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Organization of this presentation  
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• Economy of scale in production can result to low price 
and high quality ratio which customer would prefer over 
brands or products they are used to.  

• However, the other factor that affects consumer 
behaviour is the integrated values of the product/brand in 
their culture (Raji et al., 2020). 

• Therefore, the marketing communication is a best tool for 
business to incorporate the multiple cultural approaches 
into marketing communication strategies.  

• The marketers should be sensitized by understanding the 
underlying measures of cultural politeness in relation to 
the effectiveness of many promotional appeals and 
branding. 
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• This study aims to explore the roles of cultural 
politeness, a concept integrating intellect and moral 
values to shape the marketing communication 
behaviour and ethics from multiple cultural 
perspectives.  
 

• This conceptual paper investigating how 
contemporary marketing communication practices 
are affected and manifested by existing knowledge 
of cultural politeness. 
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• Culture is a shared given meaning described and 
assigned, not just the shared interpretation of 
behaviour but also the distinctions in behaviour 
comprising people and things  

• Different attitudes, values and norms are possessed 
by people from different backgrounds which 
indicate their cultural heritage  

• culture is a widely shared practices and knowledge 
transferred across generations and it can form 
beliefs and self-concept of the people 
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• politeness as a way the feelings of the hearer is 
taken into account by a speaker when an utterance 
is phrased by a speaker in inter-personal 
communication.  

• Speaker basically selects a style that will not lead to 
uncomfortable feelings when he/she address a 
person.  

• politeness in many cultures which is part of their life 
and has been cultivating from since childhood.  
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• To be culturally polite in marketing communication, 
there are three possible ways.  
1. First is the acknowledgement of the local cultural 

values and practices (consumer behavior).  
2. Second, emphasis on the importance of local 

culture in international events.  
3. Third, the combination of the two method early 

mentioned.  
• marketing communication process of an organization 

planning to enhance sales of a product and service is 
significantly affected by the cultural milieu of society. 
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Convergence on Marketing Communication 
1. Mirror local culture - vocabulary, accent, speech rate, 

grammar, voice, etc. 
2. Match local culture – gestures, mannerisms, dress, hair, etc. 
3. Often based on attraction, Charisma, credibility and 

motives. 
 

Gains or motives 
1. Improves effectiveness of communication (advertising, 

branding etc) 
2. Makes local customers more confident and willing to 

respond 
3. Maintains positive self-identity and bring approval 
4. Makes ourselves more like those we are attracted to and 

engenders their liking 
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 Face: How company manage their public identities (i.e. 
corporate branding) 

 Facework: The process by which company maintain face 

 Impression management / self presentation 

 

 

 

 

When in the presence of others, one’s face is always on display 
and others will form impression and respond to this impression 

 

 



 Although there cross cultural difference in what is 
believed to be polite, the concern for politeness 
across different culture is universal.  

 The westerners care about autonomy-related face 
while Asians and African more care about community-
related face.  

 There are needs for positive regard in all the three 
cultures but Westerners care about individualistic 
attribute, while Africans and Asians care about 
collective attributes 
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TOGETHER TASTES BETTER 
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Coca-cola advertising campaign titled “Reasons to Believe” from 2011 to 2013 



• there are four basic concepts in traditional Chinese 
“politeness”; they are: refinement, respectfulness, 
modesty and attitudinal warmth.  

• the concept of politeness among Malays always 
refers to respect, patience and gratitude  

• As past researches suggest that customer perception 
of satisfaction and risk can be influenced by culture, 
politeness is proposed then as a culturally specific 
concept  

16 



17 

respectfulness, modesty and attitudinal warmth – Ads in China 
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Respect the locals (TV Ads in Saudi Arabia) 



• There are three three-way interaction measures of 
politeness for “positive face” in the western context 
(i.e. friendliness, helpfulness and respectfulness) that 
jointly and positively influence customer satisfaction, 

• It aimed to recognize, appreciate and communicate 
the worth and importance of the customer to satisfy 
the need of the customer for social regard or self-
esteem in the customer-brand relationship.  
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Self-esteem in the customer-brand relationship (TV Ads in USA) 



• Politeness, courtesy and friendliness is 
synonymous with the African social system.  

• In a high-context culture like Africa, interpersonal 
relationship are important to social cohesion. 

• High cultural sensitivity can promote trust in 
marketing communication activities; and non-
verbal context and communication should be given 
attention.  
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Brotherly love (TV Ads in Nigeria) 
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• The perceived cultural politeness of the communicated 
message is one of the defining factors of the failure or 
success of marketing communication involving a cultural 
element.  

• The local brand should negotiate more effectively with 
the local market by integrating cultural localness and 
politeness perception.  

• Consumers can perceive higher brand warmth through 
culturally polite communication if the brands are not in 
any case perceived as local which on the long or short 
run increases the brand acceptance by the local 
consumers.  
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