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Effects of Culture on Marketing Strategy
Marketing is a crucial influence on organizational performance regarding various considerations such as market share, market grip, and sales volume. It, therefore, occupies an integral part of the company structure just like any other function and so its roles towards organizational continuity are indispensable. The idea has therefore been to funnel efforts to craft a more realistic and pin-pointed marketing concept with a remarkably high market orientation (Nakata& Sivakumar, 2001): The society has different cultures that dictate the purchasing patterns and behavior of customers. Bringing this into the international lenses makes the understanding of this apparently.  Organizations have continued to flex their muscles to reach a broader market, and this means cutting into unknown cultures that undoubtedly influence the marketing strategies. 
National culture refers to the set of patterns related to thinking, seeing and acting that are deep-rooted within a society. These cultures work in combination or independently in influencing marketing strategies. To begin with, there is masculinity and feminism.  For a community that is more masculine, it believes in tangible products and achievements while that that is feminine holds dear nurturance and the quality of life therein. Marketing strategists need to have this in mind while developing their marketing approach. (Nakata& Sivakumar, 2001): Taiwan, for example, scores more or less the same points in regards these two factions, and so the roles can overlap. Contrastingly, America believes in masculinity while the majority of northern India has women who act as family heads (Steenkamp, Hofstede& Wedel, 1999).
Power distance is another cultural concept influencing dimension. Power distance refers to the separation of might and power in terms wealth, fame and other societal differences. A society that is characterized by high power difference acknowledges this difference, and so efforts to eliminate the gaps are not valued. (Nakata& Sivakumar, 2001): Customers expect that high-cadre individuals be targeted with high-value products while the people in the lower social class would comfortably go for products that befit such a social status. There is no sin or offense in this as it is accepted. While this is so, a society with a low power difference would always work towards a level playing ground and considers such separation as diminishing. Taiwan and Japan fit in the first case while America occupies the second (Steenkamp, Hofstede& Wedel,1999).
Uncertainty avoidance is a cultural characteristic that will dictate that people behave with risk aversion and so will have a strong orientation towards tangibles if this is in fact high in them. However, if this level reads low, people are adventurous and so would tend to assume even more risks. As such, they will pay less attention to physical and related dimensions of quality. Taiwan is a high-risk avoidance nation while America is a low-risk avoidance nation (Steenkamp, Hofstede& Wedel, 1999).
Individualism and collectivism would define how people in a particular societal setting behave. A society that places a high value on individualism would have people pursuing things independently and economically compares to capitalism.  (Nakata& Sivakumar, 2001): Therefore, the achievements of others make little sense to them and so does the concern about what they use. America is an excellent example in this regard. Collectivism, on the other hand, places a high value on group performance and achievements. As such, they will behave and act as a group. Taiwan fits the bill in the case (Steenkamp, Hofstede& Wedel, 1999).
 Religion is one fundamental issue that determines the behavior of a nation in this regard. Different religions have their beliefs and actions that are different from others. Muslims, for example, would not eat pork and related products while this makes little sense to Christians. Regarding dressing, Hindus would wear white during final send-off while Christians would go for blacks (Steenkamp, Hofstede& Wedel, 1999).
Understanding this concept would revitalize and guide service and product providers in their approach towards marketing to generate and maintain maximum satisfaction and loyalty.
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