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ABSTRACT. The purpose of the article is to present the significance of
national culture for broadly-understood activities in the scope of
international marketing. National culture may affect the selection of
market entry modes, conducting marketing research, market
segmentation and the shape of particular marketing tools. The impact
of national culture on international marketing may be considered from
the two perspectives, being the classification of national cultures and
particular elements composing culture. Knowledge of national cultures
is particularly important to managers responsible for marketing, since
it constitutes a significant factor of the foreign environment. On the
other hand, though, knowledge in this field is gained with experience;
in many cases it is not easily available, it requires carrying out
intensive market research and consumer research.
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National culture in a globalising world
The purpose of the article is to present the significance of national

culture for broadly-understood activities in the scope of international
marketing. National culture may affect the selection of market entry
modes, conducting marketing research, market segmentation and the
shape of particular marketing tools. It should be noted, however, that
the concept of culture is not unequivocal. Representatives of different
scientific disciplines (e.g. anthropology, ethnography, philosophy or
sociology) define culture in a different way and definitions of culture
change with time. However, in numerous and diverse definitions of
culture one may observe certain points that are common for culture
researchers and different approaches to culture (Wprowadzenie…,
2009):

− Culture is inextricably linked with the human being, who is the
creator and recipient of culture at the same time;

− Culture is a social phenomenon, it develops within a
community, but, at the same time, culture is never uniform within a
given society (different individuals fulfil different social roles, have
different personalities, life experiences, etc.);

− Culture is a repeatable phenomenon, cultural products are
maintained, recorded and transferred to further generations. What is
more, products of culture are the common good for many groups of
people;

− Culture includes learned phenomena, thus it is transferred in the
course of learning and upbringing (rather than being biologically
inherited).

The two common approaches applied in the research on culture
include the anthropological approach and the sociological
(distributive)approach. The anthropological approach assumes striving
at creation of the general theory of culture, finding common features
for all cultures. As regards the sociological approach, particular
cultures are analysed and characteristic features of a particular culture
are looked for. What is focused on in the distributive approach is the
manner of connecting different elements into the common whole, and
the significance attributed to particular elements by members of a
given group (Odkrywanie socjologii…, 2007, p. 63).

As part of the sociological approach the research is conducted with
regard to such issues as the coherence of a given group or society.
Thus, what is particularly important from the perspective of an
international enterprise that offers its products on markets of many
different countries, with branch offices located in different states is
the sociological approach to culture, which allows for distinguishing
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the differences amongst communities, and, speaking more broadly,
amongst nations.

The concepts of the nation, culture and national culture are
inseparable. According to A. Kłoskowska (2005, p. 24), «unlike a
state, a nation is a social community of the nature of a cultural
collectivity». In this approach, culture is a factor that allows one to
distinguish a nation or to differentiate it from other communities. A
nation as a community is shaped in the historical process, not only at
the cultural level, but also at the economic and political levels. Within
a nation there are common traditions and institutions (Odkrywanie
socjologii…, 2007, p. 167). Thus, one may say that each nation has its
own culture. It is emphasised by A. Kłoskowska (1991, p. 51) in her
definition of national culture: «National culture constitutes a broad
and complex system (syndrome) of the manners of operation,
standards, values and symbols, beliefs and symbolic works, perceived
by a social community as its own, due to it, stemming from its
traditions and historical experiences applicable within it».

While considering the issue of national culture,B. Bjarke (2004)
rightly observed that cultural differences are hidden to a great extent.
To be able to operate efficiently in different cultures managers do not
only need to find out how culture is manifested in social customs, but
also what these customs stem from. It is relatively easy to carry out
research on customs being a manifestation of culture, whereas it is
much more complicated to learn about standards and values
applicable to a given culture.

J.-C. Usunier (2000) is of the opinion that association of one
defined culture with nationality, and in particular with the ‘nation
state’ may be convenient but is not obvious. The culture of a given
state may be defined only with regard to cultures of other countries. In
many cases, there are ethnic groups, religious groups or groups
speaking different languages within a given state. Some countries are
clearly multi-cultural, for example the United States, Canada or
Switzerland. Changes that have been occurring on the political map of
the world in the recent years contribute to establishing new state
borders, in many cases in separation from the actual nationality of
their citizens.

A phenomenon that may constitute a certain limitation to the use
of the concept of national culture in international marketing is the
convergence of cultures, i.e. appearance of similar cultural products in
different communities. It is worth noting that the convergence of
cultures is a continuous phenomenon, but it takes place rather slowly.
The divergence of cultures is a phenomenon that occurs
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simultaneously with convergence. Divergenceis more about
emphasising, strengthening one’s own approaches or convictions than
the rejection by communities of values which are predominant in
other cultures. Both phenomena have been confirmed scientifically.
There is a certain paradox here — national cultures are subject to
globalisation, and, at the same time, they remain unique (Aïssaoui and
Fabian, 2015). From the perspective of an international enterprise, this
condition means permanent search for an answer to questions about
the extent to which particular marketing tools applied on foreign
markets may be harmonised.

The progressing globalisation leads, in particular, to acculturation
within the global consumer culture. The separation of such a
transborder cultural system depends on many factors, including, for
example (Carpenter et al., 2013, p. 274):

− cosmopolitanism, perceived as a defined set of features typical
of some people, including readiness to cooperate with people of other
cultures and a high level of competence in the field of foreign
cultures,

− the impact of marketing activities of international corporations
based on the assumption that global marketing contributes to the
development of trans-national market segments,

− the popularity of the English language,
− social interactions stemming from migration, ease of travel and

contacts with foreigners,
− access to global mass media allowing individuals to experience

different cultures,
− openness to the global consumer culture and willingness to

imitate it, expressed by the trend of consumers looking for foreign
products (different motivations),

− individuals identifying themselves with the global consumer
culture.

From the perspective of international enterprises, it is a beneficial
phenomenon, because it allows one to distinguish global market
segments and, consequently, it allows for the standardisation of
marketing tools and reduction in the costs of simultaneous service of
consumers in many countries.

Classifications of national cultures vs international marketing
One of the best-known classifications of national cultures was

developed by G. Hofstede (Hofstede 2011; Hofstede and Hofstede,
2007). The research conducted by him allowed the author to indicate
the six dimensions of culture and classify 76 countries. G. Hofstede
considers the national culture on the following levels:
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− Power Distance,
− Individualism versus Collectivism,
− Masculinity versus Femininity,
− Uncertainty Avoidance,
− Long Term Orientation versus Short Term Normative

Orientation,
− Indulgence versus Restraint.
The research conducted by Hofstede was an inspiration for the

GLOBE project (Global Leadership and Organisational Behaviour
Effectiveness Research). The results of the research carried out
amongst 17,000 managers from 62 countries allowed for extending
the list of the dimensions of culture (Javidan and Dastmalchian, 2009;
Dorfman et al., 2012). Some of the other dimensions distinguished by
the authors of the research include: Performance Orientation,
Uncertainty Avoidance, Humane Orientation, Institutional Collecti-
vism, In-Group Collectivism, Assertiveness, Gender Egalitarianism,
Future Orientation, Power Distance.

Another thing worth mentioning here is the classification
developed by F. Trompenaars and Ch. Hampden-Turner, who pointed
to appearance, at the verge of cultures, of conflicting postulates
(requirements) resulting from cherishing different cultural values
(Trompenaars and Hampden-Turner, 2002; Hampden-Turner and
Trompenaars, 2000). Thus, members of particular cultures face a
dilemma how to solve problems appearing in the three dimensions,
including:

− the approach to people,
− the approach to time,
− the approach to the environment.
If it is assumed that one of the key cultural differences is a

different approach of people towards other people, in this area the
following five dimensions of culture were distinguished: universalism
vs particularism, individualism vs collectivism, neutral vs emotional,
specific vs diffuse, achievement vs ascription.

The classifications of cultures indicated above may be used in a
wide range of marketing activities, in particular in making decisions
in the scope of:

− selection of a strategy of entering foreign markets,
− conducting marketing research,
− market segmentation,
− developing marketing tools.
What may be of certain significance when selecting a manner of

entering international markets is the power distance. Entrepreneurs



273

from cultures characterised by a small power distance have a greater
tendency to enter into strategic alliances with foreign partners than
economic operators from countries of a greater distance.

Uncertainty Avoidance is the dimension that helps to estimate the
risk of launching a new product on a foreign market. The risk tends to
be higher in the case of people that strongly avoid uncertainty. At the
same time, building a strong brand in these cultures may be a
guarantee of attracting loyal consumers. The type of offered products
is also connected with the role of gender in culture. Masculine
communities buy more products that increase the status, whereas
feminine communities buy more domestic products.

What impacts the shape of the communication and relations with
consumers is the belonging to individualistic and collectivist cultures.
In individualistic communities, the models of consumption indicate
independence and self-sufficiency, while in collectivist communities
dependence on others. In collectivist cultures, a customer being a
member of an internal group is treated better than others, unlike
individualistic cultures in which each customer is treated equally.
Economic operators who plan to conduct promotional campaigns
related to their products should realise that personal contacts are the
main source of information in collectivist communities, whereas a
predominant source of information in the case of individualistic
cultures is the mass media. The belonging to different cultures is what
also affects the content and form of the promotional message.

Significance of selected elements of culture in international
marketing

Language is a basic tool not only as regards communication within
an enterprise, but also as regards communication with many groups
from the corporate environment, including consumers, constituting a
particularly important group. The language used by potential
customers plays a key role in the design of productsintended for
foreign markets, in planning and implementation of promotional
campaigns and in conducting marketing research. The significance of
the language used by enterprises to communicate with consumers
increases because of:

− an increasingly greater demand of consumers for information
about products,

− the increasing use of the Internet as a cross-border source of
knowledge of the offer.

In the case of a product, a necessity arises to verify its brand. If an
enterprise makes a decision to standardise the brand, it has to be
checked if the name is not negatively associated by consumers using



274

another language. The other things that have to be done include
preparation of labels, instructions and agreements in relevant
languages. Some products (for example books, films, computer
programmes) need to be translated to find buyers on foreign markets.
Modifications may be also required in the case of advertising slogans
and promotional messages. A poorly translated advertising slogan
may not only lose its original meaning, but it may also suggest a
potential consumer something conflicting with the intentions of the
enterprise. When conducting research one has to remember that the
same concept may have different meanings in different countries (for
example, beauty or richness is given a different sense). In some
languages there are more expressions allowing to graduate evaluation,
in other languages there are fewer expressions of this type.

The popularity of the English language may certainly facilitate
standardisation of brands, product names or advertising slogans. At the
same time, one has to remember that differences in meaning of many
words or expressions used by inhabitants of English-speaking countries
(e.g. Great Britain, the United States, Australia or even India) may lead
to misunderstandings. The problem of different meanings of the same
words also relates to Spanish-speaking countries.

An important element of culture that may not be neglected by
international enterprises is religion. Religion, perceived as a system of
beliefs, rites and meanings (Romanowicz, 2012, p. 105), is a source of
values and approaches. In a society, religion may fulfil an integrating
function by connecting worshippers into a community, regulating
people’s behaviours. Regulations may relate to different aspects of the
functioning of a community, from arranging a calendar of holidays to
the role of women in a given community. The significance of religion
as a component of culture also stems from the fact that almost 84 % of
the inhabitants of the Earth are followers of a religion (Pew-
Templeton Global..., 2010).

Religion may have an influence on different activities of
enterprises on international markets. As research indicates, religion
plays a certain role already at the beginning of internationalisation of
companies and selection of a strategy of entering a foreign market.
For example, companies whose managers come from the Islamic
culture make a decision to enter markets of Muslim countries at first.
Common religion may contribute to a reduction in the cultural
distance between the native country and the expansion market
(Richardson, 2014).

Being an important element of the life of inhabitants of a given
country, religion may strongly affect the shape of marketing tools
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used on foreign markets. Religion is a premise for many behaviours,
has an impact on what and how consumers purchase. Religious
prohibitions may exclude offering some products abroad (for example
such foodstuffs as pork, beef or alcohol, or clothes). Promotion is
another aspect that requires certain modifications, both as regards the
content and the form of the message. The sensitivity of managers to
religious issues is what inclines them to accept the activities of an
enterprise on foreign markets, although corporations also have to face
problems that do not occur as a result of negligence on the part of
managers.

An important component of culture is the ethnocentrism of the
society. Ethnocentrism consists in perceiving a group (for example a
family or a nation) an individual belongs to as better than other
groups. Thus, values, standards or approaches typical of a given group
are considered by its members as good and proper, unlike the values
and standards represented by other communities, which are
depreciated.

The issue of ethnocentrism should be perceived from the two
following perspectives within the context of international activity of
enterprises:

− from the perspective of managers who, with the international
expansion of enterprises, impose on local offices or branch offices
management processes and methods as well as manners of
approaching the market in compliance with the culture of the native
country, which corresponds to the ethnocentric strategy,

− stakeholders of enterprises — in particular consumers, who
perceive the activities of international corporations through the prism
of their own, ‘better’ culture.

The literature on the international activity of enterprises focuses in
particular on consumer ethnocentrism. Consumer ethnocentrism is
based on a positive attitude to domestic products and the conviction that
it is wrong to buy foreign products, since it brings losses to the
domestic economy. Consumers should support national enterprises by
purchasing domestic products (Shimp and Sharma, 1987). The
estimation of the level of ethnocentrism of foreign consumers helps to
make numerous decisions in the scope of international marketing and
indicates the extent to which strategies applied on the global market
may be standardised. The concept of consumer ethnocentrism is useful
for prediction of acceptance of foreign brands by consumers, helps to
position products and select forms of entering a foreign market.

Consumer ethnocentrism is also connected, to a certain extent, with
the concept of the country of origin effect. The country of origin effect



276

is understood as a positive or negative impact of the perception of the
country of the producer on the behaviours of consumers and selection
of products (Elliott and Cameron, 1994, p. 50). The effect is a result of
stereotypical perception of other countries and cultures. Thus, the image
of the country of origin of products may lead to non-acceptance of a
product or support its sale. Such events usually occur when consumers
evaluate the quality of a product mainly on the basis of its origin.

However, it has to be emphasised that because of globalisation of
the economy, development of international cooperation among
enterprises, popularity of investments in foreign undertakings
(including the take-over of local brands) and transfer of production to
countries with lower costs of production consumers find it more and
more difficult to evaluate the ‘nationality’ of a product. Thus, it is an
additional challenge for companies that have to make a decision about
the name, labelling of a product, and about the product’s characteristics
the communication with consumers should be based on.

List of the elements of culture that may affect the activity in the
scope of international marketing of international enterprises. The ones
mentioned above seem to determine marketing strategies on
international markets most strongly. It is important to consider each
element of culture within the context of the other factors. Behaviours
and decisions of broadly-understood stakeholders of an enterprise are
a result of the impact of all interpenetrating components of culture.
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ТЕОРЕТИЧНІ АСПЕКТИ МАРКЕТИНГУ
СТЕЙКХОЛДЕРІВ НА ПІДПРИЄМСТВАХ
ТРАНСПОРТНО-ЛОГІСТИЧНОЇ СИСТЕМИ

АНОТАЦІЯ. У статті розглянуто проблеми розвитку маркетингу
стейкхолдерів на підприємствах транспортно-логістичної системи,
як концепції, що має значно ширший погляд на маркетингову дія-
льність, ніж традиційний маркетинг. На основі аналізу стейкхол-
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