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Cultural Considerations for the Company’s Strategy
Cultural considerations are important to the effectiveness of the business or to organizations. By culture, it means everything that distinguishes and defines a person including sexual orientation, age, life experiences, ethnicity, language, gender, values, and goals. Keeping in mind that every client is unique and or everyone has their own story to tell is not only good for business but also helps in taking precautions on generalizations and stereotyping. Thereby, it is crucial for companies to take into account the cultures and lifestyles of countries they consider doing business with. 
Cultural preferences vary in every region, block or nation. For instance, if doing an international business there will be varying preferences for products and food quality levels, brands, and services. The differences in some cases are so major that it would be difficult to ignore. The meaning of colors shapes and iconic features also in their own capacity have different cultural significance. For instance, fashion trends in the UK would not be trending in Japan, Korea or china. Their lifestyles vary a great deal and so is their level of creativity, the relative population of local artists versus the global imported culture (Bhaskaran & Sukumaran, 2007). In other instances, social media influences in each region also vary significantly. Marketing is therefore affected and will depend on the dominant communication technology used in the social groups. Sometimes social media marketing is the simplest yet it could be the hardest if cultural perspectives are not keenly considered. 
The languages spoken and used in different regions and countries create an impact on the brand names, marketing, and advertising, collection of information and business relationships conducts. Using one language may fail to bring the effect you may want on your business. Thus, language is a key factor in cultural consideration. In the African countries, more than 1language is embraced and the languages differ as per community. It is common to find a country like Kenya, Nigeria with more than 10languages used. A country like Canada also has at least two official languages with a third and fourth spoken in several other areas of the country. This means that diversity has been embraced, which means a business will have to speak more than 3languages for it to deliver its message across (Thornton, Ribeiro-Soriano, & Urbano, 2011). 
The level of education is another factor that influences business strategies in a region. Different levels of education also results to social classes and their influence to society, access to education, disposable income level among others. A business strategy or marketing varies with such factors since the language and content used for the elite class may not be welcoming in the poorer neighborhoods. The prices may vary hence affecting the consumers buying and preferences (Bhaskaran & Sukumaran, 2007). Others are health conscious with what they consume and hence will need a well explained advert that covers their products. 
Other factors to consider are such as religion, ethics and values of different nations or regions. These factors in most cases are dependent on region, status, religion and ethnicity. However, other times ethics and values may not be held the same by everyone in a target market. 
Understanding the importance of culture in all aspects will enable the adoption of best strategies to use in various regions. The people’s ways of life will determine if the business will be successful or not. Equally, it is important to note the desires and have an understanding of what various communities’ values. Cultural considerations are almost everything a business needs, it may either  impact your current strategy or change your way of approach. Culture is integral to every other business hence the need to make strategies that revolve around cultures. 
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