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The success of marketing communication in today’s world is obviously determined by marketer’s cultural 
intelligence, and this is particularly true for international marketing practice, in which cross-cultural 
perspectives are definitely important. Cross-cultural communication is becoming even more important for 
the Chinese marketers in this new century since China planned to more widely open its market to the 
world and export more of its service and products to the world market. This paper suggests that Chinese 
marketers are better prepared for cross-cultural communication and put it at their corporate strategic 
level for marketing China and China marketing. It also suggests that anthropological approaches offer 
highly effective applications and solutions toward the understanding of cross-cultural issues in 
international marketing communication. 
 
INTRODUCTION 
 

International marketing communication is communication that crosses national boundaries for 
business purposes. Communication among people from the same culture is often difficult enough. 
Therefore, communication between people from different cultures from the point of view of language, 
values, customers, and ways of thinking, will be far more difficult, with a degree of miscommunication 
being almost inevitable (Ferraro, 2006). Problems in marketing communication conducted cross-
culturally often arise when participants from one culture are unable to understand culturally determined 
differences in communication practices, traditions, and thought-processing in another cultural context. 
Marketing communication literature focused on advertising supports the hypothesis that advertising 
content differs between countries. International advertising research has confirmed differences in 
advertising content between countries. The premise upon which these studies are predicated indicates that 
advertisements, in part, reflect individual countries’ social systems (Emery and Tian, 2003; McLeod and 
Kunita, 1994; Mueller, 1992; Ramaprasad and Hasegawa, 1992; Zandpour, Chang, and Catalano, 1992).  

The importance of cross-cultural communication is evident for China marketing and marketing China, 
since there are many factors that influence the relationship between Chinese and non-Chinese 
businessmen. According to Harrison and Hedley (2008), there is an important question of how to sell and 
market to Chinese companies effectively, both for new market entrants and for those companies with 
existing operations in China. They point out several factors, such as patience, flexibility, plenty of 
negotiation, and remembering the basics of marketing, that underlie the preparation of adapting to the 
local environment. 
     The core of anthropology as a social science concerns culture and its relationship to human behavior. 
Although there are many different definitions of culture employed by scholars from various fields, such as 
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political science, history, psychology, anthropology, sociology, and so on, the common points made by 
cross-disciplinary scholars are clear. The essential core of culture consists of traditional ideas that are 
historically derived, selected, and generated to support attached values. Culture systems may be 
considered as products of action or as conditioning elements of further action. They consist of patterns, 
explicit and implicit, of and for behavior acquired and transmitted by symbols, constituting the distinctive 
achievements of human groups, including their embodiments in artifacts (Feldhusen, 2008; Lillis and 
Tian, 2010).  
 
THE IMPACT OF CULTURE ON MARKETING COMMUNICATION 
 

Lee, Yang, and Graham (2006) conducted research about tension and trust in international business 
negotiations with 176 American and Chinese executives who participated in simulated international 
business (buyer–seller) negotiations. The data collected reflect a series of cultural differences between the 
two groups. The Chinese and American executives mutually felt tension during the negotiation; however, 
for the Chinese, greater levels of tension led to an increased likelihood of agreement, but also led to lower 
levels of interpersonal attraction and in turn lower trust of their American counterparts. For the 
Americans, the felt tension marginally decreased the likelihood of an agreement and, did not affect 
interpersonal attraction, but did have a direct negative effect on trust. Zhang and Zhou (2010) inquire: 
“Are those Chinese companies simply lucky survivors in chaotic price wars, or do they know something 
about how to wage price wars that their Western counterparts do not?” In their study, they found that luck 
had nothing to do with being a victor in a price war, but good planning and execution did. It is fair to say 
that Chinese companies are much keener about price wars than the executives in the West. 

Cross-cultural marketing communication is marketing communication among consumers or 
customers whose culture differs from that of the marketer’s own culture in at least one fundamental aspect 
of cultural such as language, religion, social norms and values, education, and life style. Cross-cultural 
marketing communication demands that firms be aware of and sensitive to cultural differences. To respect 
the right to culture by the consumers in various cultures and marketplaces, marketers should understand 
that their customers have a right to maintain, practice, and identify with their own culture. If the marketers 
want to succeed in cross-cultural marketing, they must work in a way that respects the consumer’s values 
and their right to cultural ties. For example, for Western marketers to communicate in a business setting, 
it is important for them to respect the Chinese government’s claim for guoqin, which means that they 
must “consider the special situation or character of China” (Yan, 1994). In another research on 
refrigerators, Baoku, Lijuan, and Bingru (2011) state that peasants evaluate product attributes differently 
in various regions and markets. In the case of the refrigerator market, segmentation is very important. 
This is evidenced by the fact not only related refrigerators, but also high-tech products China has a total 
of 53 state-level high-tech development zones (Tu, 2011). In sum, marketing communication is not an 
independent behavior, but is related to all other business or market behaviors. From the anthropological 
perspective, then, all market behaviors are culture-bound. Buying and selling take place within the culture 
itself (Hamilton, 1987).  

In order to match marketing with consumer preferences, purchasing behavior, and product-use 
patterns, marketers benefit from understanding the market’s cultural environment. Business firms should 
not focus on cultural differences merely to adjust marketing communication programs to make them 
acceptable to consumers. This is to suggest that firms should also identify cultural similarities, in order to 
identify opportunities and modify standard marketing strategies based on marketing communication 
theory informed with cultural information. Working skillfully with these cultural similarities and 
differences in the worldwide marketplace is an important marketing task for businesses.  
 
ANTHROPOLOGICAL PERSPECTIVES OF CROSS-CULTURAL COMMUNICATION  
 

In the 1950s, anthropologist Edward T. Hall was beginning a career that would be highly influential 
in business in terms of cross-cultural communication. From 1950 to 1955, Hall served as director of the 
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U.S. State Department’s “Point Four” training program, a training program designed to teach technicians 
who would be working outside North America. Hall clearly understood the significance of cultural 
influence on communication effectiveness. Hall built a career in the cross-cultural communication field 
and eventually wrote several seminal works in business, anthropology, communication, and many other 
fields (Jordan, 2003).  

Hall’s practice and influence in the fields of cross-cultural communication and intercultural training 
have been monumental. He clearly understood that errors in cross-cultural communication could destroy a 
business deal or a peace agreement. In his first book, The Silent Language, he explained culture as 
communication, and communication as involving much more than just language. Communication 
included nonverbal characteristics and had to be understood in its cultural context (Hall, 1981). In later 
books, he explored the culturally different ways of conceiving space and time, as well as the implications 
in business practice. Hall’s practice in and theoretical contributions to marketing communication 
generated great impact and international value in terms of cross-cultural factors. Many other 
anthropologists, such as Gay Ferraro (2006) among others, have continued Hall’s work on 
communication in international settings. 

Anthropologists’ interest in cultural studies grew out of academic purposes but has been extended to 
business applications as well. The results of anthropological study on culture have been widely applied in 
various fields of the business world. In the business world, a profound understanding of cultural values in 
general and specific individual cultural characteristics in particular can lead to greater success in the 
global market and economy. On the other hand, cultural misunderstandings can be counterproductive for 
individual development, organizational effectiveness, and profits, because cultural factors influence 
people’s motives, brand comprehension, attitude, and intention to purchase. Therefore, it is important that 
we clearly understand the fact that in the global marketplace the effectiveness of communication depends 
on many factors, however, the primary one among them is the capacity to understand our cultural 
preferences and how they influence and are influenced by those from other parts of the world (Emery and 
Tian, 2003; Lillis and Tian, 2009).  

We argue that the anthropological approach is a very effective way to assess the impact of culture on 
international marketing communications. We agree with Mariampolski (2006) that culture is important as 
a heuristic principle for describing and classifying human behaviors, and it is also an analytic concept to 
be used for explaining how individual choices result from the interpersonal influences and the symbolic 
universe that delineates everyday life. According to Mariampolski, culture operates on both the material 
and nonmaterial levels of human experience, serving as the foundation for the behaviors, meanings, and 
tools of all human collectives. To Mariampolski, cultural tools refer to all of the physical components of a 
group’s life experiences, which include technology and materials, as well as the fundamental rules, codes, 
and techniques for accomplishing daily affairs. Cultural meanings refer to the sense-making process how 
people intellectually or emotionally understand the purposes, implications, and associations that underline 
all of human behaviors and the tools individuals use in everyday life. 

Business negotiation, another kind of important format for marketing communication, also 
necessitates awareness of cultural difference. A recent study by Chang (2003) has concluded that in 
Chinese society, people emphasize the “zero-sum game” in most of their business competition activities. 
It is suggested that a successful negotiation should create a “win-win” situation. As Thompson (2001) 
noted, a true win-win negotiation is one where any agreement reached by negotiators covers most 
interests of both sides. However, it is very difficult, if not impossible, to improve one party’s outcome, 
while simultaneously not hurting the other party’s result. As such, honesty could be the first step toward a 
better agreement with the Chinese business community. To be honest about one’s intentions, goals, and 
interests can help to build trust and create a positive bargaining zone. Respecting culture difference and 
being patient in waiting for a response will be the second step toward a successful negotiation. Lastly, but 
not finally, extra services or practical favors cement friendship and sincerity in business transactions.  

These two recent studies suggest that in the real business world, firms can profit by studying the 
Hofstede culture model, which entails accepting cultural differences and practicing those skills in 
marketing communication practices, enabling them to gain the expected or better outcomes. There are 
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innumerable factors that affect the international business environment but a fundamental precondition of 
any successful international business enterprise is effective communication, which more or less involves 
the businessperson’s awareness of other cultures. As such, cross-cultural problems definitely provide 
greater challenges and opportunities for business firms in the 21st century, even though these challenges 
might not be new to the marketing communication field itself. The effectiveness of international 
marketing communication can be strengthened when businesspeople become aware of cultural differences 
and their impact on communications.  
 
CONCLUSION AND SUGGESTIONS TO CHINA MARKETERS 
 

The importance of the success of marketing communication is obvious in progressively more 
competitive international markets. Marketing communication strategies and skills determine the 
profitability of business organizations. Culture is one of the key factors that lies deeply rooted in the life of 
each individual and exerts tremendous influence on a variety of human behaviors. Cultural difference can 
have a profound impact on outcomes that are vitally important to the success of a business deal. From a 
practical standpoint, building an awareness of both visible and invisible manifestations of culture is a 
critically important first step in determining how to effectively conduct marketing communications 
internationally and cross-culturally.  

Cross-cultural communication is becoming even more important for the Chinese marketers in this 
new century since China planned to more widely open its market to the world and export more of its 
service and products to the world market. It is suggested that Chinese business leaders are better prepared 
for cross-cultural communication and put it at their corporate strategic level for marketing China and 
China marketing. It is true that in today’s business world, whoever masters cross-cultural communication 
strategies and skills will win the competition. 

While international business is often conducted through various means from culture to culture, 
marketing communications can be enhanced when managers are cross-culturally trained to be aware of 
areas likely to create communication roadblocks and conflict. International business in general is 
enhanced when people from different cultures find new approaches to solve problems by creating 
solutions that combine cultural perspectives and examine the problem at hand from each other’s differing 
perspectives.  

Moreover, it is key for cross-cultural business leaders to understand one’s business partners well 
enough to make cultural adjustments to solve the conflicts (Hooker, 2008). Anthropologists are 
professionally trained to be highly sensitive to cultural differences; the result of anthropological study on 
culture has been widely applied in various fields in the real business world. It is suggested that 
anthropological approaches offer highly effective applications and solutions toward the understanding of 
cross-cultural issues in international marketing communication. 
 
REFERENCES 
 
Adler, N. J., Doktor, R., & Redding, S. G. (1986). From the Atlantic to the Pacific Century: Cross-
Cultural Management Reviewed. Journal of Management, 12, 295-318. 
 
Albers-Miller, N. D. (1996). Designing Cross-Cultural Advertising Research: A Closer Look at Paired 
Comparisons. International Marketing Review, 13, (5), 59-76. 
 
Arunthanes, W., Tansuhaj, P. & Lemak, D. (1994). Cross-Cultural Business Gift Giving: A New 
Conceptualization and Theoretical Framework. International Marketing Review, 11,(4), 44-55. 
 
Bandyopadhyay, S. & Robicheaux, R. (1993). The Impact of the Cultural Environment on Interfirm 
Communications. Journal of Marketing Channels, 3, (2), 59-82. 
 

126     Journal of Marketing Development and Competitiveness vol. 6(5) 2012



 

 

Bloomberg (2007, June 6). China Marketing: Cracking the Code. Business Week. Retrieved July 2011 
from http://www.businessweek.com/globalbiz/content/jun2007/gb20070606_241052.htm 
 
Brunso, K. & Grunet, K. (1998). Cross-Cultural Similarities and Differences in Shopping for Food. 
Journal of Business Research, 42, 145-150. 
 
Chang, L. (2003). An Examination of Cross-cultural Negotiations: Using Hofstede Framework. Journal 
of American Academy of Business, Cambridge, 2, (2), 567-670. 
 
Chaoying, T., Jian, S. & Ille, F. R. (2011). Information Handling Styles, Advertising and Brand Attitude: 
A Chinese Brand Case Study. International Journal of China Marketing, 1, (2), 45-56. 
 
Douglas, S. & Craig, C. (1995). Global Marketing Strategy. New York, N.Y.: McGraw-Hill. 
 
Emery, C. R. & Tian, R. G. (2002). Cross-Cultural Issues in Internet Marketing. Journal of American 
Academy of Business, Cambridge, 12, (2), 217-225. 
 
Emery, C. R. & Tian, R. G. (2003). The Effect of Cultural Differences on the Effectiveness of 
Advertising Appeals: A Comparison between China and the US. Transformations in Business and 
Economics, 2.1 (3), 48-59. 
 
Feldhusen, M. (2008). The Social Life of Objects: Interpreting Our Material Culture. Art Education, 61, 25-
32. 
 
Ferraro, G. P. (2006). The Cultural Dimension of International Business, (5th ed.). Upper Saddle River, 
NJ: Pearson Prentice Hall. 
 
Gesteland, R. R. (1996). Cross-Cultural Business Behavior. Copenhagen, DK: Handelsh Jskolens Forlag, 
Copenhagen Business School Press. 
 
Giovannini, M. J. & Rosansky, L. M. H. (1990). Anthropology and Management Consulting: Forging a 
New Alliance. Arlington, VA: The American Anthropological Association. 
 
Griffith, D. (1998). Cultural Meaning of Retail Institutions: A Tradition-Based Culture Examination. 
Journal of Global Marketing, 12, (1), 47-59. 
 
Griffith, D. A. & Ryans, J. K., Jr. (1995). Strategically Employing Natural Channels in an Era of Global 
Marketing. Journal of Marketing Practice: Applied Marketing Science, 1, (4), 52-72. 
 
Hall, E. T. (1976). Beyond Culture. New York, NY: Anchor Press-Doubleday. 
 
Hall, E. T. (1981). The Silent Language. New York, NY: Doubleday. 
 
Hamada, T. & Jordan, A. (Eds.). (1990). Cross-Cultural Management and Organizational Culture. 
Williamsburg, VA: College of William and Mary.  
 
Hamilton, D. B. (1987). Institutional Economics and Consumption. Journal of Economic Issues, 
December, 1531-1554. 
 
Harris, P. R. & Moran, R. T. (1987). Managing Cultural Differences. (2nd ed.). Houston, TX: Gulf. 
 

Journal of Marketing Development and Competitiveness vol. 6(5) 2012     127



 

 

Harrison, M. & Hedley, M. (2008). Marketing and Selling to Chinese Businesses – Part 1. China Success 
Stories. Retrieved July 21, 2011 from 
http://www.chinasucessstories.com/2008/06/13/chinese-attitudes-toward-marketing-sales/ 
 
Hofstede, G. (1991). Cultures and Organizations: Software of the Mind. London, UK: McGraw-Hill 
Book Company. 
 
Hooker, J. (2008). Cultural Differences in Business Communication. Retrieved June 26, 2001 from 
http://web.tepper.cmu.edu/jnh/businessCommunication.pdf 
 
Jordan, A. T. (2003). Business Anthropology. Prospect Heights, IL: Waveland Press, Inc. 
 
Kotler, P. (2010). The Importance of China Marketing. International Journal of China Marketing. 1, (1), 
14-16. 
 
Lee, K., Yang, G. & Graham, J. L. (2006). Tension and trust in international business negotiations: 
American executives negotiating with Chinese executives. Journal of International Business Studies, 37, 
623–641. 
 
Levy, S. (2011 April 15). Inside Google's China Misfortune. Fortune. Retrieved July 16, 2011 from 
http://tech.fortune.cnn.com/2011/04/15/googles-ordeal-in-china/  
 
Lillis, M. & Tian, R. (2009). Cross-Cultural Communication and Emotional Intelligence. Marketing 
Intelligence and Planning, 27, (3), 428-438. 
 
Lillis, M. & Tian, R. (2010). Cultural Issues in Business World: An Anthropological Perspective. Journal 
of Social Science, 6, (1), 99-112. 
 
Mariampolski, H. (2006). Ethnography for Marketers: A Guide to Consumer Immersion. Newbury Park, 
CA: Sage Publications. 
 
Martin, J. (1999, June). Franchising in the Middle East. Management Review, 88 (6), 38-42. 
 
McCracken, G. (1987). Advertising: Meaning or Information? In M. Wallendorf and P.F. Anderson 
(Eds.), Advances in Consumer Research XIV. Provo, UT: Association for Consumer Research, 121-124. 
 
McLeod, D. M., & Kunita, M. (1994). A Comparative Analysis of the Use of Corporate Advertising in 
the United States and Japan. International Journal of Advertising, 13, (2), 137-152.  
 
Mueller, B. (1992). Standardization vs. Specialization: An Examination of Westernization in Japanese 
Advertising. Journal of Advertising Research, 32, January /February, 15-24.  
 
Munson, J. M. & McIntyre, S. H. (1979). Developing Practical Procedures for the Measurement of 
Personal Values in Cross-Cultural Marketing. Journal of Marketing Research, 15, 48. 
 
Perner, L. (2011). The Global Market Place. Retrieved July 2011 from 
http://www.consumerpsychologist.com/international_marketing.html 
 
Pollay, R. W. & Gallagher, K. (1990). Advertising and Cultural Values: Reflections in the Distorted 
Mirror. International Journal of Advertising, 9, 359-372.  
 

128     Journal of Marketing Development and Competitiveness vol. 6(5) 2012



 

 

Ramaprasad, J. & Hasegawa, K. (1992). Creative Strategies in American and Japanese TV Commercials: 
A Comparison. Journal of Advertising Research, 32, January-February, 59-70.  
 
Redpath, L. & Nielsen, M. O. (1997). A Comparison of Native Culture, Non-Native Culture and New 
Management Ideology. Canadian Journal of Administrative Sciences, 14, (3), 327-339. 
 
Reese, S. (1998). Culture Shock. Marketing Tools, May, 44-49. 
 
Reuters (2011). Geely's Volvo Plans $709 mln Second China Plant – Regulator. Retrieved July 2011 from 
http://www.reuters.com/article/2011/06/23/volvo-idUSL3E7HN0B520110623 
 
Rhodes, D., Emery, C., Tian, R., Shurden, M., Tolbert, S., Oertel, S. & Antonova, M. (2004). A Cross-
Cultural Comparison of Leader Ethics. Proceedings of the Academy of Organizational Culture, 
Communications and Conflict, 8, (1), 65-70. 
 
Samiee, S. (1993). Retailing and Channel Considerations in Developing Countries: A Review and 
Research Propositions. Journal of Business Research, 27, (12), 48-66. 
 
Serrie, H. (1986). Anthropology and International Business. In G. P. Ferraro (Ed.), The Cultural 
Dimension of International Business (5th ed.). Upper Saddle River, NJ: Pearson Prentice Hall. 
 
Sheer, V.C., & Chen, L. (2003). Successful Sino-Western Business Negotiation: Participants’ Accounts 
of National and Professional Cultures. Journal of Marketing communication, 40, January, 50-85. 
 
Thompson, L.L. (2001). The Mind and Heart of the Negotiator (2nd ed.). Upper Saddle River, NJ: 
Prentice Hall. 
 
Tian, R. G. (1987). The Achievements and the Development of Commerce and Trading in West China 
Regions. In Z. Shi (Ed.), The West China Minority Areas Economy Development Studies. Beijing, CN: 
Minzu Press.  
 
Tian, R. G. (1988). Contemporary Social, Economic, and Marketing Strategies for Anning. Thinking 
Front [Yuman University], 4, 35-41. 
 
Tian, R. G. (1999). Canadian Chinese, Chinese Canadians: Coping and Adapting in North America. 
Lewistong. NY: the Edwin Mellen Press. 
 
Tian, R. G. (2000a) Understanding Consumer Behavior: Psycho-Anthropological Approach. North 
American Journal of Psychology, 2, (2), 273-279. 
 
Tian, R. G. (2000b). The Implications of Rights to Culture in Trans-National Marketing: An 
Anthropological Perspective. High Plains Applied Anthropologist, 20, (2), 135-145.  
 
Tian, R., Lillis, M. & van Marrewijk, A. (2010). General Business Anthropology. Miami, FL: North 
American Business Press.  
 
Tu, H. (2011). Cluster Marketing Models and Strategies: The Implications Thereof in the Chinese High-
Tech Industry. International Journal of China Marketing, 1, (2), 34-44. 
 
Wardrope, W. J. & M. L. Bayless (1999). Content of the Marketing communication Course: An Analysis 
of Coverage. Marketing communication Quarterly, 62, (4). 

Journal of Marketing Development and Competitiveness vol. 6(5) 2012     129



 

 

 
Weise, E. (1999). Anthropologists Adapt Technology to World’s Cultures. USA Today, May 26, 1999. 
 
Welch, D. (2010). Geely Buy Volvo. Believe or Not, It Could Work, Business Week, March 29, 2010. 
 
Yan R. (1994). To Reach China’s Consumers, Adapt to Guo Qing. Harvard Business Review, September-
October, 66-67. 
 
Zandpour, F., Chang, C., & Catalano, J. (1992). Stories, Symbols, and Straight Talk: A Comparative 
Analysis of French, Taiwanese and U.S. TV Commercials. Journal of Advertising Research, 32, January-
February, 25-38. 
 
Zhang Z. J. & Zhou, D. (2010). The Art of Price War: A Perspective From China. International Journal 
of China Marketing, 1, (1), 17-30. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

130     Journal of Marketing Development and Competitiveness vol. 6(5) 2012




