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1. Introduction 
 

1.1. Problem description 

 

“Companies that do not adapt to the new global realities will become victims of 

those that do.”1 

 

In this quote Theodor Levitt, a former professor at the Harvard Business School, 

makes clear that companies all over the world have had to face a process which 

has changed the way they do business in many ways. This process, called globali-

sation, carries advantages as well as disadvantages, not only for the business 

world but also for nearly every person in the world. The importance of facing 

globalisation has always been there, but it has increased with the evolving stages 

of globalisation. Ever since this process started companies have tried to use the 

advantages of globalisation while at the same time dealing with the disadvantages.  

For marketers in particular, this process seems to offer a lot of potential for ex-

ploring new markets and customers. However, the questions determining the suc-

cess or failure of a marketing campaign are more complex than in domestic mar-

keting. Accordingly, the terms international and global marketing are strongly 

connected to globalisation and have become a key factor for the success of com-

panies. Corporations that want to belong to these successful multi-national com-

panies (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 sig-

nificant 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 of 

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 addressed when marketing products internationally. Every culture has its 

own individual values, behaviours, way of thinking, lifestyle and languages which 

make it unique. Accordingly, companies have the possibilities of dealing with this 

process in two different ways. In the first, standardisation, an identical marketing 

                                                 
1 Levitt, T. (1983), p. 11. 
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plan is used across different cultures while in the second, adaptation, appropriate 

adjustments are made to the special cultural environment of the target market. For 

a marketer it is therefore important to be aware of these differences and to use the 

right tools to market products successfully in multiple, varied cultural environ-

ments.  

 

1.2. Objectives and scope of work  

 

This study aims at analysing cultural differences and their effect on marketing 

products internationally. The United States of America and Germany are used to 

exemplify this issue. Today’s science provides numerous approaches to making 

cultural differences visible and tangible. All of these solutions and dimensions 

give companies, and people in general, a guide to becoming aware of and under-

stand differences and how to cope with them appropriately.  

Trompenaars, a famous consultant for intercultural communication, uses the alle-

gory of a fish and its habitat, water, to explain the characteristics of culture: “A 

fish only discovers its need for water when it is no longer in it.”2 Accordingly, 

culture can be seen as the substance that surrounds a human being and makes him 

unable to distinguish between different and normal.  Therefore, this study uses the 

cultural theories of Edward T. Hall and Geert Hofstede, who both developed ap-

proaches to cultural differences by using either a four- or five-dimensions model. 

These cultural dimensions will be applied to the special circumstances and condi-

tions which a marketer has to deal with in the United States and Germany and 

thus draws connections between those two different fields of science. 

As already mentioned in section 1.1, cultural differences play an important role in 

today’s international marketing. It is therefore important to examine if and how 

cultural differences, according to Hall and Hofstede, affect parts of the marketing 

mix for companies selling products in the United States as well as in Germany. 

The following questions can help to identify the necessary steps: What cultural 

differences, in both the United States and in Germany, could have an impact on 

marketing the products of companies selling in those countries? What impact do 

cultural differences have on parts of the marketing mix? Which adaptions should 

                                                 
2 Trompenaars, F., Hampden-Turner, C. (1995). 


