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Workshop on Intercultural Marketing in Vietnam

Understanding German
Business Partners Better

Recognising the needs of target markets is the crux of international
marketing. Its objective is to market products and services for different
markets and target groups — across political and cultural boundaries. Ex-
port partnerships or joint ventures are the means of choice when it comes
to selling a company’s own products in the target markets. Anyone who
wants to cooperate effectively with partners from a German cultural back-
ground needs to understand and consider the requirements and wishes of
German companies. Hence, a workshop on cross-culture marketing was
particularly interesting for the Vietnamese MP participants who came to the
historical town Hoi An at the beginning of April 2016 for the sixth alumni

meeting.

Hoi An. International markcting must
address a key issuc: can the clements of
marketing be standardised or must they
be adapted to cultures and regions? Cost
considerations suggest standardisation;
however, this is not the solution if stand-
ardisation impcdcs the fulfilment of the
needs and wishes of the various target
groups in the markcting process.
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The ideal solution is to standardise when-

ever possible and to differentiate or adapt
whenever necessary. Decisions must be
taken on which marketing clements need
to be adapted to the specific culture. This
gives risc to the question of marketing-
relevant differences between the coun-

tries of the playcrs involved.

Until recently, it was assumed that “cul-
turc-irrelevant” products existed; today
this opinion has been refuted. Players
with different cultural identities, cus-
toms and lifestyles arc involved in every
marketing process. In cross-cultural
marketing, cfforts are therefore made to
develop and apply knowledge about the

target markets.
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Pricing and price negotiations are a sen-
sitive area of markcting. They are there-
fore a particularly suitable example for
explaining the signiﬁcancc of cross-cul-

tural marketing.

In western industrial countries, we are
accustomed to the existence of fixed
prices. Discounts are only offered in very
specific cases, e.g. bulk discounts for large
quantities purchased or cash discounts
for immediate payment. Price compar-
isons are casily possible and customary.
Customers have clear expectations about
how much a product should cost. If the
marked price doesn’t match these ex-
pectations, they are not interested in the
product right from the start.

In dcvcioping socicties, prices are still
usuaily ncgotiated frccly. Weak spcnding
power increases the significance of price
negotiations across all product groups
and services. Price negotiations also have
the social function of building trust and
cnabling an exchange.

ﬂlc Cuitural background Of thc anO‘
tiating parties has an influence on price
setting. It is therefore important in inter-
national price negotiations to keep both
your own cultural preference and that of
your negotiation partner’s in mind.

If buyer and seller both come from indus-
trialised, western countries, price negoti-
ations normally begin with a competitive
price that is plausible to the buyer. This is
intended to indicate the seller’s honcsty.
If scllers demand very high prices at the
start ofncgotiations, buyers might doubt
their trustworthiness and, in the worst
case, no longer consider them as trading
partners. If both parties assume that the
seller has entered into negotiations with a
“realistic” starting price, it is possible that
they will reach an agreement quickly. In
the western culture, this price negotia-
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tion style is considered to be targeted and
efficient.

In contrast, let us imagine that the same
scller quotes the same “reasonable”
starting price to a buyer from a culture
in which bargaining is customary. The
buycr and his superiors assume that prices
arc freely negotiable. Hence, during
price negotiations thcy concentrate on
achieving the highest possiblc discount.
If the buycr does not receive a high dis-
count, they cannot fulfil their goal. The
focus is no longer on the actual value of
the price demanded, because price nego-
tiations would take a different course in
the buyer’s own culture. There the seller
would quote a high starting price, the
partics would come closer to an agree-
ment through price concessions and, in
the end, a realistic final price would be
agreed.

If scllers — through a lack of knowledge
about local customs — set their starting
prices too low and have no leeway for
discounts and concessions, a deal might
not be closed. The price negotiations fail
because both the seller and the buyer are
not familiar with the ways of proceeding
in the culture of the respective negotia-

tion partner.

Adapting to cultures throughout the mar-

keting process
t=]

Adaprtations take place throughout the
entire marketing process. Global com-
panies spcciﬂcaﬂy define the aspects of
marketing they standardise and those
thcy adapt. This is alrcady evident in
the products: brand names, positioning
and packagc dcsign are usuaﬂy retained
worldwide. However, different customs
and regulations make certain adaptations
necessary, for cxample with regard to
taste, packagc sizes or advcrtising rcgula-
tions in the countries.

Requirements of German partner busi-

nesses

Intercultural differences between Ger-
many and Vietnam influence consumer
behaviour and marketing processes. As a
result, pricing also differs. Prices must be
transparent and calculated in such a way
that German partners find them fair and
reasonable. But then again, the payment
behaviour of German partners normally

https://www.managerprogramm.de/flippingbook/journal/2016-8/en/#p=40

and Energy

Federal Ministry [
L l e et Ak giz:

ALUMNI

Vecl R,

tavestesent

Manager Training Programme
of the Federal Ministry for Economic Affairs and Energy with Vietnam

SIXTH ALUMNI GET-TOGETHER

Hoi An City, 09-10/04/2016

makes it possiblc to grant rclativcly short

payment periods.

The absolute functioning of products
and services is of high importance right
from their introduction to the market. In
many Asian countries, so-
called “soft starts” are cus-

tomary. Here a technology

to work right from the

start but rather that im-

provements will be necessary for a while
until the technology functions well in
duc timC. SuCl’l Soﬁ starts arc not aCCCPt'
ed in Germany. The German standard of
quality requires the manufacture of con-
sistent quality right from the start. Proof
of quality can, for example, be provided
through long guarantee periods or return
guarantces. Standardisation plays an
important role inasmuch as more than
30,000 industrial standards (DIN stand-

ards) exist.

Products that comply with environ-
mental standards, are healthy and felt to
be “clean”, with regard to harmful sub-
stances, are accepted in Germany. This
is particularly relevant for Victnamese
partners in view of the significance of the
food scctor for export. After all, coffee
and scafood arec among the most impor-
tant Vietnamese export products. The de-
mand for “clean” products also includes
other important export goods such as
shoes or textiles because German con-

Pricing and price
isintroduced to the marker €9 O_ti_ations are a
before it is fully developed. sensitive area of
No-one expects cvcrything mal’keting.

sumers are health conscious. Moreover,
cthical standards and the strict corporate
compliance rules of German companies
must also be taken into consideration.
Products produccd using child labour or
unfair working conditions could evoke

protests from consumers.

All market processes re-
quire smooth communica-
tion between the players.
Distribution partners
should therefore try to
reduce language problems
and cnsure that they arc continuously
reachable online.

It is particularly important for German
partners that deadline agreements are
observed, cspccially dclivcry dates. Punc-
tuality is placed on a par with reliability.
A different perception of time in compar-
ison to Vietnamese culture as well as the
extensive optimisation of logistic proc-
esses make waiting periods and delays
problematic for German companies. On
the other hand, Vietnamese partners also
benefit from the stable German transport
infrastructure.

Professor Dr Doris Gutting teaches at

the University of Applied Management

in Erding and is a cooperation partner of
TDC Feldafing. She conducts seminars on
marketing topics for MP alumni.
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