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ABSTRACT

In the past, it may have been common place for entrepreneurs and corporate managers to develop their
own unique communication style for dealing with customers, business partners and suppliers. Today,
however, managers must take the time to study the cultural eccentricities of their business counterparts
before attempting to make contact with people in other countries or from other subcultures. A
fundamental shift in the form of written business communications is taking place to accommodate foreign
speakers. University business-communication courses now stress simplicity and readability of
correspondence over wordiness and technical prowess in writing. Being able to get your message across
to all readers has become more important than showcasing a mastery of legalese or the complex language
of business research. Effective team work requires that employees communicate in ways that promote
team cohesion. Business owners must take steps to ensure their employees, at all levels of the
organization, develop these critical communication skills. Marketing strategies for product promotion is
one of the most important decisions that marketers of a company face. Cultural diversity intensifies the
degree of uncertainty and difficulty in taking decisions for marketing programs. All marketing strategies
are framed after studying the culture of a specific group because each group have different needs
according to their income, customs and traditions. In the terms of conclusions, marketing strategies on
international market is considered to be predictor of products growth in future, and at the same time, a
valuable approach to the allocation of marketing attempt. The collaborative model of business, consisting
of teams, is eclipsing the autocratic management structure traditionally seen in the past. The collaborative
model of business empowers employees, while building loyalty and encouraging personal accountability.
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INTRODUCTION

Concept of Communication

The term communication is as old as man. This is because communication as a process is one of the basic
requirements of human existence used in relating with others at home, in school, workplace, and in all
spheres of life, thus Norton in Agbo (2006) asserts that communication is not merely passing out of
information or thoughts and feelings, but also involves the accurate transfer of thoughts and feelings from
the sender of message to the receiver. Hybels & Weaver (2004) defined communication as any process in
which people share information, ideas, and feelings, personal mannerisms and style, anything that adds
meaning to a message. Bertram (2002) perceive communication as involving listening and speaking
through which the participants learn and understand themselves.

Two types of communication process were identified by Cooper in Agbo (2006) as verbal and non-verbal
communication. Cooper explained verbal communication as the act of speaking by using words, example
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is the use of different forms of languages (written, voice, sign language), while non-verbal
communication on the other hand is the act of speaking without using words. In this type of
communication, the use of facial gestures, smiling, frowning, body language and the impression given to
others with one’s appearance (dress, body image, body odor). In classroom teaching and learning, if
teachers really attend to the body language of their students, they will know when they are bored or
confused (Prozesky, 2000). From the body language of teachers, students can equally pick up whether or
not they are confident and enthusiastic.

There are various elements of every communication process, which according to Hybels and Weaver
(2004), include; sender- receiver, messages, channels, noise, feedback and setting. Hybels and Weaver
(2004) explained that the “Sender-Receiver” element implies that people engage in communication
because they have information, ideas, and feelings they want to share. This element (sender-receiver)
features when a person sends a message and the other receives them, and the process is reversed. For
instance giving a listening ear to someone’s complaints and showing concern, as a result the sent message
is received back. Message as the second element comprises of the ideas and feelings that a sender wants
to share. Channel is the route traveled by a message, which is the means it uses to reach the receiver. For
instance, in face to face communication, the primary channels are sound and sight. Feedback is the
response of the receiver-sender to each other which enables the participants in the communication to
know whether ideas and feelings have been shared in the way they were intended. The implication of
feedback in the classroom is that the teacher will be able to see by a child’s face whether he understands
the teaching. Prozesky (2000) states that communication is a complex process at which anything may go
wrong by making the communication less effective. For instance, the sender may not express what she/he
wants to say clearly; or the room may be noisy; or the receiver may not understand the words the sender is
using. The author described noise as an interference channel that keeps a message from being understood
or accurately interpreted.

The art of business communication has evolved as globalization has set desperate businesses cultures of
the world on a collision course. Emerging economies have begun to integrate the business cultures of
traditional powerhouse nations into their businesses, and they have been leaving traces of their own
culture wherever they go. The impact of cultural diversity on business communication has widespread
implications--from corporate boardrooms to employee break-rooms--and small business owners can
benefit from gaining an understanding of the eccentricities of all cultures to which they are exposed.
Workplace Communication

According to lecturer and author Stephen Dahl, languages are highly influenced by the unique world
views of their indigenous cultures. This means words and expressions themselves can have vastly
different meanings and implications for people from different backgrounds. Employees in today's phones
sellers must be careful to ensure that their intended messages are understood clearly as they communicate
with culturally diverse co-customers. Taboo topics of conversation, biases in spiritual, political or social
issues and the nuances of life experience differ between cultures, making it a challenge for co-workers to
find a common ground when communicating. Conflict management styles vary dramatically by culture as
well, creating possible tensions. Imagine an employee from the Netherlands, where people see arguments
as a constructive and necessary part of communication, trying to solve a problem with an employee from
Japan, where public disagreement is deeply offensive, and you'll begin to grasp the types of problems that
can arise due to cultural differences.

International Business Communication

In the past, it may have been commonplace for entrepreneurs and corporate managers to develop their
own unique communication style for dealing with customers, business partners and suppliers. Today,
however, managers must take the time to study the cultural eccentricities of their business counterparts
before attempting to make contact with people in other countries or from other subcultures. The Texas oil
tycoon, for example, has to understand that grabbing his Chinese partner's hand in a firm handshake is not
a good idea but that a slight bow and smile are the appropriate form of greeting. Verbal communication
and body language are more important than ever in international business dealings because innocent hand
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gestures, mannerisms or even posture can cause a rift between culturally diverse business partners. The
diversity of culturally distinct managers has been melding slowly as globalization and Westernization
give managers extensive experience in different cultures.

Written Communication

A fundamental shift in the form of written business communications is taking place to accommodate
foreign speakers. University business-communication courses now stress simplicity and readability of
correspondence over wordiness and technical prowess in writing. Being able to get your message across
to all readers has become more important than showcasing a mastery of legalese or the complex language
of business research.

Team Building Communication Skills

Businesses of all sizes need dedicated employees that understand the importance of team work in
achieving goals and objectives. Effective team work requires that employees communicate in ways that
promote team cohesion. Business owners must take steps to ensure their employees, at all levels of the
organization, develop these critical communication skills.

Significance

Team members must communicate with one another in ways that promote bonding and their ability to
understand one another. Effective communication builds trust, message clarity and loyalty. Ambiguous,
poorly structured communication erodes trust and motivation. In this technological age, team members
must develop appropriate communication skills for the many communication platforms businesses use
today. The participatory management style prevalent in the U.S. workforce today requires teams to
communicate frequently with a variety of, often culturally diverse, associates.

Function

A person’s ability to effectively communicate with others influences the way they perceive him and
whether they take action based on the communication. Closely knit team members have good
interpersonal communication skills. People with these skills use active listening and positive
reinforcement techniques, understand personality dynamics, and the patterns and habits of others.
Successful teams manage conflict quickly and fairly, and work well with others from diverse cultures.
Training Activities

Business owners can send their teams to seminars and courses that teach interpersonal communication
skills or purchase Kits containing activities and games designed to promote effective team
communication. The activities involve games where one team member follows verbal directions of the
team while blindfolded. Another activity requires giving each team member a piece of rope. After
donning blindfolds, they have a limited amount of time to put their pieces of rope together into a perfect
square. These exercises illustrate the importance of active listening and members’ dependence on body
language in communicating.

Marketing Strategies

Marketing strategies are defined as combination of all goals into one comprehensive plan. An efficient
marketing strategy should be focused on the right product mix in order to achieve maximum profits.
Marketing strategies includes all long and short-term actions taken by marketers to launch a new product,
its promotion and growth for a long time period. The process of framing strategies starts with analysis of
internal and external environment of business. It becomes compulsory to grasp all factors of external
environment, such as economy, technology, culture, legal and political. Culture is one of the most
important factors which were ignored in earlier years but now it is must for every marketer to study
culture of a specific group to whom he is offering his product.

Elements of culture and its impact on marketing strategies

There are many studies that illustrate how culture affects human behavior. Gillespie et al. (2004) explains
that elements of culture consist of religion, language, history, and education. They further state that “these
aspects of the society send direct and indirect messages to consumers regarding the selection of goods and
services.” (Gillespie et al., 2004, p. 49) Svend Hollensen (2011) has listed 8 of these elements that are
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commonly included in the perception of culture. The impact of these elements on international marketing
is:

Language: A country’s key to its culture is the language and it is proved as a can be described as an
indication of the culture. Hence, if a company is dealing with other cultures for a long time, it is beneficial
for the growth of the organisation to learn language. To influence customers this is must to communicate
with them and to learn language is the first thing required for interaction. Language can then divided into
two major elements:

a) Verbal language: This form of language has several roles in global marketing; it is important in
information-gathering and evaluation efforts, it provides access to local societies, it is becoming ever
more important in company communications and lastly it provides more than the ability to communicate.
b) Non-verbal language:

This, differing from country to country, can also be an important and powerful mean of communication.
Manners and customs: This agent ought to be prudently monitored as in what precisely is disparate amid
the cultures. An example of this agent is whereas in so-called right-hand sophistications (Middle East,
amongst others) the left hand is the ‘toilet hand’ and employing it to eat, for example, is believed
impolite.

Technology and material culture

This agent aftermath from knowledge and is undeviating related in what method an area construction its
commercial activity. Technical progression moves in the direction of traditional convergence. Hence, an
example is how black-and-white televisions in the US had a far higher marketplace allocate contrasted
alongside Europe and Japan that seized them nearly a decade to grasp the same level of marketplace
share. This though had modified across the colour television, whereas the ‘lag’ was decreased to five
years.

Communal institutions

Business, governmental, relations or class connected impact the deeds of customers and the methods in
that they associate to every single other. Exceptionally in Latin and in the Middle East, a manager who
gives distinct treatment to a comparative is believed to be fulfilling an obligation.

Education

This agent includes the procedure of transferring skills, thoughts and attitudes, as well as training in
particular disciplines. One intention of education is the transmission of the continuing sophistication and
traditions to the new generation.

Values and attitudes

These agents aid ascertain what people contemplate is right or suitable, what is vital and what is desirable.
Associating it to global marketing, the extra imbedded the benefits and attitudes are in central beliefs (i.e.
religion), the extra understanding the globe marketing manager has to be.

Aesthetics This agent mentions towards beauty and good taste in the fine art, music, folklore and drama
of a culture. This agent of a particular sophistication can be vital in the clarification of symbolic meanings
of assorted artistic expressions. Hence, what is and what is not satisfactory could vary melodramatically
even in or else exceedingly comparable marketplaces (i.e. sex in advertising).

Religion

The main faiths that are public by a number of nationwide states are; Christianity, Islam, Hinduism,
Buddhism, Confucianism. The faith that is rehearsed most in the Middle East is Islam. Faith can furnish
the basis for transcultural similarities below public beliefs. In assorted states faith is of paramount
importance. Faith can additionally impact the globe marketing strategy undeviating in countless methods
such as; Spiritual celebrations vary considerably amid the states (i.e. Christians wear white dress on the
marriage and wear black on creation, whereas Hindu and Sikhs wear red and bright colours on the
occasion of any function and mostly they wear white on cremation), consumption outlines could be
affected by spiritual necessities or prohibitions (i.e. pork check occurs in Israel as well as in Islamic states
in the Middle East), Islamic worshippers hope confronting the divine metropolis of Mecca five periods
every single date (i.e. in a little states in the Middle East it is not infrequent for managers and operatives
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to hope countless periods across the day), and in the end the act of women in publicizing and gender acts
varies from sophistication to sophistication, and spiritual beliefs are a main cause. Though, from time to
time the impact of faith on the marketing nature is flouted. Marketers must have to analyse faith and
believes of people because customers are more attracted when any product is promoted by linking it with
faiths and believes of people.
Cultural Norms
Norms are derived from values and defined as an accepted standard of doing things that most of the
people agree with these can be defined as specific rules that a group of people use for deciding what is
appropriate and not appropriate.

(A) Imperative: What an outsider must or must not do

(B) Exclusive: What locals may do but an outsider cannot

(C) Adiaphorous: What an outsider may or may not do
Cultural Variability Power Distance — Power distance means the distance between two people during
mutual interaction. We the Muslims and Indian sub continental people used to be closer during
interaction. On the other hand the western
Christians used to hold a gap between two interactive people. Muslim thinks that westerns are not friendly
and they think Muslims are pushy. But it is because of their culture power distance is barring here.
Uncertainty Avoidance — we are always try to avoid uncertainty and happy with that what can be found
certainly. But on the other hand westerns are risk lover. They used to take challenges during any action.
Masculinity versus Femininity — Culture define the priority of decisions in the family, society and in the
country. In some tribal community live in the northern region of India they are mother lead society,
wealth owner and earning member is mother in the family. As a result women decide what ought to be,
what have to do. On the other hand in male dominant society father is the owners of wealth and earning
member of the family. As a result her father’s decision is the final one. This masculinity and femininity
has a great impact in case of product selection / brand choice and final purchasing decision. As a marketer
he must have to know what types of society he is offering product. Who has to be highlighted in their
promotional campaign and advertisements?
Individualism versus Collectivism — Maximum western country is suffering from their individualistic
mentality. | have this, | have done it, | want it, etc. but in our sub continental culture we think collectively.
We have this, we have done it and we need it. This individualistic and collective thinking has a great
effect on their product choice as well as purchase of product.

Why Is the Cultural Understanding Important For Marketing Strategies

An evaluation of a country’s culture for marketing’s purpose involves studying the people’s attitudes,
motivations, perceptions, and learning processes:

a) Verify related motivations in the culture: to analyse that what kind of needs of a family members are
satisfied by a product offered by the company. How these needs are currently satisfied by consumers?
Whether all persons of a specific culture have accepted these needs?

b) Evaluate behavioural patterns: What are the characteristic of purchasing behaviour? What forms of
division of labour exist within the family structure? How frequently are products of this type purchased?
Does any of these characteristics conflict with the outcome expected for this product? How strongly
ingrained are the behaviour patterns that conflict with those needed for distribution of this product?

c) Determine the cultural values which are relevant for a product: Are there strong values about
ethics in work place, morality, religion, family relations that relate to this product? Weather the product
connotes attributes that are in hindrance with these cultural values? Can these hindrances with values be
avoided by changing the product? Are there positive values in culture with which the product might be
identified?

d) Identify the forms of decision-making: Do the members of the culture have a positive approach to
decisions concerning innovations or a negative approach? What is the type of the decision making
procedure? What sources of data do the members of the culture rely upon? Are the people of these
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cultures rigid or flexible to the new innovations and new ideas? What basis do they use in evaluating
alternatives?

e) Evaluate the promotional strategies: What role does advertising occupy in the culture? What themes,
words, or illustrations are taboos? What language problems exist in present markets that cannot be
translated into this culture? What types of salespeople do members of the culture accept? Are such
salespeople available?

f) Determine appropriate institutions for this product in the minds of consumers: What types of
retailers and intermediary institutions are available? What services do these institutions offer that are
expected by the consumer? What alternatives are available for obtaining services needed for the product
but not offered by existing institutions? How do consumers regard various types of retailers? Will
challenges in the distribution structure be readily accepted? The information contained in this exhibit
attempts to relate cultural traits to marketing decisions. For example, simply

Knowing about the religion or morality of a culture is not enough. What must be analyzed is whether or
not the product was slated to be introduced into the country has any direct or indirect connotations that
conflict with the cultural patterns of the society. Similarly, an examination of advertising, themes,
phrases, words, or expressions should confirm viability of promotional decisions.

CONCLUSION

Marketing strategies for product promotion is one of the most important decisions that marketers of a
company face. Cultural diversity intensifies the degree of uncertainty and difficulty in taking decisions for
marketing programs. All marketing strategies are framed after studying the culture of a specific group
because each group have different needs according to their income, customs and traditions. There are
various elements of culture which have direct and indirect influence on marketing. A good marketer who
wants to exist his product for a long period cannot ignore to study the changing cultural demands. So an
international marketer must have to analyse that he is offering his product to whom and what are their
cultural backgrounds. Due to diversification in different parts of world possess different cultural
behaviour, customs, tastes and norms. Marketers must have to promote their product after studying all
these factors. In the terms of conclusions, marketing strategies on international market is considered to be
predictor of products growth in future, and at the same time, a valuable approach to the allocation of
marketing attempt.

RECOMMENDATIONS

a. The collaborative model of business, consisting of teams, is eclipsing the autocratic
management structure traditionally seen in the past. The collaborative model of business
empowers employees, while building loyalty and encouraging personal accountability.
Effective communication is a critical element in the success of the collaborative model.

b. The previous circumstances of cultural magnitude can also be integrated in future research,
especially in order to reveal the superiority of socio-economic factors on cultural dimensions for a
long time period.

c. This approach could also be employed to analyse the impact of various marketing variables and
hoe they interrelate with other cultural and socio-economic factors. It is also important for
marketers and researchers to assess that which activities are most successful over a long time.

d. In future research the impact of socio-economic variables on cultural dimensions should be
considered.
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