
Topic 4

Catering for the social and
cultural environment of
international marketing

Presenter
Presentation Notes
The focus on globalisation can lead to the assumption that rapid developments in communication and rising incomes will result in a common culture worldwide. However, this does not mean that the product is viewed the same way by consumers in all cultures, even with global brands that are available in a multitude of countries. Knowledge of the culture is essential to understanding the meaning attributed by customers to firms’ international marketing efforts. Whether buyers accept or reject a marketing offering will be determined to a large extent by the cultural influences impacting on their cognitive, affective and connotative behaviour. Often, culturally determined preferences or reactions to a foreigner’s approach will override what Australians and New Zealanders think is rational economic decision-making. To understand this behaviour and its impact on the decision-maker the subtleties and dynamics of culture must be understood. However, the concept of culture is undergoing change as expanding networks of interpersonal communication, stimulated by the growth of sophisticated communications technology, have altered the traditional static territorial notions of culture and caused greater interchange linkages between cultural groups (see Craig and Douglas 2006, p.323). 



Learning Objectives

• Explain the impact of culture on international marketing
• Apply key cultural concepts when evaluating international 

marketing situations
• Evaluate the ways in which cultural differences impede 

international communication
• Undertake cross-cultural analysis and comparison
• Recognise the need for cultural sensitivity when preparing for and 

conducting international negotiations



Introduction

• Culture transcends national boundaries

• Knowledge of the culture is essential for effective decision making 
in international marketing

• Concept is undergoing fundamental change

• Sophisticated communications technology is altering traditional 
notions of culture

Presenter
Presentation Notes
Key NotesInstructors should emphasise the point that globalisation does not necessarily mean the diminishing importance of culture in international marketing.



What is culture?

No single accepted definition of culture

Indicative definitions of culture:

• ‘Culture is the total way of life in a society’ (Fletcher, 1979)

• Culture is the collective programming of the mind (Hofstede, 
1980)

Presenter
Presentation Notes
Culture is the glue that binds groups together. There appear to be two broad dimensions of culture: that it is learned that it is shared. 



Why is Culture important?

Multicultural publics

• Internal / External 

• Styles of thinking – communicating

Increasing globalisation

Mobile populations

Presenter
Presentation Notes
Understanding culture and its impact on how people think, act and feel is important in every aspect of international marketing. It is also critical in daily life in Australia, and many other nations due to the variety of the publics or stakeholders for organisations.Why in Australia? We have a very multicultural society and any manager will need to understand how to deal appropriately with internal stakeholders (employees, owners) and external (suppliers, distributors, the broader community) who may have very diverse cultural backgrounds.In particular, culture affects one’s style of thinking and communicating.This need for understanding is also a result of increasing globalisation, with a need to communicate with buyers and suppliers from many corners of the world.There is also an increasingly mobile world population, with people travelling between nations for business or leisure, with whom we may need to communicate.



Aspects of culture

Culture encompasses a number of broad 
dimensions. Culture is:

• Prescriptive
• Learned
• Dynamic
• Subjective
• Shared

Presenter
Presentation Notes
Kroeber and Kluckhohn (1952) found 164 definitions of culture with common characteristics, some of which include: culture is prescriptive – it tells members what is appropriate behaviourculture is learned – we are not born knowing the elements of our culture, we absorb it formally and informally from living in that societyculture is dynamic – it is not static, there are changes in some elements of a culture over timeculture is subjective – when you are a member of a culture, it is difficult to assess or define it.Culture is also a shared phenomenon – it is a group concept



Aspects of culture

Three key elements of culture:

• Language and communications systems

• Material culture and artefacts

• Values and belief systems

Presenter
Presentation Notes
Craig and Douglas (2006, p.324) argue that culture has three elements:Language – possibly the most obvious difference between cultures and we will talk much more about communication a little later.Material culture – this is the physical manifestations of a culture and includes art, architecture, food, dress and many other elementsValues and belief systems are an integral part of a cultural ecosystem. This does not mean that every member believes exactly the same things or to the same intensity. However, certain values and beliefs will be common through the majority of the culture.



Culture as a collective fingerprint

A mark of identity not superiority

It is dynamic in nature

There exists resistance to change

Elements of culture impact differently on different 
aspects of the marketing program

Presenter
Presentation Notes
Culture can be seen as a form of identity or a collective fingerprint. Differences do not inherently mean one is right or better and another is wrong.There are many elements of culture and each can have varying levels of impact on how we develop and implement a marketing plan within that culture.



Elements of culture

To understand stakeholders you need to understand their 
cultural heritage, which has developed over time

Need to study the elements of culture
• Material culture: technology and economics
• Social institutions: concerned with the way people relate to each 

other
• Relations with the universe: religion, superstition, and impact on 

value systems
• Aesthetics: activities and art forms
• Language: differ in the way they convey meanings

Presenter
Presentation Notes
The key elements of culture that need to be investigated for their impact on our marketing plans are outlined here, and explored in more depth in the text.Material culture This element consists of both technology (techniques required to produce goods) and economics (related to the level of demand for certain goods and services).Social institutions Social institutions include family, educational providers, political parties and social organisations. It considers how people relate to each other within or outside certain groups. Relations with the universe This element may include religious beliefs, symbolic meanings and superstition. Religion is one of the most sensitive elements of culture. Aesthetics Aesthetics include art, music, drama and dance, all of which play a role in interpreting symbolic meanings in each culture. Language Language shapes people’s view of the world and provides a basis by which people of a culture not only communicate within that culture but also outside that culture. 



Core of Culture

Presenter
Presentation Notes
This diagram is one way to picture cultures when beginning the process of understanding them.It begins with the core of Values which are expressed in a number of ways and which carry a particular meaning recognisable only to those who are member of the culture. These include:symbols – including words, gestures, objects and picturesheroes – persons (either alive or dead) who possess qualities which are highly prizedrituals – collective activities which are essential elements of social activities (e.g. ceremonies, ways of greeting and sporting events).



Core of Culture

Values are broad tendencies to prefer a certain state of 
affairs over others

• Terminal values

• Instrumental values

Intrinsic

Resistant to change

Priorities accorded to values vary

Rokeach (1973)

Presenter
Presentation Notes
Values are the core at the heart of culture. They are the basis for our thoughts, beliefs, attitudes and actions.The two key forms of values are:From Rokeach (1973) Understanding Human ValuesTerminal values: beliefs about desired end states (e.g. Freedom, comfortable life, mature love)Instrumental values: beliefs about desired modes of action e.g. being independent, honest or ambitiousIntrinsic – they are built into us as we grow up in a culture. They are rarely taught formallyThese values are the parts of a culture that are most resistant to change, enduring for centuries. However, members of a culture will have different intensities with which they hold those values. For example, Australian culture could appear sport-obsessed, but an individual may have very little interest in athletic pursuits.



Australian Culture

Symbols
• AFL, slang, Uggs, Stubbies

Heroes
• Australian of the Year

• Achievement – not money or power

Rituals
• BBQ, sundowner, shouts, Australia Day

Values
• Honesty, loyalty, mateship, equality

Presenter
Presentation Notes
Using Australia as an example, here are illustrations of the levels in the ‘onion’ diagram from the earlier slide.



Heroes
2014 Adam Goodes Footballer
2013 Ita Buttrose Publisher
2012 Geoffrey Rush Actor & film producer
2011 Simon McKeon Social Entrepreneur
2010 Professor Patrick McGorry Mental health expert
2009 Professor Michael Dodson AM Indigenous leader
2008 Lee Kernaghan OAM Musician
2007 Professor Tim Flannery Environmentalist
2006 Professor Ian Frazer Medicine
2005 Dr Fiona Wood Medicine 
2004 Steve Waugh Cricketer
2003 Professor Fiona Stanley AC Medicine 
2002 Patrick Rafter Tennis player
2001 Lt General Peter Cosgrove AC MC Military
2000 Sir Gustav Nossal AC CBE FAA FRS Medicine 
1999 Mark Taylor Cricketer
1998 Cathy Freeman Athlete

Presenter
Presentation Notes
Who are Australia’s heroes? A glance at the list of Australian of the Year indicates some of the people and professions that are seen as praiseworthy by the Australian people. While there are some sportspeople, there are also innovators and contributors to society in other fields.



The impact of culture on international 
marketing

Knowledge
• Factual or interpretive 

Sensitivity
• View cultural nuances objectively

Collectivism
• Role in decision making

Social conventions
• Reflection of culture

Cognitive styles
• Loyalty, involvement, risk

Presenter
Presentation Notes
Knowledge of another culture can be factual or interpretive. For example, knowing the ethnic groupings in a country and their relevant political links (and thus spheres of influence) is factual knowledge. Interpretive knowledge is based on feelings and intuition.Sensitivity Cultural sensitivity involves being aware of the nuances of different cultures and having empathy towards those cultures. Collectivism In a collectivist culture, group norms and behaviours are more common than individualistic expression or behaviour. This behaviour impacts on consumer decision-making for many varied products. Social conventions Social conventions are, amongst other things, related to levels of expenditure for certain occasions, eating and diet and dining habits exhibited in overseas nations.Cognitive styles This concept relates to brand loyalty and the degree to which a nation’s culture influences the likelihood that consumers in that nation switch brands. Similarly, cognitive styles also relates to the perception of risk associated with buying, owning and using products.



Cultural universals

Some common traits in all cultures include:

• Human nature: people are inherently good or bad

• Man-nature orientation: people either wish to dominate, 
submit or cooperate

• Time orientation: people make decisions based on the past, 
present or the future

Presenter
Presentation Notes
While there are many differences in culture, there are also universal tendencies. These tendencies can be put into three elements:physical world – such as the desire to look beautiful or to keep track of timesocial environment – such as the desire to cooperate, to be a member of a group or to differentiate a group according to statusemotional setting – such as courtship, religious observance or mourning. It is these universal tendencies that marketers need to target as it enables us to reduce the impact of culture on our plans.



Cultural universals (cont.)

Relational orientation: 
• in their relationships with each other, people are either 

individualistic, have a group orientation or take hierarchy into 
account

Activity orientation: 
• people are either passive and accepting or focus on changing 

and evolving or concentrate on getting things done



Levels at which culture operates

Global level 
• created by global networks and institutions that cross national 

and cultural borders

National level 
• values are reflected in the values on which laws and institutions 

are based

Industry level
• values and norms of industry

Organisational level 
• affects negotiations with firms rather than individuals and is 

based on the patterns of assumptions developed by the firm

Individual level

Presenter
Presentation Notes
Culture is not a singular concept in that an individual’s thoughts, feelings and actions could be influenced by any or all of these levels of culture.Global culture is difficult to define, but is illustrated in the global institutions such as the United Nations, International Criminal Court, or World Health Organization which follow values seen to be appropriate by all.National culture – the definition with which most of us would be familiarIndustry – certain industries have accepted practices and ways of thinking that are common no matter in which countries they do business. Think about the movie industry, mining industry, education and the similarities that occur in how organisations in those industries work around the world.An organisation can have its own culture – its own way of doing things. Think of McDonalds, or Google or a government department…Individuals that are raised in the same culture will have different experiences, personalities and influences. This means that their values may not be identical and thus culture can be measured and evaluated at an individual level.



Cultural concepts and cultural differences

Maslow’s hierarchy of needs
• impacts on how consumers respond to cultural stimuli

Self-reference criterion
• develop awareness

Context and culture
• verbal versus non-verbal cues

Psychic distance
• factors that differentiate the foreign market from the home 

market

Presenter
Presentation Notes
Some key concepts that will help us in learning about culture and its impact on our international marketing. Most are explained further on the following slides.Self-reference criterion (SRC) refers to evaluation of foreign nation’s cultures using one’s own domestic culture as a basis for comparison. You could say that this is the set of lenses in our glasses through which we assess other cultures. An untrained investigator may then misinterpret what they find about another culture. To reduce the impact of this factor on our planning, Lee (1966) developed a four-step systematic framework which can be adapted to an individual situation as follows:define the problem or goal in terms of your home market’s cultural norms, habits and traitsdefine the problem or goal in terms of the cultural norms, habits or traits in the international marketisolate the SRC element in the problem and examine it carefully to see how it complicates the problem and its interpretationredefine the problem without the SRC influence and proceed to solve the problem in the foreign market or negotiation.



Maslow’s Hierarchy of Needs

West Asia
Self-actualisation Status

Prestige Admiration

Belonging Affiliation

Safety Safety

Physiological Physiological

Maslow’s model has been used by international marketers to 
appreciate how consumers in different countries behave in 
response to cultural stimuli.

Presenter
Presentation Notes
Many of you have heard of this model before. The importance here is that these needs are not identical across cultures, and become more different as we get higher in the hierarchy.Maslow’s Hierarchy of Needs has been used to explain the ascending levels of needs that consumers have.  The higher the level of needs (especially those involving emotion and cognition), the more open to cultural influences they tend to be.Although culture can have an impact on needs at all levels, its impact tends to be greater where higher order needs are involved - needs which involve emotion and cognition. Among the collectivist cultures of Asia, the idea that personal needs are the highest level of need would be neither readily accepted nor positively regarded by others. Indeed, the emphasis on achieving independence, autonomy and freedom characteristic of Western cultures is strikingly absent from Asian cultures. In the Asian context, the highest level of satisfaction is not derived from actions directed at the self but from the reactions of others to the individual. Therefore, a more accurate hierarchy of needs in the Asian context is one that eliminates the personally directed self-actualization need and instead emphasizes the intricacies and importance of social needs. The social needs of belonging and prestige can in fact be broken down into three levels: affiliation, admiration and status.Affiliation is the acceptance of an individual as a member of a group. In the family this acceptance is automatic but in most other groups certain qualifications must be met in order to join. In terms of consumer behavior, the affiliation need will encourage conformity with group norms.Once affiliation has been attained, the individual will desire the admiration of those in the group. This is a higher-level need and requires effort, as admiration must typically be earned through acts that demand the respect of others. Next the individual will want the status arising from the esteem of society at large. Fulfillment of this need requires the regard of outsiders, whereas fulfillment of the admiration need occurs on a more intimate level. The status level most closely resembles the Western need for prestige and manifests itself in conspicuous consumption.



High and Low Context Culture

Low context
• people usually speak very directly and express what they 

mean e.g. US, Canada, Israel, Northern Europe

High context
• people usually speak in a less direct manner, maintaining 

harmony and avoiding offending people e.g. many South-
East Asian countries, native Americans

Presenter
Presentation Notes
Cultural meaning and communication can be understood in terms of the context in which the culture exists. A high-context culture is one where what is said conveys only a limited part of the meaning. The context, body language, manner and so on are equally important. In a low-context culture, messages are mostly explicit and the words carry most of the meaning in the communication. For example, when you ask an Australian for their opinion on your product, they feel comfortable saying that it is not their preferred option.  If you ask a Thai person the same question, they are likely to say Yes, even if they don’t actually like the product. They will frame their answer in different ways depending on the relative status of the people in the room, the impact of historical conflicts, the relationship between the parties, and many other factors.



Distance

Psychic distance 

• the manager’s individual perception of the differences between the 
home and the host country 

Cultural distance 

• the degree to which cultural values in one country are different 
from those in another country; it is measured at the cultural level.

Presenter
Presentation Notes
Psychic distance is a perception of a range of environmental variables that differentiate an overseas market from Australia. The variables include linguistic, educational, political, developmental and cultural factors. The smaller the distance, the easier it is to transfer a method of doing business to the other market. For example, the USA and Australia have many cultural similarities – small cultural distance – thus it is relatively easy for Australians to do business in the U.S.When cultural and/or psychic distance is great, then much more preparation is required to deal appropriately with cultural differences e.g., Australia to China has a great cultural distance.



Key cultural differences 

Time
• assumptions about time vary across cultures

Space
• can be both physical and abstract

Thought patterns
Language
• precision versus ambiguity

Familiarity
• friendship patterns

Presenter
Presentation Notes
This slide outlines some key factors on which cultures differ. The Time, Space and Thought patterns elements are explained in detail in the following slides.LanguageAs mentioned earlier, language is one of the most obvious differences between cultures. One aspect of difference that is related to Hall’s concept of high/low context is the degree of precision or ambiguity in the language. Some Asian languages are based on pictographs rather than alphabetic characters. For example, a Chinese character can have varied meanings depending on the context in which it is used. This leads to greater ambiguity, particularly in written rather than spoken text.In English, there is an extremely wide potential vocabulary, enabling great precision in meaning. This may be one reason why it is widely used as the language of science, even in nations whose first language is not English. It is also used in international air transport – every pilot flying internationally must converse with traffic control in English.FamiliarityIs it appropriate to address an older or more senior person by their given name? In Australia there is a low level of formality in most business and social situations and thus more familiarity. Also, the speed with which friendships are formed differs nationally. In parts of Asia, friendship can take years to form and are not necessarily based on business relationships. The international marketer must not seem hasty in attempting to develop friendships in nations where these friendships may take years to develop.



Key cultural differences 

Consumption patterns
• material possessions and dress

Gender
• different cultures have different attitudes to the role of 

women
Business customs
• vary – e.g. in some cultures bribery is acceptable

Presenter
Presentation Notes
Consumption patterns These are reflected in material possessions as well as dress. Also reflected in some cultures in knowing how much money other people earn and demanding to know what others earn. In Asian nations it is common for a question early after meeting someone as to how much money you earn. This can be disconcerting to Australians, who would consider it bad taste to discuss such matters. However, in order to determine how the visitor fits into the status hierarchy, a Chinese or Indian person will quite commonly ask about income, marital status and other ‘personal’ items. Gender Different cultures have different attitudes to women. In countries where women rarely hold high managerial roles this can be a problem. However, if the company provides the executive with appropriate status there is less likely to be a problem. Business customs Business customs include issues such as bribery but also generally acceptable business practices in the overseas country. Refer to Figure 3.7 Cultural comparison grid p.86, a cross-cultural comparison grid which will heighten cultural sensitivity when approaching overseas markets.



Monochronic & Polychronic Use of Time

Monochronic—focus on a single activity and then move 
on to the next activity

Polychronic—focus on multiple activities at the same 
time

Shapes the schedule, dealing with interruptions, time 
horizon, pace of activity, & punctuality

Associated with use of space, priority to task 
accomplishment vs. relationships

Presenter
Presentation Notes
One of the most important areas where cultures differ is in the concept of time. The relationship between time and decision-making or temporal concepts (past-oriented, future-oriented, present-oriented) is crucial in negotiations. Refer to Figure 3.6 Japanese makimono time pattern p.82.Cultures who follow Monochronic time (or M-time) prefer to finish one task before beginning another. For them, time is money and can be saved, wasted, and scheduled comprehensively.Followers of Polychronic time (P-time) are often undertaking many different activities at once. Time is not a commodity, it simply is the background to life.



Use of time

Monochronic 
e.g. Germany & U.S.

Polychronic
e.g. Latin & Middle East

Task oriented & follow through; 
can implement time management 
techniques

Relationship oriented & less 
likely to follow through; unlikely 
to implement time management 
techniques

Being on time Flexible as to schedules

Respect others’ privacy & private 
property (don’t lend or borrow)

Low barriers to privacy & private 
property (lend & borrow)

Accept short-term relationships Sustain  long-term relationships

Presenter
Presentation Notes
M-time and P-time influence more than just scheduling of activities, as can be seen in this table.Which column describes your attitude to time best?



Space and Culture

Edward Hall divided interpersonal space into four zones:
• The intimate zone (0 - 45 cm)
• The personal zone (45 - 120 cm) 
• The social zone (120 - 360 cm) 
• The public zone (360 - 750 cm or more) 

Spatial symbols of status

Presenter
Presentation Notes
Space can be both physical and abstract: physical space refers to personal proximity as well as office location or city locationabstract space refers to a grouping of people according to common characteristics such as education, religion or profession. Manifestations of space and culture:personal proximity. As shown on the slide, for some Western nations, certain zones have been determined. This varies quite widely across cultures. For example, the measures here are about right for Australia, but too wide for Italians or Arabs, who will want to move closer.office size and spatial symbols of status (e.g. corner office)Have you had that uncomfortable feeling when someone you don’t know very well stands that bit too close? Invasion of our personal space triggers instinctual fight or flight responses, and can cause great misunderstanding when dealing with people from a culture at the opposite end of the spectrum



Cultural Thought Patterns

Robert Kaplan argues that different cultures produce 
distinctive approaches to thinking and methodology 
in problem solving.

His analysis describes five different styles.

Presenter
Presentation Notes
Robert B. Kaplan (1966) “Cultural Thought Patterns In Inter-cultural Education”, Language Learning 16 (1-2), 1–20.



Cultural Thought Patterns

English

Presenter
Presentation Notes
Native speakers of English have grown up with a method of learning that is largely a scientific examination of facts from which you deduce something by reasoning. You can prove what you are saying by recourse to logic and argument. It is a very Western notion of logic. In English, there is a beginning and an end with very little deviation. It’s a very structured process



Cultural Thought Patterns

Semitic

Presenter
Presentation Notes
In Semitic languages, there are many deviations which can seem irrelevant and hard to follow. The end result is the same, the path to get there is vastly different.This includes Arabic and Hebrew.



Cultural Thought Patterns

Oriental

Presenter
Presentation Notes
The oriental mind was found to be vastly different again in the process of reason and argument. It took a very circuitous way of getting to the end point. By following this progression, once can prevent a loss of face and avoid the hard directness of English.



Cultural Thought Patterns

Romance

Presenter
Presentation Notes
Those trained in Romance languages, (French, Italian, Spanish, Portuguese) basically stay on track. There are deviations from the central topic, but largely these deviations are relevant to the overall scheme of things



Cultural Thought Patterns

Russian

Presenter
Presentation Notes
Russian or Slavic languages were different again. In some ways similar to the Romance languages except that the deviations from the central topic seemed unrelated or irrelevant. Eventually the central issue was addressed, but in a rambling way.Remember, this is not just about language – this is about the way people who grew up in those cultures process information.



Culture & Communication

Verbal communication
• Context

• Projection

• Style and culture

Presenter
Presentation Notes
While language is part of communication, we also need to look at the patterns of discourse or conversation. This includes:Context as part of all communication is non verbal, context is important cultures can be high context  (where a more diffuse communication style is favoured) or low context  (where verbal communications are interpreted literally)Projection (esp. radio, TV)tone of voicespeed of speakingemphasis on talking rather than listeningCommunication Style and Culturemay reflect one's self conceptstyle  may  reflect  what  is  considered  appropriate interactionstyle may reflect the emphasis in a culture on the acceptable balance between talking and listening.



Verbal communication

Who communicates the message and to whom

What message is communicated

How the message is communicated

Where the message is communicated

When the message is communicated

Why the message is communicated

Presenter
Presentation Notes
There will also be difference between cultures on these elements.The influences on these elements include age, gender, social status, relationship length and personality.



Non-verbal Communication

Visual
Tactile
Vocal

Time
Proxemics
Image 

Presenter
Presentation Notes
Rules, rites and usage of non verbal communication are also culture-bound.This can be expressed visually (e.g. body language), through the use of touch (is it appropriate to touch someone while talking with them?) or vocally (sounds but not words).Non-verbal communication will also include:Time – whom we spend it with and how much of it we give to someone communicates about what we think is importantProxemics = space. 	Territory – my desk, my chair.	things – clean desk, expensive things, decorations on your space	personal space zones – non-contact or contactImage – first impressions of physical appearance



Non Verbal Communication

Influenced by:
• Cultural background
• Socioeconomic background
• Education
• Gender
• Age
• Personality 

Presenter
Presentation Notes
What non-verbal communication is included in a conversation and how it is used will be impacted by a number of factors:Cultural background – Arabs tend to be demonstrative, with close personal space, numerous gestures. Asians tend to be more reserved and conservative in expressing non-verballySocioeconomic background – status will affect what non-verbal is used and how. Education – as one is more educated and presumably has a wider verbal vocabulary, the need to convey meaning via non-verbal may reduceGender – depending on the culture and on who is present in a situation, men or women may use greater non-verbalAge – Younger people may use more non-verbal in parallel to verbalPersonality – are you an extrovert? Likely to want to emphasise your verbal points with gestures? Or an introvert, who communicates as little as possible?



Non-verbal communication

Morris (1978) developed this scale of  non-verbal 
signals:

• Body stress signals

• Lower body signals

• Body posture signals

• Random gestures

• Facial expressions

Presenter
Presentation Notes
Non-verbal messages and signals augment verbal communication.  Some of these are especially important for the marketer, and include:body stress signals – is this about a frown, hunched shoulders, tension in the muscles?lower-body signals – this includes crossing or uncrossing your legs in defensive or relaxed moods, tapping your foot in impatiencebody posture signals – sitting upright or even leaning forward a little may mean interest in the speaker, while turning the body slightly away may mean disinterest, dislike or just that personal space has been breachedrandom gestures – these have a variety of meanings as discussed in a momentfacial expressions – what does a smile or a laugh mean? In Australia this may mean agreement or amusement, while in Thailand it may be a face-saving gesture while the person actually disagrees strongly but doesn’t want to cause disharmony



Communication Variance between Countries

• Soft sell vs. hard sell

• Emotional vs. informative

• Use of Western images and symbols

• Comparison with competitors

• Use of celebrities

• Mood and nuance vs aggressive approaches 

• Asking for the order

• Wealth boasting

Presenter
Presentation Notes
Marketing communication and advertising strategies need to be changed from country to country:soft sell vs hard sell: The United States is well-known to commonly use the hard sell approach, which can backfire in Australia or Koreaemotional vs informative: What is the preference for ad content? Do people want to be persuaded by feelings or pure facts and in what proportion?use of Western images and symbols – in emerging nations this can signal status or luxurycomparison with competitors: The US commonly uses explicit comparative ads, while in Japan it is considered rude to denigrate your competitorsuse of celebrities: Which celebrities will be most effective? How much influence they have will vary, partly based on the sophistication level of the advertising industrymood and nuance vs aggressive approaches in advertisements – Japanese ads tend to be about subtle approaches to persuasion, while the US is much more directasking for the order – aligns with the more aggressive approach to persuasionwealth boasting – is it appropriate to show of your wealth and success? In Australia it is seen as bad taste, while in Hong Kong visible status symbols are prized



Intercultural and Non Verbal

Eye contact

Facial expressions
• Smiling

• Showing anger

Gestures
• Head movements

• Arm movements

Silence

Presenter
Presentation Notes
Other elements of non-verbal communication that will differ across cultures include:Eye contact – is it appropriate to keep eye contact in conversations?Facial expression – in many Asian nations it is seen as poor conduct to show anger or disappointment openly, while Westerners tend to easily show their emotions on their faces. In Russia, smiling at strangers may lead them to question your sanityWhat do various gestures mean? – does a nod mean yes, or no? Is indicating size or directions with your arms a good thing (Italy) or seen as childish?How does a culture use silence? In Japan, during a conversation, there may be significant pauses as the listener digests what has been said. This silence shows the importance they place on the conversation or relationship.



Gestures

Presenter
Presentation Notes
The OK gesture (thumb and forefinger curled in an O) means what in Japan? MoneyThe same gesture in South America is extremely rudeThumbs upEurope: One�Widespread: Hitchhike; Good; OK�Greece: Up yours! (thrust forward)�Japan: Man; five



Culture

Color Cultural Significance 

  
 

China - symbol of celebration and luck 
India - color of purity (used in wedding outfits). 
Western – love, anger, danger ie passion 
Eastern cultures - signifies joy when combined with white. 

  
 

Asia - sacred, imperial. 
Western cultures - joy, happiness. 

  
 

China - associated with immortality. 
Colombia - associated with soap. 
Hindus - the color of Krishna. 
Jews - holiness. 
Middle East - protective color. 
* Note: Blue is often considered to be the safest global color. 

  
 

Ireland - religious significance (Protestant). 
United States - inexpensive goods, Halloween (with black). 

  
 

China - green hats mean a man's wife is cheating on him. 
France - studies indicate this is not a good color choice for packaging. 
India - the color of Islam. 
Ireland - religious significance (Catholic). 
Some tropical countries - associated with danger 
Western – safety, health, environmental awareness, St. Patrick's Day 

  
 Western cultures - royalty. 

  
 

Eastern cultures - mourning, death. 
Japan - white carnations signify death. 
United States - purity (used in weddings). 

  
 Western cultures - mourning, death. 

  
 Hindu - sacred color. (orangish peach color) 

 

Presenter
Presentation Notes
Colours have substantial meaning and in many cultures, the wrong colour on a product can mean failure.See the reading this week by Aslam (2006) for more on how colour affects our marketing.



Barriers to Intercultural Communication

Barriers arise from misperceptions:
• in terms of time and knowledge to recognise different cultural 

attributes

• NVC – misinterpretation of NVC codes/symbols

• Cultural – different attitudes and values

• Emotions – some culture hide their true feelings; others are ‘over 
the top’

• Linguistic – difference in language and meanings

• Physical – different approaches to personal space

Presenter
Presentation Notes
Most barriers can be overcome through educating yourself about the culture in which you are working, having an open mind for constant learning, and being able to ask questions to learn more.



Culture adaptation and communication

Adaptation involves affirmative acceptance not just 
tolerance of another culture

Three categories of business customs:
• Imperatives: customs that must be accommodated and 

conformed to 
• Options: conformity is not compulsory but will enhance 

relationships
• Exclusives: customs in which it would be inappropriate for a 

foreigner to participate

Presenter
Presentation Notes
Adaptation is important to the international marketer because it affirms acceptance rather than tolerance of a different culture. When should we adapt? Usually it is appropriate to make some adaptation if you are the visitor in a culture. However, it really depends on who needs the deal the most. Lack of adaptation can be sometimes be overlooked if the deal is important enough.So how much should we adapt?These 3 categories of customs should be a key part of our investigation of a culture in which we want to do business.imperatives – the must do’s to do business in a culture. This would include showing respect to the monarchy in Thailand, or taking one’s shoes off before entering a Buddhist templeoptions – not mandatory but may enhance the process. This might include the wai, or Thai greeting hand gesture, or bowing in Japan.exclusives – customs in which an outsider may not participate. Wearing a turban in India is the sign of members of the Sikh religion and it would be offensive to copy it as a fashion statement.



Hofstede’s dimensions of cultural differences

Measuring culture on a global basis 
• Hofstede (1980) & Hofstede & Bond (1988)
• Five underlying dimensions to measure cultural 

differences across countries 

1. Power distance

• The degree to which inequality is accepted

• High in countries that let inequalities grow into inequalities of 
power and wealth

• Low in countries that play this down

Presenter
Presentation Notes
Comparisons of cultures need a systematic basis to be useful. One such system was developed by Geert Hofstede and published in 1980. Initially this system included 4 strategic dimensions on which cultures could be compared. In 1988 further research identified a 5th dimension that was necessary to better capture Asian cultures, and in 2010 a 6th dimension was added. Each dimension is a continuum with cultures ranged along a high-low scale.Criticisms of his work include the context (i.e. within one organisation which had a strong corporate culture), the Western orientation of the work, and finally, the era in which the work was conducted. The first of these categories or dimensions is Power Distance. This is about the acceptance of the unequal distribution of power in a culture. Inequalities exist everywhere, but this aspect of culture indicates whether the society accepts that this is the way things are and will always be (e.g. Philippines), or, as in Australia, there is always a push to make those inequalities smaller. This manifests in a low reliance on hierarchy in Australian organisations,  with superiors quite accessible and employees expecting to participate in decisionmaking.Australia is low on this dimension – 36/100



Hofstede’s dimensions of cultural differences (cont.)

2. Uncertainty avoidance

• Degree to which people feel threatened by uncertain or 
unknown situations

• High: places premium on job security, career patterns, rules, 
trust

• Low: greater willingness to accept risks and less emotional 
resistance to change

Presenter
Presentation Notes
Uncertainty avoidance is the extent to which people in a culture feel threatened by uncertain conditions and ambiguity.Should we try to control the future or just let it happen?In high UA cultures, there is emphasis on planning, risk management or avoidance, and comprehensive rules for business and society.In low UA cultures, people and organisations plan less, take more risks, are willing to respond to what happens without much planning.Australia is in the middle of this scale = 51/100



3. Individualism/Collectivism

• The extent to which people in a culture look after their own 
interests and those of their immediate family

• Individualism: ties are loose, achievements valued

• Collectivism: groups, ties are tight, people born into collectives

Hofstede’s dimensions of cultural differences (cont.)

Presenter
Presentation Notes
Individualism is a reflection of the extent to which people in a culture look after their immediate family and interests, whilst collectivism relates to the submission of personal desires to that of the group.This is about the degree of interdependence, and the focus on ‘I’ or ‘we’. Individualistic cultures (Australia, USA) tend to look after themselves and their immediate family much more closely than anyone outside that immediate bond.Collectivist cultures (China, Egypt) focus on ‘ingroups’ of which an individual is a member who provide support in return for loyalty. Individual rewards are inappropriate as it is more important that the team or group all does well, than that one person individually achieves.



4. Masculine and feminine

• Relationship between gender and work roles

• Masculine cultures: strong minded, individualistic, assertive

• Feminine cultures: modest, relational, concerned with quality of life

Hofstede’s dimensions of cultural differences (cont.)

Presenter
Presentation Notes
This is not about the role that men and women take in a society.Instead, it is about values that are seen as important and that can be characterised as more likely to be held by men (masculine traits) or women (feminine traits). A high score on this dimension (i.e. more masculine) sees people driven by competition, achievement and aggressive drive for success. Low scores will mean that dominant values are caring for each other and for society.Australia (61/100) is considered a masculine society, while Sweden (5/100) is extremely feminine, with the most comprehensive social welfare system in the world.



5. Long-term vs. short-term orientation

• Long-term - thrift, perseverance, trust

• Short-term - chase immediate returns, competitive, 
opportunism, price focus

Hofstede’s dimensions of cultural differences (cont.)

Presenter
Presentation Notes
This dimension was added in 1988 after further research, particularly in Asia. It assesses the extent to which a culture exhibits a future-oriented perspective as to a short-term point of view.The long term orientation dimension is closely related to the teachings of Confucius and can be interpreted as dealing with society’s search for virtue.Australia (31/100) is a short term oriented culture and focuses on traditions and measuring success on a short term basis via profit and loss statement on a quarterly basis. Most organisations do not plan even 5 years ahead.Japan (80/100) is long term oriented as can be seen by some organisations working on 100 year plans.



6. Indulgence vs. Restraint 
• Indulgence - Freely satisfy basic needs and behaviour, Cannot 

easily be motivated with material reward

• Restraint - Gratification suppressed and regulated, Status objects 
important

Hofstede’s dimensions of cultural differences (cont.)

Presenter
Presentation Notes
This dimension was added in 2010.Indulgence stands for a society that allows relatively free gratification of basic and natural human drives related to enjoying life and having fun.  Restraint stands for a society that suppresses gratification of needs and regulates it by means of strict social norms. Indulgence versus restraint describes hedonistic behaviours: how freely can people satisfy their basic needs and desires, how strictly social norms are followed and gratification suppressed and regulated.



Hofstede – cultural 
comparison

www.geert-hofstede.com



Trompenaars dimensions of cultural differences

1. Universal vs. particularism 
• Universalist: believe what is good and right can be applied 

everywhere
• Particularists: obligations imposed by relationship are more 

important

2. Individualism vs. communitarianism
• is similar to Hofstede’s dimension of individualism versus 

collectivism

Presenter
Presentation Notes
Trompenaars identified five dimensions (only one of which is the same as Hofstede). Again, nations fall somewhere on the continuum between extremes for each dimension.universalism versus particularism – universalists believe what is good and right can be applied universally whereas for particularists relationship obligations override general rulesindividualism versus collectivism – relates to whether people feel they are individuals first or have a greater commitment to the group



Trompenaars dimensions of cultural differences 
(cont.)

3. Neutral vs. affective 
• In affective cultures expressions of emotion are regarded as being 

natural
• In neutral cultures expression of emotion is repressed

4. Specific vs. diffuse
• In specific cultures people get straight to the point
• Diffuse cultures discuss business after a relationship has been 

established

Presenter
Presentation Notes
neutral versus communitarianism – in neutral environments emotion is repressed and in affective environments emotion is regarded as naturalspecific versus diffuse – people in specific cultures get straight to the point whereas people in diffuse cultures develop a relationship and then discuss business



Trompenaars dimensions of cultural differences 
(cont.)

5. Achievement vs. ascription
• In the achievement culture status derives from your own 

achievements
• In the ascription culture your status is based on age, gender, 

kinship, education, connections etc

Presenter
Presentation Notes
achievement versus ascription – for the achievement-based culture status derives from personal achievements, whereas in ascriptive societies status comes from age, gender, kinship, education and so on. Where do you think Australia lies on this set of dimensions?



Etic versus emic approch

Two key approaches:

Etic approach: based on the notion that underlying cultural 
differences between nations are a set of variables that can be 
applied uniformly and which cover all dimensions of difference

Emic approach: values and differences are culturally specific and not 
able to be reduced to common dimensions

Presenter
Presentation Notes
The etic approach is based on the notion that underlying cultural differences between nations are a set of variables that can be applied uniformly and which cover all dimensions of difference between one culture and another. While simple to apply, the theory may not always hold. Advantages – develop one approach and use it everywhere means more efficiencyDisadvantages – one size fits all approach may mean that it doesn’t really fit anyoneThe emic approach endeavours to identify the idiosyncrasies of individual cultures rather than seeking dimensions of cultural variability. Fang (1999) argues that it is necessary to identify the indigenous cultural values that underlie people’s behaviour.Advantages – matches the approach closely to an individual culture resulting in a better fitDisadvantages – more costly and time consuming to develop new individual approaches, can’t compare or learn across culturesThe approaches of both Hofstede and Trompenaars can be described as etic rather than emic.



Example: China

Chinese emic values

• Guanxi (relationships)
• Mianzi (prestige, face)
• Renquing (favour)
• Bao (reciprocity)

How these work in practice
http://youtu.be/ijpbhile6aY

http://youtu.be/ijpbhile6aY


Ethnocentrism

Is using one’s own central culture to interpret all other cultures

And, is the belief that one’s cultural norms are superior to those of 
other social groups



Background to negotiation

In international business:

• Cultural norms play a big part

• Guard against facile comparisons of differences between 
countries

• Remember the ‘iceberg principle’

• That which is obvious on the surface is limited

• That which underlies the motives and statements of the other 
party is substantial

Presenter
Presentation Notes
One of the key elements of international business and international marketing for which we need to learn about culture is negotiation. This process occurs frequently and may be formal or informal. In the following slides we explore the more formal, systematic process and how it is affected by culture.All aspects of business require negotiation, but this becomes more complicated in the international setting. Underlying all international negotiation is the iceberg principle (refer to the next slide), which suggests that which is obvious and on the surface is limited and that which underlies the motives and statement of the other party is substantial.



The iceberg principle

Presenter
Presentation Notes
Icebergs only show 10% of their volume above the waterline. Most of it is hidden underwater and may be ignored at your peril. Remember the Titanic!Failure to appreciate  the unknowns and what lies below the surface can either sink the negotiation or result in an unfavourable outcome.



Culture and International Negotiations

International negotiations require the negotiators to be 
familiar with:

• The variety of laws that apply to each country
• The political climate
• Political relationships between negotiating countries
• The relative bargaining power of the parties
• The desired outcome
• The style of the negotiation
• The cultural baggage of the negotiators

Presenter
Presentation Notes
To be successful, knowledge of a country’s environment (e.g. laws, politics, relationships and so on), as well as knowledge of the specific setting for the conduct of the actual negotiations, is required.



Culture and the conduct of negotiations

• Self-esteem and ‘face’

• Value systems

• Appropriate degree of formality

• Harmony and displays of emotion

• Changing economic, political and social norms

Presenter
Presentation Notes
There are a number of culturally influenced factors to be aware of: Self-esteem and ‘face’ In negotiations, give and take and the concept of ‘face’ (especially in Confucian cultures of Asia) are crucial in trade negotiations as well as social settings. Value systems These differ from culture to culture and include heritage, history and tradition. Appropriate degree of formality Assumptions about the degree of formality needed in a particular social or negotiation setting can lead to embarrassment for the Australian exporters. It is useful to know before any negotiations take place how formal or informal the discussions will be. Harmony and emotion In many cultures (especially Japan) harmony is greatly valued. It is therefore critical that excessive displays of emotion are not exhibited when conducting trade negotiations with these cultures. Change Results in the likelihood of conflict between traditional values underlying business behaviour and those that are expected to apply in the changed environment (e.g. as in Russia).



Preparing for international negotiations

Strategy
• Use a culturally sensitive approach including:

• Respect for age
• Respect for government/authority
• Respect for tradition

Approaches to negotiation
• Differ from nationality to nationality - Asians tend to view the 

contract as a whole rather than as discrete units of price, delivery, 
quality assurance, and contract length

Presenter
Presentation Notes
Preparation is vital!As a wise man once said, ‘if you fail to plan, plan to fail’A number of prerequisites exist for successful trade negotiations across international borders. These include:be yourselfavoid compromising personal integritybe willing to modify behaviourcultural sensitivity (e.g. respect for tradition, education, symbols of rank, and so on)know the expectations of the other side. Approaches to negotiation p.98Differ from one nationality to another, e.g. Australians divide contract into specific issues and negotiate each in turn. Asians view contract as a single element.



Preparing for international negotiations (cont.)

Composition of the negotiating team:
• Numbers: of people in the team should be matched to the 

numbers in the negotiating team 

• Status: there should be a match of team members in terms 
of status

• Interpreter: after consultation with the other side an 
interpreter may be included

• Tasks: should be defined in advance

• Deployment: use junior members of team to argue over 
details and keep senior members to resolve disputes

Presenter
Presentation Notes
Factors to be considered when compiling a team include having the appropriate:numbers – too many versus too fewstatus – should be a match between the two teams. Sometimes this means your CEO needs to sit in on first and last meetings to add high status.Interpreter – bring your own or rely on one paid by the other party?tasks – defined in advancedeployment – junior members argue over the unpleasant details while senior people placate, resolve issues and sign the agreement.



Preparing for international negotiations 
(cont.)

Researching the context of negotiations
• The other negotiating team 

• Composition and background of the team
• Location of meeting places
• Use of own interpreters

The competition
• Research other competitors in the market
• Analysis of influence exerted by competitors’ government

Presenter
Presentation Notes
These include:the other negotiating team (e.g. composition, background, location of discussions, communication facilities, and so on)Who are they? What are their strengths, weaknesses? What is their experience or special qualifications?the competitionWhat are they offering? A standard negotiating tactic is to say ‘but your competitor is offering xxxxxxxxx’ and if you don’t know what they can do, you can lose badly.There may also be subsidies or other assistance offered to your competitors by their home government that would make them more competitive in the market



Preparing for international negotiations 
(cont.)

The home organisation
• Establish how badly the firm wants the business
• Whether the contract is to be a one off or ongoing
• The minimum acceptable package

Alternative approaches
• Work out a contingency plan in advance
• The plan could include an alternative plan that yields a 

competitive advantage

Presenter
Presentation Notes
Your own organisationWhat are their short term and long term goals?Do they want to build a relationship with this organisation or a network in this country?Are they focused on short term results?Things don’t always go to plan so alternatives should be discussed with your partners before entering negotiation. This means that you can respond quickly if something changes while you are negotiating.



Stages in international negotiation

1. Pre-negotiation stage
• Composition of negotiation team, formulate 

objectives, strategies, assess expected context of 
negotiations and likely problem areas

2. Opening stage
• ‘Getting down to business’ versus trust building, 

check understandings, information requirements 
of the parties

Presenter
Presentation Notes
Pre-negotiation stage Involves developing objectives and strategies as well as selecting the negotiation team. Opening stage Involves ‘getting down to business’. Also involves developing a common understanding of the topic of negotiations with the other party (i.e. to attempt to remove any ambiguity from the discussions).In this stage, organisations from long term orientation cultures may want discuss mostly the big picture – do we want to be friends. Short term oriented people will prefer to start breaking down the deal into components to be negotiated – business first, friendship maybe later.



Stages of international negotiation (cont.)

3. Bargaining stage
• Requires the application of the negotiation strategy and 

identification of the speed with which negotiations should 
develop

4. Concession and agreement stage
• Influenced by contrasting culture, norms that influence styles of 

negotiation

5. Post-negotiation stage
• Be aware of cognitive dissonance and the need to provide extra 

(or unexpected) concession(s), and also the practice of 
‘nibbling’

Presenter
Presentation Notes
Bargaining stage Involves application of the strategy developed in the previous stage. Careful consideration needs to be given to the speed with which the negotiation is taking place. Concession and agreement stage Involves bargaining (i.e. give and take) with a view to reaching a final agreement. Post-negotiation stage May involve giving the other party a concession that they did not expect to receive as a means of reducing the fear of having made a poor negotiation or trade decision.Cognitive dissonance is that uncomfortable feeling you get after you have made a big decision – did I make the right choice? Say the right things? Did we get the best deal we could?Nibbling is common in Asia and is asking for a small extra concession after you think the deal is complete. On a small scale this might be when you buy a pashmina in a market in China for 100 RMB only for the salesperson to ask for an extra 10 RMB ‘for icecream’.



The atmosphere of international 
negotiations

Degree of mutual orientation

Feelings toward the other party

Openness versus secrecy

Willingness to make cultural adjustments

BATNA

Presenter
Presentation Notes
The context or atmosphere surrounding the negotiations can be positive, negative or neutral. It includes:Degree of mutual orientation Involves the extent to which both parties have the same view of the purpose of the negotiations. Are they looking for a ‘win-win’ solution or a ‘win at all costs’ result? Feelings towards the other party Involves a degree of trust and empathy for the other party. Do you like them? Do they like you? This is not necessary for success, but can alter the strategy for negotiation.  Openness versus secrecy Involves the degree to which both parties can ‘lay all the cards on the table’ for the other party to see. Includes transparency and honesty. Willingness to make cultural adjustments  The seller, rather than the buyer, should make the greatest degree of cultural adjustment in most international trade negotiations.BATNA is the Best Alternative To a Negotiated Agreement – what will you do if you cannot reach agreement in the negotiations?Fisher and Ury have outlined a simple three-step process for determining it: Develop a list of actions to take if no agreement is reached; convert the more promising ideas into practical options; and tentatively select the option that seems best. 



The ‘five P’s of international negotiation

Effective international negotiation can be summarised 
as the ‘five P’s of international negotiations:

• Preparation
• Persuasiveness
• Poise
• Persistence
• Patience

Presenter
Presentation Notes
Effective international negotiation can be summarised as the ‘five Ps’ of international negotiation:preparation – examine both your own needs and the needs of the other party(ies) and the relevant external factors before you commence negotiationpersuasiveness – know what are your most important negotiating positions, state them clearly and continuously offer information to support thempoise – keep your cool during the negotiation, do not raise your voice or lose your temper unless this is a deliberate negotiating tactic and make sure your body language is consistent with your verbal utterancespersistence – do not give in at the first sign of resistance to your argument or position, rather, restate it and reinforce itpatience – do not be in too much of a hurry to close the deal in case you give away too much too easily. Avoid signs of impatience in international negotiation.



Next Week

Lecture: Technology Change and Environmental Issues

Readings:
• Chapter 5 Fletcher & Crawford 2013
• See Interact
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