
Chapter 3

History and Geography: The 
Foundations of Cultural 

Understanding

Agenda

• The Importance of Geography in Global 
Marketing

• The Importance of History in Global 
Marketing

Geography

• Climate and Topology
• Social Responsibility and Environmental 

Management
• Resources
• Population Trends
• Trade Routes
• Communication Links

Geography and The 
International Marketer

• International marketers must know how 
the unique geographic characteristics will 
affect the marketing of their product.

• The marketer needs to ask himself/herself 
how geography will affect price, promotion, 
place, product, people, and politics, i.e, the 
6 P’s. 

Climate and Topography

• When appraising a market, climate and 
topography need to be assessed.

• Climatic conditions, such as altitude, 
humidity, and temperature, can have an 
effect on products.

• Topographical issues can have a profound 
effect on the distribution channels of the 
product.

Climate and Topography 
Questions to Consider

• What affects will the climate of the market 
have on the product and the distribution of 
the product?

• How will the topography of the country 
affect the distribution of the product?



Social Responsibility and 
Environmental Management

• One requirement of an international 
marketer is to be socially responsible to 
environmental management.

• The marketer must consider what are the 
environmental ramifications of their 
product.
– This is especially true if the company is 

producing the product in the country that the 
product is being marketed.

Questions to Consider Regarding 
Environmental Management

• How will the production of the product 
being marketed affect the people that the 
marketer is trying to sell the product to?

• How can you use environmental 
characteristics of the product to promote 
the product?

Resources

• The natural resources of the country being 
marketed to can have an affect on the 
business environment that the marketer 
will have to contend with.

• An under or overexploited resource base 
can have a potential future affect on the 
product being marketed.

Resource Questions to 
Consider

• How will the present and future resources 
of the country affect the marketing of the 
product?

• Is the country rich or poor in natural 
resources?

• With the future exploitation of natural 
resources of the country have an affect on 
the marketers ability to compete in the 
market?

World Population Trends

• The international marketers should keep in 
mind many of the facets of world 
population trends as it relates to the 
country they want to market in.
– Population Growth and Decline
– Rural to Urban Migration
– Aging
– Immigration

World Population Trends 
Questions to Consider

• Is the country’s ethnicity homogeneous or 
heterogeneous?

• What is happening to the growth and the 
age of the population?

• What is the level of urbanization of the 
foreign market?



World Trade Routes

• International marketers must have an excellent 
sense of the working’s of trade routes.

• A trade route is a way that goods get from one 
country to another.

• The key thing to know about trade routes is that 
the most direct route is not necessarily the best 
way to get your product to the country you are 
marketing in.

World Trade Routes Questions

• What effect will the trade route that you 
choose have on your product?

• What is the cheapest way to get the 
product to the foreign market?

• What barriers exist for moving your 
product by using one trade route over 
another?

Communication Links

• An international marketer must understand 
the communication infrastructure of the 
country they are working in.

• Without current information coming from 
the foreign market due to a poor 
understanding of the communication 
infrastructure, the international marketer 
may not be able to adequately service the 
consumer.

Communication Links Questions

• What is the major form of business 
communications used in the country you 
are marketing in?

• What is the best way for you to get the 
most accurate current information 
regarding your market given the 
constraints of the communications 
infrastructure?

The Importance of History

• History is extremely subjective.
• Depending on what vantage point you are 

coming from, the history of an event can be 
viewed very differently from the point of view of 
the person you are marketing to.

• The marketer must understand the history of the 
country they marketing to, so they can 
understand the people.

Historical Questions to Consider

• How has the past interaction between the 
marketer’s country and the foreign country 
going to affect the 6 P’s?

• Are there any historical events that need 
to be taken into consideration when 
marketing your product?

• What effect has history had on the culture 
of the market?



Chapter 4

Cultural Dynamics in Assessing 
Global Markets

Agenda

• Discussion of Culture
• Differing types of Cultural Knowledge
• Discussion on Cultural Values
• Keeping Up with and Handling Cultural 

Change

Culture Defined
• Webster’s (www.webster.com) defines culture in 

the following ways:
– The integrated pattern of human knowledge, belief, 

and behavior that depends upon man's capacity for 
learning and transmitting knowledge to succeeding 
generations.

– The customary beliefs, social forms, and material 
traits of a racial, religious, or social group.

– The set of shared attitudes, values, goals, and 
practices that characterizes a company or 
corporation.

Culture Defined

• In essence, culture is the social 
environment created by the current 
populace or past ancestry that dictate 
much of how the people live their lives and 
react to information or events.

Elements of Culture

• Material Culture
• Social Institutions
• Humans and Their Relationship to the 

Universe
• Aesthetics
• Language

Material Culture

• A society’s material culture is dictated by 
its economics and technology.
– Society can be classified as to the level of 

technical sophistication the region has.
– Economics sphere of culture can dictate what 

is considered necessities versus luxuries, as 
well as, by what means things are desired 
and traded.



Material Culture Questions

• What type of technological sophistication 
is the region at and how will it affect the 
marketing of the product?

• What effects will the economic structure of 
the region have on the desirability of the 
product?

Social Institutions

• The marketer must take into consideration 
the social institutions when developing a 
marketing strategy.

• They need to consider family, education, 
political structures, and media influence.

Questions to Consider 
Regarding Social Institutions

• What is the dominant family unit and/or 
family dynamic, and how will it affect the 
marketing of the product?

• What level of education is the target 
market and how does it affect promotion?

• How will the political structure dictate how 
you market your products?

• What level of media is used in the 
country?

Humans and the Universe

• Almost every human has some sort of 
belief system that is dictated by either the 
natural or supernatural environment.

• Religion is one of the larger vehicles that 
dictate a person’s beliefs.

• Other factors that affect a person’s belief 
system are superstition and myths.

• A person’s belief system can be a 
minefield for a marketer.

Humans and the Universe 
Questions to Consider

• Will any aspect of the marketing plan 
somehow offend the belief system of the 
people you are marketing to?

• Do you understand your target audience’s 
belief system?

Aesthetics

• The aesthetics of a culture are related to 
its arts, folklore, music, drama, and dance.

• Aesthetics are important because they 
help in interpreting “the symbolic 
meanings of various methods of artistic 
expression, color, and standards of beauty 
in each culture.” (Cateora)



Aesthetic Questions to Consider

• If you use any symbols in your marketing 
plan, do you know if those symbols are 
part of the belief system?

• With the symbolism that you use in your 
promotion distract the target audience 
from the product?

Language

• Caution needs to be taken when translating an 
advertising slogan from one language to 
another.

• There are times when one language cannot 
directly translate into another language.

• If time is not taken to ensure that a translation is 
done correctly, you may offend or come across 
seeming ridiculous.

Language Questions to 
Consider

• Has the promotional slogan been 
translated into its attended meaning?

• What verification was used that the 
translation is correct?

Cultural Knowledge

• Knowledge of a culture can either be 
factual or interpretive.
– Factual knowledge can easily be discovered, 

but it may be misconstrued.
– Interpretive knowledge uses insight that is 

developed from past experience.
– There is a difference from knowing the facts 

and understanding the facts.

Cultural Knowledge Questions

• What facts do I know about the culture of 
the target audience?

• What interpretation needs to be done to 
those facts to make them useful and have 
meaning?

Cultural Values
• Cultural values can be broken-up into the 

following four primary dimensions:
– Individualism/Collective Index

• Focuses on self-orientation
– Power Distance Index

• Focuses on authority orientation
– Uncertainty Avoidance Index

• Focuses on risk orientation
– Masculinity/Femininity Index

• Focuses on assertiveness and achievement



Cultural Change

• In many instances, the marketer needs to 
take into consideration the changing 
culture of the target market.

• The marketer may even find that he/she 
may be the instrument in cultural change 
so the product can succeed.

Cultural Change Questions

• How is the progression of cultural change 
going to have an effect on the product you 
are marketing?

• Is a cultural change needed for your 
product to be successful?

• Does introduction of your product provide 
an appropriate cultural change to the 
society you are introducing it to?

Chapter 5

Business Customs in Global 
Marketing

Agenda

• Business Relationship Adaptation
• Methods of Doing Business
• Business Ethics
• Business Customs and the Internet

Ten Basic Criteria of Adaptation

• Open tolerance
• Flexibility
• Humility
• Justice/fairness
• Adjusting to different tempos
• Curiosity/interests
• Knowledge of the country

Ten Basic Criteria of Adaptation 
Cont.

• Liking for others
• Ability to command respect
• Ability to integrate oneself into the 

environment



Business Considerations

• An international marketer needs to have 
an understanding of the cultural:
– Imperatives
– Adiaphora
– Exclusives

Cultural Imperatives

• Cultural imperatives are the cultural 
customs that must be observed by the 
marketer when doing business.

• These practices must be followed, 
otherwise you run the risk of insulting the 
person you are doing business with.

Cultural Imperatives Questions

• Are there any business customs of the 
potential client that are imperative to 
know?

• Where is business usually conducted?
• Are there any business customs you are 

not able to meet?

Cultural Adiaphora

• Cultural Adiaphora are the business customs or 
cultural practices which are permissible to 
partake in, but not necessary.

• When not participating in a particular custom, 
you should do so with graciousness.

• Participating in these customs may go a long 
way in building a good rapport with the client.

Cultural Adiaphora Questions

• Would I offend my potential client if I 
partake or not partake in a particular 
custom?

• What is the standard way of opting out of 
an optional business custom?

Cultural Exclusives

• Cultural Exclusives are the business 
practices or customs that are reserved 
exclusively for the local which are 
forbidden to foreigners.

• Many of these exclusivities are related to 
religion.

• You should attempt to avoid most political 
discussion in conversation.



Cultural Exclusives

• What rituals or practices of the culture I 
am doing business with are reserved for 
the local population?

Methods of Doing Business

• Methods of doing business can vary not only 
across culture, but within cultures.

• Methods of doing business can vary in:
– Levels of Authority
– Management Objectives
– Communication Emphasis
– Formality and Tempo
– Negotiations
– Gender Attitudes

Levels of Authority

• There are three general authority patterns 
which describes who makes the decision 
in an organization:
– Top-level management
– Decentralized
– Committee or group

Levels of Authority Question

• What level of authority does the person 
you are interacting with have in making 
decisions?

• What is the best way to get to the decision 
maker?

Management Objectives
• Understanding the manager’s objectives can be 

an important tool when doing international 
marketing.

• Management objectives can be broadly 
classified in the following areas:
– Personal Goals
– Security and Mobility
– Personal Life
– Social Acceptance
– Power

Management Objective 
Questions

• What is the management objectives of the 
person I am dealing with?
– How do these objectives affect the decision 

he could potentially make?
• How can I tailor my product around the 

manager’s objectives?



Communication Emphasis

• Communications should be kept formal 
both in written and spoken form.

• Communication may go far beyond words.
– Depending on the society you are doing 

business with, how you say something is as 
important as what you say.

Low Versus High Context 
Language

• A low context language is one that is 
heavily dependent on explicit verbal 
expression.
– Swiss, German, Scandinavian

• A high context language is one that relies 
heavily on the context or nonverbal 
communications.
– Japanese, Arabian, Latin American

Communication Questions

• When doing business in a foreign country, 
how important is the context of the 
language when conversing?

• What constitutes a confirmation or denial 
in the language you are doing business 
in?

Formality

• Formality relates to the level of respect 
and manners you give to your customer.

• As a marketer, you must know what the 
formal rules are for dealing with 
customers.

Formality Questions

• What is the proper greetings for the 
person you are doing business with?

• When and where is it appropriate to talk 
business?

• What is appropriate side discussion?
• What is the formal business dress?

Tempo and Time

• Tempo is related to how you deal with time 
and the use of it.

• How cultures handle time can be viewed in 
the following:
– Polychronic Time (P-Time)
– Monochronic Time (M-Time)



P Versus M-Time

• M-Time tends to focus on doing one thing 
at a time.
– It tends to view time as linear and is usually 

related to low-context cultures.
• P-Time tends to focus on doing many 

things at a time.
– It tends to focus on many tasks at once and is 

usually seen in high context cultures.

Tempo Questions

• How does the client consider usage of 
time?

• Are you coming off to hasty in your 
business dealings?

• Are you losing out because you are not 
following the tempo of your 
client/customer?

Negotiations

• Negotiation tactics differ greatly from one 
country to the other.

• Much care must be taken with someone 
from a foreign culture so you do not 
offend.

• By not understanding a culture’s 
negotiation tactics, you run the risk of 
putting yourself at a disadvantage.

Negotiation Questions to 
Consider

• Does the culture you are dealing with like 
to bargain?

• Does the culture your dealing with get 
insulted if you try to negotiate to much?

• What aspect of fairness comes into 
negotiations?

Gender Bias

• It exists both at home and abroad.
• There is no correct way of dealing with 

gender bias.
• The worst thing to do is go into a culture 

and try to change its view.
• The best thing to do is understand why the 

bias exists and try to work around it.

Business Ethics

• What people believe is right or wrong can 
be different for every culture.

• The standard issue related to business 
ethics in international marketing usually is 
related to bribery.

• The other major issue related to ethics is 
socially responsible acts.



Bribery

• Bribery is related to giving someone 
money to seek an unlawful advantage.

• Extortion is when a payment is requested 
for you to get an unlawful advantage.

• Lubrication is money being given to 
facilitate or expedite an event to occur.

Social Responsibility

• Social responsibility of the marketer 
pertains to:
– Employment practices and policies
– Consumer protection
– Environmental protection
– Political payments and involvement in political 

affairs
– Basic human rights and fundamental 

freedoms

Social Responsibility Questions

• Is it legal?
• Is it right?
• How will the public and vested 

stakeholders view your actions?

Business Customs and the 
Internet

• Language on a website is one of the most 
important considerations.

• Since your website can be anywhere in the 
world, special consideration should be taken as 
to the colors and symbols you use on the 
website.

• Care should be taken when designing a website 
to make sure it is intuitive to the client.


