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Intercultural Competence - The Key to Successful International Marketing

Doctoral Thesis / Dissertation from the year 2015 in the subject Business economics - Offline Mar-
keting and Online Marketing, grade: A, Comenius University in Bratislava (Faculty of Management), 
language: English, abstract: In today’s globalized world, international marketing becomes more and 
more important for businesses aiming to be successful on a global level. As Monika V. Kronbügel 
shows in her up-to-date dissertation, attaining cross-cultural competence has therefore become a key 
factor in ascertaining business’s success. Cultural differences may lead to specific preferences and 
require an adaptation of the marketing strategy to secure a product’s profitability. Accordingly, already 
during the phase of product development, it is helpful to analyze the cultural and social context of 
certain customer groups. Especially in supersaturated markets with comparable company goods and 
services, economic success can depend on such comparatively slight product differentiation. However, 
the relevance of intercultural competence has often been overlooked. This dissertation introduces a 
4-phase-model for intercultural training – the ITMC-Method. It is designed to support businesses in 
their intercultural development. The author investigates how far businesses already make use of their 
possibilities to meet the cross-cultural and developmental requirements. Monika V. Kronbügel is an 
expert on the subject of international marketing as well as on working with such a diversity approach. 
She has collected valuable experience in international business development for many years and is 
now managing her own internationally oriented company dealing with organizational & people devel-
opment. Key words: marketing, culture, international marketing, intercultural marketing, cross-cultural, 
intercultural, management, global marketing, globalization, leadership, diversity, mentality, behavior, 
attitude, communication, training, learnings, ITMC
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Diploma Thesis from the year 2005 in the subject Business economics - Marketing, Corporate Com-
munication, CRM, Market Research, Social Media, grade: 2,0, University of Heidelberg, 106 entries 
in the bibliography, language: English, abstract: This research examines the relevance of intercultural 
communication for international marketing, focusing on corporate advertising via the Internet. The first 
chapter outlines the importance of cultural competence in the field of translation by analyzing the role 
of modern translators as language, culture and information mediators. Reference is also made to a 
relatively new field of translation, namely localization. Chapter 2 deals with different definitions and 
concepts of culture, and various approaches concerning which elements comprise it. Furthermore, 
it analyzes important culture-related terms also influencing intercultural communication, such as 
language, cultural differences, culture shock, ethnocentrism and stereotypes. The third chapter is 
devoted to communication, its components, forms and media. Chapter 4 illustrates the significance of 
intercultural communication by examining different intercultural aspects and concepts, and providing 
information on a definition and history of the term and on important intercultural communication theo-
rists. Chapter 5 focuses on the phenomenon of globalization, both in cultural and economic terms. The 
next chapter refers to the significance of communication and culture skills for international managers 
and to key competences of international management that can be trained. Chapter 7 explores the broad 
field of marketing, emphasizing corporate identity and the elements comprising it, essential marketing 
strategies implemented by multinational companies and the international marketing principle “Think 
global, act local”, indicating how intercultural communication can determine the success of marketing 
activities. The last part of this chapter approaches the debate “standardization versus differentiation”. 
Chapter 8 is dedicated to advertising as a form of communication, common advertising strategies 
illustrated through concrete examples, cultural elements that advertisers should take into consideration 
and the two variants of international advertising campaigns: standardized versus culture-adapted 
advertising. The last chapter, after giving an insight into the history of the Internet and its multiple 
functions, explores its use as an instrument of international marketing communication and public 
relations, and as an advertising medium, focusing on corporate websites of multinational companies.

Intercultural Communication as a Strategy of Global Marketing

Essay from the year 2007 in the subject Communications - Intercultural Communication, grade: 1,0, 
University of Newcastle upon Tyne, course: Language and Cross-Cultural Communication, language: 
English, abstract: The world is growing together. In the wake of globalization many companies have 
expanded their markets to countries around the world. No matter if in Europe, America, Africa, Asia or 
Australia - everywhere we are greeted by the familiar corporate logos of global players like Coca Cola, 
McDonald's and Burger King. I would like to suggest that an important factor of the international success 
of these companies are specialised marketing concepts, which are based on the individual culture of 
the respective target country. Intercultural communication seems therefore an important element in 
marketing products worldwide. In this essay, I will have a look at a company whose name has become 
synonymous with globalization: McDonald's. The development of the term "McDonaldization" shows 
that the company's strategy of efficiency, calculability, predictability and control is effective around the 
globe (Ritzer in Usunier 2000; Jandt 2004).

Is Intercultural Communication Competence a Key for Successful Cross-cultural Business?

Seminar paper from the year 2011 in the subject Communications - Intercultural Communication, 
grade: 1,0, European University Viadrina Frankfurt (Oder), language: English, abstract: The closeness 
between different people has increased through globalization, thereby enabling further intercultural 
contact. Vast distances can be reached within a short period of time, and people living in faraway 
countries can become friends. Globalization also leads to an emphasis on cultural differences, so 
that one's own cultural traits stand in harsh contrast to foreign cultural qualities. Additionally, the 
clash of different cultures, prejudices, and misunderstandings can result in conflict. In order to avoid 
such problems, an understanding of cultures through intercultural competence is important; otherwise, 
rejection or failure may result from not understanding a foreign culture's behavior, or misinterpreting 
it as threatening. The increase in worldwide networking also forces companies into the international 
market, in order to remain on pace with their international competition. A crucial factor for the success 
of intercultural communication is cross-border cooperation. Cooperation with foreign cultures is part 
of the daily routine for many companies, yet their different ways of thinking and acting may clash 
rapidly. Even with the best of intentions, cross-border activities still sometimes fail - an indication 
that problems caused by cultural differences are not sufficiently considered, or that they are much 
bigger than it had been first thought by the companies. Additional qualifications for employees are a 



precondition for successful cross-border cooperation, enabling them to better understand the thinking 
and behavior of the other parties involved and meet the challenges arising in intercultural situations. 
Intercultural competence can be considered a key ingredient for success, and may reduce difficulties 
or misunderstandings that often have a decisive influence on profits a

Marketing Across Cultures

Back Cover Copy-Usunier "This book is noteworthy in its content and approach as well as in gen-
erating class discussion on intercultural marketing relations, exchange, and communications. With 
the diversity in world markets and the importance of having locally-specific understanding of markets 
and consumers, it is a welcome resource for teaching students who can either relate it to their own 
intercultural experiences or who have never had intercultural experiences themselves." Guliz Ger, 
Professor of Marketing, Faculty of Business Administration, Bilkent University, Turkey International 
marketing relationships have to be built on solid foundations. Transaction costs in international trade are 
high--only a stable and firmly established link between business people can enable them to overcome 
disagreements and conflicts of interest. "Marketing Across Cultures, 4e" uses a successful two-stage 
cultural approach to explore International Marketing. - A cross-cultural approach which compares 
marketing systems and local commercial customs in various countries - An inter-cultural approach 
which studies the interaction between business peoples of different national cultures "I used "Marketing 
Across Cultures" in courses in five different countries with students from more than 35 nations. The 
book provides a stimulating view on international marketing issues and at the same time allows in 
an excellent way to sensitize and train students for intercultural work, which has become the norm for 
most medium-sized and large companies." Prof. Dr. Hartmut H. Holzmuller., Chair of Marketing Univer-
sityof Dortmund, Germany Invaluable to all undergraduate, postgraduate and MBA students studying 
International Marketing and for marketing practitioners who wish to improve their cultural awareness, 
"Marketing Across Cultures, 4e" is essential reading. New to This Edition! Rewritten extensively in an 
effort to make the book as accessible as possible, co-author Julie Lee from Australia helps bring a 
Euro-Australasian perspective to the table. New materials includes: - The internet revolution and its 
impact on international marketing - Additional web references that allow in-depth and updated access 
to cultural and business information - New cases with web-based references, including Muslim Cola 
(Chapter 6), Bollywood (Chapter 8), BrandUSA: Selling Uncle Sam Like Uncle Ben's? (Chapter 14) 
and more! To access the robust web materials go to: www.booksites.net/usunier. Jean-Claude Usunier 
is a professor of Marketing and International Business at the University of Lausanne - Graduate School 
of Commerce (HEC) and at the University Louis-Pasteur (Strasbourg, France). Julie Lee is a Senior 
Lecturer in Marketing at the Graduate School of Management, University of Western Australia.

International Marketing

This cultural approach to international marketing is aimed at students on undergraduate and post-
graduate courses in business studies; MBA students studying an international marketing option; and 
management trainees and practising managers who wish to develop their intercultural skills. techniques 
in a global framework and offers guidelines for standardizing product and product policy - all within the 
framework of developing cultural awareness. Presented in four parts, the book discusses: the cultural 
dimensions of international marketing and defines the cultural variable to delineate the components of 
culture and to emphasize its dynamic nature; the globalization of markets and its general impact on 
international marketing strategies, with emphasis on issues relevant to product policies (brand names 
for international markets, adaption/standardization methods); marketing decisions such as pricing, 
distribution and communication; international marketing negotiation with discussion on the effects of 
bribing and business ethics in international marketing. The geographical focus of the book is Europe, 
but examples also relate to Japan, the US, Africa, Asia and Latin America.

Communicating Across Cultures

“Companies that do not adapt to the new global realities will become victims of those that do.” In this 
quote Theodor Levitt, a former professor at the Harvard Business School, points out that companies 
all over the world need to deal with a process which has changed the way they carry on a business in 
many ways. The process, namely globalisation, takes advantages as well as disadvantages, not only 
for the business world but also for the individual. The importance to face globalisation has always been 
there but, it has increased with the evolving stages of globalisation. Ever since this process started, 
companies have tried to derive advantage from globalisation while at the same time they had to deal 



with the disadvantages. For marketers in particular, this process seems to offer a lot of potential for 
the exploration of new markets and customers. However, the questions determining the success or 
failure of a marketing campaign are more complex than in domestic marketing. Accordingly, the terms 
international and global marketing are strongly connected to globalisation, and have become a key 
factor for the success of companies. Corporations that want belong to these successful multi-national 
companies (MNC), or global players certainly have to deal with the different issues that come along with 
marketing products in other countries. These can have a significant impact on international operations 
but also on the overall performance of a company. Since a company’s approach to these issues 
determines the success or failure in marketing a product abroad, these situations have to be addressed 
at an early stage. Among others, cultural differences are one of the major obstacles that have to be 
considered in international marketing. Every culture has its own individual values, behaviours, ways 
of thinking, lifestyle and language which make it unique. Accordingly, companies have two different 
possibilities to deal with that process. At first, standardisation, an identical marketing plan is used 
across different cultures, and secondly, adaptation, appropriate adjustments are made to the special 
cultural environment of the target market. It is therefore important for a marketer to be aware of these 
differences, and to use the right tools to advertise products successfully in multiple, varied cultural 
environments. This study provides a comprehensive framework of cultural differences in the USA and 
Germany, and analyses how companies should conceive their [...]

Analysis of Cultural Differences and their Effects on Marketing Products in the United States of 
America and Germany: A Cultural Approach to Marketing using Edward T. Hall and Geert Hofstede

This volume focuses on a market that is one of the world=s economically most important and at the 
same time one of the most difficult to understand culturally - at least from a Western point of view. China 
is the world=s second largest economy in terms of nominal GDP and the largest in terms of purchasing 
power parity. At the same time, China has one of the world=s oldest cultures and was the cradle for 
extremely influential philosophical approaches that even today continue to have a tremendous impact 
on every sphere of Chinese society. As a result, business in China is - directly or indirectly - influenced 
by a distinct Chinese pragmatism, personalized networking (guanxi), the concept of "saving face" and 
the idea of business as a battlefield. Familiarity with Chinese culture and negotiating practices is a key 
factor for promoting successful business transactions. In this book, the authors aim to close the gap 
between publications that are of purely academic interest, on the one hand, and general guidebooks 
on the other. Intercultural Competencies in China provides a comprehensive selection of topics that 
are crucial for understanding what lies behind cultural differences - making the book essential reading 
for business purposes and private contacts in China. Although the book is academically oriented, all 
of the essays are also accessible for the general reader.

Intercultural Competencies in China

Bachelor Thesis from the year 2014 in the subject Business economics - Marketing, Corporate 
Communication, CRM, Market Research, Social Media, grade: 2.3, University of Applied Sciences 
Wiesbaden Rüsselsheim Geisenheim, language: English, abstract: The objective of this presented 
bachelor thesis is to demonstrate how culture affects international marketing activities, thus portray 
the marketing intercultural branch. In other words, the reader will gain an idea of the importance of 
culture in the strategic marketing planning. From a marketing point of view, it is recognizable that 
worldwide interdependence of economies has partly created homogeneity of business operations, 
but the world is still comprised of cultural differences and specificity and various consumer behaviors 
and needs. Bearing this fact in mind, enterprises integrate culture more and more into international 
marketing activities, especially when doing business in an environment full of cultural diversity. The 
question of a strategic choice is raised at this point. Active international corporations have to decide 
whether to standardize or to adapt to marketing-mix activities. This leads to the following questions: 
which factors determine businesses choice for a differentiated or a standardized strategy in marketing 
mix activities? To what extent can companies standardize goods and services? Is standardization 
relevant for all marketing mix activities and for all foreign target markets? Is it a necessary for the active 
international firm to adapt their activities to each national culture? How important is the impact of culture 
on marketing-mix? The presented paper will provide some preliminary answers to these questions with 
an emphasis on marketing-mix elements and will investigate whether and to what extent culture should 
be considered as a strategic key success factor.

Intercultural Marketing. The Impact of Culture on the Marketing-Mix



Packed with cultural, company, and country examples, this book offers a mix of theory and practical 
applications covering globalization, global branding strategies, classification models of culture, and the 
consequences of culture for all aspects of marketing communications. The author helps define cross 
cultural segments to better target consumers across cultures and features content on how culture 
affects strategic issues, such as the company2s mission statement, brand positioning strategy, and mar-
keting communications strategy. It also demonstrates the centrality of value paradoxes to cross cultural 
marketing communications, and uses the Hofstede model to help readers see how their understanding 
of cultural relationships in one country/region can be extended to other countries/regions. Updates to 
the new edition include: Up-to-date research on new topics, including: culture and the media, culture 
and the Internet, and a more profound comparison of the different cultural models. More examples from 
major regions and countries from around the world Broader background theory on usage differences of 
new digital media and extensive coverage of consumer behaviour A range of online instructor resources 
complement the book, including chapter-specific PowerPoint slides, downloadable advertising images 
from the book, chapter-specific questions and key points, and video examples of advertising from 
around the world.

Global Marketing and Advertising

Providing in-depth analysis, this book enables readers to understand the theoretical aspects of personal 
selling and explores the difficulties of selling services which are sensitive to cultural, age and gender 
differences, and to customers originating from diverse cultural zones. Agents and personal sellers 
must be aware of these differences and be familiar with the expectations of customers. Cross-cultural 
Personal Selling provides extensive empirical research results with special emphasis on competences, 
skills and qualifications of personal sellers which are necessary for successful, effective and efficient 
promotion campaigns aimed at customers from different cultures. Academics of international marketing 
and promotion will find this study extremely useful, as well as practitioners looking to expand their 
knowledge on personal selling.

Cross-Cultural Personal Selling

Now in its second edition, and in collaboration with their contributing authors, world renowned 
academics Peter J. Buckley FBA OBE, Peter Enderwick, and Hinrich Voss draw on their wealth of 
experience and expertise to present a truly global text on international business.The Global Factory 
framework, developed by Peter J. Buckley, forms an overarching, coherent and accessible model for 
understanding how businesses operate globally. Synthesising perspectives from economics, social 
anthropology, political economy, and management, International Business also provides amultitude of 
examples, case studies and insights from across the globe that link theory to management practices 
- all to equip you for the challenges faced in the business world today. Engaging examples include 
internationally-recognised companies such as Nike, Ben and Jerry's, TikTok and Maersk, aswell as 
organizations from emerging markets such as Saudi Arabia, Brazil and Turkey.Opening cases discuss 
real challenges faced by international businesses, inviting you to discuss and devise your own solutions, 
while closing cases and 'IB Insights' offer opportunities to further reflect on international business 
practices at real, global companies.Stretch your critical thinking skills by engaging with the 'Topics 
for Debate', and build strong academic understanding by looking at the 'Research Insights', which 
introduce key scholarship and provide commentary on seminal international business research.This 
fully revised and more concise edition is your ideal guide to international business.An exciting de-
velopment for this new edition, the enhanced e-book offers an even more flexible and seamless 
way to learn: www.oxfordtextbooks.co.uk/ebooksThis book is accompanied by the following online 
resources:For students:Links to seminal articles as highlighted in the Research Insights featureOnline 
activities to develop skills in research, data collection, and analysisWeb links to sources of data, each 
accompanied by critical commentaryMultiple-choice questions with instant feedbackIB decision-aids 
to explore real, decision-making tools used by managersFor lecturers:A case study bankAdditional 
shorter and longer case studies with exemplar answersLinks to video clips, accompanied by short 
paragraphs of critical commentaryComprehensive, customisable PowerPoint slidesTest bankTutorial 
activitiesSuggested assignment questionsInstructor's manual including a guide to teaching the Global 
Factory framework, and guidance from the authors on the case study questions, IB challenges, and 
Topics for Debate features

International Business 2E P



The marketing process is beset by dilemmas and Marketing Across Cultures is a cornerstone book in 
the Culture for Business series. Trompenaars and Woolliams show how we can understand different 
markets and customer needs in a wide range of cultural contexts.

Marketing Across Cultures

Diploma Thesis from the year 2007 in the subject Business economics - Marketing, Corporate Com-
munication, CRM, Market Research, Social Media, grade: 1, Berlin School of Economics, language: 
English, abstract: The purpose of the present thesis is to examine if and to which extent cultures 
converge in an international business environment and if intercultural competence has a bearing on it. 
Therefore, theoretical and practical insights in the subject of culture, its implicit and explicit differences, 
as well as its measurements will be provided. Due to the fact that communication - as a major cultural 
attribute - is the most obvious level on which cultural differences are recognized, insights in the topic 
of cross-cultural and intercultural communication will be given. A thorough discussion of the concept 
of culture and communication is beyond the scope of this paper, but in what follows, an adequate 
overview of recognized and well-known researchers? theories and findings will be provided. Besides 
giving theoretical background knowledge, it will be examined whether the internationally defined soft 
skills of intercultural competence can be seen as an approach towards a universal interculture, likewise 
a universal communication. The topic of the present thesis will be illustrated by a case study, as well as 
researched and evaluated by a field study conducted at one of the most culturally diverse organization 
- the United Nations. Findings should only expose tendencies to confirm or disprove previous research 
findings in the field of cross-cultural comparative research and intercultural communication. It is not 
intended to present new empirical findings.

Cross-Cultural Business Communication

This book provides readers with a comprehensive guide to other cultures – the often-unfamiliar ways 
that people from other cultures think, speak and act. As such, it helps readers identify potential and 
real conflicts, and to take appropriate action so as to build successful relationships. The book draws on 
the authors’ combined experience from international line management and international projects, as 
well as teaching seminars and coaching clientele from around the globe. It offers an essential resource 
for anyone involved in transnational business and cross-border relationships.

Bridging Cultural Barriers

In the increasingly competitive global market, successful and meaningful intercultural advertising plays 
a key role in reaching out to consumers from diverse language and cultural backgrounds. Therefore, it 
is crucial for individuals and businesses to be able to navigate the field of marketing communications to 
cut through the noise in a consumerist society to persuade their target audience. The Role of Language 
and Symbols in Promotional Strategies and Marketing Schemes provides emerging research exploring 
the theoretical and practical aspects of the power of words and symbols used in promotional strategies 
and marketing schemes. Featuring coverage on a broad range of topics such as shock advertising, 
branding, and celebrity endorsement, this book is ideally designed for marketers, managers, business 
professionals, academicians, researchers, and graduate-level students seeking current research on 
the use of language and symbols in marketing tactics.

The Role of Language and Symbols in Promotional Strategies and Marketing Schemes

Whatever their industry of origin, all companies are facing the same challenge to a greater or lesser 
degree: globalization. It is becoming more and more evident that companies need to plan ahead 
and anticipate coming developments if they are to be successful in the future. Today, it is crucial 
to establish a solid competitive position in the global arena. There is no doubt that a corporate 
culture that is open to innovation and shaped by global thinking, plays a key role in this context. A 
culture in which representatives of different countries und cultures can come together, anticipating and 
understanding the cultural challenges, creates the foundation of any international business. A global 
view on intercultural management will be the key to successfully doing business in diverse cultural 
environments.

A Global View on Intercultural Management



ýToday’s global citizens operate business and management endeavors on a global scale. Globalization 
generates an increasing demand for effective communication in diverse cultural contexts and chal-
lenges the relevance of culture in operating businesses in the global village. Communication differences 
are apparent in many scenarios. Expatriates of international organizations operating abroad adopt their 
native cultural values to motivate employees of foreign cultures with an entirely different perspective. 
They use one culture’s motives to move people from other cultures. In global marketing communication, 
the communicators use values systems of their native culture to develop advertising for other cultures. 
They use categorizations of one culture to describe others. Such divergence in attitudes, perspectives 
and priorities of suppliers, and customers with different cultural backgrounds have led to many project 
failures in international organizations. An in-depth understanding of cultural backgrounds and the 
potential impact on communication of the people one is interacting with can increase the probability 
of business success among investors, managers, entrepreneurs and employees operating in diverse 
cultures. However, effective cross cultural business communication needs to recognize and adopt an 
interdisciplinary perspective in understanding the cultural forces (Leung, K. et al., 2005). Therefore, we 
need a multidisciplinary paradigm to carry on effective and successful business communication in our 
contemporary global village. ,_„ú	H„è‡�F__��_!‹�__�_F__e�•_>_‡��__‡�(„ú�__�_e-„\(�q_��v_��‡�(áo__�ã__�-„\(�åÊ_�-„	H_�VeŒ!Ê_�Ve��_�,__��_!‹�Ðú†	H„è‡�___�_e�_J_�_eŒ_$_�_e�vÐ›†ÐØ_�H‡�Hœ„€ýŒ¹Õ�

A Paradigm for Business Communication across Cultures: Theoretical Highlights for Practice

Continuous improvements in business operations have allowed companies more opportunities to grow 
and expand. This not only leads to higher success in increasing day-to-day profits, but it enhances 
overall organizational productivity. Evolution of the Post-Bureaucratic Organization is a pivotal source 
of research containing integrated and consistent theoretical frameworks on post-bureaucratic orga-
nizations, multidisciplinary perspectives, and provides case studies related to the critical aspects of 
the emergence of post-bureaucratic organizations. Featuring extensive coverage across a range of 
relevant perspectives and topics, such as business ethics, organizational communication, and cultural 
perspectives, this book is ideally designed for scholars, PhD and post-graduate university students, 
managers, and practitioners.

Evolution of the Post-Bureaucratic Organization

With companies actively marketing products and services beyond their borders, marketers must 
understand culturally ingrained consumer behavior throughout the world. Focusing on psychological 
and social dimensions of these behaviors, this textbook brings together academic research and 
contemporary case studies from marketing practice. Built on a strong, cross-disciplinary theoretical 
foundation and extensive practice experience, this concisely written text is a practical guide to under-
standing the intricacies of cultural influence on consumption, and for the design and implementation 
of effective intercultural marketing strategies, focused on branding and promotion. The book uses 
representative, well-known corporate cases while also including dynamic examples from the sharing 
economy, blockchain, and emerging economy companies. Incorporating strategy, sociology, linguistics, 
cross-cultural communications, psychology, philosophy, religious studies, and economics, the book is 
particularly distinguished from the mainstream by introducing non-Western frameworks. Upper-level 
undergraduate and postgraduate students of marketing and international business will benefit from 
the book’s new concepts and novel methods, as well as clear objectives, examples, and discussion 
topics in each chapter. Instructors will appreciate the inclusion of a semester-long project for students, 
allowing them to wear the "practitioner’s hat" and including practice in a netnographic research method.

Intercultural Marketing

Going global can be risky business if you don't divest yourself of your ethnocentric thinking. You have to 
take into consideration your new market's language, work schedules, tastes, lifestyle choices, and cul-
tural associations, and this is the book to help you do that! Handbook of Cross-Cultural Marketing shows 
you how to sensitize your marketing approaches to the cultural norms and taboos of other societies, as 
well as the importance of demonstrating an interest in and appreciation of different cultures. Designed 
to assist both American and foreign companies, Handbook of Cross-Cultural Marketing shows you how 
to increase your chance at success in international markets. It identifies and explains ten important 
aspects of culture that are essential to cross-cultural marketing to help you understand how underlying 
cultural beliefs govern the way marketing functions in different societies. It also gives you specific steps 
for developing cultural adaptation strategies in international marketing. To further your understanding 
of global marketing and fundamental marketing concepts, this comprehensive book discusses: real life 



examples of company successes and failures abroad attitudes toward middlemen in underdeveloped 
countries the advantages of foreign trade shows locating and using representatives, agents, and/or 
distributors in foreign countries the reception of different American products in different countries 
potential cultural pitfalls of primary data collecting techniques the role of time in various cultures setting 
standards for product performance A useful text for students and practitioners alike, Handbook of 
Cross-Cultural Marketing gives you hands-on strategies and advice for delving into different markets, 
using techniques that are respectful of individual cultures, and avoiding unnecessary mistakes that can 
occur if you don't take the initiative to get to know the culture of your new marketplace. Your outlook and 
beliefs are not the global norm, so read this book to find out how you can be successful with customers 
who are different from you in terms of motivation, values, beliefs, and outlook.

Handbook of Cross-Cultural Marketing

This comprehensive yet accessible textbook provides readers with an advanced and applied approach 
to traditional international business that integrates key cross-cultural management topics. Its ten 
chapters give profound insights into analysing, selecting and entering international markets, strategic 
partnerships, strategic positioning, global value chains, organizational designs, intercultural interaction, 
leadership and motivation and international human resources management. For each of these topics, 
advanced and contemporary theoretical and analytical frameworks are discussed and translated into 
toolsets that will assist readers in solving practical challenges.

International Business Strategy and Cross-Cultural Management

Packed with cultural, company, and country examples, this book offers a mix of theory and practical 
applications covering globalization, global branding strategies, classification models of culture, and the 
consequences of culture for all aspects of marketing communications. The author helps define cross 
cultural segments to better target consumers across cultures and features content on how culture 
affects strategic issues, such as the company2s mission statement, brand positioning strategy, and 
marketing communications strategy. It also demonstrates the centrality of value paradoxes to cross 
cultural marketing communications, and uses the Hofstede model or other cultural models to help 
readers see why strategies based on cultural relationships in one country cannot be extended to 
other countries without adjustments. Updates to the new edition include: Up-to-date research on new 
topics, including: culture and the media, culture and the Internet, and a more profound comparison 
of the different cultural models. Includes discussion of how Covid-19 has impacted globalization. 
More examples from major regions and countries from around the world. Broader background theory 
on how people use social media and extensive coverage of consumer behavior A range of online 
instructor resources complement the book, including downloadable advertising images from the book, 
chapter-specific questions and key points, and video examples of advertising from around the world.

Global Marketing and Advertising

La 4è de couv. indique : "The purpose of the present thesis is to examine if and to which extent cultures 
converge in an international business environment and if intercultural competence has a bearing on it. 
Therefore, theoretical and practical insights in the subject of culture, its implicit and explicit differences, 
as well as its measurements will be proved. (...)."

Cross-Cultural Business Communication

International trade relations are a must for any enterprise today, even for SMEs. But without a sound 
global market strategy, an entry onto the international scene is risky and can at worst lead to a 
company's demise. Michael Neubert, a renowned expert for global business strategy, knows which 
principles underlie a successful international venture. The tools and solutions in this book provide 
international managers with the requisite know-how for all kinds of markets and industries.

Global Market Strategies

In an increasingly interconnected and global business environment, it is crucial that businesses 
recognise how a better understanding of cultural differences can help to foster greater business 
success. This book will help you to develop essential cross-cultural insights for when business and 
marketing goes global through a range of frameworks and learning features. The authors explore the 
roles of culture, communication, language, interactions, decision-making, market entry and business 



planning when working across geographical regions. They recognise the rich diversity in international 
markets and local consumer knowledge and marketing practices. Readers are encouraged to engage 
in cultural self-reflection to help better design and implement business strategies in local markets. 
Throughout, the book links to the x-culture learning project, which is an experiential multicultural 
exercise and form of student assessment where collaborative virtual teams are formed and together 
solve real world international business problems. This is an essential textbook for university and college 
students of international and cross-cultural marketing as well as international and intercultural business. 
It will also be of interest to business and marketing practitioners working in global contexts. Julie Anne 
Lee is a Winthrop Professor in Marketing and the Director of Research and Research Training in the 
Business School at The University of Western Australia. Jean-Claude Usunier is an Emeritus Professor 
from the Faculty of Business and Economics at the University of Lausanne, Switzerland. Vasyl Taras is a 
Professor in the Bryan School of Business and Economics, University of North Carolina at Greensboro, 
USA.

Business & Marketing Across Cultures

An innovative, new multi-level course for the university and in-company sector. Business Advantage is 
the course for tomorrow's business leaders. Based on a unique syllabus that combines current business 
theory, business in practice and business skills - all presented using authentic, expert input - the course 
contains specific business-related outcomes that make the material highly relevant and engaging. The 
Business Advantage Advanced level books include input from leading institutions and organisations, 
such as: Alibaba, Dyson, Piaggio, and The Cambridge Judge Business School. The Teacher's Book 
comes with photocopiable activities, progress tests and worksheets for the DVD which accompanies 
the Student's Book.

Business Advantage Advanced Teacher's Book

This book connects a buying psychology driven by American beliefs and values with a company’s 
go-to market strategy, the goal being to sensitize readers to how the cultural values of a particular 
country or region can impact the business environment. The book also addresses the reasons behind 
these differences and therefore begins with a detailed cultural comparison of the United States and 
Europe, and assessments of how these characteristics impact their respective markets and customer 
behavior differently. Another aspect that sets this book apart is that it argues for sound decision-making 
processes as the first priority in any international business strategy. Readers are provided detailed 
insights into the variables a European company needs to understand before it makes its “go/no-go” 
decision, along with the tools needed to evaluate the probability of success and the risks of going to 
market. Once a company decides to enter the US market, the book then offers a highly customer-centric 
approach to developing and executing an effective market strategy.

Market Entry into the USA

The ability to communicate with people from diverse cultural backgrounds is becoming increasingly 
important. Many employers consider intercultural competence to be a key criterion for selecting 
qualified candidates. The authors discuss practical approaches for designing and conducting inter-
cultural trainings, methodology, and evaluation procedures based on current research. They explore 
the intercultural factor within corporations particularly as it relates to human resource development, 
negotiating, dealing with conflict, and project management. Thoughts on developing an overall strategy 
for interculturality round off this handbook.

Handbook of Intercultural Communication and Cooperation

Digital content and learning technologies are now the norm at all levels of education. However, there 
is evidence to suggest that this digital shift is on a spectrum and the spectrum impacts learners in 
different ways. This means that some instructors who seek to integrate digital content may do so 
using traditional teaching methods while others use innovative practices to engage learners. Those 
who integrate innovative digital practices align their instructional practice with theories to facilitate 
student-centered pedagogies that support and improve the depth and scope of student learning. A 
primary characteristic of student-centered learning is facilitating collaborative learning using digital 
content and learning technologies to engage students as well as to enhance meaningful learning. The 
Handbook of Research on Facilitating Collaborative Learning Through Digital Content and Learning 
Technologies provides K-20 educators with alternative pedagogical and andragogical models that 



are innovative and incorporate digital content and learning technologies that promote constructive 
learning. Further, this book explores the relationship between constructivist learning, digital content, 
and learning technologies. A primary argument in this book is that constructivist teaching strategies 
such as collaborative learning coupled with digital content and purposeful learning technologies could 
benefit student learning in ways that are different from those practiced in traditional, non-digital learning 
environments. Covering topics such as instructional design, self-efficacy, and library engagement, this 
major reference work is an essential resource for pre-service teachers, teacher educators, faculty and 
administrators of K-20 education, librarians, researchers, and academicians.

Handbook of Research on Facilitating Collaborative Learning Through Digital Content and Learning 
Technologies

The international nature of modern Business means that individual and organizational success is 
no longer dependent solely on business acumen- our ability to understand, communicate and work 
with people in different countries and cultures around the world is more important than ever as more 
companies rely on their global reach to achieve the best profit and performance. For this reason, 
international business and cross-cultural management are key topics in undergraduate business, MBA 
and executive education programs worldwide as companies and institutions prepare current and future 
business leaders for the global marketplace.

Managing Cultural Differences

"The Silk Route to International Marketing" presents a new model for international marketing that 
encompasses every aspect of successful international marketing. Relevant to small businesses and 
global organizations alike, this book covers planning, decision making and implementation.

The Silk Road to International Marketing

Packed with cultural, company, and country examples that help explain the paradoxes international 
marketers are likely to encounter, Global Marketing and Advertising (by Marieke de Mooij) offers a mix 
of theory and practical applications as it covers globalization, global branding strategies, classification 
models of culture, and the consequences of culture for all aspects of marketing communications.

Global Marketing and Advertising

A comprehensive survey of the key areas of research in cross-cultural communication, based on the 
authors' experience in organizing and delivering courses for undergraduate and postgraduate students 
and in business training in the UK and overseas.

Evaluating Intercultural Learning

To define key success factors means to understand the business. In every business, certain issues 
or activities are key and critical to performance and to creation of competitive advantage. To develop 
corporate-level strategy an analysis of key success factors is not usually necessary because busi-
ness-level plans define the success factors. But to summarize success factors is important in order 
to confirm their importance with the business-level mangers and to prove if circumstances in the 
business have changed. This book explains step by step which issues one non-for-profit organisation 
need to take into consideration in order to gain competitive advantage on foreign market. Specific 
focus will be given to determination of organizational structure. If there is a fit between parent and 
its business, the parent is likely to create the value. This book assess the fit between one non-for 
profit organisation (corporate parent) and its business (Western -Balkan). This can help to identify 
opportunities of parenting, particularly if e.g. business-unit mangers in subsidiary abroad lack the time 
and skills to become expert in engineering and technical issues, parent company (an expert) can create 
values by helping the business unit raise technical standards. Analysed is furthermore, all aspects they 
have impact on choice of business location, because determination of business location and choice of 
new location supports not only the company's survival, but also its ability to continue to grow.

Cross-Cultural Communication

Thrive in the multicultural communities where you work and live People, money, and information are 
flowing faster than ever across international borders, putting us all just one step away from a culture 
crash—that moment when you unintentionally confuse, frustrate, or offend someone from another 



culture. Are you struggling with trying to learn the customs, nuances, and hot buttons of every culture 
you might come into contact with? Michael Landers guides you toward a better solution: becoming 
aware of your own cultural “baggage.” You'll learn to sidestep the knee-jerk reactions that can get you 
into trouble and develop the agility to adjust your behaviors and expectations as needed. Through a mix 
of entertaining and instructive stories, valuable insights, and eye-opening self-assessments, Culture 
Crossing offers an essential primer for improving all your interactions with people from any background.

Key Success Factors for Foreign Direct Investment (FDI)

International Management and Intercultural Communication consists of cases of direct observation 
and personal involvement in a wide variety of communication challenges in international management 
settings; and discusses them in terms of management theories. The cases explore interactions across 
national cultures and regional boundaries, demonstrating both traditional and unusual approaches to 
problems that sooner or later are likely to challenge all managers who operate internationally. The 
book is presented in two volumes. Volume 1 contains case studies concerning different aspects of 
international management and intercultural communication in business, marketing and politics. Volume 
2 deals with cases of international management in social and educational settings.

Culture Crossing

Going Global Can Be A Risky Business If You Don'T Divest Youself Of Your Ethnocentric Thinking. 
Handbook Of Cross-Cultural Marketing Shows You How To Sensitize Your Marketing Approaches To 
The Cultural Norms And Taboos Of Other Societies As Well As The Importance Of Demonstrating 
An Interest, Knowledge And Appreciation Of Different Cultures. By Identifying And Explaining Ten 
Important Aspects Of Culture That Are Essential To Cross-Cultural Marketing, This Book Shows You 
How To Increase Your Chances At Success In International Markets.

International Management and Intercultural Communication

Handbook Of Cross Cultural Marketing
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