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Abstract 

 

When designing a product/service, the style, use and other marketing activities must be produced  in a 

manner acceptable to the society in which it is marketed.  Culture is one of the most important 

marketing ingredients in order to have a successful entry into a foreign market. Culture is defined in 

many ways and every international market must appreciate the cultural differences pertinent to their 

businesses.  This will help them to notice cultural differences in new markets and help them to design 

their marketing programs to suit these new markets.  This paper attempts to analyze this perspective 

and tries to discuss the role of an international market analyst and the marketing elements to explore 

before entering an international market. 

 

  

1. Introduction 

 

Any company engaging in global marketing operations is faced with a number of very important 

strategic decisions. Increasingly, firms will find that having of a strong global reasoning which demands 

that global marketing must be pursued for in order to compete in the fierce competitive business 

environment of the 21st century. Once committed, the company needs to decide where to go, both in 

terms of geographic regions and specific countries. 

 

A marketing strategy is something that constantly evolves, adapting to changing market conditions. In 

an organization the outcomes from its different types of business are constantly reviewed and evaluated. 

Decisions are then fed into the decision making process so as to set new strategies to be developed to 

improve operations internationally. 

 

However, while strategies change, one aspect of the business has remained in place. This is a continued 

focus on high levels of customer service and employee relations. This strategy has enabled the company 

to continue for further growth in the future. 

 

Firstly, to explore the notion of international marketing should develop global awareness and some 

aspects to consider are: 

 

 Be aware of the cultural differences 

 Knowledge of cultures, history, world market potential and global PESTEL trends. 

 International marketing is the performance of business activities designed to plan, price, 

promote, and direct the flow of a company’s goods and services to consumers or users in more 

than one nation for a profit. 

 It’s the performance of business activities including pricing, promotion, product and 

distribution decisions across national borders. 

 International marketing is the same with the domestic marketing; the only difference is that 

marketing activities take place in more than one country. Marketer’s task is to make profit by 

promoting, pricing and distributing products. 
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One of the most frequent questions set by entrepreneurs is why operating globally. The importance of 

going global is that: 

 

 To pursue new business potential 

 For U.S, companies, 70% of total world market for goods and services is outside the country 

o Coca-Cola earns 75% of operating income and 2/3 of profit outside of North 

America 

 For Japanese companies, 90% of world market is outside the country 

 94% of market potential is outside of Germany for its companies 

 

As you can see in the graphical representation here below it shows the different international marketing 

tasks operating in a foreign market. 

 

 
 

Source: Global Marketing, Warren Keegan, Prentice-Hall 2007 

 

One of the most import marketing ingredients to analyze is culture. Culture deals with a society and how 

people in that society live.  It is important for the study of marketing in general and international 

marketing in particular. The scope of marketing concept which revolves around the satisfaction of 

consumer needs and wants at a profit evolves around how well the marketer would understand these 

needs and bring satisfaction for people across the different cultures.  For the company to be successful, 

it has to design a promotional message that is written in a manner that is meaningful to the market in 

which it is to be used.  Similarly, when designing a product, the style, use and other marketing activities 

must be made in a manner acceptable to the present society in which it is marketed.  All these activities 

are necessary for the simple reason that the marketers efforts are judged by the people in the society by 
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a cultural context of acceptance, resistance, or rejection which in tern decides the success or failure of 

the company and its products.  Hence, the marketing manager who is working in a company that is 

looking to expand its marketing across the countries must study the culture.   

 

2. Company profile 

 

Iron Mountain Incorporated (NYSE: IRM) is a global business dedicated to storing, protecting and 

managing, information and assets. Organizations across the globe trust Iron Mountain to store and 

protect information and assets. The company was founded in 1951 and is considered the world leader in 

enterprise information management services. The company is headquartered in Boston and has a strong 

presence in 45 countries worldwide, with more than 1,400 facilities and more than 230,000 clients 

around the world, including almost all of the FORTUNE 1000 companies.  

 

Iron Mountain Cyprus Limited is incorporated as a Cyprus company in association with Iron Mountain, 

New York, USA – helps organizations around the world reduce the costs and risks associated with 

information protection and storage. The Company offers comprehensive records management, data 

protection, and information destruction solutions along with the expertise and experience to address 

complex information challenges such as rising storage costs, litigation, regulatory compliance and 

disaster recovery. Founded in 1951, Iron Mountain is a trusted partner to more than 100,000 corporate 

clients throughout North America, Europe, Latin America and the Pacific Rim.  The following are some 

of the important services provided by the company. 

 

3. Records Management 

 

In today’s environment daily business operations are generating explosive amounts of information, both 

paper and digital.  All the while, regulations and security mandates become more stringent, making 

companies increasingly aware of the need to manage and protect their information.  Though the 

criticality of records management is understood, the complexity associated with implementing a legally 

credible program challenges organizations worldwide. 

 

Iron Mountain understands these challenges and provides services for protecting and storing information 

address the specific needs of organizations with a keen eye on reducing costs, and risks, while 

improving accessibility and ensuring regulatory compliance.  Iron Mountain offers the expertise and 

resources to handle the unique needs of Client Company no matter what business or location, so it can 

rely on strong and consistent support. 

 

4. Data Protection 

 

Companies around the world now face increasing obstacles in addressing the needs related to protecting 

and recovering information.   The explosive growth in both technology and data adds a greater level of 

complexity, amplifying the need for efficient solutions that address these challenges. 

 

Iron Mountain offers valuable and cost effective solutions for companies to protect against: 

 

• Natural disasters 

• Human error 

• Viruses 

• Security breaches 

 

Iron Mountain services ensure that the client company is not left vulnerable to these elements and 

enables rapid recovery of data when they need it. Iron Mountain solutions range from offsite tape 
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vaulting and archiving to server and PC data backup, email continuity, and disaster recovery; and our 55 

years of experience will help the client choose the right solution to help reduce the costs and risks 

associated with compliance, disaster recovery, and preservation. 

 

5. Information Destruction 

 

Today, organizations must address and comply with burgeoning regulations that require them to 

safeguard sensitive information for the purpose of preventing identity theft. Forward-thinking 

businesses also seek to protect proprietary information and intellectual property from falling into the 

wrong hands. To eliminate the associated risks and costs, information destruction has become an 

essential component of records management programs. 

 

Iron Mountain offers information destruction solutions for both paper and digital data. Secure Shredding 

services enable company to dispose of paper records, off-site or onsite; Iron Mountain experts can even 

help Client Company establish and implement a comprehensive, compliant program. Iron Mountain’s 

Data Defense solution provides the capability to automatically destroy data residing on laptops that have 

been lost or stolen, so that the company never has to worry about who has access to that data. 

 

Iron Mountain understands today’s needs for protecting sensitive information and delivers the 

innovative, cost-effective solutions businesses require to reduce the exposure risks.  To facilitate this, 

Iron Mountain also offers the following other services. 

 

6. Culture and Cultural Dynamics 

 

Culture is defined as “the human-made part of human environment – the sum total of knowledge, 

beliefs, art, morals, laws, customs, and any other capabilities and habits acquired by humans as 

members of society” (www.culturegrams.com).  

Culture affects every part of our lives, every day, from birth to death (Tashrio and Bremner 2005), and 

everything in between (Arnould and Thompson 2005).  It affects how we spend money and how we 

consume in general (Walker, 2004). 

 

Culture is defined in many ways and every international market must appreciate the cultural differences 

pertinent to their businesses.  This will help them to notice cultural differences in new markets and help 

them to design their marketing programs to suit these new markets.  Some of the important definitions 

are discussed here under. 

 

Scupin and Decorse (2005) described culture as “the sum of the values, rituals, symbols, beliefs, and 

thought processes that are learned, shared by a group of people, and transmitted from generation to 

generation”.  This gives an understanding that culture is in the mind of the individual. 

 

Edward Hall (1959) describes culture “as an invisible barrier…..the way people organize their life, 

thinking, and of conceiving the underlying assumptions about the family and the state, the economic 

system, and even themselves”. 

 

As an international marketer, it is imperative that we should not only appreciate the cultural differences 

pertinent to our business but also should understand the origins of these differences. Taking the above 

definitions in to consideration, it is said that human make adaptations to changing environments through 

innovation.  Learn culture from social institutions through socialization (growing up) and acculturation 

(adjusting to a new culture).  They also absorb culture through role modeling, or imitation of their peers.   

People make decisions about consumption and production through application of their cultural-based 

knowledge (Cateora and Graham, 2007). 

http://www.culturegrams.com/
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Deshpande and Farley (2004) clearly mentioned that “culture not only establishes the criteria for day-to-

day business behavior but also forms general pattern of values and motivations”.  Taking this, it is 

necessary for every marketing manager to understand the culture of the country in which the company 

operates.  Lack of empathy for and knowledge of business practices of the culturally different country 

can create insurmountable barriers to successful business relations. 

Some organizations tend to plot their marketing strategies with the idea that their counterparts from 

other business cultures are similar to themselves.  This can be true in some aspects, but there is always a 

possibility for enough differences exist to cause frustration, miscommunication, and ultimately failed 

business opportunities if these differences are not understood and responded.  Taking from here, the 

country selected for the study is Lebanon.  Lebanon is the closest country to Cyprus in terms of 

geographical distance on the Mediterranean Sea.  Due to the proximity to Cyprus, it is widely believed 

in both countries that there exists some kind of cultural similarity and as such businesses try to go across 

the boarder to increase their profitability and the same is also true in the case of Iron Mountain. 

 

In order to avoid the pitfalls of failing business, it is decided that a close look at the culture of Lebanon 

be made using the cross-cultural analysis.  Doing this cross-cultural analysis would give the company a 

better understanding of the management styles such as business culture, management values, business 

methods and behaviors.  Once Iron Mountain understands these issues, it can adapt its marketing 

programs to suit the specific culturally different market. 

 

 

7. Cross-cultural Analysis 

 

There are many models of cross-cultural analysis currently being used to access the cultural differences.  

The most popular models are the ‘Iceberg’ (French and Bell, 1979) and ‘Onion (Hofstede, 1991)’.   The 

‘Iceberg’ model identifies a visible area consisting of behaviors or clothing or symbols and artifacts of 

some form and a level of values or an invisible level.  The ‘onion’ model is of the view that the ‘culture’ 

is like an onion which can be peeled layer-by-layer to reveal the content.  Both these analyses often plot 

‘dimensions’ to distinguish between cultures. 

 

Besides understanding of these issues, it is also essential for an international marketer to adapt.  Early 

and Mosakowski (2004) mention 10 basic criteria guide to adaptation to firms who wish to deal with 

foreign countries: 

 

1. open tolerance,  

2. flexibility, 

3. humility,  

4. justice / fairness,  

5. ability to adjust to varying tempos,  

6. curiosity / interest,  

7. knowledge of the country,  

8. liking for others,  

9. ability to command respect, and  

10. ability to integrate oneself into the environment. 

 

It is necessary that as international marketer one should adapt and change, it does not mean that one 

should forsake their own ways but to be aware of the local customs and be willing to accommodate to 

those differences that can cause misunderstandings.  In order to facilitate this, one need to understand 

the business customs so as to appreciate nuance of cultural imperatives, cultural electives and cultural 

exclusives. 
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Cultural ingredients could be friendships, human relations, or attaining a level of trust that develop in to 

business relations and expectations which are expected to be met.  These imperatives could be informal 

discussions, entertaining, mutual friends, contacts, and just spending time with others.  In a country like 

Lebanon, where family relationships are close, when deciding with whom to conduct business, the 

family is first. Loyalty to the family ranks first among both Christians and Muslims, males and females.  

In business, employers give preference to hiring relatives, and brothers and cousins often consolidate 

their resources in operating a family enterprise.  Next to the family in order of importance were religion, 

nationality or citizenship, ethnic group and finally the friendship.  In Cyprus, the family is also the 

centre of the social structure and extended family is expected to help their relatives.  Both maternal and 

paternal grandfathers have strong bonds with their grandchildren and elders are respected and Cypriots 

are extremely respectful of hierarchy.   

 

Kissing when greeting the other man, drinking alcoholic beverages in business meetings could be called 

as Cultural electives which relate to areas of behavior or to customs that cultural aliens may wish to 

conform to or participate in but that are not required.  Even though it is not necessary to follow the 

cultural symbols of the country but following them would be a good way of establishing goodwill and 

trust.  Since all these cultural electives are more obviously visible, it is better for an international 

marketer to follow them in order to gain trust and friendship.  In Lebanon, offering coffee as a ritual of 

establishing a level of friendship and trust which is also prevalent in Cyprus.  Shaking hands with 

women in Lebanon especially of Muslim religion may not be highly appreciated which is common in 

Cyprus.  Kissing women and men which is a common practice in Cyprus does not exist in Lebanon.  

Using first names is not generally welcome in Lebanon which is the same case in Cyprus.  Another 

similarity is in terms of contacts, both in Lebanon and Cyprus who you know can be more important 

than what you know. Cultural exclusives are those customs or behavior patterns reserved exclusively for 

the native citizens and from which foreigners are usually barred.  It is generally essential to have a 

trusted counterpart from the country that can help understand these cultural exclusives. 

In spite of having understood these issues, a certain amount of cultural shock occurs for every 

international marketer when entering in to a different international market.  In order to prepare stronger, 

an understanding of management styles is also essential.  Some of these management styles are 

discussed as under. 

 

7.1 Authority and Decision Making – Hui et al (2004) says that “Business size, ownership, public 

accountability, and cultural values determine the prominence of status and position which combine to 

influence the authority structure of business”.  In Lebanon, the top man in the business makes all 

decisions.  A Lebanese business person also prefers to deal with executives with decision making 

power.  They prefer to do business with individuals per se rather than an office or a title.  A similar 

culture also does exist in Cyprus but tend to be more formal.  People in authority require prior 

appointments to meet.  Decisions are not reached at meetings. Punctuality is expected from the 

foreigners end but usually they tend to be less punctual. 

 

7.2 Security and Mobility – personal security and job mobility will have a direct impact on the 

business relationships.  In a country like Lebanon, emphasis is placed on job security and job mobility is 

considerably low and many Lebanese companies have a paternalistic orientation and they assume that 

individuals will work for a single company for many years.  Cypriots also have somewhat similar 

opinions about security and mobility but they also now looking forward for more mobility to move from 

one company to another as they advance their careers.  So while changes in business are more apparent 

in Cyprus than in Lebanon, and as Lebanese prefer personal contacts rather than office, there is always a 

chance of losing business as change in the representatives. 
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7.3 Personal Life – McClelland (1985) discovered that some countries prefer good personal life 

over profit and achievement.  Cypriots belong to a culture where personal life plays a vital role where 

individuals sacrifice the work for the pleasure of good personal life while the same is not evident in 

Lebanon, where still individuals prefer achievement over the family and personal life. 

 

7.4 Affiliation and Social Acceptance – acceptance by fellow workers and neighbors to fulfill the 

need for affiliation is predominant in both the countries under study.  In both Cyprus and Lebanon, 

people wish to associate with the company and give importance to what their neighbors feel than what 

they are.  However, this is more evident in Lebanon than in Cyprus. 

 

7.5 Power and Achievement – it is generally agreed that all most all business individuals seek 

power and profit achievement, it is more evident in both Cyprus and Lebanon.  In both the countries, 

those people who have more power and material achievement are regarded as successful.  As such all 

business relations usually take place with equals either in terms of power or in terms of material wealth. 

 

7.6 Face-to-Face Communication – Edward T. Hall (1960) in his article “The Silent Language of 

Overseas Business” mentioned that communication involves more than just words.  Every international 

marketer should understand the nuances involved in this communication process across borders.  Hall 

(1960) mentions that “messages are explicit in some cultures; the words carry most of the information 

but in other cultures, less information is contained in the verbal part of the message since more is in the 

context”.  Even though Cypriots prefer face-to-face meetings rather than doing business by telephone or 

in writing, most of the information is not in the words but in the context.  The same is also applicable to 

Lebanon businessmen.  More particularly in Lebanon, personal contacts are very important.  In business 

circles, rumors circulate rapidly in verbal context and more rapidly than genuine information. 

 

7.7 Formality and Tempo – in Lebanon, businessmen do not wish to embark on more serious 

business discussion unless they meet the other party for more than one occasion.  As friendships and 

relationships matter, they would wait for a couple of meetings with the individual they are dealing with 

before they embark on any serious discussion.  Meetings and negotiations are usually prolonged, they 

do not like to be rushed and pushed to make decisions and as such they do not appreciate deadlines.  It 

does not mean that they do not make rapid decisions, but given the relationship with the other party they 

do make quick decisions.  The same is also true to a great extent in Cyprus. 

 

7.8 Negotiations Emphasis – Negotiations are very fundamental to the business success.  All the 

above factors can come and play a role in the negotiation process.  These negotiations usually centre on 

product, price, term and services associated with the product and finally, friendship between both the 

business partners.  Negotiations are important and the process is complicated, the risk of 

misunderstanding can crop up in the process due to lack of understanding of each other’s’ cultural 

nuances. 

 

8. Marketing Communications 

 

Neff (2000) along with many other researchers is of the opinion that there exists a controversy over the 

extent to which cross-cultural marketing strategies like advertising should be standardized or otherwise.  

While taking it as the basis for further discussion, one should also remember that the decision should be 

based on the company’s policy whether utilizing a standardized marketing strategy in any given market 

will result in a greater return on investment than would an individualized campaign.  In the given 

context of ‘Iron Mountain’ there is always a debate about the same.  However, the company wants to 

look at the consumer response to the same and also to consider potential individualized campaign in 

addition to the cost of the same. 
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While considering the approaches of the campaign, the company is looking into trying to do some 

background analysis by conducting a focus group discussion.  The key issues that would be discussed 

are: 

 

1. what needs this company can fill in this culture?  

2. can enough of the people needing the company’s offering?  

3. What value or patterns of values are relevant to the purchase and use of this product?  

4. What are the legal structures for the product?  

5. In what ways can the company communicate about the product besides the existing website?  

6. What are the ethical implications of marketing this product in Lebanon?   

 

However, the answers for these questions are to be awaited till the outcome of the focus group 

discussions is conducted. 

 

Iron Mountain is looking at some of the values which may likely to influence the needs in the particular 

market like Lebanon.  Some of the values could be – Traditional / Change; Risk taking / Security; 

Problem solving / Fatalistic; Hard work / Leisure. 

 

Since the marketing offering of Iron Mountain is more of an organizational offering, the company is 

also looking at some of the organizational buying behavior aspects besides the above.  Iron Mountain is 

looking at Firmographics; activities and objectives of organizations across Lebanon and organization 

composition in terms of the types of individuals who work in the organizations. 

 

Levitt (1993) is of the view that globalization transformed the world into a ‘homocultural’ market place 

where all customers can be persuaded by the same advertising appeals and values, irrespective of the 

culture they belong to.  If this is true, companies across the world need little adaptation to promote their 

products across the world and would save substantial amounts of money which otherwise would be 

spent on adapting their advertisings to local markets.  However, this is challenged by a number of 

researchers (for example: Bisswass, Olsen and Carlet, 1992; Katz and Lee, 1992; Mueller, 1992; Lin, 

1993; Zandpour et al., 1994; Al-Olayan and Karande, 2000; Ji and McNeal, 2001) who studied the 

content of the advertisements and opinioned against the views of Levitt (1993). 

 

In a study conducted by Al-Olayan and Karande (2000) stressed the negative relationships between the 

price and promotion information.  The researchers are of the opinion that there can be many factors 

other than the above that can have an influence in the Arab world.  However, the context of marketing 

communications in relation with Iron Mountain neither has a price on their promotional campaign nor 

women being showed in the ad content.  Moreover, at present the company did not design any particular 

advertising campaign to suit the Lebanon.  However, on the outcomes of the focus group discussion, as 

mentioned above, the company would make a strategic decision.  But it is highly recommended that the 

company take a more adapted marketing communications campaign than a standardized version.  The 

reason for such recommendation is based on the simple fact that Lebanon is a High-context culture, 

where businessmen tend to related to the context of the message rather than the message wordings itself.  

As such, the context plays a crucial role. 

 

9. Market-entry Strategy 

 

Iron Mountain when decided to enter in to the Lebanon market, should choose an appropriate strategy to 

enter in to the market.  This decision should be based on the analysis of market characteristics such as 

potential sales, strategic importance, strengths of local resources (London and Hart, 2004), cultural 

differences (Brouthers, 2002) and country restrictions.  While these factors are considered, Iron 
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Mountain also should consider its capabilities and characteristics, degree of near-market knowledge, 

marketing involvement and management commitment (Malhotra et al, 2003). 

 

Given the product offering characteristics of the Iron Mountain, the company after a careful evaluation, 

decided to go with a strategic alliance with a local Lebanese company.  This business relationship is 

based on the mutual need and to share risk in achieving the common objective.  It is expected that this 

strategic alliance would bring Iron Mountain and its partnering company in Lebanon the following 

benefits.  Providing an opportunity for rapid expansion into a new market (Simonin, 2004); reduce 

marketing costs like advertising, promotion, facilitate strategic moves (Brady, 2004). 

10. Conclusions 

 

In conclusion, it is recommended that the iron mountain should move along with the lines of strategic 

alliance to enter the Lebanese market.  While entering, the company should consider a specifically 

adapted communications campaign duly taking into consideration the cultural factors outline above.  

The company also should spend a considerable amount of time and effort in training the first group of 

its employees on the above mentioned cultural factors to facilitate early establishment of the company 

without any drawbacks. 

 

Furthermore, as per the digital edition of the Gold Business Magazine in Cyprus 2017, Iron Mountain 

Incorporated, a global leader in information management services, has acquired Fileminders Ltd, the 

local market leader in records and information management in a deal sealed on the 5th July in 

Nicosia. With the acquisition of Fileminders, Iron Mountain Inc. significantly establishes its presence in 

the Cyprus market, highlighting its confidence both in the Cypriot economy and in the region. The 

acquisition is part of Iron Mountain’s international strategy to enhance its presence in markets where the 

information management sector grows rapidly. 

 

Fileminders is a leading company in Information Management in Cyprus offering solutions that 

empower its customers to easily use their information resources in their day-to-day decision making. 

Nonetheless, in the future, we expect to see global marketing strategies adopted by firms from all parts 

of the world. As markets become increasingly accessible to all firms, the trend toward globalization will 

continue. Firms in developing and emerging economies, which are as affected by the global logic as 

those based in the developed world, will begin to concentrate on their own strengths and develop global 

marketing strategies for a particular sector. This is a key reason why managers in emerging markets will 

need a global mindset as the organizations in developed countries.  

 

Moreover, global marketing strategies are also becoming an issue for firms not typically associated with 

globalization. Smaller firms, although focused, will increasingly find benefits from a global marketing 

strategy. To make the best of their limited resources, these firms will likely select niche strategies but 

pursue global reach in many key markets.  

 

As we discussed above, globalization is a multifaceted term requiring companies to carefully monitor 

their markets. Globalization may occur in several parts of a firm's business and may require different 

responses whether it occurs at the customer, market, industry, or competitor level. As a result, there are 

many types of generic global marketing strategies a firm may choose from, moving the fundamental 

choice away from whether a global marketing strategy should be pursued toward which global 

marketing strategy should be adopted.  

 

Finally, a global company is also strongly aware of the value of global size and market share. As a 

result, a number of strategic decisions, such as which markets to enter, will become subject to the 

overall global strategy. Globalization of many industries today is a fact. Some companies have no 

choice but to become globalized, once key competitors in their industries are globalized. This leads to a 
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rethinking of the strategic choices and inevitably will lead to new priorities. Globalization is not simply 

a new term for something that has existed all along, it is a new competitive game requiring companies to 

adjust to and learn new ways of doing business towards survival and competitiveness fierce business 

environment of the 21st 

Century. 
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