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  Executive Summary

The study into consumer attitudes and purchase intentions 
in multicultural environment provides critical information on 
the context of underlying socio-cultural conditions that give 
rise to the novel cross- cultural marketing approaches, fostering 
the concept of multiculturalism. This project signifi cantly 
overhauls the information on distinctive ethnic groups while 
digging into the diverse cultures (i.e., religion, race, customs, 
languages). Fundamentally, the literature sheds light on the 
historical background and settlement designs of the world’s 
cultures. Furthermore, this study offers cutting-edge innovative 
marketing tools, driving the organizations to the basic knowledge 
of the core concept of culture to the extent of understanding 
the cultural difference residing in the world’s economies. The 
study examines the cultural infl uence on consumer attitude and 
behavior by answering the fundamental questions about the 
differences in the world’s consumption pattern.

Considerably, this study brings numerous benefi ts for the 
market professional by providing them the wisdom of walking 
on the professional route for gaining business success. The 
study adopts multicultural marketing approaches beyond the 
traditional marketing sphere, simultaneously narrating the 
thoughts that appeal to the organizations and the marketers. 
Fundamentally, this study devolves into the new multicultural 
marketing approaches that occupy a position in the consumers’ 
minds, thus infl uencing their buying intention.

In particular, this study is a pioneer in marketing and 
advertising, focusing on different ethnic groups with their cultural 
differences, and it gathers information from 442 participants of 
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diverse cultures. The study produces a better understanding of 
the role of the cultures and subcultures in the world’s market. The 
culture shapes the individual’s behavior and identity. It guides 
the way of living based on shared values, customs, preferences, 
beliefs, and behaviors, which pass from one generation to 
another. Knowledge of the cultural function as a fundamental 
concept makes a huge difference. Perhaps, this research pool 
subsequently expands the topic, emphasizing the importance 
of cultural diversity. Cultural diversity is essential to every 
workplace and the country. Learning about the cultures helps 
understand the diverse perspectives of the world’s ethnic groups. 
Hence, this study recognizes and increases the understanding of 
the different cultures affecting the consumers buying intention.

Hence, today the need for focusing on multiculturalism 
has become vital. The extending globalization has made the 
cultural values, ideologies, and businesses expand within 
the research market, where consumer-focused marketing has 
become paramount for business success. Multiculturalism is the 
signifi cant consequence of globalization that has remarkably 
developed novel marketing practices in the last centuries. 
Multiculturalism focusing based on pluralism is a vital way 
of ensuring socio-cultural diversity. From this thought to the 
undeniable socio-cultural phenomena, this concept provides a 
deep understanding of the social structure (i.e., multicultural 
marketing). Perhaps, knowing and understanding the variety 
of consumers and their preferences based on different cultures 
has become necessary conditions for becoming a foreign 
market professional. The study proactively listens, accepts, 
and incorporates noble marketing communication practices and 
ideas. It contributes to the knowledge by providing examples of 
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multicultural consumers and their consumption patterns across 
different cultures.

Signifi cantly, this work makes the corporations see the 
world from different perspectives, thus spotting fresh market 
opportunities. Indeed, connecting to cultural differences, this 
novel compilation creates synergies between a multicultural 
environment and consumer behavior. In this modern world, the 
secret to a fi rm’s prosperity is to be aware of cultural differences. 
Despite the growing signifi cance of the topic, the previous 
literature has raised serious questions regarding cross-cultural 
research. The literature shows that foreign marketing is frequently 
subject to questions about multicultural practices. As mentioned 
before, culture constantly changes, leading digital media to 
affect consumer attitude and buying intention. In particular, 
during the COVID-19 pandemic, the massive uncertainty has 
altered consumer consumption patterns. The widespread has 
decreased the consumption rate, thus increasing the need to save 
the behaviors. Perhaps, this study makes the marketers realize the 
importance of focusing on the values that affect the consumer 
buying behavior, the nature, and frequency of the consumption 
pattern, thus fostering the speed of businesses adjusting to the 
changing consumer demands.

Subsequently, this topic holds great importance for future 
researchers and market professionals in consumer research. The 
multicultural scientifi c research 2021 aims to promote scholarly 
academic activities, thus enhancing multicultural awareness. 
This study has opened new roads for future researchers to 
contribute to this topic. This contribution brings international 
market and consumer research attention to the multicultural 
marketplace as a novel focal point for future researches. It 
illustrates the effect of multiculturalism on consumer behavior 
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by demonstrating the key concepts in research development. The 
proposed concept of multicultural marketing develops a deeper 
emotional connection between consumers and the fi rm, thereby 
strengthening the knowledge with a unique value proposition 
regarding the multicultural environment. Indeed, this research 
topic investigates the millennials in the context of multicultural 
research and consumer behavior by theoretically contributing 
meaningful information by fulfi lling the research object of 
multicultural scientifi c research competition 2021.

The program objective demands that the research values 
the cultural heritage of Azerbaijan. The selected title sheds 
light on the multicultural model of Azerbaijan, China, and 
Pakistan by presenting their historic cultural heritage. The prime 
objective of cross-cultural consumer research is to determine the 
similarities and differences between the cultures. Understanding 
the similarities and differences prevailing in the countries 
has become critical to multinational marketers for devising 
effective strategies for functioning in the foreign markets. 
This study contributes to the literature on consumer behavior 
through adapting cross-cultural marketing communication tools. 
Undoubtedly, this unique preparation in Azerbaijan and other 
global countries makes multiculturalism a signifi cant resource 
for the market professionals.

The world is increasingly becoming globalized, with 
multiculturalism raising the voices of different ethnic audiences, thus 
driving businesses to incorporate multiculturalism in their business 
practices. Different culture initiating unique consumer behavior 
requires differential promotion campaigns. Consequently, the brand 
message needs to be clear and attractive for engaging the audience 
of diverse cultures. The best way to grasp consumer attention is to 
deliver content that resonates with customers’ needs. Multicultural 
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marketing permits the marketers to tailor the message according 
to consumer socio-cultural needs. The days have gone where the 
single message used to work for every demographic. These days, 
the success of multicultural marketing integrates ethnicity and 
also incorporates cultural reference into it. As globalization is at a 
boom, multicultural marketing is gaining signifi cant importance. 
From the business point of view, nowadays, connecting with the 
customers has become fundamental for winning the customer base. 
The best way to establish a strong connection with the consumer 
is through emotional means (i.e., socio-cultural). Multicultural 
marketing uses effective promotional techniques to market the 
products to a diverse population. Multicultural marketing serves 
the consumers outside the nation’s culture. The ethnicity of outside 
culture urges the businesses to look deeper into the consumer 
demographics (e.g., age, gender, race), inspiring the audience to 
purchase the product.

Being exposed to distinct cultural values helps the nations 
to embrace and appreciate cultural diversity. In particular, 
cultural groups always want to preserve their identities. That 
is why individuals don’t mix with the other ethnic groups, as 
society is unwilling to acknowledge them as part of the ethnic 
mainstream. Indeed, the literature values the importance of 
cultural perseveration. It is noticeable that the multicultural 
environment of these countries has welcomed the ethnic 
minorities’ by securing cultural identifi cation. The strengthening 
of ethnic identifi cation has gained considerable attention in 
management history. Ethnic identifi cation in the marketing 
literature has a profound effect on the consumption pattern of 
the ethnic group. The results show that the ever-changing world 
has realized the signifi cance of learning and understanding the 
importance of incorporating multiculturalism in marketing 
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activities. The research showed that culture plays a signifi cant 
role in enhancing the fi rm’s marketing practices. Multicultural 
marketing considers ethnicity while incorporating cultural 
aspects into the marketing campaign. Given the increasingly 
diverse population of Azerbaijan, The People’s Republic of 
China, and Pakistan, their history and culture hold signifi cant 
importance in market research.

  1. Introduction
Throughout history, progressing globalization has emerged 

as a signifi cant development in business life. Globalization 
supporting advanced technologies restructure the e-commerce 
businesses, thus making the internationalized operations meet 
the world’s growing demand. The quick change of organization 
from local to global markets has introduced a new paradigm shift 
of national boundaries to the international reach.

In this century, the world has ended smaller due to the 
developing modernization molded within the shape of advanced 
internationalization. Undoubtedly, the extending advancements 
have made our lives easy and fast by introducing the concepts 
of multiculturalism. The progressing innovations have allowed 
the organizations to deal with the advanced products of the 
world’s countries, thus accelerating the business operations in the 
international market. For example, an individual living in the 
United States can purchase products from the People’s Republic 
of China, and an individual residing in Germany can consume 
products from Italy. In particular, this extending interconnectivity 
has benefi ted everyone via information technology such as the 
internet (e.g., social media). Likewise, the magnifi ed effect of 
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the COVID-19 pandemic has also supported the acceleration 
of global digitalization, making businesses compete beyond 
the national boundary. The growing era of internalization has 
made the organizations strategically function, achieving global 
connectivity. In such circumstances, the world has obliged 
the organizations to operate across the cultural boundary, 
substantially gaining worldwide success. The multinational 
environment has opened the doors for all-sized businesses to 
view the global market as a source of new opportunities. Most 
importantly, this signifi cant shift has made the organizations 
serve the global economies by rising above the borders of the 
national environment, thus gaining business success.

Undoubtedly, within the current period, the fast-proceeding 
process of internationalization has strengthened the organization’s 
connection by integrating diverse cultures into fi rms’ strategies. 
According to the defi nition, culture refers to shared beliefs, 
values, traditions, and customs, driving the individuals’ behavior 
(House et al., 2001). In particular, it alludes to the shared pattern 
of behavior. The culture infl uences the individuals’ state of mind, 
thoughts, ideas, and behaviors.

Distinct cultures exist around the world. In the western 
region, the behavioral standards constitute the culture. A 
culture passes the behaviors visions to be handed down from 
one generation to another in the shape of languages, values, 
and rituals. The ethnocultural approaches allow the individuals 
to exhibit unique behavioral characteristics. According to the 
multilateral organization perspective, cultural elements (e.g., 
beliefs, customs, traditions, attitude) signifi cantly infl uence 
business activities. As a result, multinational corporations have 
acquired a distinctive set of cultures from the host countries, 
fundamentally affecting people’s behavior. Therefore, in today’s 
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world, the elementary role of the culture needs to be taken into 
consideration for gaining market stability (Vasudeva, 2007).

Multiculturalism is a descriptive term explaining cultural 
diversity in communities (Yoko Brannen, 2015). It ensures the 
participation of individuals from various cultures. In specifi c, 
demographics form the entire state, businesses, and organization. 
It relates to the principles and policies of valuing cultural norms 
while including the cultural variation in language, race, gender, 
and religion. In terms of integration, the demographic changes 
stemming from multiculturalism include people of mixed 
ethnicity.

The multicultural diversity makes the nations stronger in 
progressing in the international market. Multiculturalism brings 
individuals of different ethnicities together, ensuring their social 
and cultural identity protection. In particular, the organizations’ 
strength lies in strengthening cultural diversity. Diversity 
makes the countries better. Today, most western countries have 
adopted a multicultural approach, potentially opening up ways 
for benefi ting from worldwide opportunities. The cultural 
differences have made the countries improve their activities 
(e.g., trade), thereby constructing a solid association with the 
neighboring countries.

From the People’s Republic of China to Asia, all countries 
have managed to fi t in the world while creating a diverse 
cultural environment full of novel values, traditions, beliefs, and 
customs. In particular, the upshot of rich multicultural behavior 
varies from place to place. For example, New Zealand is a 
multicultural nation with an assorted foundation with recording 
a dominance of western British culture. The African countries 
are ranked the highest, with a signifi cant population belonging 
to the tribal groups. Explaining the growth in the European 
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culture, countries like Asian and African regions report a diverse 
cultural pattern. Consistently, the Peoples’ Republic of China is 
dominated by rich Taiwan culture, with the majority population 
belonging to Asian states.

In contrast, in North America, cultural diversity has also 
been recognized as an essential indicator of economic activity. 
Likewise, Canada is a multicultural country ranking among the 
top 20 list of diverse countries. The rising diversity has made the 
world’s prime countries link directly to the international market 
of Canada. Moreover, being a country of immigrants, America 
also owns a culturally diverse population. The people from all 
over the globe have made America a multi-racial state where 
companies have promptly consolidated diverse socio-economics 
for achieving business progress.

However, cultural diversity from bringing individuals of 
different races together also improves the organizations’ ability 
to use workforce competency for achieving business objectives. 
Teams and organizations that embrace cultural diversity tend to 
reap the market benefi ts. Cultural diversity encourages employees 
of different backgrounds to share their experiences, thoughts, and 
skills, thus contributing to the fi rm’s victory (Olaru & Herlemann, 
2008). For instance, an advertisement for American football may 
sound good to a specifi c group (e.g., middle-aged white males). 
Still, it may not appeal to the other groups with a high Hispanic 
population.

On the other hand, cultural diversity also impacts professional 
work settings, especially in business organizations (Rozkwitalska 
Małgorzata1, 2015). The cultural behavior incorporates subtle 
and nebulous differences, thus leaving a crucial impact on the 
business practices. The assorted ethnicity builds a positive image 
of the organization in the marketplace. Indeed, considering 
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the competition, companies with a multicultural environment 
remain competitive within the business environment.

Considerably, the national cultural differences have drastically 
affected the working lives of individuals due to increasing 
globalization. The fast proceeding of internationalization 
has inevitably incorporated cultures into the business models 
of multinational fi rms. The multicultural environment refers 
to diversity in terms of ethnicity, gender, age, language, and 
social values. The diverse cultures come from the international 
market interactions and employees’ ethnic backgrounds. The 
rich culture retains the workforce from different backgrounds, 
thus making the organizations compete in today’s world. Hence, 
in the age of extending internationalization, individuals’ play a 
strategic role in forming a multicultural environment. Cultural 
values infl uence the business’s effectiveness, subsequently 
strengthening the organization’s environment.

Summing it up, culture is a broad term that defi nes 
individuals’ beliefs, values, norms, and behaviors. Its shared 
value straightens the multicultural work environment, thus 
bringing fruitful results. Therefore, the organization should 
ensure that management is well aware of the signifi cance of 
cultural values for accomplishing business success.

  1.1. The Role of the Multicultural Workforce
The progressing globalization has uncovered new areas of 

life, calling for continuous improvement in the cultural dimension. 
The novel paradigm has encouraged the management to embrace 
new ways of working by incorporating the cultural competency 
of the multicultural workforce (Ioanid et al., 2014). The cultural 
sensitivity makes the organization overcome the international 
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obstacles, thus achieving business success in a foreign market. 
Therefore, it is imperative to understand the impact of cultural 
diversity on the organizations’ development.

Diversity among the workforce creates an effi cient 
corporate environment (Olaru & Herlemann, 2008). In today’s 
world, organizations have encouraged the development of the 
multinational environment by integrating unique cultural values 
into a fi rm’s business practices. A cultural mix leads the fi rms 
to tap the foreign markets while effi ciently performing business 
operations. However, times have changed while making the 
organizations rigorously search for people of different ethnic 
backgrounds.

Different cultures and experiences bring numerous benefi ts 
for the companies, thus increasing the organization’s success rate. 
Perhaps, the shift has made the organizations adopt multicultural 
approaches. The organizations leveraging the knowledge and 
skills of a multicultural workforce are most likely to succeed. 
The multiple cultural perspectives make the employees share 
innovative thoughts, thereby facilitating fi rm growth (Hammond 
& Kleiner, 1992).

Our culture infl uences the way our organization operates. 
Various viewpoints and the professional experience of the 
international workforce offer a novel perspective for inspiring 
the organization’s creativity. The diversity of thoughts breeds 
organizational creativity and drives the innovation process by 
excitingly satisfying the customers’ needs (Nagarajan, 2018). 
The multicultural product development team gains impressive 
success in emerging markets. Multiple voices, individual 
perspectives, and different personalities support each other to 
think out of the box. The multicultural environment provides an 
interactive platform for sharing ideas, thus making the businesses 
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reap the highest benefi t of a diverse workforce. People from 
diverse cultures, mindsets, and backgrounds get along to form a 
creative team, thus suggesting an innovative way of achieving 
a multicultural environment (Ioanid et al., 2014). Signifi cantly, 
the multi-inclusive workforce offers a competitive edge, thereby 
making the fi rm succeed overseas (Hammond & Kleiner, 
1992). The multinational atmosphere enables the companies to 
understand the local laws, customs, and regulations, helping the 
business to take advantage of the competitive landscape. Indeed, 
the local socio-ethnic connections, multi-linguistic approaches, 
and cultural understanding boost the international business 
performance, thus attaining business stability (Masvoic, 2018).

However, today, the multicultural workforce has become 
more prevalent in enhancing the business environment. Indeed, 
the literature suggests that this trend will continue in the next 
century, where businesses will promote the selection of a 
multicultural workforce.

  1.2.  Business Sustainability in a Multicultural 
Environment

In todays’ world of globalization, companies interact with 
individuals of different ethnic cultures, thereby developing 
a cross-culture connection with worldwide countries. The 
growing sensitivity of culturally mixed environments results 
in sustainable economic growth across foreign boundaries. 
Perhaps, the increasing signifi cance of culture’s role in business 
sustainability has made numerous researchers stress the adaption 
of multicultural practices for upgrading business practices. The 
progressive notion of cultural elements signifi cantly reaches 
beyond the national boundaries, thus making the businesses 
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compete in the international market. In particular, multicultural 
traits play a vital role in achieving business sustainability across 
the border (Gerner, 2019).

Culture has a signifi cant impact on overseas businesses. 
The cultural elements signifi cantly enhance the organization’s 
business performance, thus fostering e-commerce operations. 
The cultural characteristics shape the managerial process 
that strongly determines the business’s success. The culture 
potentially infl uences the fi rms’ socio-economic sustainability. 
Indeed, the infl uence of culture on business activities is 
evident and widespread. Multinational companies are widely 
affected by diverse cultural settings. An organization exposed 
to different national cultures forms its corporate culture 
based on the shared values of the foreign countries. Today, the 
companies are driving their activities (e.g., sales, marketing, 
production) based on the socio-cultural aspects. Culture directly 
infl uences the corporation’s performance, thus achieving 
business sustainability. The shared values, ideas, and beliefs 
satisfy the requirement of the businesses on a global scale. As 
a result, multinational corporations have called for integrating 
intercultural characteristics into business practices, thus 
achieving market success.

Global success largely depends on understanding the ethnic 
cultures integrated within the organizations (Raju, 2017). The 
multicultural environment constitutes an integral element in 
business sustainability. Such an environment introduces new 
opportunities, enabling the corporations to strive for success. 
Multinational organizations host different countries worldwide, 
thus confi guring a variety of economic, political, and socio-
cultural factors into business practices. The multicultural 
environment provides a holistic view of the socio-cultural factors, 
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thus driving corporate sustainability. Among all socio-cultural 
factors, culture enhances business performance, thus developing 
legitimate interactions with the global nations. Indeed, the 
model of a cross-cultural environment accelerates business 
economic growth by incorporating diverse cultural aspects into 
the business evolution process (Masvoic, 2018). Hence, the 
organization should comprehensively understand the mixed 
cultures, facilitating the business processes, thereby achieving 
business sustainability.

In addition to this, a multicultural environment provides 
numerous benefi ts for businesses by improving relationships 
in the workplace. Working across cultures is truly an enriched 
experience for individuals. It allows the employees to learn 
new perspectives and traditions, thus making their ethnocentric 
viewpoint favorably add to the existing business process. 
In particular, the ethnocultural environment integrates new 
approaches, developing an international network of new 
directions.

Signifi cantly, the work land space has considerably 
transformed over the years. Amidst these changes, globalization 
has led MNCs to host worldwide economies by driving the 
workforce to function in the multicultural environment. The work 
context concerning cross-cultural fi rms varies depending on the 
unique cultural traits, thus ensuring business growth. Building 
a multicultural environment ensures the fl ow of knowledge, 
which is critical for achieving cross-cultural adaptability. Cross-
cultural profi ciency provides a comprehensive multicultural 
identity, encouraging the business adaptability of multicultural 
sustainable growth (Riesenberger et al., 2008). In refl ection to the 
sustainability-related context, the management incorporates the 
mixed cultural perceptions into business models for achieving 
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economic growth. The business achieves sustainability when 
it realizes the importance of adopting different work cultures 
and behaviors. Diversity fosters productivity by adding 
experiences, perspectives, and ideas of the multi-ethnic groups. 
The culturally diverse workforce enables the businesses to 
grasp valuable insight into the emerging markets, thereby 
successfully expanding the organization’s operations. Altogether, 
embracing cultural diversity in the workplace ensures business 
competitiveness. Cultural diversity measures business success 
by underscoring the reality that a multicultural environment 
maximizes the fi nancial returns above the national median. The 
global workforce performing in a multicultural environment 
has become a daily reality where businesses encourage diverse 
talent to take advantage of the strategic opportunity. As a result, 
the multicultural competencies incorporating the mixed cultural 
identities have become an important research topic in the social 
sciences and organization studies.

1.3.   Multicultural Marketing
Due to the recent development in globalization, the 

increasing demand for marketing and consumer behavior 
theories has stressed the integration of ethnic identity in business 
practices. The international market has proposed identifying 
ethnic differences based on religion, beliefs, and national 
interest. Signifi cantly, worldwide immigration patterns have 
created distinctive ethnic groups comprising various subcultures 
in European countries.

The present situation shows that the consumers’ tastes 
and preferences have changed, making corporations fi nd 
opportunities outside the national territory. Consequently, the 
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profound marketing tactics and increasing competition has made 
it essential to understand the consumer base. Indeed, the rapid 
change from traditional marketing to remote ethnic content has 
proposed the concept of multicultural marketing. Multicultural 
marketing allows the organization to design a promotional 
campaign for multi-ethnic groups. Multicultural marketing is 
a tool which had gained remarkable popularity over the past 
few decades. It essential ensures the elimination of potential 
discrimination (i.e., stereotyping) from the promotional 
campaigns, thus leading the businesses to reach the world 
communities through interactive marketing approaches. It 
fundamentally makes the marketers realize the increasing trend 
of cultural diversity in creating business strategies (Licsandru & 
Cui, 2019). Multicultural marketing serves the consumers outside 
the nation’s culture. The ethnicity of outside culture urges the 
businesses to look deeper into the consumer demographics (e.g., 
age, gender, race), inspiring the audience to purchase the product 
(Khan et al., 2015). A consumers’ background infl uences their 
buying choices. Therefore, marketers must consider the cultural 
traits (e.g., traditions, customs, beliefs, and preferences) while 
crafting the promotional advertisement.

Distinct culture initiates different consumer behavior, 
consequently, requires differential promotion campaigns. 
Accordingly, the brand message needs to be clear and attractive 
for engaging the audience of unique cultures. The best way to 
grasp consumer attention is to deliver content that resonates 
with their needs. Traditionally, organizations found designing a 
single marketing message for each demographic. But presently, 
the time had changed when fi rms realized the signifi cance of 
multicultural marketing. The expanding globalization has made 
multicultural businesses tone with the customers’ changing 
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desires. Consistently, multicultural marketing tailors the 
messages for diverse cultural groups (e.g., local communities, 
unique identities). From a business point of view, it potentially 
connects with the consumers both on the personal and professional 
level, thereby gaining high consumer consideration (Campbell, 
1995). What the makers’ craft directly speaks to the audience. It is 
not just about constructing the message, but rather it is about the 
potential of incorporating cultural norms in the brands’ message. 
Multicultural marketing values the unique cultural traits of 
multicultural groups (Licsandru & Cui, 2019). Today, with a 
high range of non-homogeneous consumers, organizations have 
acknowledged the cultural differences, potentially realizing the 
marketing reality.

A marketing strategy that works for a specifi c group may 
not work for the other. As a result, the brand might have to 
dig into the various cultures for realizing the sensitivity of the 
ethnic norms affecting the consumer purchase decisions. The 
lack of sensitivity and disrespect of cultural values causes the big 
brands to experience backlash in terms of heavy loss. Critically, 
one of the prime reasons behind the company’s backlash is 
that marketers usually fail to market their products because of 
their inability to understand the effect of customers’ culture on 
purchase behavior. A multicultural consumer is most likely to 
buy the products that serve their cultural roots. Consequently, 
brands should alter their marketing strategies for valuing the 
interest of the consumers, thus infl uencing the consumers buying 
behaviors and tastes.

Nonetheless, multicultural promotions campaigns tend 
to cater to diverse ethnic groups. The marketing messages 
that only appeal to the specifi c cultural group overlook 
business opportunities, thus adversely affecting the company’s 
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productivity. Indeed, multicultural marketing embraces the 
mindset of including a diverse audience. It opens the doors for 
businesses to engage with numerous subcultures, subsequently 
achieving fi nancial returns. Multicultural marketing ensures that 
brands promotion resonates with the ethnic characteristics of the 
targeted groups (Harrison et al., 2017). This approach allows the 
marketers to ensure sustainability by understanding the demands 
of the multicultural marketplace. Given the statement, the ethnic 
minority groups are considered the most vibrant market segment. 
The growing diversity and increasing ethnic minorities provide 
a compelling reason for the strategist to rethink and seek ways to 
target the minorities. Notably, the novel concept of multicultural 
marketing amplifi es the range of media channels by capturing 
the attention of consumers of minority groups. Concerning the 
business perspective, over the years, ethnicity has evolved by 
exclusively ensuring the integration of racial classifi cation into 
a fi rm’s strategic planning. An effective multicultural marketing 
strategy aims to break the socio-cultural obstacles by including 
underrepresented groups. However, the multicultural marketing 
approach has made the marketers value the desires and feelings 
of the focused groups, subsequently boosting the customers’ 
trust in the fi rm’s marketing campaign.

Considerably, multicultural marketing encourages marketers 
to eradicate stereotyping while outlining the multicultural 
promotion campaign (Licsandru & Cui, 2019). In business 
view, multicultural promotional campaigns are an interactive 
way of establishing the customer-organization relationship 
by improving the fi rms’ cultural knowledge. In particular, 
multicultural marketing has opened new roads for businesses 
to engage with customers. It fundamentally targets consumers 
from different ethnic segments, thus building a deeper emotional 
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connection with the audience. It provides marketers a clear 
understanding of consumer needs while getting into the roots of 
socio-cultural background. Hence, this intended approach allows 
the organization to deep dive into the consumer segment, thus 
enhancing the business-customer connection.

In conclusion, strengthening ethnic identifi cation has 
gained considerable attention in management history. Ethnic 
identifi cation in the marketing literature has a profound effect 
on the consumption pattern of the ethnic group. Multicultural 
marketing considers ethnicity while incorporating cultural 
aspects into the marketing campaign. Potentially, it provides 
an inclusive view of the diverse markets, thus leveraging the 
organization to reach the untapped segment.

Consumer needs, perceptions, and preferences are 
signifi cant factors driving their purchase decisions. Given the 
articulation, multicultural marketing makes the marketers 
converse with the customers for recognizing the needs and 
demands of the homogenous groups. Perhaps, it is imperative to 
carry careful research to avoid stereotyping, thus connecting with 
the worldwide ethnic group. Consistently, the literature suggests 
that multicultural marketing acknowledges the difference in 
cultures, thoughts, beliefs, and customs of different backgrounds. 
Multicultural marketing drives these intended infl uences, thus 
improving the communication with the target audience.

  1.4. The Role of Culture in Marketing Communication
Communication plays a signifi cant role in enhancing 

business performance. In today’s competitive markets, fi rms 
have exponentially performed well by accelerating their offerings 
in the global markets. Multicultural marketing communication 
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fosters business operations by increasing the fi rms’ overall 
productivity. The terms culture and communication complement 
each other (Giri, 2006). For example, the culture in which 
individuals interact affects their communication style, and people 
communicate to improve their societies. Perhaps, cross-culture 
communication demands the marketers to be aware of cultural 
sensitivity, thereby understanding the reality that consumers 
own and follow unique cultural values.

Consistently, the literature shows that culture signifi cantly 
affects international marketing communication. With the 
changing times, the progressing socio-economic conditions have 
made the individuals modify their cultural traits (e.g., traditions, 
rituals, customs, beliefs). The effect of these rapid changes has 
immensely altered the communication behaviors of individuals. 
Past experiences, cultural backgrounds, and preferences have 
changed people’s lifestyles. In particular, culture plays a vital 
role in establishing a rigorous communication network between 
the fi rm and the consumers.

The success of the marketing strategy largely depends 
on marketing communication. Multicultural communication 
improves business profi tability, thus gaining business success. 
Cultural sensitivity is a major determinant of business success 
(Silva, 2017). Failure to integrate the cross-cultural marketing 
strategy infl uences the customer-brand relationship, thereby 
hampering productivity. Perhaps, there are times when the 
marketers working abroad ignore the importance of cultural 
differences while creating marketing communication strategies. 
Indeed, cultural factors accelerate the business progress while 
making the organization adopt the right choice of culture for 
boosting economic development.
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Concluding, effective marketing communication encourages 
the fi rm to promote the product’s features in the international 
markets. Given the statement, marketers must study the global 
cultures before offering the products in the foreign marketplace, 
thus improving business performance.

1.5.   Study Objectives
Digital marketing is the modern way of marketing. It 

is considered better and cheaper than traditional marketing 
methods, such as billboards, commercials, and other traditional 
ways of marketing. Similarly, a competitive advantage can be 
described as a condition or circumstance which puts a company 
in favorable conditions or superior conditions than their business 
partners, and sustainable competitive advantage can be described 
as maintaining that particular competitive advantage over long 
periods which gives more benefi ts to the organization in the long 
run (Stone & Woodcock, 2014). This study will discuss the role 
of digital marketing and customer purchase in the multiculrual 
environment of Pakistan, China, and Azharbhijan and its role as 
a sustainable competitive edge in the market. In international 
markets like the USA and Canada, digital marketing and other 
modern forms of technology are the competitive edges of 
many companies. However, in multicultural, the concept is still 
relatively new and fresh. As we know that the dynamics of the 
Pakistani, Chinese, and Azharbhaijan markets are different from 
other markets so, it would be interesting to see the effects which 
it has in these markets and how can it be used as a competitive 
advantage against the traditional and expensive forms of 
marketing in the industry (Järvinen & Taiminen, 2016).
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2.   Study Background

2.1.   Multiculturalism in Azerbaijan
Today, globalization has led organizations to include various 

cultures and ethnicities in their business practices. Undoubtedly, 
With the increase in internationalization, multiculturalism 
brings numerous benefi ts for the nations. The advanced global 
innovations have transformed society while introducing the 
concept of cultural diversity and ethnocentrism in Azerbaijan. 
With the extending globalization, multiculturalism has 
connected different individuals to form a multicultural society. 
In multicultural mosaics, cultures develop an image of the 
global village. Previously, people used to fi nd it hard to settle 
with individuals of different cultures. But, now, multiculturalism 
has compelled various cultures to combine under a single space. 
Indeed, multiculturalism amplifi es the cultural differences to 
promote diverse cultures, minds, and groups to interact.

Accordingly, the expanding ethnic diversity supports the 
ideology of differentiation, believing that diverse ethnicities 
and cultures make up to form a multicultural society. 
Multiculturalism cannot be disregarded or replaced. Some 
say multiculturalism fails in benefi ting the countries. But the 
reality is different. Multiculturalism is a history that guides 
the way of living, thereby supporting the unique concept of 
cultural diversity (Humbatli, 2016). Signifi cantly, among all 
the nations, Azerbaijan is a perfect example of a multicultural 
society. Azerbaijan is a living illustration of successful 
multiculturalism, demonstrating a positive model of cultural 
diversity. In particular, Azerbaijan holds a modern foundation 



31

 Grant-In-Aid Multi cultural Research Award Program 2021

with an ancient history, geographically placed on the edge of 
Eastern Europe and Western Asia. Fundamentally, Azerbaijan 
develops a strong association with America, Turkey, and Iran. 
It is a homeland of 10 million people, with 52% population 
residing in urban areas and the remaining 48% belonging to the 
rural population. Predominately, in the Azeri society, the vast 
ethnic population includes Azerbaijanis, with Lezgins forming 
the colossal ethnic minority. Statistically, 92% of the population 
is citizens of Azerbaijan, with Lezgins accounting for 2% and 
Russians recording 1% of the total population. Consistently, 
Turks and Iranian are also found, in the majority in Azerbaijan. 
Indeed, this place is a mix of diverse heritages (e.g., Turks, 
Muslims, Russians).

In particular, Azerbaijan holds a deep ancient background 
with its historical path leading to modern civilization. The 
culture of Azerbaijan incorporates diverse heterogeneous groups 
including, various cultures of Turks, Iranian, and Caucasians. 
The country holds unique cultural values, literature, folk, art, 
and music, thus making this place the center of attraction for 
many tourists.

Multicultural approaches are adopted worldwide, thus 
including various cultures, religions, languages, and traditions. 
The multicultural model encourages the multicultural society to 
establish a democratic ideology that is still alive in the roots of 
Azerbaijan. Multicultural ideologies refer to the equality among 
worldwide nations, races, and cultures. The term multiculturalism 
not only describes the country’s cultural diversity instead also 
emphasizes the policy foundations that protect the rights of a 
culturally diverse population. Indeed, multiculturalism regarding 
the demographic policy provides a novel experience to the 
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civilized society consisting of the solid historical background of 
distinct ethnic communities.

Considerably, multiculturalism strongly infl uences the 
world’s societies. It’s not only about the county’s ideology or 
lifestyle, but it is also a way of inspiring individuals, society, 
organizations, and countries to ensure cultural diversity. 
Multiculturalism allows nations to establish a peaceful place 
where various cultures, minds, and ideas combine to achieve 
a common goal of harmony. Undoubtedly, a peaceful society 
plays a signifi cant role in preserving the country’s culture, 
rituals, life, and values. A secure place ensures the protection of 
the cultures, religions, norms, ideas while driving the colorful 
ethnic differences to form a modern society. In particular, 
multiculturalism is the way of ensuring the protection of the 
rights of individuals.

Multiculturalism drives the community with a modern 
mindset. The multicultural society contributes towards the 
nation’s development. Taking up to the history of Azerbaijan, the 
unique example of cultural diversity calls to embrace universal 
values, dialogues, traditions, and civilizations fostering the 
maintenance of peace and security of the pace. Accordingly, 
Azerbaijan has opened the doors for the world’s population 
to gather and share cultural values, thus developing cultural 
harmony. This action compels Azerbaijan to showcase various 
colors of different cultures, thereby establishing a multicultural 
heritage. Multiculturalism incorporates the idea of tolerance and 
cultural identity of Azerbaijan, where diverse religions, races, 
and nationalities gather to unite the society with unique cultures. 
Today, it’s no surprise that developing tolerant and multicultural 
societies is not easy. However, Azerbaijan provides a home to 
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thousands of ethnic groups, forming a true example of a peaceful 
society.

Multiculturalism forms the basis of tolerance and endurance. 
The people of Azerbaijan include diverse populations irrespective 
of people’s birthplace and origin. Azerbaijan society is tolerant 
towards different nationalities, customs, traditions, and rituals. 
Hence, among all the universal alliances, Azerbaijan represents 
the most ancient period of historical heritage. As an independent 
state, Azerbaijan is a land of tolerance, and the people living there 
demonstrate loyal cultural values (Ifrak, 2020). It also provides a 
prestigious forum to the world’s population to relish the antique 
beauty of Azerbaijan, thus promoting cultural diversity. Cultural 
diversity is a signifi cant component of the country’s culture. 
Azerbaijan, since ancient times is known to be a homeland of 
diverse cultural groups. This multilingual Azerbaijan serves 
the population with its historical ideology, thus making the 
legendary reality of Azerbaijan to gain considerable importance 
of tourists. Its unique geographical position attracts worldwide 
tourists and ethnic groups, thereby compelling them to settle in 
the land of Azerbaijan.

Today, the promotion of multiculturalism provides the 
answer to these challenges by protecting the moral and cultural 
treasure of the country. It focuses on integrating the minorities 
while dominant cultures enhance the whole country’s harmony, 
thereby mobilizing the societies against foreign threats. 
Referring to the foreign rival forces targeting the dissolution 
of the country’s national identity, the Azerbaijan multicultural 
model radically responds to these emerging threats as a system of 
preventive measures. Perhaps, in today’s world, multiculturalism 
guides the world’s country to combine different cultures, thus 
directing individuals a novel way of living life. It fundamentally 
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emphasizes embracing cultural diversity while contributing to 
the future development of human civilization in Azerbaijan. 
In the essence of this multiculturalism, Azerbaijan provides 
an immense opportunity to the world’s population to socialize, 
reviving the inclusion of diverse cultures. Ethnic diversity 
symbolizes the country’s wealth. Based on the conjunction 
point of diverse civilizations, Azerbaijan land has been known 
for its cultural diversity for centuries. It represents different 
nationalities to confess the living of various ethnic groups in 
the territory of Azerbaijan. This promotion of cultural diversity 
advocates distinct ethnic groups to address the authorities.

Perhaps, Azerbaijan is a multicultural state where ethnicity is 
still alive. The history of Azerbaijan shows that the diversity of 
national and international ethnic groups holds a unique identity, 
thus making this place an exclusive example of multiculturalism.

2.1.1.    Ethnocentrism and Consumer Preferences 
in Azerbaijan

In recent years, various nations have liberalized their 
trade policies by eradicating trade restrictions, thus rendering 
colossal incentives to the countries to promote their products 
to cross-cultural marketers (Lee & Tai, 2006). The increased 
trade volume stimulated by internationalization fosters the 
trade activities, thus making distinct international marketers 
understand the customers’ needs and preferences, driving the 
market economics. Perhaps, today, the countries are shaping 
their trade policies to cope with the changes of globalization. 
The presence of newly emerging international markets provides 
the organization strategic opportunities to further excel the 
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business operations in the foreign market of the developing and 
developed countries.

Over the years, globalization has brought constructive 
changes in the world’s business environment. Fundamentally, 
internationalization has opened the doors for all the strategic 
nations to consider cultural norms as the vital force driving the 
country’s economic activities. Globalization facilitating the 
global communities allows the businesses to develop high socio-
cultural values, thus assisting the nation in gaining economic 
growth. As a result, worldwide organizations are continually 
reshaping their business practices for including cultural forces 
such as ethnocentrism in their promotional activities.

In recent years, worldwide foreign companies have been trying 
to capture the international market by introducing multicultural 
marketing strategies. Each country has a different culture, so 
as the purchasing behavior of the consumers. Hence, the shift 
in consumer preferences encourages them to buy products 
that match their values and traditions. In the multicultural 
environment, globalization has made individuals enjoy the 
products over the products from their origin. The effect of the 
country’s name develops a positive infl uence on the consumption 
of the product. The consumer purchase behavior largely depends 
on the country’s label on the product, subsequently affecting the 
country’s image. Consequently, organizations should analyze 
consumer preferences towards foreign products.

Ethnocentrism plays a vital role in consumer purchase 
decision-making. It refers to the tendency of an individual to 
reject the product if it does not culturally favor the individual’s 
self-belief, norms, values, and traditions. Concerning consumer 
buying behavior, ethnocentrism supports morality and ethnicity, 
thereby refusing the product that does not belong to one’s social 
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values. In ethnocentrism, individuals are infl uenced by the 
strengthening of their ethnic groups, thus rejecting the product 
offering of the other nation, subsequently decreasing the trade 
practices of the other countries.

Consumer ethnocentrism drives the consumer purchase 
decision infl uencing their perception about the country and 
the product. The globalized marketers offer a diverse range of 
products to the consumers, encouraging them to choose between 
local and foreign products. The high perception of the product 
and its origin reinforces the consumer to consume the commodity. 
Culture fulfi lls the need of the individuals while altering the 
buyers’ attitude towards the foreign product. The cosmopolitan 
consumers prefer foreign products over national ones because they 
believe the goods to have higher quality than others. In particular, 
research illustrates that Azerbaijan consumers prefer products that 
match their socio-cultural values. Given the statement, the study 
shows that people of Azerbaijan prefer buying the products of 
Japan and the USA, which holds similar attitudes as their country. 
Likewise, Russian products are less likely to be consumed by 
Azeri consumers as they perceive them to be less durable (Kaynak 
& Kara, 2001). Accordingly, the study showed that Azerbaijan 
youth prefers buying based on their culture, subcultural, religion, 
and family values (Abutalibov & Guliyev, 2016).

Due to the changing preferences of the people of Azerbaijan, 
the businesses have started forecasting the likelihood of product 
consumption by the Azeri consumers. Under this situation, the 
organizations are trying to understand the preferences of Azeri 
consumers who wish to buy the products based on their ethical 
values. It is important to note that consumers of Azerbaijan do not 
prefer foreign products. They do not take risks while practicing 
ethnocentrism in decision-making. Therefore, it becomes crucial 
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for marketers to understand the demands and preferences of 
Azeri consumers for effective marketing.

Indeed, in a multicultural environment, marketers focus 
on consumer preferences infl uencing their buying decisions. 
Concerning the business practices, the distinctive cultures, beliefs, 
norms, and traditions hold huge consideration in developing 
the marketing approaches in the multicultural environment of 
Azerbaijan. The progressing diversity comprising multiple 
cultures infl uences the consumers’ choices based on ethnicity 
and customs. The multicultural society provides an individual 
to acquire new experiences, extending the knowledge about 
the effect of multiculturalism in the Azerbaijan social setting. 
Consequently, in Azerbaijan, socio-cultural factor infl uences 
consumer purchase behavior. The potential consumers of 
Azerbaijan value their culture and national identity over the other 
nations. Therefore, the customers are willing to pay higher for the 
products that match their cultural values. As a result, companies 
are thrilled to gain maximum profi ts, thereby encouraging the 
people of Azerbaijan to make a favorable purchase decision 
(Pashayeva & Rahimov, 2020).

2.2.   Multiculturalism in the People’s Republic of China
Chinese culture is the most ancient culture in the world’s 

history. Chinese civilization is the world’s earliest advancement, 
with its cultures forming the countrys’ norms, traditions, religion, 
and lifestyle. The culture differs over the geographical regions, 
making China a diverse place with various cultures and rituals 
between every province, city, and town. China’s geographical 
landmass shifted from the old centuries to new modernity makes 
this place worth visiting.
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Signifi cantly, the geographic orientation of China includes 
individuals from different diversity, religions, beliefs, ethnicity, 
and languages. Over the years, distinct socio-cultural groups 
settle in China, thus increasing the country’s diversity. China is 
open to cultural diversity for embedding ethnocentric orientation 
in its social practices. China is the largest nation representing 
a rich historical culture, with its natural beauty immensely 
attracting foreigners. In particular, its sophisticated cities’ Hong 
Kong, Shanghai, and Beijing seemingly, hold tourist attractions, 
providing them endless entertainment experiences with its 
cultural heritage. Strategically, China, situated on the Southeast 
Asian coastline of the Pacifi c Ocean, has the largest population. 
After Russia and Canada, it is the third-largest nation, covering 
an area of 9.6 million square kilometers. In particular, China 
connects its borders with 14 different counties, including 
Vietnam, India, Bhutan, and Malaysia.

Furthermore, China holds an immense tolerance for the 
world’s religions. Predominantly, there are fi ve different religions 
in China (e.g., Buddhism, Islam, Catholicism). In addition to 
this, China has seven dialects, among which Mandarin is the 
most frequent language spoken by (71.5%) of the population, 
Wu by (8.5%) people, followed by Yue (5%), and Gan by (2.4%). 

The cultural values of the People’s Republic of China 
represent their national identity while Chinese people exhibit 
cultural harmony, honestly, loyalty, and wisdom (Xiao & Kim, 
2009). Multiculturalism appreciates integrating different ethnic 
values, traditions, customs, norms while eliminating cultural 
differences. Multiculturalism develops ethnic integrity in 
Chinese society by establishing a solid link between distinct 
communities. It fundamentally encourages the minority 
members to be a part of China’s ideology. China is a homeland 
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of 56 ethnic minority groups, each owning a separate identity, 
culture, language, customs, and religion. It is a multicultural 
state with various local traditions, races, ethnicity, and customs 
embedded in its culture.

Over the past few years, China had a monolithic society with 
Han ethnic ruling over the other minority groups. However, this 
propaganda had minimized by emphasizing the establishment of 
national harmony. A country where a single ethnic group exerts 
pressure over the other ethnic minorities makes the individuals 
face social inequality. Perhaps, multiculturalism intends to solve 
the problem while creating social integrity among the local 
communities. The Chinese authorities rigorously act against this 
supremacy and unrest and call for independence in signifi cant 
areas of China (e.g., Tibet and Xinjiang).

Perhaps, multiculturalism plays a signifi cant role in the 
formulation of national stability. Multiculturalism in the era of 
globalization has brought numerous incentives for the people 
of China by contributing towards its economic development. 
Under the new venues of benefi t, multiculturalism serves the 
Chinese economy both at the national and international levels. 
Multiculturalism ensures the balancing of social values and 
principles. Previously, the Chinese community has considered a 
homogenous society, but in reality, it holds a culturally diverse 
population. From ancient days to today, China has gone through 
some signifi cant changes where China has divided into distinct 
ethnic territories (e.g., Northern and Southern China). Digging 
into these differences provides a clear understanding of modern 
China. Cultural differences between the area’s records changes 
in architecture, culinary, music, literature, and religions, thus 
making China a worthwhile place to live.
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2.2.1.   Consumer Purchase Intention in the Chinese 
Multicultural Environment

In recent years, China’s market has potentially been a 
signifi cant target for many overseas businesses. China owns one-
quarter of the entire world’s population. It has vast production 
and consumption rate (Jung et al., 2020). In particular, the 
Chinese government opening doors for outsiders have compelled 
the other nations to enter the Chinese market. Conquering one 
of the biggest retail markets demands businesses to analyze and 
understand the cultural sensitivity prevailing in the Chinese 
market. Indeed, cultural sensitivity is quite in demand for 
excelling in the Chinese international market.

The inherent objective of marketers is to identify the consumer 
needs and wants of the targeted consumers. Developing a safe 
product that meets the consumer demand increases the fi rm’s 
effi ciency over the competitors. Traditional market approaches 
focused on homogeneous market segments with similar needs 
and want. However, in today’s period of globalization, this 
marketing approach is no longer in use as consumers’ needs 
have rapidly changed over time (Bardakci & Whitelock, 2003). 
Today, the growing need for customized products has changed 
the needs of the consumers, thus increasing the demand for the 
product in the international market.

Presently, consumers now demand products and services 
that satisfy their social needs. China ties a strong bond with its 
social and cultural values system. The individuals residing in 
china follows the family’s ritual and customs while making a 
purchase decision. The consumer revolution in China makes 
the consumers buy products at premium prices, which records 
an increase in customer demand. A country’s cultural values 
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play a signifi cant role in altering its purchase decision. The 
cultural values develop the consumers purchasing choices, 
thus leading the underlying consumer social values to shift 
their presence from international products to national goods. 
In China, the changing trend in preferences has infl uenced the 
consumers purchasing choices based on their cultural identity, 
thus developing new consumption patterns. Customs, norms, 
and rituals only not infl uence the socio-cultural background but 
also infl uence consumers’ purchases.

Indeed, culture strongly infl uences Chinese customers buying 
behavior. The increasing power of the Chinese consumer has 
become an integral factor affecting the world’s business market 
(Xu, 2013). Understanding the consumers’ aspirations helps in 
winning the international market. However, the challenge is 
that today consumers have different preferences and interests. 
The change in preferences has infl uenced the lifestyle of the 
Chinese people. The realistic perspective regarding the Chinese 
consumers has revealed that their social values and norms 
infl uence their buying behavior.

In contrast, consumer ethnocentrism has posed a barrier 
in internationalizing organizations. In China, the demand for 
cultural products has increased where individuals prefer domestic 
products over foreign products. However, the increased need for 
branded products cannot be satisfi ed locally (Bi et al., 2012). 
Compliance with the international quality standards, the Chinese 
organizations, are gaining consumer confi dence by incorporating 
the Chinese socio-cultural values in product features. As a result, 
foreign companies are now integrating the Chinese culture in 
their product development, accelerating fi rms’ presence in the 
international market.
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Perhaps, nationalization plays an essential role in driving 
China’s modern society. The feeling of patriotism and cultural 
narrowness boost the consumers’ confi dence in purchasing 
foreign products. These massive commercial opportunities 
allow foreign companies to sell in the Chinese market. Hence, 
morality makes the Chinese customers purchase foreign-made 
products easily irrespective of increased price consideration.

2.3. Multiculturalism in Pakistan
Multiculturalism is a concept that sheds light on the 

positive aspect of cultural diversity. Cultural diversity makes 
the countries stronger and dynamic. Multiculturalism compels 
different ethnic groups to incorporate under the same space 
without giving up their individuality, identity, and values. In the 
South Asian region, nationalization encourages the countries to 
adopt cultural tolerance, giving birth to various ethnic groups 
in Pakistan. Concerning the historical background of the 
southeastern region, Pakistani’s culture forms the melting pot for 
other cities (e.g., Indian, Persian, Southeast Asian, Western Asian 
countries). Pakistan is a multicultural country that strategically 
meets its western border with India and eastern border with Iran 
and Afghanistan.

The country came into existence in 1947, thus forming 
the basis of Islamic identity. Pakistan has a total population 
of over 165 million people. Pakistan is a rural country where 
65.5% of the population belongs from rural areas. Agriculture is 
predominantly the leading employer of the majority workforce, 
where the socio-cultural norms of the country initiate from the 
Pakistan agrarian society. Each ethnic group holds a specifi c set 
of rituals, customs, norms, traditions, and religions. In particular, 
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95% of the total population in Pakistan is Muslim. Out of all, 
75% are Sunni Muslims, 20% are Shia, and 5% are Christians.

Pakistan has a rich history regarding conquest and migration. 
A country’s cultural norms and value differs from region to region. 
The vast spectrum of ethnicity and cultural diversity boosts the 
national identity of Pakistanis. Its modern history is deeply rooted 
in its culture and social values, making it a multicultural state with 
a unique national identity. Pakistan holds over 15 different ethnic 
groups which differ in culture, religion, norms, customs, food, and 
religion. Some of these include Punjabis, Balochi, and Kashmiri. 
Other ancient ethnic elements such as religion positively shape 
the Pakistani culture. There are 73 different languages actively 
spoken in Pakistan. The most popular language is Urdu which 
is the national language of the Pakistanis. Punjabi is a dominant 
language of 48% of the population, where 12% of Pakistani 
citizens are from the Sindh ethnic class. Multiculturalism in 
Pakistan encourages individuals to share their ideas by successfully 
functioning as a society.

Indeed, Pakistan is a homeland of various ethnic groups. 
All the cultures combine to enhance their cultural diversity. The 
strengthening of the country lies in positively using cultural 
diversity. Most of the world’s countries use globalization and 
multiculturalism in embracing the deep knowledge in ethnicity. 
Pakistan strongly cherishes cultural diversity. Pakistan is a diverse 
country with the majority of the Muslim population establishing 
a distinct Pakistan society. The features of multiculturalism 
such as ethnicity and religion make the Pakistani nation center 
of attention of worldwide tourists. Multiculturalism refers to a 
modernist idea of advocating various nationalities and ethnicities 
together. In Pakistan, multiculturalism respects cultural diversity 
by forming unique ties between different ethnic groups, thus 
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wholeheartedly welcoming the individuals to settle down in 
Pakistan’s territory.

  2.4.1.  Consumer Purchase Intention in Pakistan 
Multi-Cultural Environment

In Pakistan, the advancement in globalization strengthens 
individuals buying power. During the previous years, the 
consumer buying pattern of Pakistani consumers has changed 
over time. Traditionally, consumers used to make rational 
decisions. But now, their purchase decisions are driven by other 
elements (i.e., culture, religions, emotions) (Stern, 1962). Out of 
all, cultures and lifestyles signifi cantly encourage the consumer 
to buy a product. Pakistan owns a distinctive set of cultures (e.g., 
Sindhi, Punjabi, Balochi). These cultures hold the difference in 
ethical and moral values, thus making the lifestyle and cultural 
norms of people in Pakistan alter their buying choices. Ethnicity 
is a signifi cant element that gathers individuals of similar beliefs, 
customs, languages, and preferences. These commonalities 
develop the individual culture, thus shaping the consumers’ 
buying behavior. National and ethnic identity fulfi lls the desires 
of the individuals. As a result, the consumer tends to consider 
ethnic norms and cultural values while making a purchase 
decision.

Spiritual values and religiosity directly affect the consumer 
consumption pattern. Spiritual values alter consumer buying 
behavior, thus motivating the individuals to buy the product. 
In Pakistan, religious values guide the consumers in choosing 
between the alternatives. Islam is a practicing religion in the 
regions of South Asian countries. Huge Islamic communities 
practice religious values by restricting product consumption that 
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does not follow religious norms (Bukhari et al., 2020). Based on 
the research, the fi nding shows that consumers of Pakistan rely 
on halal marketing as its people belong to the Muslim community 
(Awan et al., 2015). Pakistan is an Islamic country, where the 
perception regarding halal products forms great importance in 
individual purchase decisions. Given the statement, the study 
also suggests that consumers infl uenced by the halal branding 
and advertisement accelerate the organizations’ sales promotions 
and return. In Pakistan, the people are willing to spend on halal 
products and intend to reject the products that do not fulfi ll their 
cultural values (Borzooei & Asgari, 2014). Hence, it has become 
essential for marketers to understand the cultural needs of the 
Muslim population. Altogether, multiculturalism has made 
Pakistan succeed in the international market while offering 
products accepted by the Muslim population.

Several reasons can be associated with selecting this particular 
topic and gaining a competitive advantage in the Pakistani 
Market. The number one reason would be the world moving 
towards digitalization. As Bill Gates mentioned in his Book 
“Business at the speed of thought,” the businesses which will 
not go digital shortly have little to no chances of success shortly. 
So, moving from traditional means of marketing towards Digital 
marketing will surely come with benefi ts as digital marketing 
is a form of digitalization. Besides this, several benefi ts can be 
associated with using digital marketing.

The world has advanced quickly, and new technologies 
and trends are introduced in every fi eld. The marketing fi eld 
developed with the rest of the world and new marketing strategies 
were introduced. The latest marketing trend uses digital media 
platforms for advertising the product (Chaffey & Smith, 2017). 
Currently, three forms of platforms, i.e., social media platforms, 
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mobile apps, and electronic word of mouth, are used for this 
purpose (David Stone & David Woodcock, 2014). The studies 
have revealed that digital marketing is the way forward and will 
play a critical role in defi ning the future of many companies 
(Taiminen & Karjaluoto, 2015). If a company adopts the digital 
marketing strategy, then it has the potential to reach several new 
customers and, in this way, can make a competitive advantage 
(Quinn et al., 2016). Digital marketing has been a game-
changer. A few years ago, researching the product was very 
diffi cult, and then deciding among the competing products was 
even more complex. Thanks to digital media, the consumers 
can now research the products online in a few minutes and then 
compare the products that help them make a fi nal decision (De 
Pelsmacker et al., 2018). A study on digital media marketing and 
tourism has revealed that digital media platforms have helped 
increase tourism in some areas (Favero, 2019).

Similarly, another study connecting retail organizations 
and digital marketing revealed that the use of social media 
platforms had greatly impacted the decision-making ability of 
the consumers. Now consumers like to see products on online 
websites, i.e., digital media, and then make a purchase decision 
(Busca & Bertrandias, 2020). Moreover, digital media platforms 
also impact the post-purchase behaviour of customers (Mogilko, 
2016). Another similar study revealed that digital media had 
helped consumers solve various purchase-related problems. The 
consumers can now view the product’s description online and 
then make a purchase decision based upon it. Due to the use 
of the internet and social media platforms, consumers are more 
interconnected than ever, and in this way, their decision-making 
skills have been greatly impacted (Karjaluoto et al., 2015). A 
similar study on the consumers’ purchase pattern in India has 
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revealed that the consumers’ purchase pattern, especially the 
youth, is changing quickly. It has become very diffi cult for the 
companies to keep track of the changing behaviors, due to which 
they are forced to spend billions of dollars for market research 
purposes.

An extensive study done on the impacts of digital marketing 
has revealed some basic factors which digital marketing has 
played. For example, consumers now take more risks and 
experiment by purchasing new products (Montgomery et al., 
2012). Similarly, the consumers have now become researchers, 
and they trust the words of digital media more than the 
companies. All of this has resulted in a lower tolerance level in 
the consumers, and they quickly jump ship from one brand to 
the other (Jackson & Ahuja, 2016). A study done in Pakistan has 
revealed that consumers are no longer loyal to the brands. People 
prefer to research things online, compare them, and then make a 
purchase decision. Yet, the major factor for consumers has been 
social media, and the purchase decisions of the Pakistani people 
are greatly impacted by social media (Labrecque et al., 2013).

A study done in India has revealed that digital media has 
infl uenced purchase methods and purchase patterns. People 
now tend to surf the required product online, and they prefer 
to buy products online instead of going to the market. Another 
extensive research on digital marketing and how the digital 
environment infl uences consumers, experience, and infl uence 
revealed that consumers have started trusting word of mouth 
on digital media more than ever. This has signifi cantly changed 
the purchase pattern of consumers (Dominici, 2009). Another 
similar study done in the stores of Germany has revealed that 
digital marketing has impacted some of the stores in very drastic 
manners (Järvinen & Taiminen, 2016). Digital media impact the 
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purchase decisions, especially by social media infl uencers which 
have increased sales of one brand while the sales of another 
brand plummet (Wymbs, 2011). A further study has revealed a 
big gap in digital marketing development. Some brands have 
well-developed digital marketing websites, while others are still 
lacking. Only about 90 percent of the digital media websites 
give complete details about the product and have a simple e-mail 
feature to connect with the consumers.

In contrast, only half of these sites provided external links, 
and even fewer provided intractable content. Only a few websites 
try to collect information about the consumers. The number 
of websites that allow users to the user or user-to-company 
communication is even lower and accounts for only 5 percent of 
all the websites (D. W. Scott, 2015). A study aimed at revealing 
the potential of social media has revealed that social media can 
help brands form a lasting relationship with the customers if 
they properly interact with the consumer (Yasmin et al., 2015). 
A study done by brands and other organizations has revealed 
that digital media has infl uenced problem recognition, purchase 
decision, and post-purchase behaviour. Due to this, the brands 
have decided to reach out to the customers only when they 
can infl uence their decision the most (Patrutiu-Baltes, 2016). 
A further study has revealed that mobile applications have 
positively infl uenced college-going students the most. This is 
particularly true for the automobile market, in which a study has 
revealed that about 75 percent of people research cars on digital 
media before making any purchase decision (Farrar, 2010). The 
study revealed that consumers are positively impacted by social 
media and affected by the product reviews they read on social 
media platforms (Smith, 2012). Similarly, the consumers like to 
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post their post-purchase feelings on social media as well, and in 
this way, they impact the decision of other buyers (Todor, 2016).

With the advancements in technology, the inter-connectivity 
of the consumers has increased many folds and continues to do 
so in a very rapid manner. The organizations need to understand 
(Kotler et al., 2019). This positively impacts the consumers’ 
buying behaviour and how things are going; digital advertising 
will soon take over traditional marketing and advertising. 
Another study says that digital marketing has positively impacted 
consumers. Yet, it has many drawbacks, like it has reduced the 
level of tolerance in consumers, and they are more prone to jump 
ships (Järvinen & Karjaluoto, 2015).

High risk is involved when fi rms go for developing 
new products. High risk is because it particularly involves 
manufacturing markets in which the demands of the consumers 
are not direct and hidden, and the requirements products are 
implicit. In these situations, the development of products 
is complex because there is little collaboration between the 
project’s requirements and the organization’s current resources. 
Moreover, there revolves insecurity in customers’ desires and 
rivals’ activities. Despite this, new product development calls 
for new opportunities for gaining differentiation and competitive 
advantage. However, new product development involves great 
risk but potential rewards in terms of product success. Now, no 
matter, whatever happens, the ultimate solution is innovation. 
The good thing that happens to the fi rm is the development of 
new products. High revenue can be earned by developing new 
products (Dunphy et al., 1997). The importance and signifi cance 
of new product development and innovation can be admitted 
through academic journals, books, and business publications. 
Innovation is refl ected as one of the factors to the uprising of 
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industry and entrepreneurship. Products are convenient to 
make through the developments in techniques and processes. 
For example, the cost of transportation was reduced with the 
advancement of railroads and steam engines. Risk is associated 
with the development of a new product. Regardless of the exact 
fi gure for the success of new products, fi rms fi nance it to the full 
extend. In the past 25 years, the failure rate of new products has 
not changed from 35 to 45% (Boulding et al., 1997; Schmidt 
& Calantone, 2002). The percentage varies from industry 
to industry, the produced product, and plans and strategies 
implemented.

The development of radical innovation calls for a severe 
commitment by the top management and investments, with 
no guarantee of paybacks. In contrast, in the development of 
incremental innovation, the scenario is quite different. Risks 
can prevail when they are problems in the setup and investment 
is great (Levitt, 1966). The fact that new product development 
is diffi cult makes small alterations or incremental changes to 
the current product or may drive discontinuous innovations. 
Whether all new product development can be comprehensively 
related to NPD theory arises. The absence of market turmoil and 
technology unrest differentiates incremental innovation from 
many innovative actors. The environmental steadiness seems to 
lower the fi rm’s desire to produce new products using radical 
innovation. Accordingly, strategies and plans are more often 
smeared, which embrace modifi cation and competence than 
strategies linked to explorations (March, 1991).
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  2.5. New Product Development
Organizations put their maximum efforts into inculcating 

novel ideas which can be transformed into new products. The 
growth of fi rms depends on the successful development of new 
products. Firms rely on new products for their progress and 
growth (Hopkins, 1981). A new product refers to an innovative 
product, product refi nements, product variations, and new brands 
that an organization cultivates internally or through external 
bases (Kotler & Armstrong, 1993). For a new product to fail 
causes huge costs to occur.

Even though companies put hard efforts to refi ne and bring 
advancements in the development of new products, the chances 
of failure of the product are estimated to range from 37% to 
80% (Urban et al., 1987). The chances of failure and cost of 
products make it vital for organizations to look for new and 
innovative ways to make new products. For the organizations 
to remain competitive, remain adaptable to trends, and capture 
opportunities in the market are to develop new and innovative 
products. Researchers have included new dimensions of success. 
Bringing new and innovative fi rst will achieve fi rst-mover 
advantage and differentiation.

Comparing categories of innovation with different new 
product development processes is just like comparing apples 
with mangoes. It is important to know what the fi rm wants to 
accomplish and how its success can be measured. The goals of 
radical innovators are different from incremental innovators. 
So, the output of incremental innovation cannot be compared 
to the outcome of radical innovation. The main objective of 
the organization is to improve its revenues and capital. The 
increase and decrease in revenues affect the performance of the 
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organization. There can be different plans and strategies that 
could be implemented to achieve the objective. To achieve high 
incomes, one method is to produce premium products that are 
unique and different. A second method is to enhance the process 
so that the product produced is cost-effi cient, the sales growth 
may increase, and the fi rm will gain profi tability.

On the one hand, radical innovations provide prospects of 
producing unique and distinctive products; on the other hand, 
incremental innovations provide the opportunities to bring cost-
effective strategy in NPD use. For example, higher incomes 
are greater when the retailer employs incremental innovations 
for their brands. The retailers can achieve high profi tability; 
otherwise, they have handed over to the manufacturers. The 
change in customers’ tastes, needs, new market advancements, 
innovation moves, and the role of emerging countries like 
India, China, and Taiwan has made the competition intense 
for European and American companies to produce improved 
quality and low-cost products. Product development success 
results in customer value when the activities and practices are 
well performed (Brown & Eisenhardt, 1995; Zirger & Maidique, 
1990). Davis (1993) states that for survival, success, in the long 
run, carries immense importance, which is not like the fi nancial 
success of a short period, signifying that the period of the fi rm 
must be measured. The short-term fi nancial achieved can be 
attained when the organization reduces its money in product 
development. But the question arises: What will happen in 
the long run/ future? The short and long-run balance must be 
constantly considered (March 1991). The managers have to run 
the fi rm in the short and long run, with the motive of satisfying 
and fulfi lling the customers’ needs and desires, foresee the future 
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opportunities in markets, and balance the existing and future 
possibilities.

2.6.   Collaborative Culture
Collaboration refers to connections within the organization, 

a greater degree of incorporation through increased clearness, 
collaboration in members’ communications (adapted from the 
defi nition of cross- functional collaboration) (Jassawalla & 
Sashittal, 1998). Collaboration can be described as something 
with many abilities, i.e., necessary to go beyond a skillful 
set (Liedtka, 1996). Collaboration is not possible in fi rms 
limited to resources, and collaboration does not occur by only 
becoming a team member (Jassawalla & Sashittal, 1999). If the 
organization’s culture focuses on knowledge learning, knowledge 
and coaching within the organization divisions can benefi t 
collaborative innovation (De Long & Fahey, 2000). To achieve 
collaboration, one way is to support interactions and reduce the 
centrality of power (Dougherty & Takacs, 2004). Firms must 
inculcate a culture that supports collaboration among workers, 
with partners and persons of multidimensional perspectives, 
regardless of how business is conducted. In his book, “The 
Culture of Collaboration: Maximizing Time, Talent and Tools to 
Create Value in the Global Economy,” Evan Rosen explains the 
importance of collaborative implements to encourage workers 
and conduct business. He considers the ten cultural components 
existing when collaboration is active.

 ̆  Trust –Trust is needed; imagination and creativity need to 
be shared when something has to be created. We need to 
overcome our apprehensions and build trust to collaborate
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 ̆  Sharing – Collaboration could hinder if the ideas are not 
shared, and information is not exchanged. Discussions 
and interactions of ideas can enhance establishment and 
will make everyone feel worthy
 ̆  Goals – Collaborative tasks tend to be successful when 
suffi cient time is taken o comply with the goals before the 
project is initiated.

 ̆  Innovation – Collaboration upgrades innovation. The 
objective to become innovative calls for collaboration only 
to retain the status quo; collaboration is not meaningful.
 ̆  Environment – Collaboration and innovation are affected 
by the space and the atmosphere.

 ̆  Collaborative Chaos –Collaborative Chaos supports the 
unanticipated event and pays off exponentially.
 ̆  Constructive Confrontation –Successful collaboration 
supports sharing of ideas and expressing openly. People 
in Collaboration must challenge positively to encounter 
their dissimilarities and produce a better product.
 ̆  Communication –Collaboration encourages both 
organizational and employee to employee interactions

 ̆  Community –Trust and shared security provide the 
logic of well-being or a sense of community. Hence, for 
collaboration, the presence of community is necessary.

 ̆  Value – Mainly, a collaboration was done to create worth, 
e.g., capturing new markets, solutions for discrepancies, 
producing a new good or service, or sales growth.

To succeed in the marketplace, they must transform their 
culture from competitive to collaboration. This is a big change 
and important for productivity and maintained innovation. 
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Collaborative culture calls for team participants to support 
adjustments and alteration, give different and diverse opinions, 
and openly share problems. A shared goal directs the members 
of teams, and they work jointly to learn and share information. A 
collaborative culture supports the full participation of members 
with common devotion, attention, and upkeep for each other 
(Bstieler & Hemmert, 2010). For collaborative culture, it seems 
logical that intellectual teams are more suitable. Teamwork 
depends on employees’ ability to understand each other and 
govern their tasks and circumstances.

Organic structures are explained as those organizational 
structures prone to be fl exible and can adjust alterations in their 
recognized settings (Perrow, 1986; W. R. Scott, 1987). The 
categorization of organic structure is done through the complexity 
of work that calls for experts to deal with the tasks. Compared 
to mechanical structure, the organic structure can be described 
as horizontal hierarchies, slight diversity, confi ned command of 
chain, insignifi cant bureaucratic characteristics, and fl exibility 
when making decisions. All these allow the movement of 
information and knowledge and distribution of innovations across 
the fi rm’s departments (Burns & Stalker, 1961). According to 
situations, adjustments and modifi cations can be made in norms 
and procedures under the organic structure system.

As per Vera & Crossan (2004), the organic structure allows 
employees who are adaptable to changes and a transformation 
leadership style. The leaders favor organizations’ structure as 
non-centralized and direct teams, groups, commissions, and 
creativities. Communication is also done sideways and includes 
direction and incorporation. For the fi rm’s vision, employees 
work jointly to achieve the goal. For fi rms that want to be 
categorized by ongoing alterations, innovations in process, and 
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progress, it is necessary to reinforce the strategies made by 
organic structure with fl exible schemes.

The modifi cation and alteration made under organic 
innovation are more multifaceted than changes in the mechanical 
structure. According to this result, Coghlan (2003) proposed 
that organic-centered study is more diffi cult and seditious, the 
reason being, the main desire steered to investigate the inquiry 
process and to convert through serious learning in achievement. 
Through this process, participants can know their hypotheses as 
well as others. So, during the conversation, they can experiment 
with the current suppositions and standards and het aware 
of those needed. Under the organic structure, the team is the 
representatives who bring change. This style is a group centred 
where, the individuals involve themselves to understand, 
make suppositions, think about the investigation process, and 
act accordingly. The performances, accomplishments, and 
principles are administered when the participants recognize and 
discover their suppositions. The members ask questions and 
become mindful about the performance, which calls for a goal-
centered route.

The attentiveness is on learning and not the outputs which 
involve gathering relevant thinking and investigation. The 
employee gratifi cation and commitment with work increase 
when they are allowed to carry discussions for the investigation 
of research problems as compared to the involvement of 
workers under the mechanistic structure. According to Ambrose 
& Schminke (2003), these opinions and insights infl uence a 
fi rm’s structures. They advocated that organic structures provide 
a framework of justice in which members can interact face-to-
face. They characterized them as “interactional justices” and 
managerial faith. These features guide the worker’s approaches 
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to control operation management systems. Characteristics, 
e.g., believing each other and assurance among members, are 
provoked under organic structures.

According to the framework of organic innovations, 
management accounting systems are regarded be informative. 
These systems offer relevant information about the economy 
and fi nances of a fi rm’s operations. On the other hand, they 
govern management practices and activities (Johnson & Kaplan, 
1987). According to Özsomer et al. (1997), malleable structures 
allow for new ambitions’ progression and execution. When the 
decentralized structures are compared to centralized structures, 
decentralized fi rms tend to favor innovations because their 
frameworks enable interactions and in-formal structures when 
making decisions. It also allows the managers from different 
divisions to make changes that other departments in the company 
may accept. Employees can interact in program planning 
and execution discussions under a decentralized framework 
that affects the departmental goals. The full commitment and 
immersion of employees in functions will boost and upgrade 
the performance in work. Intra-fi rm connections refer to 
cross-functional communication and harmonization intended 
to upsurge integration. These links and connections with the 
organization members from different departments enable the 
sharing of ideas, imagines, creativity, and the joint efforts of the 
members working for varied dimensions of a task (Lengnick-
Hall, 1992; Spender & Kessler, 1995).
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2.6.1.    Role of Information Communication Technology 
(ICT)

Innovation has helped to achieve economic attractiveness 
and continue long-term commercial progress. For the fi rms to 
produce tangibles and intangibles from past eras, information and 
communication technologies (ICTs) have played a signifi cant 
role. Innovation in the IT-producing zone, the IT product prices 
have declined and have resulted in the investments to move for 
ICT. ICT investments have converged the conventional ideas 
into “enabling technology” (Jovanovic & Rousseau, 2005). 
Information and awareness have become viable for economic 
doings, and the sending and receiving of information is the 
core purpose of ICT (Powell & Snellman, 2004). Profi cient 
collaboration and ICT endorses building new information and 
data (Forman & Zeebroeck, 2012).

ICT has facilitated fi rms to develop new ideas for contacting 
their suppliers and customers. It has let the information processes 
become fast and made their distribution systems effi cient. Low 
capital is required to modernize the internal systems, use tools, 
and lower stocking with inventories. The communication and 
exchange of information have fallen the costs for coordination, 
thus lesser the workers required, lower becomes the costs and 
hence the decision making is made easier (Arvanitis & Loukis, 
2009). The business will be able to produce innovative products 
with the help of reduced communication and imitation costs. 
Organizations and consumers can avail benefi ts of communication 
technology, which overall enhances the economy’s progress. The 
cost of obtaining data and contributing to the market is reduced 
because of communication technology.
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The prominent feature of ICT is to create new data, 
knowledge, and information. This is why ICT is an essential part 
of the economic dynamism and the basis for an organization’s 
attractiveness. Hence, ICT plays a major role in business 
expansion (Hilty et al., 2006). ICT plays an essential role 
in bringing innovation to the organization and affects the 
organization’s progress. To know the incomes and development 
of the countries, the prevailing reviews of economy, technology, 
and in contrast to the build-up of human investment matters a 
lot (Easterly, 2001). The organization faces dynamism when 
they adapt to new technologies and innovations. There are 
different investigations done that examine the effect of ICT. For 
successful assimilation of ICT, the companies should ensure that 
the organizational structure, i.e., managerial, technological and 
fi nancial, workforce and elasticity in control from management 
etc. and features of ICT are narrowly interrelated.

Conferring to Alam & Noor (2009), it is necessary to 
implement ICT to capture the international environment, build 
close relationships with the customers and vendors, and improve 
quality. To enjoy a competitive advantage on a global scale, the 
implementation of ICT is essential. Some scholars investigated 
to come up with an analysis of the factors of environment and 
impact of ICT embracement on the profi ciency of companies in 
the private segment. Manochehri et al. (2012) devised that ICT 
(i.e., use of personal computers, mobile phones, internet, etc.) 
have four offering to companies:

 ̆ More prominence to organizations
 ̆ Small companies are given more data and information
 ̆ Guide the fi rms to abridge trade barriers
 ̆ Aid Financial dealings
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ICTs have a major effect on the enhancement of 
communication. The ICT concentration is also linked to this 
impact. Scholars found that operational performance enhances 
with the upgrading in communication inculcated through the 
embracement of ICT in manufacturing SMEs. The variations 
and prompt changes in the information and communication 
technology (ICT) zone also bring rapid innovations.

ICT is part of the information system, impacting innovation 
practice and implementation. The importance of ICT can 
differ from fi rm to fi rm. It depends on whether it wants to be 
an innovator or a receiver of innovation. The development 
and implementation of processes show viable application for 
teamwork and coordination, information and data management, 
and product designing. For the fi rms to be innovation receivers, 
the embracement process is essential to control, watch, and 
investigate competitiveness. The fi rms should innovate before 
the competitors do.

The process of learning and building knowledge is promoted 
through the information stored and obtained from the analysis 
(Vilaseca-Requena et al., 2007). For example, the client 
management system is worthwhile for process innovation 
because the data obtained will help know the customers’ 
requirements and desires. ICT positively impacts the innovation 
in the organization such that it helps the organization develop 
novelties in goods and services as well as establish new or 
improving current processes. It has been observed that ICT 
positively impacts the innovation of both products and processes. 
But the effect of LAN and Wireless LAN on innovation is 
negligible. Computer-aided Design (CAD), software associated 
with designing, positively affects producing a new product, 
whereas ERP positively affects process innovation.
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2.6.2. Impact of Collaborative Culture on Success of NPD
To produce innovative products or services, encountering 

alterations in market and innovation calls for external and 
internal collaboration. Cross-functional collaboration has been 
acknowledged by the experts and studies conducted. Each 
activity is considered to be dealt with in separate divisions, 
i.e., marketing, design, and manufacturing, across the fi rm due 
to the complicated process of NPD. Inadequate collaboration 
within the divisions can provoke many discrepancies, e.g., 
products not up to the expectations of consumers, meager 
product development, slow transfer of information across the 
division in the fi rm. Experts and studies have encountered 
these problems that can be solved through cross-functional 
collaborations. Wheelwright & Clark (1992) concluded these 
endeavors as meager, irregular, and communication not on time; 
these problems can be solved through a scheme of coordination 
done more often and on-time communication. Differences in 
cultures, thoughts, beliefs, and practices can lead to expensive 
associations (Hanson & Lackman, 1998). Under the process 
of NPD, the information exchanged in collaboration can be 
exclusive, and there may be leakage of risk of information 
(Yan, Luo, and Child, 2000).

In modern times, it has been seen that apart from cross-
functional collaboration, cross-organizational collaboration on 
NPD has also gained importance (Hagedoorn & Schakenraad, 
1990). Firms have been re- designing their accomplishments 
and procedures by focusing on their core advantages and 
collaboration with other organizations having matching core 
competencies. Cross-organizational collaborations support fi rms 
to obtain economies of scale and scope, reduce cost and risks, 
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which upgrades the process of NPD through associations with 
clients, vendors, and capture new markets and skills.

Sivadas & Dwyer (2000) mentioned a need to exchange 
information between members to cope with collaborative NPD’s 
fi nest coordination and fl exibility. The exchange of information 
across divisions of fi rms may be diffi cult, so that it may become 
unobtainable outside the organization (Perks, 2000). Collaboration 
for NPD may call for both the advantages and the risks and 
costs (Littler et al., 1995). The advantages include acquiring 
new expertise and innovations (Mohr & Spekman, 1994) or the 
approaches with which the creative and new ideas can be captured 
and grabbing the new markets (Littler et al., 1995).

The researchers have studied the organizational structure 
comprising formalization and centralization, and they have 
found its impact on the practice of research and information in 
the organizations. Formal and management-controlled fi rms can 
obtain the information more effortlessly than their competitors. 
Slater & Narver (1995) focused on the procedures and setup under 
which the members are empowered rather than the supervisors 
in a specifi c zone. Studies done accept the concept of organic 
structure is more feasible for new product development.

Therefore, the resourceful advantages of current information, 
i.e., inventiveness, rearrangement of procedures, tend to be 
sustained, whereas the unfavorable impact s, i.e., solving 
problems through narrow thinking, tended to reduce. As per 
previous research and its evidence, it can be stated that a fl exible 
way to current information, as it happens in organic structures, 
certainly smoothens the connection between current information 
and knowledge and the acquirement of novel, innovative 
knowledge. In an organic structure, communications are more 
abridged, enabling participants to interact across the fi rm’s 
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divisions. Such open communication is important for acquiring 
a collective analysis of obtained knowledge and information.

Dougherty (1990) examines that the innovative fi rms had 
greater collaborations across departments to share and dispense 
information. Compared to fi rms that were ineffective to 
innovation, they had a joint division knowledge in an old way. 
Greater interaction is needed across the task team (Shrivastava 
& Souder, 1987).

2.6.3.   Incremental Innovation Impact on NPD Success
To develop a new product, an organization needs concrete 

or immaterial assets. The success of NPD will not only depend 
on only taking rights steps. The availability of resources will 
allow the company to select the activities and organizational 
structure it wants to opt for in an organization. Still, it is only 
possible when the right resources are accessible. Incremental 
innovation for product development involves utilizing current 
information and understandings, techniques, and resources to 
build competitive products.

Garcia & Calantone (2002) explain incremental innovation 
regarding new product development to enhance existing 
products, adding new characteristics and functions. Incremental 
product capabilities are explained as the organizations 
developing product innovations that utilize, infl uence, and 
coordinate the current technologies being used in the fi rm. 
Compared to radical product capabilities, increment product 
capabilities are more used to extend product lines and utilize the 
current techniques, resources, and skills. Moreover, it is wise to 
use incremental innovation for product development in markets 
where breakthrough innovation is diffi cult.
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An Incremental Innovation approach will deliver the 
solution with the best chance of fi nancial success if customers 
respond to innovations measured to their current needs. The 
new product development philosophy described incremental 
innovation as competitive, reduced risk, and attracted a positive 
market response among many philosophies. This approach takes 
time and adds characteristics and improvements to the product. 
Incremental innovation offers fi nancial gains and signifi cant 
profi ts to the fi rm.

  2.7. Digital Marketing (Social Media Advertisement)
American Marketing Association characterized advertising 

as the technique which attracts customers, set of affi liation 
and cycles for make, impart, convey and trade help that has an 
incentive for clients, customers, partners, and society in general. 
It has consistently been essential to state the item to its crowd, 
and it’s the ideal way to get the brand name out and make deals. 
However, advancement can make in numerous ways, yet it’s 
important to fulfi ll the association’s targets by minimizing the 
costs. Digital marketing is the method for attracting customers 
through digital platforms. Chaffey & Ellis-Chadwick, (2019) 
states that digital platforms like Facebook, Instagram, Twitter are 
related to digital marketing mix with promotional advertising.

Digital marketing uses the objective market using a portion of 
the accompanying channels and social media sites, advertising, 
E-advertising, intelligent promoting (surveys, game ads, portable 
showcasing).

Digital advertising has been viewed as another promoting 
and gave new freedoms to organizations to do organizations. 
Advertising through digital platforms exercises led using 
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computerized channels empower promoters to directly contact 
clients effectively and effi ciently (Karami et al., 2013). Digital 
advertising has been the best means to gain a competitive edge 
and attract new and potential customers. The extra effort is 
paid to utilize the digital channels to promote to buyers and 
customers viably. While thinking about advanced channels with 
the digital promotion of products, the new improvement is digital 
advertising. The digital market is one of the most developing 
business sectors because of the expansion of customers. It is 
estimated to accomplish a great many customers in recent years. 
Digital marketing and promotion research would affect business 
growth and profi t (Lodhi & Shoaib, 2017).

The turn of events and digital marketing of digital innovation 
has changed how society measures its daily activities. One of the 
generally signifi cant impacts of this change is the development 
of new specialized instruments. New specialized devices 
arising with the advancement of digital ideas are called digital 
marketing. At the point of digital advertisement through digital 
channels are Facebook, Twitter, Instagram, and comparable 
informal communities that are utilized on the web and social 
platforms, journals, and websites (Hair et al., 2009). With the 
approach of new correspondence to clients with digital channels, 
currently accessible with digital marketing and advertising. 
Today there is very little use of marketing techniques, and their 
media platforms are printed (diaries, papers, and so forth), visual 
(TV, fi lm, and so on), and sound (radio) specialized instruments.

2.8.   Consumer Attitude
Attitude defi nes as the information or pessimistic sentiments 

about an item or action”. It can likewise be viewed as a “general 
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assessment that communicates the amount the consumer like 
for an article, issue, individual or activity”. A more extensive 
meaning of consumer attitude considers it to be “an association 
of inspirational, passionate, perceptual and intellectual cycles 
regarding some part of our current circumstance. As per Grewal 
et al. (2000), consumer attitude serves four capacities for people: 
information work, as a method for getting sorted out convictions 
about items or exercises like brands and shopping, frequently 
deciding resulting practices; Esteem expressive capacity, when 
attitudes are shaped and serve to communicate a singular’s focal 
qualities and self-idea; given consumer perception and behavior, 
with individuals tending to frame inspirational perspective 
towards compensating items and negative behavior towards 
different items and, when individuals structure their attitude 
towards to guard their inner selves and self-portraits against 
products and services. The four distinct impacts frame consumer 
attitudes; however, by and large, one of them assumes a more 
signifi cant part.

Perspectives consist of three primary parts: Cognitive 
Component, identifi ed with the consumer’s behavior about an 
item, which can be by and large assessed; Affective Component, 
identifi ed with the sentiments or enthusiastic responses to an 
article what’s more Behavior Component, the inclination to 
react in a specifi c way toward an item or action.

The three parts of attitude are signifi cant; however, they may 
change in the level of signifi cance concurring the inspiration 
concerning a mentality of consumers. Individuals with similar 
assumptions might seem to offer various responses, as indicated 
by their temperament, comprehension of the inquiry, method 
of articulation, and the translation of the appropriate response. 
When replies to a few inquiries have joined, the effect of such 
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misclassifi cation is explained by consumer attitude. Second, 
consumer purchasing tendencies will probably rely on various 
perspectives, and some are only concerned with customer needs.

Consumers are affected by different social frameworks 
like family, companions, neighbors, associates, and another 
social circle. These variables become more perplexing against 
developing characters according to capita pay, neediness, 
accessibility of foundation, and fi nancial improvement. Joshi, 
(2011) and states that consumer behavior is mostly affected by 
advertising and the experience of the usage of the product; they 
prefer to purchase products basis on their experience and their 
friend’s experience.

2.9.   E-Word of Mouth
For the most part, consumers are looking for item data to 

assist with settling on their buy choices. These days, there are 
a lot of item data accessible for purchasers through publicizing, 
advancement, etc.; in any case, buyers normally measure and 
trust the data from companions or different buyers more than 
those from retailers (Dellarocas et al., 2007).

With the improvement of the web and the developing fame 
of online media, electronic word-of-mouth (eWOM) (or once 
in a while known as online buyers’ audits) has become one of 
the signifi cant parts of data that’s consumers look for preceding 
settling on their buying decision (F. Zhu & Zhang, 2010). Late 
insights likewise show that 92% of shoppers look for eWOM 
and 40% of the structure and assessment on an item by perusing 
one to three surveys before buying any item.

Research in eWOM shows that eWOM impacts purchasers’ 
pre-utilization and purchase intention (consumer buy 
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expectation) just as buyers’ post-utilization practices (e.g., goal 
to share eWOM). While the effect of eWOM on purchaser 
intention is well-documented, restricted examinations have 
explored what eWOM might mean for long-term connections 
among retailers and their clients. It shows signifi cance as 
retailers have progressively stressed structure their associations 
with their suppliers and brands (McAlexander et al., 2003). 
Without fulfi lled customers, retailers can’t make due for long-
term association with them can’t satisfy their purchase intention 
(Anderson & Swaminathan, 2011). Hence, this article plans to 
add to the writing in eWOM by analyzing the effect of eWOM 
on buyer fulfi llment, which fi lls in as a signifi cant establishment 
for long-haul connections among retailers and their clients (Orel 
& Kara, 2014).

The effect of e word of mouth on consumer purchase 
intention has been displayed. A gathering part’s fulfi llment is 
heightened just after realizing that the gathering fulfi llment is 
higher than whatever an individual saw (Bohlmann et al., 2006). 
Even though Bohlmann et al. (2006) offer intriguing bits of 
knowledge concerning what e word of mouth effect on purchase 
behavior that happened after purchasers’ real encounter with the 
shop or brand and it means for a singular’s fulfi llment, to the 
best of the creators’ information, no examination has yet been 
done to inspected what e word of mouth mean for that happened 
before it might affect buyer intention.

Consequently, this article proposes and exactly looks at 
how friendly impact, explicitly eWOM, that happens preceding 
buyers’ buy choices might affect their fulfi llment with the bought 
item. Across three examinations, it shows that the openness 
to positive (negative) eWOM preceding purchase intention 
(diminishes) buyer fulfi llment. Such biased effect of eWOM is 
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more grounded when purchasers are less persuaded to handle 
data with exertion. These discoveries are predictable with a 
securing impact where purchasers excessively depend on an 
underlying word of mouth (e.g., eWOM) to improve the dynamic 
interaction because of a reluctance to handle data intellectually. 
This article adds to the literature in eWOM by recognizing its 
effect on molding retailer-buyer connections and further gives 
rules to retailers to all the more likely oversee eWOM just as 
creating and promoting communication procedures for retailers 
to improve their effective associations with their clients.

In the present digital world, purchasers have the freedom 
to fi nd out about other shoppers’ encounters with items (i.e., 
eWOM) through retailer sites (e.g., Amazon and Best Buy), 
survey sites (e.g., TripAdvisor and Yelp), and online media (e.g., 
Facebook and Pinterest) before buy. eWOM essentially affects 
buyers’ choices (East et al., 2008). For instance, positive eWOM 
improves customers’ buy probability (Ye et al., 2009) while 
negative eWOM prompts negative purchases toward the item, in 
any event when the nature of the eWOM is poor. In this article, 
the few researchers suggested that the openness to eWOM 
preceding buy fundamentally inclinations buyer satisfaction 
with their constant purchase behavior. This contention depends 
on earlier literature in friendly impact, securing and changes, 
and customer fulfi llment. Social impact happens when others 
impact a customer’s feelings, suppositions, or practices. Social 
impact can change consumer behavior in many structures, 
including consistency (one seems to concur with leaders yet 
keeps their disagreeing conclusions private), recognizable proof 
(one is impacted by somebody they prefer and regard), and 
their purchase intention (i.e., one acknowledges a conviction or 
conduct and concurs both openly and secretly).
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In this article, the researchers suggest that the openness to 
eWOM preceding purchase could impact customers’ attitudes 
and conduct through the type of purchase. Because customers, 
for the most part, use eWOM as a signifi cant impact of data 
and structure their perspectives about the items (Dellarocas et 
al., 2007) just as settling on purchase decision appropriately 
(Cheung et al., 2008). In this article, the writers contend that 
eWOM doesn’t just impact customers’ buy choices however 
it could likewise affect brand satisfaction with the bought 
item because of the signifi cant impact (Tversky & Kahneman, 
1974). Tversky and Kahneman, 1974) set that people will often 
excessively depend on earlier data (i.e., an anchor worth) and 
afterward inadequately changes their evaluation away from 
their self-esteem toward an answer that has affected their buying 
decision.

Buyers’ assessment will often be one-sided toward the 
underlying self-esteem (Jacowitz & Kahneman, 1995). 
Signifi cant impact is a power that has been seen in numerous 
specifi c circumstances and undertakings, including assessing 
certainty ranges (Block & Harper, 1991), assessing item packages, 
eWOM examinations (Chapman & Johnson, 2002), and bunch 
judgment (Whyte and Sebenius, 1997). A remotely given study 
rather than a self-created study is seen to have more weight and 
legitimacy. Accordingly, it can be presumed to be identifi ed with 
the signifi cant impact of e word of mouth on buyers and suppliers 
(Epley & Gilovich, 2006). The impact would likewise apply to this 
article because eWOM is remotely made by different customers 
and is viewed as the signifi cant relationship of data. Besides, as 
eWOM essentially affects customers’ attitudes through disguise, 
buyers might utilize eWOM as an underlying anchor for item 
assessment and make further changes as they contrast their real 
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encounter with the product. As customers’ assessment will, in 
general, be one-sided toward the course of the underlying study 
with the relationship of eWOM (eWOM), we recommend that 
the openness to positive (negative) eWOM preceding buy would 
decidedly (adversely) away consumer purchase intention of any 
product (Suh & Youjae, 2006).

  2.10 Consumer Purchase Intention
An idea or behavior, the conduct of any consumer to 

acquire a specifi c brand, is called Purchase Intention. It is the 
probability that a consumer is going for a particular brand with 
the motivation to legitimize his requirements. The thought of 
acquiring a similar brand can be founded on the brand’s name 
or the picture worked in the consumer perspective (Štefko et 
al., 2019). Wu et al. (2011) investigated private name brands 
to concentrate on consumers’ jobs and the nature of consumers 
on a singular’s probability to buy the item. It was observed that 
the store’s right picture expands the acquisition of private name 
items. The assistance quality also has a constructive outcome 
and builds the product and consumer purchase intention.

On the off chance that the association is dependable, it is a 
positive indication of the consumer purchase intention. It also 
helps make consumers survey its dependability through purchase 
intention. Numerous associations promote their items or brand 
through which they show the dependability of their association. 
There are two kinds of dependability: association reliability and 
the message in the advertising campaigns.

Both infl uence forming the practices and decision making 
about the consumers (Pino et al., 2016). An exact review directed 
at vehicle buyers shows people’s diverse buying conduct. 
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Questions identifi ed with purchase intentions were asking from 
individuals who own a vehicle and the purchasers.

Results that current vehicle proprietors aim to buy the current 
brand once more, which suggests that they have their consumers 
towards the brand consistent. The purchasers who bought 
vehicles interestingly, their purchase conduct showed that they 
were agreeable to those brands that have higher portions of the 
overall industry (Kassim et al., 2017).

2.11.     Hypothesis Development

2.11.1.  Integrated Marketing Communication in 
Multicultural Environment

The study states the effect of Integrated marketing 
communications, showing consistency and cooperative energy. 
It involves a different individual who cooperates with customers 
and brands to form the relationship. It focuses on brands and 
consumer purchase intention, which is reliable for the study. 
The study stated that integrated marketing communications have 
four critical factors (Kliatchko & Schultz, 2014). It also explains 
the relationship of IMC with consumers and brands, and it holds 
with the consumer experience at every level.

In the Forbes initiative blog, Bolman (2015) outlines the 
intricacy in question by clarifying that ‘the consumer experience 
occurs across an assorted arrangement of brand cooperation 
focuses all through deals, advertising, administrations, designing 
and retailing. The study incorporates the problems incurred by 
customers and organizations to attain their attention. It states the 
trust and loyalty of the customer with the brand. It is fundamental 
as publicizing offi ces, everything being equal and sizes, assume 
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a signifi cant part in empowering customers to receive IMC 
rewards.

Their commitment to the economy is huge, and the 
business’s troubles should worry all advertisers. Keller (2016) 
distinguished the moves customers faced due to the consistently 
expanding brand contact focuses and suggested that customer/
offi ce connections be investigated further. Keegan et al. (2017), 
as of late, created thorough literature of customer/organization 
associations with advertising by and by and distinguished 
various future exploration subjects. In the fi rst place, they call for 
research that produces great practice information and answers 
for testing issues. The previous study refl ected the changes to 
promote communication through marketing strategies where 
customers work with various organizations across computerized, 
digital marketing, and online media platforms and websites and 
perceive the expanding job of confi dence in empowering the co-
production of advertising messages.

This paper studies and tries to fi ll the gaps raised by Keegan 
et al. (2017) and pushes the study by analyzing consumer 
attitude through the IMC focal point. The paper fi rst studies the 
effect on consumer purchase intention to build up the business’s 
fundamental issues and, consequently, tends. These are imparted 
to a gathering of data and fi gures. Consumers have experience 
from both the customer and the offi ce sides of the communicated 
area, through a Delphi cycle, to set up what should be done to 
address these diffi culties addressed by IMC execution ahead.

There is an acknowledgment by few scholars and researchers 
that IMC is the best interaction to embrace in the current has 
multi-channel advanced climate (Keller, 2016), and there is 
developing proof that IMC brings about has a strong positive 
effect on brand and fi nancial performance (Porcu et al., 2017). 
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Integrated marketing communications (IMC) has been portrayed 
in every level of development (Kerr & Patti, 2015). This situation 
of understanding and improvement has risen out of various 
conversations and discussions in the literature in the course of 
the most recent 25 years on issues like what IMC implies (Luck 
& Moffatt, 2009), how incorporation can be accomplished 
(Porcu et al., 2017) and how it tends to be estimated (Schultz & 
Patti, 2009).

Kliatchko (2008) outlined the advancement of examination 
and suggested that conversations had continued from defi nitions 
and advancements to more explicit regions have a strong 
relationship between IMC with Branding and consumer attitude. 
The study stated that the accompanying defi nition, which 
was based upon this creating information, is as referred to by 
numerous scholars (Johansen and Andersen, 2012) a group of 
people driven business cycle of deliberately overseeing partners, 
content, channels, and aftereffects of brand correspondence 
projects’ (Kliatchko, 2008).

Kliatchko & Schultz (2014) state that IMC consists of four 
main parts: the utilization of various channels connected with 
media lack of bias, shopper centricity dependent on broad 
information-driven client knowledge, co-appointment and its 
reliability across the consumer attitude, their experience, and the 
contribution across all business divisions at an essential level. 
This affi rmation of the requirement for IMC to be executed at an 
essential level of an association has prompted a little yet critical 
consumer differentiation in the literature from IMCs, with refers 
to the coordination of various specialized strategies to IMC, 
which refers to planned behavior theory and it supports the theory 
(Luck & Moffatt, 2009). Further accentuation of this essential 
component has been given by both (Barker, 2013) and (Kerr & 
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Patti, 2015) and states new strategic integrated communication 
(SIC) and Strategic Integration (SI).

The acknowledgment of integrated marketing communication 
is likewise refl ected in the previous literature in the UK and 
their study. Olenski contends emphatically for customers and 
offi ces to recognize the signifi cance of IMC and the requirement 
for all conventional and computerized advertisements to be 
coordinated. In a Forbes blog, a study conducted by Dan 
uncovers that ‘integrated Marketing Communications has 
transformed into the space of most prominent signifi cance for 
Chief Marketing Offi cers (CMOs), has for an all-encompassing 
way to deal with draw impact in purchasers.’ The review affi rms 
that IMC is making the occupation of the CMO as far as control, 
responsibility, and estimation, regularly managing numerous 
organizations and channels.

Cultural marketing plays a vital role in promoting 
internationalization. Globalization is an inevitable process 
infl uencing cross-culture marketing strategies. Various products 
and services introduced in the international markets highly 
receive consumer attention throughout the year. For this, 
the organizations take countless marketing actions, thereby 
promoting multiculturalism. Indeed, this intercultural difference 
has made the marketers extend their reach to foreign borders, 
thus achieving business success.

Consequently, the blooming homogeneity and distinctive 
global cultures have made integrated marketing communication 
a world-encompassing discipline. Integrated marketing 
communication (IMC) is a multidisciplinary fi eld that coordinates 
conventional media practices to novel communication models 
(e.g., ICT) (Vel & Sharma, 2010). As the name suggests, IMC 
refers to the process of using unifi ed marketing tools (e.g., social 
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media, public relationship) for enhancing the brand identity in 
foreign markets. It uses the platforms such as television, social 
media, and radios for communication. Fundamentally, these 
distinct media channels allow the businesses to deliver seamless 
messages to the consumers, thereby developing a strong 
relationship with the fi rms’ stakeholders (i.e., customers).

Nonetheless, in the multicultural world, integrated marketing 
strategies have proven successful in fusing the conventional 
marketing approaches with modern communication technology, 
thereby guaranteeing business advancement in the foreign 
market. IMC strategies ensure the right conveying of the message 
to the audience. Presently, customers have been surrounded by 
numerous brand messages in today’s world. IMC strategies make 
the message appealing to the customers, thereby increasing the 
consumers’ trust in the brands’ offerings.

Potentially, globalization has encouraged marketers to 
understand the different cultures for communicating business 
offerings to the targeted market audience. This approach offers a 
sophisticated communication network, ensuring a quick response 
to global marketing challenges. The integrated marketing 
approach enhances the relationship between the organization 
and the customers, thus making the fi rm communicate cross-
culturally (Al-Ghafari & Khan, 2021). Considerably, the 
development in communication technology has improved the 
customer-oriented towards the communication channels (Turner, 
2017). The novel communication tool (i.e., IMC) has enabled 
businesses to achieve marketing goals. Indeed, it is essential to 
understand how this feature works in marketing.

Integrated marketing communication crosses national 
borders, thus winning the global markets. It ensures the 
effective development  of  the cross-communication network, 
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thereby integrating cultural viewpoints, values, and customs into 
fi rms’ promotion strategies. In the cultural context, integrated 
marketing communication supports the promotion of diverse 
cultural values in marketing communication.

Cultural values, norms, and customs, integrated into the fi rms’ 
messages are times ignored by the marketers. Ignorance of these 
components leads to misinterpretation of the fi rms’ message. 
Perhaps, understanding the importance of cultural values 
strengthens the practical value of marketing communication in 
the international market. IMC focuses on integrating worldwide 
cultures into fi rms’ marketing. The multicultural commination 
network provides deep insight into the cross-cultural 
environment. However, understanding the unique cultural traits 
of customers enables the organization to meet the consumers’ 
demands. IMC encourages buying and selling based on cultural 
characteristics. As a result, IMC has gained immense popularity 
in the multicultural environment during the last few decades.

  2.11.2.  Integrated Marketing Communication and 
Consumer Purchase Intention

Signifi cantly, with the world’s evolution, the high peace of 
globalization has fostered the world’s economic activities. The 
increased internationalization has actively integrated various 
business processes, thus changing the economic dynamics of 
a fi rm’s marketing communication. Indeed, the development 
of advanced technologies has accelerated the fi rms’ business 
processes, subsequently enhancing the fi rm’s marketing 
communication. In the context of marketing communication, 
advertiser aims to build positive consumer perceptions regarding 
the product offering. The generalized communication assists 
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the marketers in boosting the fi rm’s sales by strengthening the 
consumer’s awareness about the product features. In particular, 
modern marketing strategies have signifi cantly changed the 
communication models by introducing advanced information 
technologies into a fi rm’s business practices.

The advanced innovations in communication technology 
have intensifi ed the use of marketing tools. Arguably, among 
the various communication sets, marketers fi nd it problematic 
to choose the best communication tool for targeting consumers. 
Indeed, the literature shows that fi rm’s marketing communication 
strategy has given birth to a modern concept known as Integrated 
Marketing Communication (IMC), which refers to using 
multiple media for product branding (Melnikova et al., 2016). 
Advertising demands unique telecommunication technology 
for driving the fi rm’s communication process. Fundamentally, 
communication forms the basis of human interaction. With the 
increasing globalization, business trends have changed. The 
exchange of knowledge, technology, and communication has 
accelerated global business activities, thus making the fi rms 
expand their operations in the international markets. In recent 
years, the phenomenon has evolved, making fast communication 
tools to assist organization marketing activities.

Consequently, these changing trends in advanced 
technologies have made communication development the 
fundamental innovation of today’s digital world. The relationship 
between the organizations is radically expanding, as in the 
homegrown market, just as in the global market. Today, the focal 
issue that organizations manage isn’t the absence of items or 
administrations or the loss of purchasers. In these conditions, 
integrated are the ones that can make organizations cut in their 
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activities by building up long haul associations with consumer 
purchase intention (Descotes & Pauwels-Delassus, 2015).

Organizations don’t keep thinking about whether to speak 
with purchasers, how to impart, separate themselves from others, 
and how frequently to speak with the objective gathering. To 
separate themselves from different organizations, they need to 
focus on the objective gathering. The primary motivation behind 
correspondence is to pass on the message and acquire and 
hold customers (Malthouse et al., 2004). Integrated marketing 
communication is a complicated interaction. The nature of the 
communication, to a great extent, relies upon the nature of the 
business connection between the organization and consumers’ 
purchase intention. The organization’s objective is to construct 
long-term associations with buyers. It needs clear communication 
and interaction with them both in a customary manner and the 
electronic item. The idea of the IMC assists administrators in 
adapting to the market perspective.

IMC is a business interaction that recognizes a compelling 
and proper means to state with purchasers about its contributions 
just as to construct great connections. The expansion of 
the Internet has changed the business scene for worldwide 
organizations, bringing about the outstanding development of 
fruitful web- based organizations, like Amazon, Grab, Lazada, 
Facebook, and Google, as central participants in the advanced 
economy (Kannan, 2017). As per Statista (2018), Malaysians 
spent roughly USD 6 million out of 2018 on the internet 
shopping and purchaser merchandise, representing USD 3.1 
million of complete online business spending, which was the 
most elevated in the Southeast Asia locale. Shockingly, 88% of 
Malaysian grown-ups possessed cell phones and went through 
around six hours online from any gadgets.
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It has prompted intense contest in the online and social 
business market, and players are searching for creative ways of 
drawing in online consumer purchase intention just as holding 
existing clients (Mohd Satar et al., 2019). At that point, the IMC 
advanced, and the idea of digital advertising carried uncommon 
changes to the advertising fi eld and substituted customary 
promoting techniques for fi rms to discuss successfully 
with consumers in integrated marketing communications. 
Organizations are ready to expand their consumer purchase 
intention by integrated marketing communicated sources.

In addition, digital marketing is profi cient in drawing in 
a wide scope of customers, granting organizations to impart 
to consumers adequately using online media from different 
foundations and to direct them the purchase intention (Lodhi 
& Shoaib, 2017). Integrated marketing communication is 
promoting likewise successfully reinforces the brand esteem 
by wiping out brand errors as a consumer’s trade of thoughts, 
sentiments, and experience that lead to more prominent purchase 
intention. Putting resources into the digital advertising industry 
requires a high spending plan; however, top administration will 
generally contrast it with integrated marketing communications 
with a positive, mature, and demonstrated return on investment 
(ROI) history.

Integrated marketing communication gives a multi-stream 
stage to clients to control the purchase behavior through item 
testing and checking (Świeczak & Łukowski, 2016). In any 
case, the change of deals prompts deals is considered without 
appropriate promoting content to persuade consumers for 
planned deals to promote their products and a pattern of digital 
marketing (Epstein & Yuthas, 2007). Numerous consumers have 
trust issues, particularly uncovering individual information; for 
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example, when Yahoo penetrated 500 million client account 
information, the client relationship was buyers’ lives (Whitler & 
Farris, 2017). Security of data and protection are essential; these 
have turned into a test in advanced promoting because client 
information is shared without consent between organizations 
and pop-ups. Clients ought to control their information before 
their data is taken advantage of by IMC (Bostanshirin, 2014). 
Consumer purchase intention has developed questions about 
digital advertising, and it is subsequently suggested that 
organizations construct brand trust and digital marking as 
arrangements. Many organizations put resources into digital 
advertising as an association’s present and future maintainability.

Accordingly, this signifi cant shift in the global market has 
made marketers adopt advanced marketing techniques for 
promoting their products. Recently, the global marketplace 
has driven businesses to adopt advanced technological tools 
for improving the fi rms’ advertising strategies. Integrated 
marketing communication is a structured process, enhancing 
the organization’s marketing practices. It helps businesses 
develop, execute, and analyze the fi rm marketing programs, 
thus establishing a persuasive interactive network. It uses the 
mass media such as TV, radio, social media, and newspapers, 
thereby developing an effective method for communicating with 
the population.

Perhaps, it is the most well-known promotional tool 
used in advertising. Considerably, this innovative marketing 
communication tool (i.e., IMC) allows businesses to form 
a dialogue with prospective customers about the product 
offering. In today’s world of globalization, organizations 
communicate with the customers to provide them with relevant 
product information, ultimately gaining their attention. In the 



 Grant-In-Aid Multi cultural Research Award Program 2021

82

competitive environment, the survival of the companies requires 
the organization to transfer accurate and detailed information to 
the consumer for supporting the consumer purchase decision. 
IMC enhances the organization’s marketing channels while 
synchronizing the companies’ communication messages over 
different digital networks (McGrath, 2005).

Indeed, Integrated marketing communication has gained 
considerable growth during the past few years. In the evolution of 
the business market, modern communication marketing (i.e., IMC) 
has achieved signifi cant importance in accelerating the impact 
of novel opportunities on consumer behavior. Signifi cantly, IMC 
integrates the marketing elements into a fi rm’s communication 
strategy for achieving information consistency and credibility 
(Madhavaram et al., 2005). It emphasizes the active delivery of 
communication messages to the targeted audience, convincing 
them to buy the product. IMC addresses the consumer’s need for 
information. It aims to help marketers fi nd potential audiences, 
in particular, satisfying the individual’s needs by fulfi lling the 
essence of consumer orientation. It recommends that marketers 
focus on changing consumer preferences, buying patterns, and 
behaviors, thus making the product more attractive to most 
consumers. Indeed, identifying an interactive communication 
pathway has become essential for many businesses. Hence, IMC 
develops an effective way of achieving the marketing goal, thus 
encouraging the individual to buy the product.

Consistently, the world’s global markets have potentially 
saturated with numerous products and services. Hence, building 
product differentiation might be a diffi cult task for marketers. 
Perhaps, in today’s world, the only way organizations can differ 
from their competitors is through the organizational process 
of communication. IMC plays a signifi cant role in developing 
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and communicating a differentiation strategy to the proposed 
customers. During the communication process, IMC introduces 
new products to the customer, thus encouraging them to make 
a purchase decision. Primarily, the organization aims to attract 
customers, thereby making the consumer buy the company’s 
product. In such a scenario, IMC fulfi lls the organizations’ 
goal of designing an effi cient communication message, thus 
positively infl uencing consumer purchase behavior.

Consumer purchase behavior largely depends on the fi rms’ 
communication process. Perhaps, the novel communication 
channels have encouraged businesses to establish a strong 
relationship with the stakeholders (i.e., consumers). IMC 
provides the companies an advantage of communicating with the 
potential audience. This tool strengthens the association between 
the consumer and the fi rm, thus encouraging the consumer to 
buy the company’s product.

In particular, Consumer purchase decision depends on 
consumers’ need for information search and product recognition 
(Mihart, 2012). The incomplete information makes the buyer 
buy the wrong product. This dimension of risk decreases the 
likelihood of the consumer’s next purchase. On the other hand, 
the information relevance assists the consumer in making the 
right purchasing choice. It guides the individuals in choosing 
the best product among the alternatives. Through this approach, 
the organization speaks to the customer. Fundamentally, it 
makes the individual alter their purchase decision based on the 
message sent to them. It makes the consumer realize the value 
and benefi t of the goods offered to them by the company. The 
communication message sent to the customer can convince the 
individual to change their attitude towards the offering.
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Considerably, integrated marketing communication has 
gained considerable popularity in recent years while adding 
value to the fi rms’ effective marketing performance. It provides 
a competitive edge over the businesses by establishing a strong 
communication network with the consumers. It develops a 
profi table customer-fi rm relationship by increasing the product 
value (Mihaela, 2015). It fundamentally accelerates the companies’ 
fi nancial growth, thus building an enduring relationship with 
the consumers. Moreover, it also infl uences consumer buying 
behavior by designing an effective marketing communication 
strategy. Marketing communication fundamentally motivates 
the consumer to buy the product, thus making the IMC play an 
integral role in the fi rm’s marketing process.

  2.11.3  Digital Marketing (Social Media Advertisement) 
in a Multicultural Environment

Over the years, the novel advancement in technology has 
driven the world, building up various ways to connect. In the 
digital era of the social web, advanced technological models have 
dominated the world by replacing traditional communication 
channels with novel information systems. The consumer-
centered markets have highly accepted the new approaches, 
thus making the degree of innovation accelerate the adoption 
rate (Barnes & Jacobsen, 2013). Indeed, these progressing 
technological developments have given birth to a modern marvel 
named social media.

In recent years, the new social media has become the reality 
of our everyday lives. The global society has made individuals 
adopt novel tools for exchanging messages, subsequently 
establishing interactive communication networks (Chatzithomas 
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et al., 2014). Social media drives the communication process, 
making people communicate across borders without being 
confi ned to time and distance. The compression of time and 
space has extended the scope of social media, thereby making 
the world crushed into a small fi eld of marketing.

Communication forms an integral component of the 
intercultural process. Social media is a broad term that gathers the 
global population under one roof by creating a common ground 
for communication. Social media includes various platforms such 
as Facebook, Twitter, and YouTube. Social media advertising 
conceptualized promoting digital marketing worldwide with 
integrated channels (Johnston et al., 2018). For example, 
Facebook brings individuals of different cultures together, thus 
providing the customers with an interactive medium for sharing 
thoughts, ideas, and opinions. The unique features of social 
media allow the organizations to understand the multicultural 
norms, thereby establishing a cross-cultural marketing strategy. 
Accordingly, YouTube is a video-sharing platform that permits 
brands to market their products. It makes the global community 
view the content presented by the organization. It fundamentally 
provides the opportunity to the companies to advertise their 
products to a cross-culture audience.

Social media advertising rigorously develops consumer-fi rm 
engagement using a cross-modal communication system 
(Sawyer, 2011). However, there are times when marketers ignore 
the signifi cance of digital media due to their lack of knowledge 
of incorporating it into marketing strategies. In particular, social 
media complements the fi rm’s marketing strategies by increasing 
the brands’ presence in the international market. The advent of 
social media fosters the process of digital marketing. Companies 
intend to integrate social media marketing into their promotional 
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strategies to boost brand awareness. Considerably, social media 
provides companies with a comprehensive network for digital 
marketing. Fundamentally, it broadens the fi eld of marketing 
beyond making the consumers informed about the new product 
to increase their level of commitment.

Perhaps, the interactive nature of SM allows marketers to 
engage with multicultural consumers. Its instant communication 
feature makes the company promotes its product across the globe. 
The global social media advertisement employed across national 
borders dominates the international markets with interactive 
features (e.g., foreign reach and personalization) (Moriuchi, 
2021). Given the statement, online social media networking 
is at a potential where marketers gain global reach to foreign 
marketers. The online media known as (eWOM) is signifi cantly 
progressing in the international market while serving the global 
communities (Goodrich & de Mooij, 2014). In particular, the 
novel addition (i.e., social media) in digital marketing has 
increased the fi rms’ coverage beyond the national boundaries, 
thus stimulating customer purchase behavior.

In particular, social media advertising motivates the consumer 
to make a favorable buying decision. In the multicultural 
environment, digital marketing ensures the brand life while 
making cross-cultural advertising fulfi lls the societal needs of 
the global communities. Signifi cantly, social media advertising 
promotes the brands’ offerings. Accordingly, SMA potentially 
boosts the fi rms’ sales, thereby making the multicultural 
consumer create a positive picture of the product in their minds. 
Hence, marketers ensure that promotion messages appeal to the 
universal communities to achieve the business purpose. The 
cultural needs of the consumers are fundamentally emulated in 
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the advertisement, thereby arousing novel desires in individuals 
for buying the offered product.

Additionally, cross-cultures value the individuals’ traditions, 
beliefs, and norms, thus making social media form a unique 
relationship with the host countries regardless of geographical 
boundaries (Sawyer, 2011). It makes the businesses stay 
connected to the host country while maintaining connections 
with the home nation. Cultural differences affect individuals’ 
communication concerning cultural norms, behaviour, and 
customs. Given the statement, new social media brings various 
cultures together. The attractive features of SM motivate the 
marketers to fulfi ll the social needs of the consumers. Cultural 
diversity supports the realization that individuals follow different 
beliefs, norms, and values. In support, social media promotes 
intercultural adaptation, thereby satisfying the demand of the 
cross-cultural environment.

Intercultural dialogues are essential in today’s world, where 
various cultures blend through social media marketing. The 
cross-cultural environment allows the organization to promote 
its products while joining the consumers together with social 
media. These marketing tools enhance a social network of global 
communities’, thus making the companies provide their services 
across the border. It makes the marketers develop an interactive 
marketing strategy, infl uencing the individuals’ emotions 
without disrespecting their intercultural values. Subsequently, 
social media strengthens the organizations’ marketing strategy 
by understanding the changing needs of the different cultures.

Concluding, social media has shifted the power from the 
hands of the marketers to the consumers (Johnston et al., 2018). 
Social media reinforce individuals to stay connected in this digital 
environment. As technology advances, social media in the cross-
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cultural environment enhances the consumers’ purchase choices, 
providing them with a better buying experience. Furthermore, 
social media advertising improves the brand’s market presence 
by offering products based on consumers’ cultural values. 
SMA satisfi es the social needs of the consumers by providing 
them with relevant information, thus stimulating their positive 
responses. Hence, marketers need to be strategic in utilizing 
these platforms for achieving their goals.

  2.11.4.  Digital Marketing and Consumer Purchase 
Intension

Over the years, the progressing digitalization has affected the 
worldwide economies, considerably increasing the importance 
of marketing communication tools. Traditionally, businesses 
did not realize the benefi t of using digital technology. But now, 
the time has arrived where modern technological advancements 
have transformed individuals’ lives by infl uencing the business 
mode of communication. In the business world, organizations 
are surrounded by technology, thus leading the fi rms to achieve a 
substantial advantage. The emerging technological changes have 
reduced the cross-border communication cost, making it easier 
for organizations to target the consumers of foreign countries.

Indeed, the literature reveals that the novel technological 
development in marketing provides numerous opportunities for 
businesses to connect with the potential populace, thus making 
organizations establish an effective communication system 
(Tehci, 2021). Given the explanation, innovative development 
and digitalization have given birth to a new concept known 
as digital marketing. Digital marketing is a new concept that 
encourages businesses to excel in the international market 
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while establishing a constructive relationship with customers. 
Promotional activities conducted via online channels enables 
the marketers to communicate with the targeted consumers 
irrespective of the geographical location. Digital marketing 
connects the product sellers with the customer. Perhaps, this 
communication tool allows the digital platforms to advertise the 
products to the potential audience.

Moreover, in this competitive world, businesses fi nd it hard to 
reach the markets with the highest concentration of consumers. 
That is because marketers usually fail in employing digital 
communication methods. In such circumstances, social media 
has emerged as the solution to the given marketing problem. 
Among the new avenues, social media is the fundamental tool 
driving the fi rm’s marketing activities. In particular, social media 
harness the brands to engage with the consumers. It allows fi rms 
to interact with  the consumers, thus encouraging them to form 
a long-term consumer-fi rm relationship. Social media develops 
a strong bond between the customer and the fi rm through social 
media attraction.

Furthermore, social media drastically infl uences fi rms 
marketing practices. It assists the marketers in shaping the 
promotional messages according to the consumer needs 
and preferences. Hence, to promote the products, marketers 
require developing interactive marketing tools for designing 
promotional messages. The productive use of social media 
involves prospective customers purchasing products of their 
interest. Undoubtedly, Social Media Advertising (SMA) is an 
effective tool gaining popularity among strategic marketers. The 
usefulness of social media advertising depends on the marketers’ 
ability to customize the product, thereby advertising the product 
to its potential.
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Digital marketing is another strategy in the fi eld of internet 
advertising by affecting customers through a wide scope 
of collaboration channels, like web-based media, portable 
applications, online journals, messages (SEOs), focused on nearer 
correspondence in different structures that pass on promoting to 
purchasers (López García et al., 2019). Sawicki (2016) depicts 
advanced showcasing as an investigation of the digital marketing 
of advances that have made a stage for connecting a huge base of 
consumer purchase intention. Also, digital marketing includes 
the advancement of labor and products through the social media 
platforms and business stage with continuous reaction to Internet 
organizations.

Consumer intentions have become imperative for improving 
digital advertising and online deals. Consumer purchase 
intention has delegated an interaction typically identifi ed with 
their conduct, discernment, and mentality (Mirabi et al., 2015). 
Purchase Intention with the impact of value examination and 
quality (Mirabi et al., 2015). A consumer, by and large, has a 
low-fi nancial plan item with helpless pressing and a new brand 
as a less dependable and high-hazard item.

Customers are impacted by digital inspiration (the site 
data) and inside inspiration (shopping experience) in the buy 
interaction (Athapaththu & Kulathunga, 2018). Although more 
prominent buy expectation is conceivable through a drawn-in 
site, online administrations, what’s more, has for impacting the 
target and inspiration of the consumer to get to the site for item 
search and buy. Athapaththu & Kulathunga (2018) found different 
phases of procurement aim before concluding consumer of the 
item dependent on experience, current information, interest, 
inclination, enticement, and buying impact of the shopper.
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Vahdati & Mousavi Nejad (2016) likewise underscored that 
data looking on the Internet builds the fulfi llment level and delight 
of buying items and administrations. In any case, this consumer 
purchasing intention, and visits to the computerized stage, and 
positive proposals and surveys of the publicized item (Masoudi 
et al., 2015). Dehghani & Tumer (2015) stated that marking 
builds purchasing intention in examining advanced promotion. 
Since the pattern changes over the long run, consumers refer to 
the online item before settling on the right consumer purchase 
intention.

Digital advertising is the latest advertising device normally 
utilized for correspondence and advancement of administrations 
and items without constraint on schedule, area, and expenses 
(A. J. Kim & Ko, 2012). Wibisurya (2018) uncovered that 
computerized advertising emphatically affects buy goals, 
signifi cantly affecting appealing substance, personalization, 
and customization for the purchaser. Dastane, (2020) stated 
who have shown a benefi cial outcome of digital advertising 
on purchasing goals through a trade of assessments between 
purchasers. Chaffey & Smith (2017) have shown a connection 
between digital marketing and consumer purchase intention 
from the plan format of digital marketing. Such work doesn’t 
buy aims using digital marketing devices.

Social media marketing has a profound effect on consumer 
buying behavior. The increased popularity of the social media 
platforms such as Facebook and Twitter open the doors for the 
customers, thus promoting online branding. The new virtual (i.e., 
social media) platforms include Facebook, Twitter, and YouTube. 
Social media platforms provide the consumer with basic product 
information, thus encouraging individuals to buy the product. 
Consumers use social media to acquire information about new 
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brands. Arguably, consumers are getting smarter nowadays in 
forming a purchase decision. Today’s consumers are well aware 
of the benefi t of digital media. The relevant information about 
the brand assists the consumers in their purchasing decision. 
For this, marketers are immensely studying the consumers’ 
behavior, thus infl uencing their purchasing intention. The 
SMA potentially inspires the consumer to buy the product. 
However, social media tool enhances the marketing activities 
of the brand, thereby increasing the likelihood of the consumer 
purchase intention. Consistently, SMA allows businesses to 
rock the niche by entering the market with massive consumers. 
Fundamentally, it has evolved from the prime activity of sharing 
data to engaging with a vast consumer base. SMA is growing 
while providing the consumer a medium to receive information 
regarding the product purchase. Through the use of social media 
platforms, marketers attempt to capitalize on their targeted 
consumers, thereby boosting the presence of the advertised 
product. Such promotions make the consumer realize the need 
for the product, ultimately purchasing the product. Consumer 
purchase intention fundamentally predicts individuals’ behavior. 
It forecast the individual’s ability to be involved in the product 
purchase. Purchase intention is one of the essential inputs that 
need to be studied by marketers. It identifi es the consumer 
consumption pattern, interest, and preferences regarding 
the fi rm’s offering. It provides the advertisers with valuable 
data for evaluating the consumers’ buying choices. Given the 
illustration, the study states that advertisers should accurately 
examine the consumer’s purchase journey for estimating the 
impact of SMA on consumers’ purchase decisions (Yadav & 
Rahman, 2017). The consumer with high purchase intentions is 
most likely to buy the products. Recently, consumer purchase 
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intention has shifted from offl ine purchasing to online buying 
(Van der Heijden et al., 2003). Given the statement, the study 
shows that social media websites have reduced the work of the 
consumers, thus facilitating their purchase behavior (Richard & 
Guppy, 2014).

Notably, social media advertising signifi cantly affects 
consumer purchase intentions. As observed in today’s marketing 
sphere, social media advertising enhances business marketing 
while infl uencing individuals’ communication networks. The 
rapid technological changes have altered the fi rms’ promotional 
strategies, thus establishing an unbreakable consumer-fi rms 
bond. Social media advertising is a novel marketing concept 
that encourages buyers to purchase the product. Hence, this 
innovative approach allows the buyers to stay connected with 
the brands through a two-way communication process (A. J. 
Kim & Ko, 2012).

Concluding, the development of information technologies 
has altered the business process. The modern invention of digital 
technologies has eroded conventional business practices. In 
particular, digital marketing is the most effective communication 
tool that has gained tremendous progression over the last 
few years. However, the advent of communication platforms 
has made marketers eliminate the conventional marketing 
approaches while designing the advertising strategy (Phillips & 
Noble, 2007). Social media advertising has a profound effect 
on individuals’ buying behavior. SMA allows the marketers to 
deeply analyze the needs of the consumers, thus motivating them 
to make a favorable purchase decision. Indeed, SM increases the 
fi rms’ potential in evaluating the alternatives, thereby infl uencing 
the consumer purchasing behavior.
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  2.11.5 Consumer Attitude in Multicultural Environment
Over the years, the changes in the cross-cultural boundaries, 

the dynamic confi gurations of consumer markets, and potential 
multicultural forces have drastically shaped the new pattern of 
consumer choices. The rapid regional integration has removed 
the cultural barriers, thus establishing a unifi ed structure of 
emerging markets. Furthermore, the growing advancement in 
information technologies has decreased the universal distances 
fundamentally, linking the worldwide foreign markets (Douglas 
& Samuel Craig, 1997). Perhaps, these immense developments 
have exposed the consumers to a new myriad of consumer 
behavior, thus altering the consumer preferences beyond the 
national boundary. The new sovereignty has made the businesses 
break through the national broader, thereby tapping into global 
cultures of the international markets. Hence, this changing 
phenomenon has encouraged the national consumers to resurge 
with their ethnic identities, allowing the foreign market offerings 
to shape the consumer attitude towards the product. Indeed, such 
changes have made the marketers take a fresh look at the cross-
cultural consumers’ attitudes, thus favorably stimulating their 
purchase decisions. Signifi cantly, the literature shows that the 
radical changes in the multicultural business environment have 
potentially changed the consumer taste and preferences, thus 
altering the consumer attitude by introducing novel products and 
services in the international market.

Attitude refers to the individuals’ feelings and perceptions 
towards a specifi c product. Consumers’ attitudes are the true 
refl ection of their buying behavior. The attitudes are supposed 
to be fi rm, concrete, and diffi cult to change. For example, when 
consumers hold a negative attitude towards the product, they 
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exhibit unfavorable feelings towards it, subsequently rejecting 
the brands’ offering. Therefore, it has become essential for 
marketers to assess the consumer preconception and judge 
their choices for inverting the negative attitudes into positive 
beliefs. Understanding the consumer’s attitude in multicultural 
settings empowers marketers to better deal with the changing 
consumers’ attitudes, potentially confi guring new ways to attract 
the customers (Vida & Plassmann, 2015).

Potentially, in the multicultural environment, consumers are 
continually exposed to numerous information and advertisement 
infl uencing their attitude. Creating a positive image in consumers’ 
minds alters their consumer attitude, thus positively guiding 
consumers’ behavior. As a result, marketers must develop and 
launch effective promotional strategies, enabling consumers 
to perceive the information, thus forming a positive attitude 
towards the brand.

Nonetheless, in the cross-cultural setting, members of 
different ethnicity move along, bringing distinct beliefs and 
customs together. In such circumstances, businesses need 
to ensure that the multi-social cultures positively shape the 
consumer attitude, substantially responding to the demands 
of the cross-cultural marketplace. In the international market, 
foreign branding is only successful if it infl uences the consumers’ 
attitudes and perceptions. The current market characterized 
by cross-cultural boundaries ensures products according to 
consumers’ tastes. Indeed, this approach allows businesses 
to acquire market sustainability by stimulating favorable 
consumers’ attitudes. Consistently, social beliefs ensure the 
product’s acceptability. Values are the most stable beliefs 
driving the consumers’ attitude, thus encouraging consumers 
to display positive behaviors. Individuals demand consistency 
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in their attitudes, thoughts, feelings, and behavior. As a result, 
consumers’ attitudes drive from their behaviors’. Concerning 
the cross-cultural theory of consumer behavior, cultural beliefs 
increase the consumer association with the product, thereby 
recording a positive attitude towards the product features.

In particular, consumers had surrounded by diverse cultural 
communities. The integration of multiple cultures has made 
the individual value system stronger (e.g., beliefs, thoughts, 
perceptions). In a multicultural environment, consumers exhibit 
acceptable attitudes within their culture. If the product fails 
to meet the cultural attributes, it results in rejection by the 
consumers. Indeed, the brand that is not consistent with the culture 
fails to perform in the cross-cultural setting. In the multicultural 
marketplace, consumers gain confi dence if the brand fulfi lls its 
cultural requirements. Hence, the organizations’ success largely 
depends on the ethnic satisfaction of the consumers regarding 
the brand offerings. The consumers’ negative perception towards 
the brand encourages the business to cater to the social needs and 
interests of the consumers, thereby achieving business success. 
If the brand fails to fulfi ll the consumers’ social needs, it faces 
a backlash from the consumers’ side, causing the fi rm to lose 
status in a multicultural environment.

The attitude of individuals alludes to their thoughts and 
feelings associated with the product features. Multiculturalism 
has affected the world’s prime markets, thus changing consumer 
thoughts. In the multicultural environment, various factors 
infl uence the consumer attitude. Product familiarity in the cultural 
context is a strong driver of the consumers’ purchasing process 
(Nacef et al., 2019). Product familiarity supported by cultural 
values makes the consumers associate positive thoughts with the 
brand, thus recording positive customer attitudes. Accordingly, 
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culture labeling on the product packaging manifests individual 
positive inclination towards the product characteristics (Li & 
Dando, 2019). The culturally acceptable labels increase the 
chances of product acceptability, thereby infl uencing consumer 
choices. Likewise, multicultural advertisement demands the 
foreign language mentioned on the product. The cultural 
language increases the effectiveness of the brand message, thus 
enhancing the consumers’ perception regarding product features 
(Salciuviene et al., 2010). Hence, in cross-culturalism, all these 
elements stimulus the buyers’ choices by exhibiting a positive 
attitude.

The diverse infl uence of multiculturalism makes the 
consumer interact with the product differently. Culture plays an 
integral role in infl uencing the consumers’ beliefs towards the 
products. It modulates the customers buying actions by sensing 
their tastes and preferences. Consumer cultural background plays 
a predominant role in forming the consumer attitude. Therefore, 
for guiding the consumers’ positive beliefs, a deep understanding 
is required concerning the diverse effect of multiculturalism on 
consumer purchase behavior.

Typically, researchers view cultures from the nation’s 
perspective. This ignorance of subcultures ignores the consumer 
social values and preferences, ultimately resulting in market 
failure. However, marketers include distinct cultural groups in 
multiculturalism while designing marketing strategies. Perhaps, 
this topic has gained immense importance in multicultural 
research in marketing management and social sciences (e.g., 
consumer behavior).
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  2.11.6.  Consumer Attitude and Consumer Purchase 
Intension

Over the past few decades, various studies have examined 
the effect of consumers’ attitudes infl uencing consumer buying 
behavior. Research has indicated that several factors play a crucial 
role in infl uencing consumers’ attitudes and buying behavior. Out 
of all, product information, income, and consumer perception 
are the most signifi cant factors developing a consumer’s attitude 
(van Dick, 2001). According to the defi nition, attitude is a 
predisposition that makes the individuals respond in a specifi c 
way (i.e., favorable and unfavorable). Consumer attitude explains 
the way how consumers act towards the situation. It illustrates 
consumer belief and knowledge guiding the purchase behavior.

In particular, consumer attitude is a prime determinant of 
purchasing intention (Phau & Teah, 2009). Generally, consumers’ 
positive attitude towards the brand encourages the individual 
to buy the product. On the contrary, the consumers’ negative 
perception makes the individual reject the product. Indeed, 
developing a positive attitude towards the brand increases the 
likelihood of product acceptance in the market. Attitude depicts 
the consumer taste, beliefs, and preferences, thus infl uencing 
the consumer buying decision. In today’s world, consumers 
tend to engage in activities that require them to purchase the 
product. Individuals hold different attitudes regarding their 
preferences, family, brands, and products. These attitudes have 
unique characteristics that infl uence individual decision-making. 
Research shows that some attitudes’ are inherited, and some 
have learned through experiences (Olson et al., 2001).

Advertising has shown a great profi t in consumer attitude 
and purchase intention, which is signifi cant for enabling an 
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effective advertising activity (Hogg et al., 2006). Demeanor 
and buy goals display an equal relationship in buyer studies 
(Tarkiainen & Sundqvist, 2005) . The purchase intention of 
the purchaser is the consequence of advertising activities and 
promoting exercises identifi ed with a brand. The aim implies 
purchase intention perform exchanges and should be possible 
through correspondence with others and consumer’s attitude.

The purchase goal can be characterized as a foreordained 
program for a conclusive buy or get future. It is also considered 
an element for foreseeing customer buy conduct (Kakkos et 
al., 2015). As indicated by (Fleck et al., 2012), it is important 
to perceive the elements infl uencing the buy goal of buyers 
in every industry. As consumer attitude incorporates each 
contact point where clients associate with a business, item, or 
administration, assuming their behavior concerning the items 
and administrations is positive, it will prompt more purchases, 
and customer attitude since a defi nitive objective of the customer 
is to have purchase intention.

Making various encounters for consumer attitude in 
organizations that contend with one another (Ha & Janda, 2012). 
Various studies have shown that consumer attitude affects 
purchase intention, aiming to fulfi ll customer demands (Gurel-
Atay et al., 2010). According to an organization perspective, 
consumer attitudes are an assorted scope of upgrades used to 
incentivize buyers (Lee & Thorson, 2008). Lee & Thorson 
(2008) indicated that adding tangible boosts in advertising, for 
example, further develops advertising experience that infl uences 
consumer purchase intention. The technique for consolidating 
and applying boosts is signifi cant in making positive encounters 
for consumers (Choi & Rifon, 2012). According to Chen (2007), 
ideal disposition towards a particular item is a predominant 
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indicator that can prompt consumer purchase intention. Also, 
a positive mentality towards items supported by consumer 
purchase intention will affect the higher possibility of 
procurement expectation.

Perhaps, in consumer behavior, attitude is the most signifi cant 
concept of marketing encouraging positive purchase behavior. 
Attitude in marketing helps the consumer to evaluate the product. 
In marketing, consumers often change their attitude providing 
the competitors an advantage over the fi rm. Therefore, marketers 
need to take necessary actions for fulfi lling the consumers’ 
demands. Satisfying the consumers’ needs makes marketers 
infl uence attitude, which affects their buying decisions. Attitudes 
used by marketers help them in determining consumer behavior. 
Understanding the consumer attitude starts with understanding 
consumer changing preferences, needs, and interests, affecting 
purchase choices. Marketers seek to understand the consumers’ 
attitudes, thus persuading consumers to buy their product. 
Attitudes are a crucial factor, predicting consumer purchase 
choices. If an individual owns a positive attitude towards the 
brand, he tends to buy the product. Therefore, attitudes are the 
critical factor driving consumer behavior. Consequently, it has 
become essential for marketers to determine consumer attitudes, 
thus increasing the likelihood of product purchase.

  2.11.7  E-Word of Mouth and Consumer Purchase 
Intension

With the rise in information technology, the continuous 
development of worldwide e-commerce has contributed to 
the emergence of novel social media tools. The social media 
platforms generate meaningful content to guide the customer’s 
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purchase decision. Over the years, electronic word-of-mouth 
(e-WOM), plays a signifi cant role in assisting the consumers’ 
purchase intention (Yusuf & Busalim, 2018). Information shared 
over the various social media website is according to individuals’ 
personal experiences, reviews, opinions, and recommendations. 
In particular, the e-commerce platforms (e.g., Facebook, 
Instagram, Twitter) allow individuals to share their experiences 
(i.e., positive and negative) with a massive audience, thus 
motivating them to buy the product.

With the constant use of social media and the consistent 
advancement of Internet innovation, the corresponding 
improvement of online business has added to this rise in 
advancing e word of mouth. This kind of purchase intention 
utilizes customer perspective and their behavior for produced 
content as it helps in creating (Q. Zhu, 2014). E-word-of-mouth 
(eWOM) has turned into a signifi cant piece of social business. The 
previous literature about e- comprises the expressed individual 
encounters, assessments, conversations, and clients’ proposals, 
as this identity with data about items, administrations, venture 
brands, etc. Online purchasers address all through social media 
platforms (Ansary & Hashim, 2018). The utilization of eWOM 
for advertising has turned into a signifi cant measure utilized 
by organizations to attract consumer needs and understand 
their purchase behavior. It has found from previous studies and 
their literature that E word of mouth has signifi cant impact on 
consumer purchase intention.

The nature of data imparted by eWOM is confl icting, and 
because of issues of data quality, bogus data, and internet 
“purchasing behavior” are normal. It might initiate consumer 
purchase behavior to settle positive buying intentions—which 
affects their decision to buy a certain product. A more constructed 
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issue is that many of these retailers have less use of online 
platforms to promote their products and brands. In addition 
to other things, they control text on item buy insight, sort out 
largescale “network,” and generate the consumer attitude and 
manage how different brands are fulfi lling their product need 
through online platforms (Park & Kim, 2008).

Social media-based business can: increase the benefi ts 
of Internet purchasing and by connecting more buyers, large 
information, digital areas, and competitors; speeding up the 
three-dimensional spread of data; decreasing the issue of e word 
of mouth, and more, for the most part, improve purchasers’ 
online shopping intentions, and it changes their attitude towards 
online purchasing and direct purchasing (Pavlou & Fygenson, 
2006).

Electronic word-of-mouth (e-WOM) alludes to statement 
both the positive and negative made by the potential customers. 
e-WOM is a tool fundamentally used by both the consumers 
and the sellers. The online e-commerce website provides 
consumers an opportunity to communicate with other users. 
Today, customers are well aware of the benefi t of e-commerce 
platforms. The innovative digital channel increases the tendency 
of the individuals to share their sentiments regarding the product 
purchase with each other. The information content shared on the 
digital portal usually revolves around the brand. Electronic word-
of- mouth empowers individuals to exchange their experiences 
and reviews about the brand. Given the illustration, the research 
shows that online product reviews are 12 times more trustable 
than the psychical advertisement designed by the seller (Bhat, 
2020). Perhaps, online communication among the buyers brings 
numerous benefi ts for the shoppers, thus infl uencing their 
purchase behavior. Given the statement, the research indicates 
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that 61% population refers to e-WOM before buying the product, 
with 80% of the consumers being willing to make a purchase 
decision after reading the customer reviews online.

Accordingly, the evolution of digital technology has 
tremendously transformed the social domain where consumers 
intend to generate and share information with other users. Before 
buying the product, the consumer reaches for information posed 
by the potential users on different social media sites. This 
information research helps them to make a sensible purchase 
decision. Consumers seek information by reading the online 
reviews of other customers. In particular, the message refl ects 
the subjective feeling of the individuals. The content shared 
on the social media platform largely depends on consumers’ 
satisfaction. Satisfi ed consumers share positive comments, 
while dissatisfi ed customers tend to ruin company’s’ marketing 
process with their negative comments. In such a situation, 
the quality of the message infl uences the individual’s buying 
behavior. Due to the information asymmetries, consumers 
face immense risk, subsequently decreasing the consumers’ 
confi dence in the product. Trust plays a signifi cant role in 
consumer buying behavior. If the quality of the information 
is inconsistent and false, it affects consumer purchases. Low-
quality information weakens the consumer purchase decision, 
thus leading to consumer mistrust (Zhao et al., 2020). Indeed, 
the content variant motivates the individual to form a favorable 
purchase decision.

Signifi cantly, word of mouth differs from person to person. 
The e-WOM information guides the individuals to buy the 
product, thereby recording a positive effect on the company’s 
reputation. The information relevance and objectivity show 
the usefulness of the data. The high-quality data strengthen the 
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brand sales, thus encouraging individuals to buy the product. 
Indeed, in recent years, e-WOM in marketing promotion has 
improved the company’s profi t, thus increasing the fi rms’ sales. 
In particular, organizations have found new ways to engage with 
customers.

Along with infl uencing the consumer attitude, e-WOM 
develops a positive brand image. Concluding, with the emergence 
of new technological tools, the concept of e-WOM has gained 
considerable popularity these days. Social media is a vital tool 
for driving consumer behavior. Today, customers mostly rely 
on their communication networks, such as friends and family. 
Hence, the information available on the social media networking 
site leaves a strong impression on the consumers’ minds, making 
them opt for the product regardless of their need.

2.12.   Purchase Intension in Multicultural Environment
With the passing days, globalization has driven nations to 

move beyond the national boundaries in terms of trade (Raju, 
2017). The potential advancement in information technology 
has made businesses stand out in the international markets, thus 
increasing the demand for foreign products in cross-cultural 
settings. The novel internalization has enhanced the fl ow of 
goods, thereby bombarding the customers with foreign products.

However, with the increasing internationalization, the 
world has become smaller. Global connectivity has made the 
marketplace grow in terms of cultural diversity. The increased 
cultural diversity has changed the cultural landscape of the 
emerging economies. The markets have become culturally 
diverse in which individuals of different cultural regions interact 
with the companies, thereby consuming the product of their 
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choice. This multicultural reality provides the organizations an 
open opportunity to attract customers, thus encouraging them to 
buy their products.

In particular, the structural changes brought by rapid 
internationalization have fundamentally altered the consumer 
lifestyle while emulating their cultural values in their 
consumption pattern. Today, the markets have become fl uent 
where foreign products are boom. The fl ow of foreign products 
in the international markets increases the adaption rate of the 
product. Hence, the companies need to respect the cultural 
values of the cross-cultural consumers by offering them goods 
that honor their rituals, traditions, and customs. In the cross-
cultural environment, the consumer prefers to buy products 
according to their social interest. The brands’ prioritizing of 
consumer needs infl uence the consumer decision-making 
process. However, the signifi cant role of the culture in the lives 
of the consumers has made various multinational companies 
adopt cultural promotional strategies while offering multiple 
ranges of products in different countries (Masvoic, 2018).

Culture defi ning individuals’ beliefs, values, and traditions 
signifi cantly infl uence consumer lifestyle. People of different 
regions follow different cultural traits. The individual national 
culture guides the consumers to form favorable purchase 
decisions. The cultural characteristic intends to assist the 
consumer in choosing between the alternatives, thereby making 
the fi rm gain sustainability in the international market.

Consumer brand recognition also plays an integral role in 
fostering individuals’ consumption patterns. Cultural values 
guide consumers’ attitudes, thus enhancing their consumption 
behavior of international products. The customer-oriented action 
makes the fi rms gain consumer trust by fulfi lling the consumer 
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social needs. Trust in the brand infl uence the individual purchase 
intention. Consumer cultures fundamentally vary from region to 
region. Indeed, understanding the role of culture in consumer 
buying decisions provides an advantage to marketers, which is 
crucial for the fi rms’ success.

Consumer purchasing intention depends on numerous factors, 
out of which culture is the signifi cant driver of consumer buying 
behavior. The consumer follows the social values passed to them 
from their elders, family, or membership group (Arnould & 
Thompson, 2005). All buyers search for the products that depict 
their society. Buyers at the earlier stage learn the behaviors that 
guide their purchasing choices in the future. In a multicultural 
environment, individuals know which product to buy. Despite 
following a rigorous search process, the consumer intends to 
value the products that donors their cultural values, ethics, and 
beliefs.

Fundamentally, culture affects the way consumer behaves. 
Culture shapes consumer choices by encouraging them to buy 
product that suits their social values (J. Kim et al., 2002). It is 
a known fact that marketers cannot control consumer buying 
behavior. Indeed, the marketers can attract the consumer 
towards the brand. Considerably, consumer choices depend on 
their culture and beliefs. Given the statement, in a multicultural 
environment, cultural prohibitions against the product’s features 
increase the likelihood of product rejection.

The globalized world is blooming with each passing day 
while drastically recording a change in consumer choices. 
Literature shows that companies fi nd it easier to create the 
same product for all the regions. However, the difference in 
consumer choices remains there due to the changes in the 
cultural background. In particular, the strategy that one fi ts all 
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cannot work in the foreign market. As a result, it is vital for 
marketers to understand the differences, especially while selling 
in the international market. Understanding these differences 
is benefi cial for the fi rms to strengthen their profi ts through 
their product offerings. Fundamentally, in today’s market of 
fi erce competition, marketers are trying hard enough to adjust 
to the customers’ social needs, thereby fostering the product 
acceptance rate. Hence, the bottom line is to study the different 
cultures of the foreign markets to gain business success (Hou 
et al., 2021). Indeed, this practice opens the gateway for the 
companies to achieve market sustainability, thereby producing 
maximum market share.

In conclusion, globalization encourages the introduction of 
foreign products in the market. Foreign brands are considered 
the symbol of prestige for many individuals. Culture largely 
infl uences individual purchase intention. Consistency, in recent 
years, the global market coverage has made the companies 
identify the cultural difference, thus modifying the products 
that suit the consumers’ choice (Masvoic, 2018). In particular, 
buyers are the company’s prime asset driving the fi rms’ sales. 
Buyers play an integral role in gauging the fi rms’ success in the 
international market (Yakup et al., 2011). Perhaps, it is essential 
to understand and look after the consumers’ preferences while 
forming the fi rms’ marketing strategy, thus gaining business 
success.

Culture is the powerful force driving the consumers’ 
decision-making process (Nayeem, 2012). Consumers generally 
buy products that refl ect their cultural values. Culture and 
consumption form a strong relationship in this modern world. 
This unprecedented relationship has led the world’s economy 
to change consumer social needs. Indeed, the innovative social 
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concept of multiculturalism has provided the organizations a 
global coverage of the entire world’s market, thus shaping the 
consumers purchasing behaviors.

H1: Integrated marketing communications positively and 
signifi cantly impact purchase intention.

H2: Digital marketing (social media marketing) positively 
and signifi cantly impact purchase intention.

H3: Integrated marketing communications positively and 
signifi cantly impact consumer attitude.

H4: Digital marketing (social media marketing has a positive 
and signifi cant impact on e word of mouth.

H5: Integrated marketing communications positively and 
signifi cantly impact e-word of mouth.

H6: Digital marketing (social media marketing) positively 
and signifi cantly impacts consumer attitude.

H7: Consumer attitude has a positive and signifi cant impact 
on purchase intention

H8: E-word of mouth positively and signifi cantly impacts 
purchase intention.

H7a: Consumer attitude mediates the relationship between 
Integrated marketing communications and purchase intention.

H7b: Consumer attitude mediates the relationship between 
Digital marketing (social media marketing) and purchase 
intention.

H8a: E-word of mouth mediates the relationship between 
Digital marketing (social media marketing) and purchase 
intention.
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H8b: E-word of mouth mediates the relationship between 
Integrated marketing communications and purchase intention.

Figure 1: Conceptual Framework

3. R  esearch Methodology
This chapter of research methodology discusses the methods 

used to investigate the criteria of empirical study and how the 
hypothesis is being developed through the literature review. This 
section includes the detail of research approaches, statistical 
approaches, Sample size, Population, Data collection method, 
Instruments, and questionnaire.
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3.1. S  aunders Research Onion
Saunders Research Onion demonstrates the steps 

involved in research production and produced by Saunders 
(2007). In other words, the onion layers define the steps of 
a research process in more depth. This gives an efficient 
way to build a technique for research methodology. It can 
be used in many ways due to its adaptability to almost any 
form of research methodology (Bryman, 2016). When using 
a study onion, one must go from the exterior to the inner 
layer. Each layer of the onion defines a more comprehensive 
work process from the outside. According to the Saunders 
research process, an onion layer by layer is unwrapped in 
the first instance to see the exterior layer. To achieve the 
right steps, work must be undertaken, covering one stage 
before proceeding.

The Saunders research onion stages include:

● Research Philosophy

● Research Approach

● Research Strategies

● Research Choice

● Research Time Horizon

● Techniques and Procedures
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Figure 2: Research Onion

3.2. Re  search Philosophy
Research philosophies discuss knowledge’s nature, source, 

and development (Bajpai, 2011). One’s study theory contains 
essential premises about how you perceive the world. The 
philosophy of pragmatism argues that the whole picture can 
never be presented from one point of view. Pragmatists assumed 
that truth might be numerous, not single. These researchers use 
various tools and methods for data collection tools and analysis.

Where there is a rich understanding of a new phenomenon 
that has allowed subjective interpretations to be drawn rather 
than generalizations based on the law, the researchers have a 
theory of interpretivism. This philosophy is related to natural 
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environment science. The researchers mixed the phenomenon, 
and their fi ndings were observations. Unlike the physical world, 
as this method is always evolving, it is assumed to be bound by 
meaning.

Unlike pragmatism and Interpretivism philosophy, the 
current research follows positivism methodology as researchers 
usually use positivism theory to identify cause and effect 
relationships. In positivism studies, the researcher’s task is 
confi rmed to the collection of data and the objective analysis. 
Throughout science, the researchers remain neutral. It includes 
comprehensive quantitative data and experimental hypothesis 
testing (Sahay, 2016). The current research is closely consistent 
with the philosophy of positivism as the researcher retains 
minimal interaction with study subjects when conducting 
research. The study is autonomous, the participants react, and 
the fi ndings are purely objective.

3.3. Re  search Approach
The deductive approach draws on an existing theory and 

formulates the theoretical technique for evaluating it (Silverman, 
2013). The deductive approach is especially appropriate for the 
positivist approach, which allows the formulation of hypotheses 
and the statistical evaluation of expected results to an acceptable 
probability level. Zalaghi & Khazaei (2016) recommended a set 
of theories formulated using a suitable framework to apply this 
to current research.

The inductive method allows you to create a theory instead 
of a current one. This clearly illustrates the difference between 
the two approaches. The inductive approach moves from the 
specifi c approach to the general one (Bryman, 2016). In the fi rst 
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place, the data collection is driven by this approach, and, thus, 
after collection, the research focus can be defi ned.

3.4. Ti  me Horizons
A layer in the research onion represents time horizons over 

which a researcher performs his task. Unlike the longitudinal 
research method, where a question or issue requires data to be 
collected for a longer period (Sahay, 2016), the cross-sectional 
route is followed in our research context to answer a question 
and resolve issues because of its specifi c time frame.

3.5. Re  search Design
The deductive approach was used to test the theory using 

quantitative data in this research. In the fi rst place, the data 
collection is driven by this approach, and, thus, after collection, 
the research focus can be defi ned. This study is explanatory 
research in nature, which helps explain the particular detail 
appropriately. There are two methods to analyze the data: 
quantitative and qualitative (Ccelo, Braakmann, & Benetka, 
2008). The quantitative method has been adopted to determine 
the relationship between integrated marketing communication 
(online adversiting, online sales promotion, online relationship 
marketing), social media marketing, consumer attitude, e-word 
of mouth and purchase intention. The survey has collected 
data from the cusotmers of three different countries (Pakistan, 
China and Azerbaijan), which is conducted in a short period that 
indicates the cross-sectional nature of the survey. This type of data 
collection helps save time and minimize the loss of participants, 
which plays a crucial part in the research (Saunders, M., Lewis, 
P., & Thornhill, 2012). A cross-sectional study is used to collect 
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the data from multicultural customers. Primary data is collected 
from the cusotmers through a questionnaire to get the required 
information. It is a useful and convenient method to collect data; 
the selected audience feels free to reply to sensitive and personal 
questions.

3.6. Da  ta Quality Control
All the dependent and independent variables were extensively 

studied before the initiation of data collection. Before collecting 
data, the scale used to determine the association between 
DV, IV, and mediators was clearly understood. A pilot study 
was done on 40 randomly selected participants to assure the 
participants’ responsiveness and other options than that given 
in the questionnaire. Each participant’s consent letter was 
given to clearly understand the study’s purpose. Questionnaires 
were delivered to the targeted respondents of this study survey. 
Respondents were briefl y explained face to face against the 
purpose of this survey and the concept of all items presented in 
a survey tool to respond. Each questionnaire was examined for 
its consistency and completeness at the end of data collection by 
the principal investigator again. The investigator fi lled unfi lled 
and left questions by making understanding of the participant 
about that question after describing the question.

3.7. Da  ta Analysis
For statistical inference, 22 version of SPSS was utilized to 

enter the responses collected from the customers. Demographic 
factors, including age, gender, education, country and profession, 
were determined by the mean of descriptive statistics that helps to 
fi nd the values of percentages, Frequency Distribution, mean and 
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standard deviation. ANOVA was used to explore the association 
between dependent variables and independent variables either it 
affects the difference of mean values. A reliability test is applied 
to know whether the Likert scale which is used for the survey is 
reliable or not. Reliability, also known as internal consistency, 
commonly measures Cronbach’s alpha value. A validity test is 
used to express the degree of measurements to measure which 
was claimed to measure. To determine the variance of change, 
regression analysis was used. Correlation in Spss was practiced 
to show the association of variables.

4. Re    sults
4.1. Demographics of Respondents
The following table 1 provides the complete detail of the 

demographic characteristics of respondents who participate in 
this study.

Table 1: Demographic characteristics

Items Frequency (N=442) (%)
Male 243 55
Female 199 45
Country
Pakistan 102 23.1
China 249 56.3
Azerbaijan 91 20.6
Age
19-30 82 18.6
31-40 127 28.7
41-50 151 34.2
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51-60 82 18.6
Education
High school 67 15.2
Bachelors 159 36
Masters 134 30.3
Others 82 18.6
Material Status
Single 228 51.6
Married 214 48.4
Profession
Student 82 18.6
Employee (Private sector) 107 24.2
Employee (Public sector) 55 12.4
Others 65 14.7

The demographic analysis shows the frequencies of each 
respondent. As in gender analysis, male respondents are 243 (55%), 
and 199 are females (45%). In-country analysis, the respondents are 
from Pakistan are 102 (23.1%), from china they are 249(56.3%), and 
from Azerbaijan, the respondents are 91(20.6%). The respondent’s 
age between 19-30 years is 82(18.6%), 31-40 years the respondents 
are 127(28.7%), the respondents among the age of between 41-50 
years are 151(34.2%), and among 51-60 years they are 82(18.6%). 
In the education sector, the respondents who are in high school are 
67(15.2%) and who have bachelors are 159(36%), who has done 
masters are 134(30.3%) and who has other degrees are 82(18.6%).
The marital status of single respondents is 228(51.6%), and those 
who are married are 214(48.4%). The profession of respondents is 
who are students are 82(18.6%) and who are employed in private 
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sectors are 107(24.2%) and who worked in the public sector are 
55(12.4%) and who own their own business are 133(30.1%) and 
who has other professions are 65(14.7%).

4.2.   Common Method Bias
This research also applied the common method bias using 

Harman’s single-factor approach. The variance extracted by one 
single factor is 31.476%, less than 50%, indicating no common 
method bias in this study (Podsakoff et al., 2003).

4.2.1.   Assessment of Measurement Model
Table 2: Reliability & Validity Analysis (First order)

Construct Items Loading α CR AVE
Online 
Adversiting

OA_1 0.793 0.897 0.897 0.637

OA_2 0.769
OA_3 0.827
OA_4 0.837
OA_5 0.76

Online Sales 
Promotion

OSP_1 0.764 0.891 0.891 0.620

OSP_2 0.813
OSP_3 0.777
OSP_4 0.779
OSP_5 0.803

Online 
Relationship 
Marketing

ORM_1 0.847 0.897 0.897 0.635



 Grant-In-Aid Multi cultural Research Award Program 2021

118

ORM_2 0.817
ORM_3 0.780
ORM_4 0.774
ORM_5 0.764

Social Media 
Marketing

SMM_1 0.789 0.807 0.806 0.511

SMM_2 0.712

SMM_3 0.663
SMM_4 0.688

Consumer 
Attitude

CA_1 0.725 0.756 0.756 0.509

CA_2 0.693
CA_3 0.722

E Word of 
Mouth

WOM_1 0.761 0.895 0.894 0.514

WOM_2 0.738
WOM_3 0.767
WOM_4 0.643
WOM_5 0.739
WOM_6 0.644
WOM_7 0.701
WOM_8 0.732

Purchase 
Intention

PI_1 0.77 0.862 0.861 0.509

PI_2 0.738
PI_3 0.659
PI_4 0.682
PI_5 0.725
PI_6 0.701
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The reliability and validity analysis shows the consistency 
of the data, and it shows that the data is reliable and can be 
used for the study (See Table 2). Online advertising has a 
Cronbach alpha value of 0.897, above the thresholds. The 
CR value is 0.897, and the AVE value is 0.637, which shows 
that these values are greater than 0.5 and reliable for the 
study. Online sales promotion has a Cronbach alpha value 
of 0.891, above the thresholds. The CR value is 0.891, and 
the AVE value is 0.63=20 which shows that these values are 
greater than 0.5 and reliable for the study. Online relationship 
marketing has a Cronbach alpha value of 0.897, above than 
thresholds. The CR value is 0.897, and the AVE value is 
0.635, which shows that these values are greater than 0.5 and 
reliable for the study.Social media marketing has a Cronbach 
alpha value of 0.807, which is above than thresholds, and 
the CR value is 0.806, and the AVE value is 0.511, which 
shows that these values are greater than 0.5 and reliable for 
the study. Social media marketing has a Cronbach alpha value 
of 0.756, above 0.6, and above thresholds; the CR is 0.756, 
and the AVE value is 0.509, which shows signifi cance for the 
study. The E Word of Mouth has a Cronbach alpha value of 
0.895 above 0.6, and it is above than thresholds; the CR is 
0.894, and the AVE value is 0.514, which shows signifi cance 
for the study. The purchase intention has a Cronbach alpha 
value of 0.862, above 0.6, and above thresholds; the CR is 
0.861, and the AVE value is 0.509, which shows signifi cance 
for the study.
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Table 3: Discriminant Validity Analysis 
(Fornel Larcker, Zero order)

Constructs 1 2 3 4 5 6 7

1.Consumer 
attitude 0.713

2.Online 
Advertising 0.369 0.798

3.Online 
Relationship 
Marketing

0.415 0.496 0.797

4.Online Sales 
Promotion 0.365 0.510 0.507 0.787

5.Purchase 
Intention 0.594 0.401 0.397 0.379 0.713

6.Social media 
marketing 0.588 0.403 0.427 0.373 0.565 0.715

7.E Word of 
Mouth 0.522 0.385 0.406 0.400 0.586 0.548 0.717

Note: Values on the diagonal (italicized) represent the square root of the average 
variance extracted, while the off diagonals are correlations.

The relationship between consumer attitude and online 
advertising is 0.369, which shows a signifi cant positive 
relationship (Table 3). The relationship between consumer 
attitude and online relationship marketing is 0.415, which shows 
a signifi cant positive relationship. The relationship between 
consumer attitude and online sales promotion is 0.365, which 
shows a signifi cant positive relationship. The relationship 
between consumer attitude and purchase intention is 0.594, 
which shows a signifi cant positive relationship. The relationship 
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between consumer attitude and social media marketing is 0.588, 
which shows a signifi cant strong positive relationship. The 
relationship between consumer attitude and E word mouth is 
0.522, which shows a signifi cant strong positive relationship.

Table 3.1:Discriminant Validity Analysis (Cross-Loadings, 
First order)

Consturct’s
Items

CA OA ORM OSP PI SMM WOM

CA_1 0.725 0.246 0.315 0.302 0.423 0.428 0.358
CA_2 0.693 0.262 0.254 0.295 0.416 0.398 0.391

CA_3 0.722 0.282 0.316 0.186 0.433 0.432 0.368

OA_1 0.301 0.793 0.409 0.371 0.353 0.313 0.305

OA_2 0.278 0.769 0.342 0.410 0.303 0.297 0.327

OA_3 0.294 0.827 0.405 0.435 0.326 0.304 0.309

OA_4 0.316 0.837 0.447 0.440 0.311 0.341 0.306

OA_5 0.281 0.760 0.372 0.376 0.310 0.355 0.292

ORM_1 0.332 0.445 0.847 0.438 0.370 0.417 0.392

ORM_2 0.355 0.385 0.817 0.457 0.243 0.299 0.316

ORM_3 0.324 0.349 0.780 0.417 0.339 0.327 0.332

ORM_4 0.327 0.414 0.774 0.343 0.312 0.347 0.300

ORM_5 0.313 0.380 0.764 0.359 0.316 0.308 0.270
OSP_1 0.291 0.382 0.383 0.764 0.346 0.321 0.316

OSP_2 0.311 0.422 0.413 0.813 0.321 0.299 0.356

OSP_3 0.270 0.401 0.377 0.777 0.269 0.309 0.302
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OSP_4 0.263 0.392 0.395 0.779 0.278 0.290 0.304

OSP_5 0.303 0.411 0.425 0.803 0.279 0.250 0.299

PI_1 0.434 0.322 0.314 0.342 0.770 0.411 0.467

PI_2 0.431 0.330 0.331 0.287 0.738 0.415 0.420

PI_3 0.386 0.261 0.226 0.196 0.659 0.375 0.409

PI_4 0.443 0.277 0.243 0.178 0.682 0.413 0.377

PI_5 0.413 0.320 0.289 0.317 0.725 0.419 0.415

PI_6 0.436 0.201 0.286 0.287 0.701 0.384 0.415

SMM_1 0.466 0.303 0.301 0.265 0.444 0.789 0.432

SMM_2 0.454 0.283 0.327 0.290 0.373 0.712 0.388

SMM_3 0.346 0.303 0.314 0.219 0.403 0.663 0.375

SMM_4 0.409 0.265 0.281 0.291 0.393 0.688 0.369

WOM_1 0.359 0.285 0.296 0.265 0.448 0.437 0.761

WOM_2 0.415 0.312 0.301 0.321 0.429 0.389 0.738

WOM_3 0.398 0.282 0.294 0.304 0.446 0.439 0.767

WOM_4 0.327 0.221 0.244 0.304 0.387 0.336 0.643

WOM_5 0.391 0.305 0.296 0.268 0.444 0.392 0.739

WOM_6 0.334 0.238 0.304 0.267 0.373 0.343 0.644

WOM_7 0.404 0.264 0.299 0.322 0.389 0.399 0.701

WOM_8 0.360 0.294 0.293 0.252 0.438 0.400 0.732

The cross-loadings on zero-order shows Cronbach alpha 
values, and they should be greater than 0.6. As consumer attitude 
has three items, CA_1, CA_2, CA_3, their Cronbach alpha is 
greater than 0.6, above the thresholds. As online advertising 
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has fi ve items, OA_1, OA_2, OA_3, OA_4, OA_5 in the study, 
their Cronbach alpha is greater than 0.6 which is above the 
thresholds. The online relationship marketing has fi ve items, 
ORM_1, ORM_2, ORM_3, ORM_4, ORM_5 in the study and 
their Cronbach alpha is greater than 0.6, which is above than 
thresholds. Online sales promotion has fi ve items, OSP_1, 
OSP_2, OSP_3, OSP_4, OSP_5 in the study and their Cronbach 
alpha is greater than 0.6, which is above than thresholds.The 
online relationship marketing has fi ve items, ORM_1, ORM_2, 
ORM_3, ORM_4, ORM_5 in the study and their Cronbach alpha 
is greater than 0.6, which is above than thresholds. Purchase 
Intention has six items, PI_1, PI_2, PI_3, PI_4, PI_5, PI_6 in 
the study and their Cronbach alpha is greater than 0.6, which is 
above than thresholds. The second last variable, social media 
marketing, has four items, SMM_1, SMM_2, SMM_3, SMM_4 
in the study, and their Cronbach alpha is greater than 0.6, which 
is above than thresholds. The E word of mouth has eight items, 
WOM_1, WOM_2, WOM_3, WOM_4, WOM_5, WOM_6, 
WOM_7, WOM_8 in the study and their Cronbach alpha is 
greater than 0.6, which is above than thresholds.

Table 3.2: Discriminant Validity Analysis 
(HTMT, First order)

Constructs 1 2 3 4 5 6 7

1.  Consumer 
attitude

2.  Online 
Advertising

0.369
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3.  Online 
Relationship 
Marketing

0.414 0.495

4.  Online Sales 
Promotion

0.366 0.509 0.505

5.  Purchase 
Intention

0.594 0.400 0.395 0.376

6.  Social media 
marketing

0.585 0.404 0.427 0.373 0.564

7.  E Word of 
Mouth

0.521 0.384 0.404 0.401 0.583 0.544

The HTMT shows the correlation values and the 
relationship between variables. The relationship between 
consumer attitude and online advertising is 0.369, which 
shows a signifi cant positive relationship. The relationship 
between consumer attitude and online relationship marketing 
is 0.414, which shows a signifi cant positive relationship. 
The relationship between consumer attitude and online 
sales promotion is 0.366, which shows a signifi cant positive 
relationship. The relationship between consumer attitude 
and purchase intention is 0.594, which shows a signifi cant 
positive relationship. The relationship between consumer 
attitude and social media marketing is 0.585, which shows 
a signifi cant strong positive relationship. The relationship 
between consumer attitude and E-word mouth is 0.521, which 
shows a signifi cant strong positive relationship.
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Table 3.3: Variance infl uence factor (First Order)

Constructs CA OD ORM OSP PI SMM WOM

CA 1.736
OD

ORM

OSP

PI

SMM 1.333 1.831 1.333
WOM 1.667

Figure 1: Graphical Representation of Assessment of Measurement Model 
(First Order)
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Table 4: Reliability & Validity Analysis 
(Second Order order)

Construct Items Loading α CR AVE

Integrated 
Marketing
Communications

Online Advertising 0.880 0.753 0.712 0.777

Online Sales 
Promotion

0.883

Online Relationship 
Marketing

0.881

Table 4 shows the Reliability & Validity Analysis (Second 
Order order). Online advertising has factor loading of 0.880, online 
sales promotion has a factor loading of 0.883, online relationship 
marketing has factor loading of 0.881, and their Cronbach alpha 
value is 0.880, which is above than thresholds. CR value is 0.712; 
AVE value is 0.777, which is signifi cant for the study.

Table 5: Discriminant Validity Analysis 
(Fornel Larcker, Second Order order)

Constructs 1 2 3 4 5

1. Consumer attitude 0.713

2. Integrated marketing 
communictation

0.54 0.672

3. Purchase intention 0.594 0.552 0.713

4. Social media marketing 0.588 0.565 0.565 0.715

5. E word of mouth 0.522 0.559 0.586 0.548 0.717

Note: Values on the diagonal (italicized) represent the square root of the av-
erage variance extracted, while the off diagonals are correlations
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The discriminant validity between consumer attitude and 
online relationship marketing is 0.54, which shows a signifi cant 
positive relationship. The discriminant validity between consumer 
attitude and purchase intention is 0.594, which shows a signifi cant 
positive relationship. The relationship between consumer attitude 
and social media marketing is 0.588, which shows a signifi cant 
positive relationship. The relationship between consumer 
attitude and E word mouth is 0.522, which shows a signifi cant 
strong positive relationship. The relationship between integrated 
marketing communication and purchase intention is 0.522, which 
shows a signifi cant strong positive relationship. The relationship 
between integrated marketing communication and social media 
marketing is 0.565, which shows a signifi cant strong positive 
relationship. The relationship between integrated marketing 
communication and E -word of mouth is 0.559, which shows a 
signifi cant strong positive relationship between them.

The relationship between purchase intention and social media 
marketing is 0.565, which shows a signifi cant, strong, positive 
relationship. The relationship between purchase intention and E 
word of mouth is 0.565, which shows a signifi cant strong positive 
relationship. The relationship between social media marketing 
and E-word of mouth is 0.548, which shows a signifi cant strong 
positive relationship between them.

Table 6.1: Discriminant Validity Analysis in second order 
(Cross-Loadings, Second Order order)

Consturct’s 
Items

CA IMC PI SMM WOM

CA_1 0.725 0.405 0.423 0.428 0.358
CA_2 0.693 0.380 0.416 0.398 0.391
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CA_3 0.722 0.370 0.433 0.432 0.368

OA 0.349 0.664 0.380 0.382 0.365

ORM 0.393 0.697 0.376 0.405 0.384

OSP 0.345 0.655 0.358 0.352 0.378
PI_1 0.434 0.458 0.770 0.411 0.467
PI_2 0.431 0.446 0.738 0.415 0.420
PI_3 0.386 0.321 0.659 0.375 0.409
PI_4 0.443 0.328 0.682 0.413 0.377
PI_5 0.413 0.434 0.725 0.419 0.415
PI_6 0.436 0.364 0.701 0.384 0.415
SMM_1 0.466 0.408 0.444 0.789 0.432
SMM_2 0.454 0.423 0.373 0.712 0.388
SMM_3 0.346 0.394 0.403 0.663 0.375
SMM_4 0.409 0.393 0.393 0.688 0.369
WOM_1 0.359 0.397 0.448 0.437 0.761
WOM_2 0.415 0.438 0.429 0.389 0.738
WOM_3 0.398 0.413 0.446 0.439 0.767
WOM_4 0.327 0.360 0.387 0.336 0.643
WOM_5 0.391 0.408 0.444 0.392 0.739
WOM_6 0.334 0.380 0.373 0.343 0.644
WOM_7 0.404 0.415 0.389 0.399 0.701
WOM_8 0.360 0.394 0.438 0.400 0.732

The cross-loadings on second-order show Cronbach alpha 
values should be greater than 0.6 (See Table 6.1). As consumer 
attitude has three items, CA_1, CA_2, CA_3, in the study, 
their Cronbach alpha is greater than 0.6 which is above the 
thresholds. As online advertising has fi ve items, OA_1, OA_2, 
OA_3, OA_4, OA_5 in the study, their Cronbach alpha is greater 
than 0.6 which is above the thresholds. The online relationship 
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marketing has fi ve items, ORM_1, ORM_2, ORM_3, ORM_4, 
ORM_5 in the study and their Cronbach alpha is greater than 
0.6, which is above than thresholds. Online sales promotion has 
fi ve items, OSP_1, OSP_2, OSP_3, OSP_4, OSP_5 in the study 
and their Cronbach alpha is greater than 0.6, which is above than 
thresholds.The online relationship marketing has fi ve items, 
ORM_1, ORM_2, ORM_3, ORM_4, ORM_5 in the study 
and their Cronbach alpha is greater than 0.6, which is above 
than thresholds. Purchase Intention has six items, PI_1, PI_2, 
PI_3, PI_4, PI_5, PI_6 in the study and their Cronbach alpha 
is greater than 0.6, which is above than thresholds. The second 
last variable, social media marketing, has four items, SMM_1, 
SMM_2, SMM_3, SMM_4 in the study, and their Cronbach 
alpha is greater than 0.6, which is above than thresholds. The 
E word of mouth has eight items, WOM_1, WOM_2, WOM_3, 
WOM_4, WOM_5, WOM_6, WOM_7, WOM_8 in the study 
and their Cronbach alpha is greater than 0.6, which is above than 
thresholds.

Table 6.2: Discriminant Validity Analysis in second-order 
(HTMT, Second Order order)

Constructs 1 2 3 4 5

1. Consumer attitude

2. Integrated marketing 
communictation

0.539

3. Purchase intention 0.594 0.549

4. Social media marketing 0.585 0.565 0.564

5. E word of mouth 0.521 0.558 0.583 0.544
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The discriminant validity between consumer attitude and 
integrated marketing communication is 0.539, which shows 
a signifi cant positive relationship. The discriminant validity 
between consumer attitude and purchase intention is 0.594, 
which shows a signifi cant positive relationship. The relationship 
between consumer attitude and social media marketing is 0.585, 
which shows a signifi cant positive relationship. The relationship 
between consumer attitude and E word mouth is 0.521, which 
shows a signifi cant strong positive relationship.

The relationship between integrated marketing 
communication and purchase intention is 0.549, which shows 
a signifi cant strong positive relationship. The relationship 
between integrated marketing communication and social media 
marketing is 0.565, which shows a signifi cant strong positive 
relationship. The relationship between integrated marketing 
communication and E word of mouth is 0.558, which shows a 
signifi cant strong positive relationship.

The relationship between purchase intention and social media 
marketing is 0.564, which shows a signifi cant strong positive 
relationship. The relationship between purchase intention and E 
word of mouth is 0.583, which shows a signifi cant strong positive 
relationship. The relationship between social media marketing 
and e-word of mouth is 0.544, which shows a signifi cant strong 
positive relationship.

Table 6.3: Variance infl uence factor (Second Order)

Constructs CA IMC PI SMM WOM

1.      Consumer
attitude 1.767
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2.    Integrated
marketing 
communictation 1.47 1.784 1.47

3.  Purchase
intention

4.  Social media
marketing 1.47 1.874 1.47

5.  E word of
mouth 1.717

  4.3. Structural Model
Table 7: Hypotheses testing Direct Effect

Hypothesis Direct
Relationships

Std.
Beta

Std.
Error

T
Values

P
Values

H1 IMC → PI 0.166 0.067 2.466 0.014

H2 SMM → PI 0.171 0.066 2.575 0.010

H3 IMC → CA 0.305 0.089 3.433 0.001

H4 SMM →  WOM 0.341 0.074 4.622 0.000

H5 IMC →  WOM 0.366 0.075 4.884 0.000

H6 SMM →  CA 0.416 0.072 5.762 0.000
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H7 CA →  PI 0.269 0.085 3.152 0.002

H8 WOM →  PI 0.259 0.065 3.980 0.000

*Indicates signifi cant paths: *p<0.05, **p<0.01, ***p<0.001, NS = not sig-
nifi cant

Table 7 shows the relationship between integrated marketing 
communications and purchase intention is (0.166, t=2.466, 
p=0.014), which shows a signifi cant relationship between them 
and hypothesis H1 is accepted. The relationship between social 
media marketing and purchase intention is found (0.171, t=2.575, 
p=0.010), which shows a signifi cant relationship between 
them, and hypothesis H2 is accepted. The relationship between 
integrated marketing communications and consumer attitude is 
signifi cant as (0.305, t=3.433, p=0.001), which shows t value is 
greater than 1.96, and hypothesis H3 is accepted. The relationship 
between social media marketing and word of mouth is (0.341, 
t=4.622, p=0.000), which shows a signifi cant relationship, and 
hypothesis H4 is accepted. The relationship between integrated 
marketing communications and word of mouth is (0.366, 
t=4.884, p=0.00), which shows a signifi cant relationship between 
them, and hypothesis H5 is accepted. The relationship between 
social media marketing and consumer attitude is found (0.416, 
t=5.762, p=0.000), which shows a signifi cant relationship, and 
hypothesis H6 is accepted. The relationship between consumer 
attitude and purchase intention is signifi cant (0.269, t=3.152, 
p=0.002), which shows that the t value is greater than 1.96 and 
that hypothesis H7 is accepted. The relationship between word 
of mouth and purchase intention is (0.259, t=3.980, p=0.000), 



133

 Grant-In-Aid Multi cultural Research Award Program 2021

which shows a signifi cant relationship, and hypothesis H8 is 
accepted.

Table 7.1: Hypotheses Testing Mediation Effect

Hypothesis Mediation/Indirect
Relationships

Std.
Beta

Std.
Error

T
Values

P
Values

H7a IMC →  CA →  PI 0.082 0.038 2.149 0.032

H7b SMM → CA → PI 0.112 0.043 2.63 0.009

H8a SMM → WOM → PI 0.088 0.034 2.602 0.009

H8b IMC → WOM → PI 0.095 0.034 2.811 0.005

*Indicates signifi cant paths: *p<0.05, **p<0.01, ***p<0.001, NS = not sig-
nifi cant

The mediation of consumer attitude exists between integrated 
marketing communication and purchase intention (b=0.082, 
t=2.149, p=0.032), which shows that the t value is greater than 
1.96 and has a signifi cant relationship between them hypothesis 
H7a is accepted. The consumer attitude exists between social 
media marketing and purchase intention (b=0.112, t=2.63, 
p=0.009), which shows a signifi cant relationship between them, 
and hypothesis H7b is accepted. The mediation of word of mouth 
exists between social media marketing and purchase intention 
(b=0.088, t=2.602, p=0.009), which shows that the t value is 
greater than 1.96, which means hypothesis H8a is accepted a 
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signifi cant relationship of mediation. The mediation of word 
of mouth exists between integrated marketing communication 
and purchase intention (b=0.095, t=0.034, p=0.005), which 
shows that the t value is greater than 1.96 and has a signifi cant 
relationship between them and hypothesis H8a is accepted as 
p-value is signifi cant.

Figure 2: Graphical representation of the structural model
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Table 7.3: Quality Criteria

Latent 
variables

R2 R2Adj Q2 F2

CA 0.409 0.407 0.172

PI 0.500 0.495 0.229

WOM 0.392 0.389 0.165

CA → PI 0.082

IMC → PI 0.031

SMM → PI 0.031

WOM → PI 0.078

IMC → CA 0.107

SMM → CA 0.200

IMC → WOM 0.150
SMM → WOM 0.130

Table 7.3 shows R-square values and F-statistic values. 
The R-square values state the dependency of the data. The F- 
statistical value shows the signifi cance of the variables.
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Figure 5: Graphical representation of R2 & F2
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Figure 7: Graphical representation of Q2

5. Di  scussion

The above results show that all hypotheses are accepted 
and have a signifi cant relationship between them. It is found 
that t values are greater than 1.96 and have a signifi cant 
relationship. The relationship between integrated marketing 
communications and purchase intention is signifi cant, and 
hypothesis H1 is accepted. The relationship between social 
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media marketing and purchase intention is signifi cant, and 
hypothesis H2 is accepted.

The relationship between integrated marketing 
communications and consumer attitude is signifi cant as it 
shows t value is greater than 1.96, and hypothesis H3 is 
accepted. The relationship between social media marketing 
and word of mouth has a signifi cant relationship, and 
hypothesis H4 is accepted. The relationship between integrated 
marketing communications and word of mouth is signifi cant, 
and hypothesis H5 is accepted. The relationship between social 
media marketing and consumer attitude is signifi cant, and 
hypothesis H6 is accepted.

The relationship between consumer attitude and purchase 
intention is signifi cant, and the t-value is greater than 1.96, and 
hypothesis H7 is accepted. The relationship between word of 
mouth and purchase intention is signifi cant, and hypothesis 
H8 is accepted. The mediation of consumer attitude between 
integrated marketing communication and purchase intention 
has a signifi cant relationship with them, and hypothesis H7a 
is accepted.

The consumer attitude between social media marketing 
and purchase intention is signifi cant, and hypothesis H7b is 
accepted. The mediation of word of mouth exists between 
social media marketing, and purchase intention is positive, 
and H8a is accepted. The mediation of word of mouth between 
integrated marketing communication and purchase intention 
has a signifi cant relationship between them, and hypothesis 
H8a is accepted as the p-value is signifi cant.
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6. Co  nclusion
The results showed that the primary consequence 

of internationalization had emerged the concept of 
multiculturalism on a global scale, hence intensifying the 
cross-cultural marketing activities. Consistently, the outcome 
concludes that multicultural marketing acknowledges the 
difference in cultures, thoughts, beliefs, and customs of 
different backgrounds. Multicultural marketing drives these 
intended infl uences, thus improving the communication with 
the target audience. Nonetheless, in the cross-cultural setting, 
members of diverse ethnicity move along, bringing distinct 
beliefs and customs together. In such circumstances, businesses 
need to ensure that the multi-social cultures positively shape 
consumer behavior, substantially responding to the demands 
of the cross-cultural marketplace. The research has shown that 
the international marketing fi eld has shifted from the regional 
level to the global one, considering the multinational fi rms to 
integrate multicultural marketing as the focal point of scientifi c 
research.



 Grant-In-Aid Multi cultural Research Award Program 2021

140

REFERENCES

Abutalibov, R., & Guliyev, S. M. (2016). Factors Affecting 
Consumer Behaviours of Azerbaijani Youths. Available at 
SSRN 2743075.

Al-Ghafari, H., & Khan, M. (2021). Effect Of IMC Strategies 
On The Purchase Intention In a Multi- Cultural Society. 
PalArch’s Journal of Archaeology of Egypt / Egyptology, 
18(16), 255–264. https://doi.org/https://archives.palarch.nl/
index.php/jae/article/view/8183

Alam, S. S., & Noor, M. K. M. (2009). ICT adoption in small 
and medium enterprises: An empirical evidence of service 
sectors in Malaysia. International Journal of Business and 
Management, 4(2), 112–125.

Ambrose, M. L., & Schminke, M. (2003). Organization structure 
as a moderator of the relationship between procedural justice, 
interactional justice, perceived organizational support, and 
supervisory trust. Journal of Applied Psychology, 88(2), 
295.

Anderson, R. E., & Swaminathan, S. (2011). Customer 
satisfaction and loyalty in e-markets: A PLS path modeling 
approach. Journal of Marketing Theory and Practice, 19(2), 
221–234.

Ansary, A., & Hashim, N. M. H. N. (2018). Brand image and 
equity: The mediating role of brand equity drivers and 
moderating effects of product type and word of mouth. 
Review of Managerial Science, 12(4), 969–1002.



141

 Grant-In-Aid Multi cultural Research Award Program 2021

Arnould, E. J., & Thompson, C. J. (2005). Consumer Culture 
Theory (CCT): Twenty Years of Research. Journal 
of Consumer Research, 31(4), 868–882. https://doi.
org/10.1086/426626

Arvanitis, S., & Loukis, E. N. (2009). Information and 
communication technologies, human capital, workplace 
organization and labour productivity: A comparative study 
based on fi rm-level data for Greece and Switzerland. 
Information Economics and Policy, 21(1), 43–61.

Athapaththu, J. C., & Kulathunga, K. (2018). Factors affecting 
online purchase intention: A study of Sri Lankan online 
customers.

Awan, H. M., Siddiquei, A. N., & Haider, Z. (2015). Factors 
affecting Halal purchase intention–evidence from Pakistan’s 
Halal food sector. Management Research Review.

Bajpai, N. (2011). Business research methods. Pearson Education 
India.

Bardakci, A., & Whitelock, J. (2003). Mass-customisation in 
marketing: the consumer perspective. Journal of Consumer 
Marketing.

Barker, R. (2013). Strategic integrated communication: 
An alternative perspective of integrated marketing 
communication? Communicatio, 39(1), 102–121.

Barnes, N. G., & Jacobsen, S. (2013). Adoption of Social 
Media by Fast-Growing Companies: Innovation Among 
the Inc. 500. Journal of Marketing Development and 
Competitiveness, 7(1).



 Grant-In-Aid Multi cultural Research Award Program 2021

142

Bhat, N. (2020). The infl uence of Electronic word of mouth 
(Ewom) on Consumers Purchase Intention: A review and 
analysis of the existing literature. IOSR J. Eng, 10, 27–36.

Bi, X., Gunessee, S., Hoffmann, R., Hui, W., Larner, J., Ma, Q., & 
Thompson, F. M. (2012). Chinese consumer ethnocentrism: 
A fi eld experiment. Journal of Consumer Behaviour, 11(3), 
252–263.

Block, R. A., & Harper, D. R. (1991). Overconfi dence in 
estimation: Testing the anchoring-and- adjustment 
hypothesis. Organizational Behavior and Human Decision 
Processes, 49(2), 188–207.

Bohlmann, J. D., Rosa, J. A., Bolton, R. N., & Qualls, W. J. (2006). 
The effect of group interactions on satisfaction judgments: 
Satisfaction escalation. Marketing Science, 25(4), 301–321.

Borzooei, M., & Asgari, M. (2014). The effect of religious 
commitment on halal brand relationship and purchase 
intention. The International Journal’s Research Journal of 
Economics and Business Studies, 3(4), 14–19.

Bostanshirin, S. (2014). Online marketing: challenges and 
opportunities. Proceedings of SOCIOINT14- International 
Conference on Social Sciences and Humanities, Istanbul, 
September, 8–10.

Boulding, W., Morgan, R., & Staelin, R. (1997). Pulling the 
plug to stop the new product drain. Journal of Marketing 
Research, 34(1), 164–176.

Brown, S. L., & Eisenhardt, K. M. (1995). Product development: 
Past research, present fi ndings, and future directions. 
Academy of Management Review, 20(2), 343–378.



143

 Grant-In-Aid Multi cultural Research Award Program 2021

Bryman, A. (2016). Social research methods. Oxford university 
press.

Bstieler, L., & Hemmert, M. (2010). Increasing learning and time 
effi ciency in interorganizational new product development 
teams. Journal of Product Innovation Management, 27(4), 
485–499.

Bukhari, F., Hussain, S., Ahmed, R. R., Streimikiene, D., 
Soomro, R. H., & Channar, Z. A. (2020). Motives and role of 
religiosity towards consumer purchase behavior in western 
imported food products. Sustainability, 12(1), 356.

Burns, T., & Stalker, G. M. (1961). Mechanistic and organic 
systems. Classics of Organizational Theory, 209–214.

Busca, L., & Bertrandias, L. (2020). A framework for digital 
marketing research: Investigating the four cultural eras of 
digital marketing. Journal of Interactive Marketing, 49, 1–19.

Campbell, M. (1995). When Attention-Getting Advertising 
Tactics Elicit Consumer Inferences of Manipulative Intent: 
The Importance of Balancing Benefi ts and Investments. 
Journal of Consumer Psychology, 4(3), 225–254. https://
doi.org/10.1207/s15327663jcp0403_02

Celo, O., Braakmann, D., & Benetka, G. (2008). Quantitative 
and qualitative research: Beyond the debate. Integrative 
Psychological and Behavioral Science, 42(3), 266–290. 
https://doi.org/10.1007/s12124- 008-9078-3

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing. 
Pearson uk.

Chaffey, D., & Smith, P. R. (2017). Digital marketing excellence: 
planning, optimizing and integrating online marketing. 
Routledge.



 Grant-In-Aid Multi cultural Research Award Program 2021

144

Chapman, G. B., & Johnson, E. J. (2002). Incorporating the 
irrelevant: Anchors in judgments of belief and value. 
Heuristics and Biases: The Psychology of Intuitive 
Judgment, 120–138.

Chatzithomas, N., Boutsouki, C., Hatzithomas, L., & Zotos, 
Y. (2014). Social Media Advertising Platforms: A Cross-
cultural Study. International Journal of Strategic Innovative 
Marketing. https://doi.org/10.15556/IJSIM.01.02.002

Chen, M.-F. (2007). Consumer attitudes and purchase intentions 
in relation to organic foods in Taiwan: Moderating effects of 
food-related personality traits. Food Quality and Preference, 
18(7), 1008– 1021.

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The 
impact of electronic word-of-mouth: The adoption of online 
opinions in online customer communities. Internet Research.

Choi, S. M., & Rifon, N. J. (2012). It is a match: The impact 
of congruence between celebrity image and consumer ideal 
self on endorsement effectiveness. Psychology & Marketing, 
29(9), 639–650.

Coghlan, D. (2003). Practitioner research for organizational 
knowledge: Mechanistic-and organistic- oriented approaches 
to insider action research. Management Learning, 34(4), 
451–463.

Dastane, O. (2020). Impact of Digital Marketing on Online 
Purchase Intention: Mediation Effect of Customer 
Relationship Management. Journal of Asian Business 
Strategy, DOI, 10, 142–158.



145

 Grant-In-Aid Multi cultural Research Award Program 2021

Davis, J. J. (1993). Strategies for environmental advertising. 
Journal of Consumer Marketing.

De Long, D. W., & Fahey, L. (2000). Diagnosing cultural barriers 
to knowledge management. Academy of Management 
Perspectives, 14(4), 113–127.

De Pelsmacker, P., Van Tilburg, S., & Holthof, C. (2018). Digital 
marketing strategies, online reviews and hotel performance. 
International Journal of Hospitality Management, 72, 47–55.

Dehghani, M., & Tumer, M. (2015). A research on effectiveness 
of Facebook advertising on enhancing purchase intention of 
consumers. Computers in Human Behavior, 49, 597–600.

Dellarocas, C., Zhang, X. M., & Awad, N. F. (2007). Exploring 
the value of online product reviews in forecasting sales: The 
case of motion pictures. Journal of Interactive Marketing, 
21(4), 23–45.

Descotes, R. M., & Pauwels-Delassus, V. (2015). The impact 
of consumer resistance to brand substitution on brand 
relationship. Journal of Consumer Marketing.

Dominici, G. (2009). From marketing mix to e-marketing mix: a 
literature overview and classifi cation. International Journal 
of Business and Management, 4(9), 17–24.

Dougherty, D. (1990). Understanding new markets for new 
products. Strategic Management Journal, 59– 78.

Dougherty, D., & Takacs, C. H. (2004). Team play: Heedful 
interrelating as the boundary for innovation. Long Range 
Planning, 37(6), 569–590.



 Grant-In-Aid Multi cultural Research Award Program 2021

146

Douglas, S. P., & Samuel Craig, C. (1997). The changing 
dynamic of consumer behavior: implications for cross-
cultural research. International Journal of Research in 
Marketing, 14(4), 379–395. https://doi.org/10.1016/S0167-
8116(97)00026-8

Dunphy, D., Turner, D., & Crawford, M. (1997). Organizational 
learning as the creation of corporate competencies. Journal 
of Management Development.

East, R., Hammond, K., & Lomax, W. (2008). Measuring the 
impact of positive and negative word of mouth on brand 
purchase probability. International Journal of Research in 
Marketing, 25(3), 215– 224.

Easterly, W. (2001). The lost decades: developing countries’ 
stagnation in spite of policy reform 1980– 1998. Journal of 
Economic Growth, 6(2), 135–157.

Epley, N., & Gilovich, T. (2006). The anchoring-and-adjustment 
heuristic: Why the adjustments are insuffi cient. Psychological 
Science, 17(4), 311–318.

Epstein, M. J., & Yuthas, K. (2007). Evaluating the effectiveness 
of Internet marketing initiatives. Management Strategy, 1–40.

Favero, P. (2019). Visual Ethnography and Emerging Digital 
Technologies. The SAGE Handbook of Visual Research 
Methods. London: Sage.

Fleck, N., Korchia, M., & Le Roy, I. (2012). Celebrities in 
advertising: looking for congruence or likability? Psychology 
& Marketing, 29(9), 651–662.



147

 Grant-In-Aid Multi cultural Research Award Program 2021

Forman, C., & Zeebroeck, N. van. (2012). From wires to 
partners: How the Internet has fostered R&D collaborations 
within fi rms. Management Science, 58(8), 1549–1568.

Garcia, R., & Calantone, R. (2002). A critical look at technological 
innovation typology and innovativeness terminology: 
a literature review. Journal of Product Innovation 
Management: An International Publication of the Product 
Development & Management Association, 19(2), 110–132.

Gerner, M. (2019). Assessing and managing sustainability in 
international perspective: corporate sustainability across cultures 
– towards a strategic framework implementation approach. 
International Journal of Corporate Social Responsibility, 4(1), 
5. https://doi.org/10.1186/s40991- 019-0043-x

Giri, V. N. (2006). Culture and Communication Style. 
Review of Communication, 6(1–2), 124–130. https://doi.
org/10.1080/15358590600763391

Goodrich, K., & de Mooij, M. (2014). How ‘social’ are social 
media? A cross-cultural comparison of online and offl ine 
purchase decision infl uences. Journal of Marketing 
Communications, 20(1–2), 103–116. https://doi.org/10.108
0/13527266.2013.797773

Grewal, R., Mehta, R., & Kardes, F. R. (2000). The role 
of the social-identity function of attitudes in consumer 
innovativeness and opinion leadership. Journal of Economic 
Psychology, 21(3), 233–252.

Gurel-Atay, E., Xie, G.-X., Chen, J., & Kahle, L. R. 
(2010). Changes in social values in the united states: 
1976–2007:“Self-respect” is on the upswing as “a sense of 



 Grant-In-Aid Multi cultural Research Award Program 2021

148

belonging” becomes less important. Journal of Advertising 
Research, 50(1), 57–67.

Ha, H., & Janda, S. (2012). Predicting consumer intentions to 
purchase energy-effi cient products. Journal of Consumer 
Marketing.

Hagedoorn, J., & Schakenraad, J. (1990). Strategic partnering 
and technological co-operation. In Perspectives in industrial 
organization (pp. 171–191). Springer.

Hair, E. C., Anderson Moore, K., Hadley, A. M., Kaye, K., Day, 
R. D., & Orthner, D. K. (2009). Parent marital quality and 
the parent–adolescent relationship: Effects on adolescent 
and young adult health outcomes. Marriage & Family 
Review, 45(2–3), 218–248.

Hammond, T. R., & Kleiner, B. H. (1992). Managing 
Multicultural Work Environments. Equal Opportunities 
International, 11(2), 6–9. https://doi.org/10.1108/eb010568

Hanson, D., & Lackman, C. (1998). Managing through cultural 
differences. Competitiveness Review: An International 
Business Journal.

Harrison, R. L., Thomas, K. D., & Cross, S. N. N. (2017). 
Restricted Visions of Multiracial Identity in Advertising. 
Journal of Advertising, 46(4), 503–520. https://doi.org/10.
1080/00913367.2017.1360227

Hilty, L. M., Arnfalk, P., Erdmann, L., Goodman, J., Lehmann, 
M., & Wäger, P. A. (2006). The relevance of information 
and communication technologies for environmental 
sustainability–a prospective simulation study. Environmental 
Modelling & Software, 21(11), 1618–1629.



149

 Grant-In-Aid Multi cultural Research Award Program 2021

Hogg, M., Askegaard, S., Bamossy, G., & Solomon, M. (2006). 
Consumer behaviour: a European perspective.

Hopkins, D. S. (1981). New-product winners and losers. 
Research Management, 24(3), 12–17.

Hou, J., Liu, J., & Jie, Y. (2021). Examining the Psychological 
State Analysis Relationship Between Bitcoin Prices and 
COVID-19. Frontiers in Psychology, 12. https://doi.
org/10.3389/fpsyg.2021.647691

House, R., Javidan, M., & Dorfman, P. (2001). Project GLOBE: 
an introduction. Applied Psychology, 50(4), 489–505.

Ioanid, A., Zarzu, C.-L., & Scarlat, C. (2014). Communication 
Successful When Managing MUlticultural Teams. SEA - 
Practical Application of Science, 5, 349–354. https://doi.org/
https://web.s.ebscohost.com/abstract?direct=true&profi le=
ehost&scope=site&authtyp e=crawler&jrnl=23602554&AN
=115964677&h=i1qwoPV1bzz1Z7%2bBOdRh6VjoneXDj0
9%2fZ aq6c0sdy9LoSWDAR5FYHNsQplMvp%2bYt%2f5p
4n1urp27qFbnbkjMmKg%3d%3d&crl=c&res ultNs=Admi
nWebAuth&resultLocal=ErrCrlNotAuth&crlhashurl=login.
aspx%3fdirect%3dtrue%26 profi le%3dehost%26scope%3ds
ite%26authtype%3dcrawler%26jrnl%3d23602554%26AN%
3d1159 64677

Jackson, G., & Ahuja, V. (2016). Dawn of the digital age and 
the evolution of the marketing mix. Journal of Direct, Data 
and Digital Marketing Practice, 17(3), 170–186.

Jacowitz, K. E., & Kahneman, D. (1995). Measures of anchoring 
in estimation tasks. Personality and Social Psychology 
Bulletin, 21(11), 1161–1166.



 Grant-In-Aid Multi cultural Research Award Program 2021

150

Järvinen, J., & Karjaluoto, H. (2015). The use of Web analytics 
for digital marketing performance measurement. Industrial 
Marketing Management, 50, 117–127.

Järvinen, J., & Taiminen, H. (2016). Harnessing marketing 
automation for B2B content marketing. Industrial Marketing 
Management, 54, 164–175.

Jassawalla, A. R., & Sashittal, H. C. (1998). An examination of 
collaboration in high-technology new product development 
processes. Journal of Product Innovation Management: An 
International Publication of the Product Development & 
Management Association, 15(3), 237–254.

Jassawalla, A. R., & Sashittal, H. C. (1999). Building 
collaborative cross-functional new product teams. Academy 
of Management Perspectives, 13(3), 50–63.

Johnson, H. T., & Kaplan, R. S. (1987). The rise and fall of 
management accounting [2]. Strategic Finance, 68(7), 22.

Johnston, W. J., Khalil, S., Nhat Hanh Le, A., & Cheng, J. M.-
S. (2018). Behavioral Implications of International Social 
Media Advertising: An Investigation of Intervening and 
Contingency Factors. Journal of International Marketing, 
26(2), 43–61. https://doi.org/10.1509/jim.16.0125

Joshi, N. (2011). Environment friendly car: A study of consumer 
awareness with special reference to Maharashtra State. 
Information Management and Business Review, 2(2), 92–98.

Jovanovic, B., & Rousseau, P. L. (2005). General purpose 
technologies. In Handbook of economic growth (Vol. 1, pp. 
1181–1224). Elsevier.



151

 Grant-In-Aid Multi cultural Research Award Program 2021

Jung, H. J., Choi, Y. J., & Oh, K. W. (2020). Infl uencing factors 
of Chinese consumers’ purchase intention to sustainable 
apparel products: Exploring consumer “attitude–behavioral 
intention” gap. Sustainability, 12(5), 1770.

Kakkos, N., Trivellas, P., & Sdrolias, L. (2015). Identifying drivers 
of purchase intention for private label brands. Preliminary 
evidence from Greek consumers. Procedia-Social and 
Behavioral Sciences, 175, 522–528.

Kannan, P. K. (2017). Digital marketing: A framework, review 
and research agenda. International Journal of Research in 
Marketing, 34(1), 22–45.

Karami, M., Far, S. M., Abdollahian, E., & Khan, S. U. R. 
(2013). Online shopping factors behavior effect on E-CRM 
capabilities in Malaysia. World Journal of Management and 
Behavioral Studies, 1(2), 44–52.

Karjaluoto, H., Mustonen, N., & Ulkuniemi, P. (2015). The role 
of digital channels in industrial marketing communications. 
Journal of Business & Industrial Marketing.

Kassim, A., Anwar, K., Arokiasamy, L., Isa, M. H. M., & 
Ping, C. H. (2017). Intention to Purchase Safer Car: an 
Application of Theory of Planned Behavior. Global Business 
& Management Research, 9.

Kaynak, E., & Kara, A. (2001). An examination of the 
relationship among consumer lifestyles, ethnocentrism, 
knowledge structures, attitudes and behavioural tendencies: 
A comparative study in two CIS states. International Journal 
of Advertising, 20(4), 455–482.



 Grant-In-Aid Multi cultural Research Award Program 2021

152

Keegan, B. J., Rowley, J., & Tonge, J. (2017). Marketing agency–
client relationships: towards a research agenda. European 
Journal of Marketing.

Keller, K. L. (2016). Unlocking the power of integrated 
marketing communications: How integrated is your IMC 
program? Journal of Advertising, 45(3), 286–301.

Kerr, G., & Patti, C. (2015). Strategic IMC: From abstract concept 
to marketing management tool. Journal of Marketing 
Communications, 21(5), 317–339.

Khan, H., Lee, R., & Lockshin, L. (2015). Do Ethnic Cues 
Improve Advertising Effectiveness for Ethnic Consumers? 
Australasian Marketing Journal, 23(3), 218–226. https://
doi.org/10.1016/j.ausmj.2015.07.001

Kim, A. J., & Ko, E. (2012). Do social media marketing 
activities enhance customer equity? An empirical study of 
luxury fashion brand. Journal of Business Research, 65(10), 
1480–1486.

Kim, J., Forsythe, S., Gu, Q., & Jae Moon, S. (2002). Cross-
cultural consumer values, needs and purchase behavior. 
Journal of Consumer Marketing, 19(6), 481–502. https://
doi.org/10.1108/07363760210444869

Kliatchko, J. G., & Schultz, D. E. (2014). Twenty years of 
IMC: A study of CEO and CMO perspectives in the Asia-
Pacifi c region. International Journal of Advertising, 33(2), 
373–390.

Kotler, P., & Armstrong, G. (1993). Marketing Management: an 
introduction. Prentice-Hall.



153

 Grant-In-Aid Multi cultural Research Award Program 2021

Kotler, P., Kartajaya, H., & Setiawan, I. (2019). Marketing 
3.0: From products to customers to the human spirit. In 
Marketing wisdom (pp. 139–156). Springer.

Labrecque, L. I., vor dem Esche, J., Mathwick, C., Novak, T. 
P., & Hofacker, C. F. (2013). Consumer power: Evolution 
in the digital age. Journal of Interactive Marketing, 27(4), 
257–269.

Lee, J.-G., & Thorson, E. (2008). The impact of celebrity–product 
incongruence on the effectiveness of product endorsement. 
Journal of Advertising Research, 48(3), 433–449.

Lengnick-Hall, C. A. (1992). Innovation and competitive 
advantage: What we know and what we need to learn. 
Journal of Management, 18(2), 399–429.

Levitt, T. (1966). Innovative imitation. Harvard Business 
Review, 44(5), 63–70.

Li, T., & Dando, R. (2019). Impact of Common Food Labels 
on Consumer Liking in Vanilla Yogurt. Foods, 8(11), 584. 
https://doi.org/10.3390/foods8110584

Licsandru, T. C., & Cui, C. C. (2019). Ethnic marketing to the 
global millennial consumers: Challenges and opportunities. 
Journal of Business Research, 103, 261–274. https://doi.
org/10.1016/j.jbusres.2019.01.052

Liedtka, J. M. (1996). Collaborating across lines of business 
for competitive advantage. Academy of Management 
Perspectives, 10(2), 20–34.

Littler, D., Leverick, F., & Bruce, M. (1995). Factors affecting 
the process of collaborative product development: a study 
of UK manufacturers of information and communications 



 Grant-In-Aid Multi cultural Research Award Program 2021

154

technology products. Journal of Product Innovation 
Management: An International Publication Of The Product 
Development & Management Association, 12(1), 16–32.

Lodhi, S., & Shoaib, M. (2017). Impact of E-marketing on 
consumer behaviour: A case of Karachi, Pakistan. IOSR 
Journal of Business and Management (IOSR-JBM), 19(1), 
90–101.

López García, J. J., Lizcano, D., Ramos, C. M. Q., & Matos, 
N. (2019). Digital marketing actions that achieve a better 
attraction and loyalty of users: An analytical study. Future 
Internet, 11(6), 130.

Luck, E., & Moffatt, J. (2009). IMC: Has anything really 
changed? A new perspective on an old defi nition. Journal of 
Marketing Communications, 15(5), 311–325.

Madhavaram, S., Badrinarayanan, V., & McDonald, R. E. (2005). 
Integrated marketing communication (IMC) and brand 
identity as critical components of brand equity strategy: A 
conceptual framework and research propositions. Journal of 
Advertising, 34(4), 69–80.

Malthouse, E. C., Oakley, J. L., Calder, B. J., & Iacobucci, D. 
(2004). Customer satisfaction across organizational units. 
Journal of Service Research, 6(3), 231–242.

Manochehri, N., Al-Esmail, R. A., & Ashrafi , R. (2012). 
Examining the impact of information and communication 
technologies (ICT) on enterprise practices: A preliminary 
perspective from Qatar. The Electronic Journal of 
Information Systems in Developing Countries, 51(1), 1–16.



155

 Grant-In-Aid Multi cultural Research Award Program 2021

March, J. G. (1991). Exploration and exploitation in 
organizational learning. Organization Science, 2(1), 71–87.

Masoudi, M., Shekarriz, F., & Farokhi, S. (2015). The effect 
of web interface features on consumer online purchase 
intentions. Management Science Letters, 5(7), 709–714.

Masvoic, A. (2018). Socio-Cultural Factors and Their 
Impact on the Performance of Multinational Companies. 
Ecoforum, 7(1). https://doi.org/https://core.ac.uk/download/
pdf/236086764.pdf

McAlexander, J. H., Kim, S. K., & Roberts, S. D. (2003). 
Loyalty: The infl uences of satisfaction and brand community 
integration. Journal of Marketing Theory and Practice, 
11(4), 1–11.

McGrath, J. M. (2005). A pilot study testing aspects of the 
integrated marketing communications concept.Journal of 
Marketing Communications, 11(3), 191–214.

Melnikova, N., Naumenko, T., & Smakotina, N. (2016). 
Integrated marketing communications and their role in 
economy and education. SHS Web of Conferences, 29, 1049.

Mihaela, O. O. E. (2015). The infl uence of the integrated marketing 
communication on the consumer buying behaviour. Procedia 
Economics and Finance, 23, 1446–1450.

Mihart, C. (2012). Impact of integrated marketing communication 
on consumer behaviour: Effects on consumer decision-
making process. International Journal of Marketing Studies, 
4(2), 121.

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A study 
of factors affecting on customers purchase intention. Journal 



 Grant-In-Aid Multi cultural Research Award Program 2021

156

of Multidisciplinary Engineering Science and Technology 
(JMEST), 2(1).

Mogilko, M. D. (2016). Digital Marketing Strategy. Business 
Strategies.

Mohd Satar, N. S., Dastane, O., & Ma’arif, M. Y. (2019). 
Customer value proposition for E-Commerce: A case study 
approach. International Journal of Advanced Computer 
Science and Applications, 10(2).

Mohr, J., & Spekman, R. (1994). Characteristics of partnership 
success: partnership attributes, communication behavior, 
and confl ict resolution techniques. Strategic Management 
Journal, 15(2), 135–152.

Montgomery, K. C., Chester, J., Grier, S. A., & Dorfman, L. 
(2012). The new threat of digital marketing. Pediatric 
Clinics, 59(3), 659–675.

Moriuchi, E. (2021). Cross-Culture Social Media Marketing. 
https://doi.org/https://books.emeraldinsight.com/resources/
pdfs/chapters/9781838671761-TYPE23- NR2.pdf

Nacef, M., Lelièvre-Desmas, M., Symoneaux, R., Jombart, L., 
Flahaut, C., & Chollet, S. (2019). Consumers’ expectation 
and liking for cheese: Can familiarity effects resulting 
from regional differences be highlighted within a country? 
Food Quality and Preference, 72, 188–197. https://doi.
org/10.1016/j.foodqual.2018.10.004

Nagarajan, S. (2018). Cross Cultural Workforce - Challenges and 
Strategies. Principle Of Management Project. https://doi.
org/https://www.researchgate.net/publication/324219631_
Cross_Cultural_Workforce_-_Challenges_and_Strategies



157

 Grant-In-Aid Multi cultural Research Award Program 2021

Nayeem, T. (2012). Cultural Infl uences on Consumer Behaviour. 
International Journal of Business and Management, 7(21). 
https://doi.org/10.5539/ijbm.v7n21p78

Olaru, M., & Herlemann, H. (2008). Improvement Of 
Competitiveness Of International Companies In a 
Multicultural Environment. https://doi.org/https://www.
amfi teatrueconomic.ro/temp/Articol_34.pdf

Olson, J. M., Vernon, P. A., Harris, J. A., & Jang, K. L. (2001). 
The heritability of attitudes: A study of twins. Journal of 
Personality and Social Psychology, 80(6), 845–860. https://
doi.org/10.1037/0022- 3514.80.6.845

Orel, F. D., & Kara, A. (2014). Supermarket self-checkout 
service quality, customer satisfaction, and loyalty: Empirical 
evidence from an emerging market. Journal of Retailing and 
Consumer Services, 21(2), 118–129.

Özsomer, A., Calantone, R. J., & Di Bonetto, A. (1997). What 
makes fi rms more innovative? A look at organizational and 
environmental factors. Journal of Business & Industrial 
Marketing.

Park, D.-H., & Kim, S. (2008). The effects of consumer 
knowledge on message processing of electronic word-of-
mouth via online consumer reviews. Electronic Commerce 
Research and Applications, 7(4), 399–410.

Pashayeva, P., & Rahimov, S. (2020). THE ANALYSIS OF 
CONSUMER-ORIENTED BEHAVIORS IN AZERBAIJAN’S 
FOOD SECTOR. Economic and Social Development: Book of 
Proceedings, 3, 728–735.



 Grant-In-Aid Multi cultural Research Award Program 2021

158

Patrutiu-Baltes, L. (2016). Inbound Marketing-the most 
important digital marketing strategy. Bulletin of the 
Transilvania University of Brasov. Economic Sciences. 
Series V, 9(2), 61.

Pavlou, P. A., & Fygenson, M. (2006). Understanding and 
predicting electronic commerce adoption: An extension of 
the theory of planned behavior. MIS Quarterly, 115–143.

Perks, H. (2000). Marketing information exchange mechanisms 
in collaborative new product development: the infl uence of 
resource balance and competitiveness. Industrial Marketing 
Management, 29(2), 179–189.

Perrow, C. (1986). Economic theories of organization. Theory 
and Society, 15(1–2), 11–45.

Phau, I., & Teah, M. (2009). Devil wears (counterfeit) Prada: 
a study of antecedents and outcomes of attitudes towards 
counterfeits of luxury brands. Journal of Consumer Marketing, 
26(1), 15–27. https://doi.org/10.1108/07363760910927019

Phillips, J., & Noble, S. M. (2007). Simply captivating: 
Understanding consumers’ attitudes toward the cinema as an 
advertising medium. Journal of Advertising, 36(1), 81–94.

Pino, G., Amatulli, C., De Angelis, M., & Peluso, A. M. 
(2016). The infl uence of corporate social responsibility 
on consumers’ attitudes and intentions toward genetically 
modifi ed foods: evidence from Italy. Journal of Cleaner 
Production, 112, 2861–2869.

Porcu, L., Del Barrio-Garcia, S., & Kitchen, P. J. (2017). 
Measuring integrated marketing communication by taking 



159

 Grant-In-Aid Multi cultural Research Award Program 2021

a broad organisational approach: The fi rm-wide IMC scale. 
European Journal of Marketing.

Powell, W. W., & Snellman, K. (2004). The knowledge economy. 
Annu. Rev. Sociol., 30, 199–220.

Quinn, L., Dibb, S., Simkin, L., Canhoto, A., & Analogbei, M. 
(2016). Troubled waters: the transformation of marketing in 
a digital world. European Journal of Marketing.

Raju, S. S. (2017). Managing Cultural Diversities in 
Internationalisation of Business. International Journal of 
Trend in Scientifi c Research and Development, Volume-
2(Issue-1), 1276–1284. https://doi.org/10.31142/ijtsrd8241

Richard, J., & Guppy, S. (2014). Facebook: Investigating the 
infl uence on consumer purchase intention. 

Riesenberger, S., Cavusgil, T., Knight, G., & R., J. (2008). 
International business : strategy, management, and the new 
realities. https://doi.org/https://www.econbiz.de/Record/
international-business-strategy-management-and-the-new-
realities-cavusgil-salih-tamer/10004544793

Rozkwitalska Małgorzata1, B. B. A. (2015). Thriving in 
multicultural work settings. Annual Conference of EuroMed 
Academy of Business. Innovation, Entrepreneurship and 
Sustainable Value Chain in Dynamic Environment, 8. https://
doi.org/https://www.academia.edu/16252298/Thriving_in_
multicultural_work_settings

Sahay, A. (2016). Peeling Saunder’s Research Onion. Research 
Gate, Art, 1–5.

Salciuviene, L., Ghauri, P. N., Salomea Streder, R., & De 
Mattos, C. (2010). Do brand names in a foreign language 



 Grant-In-Aid Multi cultural Research Award Program 2021

160

lead to different brand perceptions? Journal of Marketing 
Management, 26(11–12), 1037– 1056. https://doi.org/10.10
80/0267257X.2010.508976

Saunders, M., Lewis, P., & Thornhill, A. (2012). Research 
Methods for Business Studies (6th ed.). Pearson Education 
India.

Saunders, L. (2007). Educational research and policy-making: 
Exploring the border country between research and policy. 
Routledge.

Sawicki, A. (2016). Digital marketing. World Scientifi c 
News, 48, 82–88. Sawyer, R. (2011). The Impact of New 
Social Media on Intercultural Adaptation. https://doi.
org/https://digitalcommons.uri.edu/cgi/viewcontent.
cgi?article=1230&context=srhonorsp rog

Schmidt, J. B., & Calantone, R. J. (2002). Escalation of 
commitment during new product development. Journal of 
the Academy of Marketing Science, 30(2), 103–118.

Schultz, D. E., & Patti, C. H. (2009). The evolution of IMC: IMC 
in a customer-driven marketplace.Taylor & Francis.

Scott, D. W. (2015). Multivariate density estimation: theory, 
practice, and visualization. John Wiley & Sons.

Scott, W. R. (1987). The adolescence of institutional theory. 
Administrative Science Quarterly, 493–511.

Shrivastava, P., & Souder, W. E. (1987). The strategic 
management of technological innovations: A review and a 
model. Journal of Management Studies, 24(1), 25–41.



161

 Grant-In-Aid Multi cultural Research Award Program 2021

Silva, K. (2017). Culture: a key ingredient in business 
success. Strategic HR Review, 16(4), 166–170. https://doi.
org/10.1108/SHR-03-2017-0021

Silverman, D. (2013). Doing qualitative research: A practical 
handbook. SAGE publications limited.

Sivadas, E., & Dwyer, F. R. (2000). An examination of 
organizational factors infl uencing new product success in 
internal and alliance-based processes. Journal of Marketing, 
64(1), 31–49.

Slater, S. F., & Narver, J. C. (1995). Market orientation and the 
learning organization. Journal of Marketing, 59(3), 63–74.

Smith, K. T. (2012). Longitudinal study of digital marketing 
strategies targeting Millennials. Journal of Consumer 
Marketing.

Spender, J. C., & Kessler, E. H. (1995). Managing the 
uncertainties of innovation: Extending Thompson (1967). 
Human Relations, 48(1), 35–56.

Štefko, R., Bačík, R., Fedorko, R., Oleárová, M., & Rigelský, 
M. (2019). Analysis of consumer preferences related to 
the use of digital devices in the e-commerce dimension. 
Entrepreneurship and Sustainability Issues, 7(1), 25.

Stern, H. (1962). The signfi cance of buying impulse Today. 
Journal of Maketing, 26(2), 59–62.

Stone, M. D., & Woodcock, N. D. (2014). Interactive, direct 
and digital marketing: A future that depends on better use 
of business intelligence. Journal of Research in Interactive 
Marketing.



 Grant-In-Aid Multi cultural Research Award Program 2021

162

Suh, J.-C., & Youjae, Y. (2006). When brand attitudes affect the 
customer satisfaction-loyalty relation: The moderating role 
of product involvement. Journal of Consumer Psychology, 
16(2), 145–155.

Świeczak, W., & Łukowski, W. (2016). Lead generation strategy 
as a multichannel mechanism of growth of a modern 
enterprise. Marketing Instytucji Naukowych i Badawczych, 
3 (21), 105–140.

Taiminen, H. M., & Karjaluoto, H. (2015). The usage of digital 
marketing channels in SMEs. Journal of Small Business and 
Enterprise Development.

Tarkiainen, A., & Sundqvist, S. (2005). Subjective norms, 
attitudes and intentions of Finnish consumers in buying 
organic food. British Food Journal.

Tehci, A. (2021). Digital Marketing in the Globalization Process: 
Examples From Real-Time Marketing. In Handbook of 
Research on Institutional, Economic, and Social Impacts of 
Globalization and Liberalization (pp. 185–200). IGI Global.

Todor, R. D. (2016). Blending traditional and digital marketing. 
Bulletin of the Transilvania University of Brasov. Economic 
Sciences. Series V, 9(1), 51.

Turner, P. (2017). Implementing integrated marketing 
communications (IMC) through major event ambassadors. 
European Journal of Marketing, 51(3), 605–626. https://
doi.org/10.1108/EJM-09-2015-0631

Tversky, A., & Kahneman, D. (1974). Judgment under 
uncertainty: Heuristics and biases. Science, 185(4157), 
1124–1131.



163

 Grant-In-Aid Multi cultural Research Award Program 2021

Urban, G. L., Hauser, J. R., & Dholakia, N. (1987). Essentials 
of new product management. Prentice Hall. Vahdati, H., 
& Mousavi Nejad, S. H. (2016). BRAND PERSONALITY 
TOWARD CUSTOMER PURCHASE INTENTION: THE 
INTERMEDIATE ROLE OF ELECTRONIC WORD-
OF-MOUTH AND BRAND EQUITY. Asian Academy of 
Management Journal, 21(2).

Van der Heijden, H., Verhagen, T., & Creemers, M. (2003). 
Understanding online purchase intentions: contributions 
from technology and trust perspectives. European Journal 
of Information Systems, 12(1), 41–48.

Van Dick, R. (2001). Identifi cation in organizational contexts: 
linking theory and research from social and organizational 
psychology. International Journal of Management Reviews, 
3(4), 265–283. https://doi.org/10.1111/1468-2370.00068

Vasudeva, P.  (2007). International Marketing. Excel Book, 3, 259.

Vel, K. P., & Sharma, R. (2010). Megamarketing an event using 
integrated marketing communications: the success story of 
TMH. Business Strategy Series, 11(6), 371–382. https://doi.
org/10.1108/17515631011093070

Vera, D., & Crossan, M. (2004). Strategic leadership and 
organizational learning. Academy of Management Review, 
29(2), 222–240.

Vida, I., & Plassmann, V. S. (2015). Consumer Attitudes Toward 
Importation and Purchasing of Foreign Made Products: A 
Study of Young Estonian Consumers (pp. 236–241). https://
doi.org/10.1007/978- 3-319-17383-2_44



 Grant-In-Aid Multi cultural Research Award Program 2021

164

Vilaseca-Requena, J., Torrent-Sellens, J., & Jiménez-Zarco, 
A. I. (2007). ICT use in marketing as innovation success 
factor: Enhancing cooperation in new product development 
processes. European Journal of Innovation Management.

Wheelwright, S. C., & Clark, K. B. (1992). Revolutionizing 
product development: quantum leaps in speed, effi ciency, 
and quality. Simon and Schuster.

Whitler, K. A., & Farris, P. W. (2017). The impact of cyber 
attacks on brand image: Why proactive marketing expertise 
is needed for managing data breaches. Journal of Advertising 
Research, 57(1), 3–9.

Wibisurya, I. (2018). The effect of digital marketing 
implementation through location based advertising on 
customer’s purchase intention. Binus Business Review, 9(2), 
153–161.

Wymbs, C. (2011). Digital marketing: The time for a new 
“academic major” has arrived. Journal of Marketing 
Education, 33(1), 93–106.

Xiao, G., & Kim, J. (2009). The investigation of Chinese 
consumer values, consumption values, life satisfaction, and 
consumption behaviors. Psychology & Marketing, 26(7), 
610–624.

Xu, X. (2013). Chinese consumer: Understand new Chinese 
consumers, their purchasing power, lifestyle and demand.

Yadav, M., & Rahman, Z. (2017). Measuring consumer perception 
of social media marketing activities in e-commerce industry: 
Scale development & validation. Telematics and Informatics, 
34(7), 1294– 1307.



165

 Grant-In-Aid Multi cultural Research Award Program 2021

Yakup, D., Mücahit, C., & Reyhan, O. (2011). The Impact 
of Cultural Factors on the Consumer Buying Behaviors 
Examined through An Empirical Study. International 
Journal of Business and Social Science, 2(5). https://doi.
org/https://d1wqtxts1xzle7.cloudfront.net/45853124/The_
Impact_of_Cultural_Factors_on _the_Consumer_Buying_
Behavior-with-cover-page-v2.pdf?Expires=1637947177&
Signature=BdAPeiTLG2XVvDc1uXTs9q29Ap3vb96Xky9
NwFZmx yULtLjUzhnj66GItkaRf3XFsAQIyrK427ep4n- 
YPBDJFz~qP9fag02J2FpeHEnbU7fcaxFf~AsFFZTouzEs
rX8CCfwVgZB1TzBsQ-S-oTzxCKHapEizsJlSovxBPRO-
nYQcclbeqlOVHwv0lyLd7YF-CV2O9KNhT99y-
~fl RY2zFlyOMmHddot2o6quub NuJ3IDVv7Mgl0ejWCZz
e5DYoastxPlazdgpQO1XxcjdUVlvY4d B8 Pzjyov67sRiZ
xEu19jJcJfKBD3K73bDjLdWmpHh0Ecr6JiEzZnMkDlXf

Yasmin, A., Tasneem, S., & Fatema, K. (2015). Effectiveness of 
digital marketing in the challenging age: An empirical study. 
International Journal of Management Science and Business 
Administration, 1(5), 69–80.

Ye, Q., Law, R., & Gu, B. (2009). The impact of online user 
reviews on hotel room sales. International Journal of 
Hospitality Management, 28(1), 180–182.

Yoko Brannen, M. (2015). Multiculturalism in Business. In 
The Wiley Blackwell Encyclopedia of Race, Ethnicity, and 
Nationalism (pp. 1–5). John Wiley & Sons, Ltd. https://doi.
org/10.1002/9781118663202.wberen619

Yusuf, A. S., & Busalim, A. H. (2018). Infl uence of e-WOM 
engagement on consumer purchase intention in social 
commerce. Journal of Services Marketing.



 Grant-In-Aid Multi cultural Research Award Program 2021

166

Zalaghi, H., & Khazaei, M. (2016). The role of deductive and 
inductive reasoning in accounting research and standard 
setting. Asian Journal of Finance & Accounting, 8(1), 23–37.

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic 
word-of-mouth and consumer purchase intentions in 
social e-commerce. Electronic Commerce Research and 
Applications, 41, 100980.

Zhu, F., & Zhang, X. (2010). Impact of online consumer reviews 
on sales: The moderating role of product and consumer 
characteristics. Journal of Marketing, 74(2), 133–148.

Zhu, Q. (2014). Research and Application of User Generated 
Content in the New Generation of Internet Environment. 
Beijing: Science Press.

Zirger, B. J., & Maidique, M. A. (1990). A model of new product 
development: An empirical test. Management Science, 
36(7), 867–883.



167



Чапа имзаланмышдыр: 13.09.2022.
Юлчц: 60х90 1/16. Чап вяряги: 10,5. 

Бакы, Az1122, H.Зярдаби пр. 78
Тел: 4977021 / Faks: 4971295
Е-почту: office@ave.az



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


