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The study focuses on the contrasts between cultures and behaviors in foreign markets and how
culture and behaviors affectinternational and global businesses, especially in countries such as India,
China and Islamic countries where purchasing decisions are influenced by their cultures and
behaviors. The study found that there is a significant statistical relationship between cultural
behaviors and international business. Secondly, managing culture within a company is becoming
one of the main areas of management, especially when considering the expansion of company borders
and the negative impact on business. These findings are consistent with most previous studies
conducted in different countries. Holding other repressors constant, the results show that culture
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significantly influences international business during the negotiation process and affects foreign
cooperation. Mostimportantly, there is a strong negative relationship between cultural behavior and
international business.

The study also recommends that companies pay special attention to the regulation of culture and
behavior during international business.

Based on the results of the study which recommends companies to think about the other side of
the culture, such aspects of the culture of another nation, to improve business in other countries by
providing clear credit policy and credit manual to understand the culture of these countries, as well
as to increase their capacity in business negotiations and try to maximize the profitability of the
company.

Unambiguous perception of information, actions and intentions of the participants of the
international process is the key to success in solving the issues of international cooperation. It is
important to understand that issues of mutual trust, mutual attitude during negotiations, as well as
strategies and flexibility of decision-making during negotiations can be influenced. A specialrole in
this process is assigned to the marketing team of the firm, as their responsibilities include the analysis
of cultural factors that determine the company'’s tactics in international negotiations.

The study concluded that the culture of different nations requires special attention and further
research toimprove the productivity of each company.

AocnipkeHHs 30cepea)xeHe Ha KOHTPacTax MiXX KY/IbTYypaMu Ta noBeAiHKOIO Ha 30BHILLIHIX pUHKax
i Ha ToMy, 9K KynbTypa Ta noBegiHKa BnanBaloTb Ha MiXXHapoaHi Ta rnobanbHinignpnemcrea, ocob6-
JINBO B Takux KpaiHax, sik Ingisi, Kuraii ta icnamMcbki kpaiHn, ge Ha pilLleHHs rnpo KyniBJio BrJINBaloOTh
ixHi KynbTYpY Ta NoBegiHka. Jjocnig>xeHHs NoKka3aso, Lo iCHY€E 3Ha4YHNIA CTaTUCTUYHUNI 3B 'I30K MiXK
KYJ/IbTYPHOIO MNOBEAIHKOIO Ta Mi>XkHapoaHuMm 6izHecom. lNo-apyre, ynpasniHHS KY/1IbTYpPOIO BCepennHi
KOMNaHii cTae ogHUM i3 OCHOBHUX HanNpsiMiB MeHe 4XXMEeHTY, 0CO0O/INBO SIKLLO BPaxoBYBaT PO3LUN-
PEeHHS KOPpAOHIB KOMNAaHIii Ta HeraTuBHWI BNINB Ha 6i3Hec. Lli BUCHOBKU y3roaxyroTbCsl 3 GinbLUICTIO
nonepeaHix 4ocNigXeHb, NPOBeAeHNX Yy Pi3HNX KpaiHax. 3a He3MIHHOCTI iHLUMX penpecopiB, pe3y/ib-
TaTN NOKa3ylThb, WO KY/IbTYpPa 3Ha4YHO BIJINBAE Ha Mi>XKHapoAHW Gi3Hec nig Yac neperoBopHOro rnpo-
uecy TaBrnivBa€e Ha iHO3eMHYy cniieripauto. HavirosnoBHilwe, ye Te, L0 iCHY€E CUJIbHUII HEeratuBHWUI 3B 's1-
30K MiXX Ky/IbTYPHOIO NOBeAiHKOI Ta MiXxHapoaHUM 6izHecom.

AdocnipxeHHs TakoXX peKkoMeHAYe KOMMNaHIaM NpuainaTn ocoo6nBy yBary perysiloBaHHIO KY/1bTypu
Ta noBegiHku nig Yac Mi>xxHapogHoro 6isHecy.

TpbyHTYyIO4NCH Ha pe3ysibTaTax AOCHIAXEHHS, SKe PeKOMeHAYE KOMIaHii 3agymaTuncs rnpo iHwui
6ik KynbTYpU, TaKi acnekTy KyabTypu iHWOI HaLif, NnokpawnTn 6i3Hec B iHLLUNX KpaiHaxX LWISIXOM Ha-
AaHHSA YiTKOT KPpeaNTHOI NoJIiTUKN Ta NOCiIGHMKA 3 KPeaUTyBaHHS, LLI06 3PO3YMITH KySIbTYPY X KpaiH,
a TaKkoXX nigBULLLNTY CBIVi NOTeHLian y Be AeHHI AifnoBux neperoBopiB Ta cnpobysaTtn Makcumisysatn
npuoyTKOBICTb KOMMNAHIT.

OnHo3HaYHe cnpuHATTS iHpopMaLii, BiNHKIB Ta HaMipiB y4aCHUKIB MiXKHapo4HOro npoyecy — ye
3anopyka ycnixy y BUpiLIeHHi NUTaHb MiXXHapoAHOro cnispobiTHuyTBa. Ba>knueo po3ymitu, Lo nig
BIJINBOM MOJXKYTb ONUHUTUCS NUTaHHSI B3Ba€EMHOIT 1OBipU, B3a€EMHe CTaBJIeHHS Nif Yac rneperoBopis, a
TaKOX cTparerii Ta rHy4KicTb NPUIFHATTS pilLleHb nig Yyac neperoBopis. Ocob6smBa posb LboMy NMpo-
ueci BigBOANTLCS MapKeTUHroBUM KOMaHAN pipmMu, OCKisIbKN Y iX MOBHOBa)XX€HHSI BXOAUTb aHai3
KYNbTYPHUX YUHHUKIB, sIKi BUSHA4YalOTh TAKTUKY KOMMAHIi y MDKHapoaHUX neperoBopax.

Y pesynvsraTigocnigkeHHs QiAo BACHOBKY, O KyJIbTypa Pi3HUX HaLii noTpebye ocobnmneoi ysarn
Ta noganbLunX [OCiA)XeHb A5 NiABULLEHHS NPOAYKTUBHOCTI KOXXHOT KOMMNaHii.

Key words: culture, behaviour, negotiation process, international business.
KnrouoBi cnoBa: kysnemypa, noBeditka, nepeeoBopHuli npoyec, MixcHapooHul 6/3Hec.

PROBLEM STATEMENT

increasingly emerging. That said, one of the biggest

With increasing globalisation and internationalisation
processes, the interconnectedness of businesses around
the world is becoming increasingly important, with more
and more firms turning their eyes to foreign countries. As
the global marketplace becomes more accessible to
businesses, international and intercultural teams are

challenges for an international company today is managing
corporate activities across international borders, where
society and culture affect every element of multinationals'
international business. This means that now more than
ever, companies need to understand the culture of their
overseas market if they are to succeed globally.
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Although society and culture are not directly involved
in business operations, indirectly they prove to be key
elements in determining how business is managed, how
and by what means goods are produced, how management
and operational models are established and how foreign
affiliates succeed or fail.

Thus, multinational companies need to understand the
prevailing attitudes, values and beliefs in each host country
in order to develop their business activities. At the same
time, differences in attitudes and values between the
management of the parent business and the subsidiaries
at the expat and management level in the host countries,
according to Cool, B., Zinker, B., Chiou, W., Kifle, L., Cao,
N., Perham, M (Cool et al., 2006) [1], can lead to serious
problems in terms of functionality, as the management of
the foreign subsidiary has no control over socio-cultural
variables. Therefore, a multinational business must
anticipate the impact of all socio-cultural elements beyond
the control of subsidiary management in order to assess
the actual performance of the external subsidiary.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

In recent years, many researchers have studied various
aspects of culture formation and behavioural factors on
international business development.

This is primarily due to the fact that most businesses
operate in a world where the cultural component is
extremely important, has a great impact on the success of
transactions and maintains good relationships between
partners or employees with different cultures engaged in
the same company (Waycott et al., 2009) [2].

According to Yoo, B and Donthu, N (Yoo, B and
Donthu, 1998) [3], although budget, target market rivalry
and economic structure are important elements that
influence firms' integrated marketing communications
channels, culture has a significant influence on customer
choice, which was not taken into account by firms many
years ago, because culture is what people are and includes
the whole life and personality of individuals.

Aaboen, L., Dubois, A., & Lind, F. ((Aaboen et al.,
2012) [4] see culture as "a combination of behaviours,
beliefs, traditions and symbols passed down from
generation to generation" which is essential for "the level
of conscious functional integration within geographically
dispersed activities" (Hirst, P., & Thompson, G., 1992) [5].

According to Czinkota, (2007) [6], cultural influences
have a significant impact on the flow of commerce. Each
company has its own unique cultural aspects. These cultural
aspects are expressed in the following: — Values and
attitudes; religion; customs and manners; nurturing
elements and aesthetics; and social institutions.

The need for cultural analysis for planning decisions
in international business is pointed out by Czinkota,
(Czinkota, 2007) [6], Brooks (Brooks, 2008) [7], Hofstede
(Hofstede, 2016) [8], according to whom studying the
culture of the local economy is necessary for a business
before launching or marketing a product. Only if they
conform to the standards, customs, conventions and
cultural values of customers will the target market be
attracted to a particular product or service. If the cultural
norms of the target market are not present in integrated

marketing communication channels, they are likely to fail
to attract the attention of the target market and therefore
incur huge costs, meaning serious losses. Local
entrepreneurs and traders take the cultural norms of the
market into account, naturally at home. Therefore, the
cultural norms of the target market should be studied by
the international firm to produce integrated marketing
channels (Sojka & Tansuhaj, 1995) [9]. Therefore,
international enterprises can become closer to cultural
knowledge or perhaps reach the same level as local firms.

FORMATION OF THE AIMS
OF THE ARTICLE

The aim of the article is to investigate the influence of
socio-cultural components of consumer behaviour on
international business through the example of Eastern
nations such as India, China and Islamic countries, where
purchasing decisions are influenced by their cultures and
behaviour.

Thus, the objectives of the article are:

1. to identify how existing cultural and behavioural
differences affect the transfer of technological knowledge
in international business2. Uccneposatb, Kak KPOCC-KyJib-
TYpPHbI€ Y NOBEeAEHYECKWE METOAb! YNIPaB/IEHHUS BIUSIOT Ha
MeXayHapogHble BU3Hec-onepauuu

3. explore the problems that international business may
face and how to avoid them.

4. make recommendations to companies engaged in
international business.

A quantitative method based on questionnaires will
be used to achieve the research objectives. Empirical and
theoretical approaches will also be used to collect data.

STATEMENT OF KEY FACTS

The impact of cultural diversity on international
business has been studied using several theoretical
frameworks.

Studies of corporate management across international
boundaries were based on the work of Root (1994),
Bennett (1995), Ausland et al. (2001), Andish et al. (2013).
While agreeing with Root (1994) [10] that the global
economy has created a business environment that forces
firms to move beyond traditional domestic thinking and
instead start looking at business from an international
world perspective, we take the view of Bennett (1995) [11],
who finds it necessary to analyse the multiple elements
that contribute to corporations operating globally. The
most obvious of these: the expected economies of size
and scale; the prospect of profitable markets not available
at home in foreign countries. International competition
requires greater market research so that firms can remain
relevant in their target market (Clark, 1990) [12]. As a
result, firms have an increased need to focus on product
creation, quality and differentiation among the various
peers in the market. Moreover, firms that have integrated
the cultural values of their target market into their
communication channels tend to attract the attention of
their target market (Hofstede, 2016) [13].

We believe that increased communication, better
travel conditions, lower tariff barriers and other factors
have resulted in foreign markets becoming more acce-
ssible. Many organisations exploited the global market that
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Figure 1. Age Distribution among the Participants

created international trade and expanded at an increased
speed, mainly in the 1990s and 2000s. Barriers to free trade
were limited and eased through the General Agreement
on Tariffs and Trade (GATT), the North American Free
Trade Agreement (NAFTA) and the Association of
Southeast Asian Nations (ASEAN). Economies opened up
more and more through transport, communications, finan-
cial advances, modes of entry and technology. There was
less difficulty in setting up businesses across geographical
borders. There were fewer problems. Advanced
communications showed exponential growth, creativity
increased when businesses were set up across national
borders. (Allwood, 2012) [14].

Other important components of international business
are strategic management and cross-cultural management.
International strategy requires recognition of the eco-
nomic, political, legal and technical international
environment, as well as its cultural dimension, the most
significant of which can be summarized as national culture.
Decision-making involves entering and owning inter-
national markets. Problems of cultural differences can also
be identified in ideas drawn from the field of cross-cultural
management, which international trade theorists have
created separately (Andish et al., 2013) [15].

Research based on Transaction Cost Economics (TCE)
has found that businesses need to make strategic
management decisions (Richards & Yang 2007) [16] and
an acquisition method to minimise transaction costs. These
dimensions include power distance (PD) and long term
orientation (LOM). Researchers also note that a higher
cultural distance leads to more disputes, which may
increase the cost of the transaction. The choice of
internationalisation strategy must be negotiated to ensure
equivalence for many stakeholders in order to reduce the
costs associated with such uncertainty. TCE-based designs
tend to be consistent with institutional theory, in which
political risk and technical hierarchical issues/
management. (Paul et al., 2019) [17] are aligned to reduce
transaction costs. In the area of cultural differences,
resource dependency theory (RCD) complements TKE as
it emphasises the strategic importance of resources and

capacity acquisition and the requirement for firms with
limited resources to acquire them externally. These external
skills are difficult to learn with significant cultural
differences, so companies may seek to diversify their
dependence by establishing different partnerships with
suppliers. (Griffith et al., 2009) [18] or by incorporating
strategic resources (Shevchuk, O, 2015) [19], interactions
between partners in activities such as collaboration,
knowledge transfer (Sarala & Vaara, 2010) [20], (llyash,
0l, 2022) [21].

Having said that, strong leadership preference for
culturally comparable environments is a key problem in an
international company (Achinivu, 2017) [22]. One of the
biggest challenges managers face in a global company is
successfully adapting to other cultures, perceptions and
values. Ahiauzu (1986) [23] stresses the importance of
culture among sociologists and, in particular, managers and
theorists of a predominantly culturally related approach
to management patterns and employee behaviour.

Our study of the impact of socio-cultural factors on
transnational business activity was conducted using
examples from China, India and Pakistan. We note that
geographical factors are an important factor in the
development of international business and determine the
characteristics of the culture of the people living in the
same territory. Sixty participants were selected from all
the countries. The total number of respondents was 180.

Figure 1 shows the distribution of participants by age.
The table shows that 16.7% in China, 42.4% in India and
30% in Pakistan were aged 18—25 years, 38.3% in China,
20% in India and 11.7% in Pakistan were aged 26—
40 years, 25% in China, 17.6% in India and 31.7% in
Pakistan were aged 41—50 years, 20% in China, 20% in
Indiaand 26.6% in Pakistan were aged 51—60 years.

Table 1 presents the socio-demographic charac-
teristics of the respondents in this study. A total of 180 res-
pondents from China, India and Pakistan (60 from each
country) participated in the study. The majority of respon-
dents56.7% in China, 45% in India and 43.3% in Pakistan
were female, while 43.3% in China, 55% in India and
56.7% in Pakistan were male. A large percentage of
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N
Pakistan were married, while in China
26.7% of respondents were married. In

Table 1. Socio-demographic Characteristics

of the Respondents

No. of Participants %

additiop’ a l,arge num,ber 9f resPondent,s Variables China | India Pakistan China | India | Pakistan
53.3% in China, 40% inIndiaand 36.7% in ' Gender | Female 4 27 126 567 145 433
Pakistan had higher education. Male 26 33 34 433 |55 56.7
However, 37(61.7%) of the study |Marital |Single 44 26 25 733 [433 [41.7
participants believed that culture was the |Status | Married 16 |34 |35 267 |56.7 |58.3
main issue affecting international business, | Fducation Certificate > 9 8 83 15 133
53(88.3%) noticed cultural differences in Degree > 2 3 SLT 129 217
0 Diploma 4 15 17 6.7 25 28.3
the country they visited, 25(41.7%) of them Post-Graduation |32 24 22 533 [40 (367

believed that culture negatively affected
business, and 46(76.7%) of the respondents believed that
culture affected the business objectives of the
organisation. Knowledge of culture was not significantly
related to age, year of employment, marital status and
education level (P > 0.05). 46(76.7%) respondents
believed that it is important to train staff (about culture)
before sending abroad, 40(66.7 %) respondents said that
the business organisation acts socially responsible and
28(46.7 %) of them believed that the business organisation
has a zero tolerance policy for any kind of discrimination.
Regarding negotiations between trading partners from
different cultures, language is one of the main difficulties
and there are some cultural features in the negotiation
scenario (Tayeb, 1998) [24]. As can be seen from the survey,
the majority of respondents 38(63.3%) felt that culture
affects the negotiation process and 48(80% ) agreed on the
importance of culture in the negotiation process (Table 2).
In summary, the findings of this study show that culture
sometimes has a decisive influence on both the negotiation
process and the pricing of negotiations. Failure to bargain
effectively because of culture-related problems may not
lead to an overall commercial failure. The three problems
appear to be interrelated. When a firm goes overseas,

culture is usually a significant issue that affects any
overseas cooperation. There may be various cultural
differences that can affect the company. For example,
language, attitudes and discrepancies in negotiations can
be mentioned. Thus, culture can affect all cooperation
between a company and a foreign country, and this can
lead to conflicts and misunderstandings if cultural
differences cannot be managed. Unknown companies may
suffer significant losses and fail to cope with future
business overseas. Mistakes can be difficult to correct and
future cooperation is sometimes impossible.

Based on the results of many surveys, it can be
concluded that successful multinationals can succeed if
they accept and know the cultural differences of different
countries and learn to exploit the opportunities and cope
with the disadvantages of diverse national cultures.

CONCLUSIONS

Every business today that enjoys international
commerce must understand the beliefs and values
underpinning their country's business and management
practices, prevent cultural errors and understand the
national and organisational cultures of other countries.

Table 2 Impact of culture on international business

No. of

1 0,
Variables Participants (%)

General
It is important to educate the personal (about culture)
before sending them abroad 46 76.7
Business organization dedicated to individualism or
collectivism analysis 23 38.3
Business organization operates in a socially responsible
manner 40 66.7
Business organization adheres to a zero-tolerance
policy against any kind of discrimination 28 46.7
Manager shared decision making power with you 19 31.7
Negotiation Process
Culture affects the negotiation process 38 63.3
Differences arise between the international market and
the home market during pricing negotiations 30 50
Importance of culture during the negotiation process 48 80
Culture
Culture is one of the main issues that affect
international business 37 61.7
Notice cultural differences in the country they visited 53 88.3
Culture affected business negatively 25 41.7
Noticed positive cultural differences in doing business
in abroad 32 53.3
Major elements of culture impact doing business in
abroad more than basic elements of culture 18 30
Comfortable with your work place culture 55 91.7
Culture impacts the organization business goals 46 76.7
Noticed culture of team work and cooperation with in
the organization 34 56.7
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People from different cultural backgrounds often have
different underlying assumptions that influence many levels
of international commercial discourse. For example, trust
between parties, mutual attitudes during negotiations, and
strategies and flexibility during negotiations may be
influenced. If a firm is preparing to negotiate, it needs to
think about the other side of the culture, such aspects of
the other nation's culture. This is one of the reasons why
culture is one of the major issues in global business. Lan-
guage is one of the most important issues for international
business from a cultural perspective.

Obviously, firms' marketing teams must take into
account and analyse culture after examining the cultural
factors that influence the marketing tactics adopted by
companies. Marketing teams should investigate several
categories of target markets. In addition, the cultural
components of the target group should be considered in
the communication channels used by the promoters. Future
research should take into account the influence and impact
of socio-economic characteristics on the group's
marketing channels.

In other words, culture permeates a wide range of
decisions made by multinational enterprises, which makes
a lot of sense since these enterprises are controlled in
countries that operate on the basis of separate values,
beliefs and goals. We cannot fail to see that the business
environment is changing in many ways. The cultural context
is also one of the most challenging areas for most foreign
markets. Foreign firms have to comprehend the diversity
of cultures in order to understand and influence the desires
and demands of consumers. In order to reduce cultural
differences, they need to be managed.
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