rua & Santos, 2022). Customer value theory complements the positioning concept by focusing on consumer perceptions of the benefits received relative to the sacrifices made. 
Rintamäki & Saarijärvi (2021) developed an integrative framework linking value propositions to customer value creation, emphasizing that brands must consistently deliver functional, emotional, and social value. On the other hand, value-oriented approaches have become a key strategy for building customer loyalty in the modern competitive landscape (Valentyna et al., 2023). In the context of digital and green marketing, Gong et al., (2022) highlight that green brand positioning and green customer value are important predictors in purchasing decisions among environmentally conscious consumers. 
The typology approach enables a more systematic analytical framework for understanding the variation of strategies across companies within an industry. Typologies are especially useful for identifying common patterns and differentiating strategies based on cost leadership, differentiation, or emotional branding (J. E. M. Steenkamp, 2023). By developing meaningful categories—such as price-value focused brands, innovation-driven brands, or emotion-based brands—research can offer strategic guidance to companies in selecting the most suitable competitive path. 
 
3.1 Conceptual Framework for Local Brand Strategies
To better understand the strategic branding dynamics adopted by local Indonesian smartphone brands, it is crucial to formulate a conceptual framework that systematically classifies various branding approaches. This model must be able to ensure that the construction must meet the structure, form, content, and have meaning with parameters that are limited to certain measures in decision making (Husain, 2019). This framework integrates positioning theory and customer value theory as guiding models for local brands to improve their competitiveness in the domestic market.
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Figure 1
Conceptual Framework


4 Typology 
4.1 Branding Strategy
Intense competition in Indonesia’s local smartphone industry compels domestic brands to adopt various creative and adaptive branding strategies. Based on the previously developed conceptual framework, local brand strategies can be classified into six main categories:
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Cost Leadership
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Emotional Branding
Innovation Focus
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Figure 2
Smartphone Branding Strategy Typology in Indonesia
Cost Leadership focuses on offering affordable products without compromising basic quality (Oskooei, 2024). Brands like Advan leverage production scale to reduce costs and deliver competitively priced entry-level smartphones. The strength of this approach lies in its broad market reach.
Value Branding emphasizes an optimal balance between price, features, and service to a rational consumers, while the main challenge is the risk of price wars among competitors (Jovanovska, 2020). Evercoss, for example, attempts to position its products as “value-for-money” in the lower-middle segment.
Innovation Focus prioritizes technological superiority, whether in product features or digital services. It targets early adopters but requires significant R&D investment (Luan, 2022). Brands such as Luna and Axioo attempt to differentiate themselves through innovations in camera quality, battery durability, and AI-based app integration.
Emotional Branding aims to build emotional attachment with consumers through storytelling and cultural identity. local brands that can evoke national pride or local cultural values are more likely to cultivate emotional loyalty. However, this strategy is vulnerable to shifts in consumer emotional trends.
Functional Differentiation focuses on excelling in specific functional aspects, such as durability or after-sales service. It is commonly applied by newer brands that claim superiority in areas like battery life, warranty, or screen protection (Osmanoglu et al., 2024).
Aspirational Branding is pursued by local brands seeking to create a premium brand image comparable to global players like Samsung or Apple. While still locally based, these brands aim to deliver an elevated brand experience, as seen in product lines like Luna Prime Series.

4.2 Strategy Categories
The following table summarizes the key strategy types, their main characteristics, and representative local brands for each approach. The typology is based on the core traits of each strategic orientation. Each strategy reflects a distinct branding philosophy—ranging from price-focused and feature-based to innovation-driven, emotionally anchored, functionally unique, and premium-aspirational.

Table 1
Smartphone Strategy Categories
	Strategy
	Main Characteristic
	Example

	Cost Leadership
	Low price, basic functionality
	Advan

	Value Branding
	Optimal price-feature-service mix
	Evercoss

	Innovation Focus
	Advanced technology, standout features
	Luna, Axioo

	Emotional Branding
	Emotional bonding, cultural storytelling
	Advan (kampanye lokal)

	Functional Differentiation
	Specific feature excellence (e.g., durability)
	Luna

	Aspirational Branding
	Local brand with premium/global image
	Luna Prime Series


Sumber: diadaptasi dari (Ahmed, 2024; Nainggolan & Putri, 2024; Oskooei, 2024;
	Osmanoglu et al., 2024)


5 Discussion
This conceptual study contributes significantly to the marketing and consumer behavior literature, particularly in the context of emerging markets such as Indonesia. By classifying the brand strategies of local smartphone brands into six main categories, this research enriches our understanding of how domestic brands adapt positioning theory and customer value frameworks to build competitiveness.
Moreover, the study opens new discourse on the importance of emotional branding and aspirational branding for local brands, which have historically relied more heavily on cost leadership strategies. The typology developed in this paper extends traditional consumer behavior models. It demonstrates that consumer decision-making is not solely based on price or features, but also influenced by emotional value, social identity, and aspirational expectations toward a brand.
The strategies of Indonesian local smartphone brands must become more adaptive and segmented. Relying solely on cost leadership is insufficient to maintain consumer loyalty, especially as today’s consumers are increasingly discerning and value emotional and experiential aspects of their purchasing decisions.
Local brands need to enrich their strategic approach by building brand equity based on user experience, emotional resonance, and innovation tailored to local needs. Furthermore, differentiation should not be limited to pricing alone but also include clear positioning and a high-perceived customer value. In competing against global brands known for innovation and prestige, local brands can win market share by emphasizing functional differentiation and culturally-rooted storytelling, which enhance their relevance and growth potential in the domestic market.



6 Conclusion
The branding strategies of local Indonesian smartphone brands can be classified into six main categories: Cost Leadership, Value Branding, Innovation Focus, Emotional Branding, Functional Differentiation, and Aspirational Branding. Each strategy represents the adaptive response of local brands to shifts in consumer behavior and increasing competition with global brands. The conceptual framework developed in this paper provides a more systematic mapping of the strategic pathways available to local brands in their efforts to build sustainable competitiveness.
To strengthen the findings of this conceptual paper, future research should involve empirical verification through both quantitative and qualitative studies. Follow-up research could include consumer surveys to test the validity of the strategy classification, behavioral analyses of purchasing decisions, and the examination of relationships between branding strategies, consumer loyalty, and perceived value.
This study could also be expanded by analyzing the link between branding strategies and the actual business performance of local brands. In addition, longitudinal studies on the evolution of local smartphone brand strategies over time would be valuable in tracking how local players adapt to technological trends, changing consumer preferences, and global competitive pressures.
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