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ABSTRACT 

This thesis wil l focus on the influence that 

culture and environmental differences have on interna

tional marketing. 

The world has gone through some major changes 

withi n the past several years, especially in the area 

of marketing. It has become an open marketplace . Even 

the ver y concept behind marketing has a different 

meaning today. For example , marketing was once vi ewed 

a s simply selling a product or service. In today's 

business environment, marketing is more customer ori

ented . Customer satisfaction is the key element. 

Today many companies have ventured into t he for

eign market s . Some have gone international to intro

duce new pr oduc t s or simply to acquire c heap labor. 

Whatever their reasons were, research has shown that 

the most critical element to understand when doing 

business abroad is the cultural, socia l and environmen

tal differences . These differences can have a pr o f ound 

affec t on a f irm' s marketing strategies . 
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The purpose of t h is study is to investigate how 

those companies who are doing business internat i onally 

are handling cultural and environmental differences . 

It is hypothesized that the most critical element 

when doing business in a different culture is adapting 

to that new culture and environment. 

An analytical study was conducted through librar y 

research . The results of the study produced enough 

evidence to justify accepting the hypothesis and to 

conclude that adaptation is the key to doi ng busi ness 

successfully in the international market. 
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Marketing 

CHAPTER I 

INTRODUCTION 

Marketing bad lts beginning back i n what ls re 

ferre d to as " primitive econ omi cs. " During that period 

e ach family produced e verything it c onsumed ln what was 

known as a " pure s ubsi stence economy. " There was no 

need fo r marketing. Later, more goods were produced 

t han were c onsumed by e ach family unit; consequently , 

there came about a need to di stribut e and s el l tbe 

unused goods . This ls bow marketing began. In today's 

economy , "marketing " c annot take place unless two or 

more parties are willing to exc hange their product fo r 

something else in an environment called " the market " 

( McCa rthy , Perreault 13) . 

Every marke t consists of a group of se llers and 

buye rs who are willing to exchange goods and servi ces 

for mer c handise of equal or greater value. Some nego -

tiations may be needed, of course, but this ca n be done 

at some physical location such as a farmers market. It 

c an a l so be done Indirect ly through a complex 

1 



network o f middl e me n who link buyers a nd se ll e rs who 

a r e fa r apart . 

Marke t i ng s hould begi n with potential c ustomer 

nee ds--not with the production pr ocess. Marketing 

s hould try to anticipate needs . Then ma rk e tingJ 

ra ther than production, s hould determine what goods and 

se rvi ces a r e l o be developed, i ncluding decisions abo ut 

product design and packaging; prices or fees: c redlt 

and co ll ection policies: use of middl e men; t ransporta 

tion and s toring policies ; advertising a nd sa l es poll 

c i es : and a f t e r t he s a 1 e , i n s t a 1 1 a t 1 on , war r an t y , a n d 

maybe even disposal policies. 

The above paragraph does not imply that marke ting 

s hould take ove r production, accounting and financial 

activities: rather, it means that by understanding t he 

c ustomer ' s needs , marketing s hould provide direction 

and c oordination for these activities. Alter all , t he 

purpose of a busi ness is to sa ti sfy c ustomer or c li e nt 

needs , not to produce goods and services mere l y fo r 

c onvenience, not knowing if they will sell or not. 



Kahler s t ates that , 

Ma rketi ng ls the process by whi c h the ai m and 
str uc tur e for produc ts a nd servi ces ls anti 
c ipated o r e nlarged and sa t isfied. Thi s pro 
cess involves a na l yz ing whe the r a mar keting 
opport uni ty e xists fo r a fir m, d e veloping 
s uitabl e products and se rvi ces to mee t t he 
opportunit y, sec uring dist ri buti o n of the 
product , d esigning pr omoti onal st rat egy to 
persuade potential con s umers of the d esir 
ab ilit y of the product , a nd transferring 
con trol ove r t he use of the produc t from 
ve nd er to use r so the user may e n joy the 
benefits t6). 

Market ing : Old and Ne w Concepts 

The new concepts of market ing , according t o 
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Keegan, appeared about L960. The focus of ma rk e ting 

s hi fte d Crom the product t o the c us tome r . The objec 

tive. of co urs e, l s s till profit ; howe ver, t.he mea ns of 

achieving the objecti ve has expand e d to i nclud e the 

e ntir e mark e ting mix . Thi s mix c onsist of the 4 Ps: 

Product, Price , Promotion and Place (Keegan 3). 

The o ld co ncept o f market ing was foc us e d only on 

se ll i ng the product or se rvi ce. The r e was littl e or no 

c onsideration for the needs of the c ustomers . More 

time and effort were spent on Improving the product. 

The b ott om line bas always bee n profit. With the old 

concept of marketlng; the s alesperson would a c hi eve 



the ir goal by what ever means necessary , whil e not 

putting the c ustomer first. Howev e r , in lbe bus iness 

world today, th e peramld has reversed. The c ust o mer l s 

now at t he top and management at the bottom. Even in 

t he fo reign markets, c ust omer consideration is at the 

top of the list. 

Research s hows that Marketing is both a set of 

activities performed by orga ni zations a nd a social 

process . I n o ther words , Marketing includes both 

Mi c r o and Macro leve ls. Mi c ro- Marke ting lo oks a t the 

c ustomer and the organization that serves them, whil e 

Macro-Marketing take s a broader view of the whole 

product distribution system (8) . 

Micro Marketing 

Mi c ro Marketing is the pe rformance of activities 

that seek to accomplish a n organization ' s obJectlves by 

anticipating c ust omer or client n eeds and direc ting a 

flow of need satisfyi ng goods and se rvices from prod uc 

e rs to c ust omer o r c lient (8). 

Micro Marketing applies to both profit and no n 

profit organizations . Profit is the main objective for 



most business fi rms . But o ther types of o r ga n iza ti o ns 

may s eek me mbers hip or acceptance of an id e a . 

Customers or c lient s may be i ndividual cons umer s, 

business f irms , nonprofit organizati o ns, government 

agenc tes or even (orelgn nations. Whil e mos t c us t om-

5 

e r s and c lients pay for the good s and servi ce s the y 

rece ive , others may rece i ve them free of c harge o r a t a 

r educed cos t through private or gov e rnme nt s upport . 

Mi c ro - Marketing isn ' t Just se lling and adv e rtising . 

Unfortunat e ly, resear c h reveal s that many businessmen 

t h I n k i t I s . They be 1 l e ve t hat t be J o b o f market 1 n g l s 

to get rid of whatever the c ompany produces. This 

c ould be dlsasterous for someone Just s tart lng out ln a 

business (8). 

Macro- Marketi ng 

Macro-Marketi ng ls a social process that directs 

an eco nomy 's flow of goods and servi ces from produce r s 

to cons umers in a way that effectively mat c hes supply 

a nd demand and a ccompl l shes t be o b J ectl ves of soc let y. 

Like Micro- Marketing , Macro- Marketing is concer ne d 

with the flow of need sat isfying goods and services 

from producer to consumer . However, the e mphasi s with 
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Macro - Marketing 1s not o n lbe activities of individual 

organizations. Inst e ad, tbe e mphasis is o n how the 

whole Marketing sys tem works . Th is includes looking at 

bow marke ting affects society a nd vice versa (10). 

Res e ar c h also reveals that, 

eve r y soc i ety needs a ma c ro - marke ting system 
to help mat c h s uppl y a nd demand. Different 
producers I n a soc iety have different obj ec
tives, reso ur c es , a nd skills: however, on the 
o ther si de of the coin, not all c onsumers 
s hare t be same needs , pre fer enc es , a nd 
wea lth. In other words , within any soc i e ty 
t here are both heterogeneous supply capabili 
ti es and het erogeneous d e mand s for goods a nd 
servi c es. The ro l e of a Macro-Marke t ing sys
tem ls to e ffectively match this het e roge
neous supply and demand and at the same time 
accomplish s ociety ' s objectives. (9-10) 

The ef fectiveness and fairness of a particular 

Macro-Marke ting system must be evaluated in t e rms of 

that society's objectives. Obvi ously, all nations 

don ' t s har e the s ame o bJ ec tl ves . For e xample , studies 

s how that Swedish c itizens receive many free serv i c es, 

such as health c are and r e tir e ment benefits . Goods and 

serv i ces are fairly e ve nly distributed among the Swed 

is h population. Studies also reveal that , by contra s t , 

until recently, Russia placed much l ess e mphasi s on 

producing goods and se rvi ces for Individual consumers . 



The Russian gover nment places its e mph as i s un mil ltary 

s pe ndin g. Ho weve r I n recent months , l he Soviet Uni on 

has mad e maj or st rides towards becoming a market eco no-

my . Moreover, In Ve nez uela, 

and se rvi ces ls very uneven. 

lbe di s tribution of goods 

There ls a big gap be-

tween the " hav es a nd the have - nots ," whether e ach of 

these sys tems 1s J udged fair o r unfair depends on th e 

obj ec tives of e a c h soc i ety ( 10) . 

The 4 P ' s o f Mark e ting 

The 4 Ps of Marketing are: Product , Place, Pr omo-

lion , and Pri ce. If a Marketi ng Manage r under s tands 

the needs and attitudes or a target market, then apply 

i n g t he 4 P s s ho u l d be f a t r 1 y s l mp l e . Ho we v er , t her e 

are some gaps I n this line of reasoning: ( 1) In most 

c ases the marketing managers don ' t know all that they 

s hould about the needs and attitudes of their ta rge t 

market s. For e x a mp l e , i n e a ch cu 1 t u r e need s , v a 1 u es 

a nd attitudes are di(fer ent. The global marketer must 

be able to perceive these differences and try not to 

i mpose bis val ues and Ideas o n people of other c ul 

tures . The marketing manager must also learn how these 

people think and become familiar with their behavior 
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patte rns . (2) c ompetitors are a l so tryi ng to satisfy 

t he s ame or s imilar need s . For exa mpl e , with competl 

tlon rapidl y incr e a s ing , t he I nt e rna tiona l mark e t e r 

mus t lear n to o pe rat e mor e economical and be j ust as 

e ffective as the c ompetition . The International mar 

keter s hould not only s tudy the target market , but i t 

ls t o their a dvantag e t o learn as muc h about t he compe

titi on as we ll . (3 ) The ot her un controllabl e var iabl e s 

may be c hang e d , whi c h ma y requir e mor e c hanges in 

marke ting mixes. Some of those unc ontr ol l abl e vari

ables i nc lude : ( a) political / l ega l fo r ces - laws c ha nge 

constantly in some c ountries , ( b) economic fo r ces, (c) 

compe tition , (d ) technology and (e) c ultur a l fo rces. 

If any o f these variables should c hange , the int e rna 

tional manage r s hould adjust the marke ti ng mix accor d 

ingly to achi e ve the best results. According to 

Mc Carthy and Perr e ault : 

Marke ting planning inv o lves more than 
J us t assembling the four parts of a marke ting 
mix. The four Ps must be bl e nde d ln s uc h a 
way that t he firm can develop the best mix 
for its target marke t . This co uld mean that 
Ideas from some speclallsts, s uc h as pr oduc t 
managers , advertising manage rs , s ales manag 
e rs, and physi c al di s tribution managers may 
have to be adjust e d to improv e the whol e mix 
( 516). 
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McCart hy and Perr eault also lndl ca t es that " mar 

ke ting ma nag e r s must plan s trat egies, market ing plans , 

and a wh ole marketi ng program. " A mar ket ing s trat egy 

ls a big pi ct ur e of what a (lrm will do in a ce rtain 

target mark e t . A market ing plan includes the time 

r e lat e d deta il s tor that st rat egy. A mark e ting program 

is a combinati on of the f irms marketing p lans (516 ). 

Some time sc hedul e is implicit in any s trat egy. A 

market ing p l a n si mpl y spell s out t hi s time perlod and 

the time r e lat e d details. Us uall y we t hink In ter ms o f 

some r easonable l e ng th of time, s uc h as six months, a 

year o r a few year s. But it could be mor e or l ess 

time, es pec ially whe n s tyl e and Cashi on are impor tant. 

A s trat e gy might be impl e ment e d over seve ral years, 

maybe the l ength of a product life cyc l e or at l eas t 

the e arly s tages o f the produc t 's life. 

One c an see that the marke ting s trat e gy planning 

I s a c r eat i v e pr o c es s . W h 1 l e a t t he s a me t i me , I t I s 

also a logical pr ocess. The marke ting concept e mpha 

s izes that all of a firm 's activities sho uld fo c us on 

its target markets. 

Forecas ting c an he lp a marke ting manager es timat e 

the size o f poss ible market opportunities. But the 
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acc ur acy of any sa l es fo r ecas t depe nd s on whet he r t he 

fi rm se l ec t s and l mpl e me nt s a mark e t i ng mix t ha t t urns 

t hese opportun i ti es l nt o sa l es a nd pr ofit (526). 

Lis t e d i n t a bl e 1 a r e s trat egy dec i s i on a r e a s 

or g ani zed b y the 4 Ps ( Pr oduc t , Pl ace, Pr omotions a nd 

Pri ce) ( McCarth y a nd Per r e ault 524). Whil e the s e a r e 

c once r n e d w l t b t he d o mes t i c mar k e t , we w i 1 l a 1 s o l o o k 

a t how t hese decis i on are a s a r e util ized I n t he i nt er

nat io na l market . 
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Tabl e 1 

St r a t e gy Dec i s i on Areas Organized by the 
Four Ps 

Product 

Physi c al Goods 
Se rvi ce 
Features 
Quality l eve l 

Accessories 

Installati on 

Instruction 

Warranty 
Prod uct Lines 

Pac kaging 
Branding 

Price 

Objec tives 
Channel type 
Marke t e xposur e 
Middl e me n 

Locations / 
of s tor es 

Transportati on/ 
s toring 

Se rvi ce levels 
Recruiting/ 

Middlemen 
Managing/ 

c hanne ls 

Place 

ObJ ectives 
Promotion bl e nd 
Sa l espeop l e 
Ki nd 

Number / 
se lec tion 
traini ng 
motivation 

Promot i ons 

Obj ectives 
Fl exi bilit y 
level ove r 
Product 

lite c yc l e 
Geographi c / 

t e rms 

Adv er tising Discount s 
Target Allowances 
Kind of ad s 
Me di a type 
Copy thrust 
Prepared by whom 
Sa les promotion 
Publicity 

SOURCE: Basi c Marketing: "A Managerial Approac h " by 
E. Jerome McCarthy, Ph.D . and William D. Pe rr eault, Jr., 
Ph.D. (1989). 

Product 

Product 1s defined as a c ollection of physi c al , 

service and symbolic attributes that satisfies o r 

benefits the c onsumer (Keegan 367). 

The c haracteristics of a product are us uall y given 

mor e c onsideration by the potential buye r . Res e ar c h 



has revealed that there are five i mportant c haracteri s 

tics t hat a r e releva nt to internati ona l ma rketing 

c onsiderations: pr l mar y f u n c t i on a l p u r po s e , ~ econ d a r y 

purpose, durability a nd quality , met hod of ope rati on 

a nd maintenance " (369). 

Tbe international ma rkete r must cons ider the 

income leve ls as well as geographi c l ocation when 

marketing certain i t e ms. For example , a refrigerator 

has a pri ma ry function i n high income c ountri e s where 

peopl e are a bl e to buy food and s tor e it. In l owe r 

income countri es, r ef rigerator s are not as muc h In 

demand . In some deve loping countries, a refrigerator 

has a secondary purpose. It ls more of a prestige 

item. It is us ually di splayed in the living room 

Instead o f ln t he kit c he n (369). 

Durability a nd quality are ve r y import ant product 

c haracteristi cs . These c harac t eri stics must be suited 

to the avaJlabillty of service within a market. In 

l ower in c ome marke ts, appliances are more likely to be 

r e pair a bl e. Accor ding t o Keega n , " Any item that ca n be 

repa i red ls a quality product" (369). 

Two o the r important c haract e ri stics of a product 

a r e method of ope ration a nd maint e nance. For exampl e, 
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in the und e rdeve loped countri es, e l ec tri ca l applian c es 

may have to be rewir e d to accommodat e the v o ltage sys

tems. Whil e in a mor e de v e loped c ultur e, that s ame 

appliance may need no a djust ment . Another exampl e i s 

whe n the t echnology level of some produc ts ma y ha ve to 

be s implified t o meet the l ocal l e ve l of technology. 

IC the c once pt o f preventive ma i ntenance ls not 

common in a n i nt e nded mark e t , s lmplifled products a nd 

maint e nance free products a re necess ary for s uccess i n 

that t ype of economy (377). 

Consume r s also look at how a product ls pac kage d 

and the brand name. One is more likely to purchase a 

product if It ls attractive and has a familiar name . 

This ls true domesti c ally ; however, research reveals 

that packaging serves mor e Important purposes than Just 

a physi c al appearance in most f oreign c ultur es. For 

e xampl e, some countri es require that labels be print e d 

In mor e than one language , while others forbid any 

foreign language at all (Cateora 383). Symbols a r e 

highly symboli c. For instance , a yel low rose I s offen 

s ive In Mexi co because it means death or disrespec t . 

Studies also show that In low- literacy countries such 

as the third world countries, pictures and symbols are 
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taken literall y. for insta nce, t he baby pi c ture on l he 

Ger be r baby food Jar Is ta ke n to mean that there are 

ground up babi es In the Jar. Color s ar e a n o the r l mpor 

ta n t e l e me nt to consider when pac kaging In t he foreign 

lands. An example is whe n six pointed s tars were us e d 

by a soft drink c ompan y in the Middl e East , some of the 

Arabs be com offe nd e d. The Arabs associated the stars 

with the sof t drink rompa ny as being pro I srae l . 

Llabi I l ty l a ws vary fr om countr y to c o untr y a nd 

don ' t t o ll -,w any particul ar patt er n. Ther efore , the 

lnternat i Gna l mana ger must be e xt r e me ly c areful not to 

of f end any c ulture b y the mis use of c olor s a nd symbols . 

Pri c ing 

Pri c ing decJsions are a c ritical part of the 

marketing mix . The rul e t hat a pplies t o pricing Is 

that the price of a prod uct or se rvi ce mus t not exceed 

the cos t. Secondly, the price must not exceed t hat of 

the compe titi on. JC the IJrst is true, t here is no 

profit . If the later is true, a c ompany c an pri ce 

themselves out of business. Acco rding to Keegan , t here 

is no abs o lute max imum price, but for all c ustomers , 

price must be e qual to the c us t omers pe r ce ive d value of 

-



t he prod uct ( 4 2 1 ). The o bJ ec tiv e ls to co ver a ll 

bases . A compan y mus t c har ge what a p r odu c t Is worlb 

t o the c ustomer; cover a ll cost: a nd , o f co urse, mus t 

mak e some profit I n the pr ocess . 

l hat : 

Resea r c h reveals 

Int e rnati onal pri ci ng ls c ompli c ated by tbe 
fac t tha t in t e rnational busi nes s must conform 
t o dif1eren t r ul e-making bodi es and diff e re nt 
compe t i tive si tuat ions i n e a c h c ountr y. Bot h 
the countr y a nd the c ompetition are c on 
s train ts o n pricing decisions . Eac h compan y 
mus t e xamine the marke t , compe t i ti on, its own 
c os t 4 nd obj ec t ives, l ocal and regiona l r eg u
lations and laws in sett ing pri ces that are 
c onsi s t e nt with the overall marke ting s trate 
gy ( 4'.!1). 

Loca l i nc ome l e ve l s are critical whe n making pricing 

dec isi ons. 

Promotions 

15 

Once a product has gone through the various s tages 

o f deve lopme nt , pri c ing a nd distribution , the c o ns umers 

ne e d t o know that t hat product i s on the mark e t . All 

the c ha racteris t ics o f that product s hould be mad e 

ava ilabl e to the po t ential buye rs . 

Resear c h s ho ws that the mos t e ff ec ti ve marke ting 

mix i nc ludes advertising s ales promotions , pe rsonal 



selling a nd public re l ations. Adverti si ng Is mos t 

c ritical. According lo Ca t eora , 

Pr omotion is t he pi ece o f international 
mark e tin g with t he most si milarities world 
wid e, while at the same time it may r e vea l a 
~reat number of c ulturall y r e lat e d pr obl e ms. 
Adapting promotional strategy to t he c ultural 
diff e rence s i n the world's mark e t ls the 
c hall e nge confr onting the International man 
agers (Cat eora 418) . 

16 

Researc h s hows that c ommuni cation with peopl e in 

dlf{ e re nt c ul tures l s t he gr e at es t c hall e nge in adver -

llsing. Language ls a l so a cri ti c al barrier i n adver -

tJsing i n di vers e c ultur es. In some countries multipl e 

languages are c ommon . I s rae l ls a good exampl e . Ac-

cording to Cateora, the r e are 50 languages in that 

c ountry. Simple words that we use e ve ryday have dlf-

fe rent meanings In other cultur es. When tbls occurs, 

the whol e meaning o t the advertisement is c han ged , 

because It ls perceived dl!f e r e ntl y. For examp l e, in 

Japan, the words yes and no are used differently than 

i n the Unit e d Stat e s . I n Eng 1 i s b , yes mea ns a f f i r ma -

tive and no means negative . Whil e i n Japan, the answer 

yes or no may refer to whether o r not the answer af-

fir ms or negati s the question. For e x a mp 1 e , i f a 

Japanes e ls asked , " Do you like to s hop ?" I.f th a t 

person does not like to shop, they would answer yes , I 



do n ' t li ke to s hop. This c ould have a c atastrophi c 

affect o n Jnternatl onal negotiations if t he other 

party/ parties a r e not c ogn izant of how the word s ye s 

and no are used in differ e nt c ountries. 
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Inter nati onal Markete r s ar e to s ome degr e e be c om

i ng accus t ome d to the problems of adapti ng from cultur e 

to cultur e ( 426). For exa mpl e , ma nagers are becoming 

s e nsitive to the symbo l is ms of c olors In diff e r e nt 

countri es. In Eur o pe and the Unit ed States , whit e 

symbo l izes purity. 

a ted with dea th . 

In Asia , howe ve r , white ls assoc i 

l f the marketers understand the 

symb olisms of c o l o r s in e a c h countr y where they are 

a dver ti s ing , the messag e tha t they are sending will be 

mor e easi ly understood by the publi c. 

Place/ Di s tr i bution 

In every count r y the int e rnat ional market er bas to 

dea l with unique middl e me n and di s tributi o n patt er ns . 

Research reveals that: 

the c hall e nge for the lnt er nat l onal market is 
to forge c hannels from available middl e me n 
that will eff e c tive l y mee t the needs o f the 
target marke t with i n the l egal limit s imposed 
b y company policies, government regulations 
a nd o ther resour ces (Cat eor a 516 ). 
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A di s tribution c hannel 1s si mpl y the means by 

whi c h a company or an organization gets it s produc t or 

s e r v I c e t o t he mar k e t . Th 1 s c a n be an age n c y , or 

deal e r , wholesale or retail. Most i nternati onal mana g -

e rs se l ec t distribut ors from a list provided by l ocal 

trade associations Ln e ach c ountry. Selecting the 

right d i stributor c an mak e all the differe nce in the 

type of perto rmance that Is e xpec ted and the t ype o f 

per f or man c e t hat I s rec e I v e d . 

Contr o l over the sys t e ms a nd middl emen are neces 

sa ry In international business, because middl e men ar e 

in business tor themselves also. 

A manager must c hoos e the best middl e men to 

handl e the Job. When possible, the parent company 

s h ou ld know the actlvltles o f middl e me n In r es pec t to 

their volume of s ales, market c overage, se rvi ces of -

t' e r e d , pr i c es , adv er t i s l n g , pa y me n t o f b i 1 l s , and e ve n 

profit (563). 

According to Cateora , within the past decade, 

international middlemen have become mor e numerous , 

reliable , sophisticated, and even mor e availabl e to 

mark e ter s in all countri es. Suc h growth and develop -

ment offer a wider range of posslbllltles for e ntering 



fo r ei gn ma rke t s. 
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The int e rna t ional bus iness ma n s hou l d 

keep i n mind that t hose s ame p oss ib1 11 t jes ar e a l so 

ava il a bl e fo r t he c ompe tit ion (56 4 ) . 

Response Func t ions 

An unde r s tanding or the need s a nd a ttitudes of the 

fi rm ' s targe t ma rke t c an he l p a ma nager de ve l op a mo r e 

ef f ec ti ve marke t i n g mix , e ve n i n t he face of c ompe ti 

tio n . Whe n compe t i t o r s mee t eac h o the r I n the marke t 

place, it ls e ve n mor e i mportant to und e r s t a nd t he 

t a r ge t marke t a nd how it is li ke l y to r es po nd t o a lt e r -

na tive marke ting mixes. [n thi s s ituati on , the r e is 

mor e o f a need fo r es timating r e s ponse fun c t ions. 

Res e ar c h r e v e al s that a r e spons e f unc ti o n s h ows 

how the f irms ta rge t marke t ls expect e d to react t o 

c hange s in marke tin g v ar iabl es. Theref or e, t r y ing to 

es timat e re levant response f unc ti o ns c an be a r e al he lp 

In deve l opin g be tt e r marke t i ng mixes ( McCarthy 52 6 ). 

To be tt e r und e r s tand the r espons e fun c t io n , these 

i llustrati ons of e a c h of the 4 Ps may be he lp f ul . 



Tab le 2 
Product Qua lity 

L1ttl e ------->mo r e 
cos t ($) 

SOURCE : Basi c Ma rk e ting: " A Mana ge r ia l Approach " by 
E. Jerome McCar th y Ph.D. and Will ia m D. Pe rr e ault , Jr. 
Ph.D . (1989). 

Thi s response f unc t ion fo r Produc t quali t y s ho ws 

lbat ad din g mo r e q ua lity (a nd feat ures) will incr ease 

s ales. But adding mo r e qualit y ma y also i ncr e a se cos t s 

and , at s ome point , c ust ome r s may not be willing t o pay 

mor e for quality. This results ln a profit response 

f unc ti o n that reac hes a high point and then declines. 

Thi s ma xi mum point is the best l e ve l of pr oduc t q ual i 

ty , de pe nding o n the company ' s o b jective (528). 

Wh i l e t his res ponse functio n deals basica ll y with 

the d omes ti c market , it c an have a different affec t 

whe n d ea l ing with the international market . For in 

s tance, the affec t ls the same in a de velope d co untr y 

wher e people a re more e duca t e d , hav e hi g he r income 

l eve l s, and the level of technol ogy is higher. Wh e r e

as , I n an underd e veloped c ountry, the peo pl e a r e l ess 
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educ at e d . in a lowe r inc ome bracket. a nd tec hn o l ogy 

bar e l y e xist s. This response f unc tion would s how t he 

o ppos it e l n thi s type of eco n omy, beca use peop l e s till 

li ve i n near primitive conditi o ns a nd ne ithe r product 

quali t y nor design is a priority . Eve n the s imples t 

e l ectri c al appliance, teleph one , refrigerator , or e v e n 

a ca r is c onsider e d a l uxur y Item. 

Tab l e 3 
P l ace - Di s tributi o n Int e ns it y 

Sa l es 

OExcl uslve--- -------- - -> lnt enslve 
Costs 

So ur ce: BasJ c Marke ting: ~A Manageri al Approach " by 
E. Je r ome McCarthy Ph . D. a nd William D. Per r eault , Jr. 
Ph . D. ( 1989) . 

A pl ace r e l a t e d response func ti on foc uses on t he 

de gree of mar ket e xposure desired (ra nging fro m exc lu-

s ive t o intensive). Sal es l e vel off ne ar the ex tr e me 

o f intensiv e di stributi o n beca use, whe n most outl ets 

alread y c arry the product, littl e increas e in sa l es 

will be e xpected f r om th e last few marginal outlets 

( 528). 



An obvio us feat ure i n distribut ion c hannels in 

less developed co untries is the high number o f peo ple 

in sales. A s tudy of East Africa revealed t hat: 

s mall stor es, (gen e r ally those t hat stock 
under 100 ltems a nd occ upy a space of 50 to 
75 s quar e feet) indicated that those busi 
nesses ope rat e under a very narr ow gross 
mar gin of 12 percent. In the United Stat es 
t hese same s uper markets operate o n a 22 pe r 
cent gross margin (Keegan 444). 

What this means is t hat s mall s t ores In East 

Africa are o pe rating under a lo wer cost for m of dlstri -

b ut lon. Sour ces revea l that i n developed countri es, 

capit al ls s ubstit ut ed for labor. The l e ss developed 

countri es with an a bundance of labor seek to hid e their 

une mployment in i nad e quat e c hanne l s of distribution 

that are suited to the needs of c ust omers -- In some 

cases working l onger hours. 



Table 4 
Promot ion - Advertising 

Sa l es 

0-----------------------------------> Cos t ( $ ) 

SOURCE: Basi c Marketing: " A Manageria l Appro ac h " by 
E. Je rome McCarthy , Ph . D. a nd William D. Perr e ault , Jr . 
Ph.D. ( 1989) . 

Table 4 s ugges t s that eve n with no a dvertisi ng , 

personal se lling or o t he r promotion e fforts , some sales 

will res ul t. But s al es will be highe r with some adver 

tising. On the right of the response f unction, t he 

c urve s tar ts to l e vel o!C - showi ng declining r es ult s 

from extra advertisi ng . However, lt ls important to 

not e that the bes t point may not be at the hi ghest 

sales l e vel (528). 

This table J s c oncerned with domestic advertising. 

On the int e rnational side, the global manager must be 

c ar eful o( the type of produc ts he advertises in cer 

tain economies . One source reveals tha t industrial 

prod ucts are bought and used in the same way and for 

the same purpose in e ve ry co untry . Therefore , a dv er -



llsi ng l s l ess diffi c ult than fo r c onsumer products. 

Whil e o n t he o the r band. s ome mark e ting e xperts be li eve 

that consumer products in ge neral, rood in particular, 

a r e so c ulturally linked that lt is impossibl e to app l y 

any element of the marke ting mix to these produc ts . 

Tabl e 6 
Pri ce / Quantit y Re lati on 

Sa les 

0 ---------->Quantity of unit s 

SOURCE: Basi c Marketing : "A Managerial Approac h '' by 
E . Jerome McCarthy, Ph.D . and William D. Perreault , Jr. 
Ph.D . ( 1989). 

Table 5 shows the impact of price level variations 

on sa les and quantity sol d. This ls simply another way 

of showing the down s loping demand c urve. As s hown ln 

the table , 

lbe down sloping de mand c urve means that 
total s ales will start declining at some 
quantity . Marginal revenue can go negative, 
wblcb means that tota l revenue l s dec lining . 
You c an ' t inc rease total dollar sales indefi 
nitely wltb price c uts (528). 

This method is c ommonly referred to as penetration 

pricing . It ls the use of pri ce t o obtain market 



position . I n t he i n t e r n at I on a 1 mar k e t t o d a y , J a pa n . 

Korea and Taiwan use this me thod most frequently. 

These co untri es have had g r e at success al l over t he 

world by using the pe netration pri ce method. Even In 

America , we c an witness their s uccess by simply reading 

}ables on certain items. Most often those labels will 

s ay mad e ln Japan , Korea, or Taiwan. 

An exampl e o f pe ne tration pricing ls when the 

Japanese e nt e r e d into the 4K RAM (random access memor y) 

market in the United Stat es. Prior to the Japanese 

enteri ng this market , the Ameri ca n distributors wer e 

se lling this device for betwe e n $18.00 to $20.00 each. 

When the Japanese c ame into the pi c ture , they so ld the 

identical product for SS.00 to S10 . 00 cheaper (406). 

This , of co urse, gave the Japanese a much bigger s har e 

of that market. This method may secure a firm a place 

in a particular market . It does not guarantee that 

place indefinitely . Because , at some point, sales will 

drop e ven with the lower pri ces. 

Blunders ln International Business 

According to Root , "blunders ln international 

business are usually traced to ethnocentric assumptions 
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t hat mana ger s hold un co ns c i o us 1 y '' ( Root 13 7 ) . These 

manage rs actually believe t hat all fo r e ig ners th i nk , 

a nd act t he sa me as they do . Alt ho ug h all peop l e have 

t he sa me basi c ne eds s uch as food and s helt e r, t hey 

don ' t a ll seek to satisfy t hose needs the same way I n 

each c ulture. 

Cultural dif fe rences c an affect a ny a nd 
a ll e ntr y s trategy d ecisions: the c hoi ce of 
targe t countr y mark e t s (or segment s wlthln 
those markets, t he c hoice of a c andi d ate 
produc t and its ada ptati on to foreig n mar 
kets, the c hoi ce of an e ntr y mod e, t he for mu
lation o f a foreign marke t program, a nd the 
c ontrol of e ntr y o pe rati o ns. All t hese d eci 
s i o ns d e pe nd on c r oss - c ultur a l commun ications 
of o ne sort or a not he r ( Root 23 7 ). 

Tbe blunders wit h the most pro fo und affect Js when 

a manage r fails t o establish a good communi cati o n 

system with the foreigners . It ls virtually i mpossibl e 

for a manager to go i nt o a new c ountry, t arget bi s 

marke t, set up marke ting s trat egy, e tc. without some 

form of communi ca ti on. Communi ca tion to i nt er national 

marke ting ls like oi l to a c ar. It ls the life of 

int e rnatinal negotiations . Any agreement o r disagree-

ment is based on some for m of c ommuni ca tion. Communi -

c ation no t only involves the diff e rent languages , it 

also e ntail s learning all a r eas of that c ulture where 



he Intends to d o business, I ncl uding the po lit1 ca l 

sys tem. 

International Market ing 

" International marketing refers to the 
marketing of products and se rvi ces In mor e 
than one nation . [t may consis t of exporting 
goods fro m one countr y to another , or it may 
refer to a fir m that both produces and mar 
kets i n more than one c ountry without the 
goods c rossing nati onal borders" ( Kahler 6) . 

A good exampl e i s, when a co mpany 1n countr y "A" ships 

the c omponent s for the manu facture of a produc t to 

c ountry "B" , that company may assemble a product that 

ls not only sold in co untr y " B" but ls e xport e d bac k 

to country "A" and to nume rous other countries around 

t be wor 1 d. Both cases are good examples of lnterna -

tional and multi - national marketing. 

In t er nati onal and multi - national market i ng deals 

with sit uations where c ompanies have a s tr ong domesti c 

base and those c ompanies that have substantial invest -

me nts in numerous countries . In some si tuations , so 

many countries are Involved that one c an hardly deter 

mine where the home co untry is e xcept by the location 

of the main office or headquarter s. Coca Co la ls a 



good e xampl e. It has a strong home base in the Unit e d 

Stat es , but is so ld all over the world. 

International Trad e 

Int e rnat iona l trade Js si mpl y t he moveme nt or 

transfer o ( goods fro m one countr y to another (i mport 

i ng and e xporting). Acc ord in g to Kahl er , " Internation

al trade l s a l so c onc er ned with trad e (l ows , c omme rcial 

poli c i e s , r esour ce allocation a nd adjus tme nt s, c apital 

move me nt s , balance of payments analysis, and int e rna 

tional monetary arrangements " ( 6). 

Comparative Marke ting 

The c omparative s tudy of international marke ting 

ls a compari son bet ween the various marke ting syst e ms 

In different c ountries. The international manage r 

s hould begi n by sear c hing for diff e r e nces and similar-

i tl es I n each c ultur e. Once he / s be has no t e d those 

things that are a like and those things that a r e unique ; 

t he next s t ep is to i nd e nt ify those things that a r e 

common to a ll c ultur es (also ca ll e d universals) whe r e 

the company Int e nds to do business . 
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From research and the media, one can e asil y id e n 

tify some of thos e things that various c ount ri e s hav e 

In common , s uc h as: c 1 ea n 1 i n es s , l aw , c ook i n g , ma r -

rlage, medi c ine, kinship , educati on , Inheritance rul e s , 

religion e t c. Just to name a few. 

Once the marketing manager has 1dentitied those 

univers als, his Job of standardi zing hi s marketi ng 

program Is s i mpllti e d to a de gr e e. 

Al l the c ultural diversity i n the world c an work 

in favor o f the International manager. It is si mply a 

ma tt e r o f accompli s hing the same thing by a different 

means. Everyt hi ng depends on how well the manager does 

his homework. 

One of the main barriers that an internat ional 

manager bas to overcome is gover nmental and po l iti c al 

regul ations. Each country certainly has a right to 

det e rmine who does busi ness within its borders . Each 

marke ting manage r s hould be cogn izant of how various 

laws c a n affec t marke ting o ppor tunity and operations 

within that parti c ular co untry. According to Kahler, 

"ea c h nation ls sovereign with respect to Its o wn 

in t ernal laws gover ni ng the rights and privil eges of 

its c itizens and thos e who are already doi ng business 



w i t h i n 1 t s borde rs '' ( 7 ) . 
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Therefor e, l he In t ernational 

manager c an ' t afford to ignor e t he sove r eign rig ht s o f 

fo r eign nations, nor s hould be make t he mistake o f 

ass umin g that the s ame laws, rig ht s a nd privileges that 

he e njoyed at home e x i s t s in foreig n c ountries. 

I n all c ases where international b usi ness occ urs , 

some for m of tr e ati e s or agr eemen ts have bee n worked 

out by the home c ountr y a nd t he foreig n c ount ry. 

Language a nd Cus t oms 

It ls ~ene rall y agreed that the English language 

ls the most difficult to learn. When a manager deci d es 

to sel l bi s produc ts or ser vi ces interna tionally, he 

takes on a g r eat t as k . No t only ls it necessary for 

him to acqu i r e d e mographi c in.formation , be must also 

l ea rn ho w t o c ommuni cat e with the people. He has two 

c hoi ces, be can ei ther l earn the language o r hire an 

interpreter. The c hoi ce ls his. In some c u ltures, 

mor e than one language is c ommon. 

Al o ng with language, there a re many as pects of 

c ultur e t hat hav e a great i n fluence on the mar keting 

process. Resear c h r eveals that taste , fo r exampl e , is 

a l e arned response that ls highly variable fr om c ultur e 



to c ulture . 

by c ulture. 
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Colors a nd s tyles are s tr ongl y influe nced 

For exampl e, 

co lor in mosl e m c ountries, 

t he co lor g reen Is a popular 

but it sends a negative 

message ln Southwest Asia , where It Is associated with 

disease . The color r e d Is popular In most countri es of 

t he world , but is not highly regarde d in some African 

countri es (Keegan 106). 

Income is anot he r variable t hat affects attitude 

and be havi or patte rns in different c ultur e s. 

Stateme nt o f Purpose 

The purpose o! this paper is to focus o n some of 

the major problems that are affecting the international 

market, s uch as: e nt ering the targeted market and 

deci ding which marketing mix ls best s uited £or that 

marke t. This paper will also show why some businesses 

were unsuccessful i n the international marke t because 

of s ome c ritical assumptions made o n the part of tbe 

manager regarding c ultural differences. 

Research data supports the hypothesis that adapta 

tion a nd communication are the keys to s uccessf ul 

International marketing . 



Chapter II 

Literature Review 

Understanding and adhering to cultural differences 

is imperative to doing business success fully in the 

internat ional market . In 1992 , when the European Na 

tional Marke ts bec ome standardi z ed , the d oors wi ll be 

opened t o other f oreigners to do busi ness i n Europe. 

Unl i ke Japan and the United State s who are already 

vis ible in Eur ope, it wi ll b e much easier for othe r 

foreigners to do business there a s well. 

The Russian market is a potential avenue to be 

explored by foreign businesses. According to Hark 

Maremont i n Business Week, "With all the problems i n 

the Baltic States, the international business community 

is watching the situation. However, none of them is 

expected to pull out of the Soviet Union unless the 

situat ion deteriorates" (43). With the attention of 

the world focused on the Soviet Union, everyone is 

waiting to see if Gorbachev ' s reforms will last. Thi s 

is the key element that could determine how quickly or 

even if the Soviet Union will move into a successful 

market economy. Sources reveal that there are some 
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3,000 joint ventures in the Soviet Union, s o me of whi c h 

are billion do l lar bus i nes ses (43 ) . So , one can sur 

mise tha t there is great potential for doing business 

in the Soviet Union. Germany and Rumania are o ther 

coun t ries that are in the pr oc ess o f switc hing t o 

market econ omies . 

Thes e c ount ries are mentioned t o get a fee l f or 

h ow fa s t the global market is expand i ng. There are 

many c ountries already d o ing business success full y in 

foreign countries. Some of these existing business es 

will remain where they are , and others will take advan

tage of opportunities in other countries. 

The question now is how does a firm deal with 

d o ing business in the new culture? When a manager does 

his homework well, entering a new culture is less 

difficult. On the other hand , there are those managers 

who are presumptuous and attempt to do business without 

first learning something about their new surroundings. 

The successful manager is the one who consults with the 

people who are his / her potential customers. This 

includes the officials in charge of economic policies 

and the private sector. In doing so the manager is 
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establ ishing a communicati o n system t hr ough wh i c h 

he / she is able t o learn what interest t he people have, 

what their pr ior i ties are, what products they would 

like to see on the market. When a manager fails t o 

fam i liarize hims elf with business practices, soc i a l 

ha bits , and et i q u e tte o f a countr y, he c an c aus e ser i

ous pr ob lems f o r h i s c ompany. Somet i mes fai l ure re

sults from this lack of knowledge. 

Studies show that: 

Some of the cultural differences fa c ed by 
American firms include . . . in busines s style, 
attitudes toward developing business rela
tionships , the significance of punctuality, 
negotiating style , gift giving customs , 
greeting gestures , the meaning of colors, 
numbers , symbols and titles (Business Ameri
~, Vo 1 : 11 2 , issue 2 , 1 9 9 1 . 2 6 ) . 

Fo r example, American businessmen are usually eager t o 

get right down to busi ness , while in some countries 

more emphasis is placed on developi ng and nurturing a 

long term relationship. 

International businessmen have realized that there 

is much more involved with international business than 

just the business side. 



According to Jlm de Wilde o f Business Quarterly maga-

zine: 

In order for a manager to learn how to think 
globally, there is an educati onal process he 
must go through . The first is conceptual 
strategic and requires commu nicating knowl
edge. The second is skills - based and allows 
him to draw on case method management (de 
Wilde 41 - 45 ). 

The writer is saying that a new manager going 
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into international bus iness must be careful how he/she 

plans and implements his / her marketing strategy. Too 

often managers fee l that their own ideas and concepts 

are the only ones that are appropriate for the needs of 

their business . Research has proven this to be errone

ous . A wise manager should first consider his / her own 

mistakes and also draw on the mistakes of others. The 

mark of a good international manager is one who has 

developed a sensitivity for other cultures and a gener

al global value system. 

Today many corporations are searching for new 

avenues to explore in the world markets. In many cases 

it will be necessary for companies to pool their ef

forts together in order to be successful. Research 

shows that this will be a growing trend well into the 

90's. 
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Dr. Rosalie L. Tung, Pr o f ess o r o f in ter nat ional 

business at Simon Fraser University (Canada) , wr ote an 

article that concerns a study which involves 18 econom

ic corporate ventures formed between the United States 

and Ko rea. The study examined the practic es, proce

dures, and the outcome o f bus ines s negotiatio ns betwe en 

the two countries. 

Tung noted that there are three main c haracteris 

tics associated with Korean negotiating style and 

decision making process. The fir s t one is "Speed of 

decision making." Since the Koreans are cognizant of 

t he fact that Ameri can businessmen are eager to com

plete business deals , they use what is called the 

stalling technique . By stalling, they are able to win 

greater concessions . The second characteristic is 

"personal consideration versus western logic." Accord

ing to some of the American businessmen who compared 

their exp_erience with China and Japan to their experi

ence with the Koreans, one stated that " their Korean 

counterparts are illogical . They often become emotion

al during negotiations , they become abusive with shout

ing, desk pounding, and chest beating" (Organizational 

Dynamics 35) . This is an indication that the Korean 
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businessmen are highly emot i o nal and somewhat incons id

erate of their counterparts . The third and last char

acteristic is "the profit motive ." Dr. Tung states 

t hat "too many Korean companies, profit may not be the 

ma i n obj e ctive for enter i ng into business negot i at ions. 

Compared with Japan, Korean companies are more c on

cerned with market share and growth" ( 35) . While the 

American businessman is also concerned with market 

share and growth , profit is also high o n the prior i ty 

list . 

Other studies concerning business negotiations 

between the United States and Japan, and the United 

States and China have found that: 

while the ability to bridge c ultura l differ
ences was less important in explaining the 
success o f business negotiations, falling to 
br i dge that cultural gap was preceived by all 
as a maj o r factor in negotiation failure 
( 37 ) • 

Even the Korean businessmen who were interviewed during 

this study acknowledged that knowledge of the Korean 

culture is a must for a successful business i n Korea . 

Unfortunately, many of the Americ an businessmen were 

not prepared for a business venture in Korea, a ccording 

to the study. 
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Tung's article points out that having the highest 

technical products on the market does not guarantee 

success ln the international market, Korea, Japan, 

China, Europe or elsewhere . The key to successful 

business in Korea ls becoming familiar with the Korean 

culture and how it relates t o business negotiations. 

Other theorists share the opinion that communica

tion is a key element for a successful international 

business. Negotiating across cultures c an be frustrat

i ng for managers because of the cultural differences. 

Negotiating styles and customs are different in each 

country. Business America points o ut that "a host of 

cultural variables must be dealt with at the same time" 

(27). For example, how should one conduct themselves 

for the first meeting? First the manager should under

stand as much as he can concerning position (rank)--who 

makes the decisions, what is that country's policy 

concerning gift giving, and what is the significance of 

gestures and greeting in some countries? For example, 

1f a manager ls not already familiar with the new 

culture's policies concerning greetings and how they 

treat position, once he learns how to say hello in that 
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language and establishes a line o f c ommunlcatl on he/ she 

is well on his way t o the next step. 

The next step is to learn who makes the decisions . 

In Ameri c a, usually the higher ranking managers make 

the i mpor tant dec i sions f o r their company. Therefore 

it is i mportan t to k now how each cul ture treats rank 

and position. Cultural policies conce rning gift g ivi ng 

s ho uld be considered also . In some countries the 

giving of g i fts is valued very highly, while in o thers 

it is o ffensive. Knowing these things can enhance the 

negotiation process tremendously. 

When one crosses cultural lines, something as 

simple as saying hell o can be misunderstood. Greetings 

in America are a simple handshake, and "ho w do you do?" 

or a nod of the head. In some other countries, these 

simple greetings can be offensive to the people. For 

example, in Japan, a b ow is the most common form of 

greeting . .It symbolizes humility, and lt ls a very 

important cus tom to observe when doing business with 

the Japanese. In Italy, handshakes are an acceptable 

form of greeting, wh i le in Taiwan the common greeting 

is done by placing the hands in a prayer position at 
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the chin and bowing slightly. Accord ing to Buslnesz 

America , "the h igher the hands, the more respect is 

symbolized ." (26) Research reveals that cultures all 

over the wo rld use various body languages and gestures 

to relay messages fr om one to another. In some coun

tries, the g estures and movements may be the same, 

however, their meani ngs are not the same in all cul 

tures. 

Gift g iving in some countr ies is h i ghly o ffensive, 

whi l e in o thers, it is a common practi c e . However, in 

those countries where gift giving is acceptable, the 

giver must be careful of the type of gift he/she pres

ents and also when to present it. According to Busi

ness Week, "Gift giving ls regarded as a part of doing 

business. To the Japanese, exc hanging gifts symbolizes 

the depth and strength of business relationships" (27) . 

The custom in Japan is to exchange gifts at the first 

meeting. The Japanese believe that when a gift ls 

presented, the receiver should reciprocate. Although 

the Japanese will accept a gift from a business part 

ner, they never open the gift in the presence of the 

giver. If the giver is not cognizant of this, it could 

cause a serious misunderstanding and possibly a failure 
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in negotiations. studies show that in Japan even the 

way a business card is presented must be done graceful 

ly. In other words, that business card must be given 

the same respect as the person who gave it. 

In countries such as Belgium and the United King

dom, gift giving is not common when doing business. In 

Germany, exchanging gifts is also seldom practiced . 

Dan Remington's research points out that in Islam

ic countries , gifts of alcohol, or paintings or pic

tures of women should never be given. Pictures of 

women are offensive because in this culture, women are 

kept out of the public as much as possible. They are 

usually covered from head to toe . 

In other nations such as Latin America and certain 

European nations, colors and certain types of gifts are 

offensive. For example, managers should never give 

anything purple or black, knives or handerchiefs. Also 

the number 13 is not to be used in these countries. 

Dan Remington goes on to state that " for the Canadians , 

international business gift giving is carefully re

searched and thought out so as not to offend the recip

ient" (Remington 12-15). This shows that the Canadians 

like the Japanese are aware of what it takes to develop 
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strong international business relati ons . Th ey know 

t hat it takes a c quiring knowledge of other cultures and 

then es tab lish i ng g ood communications with them. 

According to Larry Crump, writer f or Management Japan 

magazine, "When Japanese employees g o on assignments 

outside o f their country, they are trained in the new 

cul t ure' s business meet ing style, nego tiati ng style 

and management style, along with language s kills" (31-

36) . This shows a genuine concern f o r other cultures 

and their business practi c es . Japan didn't acquire 

it's success by doing everything the Japanese way. In 

many cases, it was necessary for the Japanese to adapt 

to certain situations as well as incorporate some of 

their own customs in the new environment. 

Unfortunately, the Americans did not realize the 

importance of learning a foreign language until recent

ly. For a long time, the American managers seemed to 

ignore the fact that everybody doesn't speak English. 

It ls a second language. This could be the reason that 

more and more business managers are including a foreign 

langu~ge as part of their study plan. It appears that 

the American international businessmen are just learn

ing what the Japanese and some other countries have 
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known a ll along . Because o f negligence, the Americans 

have lost a great deal o f money . According to Martha 

Dupeche r, communications consultant, "The Japanese are 

known all over the world for their multilingual market 

ing practices " (Dupec her, 25). It has b e come o bv ious 

to the American businessperson t hat if he / she wants to 

do business abroad, steps mus t be taken to bridge the 

commun ication gap that separates the countries o f the 

world . 

Dupecher, who is als o an interpreter /translator, 

believes that: "One essential link in bridging that 

communication gap is a t ranslator or an interpreter " 

(39). Dupecher points out that messages lose t heir 

meaning slightly when be i ng translated. There ls, of 

course, the poss ibility of betrayal on the part o f the 

interpreter/translator . In some cases, the cost to 

hire a translator is quite expensive. Unless a firm 

can find someone who has a proven record of being 

trustworthy, the most feasible method of communicating 

with foreigners is to learn the language. 

As we move into the 1990's there is a trend form

ing . There are mor e bus i nessmen who are either already 

doing business internationally, or who intend t o do 
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business internationally going back to school to learn 

at least one foreign language. 

It appears that in the 90's, more international 

managers are finally awakening to the fact that domes

tic business practices don't work in the foreign mar

kets. Too many companies have suffered because they 

failed to rea lize that business must be adapted to the 

needs of the culture . 

Hallen, Johnson and Seyed-Hohamed believe that 

"The adaptation Concept has had an influence on think

ing in business strategy . Strategic Management has 

even been used lnterchangebly with adaptation" ( Hallen, 

et al. 30). In the process of formulating a method of 

fitting the product and/or service with the needs of 

the consumer, adaptation is exactly what occurs. 

Adaptation ls not only necessary to the business ini

tially , it is a necessary ingredient for forming last

ing business relationships. 

Research shows that the most common case of inter

firm adaptation is when a supplier tailors a product or 

service to fit specific needs or wants of the customer. 

The customer in some situations may adapt to the capa

bilities of the supplier. 
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An excellent example o f adaptive market ing ls a 

company case s tud y conducted by Kraft General Food 

Group wh ich appeared in the J o urnal o f Consumer Market-

1.n.9.. In the study Kraft examined three aspects of 

adaptive marketing: 1. The appl ication of similar 

marketing across the wor ld marketplace. (2) The revi

talization o f existing business. (3) The application 

o f new bus iness sys tem capabilities to fulfill custom

e r s needs (James M. Kilts 39 ) . Resear c h shows that the 

food industry is one o f the most difficult areas t o 

adapt to foreign countries. Because the d i et in all 

the countries of the world is culturally oriented . 

Kraft was able to successfully revitalize one of its 

existing products (cheese slices ) . Most of us are 

familiar with the Kraft commercial where the company 

informed the consumers that each slice of Kraft cheese 

contains so many ounces of milk, while competitive 

slices are non-dairy. The company was successful in 

adapting that same commercial in four different c o un

tries: Canada, Britian, Australia, and Spain . The 

company was also successful in revamping a product that 

had been on the market for 35 years (Cheese Whiz) . 

This involved a new way for the consumer to use an 
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existing product, by simply melting the cheese and 

pouring it over chips or soups rather than using it as 

a spread. The thing that caused sales to increase was 

simple marketing the product differently, such as new 

lables and adding new flavors. According to Kilts, 

"after a year, Cheese Whiz sales increased 35\" ( 40) . 

The company has recently moved into a new type of 

bus iness to meet consumer needs. Kraft has ventured 

into fr ozen f ood in an effort t o meet changing life

styles both in America and abroad . The examples of 

the Kraft cheese slices and the Cheese Whiz are illus

trations of how adaptive marketing works . 

Gregory E . Osland's research reveals that: "The 

operation of variables such as uncertainty, adaptation 

and the exchange of information are both creative and 

effective" (Osland 126). He further states that "In 

extreme uncertainty, as in international marketing, the 

Swedish firms exchange more information and make more 

adaptations" (126). 

Subhash C. Jain, Professor of Marketing at the 

University of Connecticut, explored the concept of 

standardization. Standardization of international mar

keting strategy refers to using the same marketing mix 
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worldwide. Although the concept of standardization l s 

no t new, r e search shows that it is nowhere near being 

i mplemented except in the European countries in 1992. 

If i t should become effective globally, it could p ossi

bly help alleviate the c ommunication problem that 

exists between the countries of the world. Having 

everyo ne doing business the same all over the world 

sounds like an excellent idea . Ho wever, Jain's find

ings we re not conclusive enough t o support the concept 

of wor ld market standardizat ion, at least not at the 

present time ( 77) . Further research is being conducted 

on the subject. 

Dr. Mohammed I. AT- Twauri, Dean at the College of 

Industrial Management in Saudi Arab i a, conducted an 

i nterest i ng investigation concerning a cross culture 

comparison between American and Saudi Arabia managerial 

styles and values. In recent years, business has 

steadily increased between these two countries. 

According to AT-Twauri : 

Since 1986 there have been 268 joint ventures 
between Saudi Arabia and the Un i ted States. 
Th is increase in business ventures has led 
the Saudi Arabian government t o experiment 
wi th policies that have been set forth to 
pretect and control economic act i vities with
in the Saudi Arabian borders (58). 
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4 9 

11 saud l Arabian 

labor laws require that any fore igner who is engaged in 

joint ventures with their country set up pr ograms t o 

tr a i n the Saudi Arabian empl oyees " ( 58 ) . Some foreign 

governmental and economic po l icies may seem st r ict at 

times, but the case in Saudi Ara bia is a prime example 

of breaki ng o r at least closing the cultural barrier 

between t he two countries. Sources show that even the 

Saudi Arabian students, who have acquired their degrees 

in t he United States, are return ing home mo re frequent 

ly to seek employment in their own culture. Many of 

these young people manage to get jobs with multinati o n

al corporations or with companies who are involved wi th 

joint ventures with the United States. There couldn't 

be a better way to strengthen business ties and elimi

nate cultural misunderstandings than this type of 

situation. Certainly as we move further into the 90 1 s, 

a better understanding o f values , attitudes , and busi

ness practices will become more critical to the s uccess 

o f internat i onal business. 

Jessica Shelly's research shows that: "Those 

American companies engaged with joint ventures in the 

Soviet Union, must become actively involved with the 
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Soviet reform. Those countries are encouraged to 

express their support for the new reforms that are 

taking place in the Soviet Union" (37 ) . Here again is 

a case of managers getting involved with the culture 

where they intend to do business and, of course, nar

rowing the culture gap. 

Unfortunately, most Ameri c ans don't seem to show 

much enthusiasm for studying foreign language. The 

days of being ignorant to what is necessary for success 

i n international business are over . Aside from visit 

ing the country where the business will be establ ished, 

there is more and more information available in librar

ies than there ever has been. There are some business

es who specialize in translations, such as translating 

instruction manuals for assembling toys, kits, etc. 

A p otential international manager could attend 

cross cultural workshops sponsored by various interna

tional organizations, colleges and universities or 

maybe some neighborhood groups. This type of training 

can avoid embarassing and costly situations when 

trying to win contracts. Charles F . Valentine, a 
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par t ner in an accounting and c onsulting firm in wash 

ington points out some examples : 

An Amer i can oil executive was about to sign a 
c ontract with a mid Eastern Country. A short 
while be f ore signi ng the contract, the two 
representatives met for tea . While relaxing, 
t h e American propped his feet upon a table , 
with the soles of his shoe facing the Arab 
o ffi c ial. The Arab o fficial became angry a nd 
left the r oom. The American official was 
surprised to learn that exposing the s o les of 
his s hoes was offensive to the Arabs. It was 
a whole year later before that contract got 
signed ( 56) . 

Even when selecting foreign business partners, a 

firm must not act i mpulsively. Valentine descr i bes 

what has happened when managers are t oo impulsive . 

"When a f i rm sends a manager overseas t o select a 

foreigner to represent the business , eventually the 

firm learns that the pers o n that was s e lected is not 

all that he was thought to be" (56). Th is is what 

happened when the manager failed to conduct a tho r ough 

i nvest igation of the individual he se lected. Valentine 

also points out that not all f oreign businessmen use 

the phone the same. I n some cultures , conducting 

business by phone is n ot t he s ame a s conducti ng busi

ness fac e to face. Some of these cultural norms may 

seem trivial when compared to American customs, but 

they are reality and international businessmen should 
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the success of an international bus iness . 

The i dea o f establishing partnerships is another 

means of narrowi ng the communication gap t hat exists 

between the countri es of the wor ld. For example, 
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AT & T has realized that i t can no longer be self 

sufficient when approaching new markets over sea s . Th is 

company has ex isti ng business in countr ies such as: 

S pa in , Italty, t he Netherlands, Japan and Jamaica. 

According to Ellen Zundl , the reporter f o r Focus maga

zine: 

Whenever an international business opportuni
ty presents itself, AT & T realizes that 
there may not be enough time to come up with 
a quick organizational response. An acquisi
tion would be too costly. Therefore, the 
company engages in jo int ventures and alli
ances . These are ways to accomplish more and 
less time is required (26). 

Wh ile Dianna Solis, staff reporter for the Wall 

Street Journal, describes the effo rts of an entrepre

neur in Mexico City who has a different view, Peter 

Johns wanted to do business in Mexico City . But he 

wasn't able to find the i nformation he needed to con

duct his marketing research. His plans were to dis

tr i bute mall order catalogs for some of the better 

companies located in the United States. 
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Ac c o rding to So l is, '' the Mexi can g overnme nt s t ops 

breaki ng down inc ome levels at 35,000, and they gi ve 

ranges, rather than the number in each fam i ly" ( 82 ) . 

This , o f course , made it more difficult for J ohns to 

target his market. So he s et out t o d o some leg work 

of h is own. He visi ted upper c l as s ne i ghborhoods, 

where he obs erved life styles o f the people. Fr om 

t hese observations, he was able t o determine "The size 

o f h is market and es timate that the average family s ize 

is about three per family" (B2 ). Through his persis

tence, Johns eventually acquired the information that 

he needed to get his business started. 

Solis believes that: "As Mexico opens its economy 

to foreign capital , other foreign investors wi ll d i s

cover like Mr . Johns , that rudimentary marketing re

search is very scarce. Specialists are not available 

t o compile information. So, many other investors could 

find themselves on their own trying to start a business 

in a foreign e conomy" (82 ) . More than likely, this 

grass - roots marketing concept will be repeated in other 

countries such as former communist countr i es and some 

of the third world nations as well. 
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Other theorists seem to have the same view as 

AT&T. For example, Robert Porter Lynch looks at some 

of the variables involved in forming alliances and / or 

acquisitions in his article in the Journal of Business 

Strategy. The first variable is trust. Before any 

negotiations can take p lace , t h e management must gain 

the trust of the new management. Lynch points out that 

"Trust can be built through co-operati ve ventures. 

After building a strong business relationship, then 

make an acquisition of fer later" ( 4 ) . Lynch g oes on to 

say that: 

While Europe is becoming a united economy, it 
will remain a fragmented market with a wide 
diversity of c ultural and nati ona lists tradi
tions . The European business culture i s more 
open to the co-operative venture from foreign 
businesses than the acquisition (5). 

It appears that the Europeans, like the Japanese, 

are more in favor of establishing a solid business 

foundation, accessing the real potential of the busi 

ness, giving confidence and an understanding of the 

current management. Once this has been accomplished, 

then the alliance can more easily be transformed into 

an acquis i tion if everything is in favor of it. If 

things are not in favor of an acquisition, the firm 

could increase its investment in the partnership . 
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Lync h's r e search s hows t hat coordinative skills a re 

c r iti cal t o managing an alliance. He points out that: 

No o ne c ompany is in c omplete contr o l, and 
because alliances c an't be c ommanded, the two 
c ompanies must wo rk together. Managers need 
good i nterpersonal s kil l s in order t o manage 
the c ultural and organizational d i fferences 
( 8 ) • 

When a fir m enters a new market, it c an f o r c e its 

pr od ucts o r s er vices o n t he peopl e or it c an i n vo l v e 

t he l ocal populat i on in the pr oduct design and the 

marke ting strategy. Wh il e both o f those alternatives 

may be workable, the later would be the most effec tiv e. 

Mark R. Arnold points out that "when dealing with 

foreign cultures, acceptance is the key to implementa

t i on. Acceptance also frequently requires adaptation 

to l ocal conditions" (28) . 

Studies show that European managers believe that 

they are different from other managers. This includes 

the United States Managers and other foreign managers 

as well. The foreign managers seem to have one thing 

in c ommon, they all have the same opinion concerning 

United States managers. Hany European managers see the 

U.S. managers as harsh and insensitive to other cul

tures . U. S. managers believe that what works well in 

America s hould work the same in foreign cultures. This 
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simply is not true. Many American businesses have 

suffered great l osses because of cultural assumptions . 

the American businessmen have stereotyped the European 

businessmen as well. They say that the Europeans are 

too bound by tradition and they are behind the times. 

This type of behav ior has existed between the Amer icans 

and their counterparts for years. If either is to be 

successful doing business with each other, they will 

have to meet a happy medium at some point in the game. 

With the world market expanding , and competition in

creasing, now is the time for these managers to recon

sider their ways and make some changes in a more posi

tive direction. This is exactly what some European and 

American businessmen are attempting to do. 

Arnold recognizes four key strategies for accom

plishing unity between these two continents. The first 

is awareness . In order for any change to take place, 

something or someone has to draw the attention of the 

potential consumer. In other words, there must be 

something different about the product or service. 

Sometimes that difference has to jump out at the con

sumer to change the old attitude . Advertising plays a 
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big part in making buyers aware that new or modified 

products are o n the market. 

Secondly, Arnold focus ed o n communication. Commu

nication plays a key role in all our lives . Whether in 

t he business world or elsewhere, good communication 

skill is imperative for a business to be successful, 

especially foreign business. Arnold believes that: 

once the people understand and agree that a 
change is needed, they also need to under
s tand why. Thos e who are affected by the 
change should be involved in the process. 
They should be able to give feedback, influ
ence the change, and be listened to (29). 

The third concern is participation. This area 

ties in with communication. It simply concerns involv

ing the people in the change process . Host people will 

re ject those things that they don't understand and 

those things that are forced upon them . This is a 

normal reaction (29). 

Forth and lastly, Arnold mentioned adaptation. 

Since the Europeans are aware of American business 

pract ices, they will no doubt be on the defens e against 

American businesses. If the Americans are smart, they 

will realize that they don't necessarily have to 

abandon their programs. They can simply tailor them to 

please the European consumers (29 ) . 
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Rec ently, Amer lean and Eur o pe.~n manager a have ma d e 

significant progress in dealing with the different 

c ultural barriers , and different practices. Fo r exam

ple, Arnold points out that an awareness seminar was 

conducted between the two nations . The focus was on 

t o tal quality. A series of work s hops were held in 

each country to introduce the concept o f t o tal quality. 

According to Arno ld, the major factor that was clearly 

understood by all is that , "For a major cultural change 

such as total quality management to be accepted, it has 

to be sold to local managers in each country. Local 

consultants must be used instead of only United States ' 

consultants" (30). 

In the area of communication , the managers are 

conducting surveys to identify the issues that each 

country needs to work on to improve its competitive 

standing. An assessment phase is also being conducted. 

This includes interviews with all levels of management 

in all local languages. This ls a sure way that each 

side can identify its strengths and weaknesses and do 

something about them. 

In t h e area of participation, the managers are 

forming quality action teams to analyze the findings 
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and c reate a ct i on plans. These plans include identify

i ng cri tical work processes that need help and assign

ing cross functional teams to deal with these problems . 

On adaptation : A plan implementing total quality 

management in Eur o pe was initiated . Thi s plan was 

built fr om l oc a l business units in each country, with 

Europe as headquarters. The resul ts o f these efforts , 

according to Arno l d was "the i nstalla t io n o f a · made in 

Europe' t otal quality process . Th is process f o llows 

the United States model but it bears all the impr ints 

of local (European) management" ( 31 ) . A more profound 

effect of these efforts was the establishment of good 

interpersonal relati o nships between management and the 

customers . Communication between management and the 

workers was improved. An improvement was made in the 

overall work process. Local quality action teams were 

effective in keeping an eye on those process that 

hindered productivity and custom satisfaction. No job 

i s complete until the customer is satisfied. 

Most theorists seem to agree that i n the future we 

will see more partnerships and joi nt ventures, espe 

cially in international business. There is a great 

advantage in having a local partner and a foreign 
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partner. In such cases, each partner can incorpora t e 

both cultures , and the effect will hopefully pr oduce a 

successful business. There are several facts that must 

be kept i n mind by all concerned, such as: cultural 

differences cannot be ignored . These differences don't 

just go away because one partner thinks his ideas wo rk 

t he best. No one wants anything f o rced o n t hem. So , 

each partner must be flexible a nd sensitive to each 

others cultures and respect those differences. Excel

lent communication is a must when trying to establ ish a 

business between different cultures. Communication 

involves more than one individual. There has to be a 

sender and a receiver. The sender must be sure that 

the message is understood properly . In one culture a 

word could mean one thing, and it could mean something 

totally different in another. Finally businesses must 

be willing to adapt their product or service to the new 

culture. Adaptation does not mean that an idea and/or 

program has to be abando ned. What it means is that the 

idea and/or program should be adjusted so that it will 

be acceptable within the new culture . 
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For eign Language 

International business studies are o n t he i nc rease 

among American col leges and universities. With the 

global market expanding so rap idly, everyone is star t 

ing to realize that a f oreign language is a must for 

survival in the face of global opportunities and compe

tition. 

Barbara Bowley ' s research tells us that: 

The r ol e of the f or e i gn language educator 
will rap idly expand fr o m the liberal arts 
college to the schools o f business . This 
extension involves more than instructional 
services , but also participation in policy 
dec isions related to the integration of for
eign language and international business 
studies (9) . 

At the present time the majority of business schools 

are in the devel o pmental stages of incorporating f or 

eign language into their international business pro

gram. 

Acc o rding to Bowley: 

The American busi ness community has been 
critical of foreign language educators in 
h i gher education for emphasizing reading and 
writ i ng skllls for literary purposes rather 
than on the speaking and listening skills 
which they consider more important for inter 
national business purposes (13) . 
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Ho wever, the international business program dlrect o rz 

all agree that a foreign l anguage s hould be encouraged 

prior to admission into a masters degree program. 

Everyth ing may be in develop ing stages , but it is a 

step in the r igh t direction. 

Conclusion 

Many writer s and theorists agree that good commu

nication avoids serious misunderstanding such as know

i ng when and how to apply certain business principles. 

All business deals are reached through negotia-

tions. However, there a r e many other factors that c an 

influe nce the negotiation process. For example , in 

some cultures, a thing a s simple as giv i ng a gift or a 

handshake can cause serious problems i f a manager is 

not familiar with the practices of that culture. 

Adapting one's product or service c an also influenc e 

negotiati ons. No one ls right all the time . Some 

managers are under the impression that it is their way 

or no way at all. Many managers have learned that this 

simply is not true, especially in the i nternati onal 

market plac e. The European and American managers are 

working together to overcome this si tuati o n. They are 



meeting each other half way. In other words, both 

sides are making concessions. As we move into the 

90's, managers will be more mindful of the importance 

of good communication and adaptation . 

All the data col lected supports t he hypothes is 

that communication and adaptation are the key factor s 

in doing business successfully in the international 

arena. 
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Chapter III 

Selective Review and Evaluations o f Research 

In view o f the ever-increasing incidence of global 

economic cooperation among business organizations from 

diverse cultures, there ls a great need to identify 

strategies that can maximize the probability of suc

cessf ul business neqotiations. 

Reflecti ng on the previous chapters, there was an 

obvious pattern where business negotiations were not 

successful . The pattern indicated that American busi

nessmen made little or no preparation to enter the 

foreign market . From this observation, o ne can see 

that the data collected supports the hypothesis, that 

communication and adaptation are key factors for doinq 

business in foreign markets. 

The study conducted by Dr. Tung involvinq Korean 

and American business ventures brought out some inter

esting facts concerninq poor communications between the 

two countries. In all business deals, there is sure to 

be some difficulty overcoming policy and organizational 

differences, but dealing with business partners from 

diverse sociocultural backgrounds that have totally 
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different val ue s ystems must be mos t difficu lt to 

manage. According to Tung , the cul tural dimension can 

significantly i nfluence and thus complicate the pro

cesses and the dynamics that are associated with inter 

national business negotiations (31) . 

The Korean subjects stated t hat " knowl edge of 

Korean culture and language is i mperative to achieving 

s uccess in Korea" (37 ) . However , learning t he language 

and the Korean culture was not a priority of the United 

States businessmen according to the study . The Amer i

cans learned that there was also a hidden language t hat 

had t o be dealt with concerning c ontracts. In Amer ica , 

the typical view of a contract is that it defines the 

rights and responsibilities o f the parties involved ; it 

cannot be altered , it is a legal d ocument and an i ndi

viduals signature i s binding f or the life of that 

contract (37). 

In spite o f dealing with the language and other 

cultural barriers , the Americans also had to deal with 

the Korean government , bec ause that g overnme nt has a 

great deal to do with international business . 
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Many American businessmen learned during one of 

the ventures in this study that a written contract is 

often not binding. The Koreans feel that if circum

stances change , the contract should also change (Tung , 

37). In view of how a contract is treated in America, 

this was very frustrating for Americans doing business 

in Korea . 

Earlier studies on business negotiations between 

China, Japan and the United States found that while the 

ability to bridge cultural differences was not as 

important as the success of business negotiations, the 

failure to bridge that cultural gap was found to be the 

main cause of business failure. All the subjects in 

this study drew the same conclusion regarding Korea 

( 37) . 

One of the American subjects acknowledged that he 

was not prepared for a business venture with Korea. 

This says that no preparation was made to establish any 

type of communicat ion wi t h the new c u l t ure . · Unfortu- · 

nately, one cannot c r oss cultural lines a nd expect 

things to be business as usual (37). 

---- - - - - - - - --
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The main reason that most foreigners engage in 

business with the United States is to acquire knowledge 

of modern technology. The findings of this study 

suggest that after having all the new technology, 

advanced products cannot guarantee success in the 

international arena . Even in those cases where ad

vanced technology is the primary motivating force, the 

countries involved cannot coexist and function peace

fully until all concerned are willing to work out any 

differences that hinder successful business negotia

tions (Tung, 39). 

This experiment was well controlled in that it 

only involved the United States, Korea, China, and 

Japan. Because the United States was already doing 

business in Japan and China, it was easy to make a 

comparison between doing business with all three coun

tries. 

The sampling technique was significant because it 

included a wide range ·of products ··and ~ervices. · As was 

brought out in the study, the same types of businesses 

are handled differently in different countries. For 

example, in Korea all pharmaceuticals can be purchased 



over the counter; whereas , in America pharmaceuticals 

are controlled and regulated by government agencies 

(Tung, 36) . 
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In view of t he subjects and the type of experiment 

that was conducted, the researcher's conclusions are 

supported by all the data that was collected . No 

degree of variance was observed in this study. 

Another interesting study was one that focused on 

adaptation. This study was conducted by Kraft General 

Foods . The study examined three aspects of adaptive 

marketing: 1. Similar Marketing across the world 

market. 2 . Revising an existing product and 3. Intro

ducing new products to fill customers' needs (Ki lts, 

39) • 

Kraft took a marketing concept developed in the 

United States and adapted it for foreign markets. This 

idea was a commerical revealing the dairy content of 

Kraft Cheese slices. The study showed that through 

advertising, the Kraft commercial was not only a suc

cess i n America but in Canada, Britian, Australia, and 

Spain. Each commercial was tailored to the specific 

foreign market ( 40 ). 
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Another Kraft food involved in the study was 

Cheese Whiz. Cheese Whiz has been around for a long 

time. Kraft decided to change the way this product can 

be used by making it microwaveable . They also changed 

the packaging and added new flavors according to the 

demand in each country where the product was most 

popular. Again this was another success enjoyed by 

Kraft foods by simply adapting an old product to fit 

the desires of people in other cultures. 

The study proved that the concept of adaptive 

marketing does work . Through the process of adaptive 

marketing, Kraft has learned the importance of adapting 

consumer products to the ever changing needs of the 

global marketplace. 

The research method employed in this study was 

appropriate for this type of product. Kraft was able 

to draw on its most popular products which are dairy 

products, more specifically cheese slices a nd Velveeta. 

The sampl ·e population chosen were the countries where 

the product ls most popular , which allowed reasonable 

control of the study. All the data collected is di

rectly related to and supports the hypothesis. 
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The case study involving joint ventures between 

eight European countries further supports the concepts 

of adaptation and communication. Also awareness of 

participation was discussed. The countries who parti

cipated in the study were: Britian, Spain , France, 

Belguim, Netherlands , Germany, and Italy . 

This study identifies some of the key differences 

between American and European managers. The difference 

between the two approaches recognize that when doing 

business with other cultures, acceptance is the key to 

effective implementation and that acceptance frequently 

requires adapting to local conditions (Arnold , 28). 

According to research, the American managers have 

a habit of making cultural assumptions that often 

inhibits their progress abroad. They assume that if 

an idea or a product works in the United States, it 

should also work abroad. Thus, the European managers 

view their American counterparts as impulsive, brash 

and ignorant of European history. The Americans also 

have some stereotypes concerning their European col

leagues. They believe the Europeans are bound by tra

dition and times. The Americans also considered how 
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the European countries are broken up into small coun

tries, each having its own rules , regulations and ways 

of doing business (Arnold , 29). 

There was no communication between the nations 

involved in this study. No one was aware of h o w the 

others felt about issues and concerns that affected all 

of them . Obviously, neither the Europeans nor the 

Americans realized that it would be virtually impossi

ble to do business with each other without at least 

being more concerned about the cultural differences 

that had created a wall between them. 

The important thing here is for all concerned to 

become aware of the fee lings and norms of one another. 

In order for change to be accepted , it must be viewed 

as desirable. In other words , an individual must want 

to change before a change can take place. Once the 

managers understood that a change was needed, they were 

able to establish a communication system and provided 

support for each other as they worked toward a common 

goal. That goal was to break down the wall (cultural 

barriers) that existed between them . Unless some 

common ground was establish ed , neither country would 
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have been willing to adapt their product and/ or service 

to the needs of the others. 

This study not only supports the hypothesis that 

communication and adaptation are key factors to doing 

business internationally, it also brought out that 

commitment is equally important to international busi

ness. 

Again, the sample population was adequate. It 

covered a wide range of European countries. In doing 

so, the reseacher was able to ascertain more accurate 

results. There was a small degree of variance, how

ever, not enough to have an adverse affect on the 

hypothesis. The conclu!ions drawn by the researcher 

were supported by the data collected. 

A study was conducted in Saudi Arabia by Mohammed 

I. AT-Twauri in an attempt to strengthen business ties 

and eliminate cultural misunderstandings. The study 

involved a joint venture between the United States and 

Saudi Arabia. Saudi Arabian law requires that any 

foreign country doing business in or with Saudi Arabia 

should set up programs to train Saudi Arabian employ

ees. This was a method used by Saudi Arabia in an 
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attempt to narrow t he cultural gap between the two 

countries . The results will be discussed in the s ubse

quent chapter (AT-Twauri, 58-63). 

The methods use in this study were appropriate for 

this type of study. The experi ment was well controlled 

because it only involved two countries (Saudi Arabia 

and the United States). Because the experiment only 

involved t wo countries , the sample population was 

limited. Th is could have an affect on the results. 

However, the researcher's conclusions are supported by 

the data that was collected. 

Another study involved standardizing i nternational 

marketing as a means of more affective communication 

globally. Though much has been written on this sub

ject, the world market is nowhere near any conclusive 

theory or practice . The concept behind international 

marketing stardardization is to use a common product, 

price, distribution and promotion program on a world 

wide basis (Jain, 70). 

Empirical studies in the area of international 

marketing are limited. Because empirical detection 

requires a theoretical base, this study was an attempt 
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to come up with some sort of conceptual framework for 

gaining insights into the standardizat ion issue. 

Several hypothesis were presented in the form of propo

sitions. Suggestions for testing the hypothesis were 

presented. The main focus of the article was to estab

lish a research agenda on the subject of standardiza

tion. 

Because empirical studies on this subject are so 

limited, this particular study was a compilation of the 

works of various authors, researchers and thinkers. 

Many ideas were left open for future study, which will 

be discussed in the next chapter. 

Standardization of international marketing strat

egy could solve some of the communication problems. 

But since no conclusions have been drawn and no con

crete decisions have been made concerning standardiza

tion, business must go on. 

More interesting research has been done concerning 

cultural variables that managers must deal with. Some 

of the variables identified in the study were: Knowing 

how managers must conduct themselves for the first 

meeting, knowing how important it is for a new manager 
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to be knowledgable of how other cultures conduct busi

ness, and knowing what the social norms are. 

The research method used in this study was well 

planned and thought out. The sample population was 

well controlled in that it included social and business 

practices from countries already engaged in business 

with the United States . The researcher's conclusions 

all support the data presented. One limitation was 

acknowledged by the researcher, and that ls a shortage 

of empirical studies on the subject. 



Chapter IV 

Results 

The United States and many other countr ies ar ound 

the globe are searc hing for international b usiness 

o pportunit ies . As we move further into the 1990s , 

internationa l business opportunities are growing at a 

rapid pace. However, research has s h o wn that when 

mos t international business opportunities present them

selves , the partners involved are usually not prepared 

t o enter into the venture . 

The study involving the United States and Korea 

has shown that the Korean market o ffers great 

opportunities for the United States and other firms . 

However , the Korean market is viewed as an extremely 

difficult environment in which to operate a c cording to 

the subjects invo lved in the study ( Tung, 40). The 

joint venture between Korea and the United States 

resulted in highlighting the role that value s ystems 

play when trying to mold the partner' s perception o f 

what the important issues are in i nternati onal 

negotiat ions ( 40 ). The study also brought out how 

76 



decisions are made and how to proceed in negotiations 

with the Koreans. Finally, this study resulted wi th 

United States/Korean business cooperations being 

presented with many frustrations and challenges whi c h 

reflect cultural differences . 
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Another study conducted by the Kraft corporation 

was one that resulted in much success , because Kraft 

was s killful in adapting a commercial message centered 

around processed cheese slices to foreign markets. 

Kraft used the adaptive marketing concept to reposition 

its Cheese Whiz spread to a cheese sauce ( Kil t , 40 ). 

The results of Kraft's efforts really paid off. 

The first year after repositioning, Cheese Wh iz sales 

grew 35 percent overall (40). Many new customers in 

countries where this product is popular were introduced 

to the product. The revitalization of Cheese Whiz 

appealed to younger consumers which was a contributing 

factor to the increase in sales. 

One of the adaptive market i ng's most complex 

situations is selling similar products in foreign 

markets, especially the food business (39). Today's 

food industry is becoming more global as other products 
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and services. Studies s how that food tariff barriers 

are dropping and more companies are taking advantage of 

this opportunity by making international business a 

high priority. For example , about 25 percent of Kraft 

General Food sales and earnings comes from outside the 

United States (39) . For the Kraft Company, interna

tional business is o ne o f its fastest growing seg

ments. 

It appears that Kraft entered into the foreign 

market with the knowledge that in any given country, 

the daily diet is still culture bound. Having this 

k no wledge , Kraft was able to use the adapative 

marketing process to tailor its Cheese Whiz and cheese 

slices to fit the needs of other cultures. 

Anothe.r study involving the United States and 

Saudi Arabia reveals that business between the United 

States and Saudi Arabia has grown tremendously in 

recent years. Because of the increased penetration of 

United States and Saudi Arabian business ventures , the 

Saudi government was led to experiment with policies 

intended to control and protect economic activity in 

Saudi Arabia ( AT- Twauri, 58). The law requires all 
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foreign joint business ventures to set up a n extensive 

training pr ogram for Saudi Arab ian employees. Accord

ing to the study, a growing number o f Saudi Arab ian 

students who have studied abroad (mostly i n the United 

States) are retur ning home to s eek emplo yment (58). 

Many o f these American trained professionals wo rk for 

companies engaged in United States - Saudi Arabian joint 

business ventures (58). As a result, there is a better 

understanding o f t he behav ior i nteract i ons between the 

Saudi Arabian manager and his / her American counterpart. 

Good interaction between foreign joint ventures is 

imperative to develop effective i nternational 

managerial practices. 

As more American owned multinational cooperatio ns 

expand their operations in Saudi Arabia, the inter 

action between the Americans and the Saudi Arabian 

managers is proof that adaptation i s a main source for 

doing business successfully across cultural l i nes. 

The results of the Saudi Arabia/ American study 

showed that the Americans are actually changing some of 

their attitudes and value systems to those of the host 

country . The joint venture companies in Saudi Arabia 
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are gradually western iz i ng some areas of their value 

s ystem as well, using most ly western management 

techniques (59). I t appears that both countries 

i nvolved i n this study have decided to give each other 

t he be ne fit of t he doubt a nd mak e concessions with some 

of their cultural value systems s uc h as job satis

facti o n and paternal istic val ues. No doubt t he 

decision to adapt certain of their cultura l norms to 

the other will be benefi c ial to both sides. 

Another study concerning standard izing inter

national marketing strategy is o n e that presented 

numerous questi ons but few answers. One study ci ted 

raised an important research quest ion: Do e conomic 

similarities among nations foster market homogeneity in 

terms of specific produc t needs, opening the d oor for 

globalization? According t o Jain, "in general , stan

dardization is more practical in markets where the 

economics are alike" (72). Developed countries are 

more compatible with other developed countries, and 

underdeveloped countries are more compatible with other 

underdeveloped countries . When considering a global 

concept such as this, one should not look at the target 
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market in terms of which one is rich or wh ich is poor ; 

it is possible to identify segments in both developed 

and developing countries that are similar . There are 

many multinational companies operating in a number of 

countries around the world. Certainly not all of these 

countries are wealthy and not all of them are poor. 

The multinational cooperations must adjust their 

products and practices in each country, whi ch can be 

costly. Success in a world o f homogenized demand 

requires a search for sales opportunities in similar 

segments across the globe in order to achieve the 

economics necessary to compete. Such a segment in one 

country is unique (73) . 

Culture influences every aspect of marketing. The 

products people buy, t he attributes t hey value , and 

whose opinions they accept are all culturally moti

vated. For example , different levels of product 

awareness, knowledge , and familiarity in general and 

specific brands may result in different attitudes 

toward similar products (73) . Cultural differences 

influence consumer accu l turation which in turn affects 

the acceptance of standardized products (73) . For 
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example, when a product is culturally compatible with 

t he society, it is likely to be more suitable for 

standardization (73). However, no hard data was 

presented to support the researcher's viewpoints. 

A model for making the standardization decision 

can be developed by synthesizing both theoretical and 

empirical works in marketing, international business, 

a nd strategic planning (76). Ultimately, the relevance 

of international standard ization depends on its real 

economic payoff which includes financial performance, 

competition, and other aspects (76). Judging from what 

the researcher has presented in this study, the concept 

o f standardization has a long way to go before it can 

become reality. 

The study looked at many ideas and theories, but 

because limited research has been done on the subject 

of standardizing international concepts, no conclusions 

were drawn. 

The study that involved Europe and the United 

States produced very positive results. The results of 

the efforts between the countries involved has been the 

installation of a model in Europe called "total quality 
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process," which was modeled after the United States who 

patterned its quality programs after Japan . This is an 

excellent example of what can happen when o ne culture 

ls willing to adapt some of its customs to another 

culture. This does not imply that Europe has forsaken 

its value system; this simply says that trying 

s omethinq different and taking a r i sk sometimes pays 

off in a b i g way. 

Not only was a new quality process implemented in 

Europe, improved customer awareness also resulted. 

This result was based on each employee identifying 

his / her role in the customer supplier model. This 

deals with internal as we ll as external customers 

(Arnold , 31). 

Better communications resulted from this experi

ment. Managers transferred participative management 

back to the workplace . For this to be done success

fully, communication was improved across departmental 

levels and up and down the chain of command (31). 

Improvement in the overall work process resulted 

in some of the European countries. Local quality 

action teams were developed to identify and resolve any 
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problems affecting produc tivity . Fo r example, o ne o f 

the European compan i es assi gned a qual ity team to 

res o l v e the pr o bl e m o f l ate cus tomer del i veries. The 

p l ant had previo us l y s o ug ht to cut the order-t o 

del i very time by building invento r i e s t o be s ure that 

t he material was a vailable when the orders c ome in 

(3 1 ) . What they discovered was that all order s didn' t 

requ i re an invento ry; some of them could be handled on 

a "just i n time" basis (material and orders arrive 

abo ut the same time). Thus a new order-to-delivery 

system resul ted . This new system cut delivery time and 

inventory which met the company's quality goal o f 

better customer service and cutting costs (31). 

Until recently, the uncertainty of trying new 

ideas and the system of trial and error which is so 

valued by American entrepreneurs seemed uncomfortable 

for Europeans. European nations had established t heir 

own way of d oi ng things and were set in their ways. 

The companies involved in this study have gained a 

great deal more insight concerning what it takes to get 

into the international business circles a nd how to 

achieve success. They realized that communication , 
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adaptation, participation and awareness are all 

ess ential ingredients for a successful internati onal 

business. These ingredients are necessary for breakinq 

some o f t he cultural barriers that h inder international 

busi ness negotiations. 

This paper, based on the hypothesis t hat 

adaptation and communi cation are the key factors to 

d o ing busjness internationally, incorporated the 

findi ngs o f interesti ng studies that covered commun i

cation, adaptation, c ustomer participation and customer 

awareness. As a result of these successful studies, 

many of the cultural barriers which once made it 

difficult--or impossible--for some nations to do 

busi ness with each other have been virtually 

elimi nated. 



Chapter V 

Discussion 

Throughout the preceeding chapters, t he focus has 

been o n ho w cu l tur al barriers affect i n ternational 

busi n ess negotiati o ns. International business 

practices have been in progress f or quite a few years 

but not as wide s pread as it i s today; a nd certa i nly it 

has not experienced t he success that international 

businessmen and women are enjoying today. Th is 

interna tional business s uccess came about as the 

results of fai lur es and near failures of other 

companies trying to d o business abroad wi thout fi r s t 

doi ng their homework. Some companies have gone into 

other cultures and started business without any prior 

knowledge of that culture's values or customs. 

Negot iating can be complicated enough between 

parties fr om the same country. Negoti ating across 

cultures ls even more complicated because o f the 

misunderstandings caused by c ultural differences . 

Negotiating style differs from nation to nation. 

A good example is t he Korean/ Amer ican study 

conducted by Dr. Tung. This study resulted with many 
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misunderstandings o n both sides , mostly on the part of 

the Americans. The Ameri cans appear ed presumpt1ous and 

they took too muc h f or qranted . For example , they 

assumed that the Korean business p r oce ss was the same 

as i n America. The Koreans had a sligh t advantage 

because they had some kno wledge of the Amer ican 

business process. They knew t hat the average Ameri c an 

businessman is eager to close a deal rather than 

developing a long term relations h ip , wh ich is the 

opposite of how they do business . The Amer icans 

a ccused the Koreans of being illogical and 

i nconsiderate of t heir counterparts . Accord i ng to t he 

study, what the Americans called inconsiderate was 

normal behavior for the Korean managers. In t he final 

analysis, this study was an educational one f or the 

American subjects. They were enlightened concerning 

n ot only the business side, but they became aware of 

the Korean society's customs , value systems and how 

they relate to international business. 

Hopeful ly, the information brought out in this 

study will serve as a guide to those who intend to do 

business in Korea in the future. 
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Other theorists share the same opinion that 

communication is the key element for a success ful 

international business. There are numerous variables 

to be dealt with at the same time one is establishing a 

business in a new culture. First, there is a language 

barrier. In order for one to communicate with another, 

they must speak a common lanquage . With no communi

cation system, there is absolutely no way a business 

can be established, let alone be successful. 

communicating entails more than just learning the 

language. It also i nvolves an understanding of the 

cultures' policies concerning greetings, gift giving, 

which colors and/or symbols are acceptable and whic h 

ones are not. Research revealed that cultures all over 

the world use various body languages and gestures t o 

relay messages. In some countries the gestures and 

movements may be the same, but their meanings are not 

the same i n all cultures. 

For example, a simple he llo can be misunderstood 

in some cultures. In Japan, the common greeting is a 

bow, which symbolizes humility; while in Italy, a 

handshake is acceptable. In Taiwan the common greeting 



is placing the hands in a prayer position at t he chin 

a nd b owing s light ly . 

Other examples are gift giving a nd the use of 

certa i n co l ors and symb o l s. In Japan, qift giving is 
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regarded a s a part o f doing business , whil e i n 

countr ies such as Belgium and the United Kingd om, gift 

givi ng is not c ommon when doing business. In Isl amic 

countries gi ft s are acceptable; however, certain t ypes 

o f gifts such as alcohol and pictures of women a r e 

offens ive. In other countries such a s Latin America 

and some Eur opean countr ies, certain color s such as 

b lack and pur pl e are o ffensive. 

Whether it is giving gifts or speaking the 

language, it appears that the Ameri c ans a re finally 

awakening to what the Japanese have known all along. 

Now the Ameri cans can s ee the importance of learning as 

much as they can about t he new culture, a nd if 

necessary, learn the language and be wil ling to adapt 

to the new environment. A manager who does his home 

work well wi ll look for similarities between his 

culture and the new c ulture. Once some similarities 



have been identified, the tas k of adapting t o the new 

c u l ture can be made easier . 
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Adaptation is ano ther very important fac t o r when 

d o ing business internationally . It was proven in the 

Kraft General Food research. Kraft proved that y o u 

can take an o ld item such as Cheese Whi z , revital i ze it 

by adding new ways to use it ; which gives it the 

appearance of a new produc t. Thro ugh adaptation , Kraft 

was able to revitalize ano ther one of i t s existing 

products which is c heese slices . Since milk is a 

universal food, Kraft was s uccessful in using a 

commercial which focused on the milk content i n each o f 

its cheese slices. This commercial went over big in 

four of the countries where cheese s lices are popular 

(Spain , Canada, Britian and Australia ). 

Summary 

From Europe to Saudi Arab ia , the adaptive 

marketing concept has made its mark. Recently, 

American and Eur opean managers have made s ignificant 

progress in an effort to deal with the cultural 



barr i ers and different business practices. The two 

continents were able to achieve unity by i mplement ing 

four key strategies. The first was awareness. They 

realized that for change to take place, either the 

product or some o ne must get the attention of the 

customer. Advertising plays a major role in getting 

the customer' s attention. 
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Secondly, the managers realized that communication 

ls of utmost importance when doing business abroad. 

The people must understand t hat a change is necessary, 

and they must also know why a change is taking place. 

Once this information has been made available to the 

potential customers, then they can interject some 

feedback into the process which would influence the 

change. By communicating with each other, both the 

American and European managers were able to identify 

each others strengths and weaknesses and possibly do 

something about them. 

Thirdly, the managers focused on participation. 

Since most people will reject anything that they don't 

understand, it was wise to involve the customers in the 



change process. After all, who knows best what the 

customers want other than the customers themselves? 
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The last strategy was adaptation. We can ' t seem 

to get away from this concept. Hopefully each side 

will be smart enough to understand that adapting to a 

new culture or even a new idea does not mean abandoning 

their project . It simply means that an adjustment is 

necessary. 

Even in Saudi Arabia, the concept of adapting some 

of its management practices has been successful with 

some of the multinational corporations who are doing 

business in Saudi Arabia. 

Whether in the United States, Europe, Japan, or 

Saudi Arabia, if you are a foreigner who intends to do 

business in a culture different from your own; you will 

learn early in the game that communicating and 

adjusting your theories and ideas will be necessary for 

a successful international business. 

All the data collected dur i ng this project leads 

to an overwhelming acceptance of the hypothesis that 

communication and adaptation are the key factors to 

successful international business negotiations. 
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Limitations 

In the beginninq of this project one problem 

encountered was there was not enough current 

information available on this subject . This was not a 

major hinderance; however, it did cause a slight 

problem with collecting the necessary data to complete 

the project. 

Another problem was that some researchers have 

come up with some good questions but no answers for 

them. For example, the subject of standard global 

marketing strategy was researched , but not enough 

empirical research has been done to s upport or reject 

the hypothesis. 

Suggestions For Future Research 

For future research, the project that was begun on 

standardizing global marketing strategy should be 

completed and supported by research. Th e idea of 

establishing common business practices around the world 

will not be easy to achieve . However, as international 



business becomes more common around the wo rld , the 

concept of standardized marketing s eems worth looking 

into. 

In t h e future , it would be nice to see more 

reading material dealing with successful business 

stories rather than busi ness blunders . 
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