Eva-Maria Stéormer

Network marketing of
tourism SMEs in a cross-
cultural context

Trust establishment in a cross-cultural context or
'when cultures collide'

@LAMBERT

Academic Publishing




Eva-Maria Stormer

Network marketing of tourism SMEs in
a cross-cultural context

Trust establishment in a cross-cultural context or
'when cultures collide'

4
|
ik
’§

‘.. —"

L2
.

AR
. W
=

AR

Py

LAP LAMBERT Academic Publishing



Impressum/Imprint (nur fir Deutschland/only for Germany)

Bibliografische Information der Deutschen Nationalbibliothek: Die Deutsche
Nationalbibliothek verzeichnet diese Publikation in der Deutschen Nationalbibliografie;
detaillierte bibliografische Daten sind im Internet Gber http:/dnb.d-nb.de abrufbar.

Alle in diesem Buch genannten Marken und Produktnamen unterliegen warenzeichen-,
marken- oder patentrechtlichem Schutz bzw. sind Warenzeichen oder eingetragene
Warenzeichen der jeweiligen Inhaber. Die Wiedergabe von Marken, Produktnamen,
Gebrauchsnamen, Handelsnamen, Warenbezeichnungen u.s.w. in diesem Werk berechtigt
auch ohne besondere Kennzeichnung nicht zu der Annahme, dass solche Namen im Sinne
der Warenzeichen- und Markenschutzgesetzgebung als frei zu betrachten wéren und
daher von jedermann benutzt werden diirften.

Coverbild: www.ingimage.com

Verlag: LAP LAMBERT Academic Publishing GmbH & Co. KG
Dudweiler Landstr. 99, 66123 Saarbriicken, Deutschland
Telefon +49 681 3720-310, Telefax +49 681 3720-3109
Email: info@lap-publishing.com

Approved by: Breda, NHTV University of Applied Science, Diss., 2009

Herstellung in Deutschland:
Schaltungsdienst Lange 0.H.G., Berlin
Books on Demand GmbH, Norderstedt
Reha GmbH, Saarbriicken

Amazon Distribution GmbH, Leipzig
ISBN: 978-3-8443-8791-9

Imprint (only for USA, GB)

Bibliographic information published by the Deutsche Nationalbibliothek: The Deutsche
Nationalbibliothek lists this publication in the Deutsche Nationalbibliografie; detailed
bibliographic data are available in the Internet at http;/dnb.d-nb.de.

Any brand names and product names mentioned in this book are subject to trademark,
brand or patent protection and are trademarks or registered trademarks of their respective
holders. The use of brand names, product names, common names, trade names, product
descriptions etc. even without a particular marking in this works is in no way to be
construed to mean that such names may be regarded as unrestricted in respect of
trademark and brand protection legislation and could thus be used by anyone.

Cover image: www.ingimage.com

Publisher: LAP LAMBERT Academic Publishing GmbH & Co. KG
Dudweiler Landstr. 99, 66123 Saarbriicken, Germany

Phone +49 681 3720-310, Fax +49 681 3720-3109

Email: info@lap-publishing.com

Printed in the U.S.A.
Printed in the U.K. by (see last page)
ISBN: 978-3-8443-8791-9

Copyright © 2011 by the author and LAP LAMBERT Academic Publishing GmbH & Co. KG
and licensors
All rights reserved. Saarbriicken 2011



Table of Contents

1. Introduction Sirasgersensaserasrvain -9
L S e e T i e e B B T T T e e e e e, 9
1.1.1. Destination competitiveness and the link to tourism SMEs................... 9
1.1.2.  An introduction to SME marketing.........cccccevienirneniieieereeceeeece e 12
1.1.3. The shift towards relationship marketing.........c.ccccevvveeiviieeciiie e 14
1.1.4. The ‘standardization versus adaptation debate'.............cccccceveiriinurnnnns 16

1:2.. T FeSOANCH AN s trees. o L e o e vn s st o et s e s s poves v ) 19
1.3.  The reSearch QUESTIONS ...........couecueiieieeeeeeeiee et e e e e s e e e eae s eraaeennes 19
1.4 The disSOrAlON SIUBIUIS .=k i i rrvssvessrushrassntsssdos swaras kvt smsisss bhssa biatos 21
2. Methodology AN CI A Yo SO I At e 23
2.1.. The'research philosophy . oo i itiead s b b s s B i e Y 23
2.2. | TheresearchlapPrOaChIsIs L. i =i ittt by e sl i e 0 e 24
2.2.1. The abductive theory in relation to the inductive research..................... 24
2 1= (o [ P2 V1 2 Y/ ][ (ol e e S A B B e S e 0 S eyt 25
2.3.  The reSearch SIrategy...........cccouueuiuueiiieieeicieeeeeeeeeeeeeeeseaeeeeanaeesaaeeeaasennes 26
2.4. The data collection ProCEAUIE ................coeeceueeeeeeeieeeeeeeeeeeeeaiee e eaaeeeaes 27
240 The sampliNOIMEOU .. s isisssmisminsssins simssmissnmn rivsmsivmsim s e 29
2.5, Ethical considerations:iy: ..issvsissiissisvinivsssesssnvessiasssivnsasisssmsnsisssssssssnssvasssssssass 29
3. The theoretical base — a literature review 31
3.1. Networks and tourism destination management...............cccoccueeveenueereernneens 31
3.1.1. Networks and (destination) policy making.........c.ccoceeviirriieiieieiiieieieinnens 31
3.1.2. Destinations as NEIWOrKS ........ccccociiiciciiiiniiieier e e 32
3.1.3. Destinations in networks with destinations...........ccccceceerieeiiiiiciiiiecenn, 33
3.2. SME marketing and the opportunities of relationship marketing................... 34
3.2.1. The importance of Marketing fOr SMES.......cutisisissassnessnmsssivsssensensins 34
3.2.2. Characteristics and problems of SME marketing .........cccccceveeiviienicnnen. 34
3.2.3. SME marketing opportunities ..........ccoieeeiiereiiiireee e 37
3.2.4. Defining Relationship Marketing ..........ccceoeeveieireeiienineeeecece e 37
3.2.,5. Conditions for and characteristics of Relationship Marketing................. 38
3.2.6. Advantages and benefits of Relationship Marketing .........ccccccceevveeeenns 38



3.3. Network marketing, trust establishment and cultural influence..................... 39

331, The different: NetWOrk FOrMNS i isnsisaiiiimissiiimiimiisionssansssnsssarsons 39
3.3.2.  Nelwork Marketing Defiieg:.. ... i csisssmssais sassassrsnss 40
3.3.3. Networking-advantages for SMES..........c...cccieiiinnnnisninsnssnnisnesnssssonins 41
3.3.4. The underlying concepts of NEWOrKINg.........cccccererrveerrerssensseesssernneennees 42
3.3.5. - Trust discussed DYOrature v ot v S e aani it e B 43
3.3.6. Establishing inter-organizational trust .............ccccccoeeeiiiiiiincciiircicreene 44
3.3.7... Trustinithe eross-culttral context .. Jbrler v o S0 L S L H R R 46
34, Chapler'SUMIMAIY:. .oz oo ton sisimsimiaie st sntas it et senssntans sus sonmmeass 49
4. The theory discussed with experts 51
4.1. Theinterviews condiictats T sl b sl il SR R e 51
4.2. Networking and tourism destination management...............ccccceeevceiecennnnns 52
4.3. SME marketing and the opportunity of relationship marketing ..................... 54
4.4. Network marketing, trust establishment and cultural influences................... 55
2 S B R G 0] LB T 77 72 [ e e ettt S s i o S e e S e R 61
5. The case study: cultural influences on STI's network marketing and trust
creation ..63
5.1. The COmMPANYPIOTIE............cccoceissisassisamiassssasamsssasssssinsssiasssiaassasivansnssnasasanss 63
5.2.  STI's marketing efforts analyzed ................ccccooiviiicniniiiiiineeceeeeeeenees 64
5.3. Network marketing, trust establishment and cultural influences................... 67
5.4, (GRADIOL SUMMAIY o vissimssssiussssaissmessvsns s st e st s enseininms Fessassse 75
6. Conclusion and Recommendations ikl
61, L HOCOMMONTANONS <o« v Ve eonem e nane e S S T g SRy R RS 81
6.1.1. Recommendations for (tourism) SMES ........cccccoovevieieeceeeeeeeeie e 81
6.1.2. Recommendations for destination managers.........ccccecuevveeveecveieiveenenns 84
6:1:3. "Recommendations for ST .......c..cuiiiiiiisnimasanssissisoemsasssnnsisiosssees 87
6.2. Future research reCOmmenaed..................cooceeeueeveieieeeeeseeieeereeeaeeeseeeaeeanas 93
7. The research discussion 95
7.1. The theoretical and practical relevance of the study .............cccccoueeeeerveennnns 95
7.2. Critical reflections on the research apProach .............cccecceeveeveeieesesiesieeseans 99
2l GO s o e e B B I o s e e e SR e 100
722 0 TEanStorabililVissvmainns oo s s atasris bl issess it 100
DT T T [ e e e I SRS e S 100
a2 S GO RN e e T L e 101



8 LISl O 101000 i i i R R S e AR GRS A A A 102

9. Appendices.... —srocl el 2 B s 109
Appendix 1 — The shift in marketing definitions............cccccoiiiiiiiiiiiiiiiiiciiieens 109
Appendix 2 - The research onion by Saunders applied to the project.................. 110
Appendix 3 — Belief systems attached to the interpretive paradigm..................... 111
Appendix 4 - The deductive versus the inductive research approach .................. 112
Appendix 5 — A detailed overview of the interviews conducted...............ccccceceeuee 113
Appendix 6 — The top-down versus the bottom-up marketing approach .............. 115
Appendix 7 — Levels of relationships with customers as indicated by Kotler-........ 116
Appendix 8 - The triangular Lewis model of cultural types .......cccccecoveiiiiuiecnennees 117
Appendix 9 — Attributes of the three cultural groups according to Lewis .............. 118
Appendix 10 — STI's marketing efforts in comparison to literature ....................... 119

Appendix 11 — The UK/USA comparison: the interview findings summarized......121



Acknowledgements

This dissertation was written as a final step in the one year Master Program
Tourism Destination Management, offered by the International NHTV
University of Applied Science in Breda (the Netherlands). The idea for writing
about cultural influences on networking came to me, when attending a
networking event in Frankfurt, Germany.

A presentation was held on cultural differences and as students from all over
the world attended the Future Leaders Forum, it became visible that
networking behavior differed amongst the attendants. During the breaks and in
discussions with other attendants notion was supported and this awoke my
interest in the topic.

The relevance in the field of SME marketing only became evident after first
conversations | had with experts from the tourism field. It soon became clear,
that looking into the networking attempts of the company Sustainable Travel
International in form of a case study, would benefit both sides: the company as
well as the quality of this dissertation and its value to the tourism industry.

| would therefore like to acknowledge that this dissertation would not have
been possible or as interesting without the support of the company STI. |
would like to thank Marilyn Larden, Val Vanderpool and Brian Mullis for their
time and the information they provided me with. Special thanks go to Anna K.
Williams, who was my contact person in Washington and supported me from
the first day on. Thank you.

| would also like to show my gratitude to all other interviewees, who were
willing to share their knowledge and expertise with me. STI clients as well as
experts in the field of marketing and cross-cultural studies enriched this
dissertation by giving their opinions.



Moreover, | would like to thank Carin Rustema, who as my supervisor has
given me guidance and support throughout the project and encouraged me
with her inspiring remarks. Thank you for your constructive criticism and
unabated enthusiasm throughout all stages of the research, Carin.

Finally, | thank my family for supporting my through my personal and
professional developments and making it possible for me to follow this Master
course in the first place. However, | am mostly indebted to my partner Teun de
Jong, who once again supported me throughout this endeavor: Your patience,

tolerance and love helped me most of all.



List of Abbreviations

AMA
A&K
BPC
B2B
B2C
CVBs
DMC
DMO
GDP
IMP Group
LTCs
MNCs
NM
PCN
P2P
RM
SME
STI
STSC
TO

UNWTO

American Marketing Association
Abercrombie & Kent (Luxury Tour Operator)
Business Partner City Network

Business to business

Business to consumer

Convention and Visitors Bureau
Destination Management Company
Destination Management Organization
Gross Domestic Product

Industrial Marketing and Purchasing Group
Large Tourism Companies

Multinational Corporations

Network Marketing

Personal Contact Networks

Peer-to-Peer networks

Relationship Marketing

Small to medium enterprises

Sustainable Travel International
Sustainable Tourism Stewardship Council
Tour Operator

World Tourism Organization

3



List of Figures

Chapter 1: Introduction
Figure 1:  Modeling the role of SMEs in destination marketing
Figure 2:  EU definitions of SMEs

Figure 3:  The problem analysis summarized

Chapter 2: Methodology
Figure 4:  Number and type of the interviews conducted

Chapter 3: The theoretical base — literature discussion
Figure 5:  Marketing classification
Figure 6:  Variables playing a role when establishing networks
Figure 7:  Important components in inter--organizational trust
Figure 8:  Trust creation over time
Figure 9:  High- and Low-Trust countries

Chapter 4: The theory discussed with experts
Figure 10: The different expert interviews conducted

Chapter 5: The case study: cultural influences on STI's network
marketing and trust creation
Figure 11: STI's position in the stages of the marketing development process
Figure 12: The two-fold relevance of trust in the network marketing process
of STI
Figure 13: Similarities and differences in network- and trust establishment in
the UK and USA

Chapter 6: Conclusion and Recommendations

Figure 14: Trust variance in different cultural categories



Chapter 9: Appendices

Figure 15:
Figure 16:
Figure 17:
Figure 18:

The shift in marketing definitions over the years
The research onion by Saunders applied to the project
The belief systems attached to the interpretive paradigm

The deductive versus the inductive research approach

Figures 19-21: The interviews conducted

Figure 22:
Figure 23:
Figure 24:
Figure 25:
Figure 26:
Figure 27:
Figure 28:

The top-down marketing approach

The bottom-up marketing approach

The levels of relationships with customers as indicated by Kotler
The triangular Lewis model of cultural types

Attributes of the three cultural groups according to Lewis

STI's marketing in comparison to SME marketing in literature
The UK/USA comparison: the interview findings summarized



Table of Contents

1. Introduction Sirasgersensaserasrvain -9
L S e e T i e e B B T T T e e e e e, 9
1.1.1. Destination competitiveness and the link to tourism SMEs................... 9
1.1.2.  An introduction to SME marketing.........cccccevienirneniieieereeceeeece e 12
1.1.3. The shift towards relationship marketing.........c.ccccevvveeiviieeciiie e 14
1.1.4. The ‘standardization versus adaptation debate'.............cccccceveiriinurnnnns 16

1:2.. T FeSOANCH AN s trees. o L e o e vn s st o et s e s s poves v ) 19
1.3.  The reSearch QUESTIONS ...........couecueiieieeeeeeeiee et e e e e s e e e eae s eraaeennes 19
1.4 The disSOrAlON SIUBIUIS .=k i i rrvssvessrushrassntsssdos swaras kvt smsisss bhssa biatos 21
2. Methodology AN CI A Yo SO I At e 23
2.1.. The'research philosophy . oo i itiead s b b s s B i e Y 23
2.2. | TheresearchlapPrOaChIsIs L. i =i ittt by e sl i e 0 e 24
2.2.1. The abductive theory in relation to the inductive research..................... 24
2 1= (o [ P2 V1 2 Y/ ][ (ol e e S A B B e S e 0 S eyt 25
2.3.  The reSearch SIrategy...........cccouueuiuueiiieieeicieeeeeeeeeeeeeeeseaeeeeanaeesaaeeeaasennes 26
2.4. The data collection ProCEAUIE ................coeeceueeeeeeeieeeeeeeeeeeeeaiee e eaaeeeaes 27
240 The sampliNOIMEOU .. s isisssmisminsssins simssmissnmn rivsmsivmsim s e 29
2.5, Ethical considerations:iy: ..issvsissiissisvinivsssesssnvessiasssivnsasisssmsnsisssssssssnssvasssssssass 29
3. The theoretical base — a literature review 31
3.1. Networks and tourism destination management...............cccoccueeveenueereernneens 31
3.1.1. Networks and (destination) policy making.........c.ccoceeviirriieiieieiiieieieinnens 31
3.1.2. Destinations as NEIWOrKS ........ccccociiiciciiiiniiieier e e 32
3.1.3. Destinations in networks with destinations...........ccccceceerieeiiiiiciiiiecenn, 33
3.2. SME marketing and the opportunities of relationship marketing................... 34
3.2.1. The importance of Marketing fOr SMES.......cutisisissassnessnmsssivsssensensins 34
3.2.2. Characteristics and problems of SME marketing .........cccccceveeiviienicnnen. 34
3.2.3. SME marketing opportunities ..........ccoieeeiiereiiiireee e 37
3.2.4. Defining Relationship Marketing ..........ccceoeeveieireeiienineeeecece e 37
3.2.,5. Conditions for and characteristics of Relationship Marketing................. 38
3.2.6. Advantages and benefits of Relationship Marketing .........ccccccceevveeeenns 38



3.3. Network marketing, trust establishment and cultural influence..................... 39

331, The different: NetWOrk FOrMNS i isnsisaiiiimissiiimiimiisionssansssnsssarsons 39
3.3.2.  Nelwork Marketing Defiieg:.. ... i csisssmssais sassassrsnss 40
3.3.3. Networking-advantages for SMES..........c...cccieiiinnnnisninsnssnnisnesnssssonins 41
3.3.4. The underlying concepts of NEWOrKINg.........cccccererrveerrerssensseesssernneennees 42
3.3.5. - Trust discussed DYOrature v ot v S e aani it e B 43
3.3.6. Establishing inter-organizational trust .............ccccccoeeeiiiiiiincciiircicreene 44
3.3.7... Trustinithe eross-culttral context .. Jbrler v o S0 L S L H R R 46
34, Chapler'SUMIMAIY:. .oz oo ton sisimsimiaie st sntas it et senssntans sus sonmmeass 49
4. The theory discussed with experts 51
4.1. Theinterviews condiictats T sl b sl il SR R e 51
4.2. Networking and tourism destination management...............ccccceeevceiecennnnns 52
4.3. SME marketing and the opportunity of relationship marketing ..................... 54
4.4. Network marketing, trust establishment and cultural influences................... 55
2 S B R G 0] LB T 77 72 [ e e ettt S s i o S e e S e R 61
5. The case study: cultural influences on STI's network marketing and trust
creation ..63
5.1. The COmMPANYPIOTIE............cccoceissisassisamiassssasamsssasssssinsssiasssiaassasivansnssnasasanss 63
5.2.  STI's marketing efforts analyzed ................ccccooiviiicniniiiiiineeceeeeeeenees 64
5.3. Network marketing, trust establishment and cultural influences................... 67
5.4, (GRADIOL SUMMAIY o vissimssssiussssaissmessvsns s st e st s enseininms Fessassse 75
6. Conclusion and Recommendations ikl
61, L HOCOMMONTANONS <o« v Ve eonem e nane e S S T g SRy R RS 81
6.1.1. Recommendations for (tourism) SMES ........cccccoovevieieeceeeeeeeeie e 81
6.1.2. Recommendations for destination managers.........ccccecuevveeveecveieiveenenns 84
6:1:3. "Recommendations for ST .......c..cuiiiiiiisnimasanssissisoemsasssnnsisiosssees 87
6.2. Future research reCOmmenaed..................cooceeeueeveieieeeeeseeieeereeeaeeeseeeaeeanas 93
7. The research discussion 95
7.1. The theoretical and practical relevance of the study .............cccccoueeeeerveennnns 95
7.2. Critical reflections on the research apProach .............cccecceeveeveeieesesiesieeseans 99
2l GO s o e e B B I o s e e e SR e 100
722 0 TEanStorabililVissvmainns oo s s atasris bl issess it 100
DT T T [ e e e I SRS e S 100
a2 S GO RN e e T L e 101



8 LISl O 101000 i i i R R S e AR GRS A A A 102

9. Appendices.... —srocl el 2 B s 109
Appendix 1 — The shift in marketing definitions............cccccoiiiiiiiiiiiiiiiiiciiieens 109
Appendix 2 - The research onion by Saunders applied to the project.................. 110
Appendix 3 — Belief systems attached to the interpretive paradigm..................... 111
Appendix 4 - The deductive versus the inductive research approach .................. 112
Appendix 5 — A detailed overview of the interviews conducted...............ccccceceeuee 113
Appendix 6 — The top-down versus the bottom-up marketing approach .............. 115
Appendix 7 — Levels of relationships with customers as indicated by Kotler-........ 116
Appendix 8 - The triangular Lewis model of cultural types .......cccccecoveiiiiuiecnennees 117
Appendix 9 — Attributes of the three cultural groups according to Lewis .............. 118
Appendix 10 — STI's marketing efforts in comparison to literature ....................... 119

Appendix 11 — The UK/USA comparison: the interview findings summarized......121



1. Introduction

"Well begun is half done"

Philosopher Aristotle quoting an old proverb (Quotationspage,

Quotationspage, 2007)

Tourism is often considered to be the world’s largest industry and there is no
doubt that tourism plays a key role in the economies of both developed and
developing countries. In some countries and especially for some island nations
such as the Maldives, tourism can even account for up to 90% of the GDP
(Partnershipwebpage, 2007).

Tourism is therefore truly a motor for economic development and in order to
keep that motor running any city, island, region or country —any destination for
that matter- needs to be competitive. How destination competitiveness can be
reached according to literature will be discussed next, in the problem analysis
introducing this dissertation.

1. The problem analysis

1.1.1. Destination competitiveness and the link to tourism SMEs
Destination competitiveness defined by literature - Ritchie and Crouch
(2003) suggest that “what makes a tourism destination truly competitive is its
ability to increase tourism expenditure (and) to increasingly attract visitors
while providing them with satisfying memorable experiences [...]" (Eleri Jones,
2005). While destination competitiveness works much like competiveness in
any branch — one is able to supply something that is being in demand by the
market and then sold at a profitable price — the competitiveness of destinations
is very dynamic and more complex. As Ritchie and Crouch further emphasize:
“Those who are responsible for destination management are operating
according to a constantly evolving set of rules that continually redefine the
exact nature of competition” (ibid).



Poon (1993) suggests that destinations should follow some key principles in
order to remain competitive, in order to keep the engine running. One of those
principles is to build a dynamic private sector (ibid). The private sector,
representing the businesses that provide an extensive part of the ‘memorable
experience’ previously mentioned, exists of both large companies and chains
on the one hand and small to medium sized enterprises on the other hand.
“Yet, the backbone of the tourism industry comprises a plethora of private-
sector small and medium-sized companies (SMEs) dominated by micro

businesses, often employing fewer than ten people” (ibid).

Tourism SMEs in destination competitiveness - Small enterprises not only
deliver a substantial part of the products and services tied to a destination,
their ‘own’ marketing efforts also have impact on the marketing and the
perceived image of the destination — thus on destination competitiveness.

A destination can be considered to be a hierarchy of entities (private sector)
which together with the public sector should project a coherent image to
potential customers (ibid). In general it can therefore be said that the more
successful SMEs are in their own marketing attempts, given that those are in
line with the destination image or brand, the more successful a destination will
be. Successful operations and marketing strategies of tourism SMEs can
contribute to the competitiveness of a destination. Figure 1 on the following
page summarizes this idea.

Figure 1: Modeling the role of SMEs in destination marketing and competitiveness
Source: Researching student adapted from Eleri Jones (2005)

Public Sector

Destination Competitiveness
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It can be summarized that

a) Competitiveness in tourism is equally important as in any other industry.
Therefore, tourism destinations need to be competitive

b) SMEs are considered the backbone of tourism as they provide many of
the products and services that make the tourist's experience

c) SMEs market their own services but at the same time the destination

and thereby contribute to its competitiveness

Hence, two things can be concluded: First of all, management is needed from
the destination’s side to deal with the private sector and those many SMEs.
There has been growing consensus that in order to increase a destination’s
competitiveness the public sector needs to work closely with the private sector
stakeholders to manage the marketing, planning, control and development of
tourism (Page, Tourism management: managing for change, 3rd edition,
2009). Secondly, it is in the best interest of destination managers for SME
entrepreneurs to succeed in marketing their business (internationally) and by
doing so the destination they operate in. Learning about tourism SMEs, their
marketing efforts, characteristics and limitations will therefore have beneficial
consequences for destination marketing and/or management. In this
dissertation research will be conducted at the micro level of tourism analysis,
considering organizations as highly dynamic entities and discussing the
decision-making within those. This is done in order to draw conclusions about
and to contribute knowledge on the macro level, that of the destination
management (Jafari, 2003).

Three major concepts are believed to be underlying to the topic at hand and
will be combined and discussed hereafter. Those concepts are

1) SME marketing

1) Relationship marketing and in particular: network marketing

Il)  The influence of national culture and connected to that the
standardization versus adaption of marketing strategies

15



