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A SUMMARY OF NORMATIVE BELIEFS AND BEHAVIORS
AS CULTURAL BARRIERS TO INTERNATIONAL
MARKETING COMMUNICATION

S. Biillent TURTAT*

The subject of international marketing communication encompasses many
facets. Communication is a major part of marketing activities. By our definition,
international marketing communication is usually cross-cultural communication-
that is, communication between a person in one culture and a person or persons
in another culture. However, international marketing communication is not synony-
mous with cross-cultural communication. In fact, it is possible that insofar as
cultural differences occur within a single nation, advertising within that nation
might also be cross-cultural in varying degrees. For example, at least 14 rrfajor
languages are spoken in India; and, since language is an important part of the
culture, cross-cultural communication can occur within the political boundaries
of a single nation®.

Subjective Culture

It is a common observation, even among members of the nation, there is no
conformity to the nation. For an efficient international marketing communication,
. we must be aware of "subjective culture" affecting communication in both our
own culture and the culture of the other participant. ''Subjective culture"” is a
cultural group's characteristic way of perceiving the man-made part of its environ-
ment. The perception of rules and the group's norms, roles, and values are aspects
of "subjective culture"?. By "cultural group" C. H. Triandis means a homogeneous
group of people who speak a mutually understandable dialect. But to what extent,
we would say that a cultural group is a homogeneous aggregate. To say that, for
instance, Arabs or Americans and almost all cultures on the surface of the earth
view their social environment in a particular way is often being stereotype.
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In international marketing situations, the main communication problem is
that each participant is unable to control the behavior of other. Because s/he does
not know and understand the causes of the other's overt behavior. S/he does not
know, for instance, how the other communicator views and analyses her/his overt
behavior and constitutes a reward for the other. As G.R. Miller states: by heightening
your awareness of these behaviors, you will increase your control over the course of
relationship in which you wish to be involved?.

Approaches from the Behavioral Sciences for Effective and Efficient
International Marketing Communication

Effective and efficient international marketing communication require
“isomorphic attributions'*. Isomorphic attributions correspond to. this idea: If I
had been raised in that culture and had had the kinds of experiences that s/he has
had, I would do exactly what s/he did. Isomorphic attributions result in a positive
evaluation of the other®. In other words, critical discriminator here will be the
combination of knowing and accepting and adhering to the normative beliefs and
overt behaviors of the other, as proposed by E.L. Sarhaughﬁ. On the intercultural
level, we do not know the right cues of normative beliefs and behaviors indicating
what is rewarding to another person. For instance, in Egypt one might express
approval of food served by a host by belching. This is a cue which can be seen as a
direct compliment. In other cultures, of course, the same behavior is most impolite.

T.M. Newcomb has proposed that the processes of norm-building and commu-
nication are circularly related to each other. Norms arise through communication,
which in turn is made possible because norms already exist. Every child is born,
into a society whose members already make use of shared ways of perceiving
things. Norms, then, are developed about anything and everythihg_wl_lich is of
shared interest to two or more people who interact with each other”. ‘

Many communication situations are guided and controled by cultural norms.
Thus, knowledge of one cultural group's normative patterns and behavior, roles or
its prevailing expectancies allow us to predict probable responses to certain messages.

On the international level, for instance, when certain members of Asian culture
raise their voices, they are expressing anger and loss of self-control, when North
Americans raise their voices, they may merely be emphasizing a point.-In this-
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international situation, to the Asian the North American is angry, to the North
American the Asian is emphatic. To say, in China an American businessman is
trying to explain her/his intent with higher voice to the Chinese businessman in an
international enterprise. Then, if American Businessman's high voice is perceived
as an anger or loss of self-control by the Chinese businessman that is communication
breakdown on the international marketing level.

The case mentioned above lead to L.E. Sarbaugh's pirinciple: As level of
knowing and accepting of the normative beliefs and overt behaviors by participants
in a transaction moves from both knowing and both accepting to neither knowing
- and neither accepting, the difficulty of carrying on the transaction increases and the

probability of communication breakdown increases®. Because, in the case of
- above, the Chinese businessman is not aware of cues of American businessman's
behavior. As Miller, Nunnaly, and Wackman have asserted: self-awareness is one
thing. Awareness of others is another. When you are self-aware, you know what is
goingonin your own ''Awareness-Wheel'', your senses, thoughts, feelings, intentions,
actions, ...... , using the "'Awareness Wheel'" and expressing self-awareness can put
you more in tune with yourself.

Awareness of others means tuning into their immediate experience-their
""Awareness Wheel''. When you are intimately and accurately aware of someone
else's sensation, thoughts, feelings, intentions, and the meaning of their actions,
you are truly aware of him/her. But just as it is not easy to become completely
aware of yourself in a situation, it is tough to be completely aware of another
person as well. In fact, it may be impossible. But you can become more aware of
others®.

That is why communication makes it possible to learn to a great extent about
a cultural group without actually living in it. As a businessman you were planning
to visit Saudi Arabia or China, for instance, you would probably read books about
the country, watch televised programs concerning it, and discuss its customs and
taboos with friends who had visited there. By the time you actually arrived for your
travel, you would have accumulated a great deal of information about the country's
culture and would be able to make a number of predictions about the probable
effécts of certain communication behaviors. But there are still some communication
competencies can be learned only by direct experience with a cultural group. After
living in the new culture for a while you would probably increase your ""Awareness
Wheel" of the host cultural group and would be able to predict more accurately.
Direct experience with the cultural group is far more than knowing its normative
patterns. C.H. Triandis suggests: the similar basic life experiences of the people of a
cultural group shape similar cognitive structures which in turn cause that cultural
group to perceive their environment in certain consistent ways. He has called this
“cognitive aspect of culture”!® *7.H. Kelley in 1950 demonstrated the influence of
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expectancy on perceptual readiness showing that perceivers expecting a per n to
be ''cold" had dramatically different perceptions of him than ones who expected
that person to be "warm''. Then, if and when such a minor previous experience can
significantly affect the perception of a person, we should expect culture (the accu-
mulation of a multitude of prewvious experiences) to strongly affect the perception
of people.

Thus, we mean here that a member of a culture can hardly make "isomorphic
attributions" the expectancies of members of another culture without direct
experience with that cultural group for a while, particularly on the international
level, because of a higher degree of dissimilarity of perception.

Conclusions

Finally, the essentiality of cultural norms in the communication process is
plausibly remarked by T.M. Newcomb: people can interact without any commen
body of norms, but they cannot communicate in the sense of sharing meaning
through their interaction ........ Communication is a process by which a person
refers to something ........ in such a way as to lead another person to have a more or
less similar experience of it. Communication, in this sense, presupposes norms
which are shared by the communicating persons, so that similar meanings are shared
by them'®.

Influence cannot flow from producer to consumer unless communication
takes place, and communication, in turn, depends upon a sharing of meaning
between interacting parties. Without communication, the most essential functions
of marketing — those of exchange — could not exist 2.

The successful foreign marketer must become culturally sensitive - attuned
to the nuances of culture so the other culture can be objectively seen, evaluated,

and appriciated’ *.
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Tiirkge Ozet

ULUSLARARASI PAZARLAMA iLETiSIMINDE KULTUREL
ENGELLER OLARAK NORMATIF INANCLAR
VE DAVRANISLAR : BIR OZET

Uluslararas: pazarlama iletigim siireci i¢cinde taraflar agisindan normatif inang-
lar ve davramglarin nasil ve neden engel olusturduklan 6zet olarak agiklanmig ve
¢oziim yollarn1 aranmigtir. Konuya iki ayn kiiltiir grubundan isadamlarinin uluslar-
aras1 diizeyde pazarlama eyleminin sorunlan olarak bakilmustir. Uluslararas: pazar-
lama iletigim siireci iginde kiiltiir olgusunun 6nemi vurgulanmgtir.

C.H. Triandis'e gore (1972), uluslararasi pazarlama eylemi iginde farkh kiiltiir
grubundan gelen isadamlarimin kendi Kkiiltiir grubu digerleri tarafindan "subjektif
Kkiiltiir"" olarak algplanmaktadir.

Uluslararasi pazarlama iletisim siireci taraflarin normatif inanglar1 ve davrams-
lan ile etkilenmektedir. Ciinkii, farkl kiiltiir grublarindan geldikleri igin taraflarm
normatif inanclari ve davramsglan iletigim siireci iginde "'yanhs', "eksik'’ ve ""olum-
suz" yonde algilanmakta ve yorumlanmaktadir. Boylece, taraflar arasinda uluslar-
aras1 diizeyde pazarlama iletigsimi kopar. Bu nedenle, daha "‘etkili" ve "verimli" ile-
tisim akiminin saglanabilmesi i¢in davrams bilimleri agisindan tiirli ¢6ziim yollan
ve yontemleri aranmaya cahgilmigtir. Bunlar arasmda C.H. Triandis'in (1976)
"isomorphic attributions” ve Miller, Nunnally ve Wackman'm (1975) "'Awareness
Wheel" yaklasimlan da yer almaktadir.
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