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A STUDY ON CROSS CULTURAL MARKETING 

Abstract 

The study is to understand the cross cultural marketing in Chennai. The purpose of the study is 

to analyze the cross cultural marketing followed by the foreign marketers in various countries 

and in India. The study is carried out with the conceptual research. Chennai has people with 

different culture it is important for the foreign marketer to adopt the consumers culture in order 

to successful in the market. In future more research need to conduct in order know the methods 

and strategies in cross cultural marketing for the foreign marketers to increase their business.    

Key words: cross cultural marketing, foreign marketer, India, Chennai and Consumers. 

Introduction  

The globalization is the most important factor to do business all over the world. The firms 

which carried out their business in domestic market have moved to international market in 

order to meet the competitive advantage. Because the business carried out in a domestic market 

gives less profit with less risk. But in international market the firm can earns high profit with 

high risk. In the international market competition is more between the already established firm 

and the newly entered firm in that market. So in order to withstand in the international market 

the cross cultural marketing is important for the well-established firm as well the newly entered 

firm. The cross cultural marketing means the marketer with the different culture will market 

about their products or services in the culture of the targeted consumers in that country. The 

marketers should consider the elements of cross cultural marketing such as attitude, tradition, 

religion, behaviour, beliefs, language, customs, rituals and food while marketing their products 

or services in different countries. These elements of cross culture marketing helps the marketer 

in developing the market mix for their products or services. If the marketing mix is developed 

based on the cross cultural marketing the products or services of the newly entered firm in the 

international market will reach the targeted consumers easily.  

Cross Cultural Marketing between the countries 

Agarwal, Malhotra and Bolton (2010) has examined the application of cross cultural or cross 

national approaches for the market segments in the banking services. The authors collected the 

survey questionnaire from India and United States. The author found that cross cultural and 

cross national market segment has unique difference in the consumer perceived service quality. 
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Aslam (2006) analysed the meaning of colours, socio cultural and psychological associations 

in the view of cross cultural marketing and also framework the role of cross cultural marketing 

as a marketing cue. The author used the conceptual research design for this study. The author 

found that firm should have to research for the use of colour in their business in cross cultural 

perspective and the resulting colour should have to apply in their business in order to develop 

the global marketing strategy.  

Guang and Trotter (2012) analyzed the important issues in the cross cultural business 

communication and provided an outline for firms to build a competitive advantage in 

international business. The authors used the conceptual research design for this study. The 

authors found that advertising, localization, business relationships, trade policies, 

standardization strategy decisions, brand effectiveness, international negotiation, international 

marketing, international business management and consumer behavior were the issues  in 

international business. 

Johnson and Tellis (2008) analysed that companies from other countries entered into the market 

of China and India have succeeded or failed. The authors used the archived database for this 

study. The authors found that companies get success which as earlier entry, more control of 

entry mode, and less economic and cultural distance between the companies host and home 

country. Whether the company has control over such drivers or not, firms in India is less 

successful than in China. 

Kustin (2004) examined the opportunity for marketing mix standardization in India, France, 

United States and Brazil by evaluation of cross cultural responses got form that countries. The 

author collected data for this study through questionnaire. The author found that there is limited 

opportunity for standardization of marketing mix however it is applicable within particular 

cultural country markets. 

Lowe and Corkindale (1998) has determined the effects of cultural value on the 

respondents for the marketing stimuli and the difference in cultural value between the 

consumers in People’s Republic of China and Australia. The authors used an exploratory 

research design for this study. The authors found that different set of cultural value would 

affect the consumers’ response differently for the marketing stimuli and also found that 

there was difference in cultural values between the Chinese in PRC and Australians. 

Mooij (2015) has made clear on the cross cultural research and the use of applying national 
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culture dimensions for international marketing. The author used the conceptual research 

design for this study. The author found that application of national culture dimensions is 

useful for international marketers, but the researchers were misunderstood and make errors 

in application of national culture dimensions due to that the researchers were 

misinterpreting about the international marketing. 

Mooij (2015) analyzed the maximization of business effectiveness by undertaking cultural 

marketing in the multicultural world. The author used the conceptual research design for this 

study. The author found that company which as effective strategy in cultural marketing get 

benefited and the firm which understand the habits, needs and communication style and 

motives of different cultural groups achieve success. 

Schnalke and Mason (2014) has examined the cultural factors that affects the marketing 

communication between the German and South African businesses. The authors collected 

questionnaire from the 500 South African companies dealing business with German and from 

Membership Directory 2010/2011 of German Southern African Chamber of Commerce. The 

questionnaire collected were analyzed with SPSS (Version17.0) and used tables and figures for 

the descriptive analysis. The authors found that value systems, language, religion, attitude 

towards time, level of education, marketing messages and marketing communication style are 

the cultural factors that affects the marketing communication between the German and South 

African businesses. 

Saha, Chowdhury, Chowdhury, Sarkar and Rahman (2014) has examined the issues of cross 

cultural marketing mix  in the Asia Pacific and Asia region such as India, Australia, Bangladesh, 

Pakistan, Japan and China (PRC). The authors used the conceptual research design for this 

study. The authors found that product design, implementation of distribution system and 

developing promotional activities were the impacts caused due to the cross cultural marketing 

mix in Asia Pacific and Asia region.  

Wright (1996) has examined the relationship between the customer and supplier with different 

culture in the Chinese market. The author used the qualitative research. The author found that 

the relationship between the customer and supplier in Chinese market is increasingly stronger 

and the relationship as to be developed in the west china. 

Cross Cultural Marketing in India 

Anand (2014) has examined the challenges faced by the marketers in cross cultural 
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marketing. The author used the television campagain of Titan’s SKINN range of perfume 

as a sample for Content and Semiotic analysis. The author found that marketers used the 

symbolic element in their marketing communication have reached cultural and 

geographical boundaries. 

Ghosh, Ghosh and Ghosh (2016) examined the influence and impacts of foreign brand in 

the Indian market. The authors used the descriptive study by analyzing the 160 samples 

with the quantitative methods. The authors found that foreign brands market their products 

in India could win if they adopt the local culture and conditions in India. 

Malhotra, Agarwal and Peterson (1996) examined the methodological issues faced in the 

cross cultural marketing research. The authors used the conceptual research design for this 

study. The authors found that researcher faces issues in cross cultural marketing at each stage 

of the research and the researcher should prepare them to adapt a different ecological and 

biological environments. 

Taneja, Girdhar and Gupta (2012) examined the strategies used by the global marketer in Indian 

markets. The author used the secondary data to collect the data from business magazines, 

newspapers, journals and websites to understand the marketing strategies used by the marketers 

of global brand in India. The author found that marketers using the standardized global 

strategies are failing but the marketers changing their strategies according to the Indian 

consumers are successful in the Indian Market. 

Cross Cultural Marketing in Chennai 

Chennai is the metropolitan city, there are many companies with different sectors and 

educational institutions. The people from different states like Andhra Pradesh, Karnataka, 

Kerala and Orissa, etc. came here to work, study and started living with different cultural 

background. So the demand for one consumer needs and wants here is not same as other 

consumer. Different consumer as different taste, habits, customs, language, tradition, attitude, 

religion and food. The marketer have to satisfy all the customers is difficult task. Due to 

Globalization many foreign companies have place of business in Chennai. The marketer with 

different culture should not develop the product and promote with their own culture. If they do 

so the consumers will not try the products or services of that company, finally the marketers 

will end up in loss. Before the introduction of product or services in Chennai, the foreign 
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marketers should analyse the cultural elements of the target market. From the result of that 

analysis the marketer need to develop the product, price, promote and distribute that product 

based on the culture followed by consumers in Chennai. The marketers have to change or need 

to adopt them to the culture in Chennai then only the foreign companies want to do business in 

Chennai can attain success. 

Conclusion 

The cross cultural marketing plays an important role from the small market to the international 

market. Depending upon the culture in the city, state and country the marketers adopting them 

and marketing their product to consumers in order to get success in the business. When we fail 

to implement cross cultural marketing it may lead to negative image among the consumers. 

Sometimes the consumers even get offended if the marketing strategy used is not appropriate 

in their culture. Hence it is necessary and vital to adapt to cross cultural marketing. Cross 

cultural marketing is influenced by factors like host culture their values and beliefs, language, 

literacy level, geographical conditions etc. In Chennai, where people are from various cultures 

it is mandatory to consider cross cultural marketing.   
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