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Abstract 

Purpose: The purpose of this paper is to study the marketing communications tools that 
work best in Sub Saharan Africa, the influence of culture on marketing decisions in the 
region and to examine how the successful companies have done marketing in the region. 

Design/methodology/approach: A qualitative research with semi-structured interviews 
(Email and Skype) of three multinationals operating in Sub Saharan Africa was 
conducted.  

Theoretical framework: The theoretical framework incorporates various theories on 
standardization and adaptation and includes models by Doole & Lowe (2012) and 
Melevar and Vemmervik (2004). The cultural aspect has been deployed in accordance of 
theories by Doole & Lowe (2012), Trompenaars & Hampden-Turner (2012) and by 
Richmond and Gestrin (2010). It further includes classification, and explanation by 
different scholars, of traditional, relationship and social media marketing. 

Findings: The study identifies that the culture of Sub Saharan Africa has a profound 
impact on the marketing communications developed for the region and thus a company 
has to adapt its communications while doing marketing in the region. It was also found 
that relationship marketing is considered to be the most important B2B marketing 
communications element and that, traditional media as compared to social media, is a 
more effective means of marketing in Sub Saharan Africa. 

Implications: The study implies that B2B marketers should invest substantial amount of 
time and resources into marketing communications for this region, use a wide variety of 
tool and most importantly conduct a thorough marketing research on the culture of this 
particular region before formulating their marketing communications plan.  

Limitations: The study was conducted with interviews of only three companies in Sub 
Sahara. Also since the thesis has been done with association and with particular focus on 
a particular Technology company, it was somewhat influenced because of the objectives 
and plans of that company. 

Originality/value: This paper is one of the first to analyze and identify suitable 
marketing communications exclusively for the Sub Saharan African region by 
interviewing firms doing business in Sub Sahara. 

Keywords: Marketing Communications, Culture, Business-to-Business Industry, 
Relationship Marketing, Traditional Marketing, Social Media. 

Classification: Qualitative study.                                                                                                                                                                                                                                 
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1. Introduction 
This chapter contains the motivation to study in detail the adaptations of marketing 
communications required for Sub Saharan African region from the context of a B2B 
company. Thereby, this section highlights, in addition to the problem area and purpose, 
the reason for choosing this subject, description of the objectives, current practices and 
challenges of the case company, brief description of the Sub Saharan region and also the 
research questions formulated for the study.  

1.1 Background 
 
Kotler (2008) describes marketing communications as the means by which companies 
attempt to inform, persuade and remind consumers, directly or indirectly, about the 
products or the brands that they sell. According to Leventhal (2005) effective marketing 
effort is based upon information, which can be used in terms of developing sound 
business strategies, increase your return-on-investment, allow for more successful 
innovation, lead to better branding efforts, increase the effectiveness of your promotional 
efforts and strengthen your web marketing efforts. Tian and Borges (2011) state that 
marketing communications is one of the most critical functions to specialize in, 
particularly for corporations doing business globally. Previous researches have found that 
International Marketing especially is found to be a challenge for firms because of factors 
like cultural nuances, communication styles, distance & time, varying social norms and 
so forth. According to Hofstede (1997), culture is not a characteristic of individuals; it 
encompasses a number of people who were conditioned by the same education and life 
experience. It is the collective programming of the mind that differentiates the members 
of one society from another group or category (Hofstede, 1997). Business operations in 
new nations become more complicated due to political, social, economic and 
technological factors, which forces and reshapes the cultural landscape (Usunier & Lee, 
2005).  
 
These cultural differences create the need for adaptation of marketing communications 
aimed at new countries. Pratt (1956) says that adaptation of an advertising strategy would 
mean that each market is considered as a distinct unit and adaptations made accordingly 
due to differences in culture, economic status, legal conditions, and foreign market 
media. This means that in order for international firms to successfully penetrate and 
expand into foreign markets, they must adapt their current marketing communications to 
some degree so as to effectively cater to the needs and tastes of the new market. 
According to Kotler, those companies are at maximum risk of failure that fail to keep 
track of their customer’s needs and track of their competitor’s activities (Kotler, 2009).  
 
The challenges of doing business in Sub-Saharan region of Africa are complex, recursive 
and multi-faceted because of its culture (Spies, 2015). The failure to understand the 
cultural aspects of a region has led to many big international business disasters in the past 
(Ricks, 2009). As Tung (2008) advocates, I have long emphasized to avoid treating 
marketing practices in different countries as homogenous. Therefore this study explores 
the cultural aspects of Sub Saharan Africa, with the aim of identifying acceptable 
marketing communication tools in the region. 
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1.2 Background of the Research and Choosing the Subject for the Study 
This study focuses on a Technology Company Procera Networks, which is chosen for the 
reason that it is a well-established and swiftly growing international brand. The authors 
decided to conduct this study by working alongside the company for the reason that it 
gave an opportunity to enhance learning about B2B Marketing processes and gain 
insights into Marketing communications used in a culturally unique region such as Sub 
Saharan African region. It was also considered by authors as an opportunity to solve a 
real life corporate problem, thereby increasing the practical usefulness of this study. The 
region under research is Sub Saharan region, which was selected as it is the specific 
market that Procera Networks wishes to expand its marketing efforts in and also because 
it is an emerging market which will be interesting to study from an academic perspective. 
While there are many studies focusing on the growth and development in the Sub 
Saharan region, acceptable marketing communications within this region is a topic that 
remains to be under researched. Thus, it is of particular interest to us to investigate how 
an international firm wishing to do its marketing communications in this region can do 
so, effectively. 

1.2.1 Case Company - Procera Networks  
Procera Networks is a networking equipment company based in Fremont, California, 
United States, that designs and sells deep packet inspection (DPI), policy charging and 
rules function, data analytics and reporting hardware, software and services. The 
company was founded in 2002 in California and is selling its services all across the globe 
and has physical offices in seven countries namely USA, Canada, Japan, Malaysia, 
Brasil, Sweden (Two offices in Varberg & Malmö) and Dubai. Currently the company is 
seeking to expand its services in the Sub Saharan region of Africa and is aiming to create 
brand awareness through well-planned and culturally appropriate marketing 
communications plan that are suitable for this particular region and its culture. The only 
major marketing exposure the company is getting right now, in the Sub Saharan region, is 
through attending major Technology events like ‘AfricaCom’. AfricaCom is the biggest 
tech event in Africa that gathers together senior decision-makers from the entire digital 
ecosystem. Other than that the companies relies on word of mouth to gain business 
opportunities. The company took part in AfricaCom2014 and the Vice President of Sales 
described the outcome of the event as being very productive. He also emphasized that the 
Sub Saharan Region can have immensely lucrative business opportunities for the 
company and thus the company needs to attend more events and increase its marketing 
communications in the region to generate more leads. Below is what he said about: 
 
“I see a lot of opportunities in the Sub Saharan Africa for Procera Networks.  I can see 
this region generating $10m in revenue for us in 3 years. We have already identified 
other events than AfricaCom, which we are thinking of attending.” – Anthony Vimal, 
Vice President Sales, Procera Networks 

1.2.2 Procera Networks’ Current Marketing & Challenges 
Procera Networks practices both traditional and modern ways of marketing for its 
products and services globally. Traditional methods largely include participating in 
various conferences and tradeshows every year such as Mobile World Congress, 
BakuTel2014, DreamHack, ISP Summit 2014, Futurecom 2014 and several more across 
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the globe. The company also published a physical book titled “Mobile Subscriber 
Experience for Dummies” that aims to enhance the understanding of its target customers, 
Telecom operators, about the problems their mobile subscribers face, and how Procera’s 
services can be of help in solving those problems. As mentioned before, the company 
also uses word of mouth marketing. Online methods of marketing used by the company 
include regularly writing blog posts on the company website, placing contributed articles 
in magazines, sending email blasts to a database of prospects and existing clients and 
posting Google Ads and banner campaigns. Social media channels such as Facebook and 
Instagram are used by the company as a means of sharing their corporate culture with the 
world, so their Facebook page, for instance, is filled with pictures of fun activities of 
employees. The Twitter account is very active and handled by a PR company that 
regularly publicizes company’s activities, right now the company has started a hashtag 
campaign “#OneGoodThing” on Twitter whereby the employees of Procera share their 
videos telling one good thing they have done over the internet. Sports sponsorships is 
also a marketing tool that Procera has been using on a small scale in Sweden. 
 
The foremost challenge that Procera faces is in adapting its marketing communications 
according to a specific region, because currently the company is using standardized 
marketing communications almost everywhere across the globe, and has just recently 
started adapting, that too to a slight extent in Asia. This standardization policy, the 
management believes, will not work in Sub Saharan Africa because of its cultural 
differences. Also, this region is considered to be of immense strategic importance by the 
management as they believe there are substantial growth opportunities and investing in 
marketing in this region can generate greater returns. So the customized marketing plan 
for the Sub Saharan region that the company is planning to launch would be the first ever 
large-scale marketing overhaul the company has done for any region ever. Procera’s 
competitors have already ventured into Sub Saharan region, and have a comparatively 
good standing there in terms of business acquisition. This only adds to the problem and 
the company wants to expedite the process of expansion in Sub Sahara.  
 
The company also wants to gain more knowledge about the culture of regions its 
operating in, specifically Sub Sahara, as it is the region of focus for the company at the 
moment. The management has insufficient marketing knowledge of Sub Saharan African 
region, so devising marketing for this region is problematic task for their marketing team. 
Right now, as Thomas puts it “Our marketing is pretty random, we do some Marketing in 
America and use the same content and practices in other parts of the world too.” Procera 
has local representative firms in Sub Sahara that are responsible for identifying business 
opportunities and making initial contact with prospects but there is a need for a well-
thought-out marketing effort being communicated to them. The company has very few 
customers in the region as of now, and is hoping to gain more customers by 
implementing an effective marketing communications plan.  

1.3 The Target Market –Sub Saharan Africa 
Ten years ago Africa was dubbed ‘the hopeless continent’. Since then its progress has 
been remarkably hopeful (Wooldridge, 2015). Africa is the second-largest continent in 
the world with a total area of over 11 million square miles and 53 countries (Wanasika et 
al., 2010).  Sub-Saharan Africa refers to African countries south of the Sahara – including 
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the Sahel transitional eco-zone between the Sahara and the tropical and forest savannah 
regions of Africa and island states offshore of the western and eastern coasts of this sub-
continent (Spies, 2015). There are a total of 48 countries in Sub Saharan Africa, some of 
them are South Africa, Sudan, Nigeria, Kenya and Angola etc.  
 
Growth trends in most of Sub-Saharan Africa are strong. The region’s economy is 
expected to continue growing at a fast clip, expanding by about 5 percent in 2014 and 5¾ 
percent in 2015 (International Monetary Fund, 2014). Sub Sahara is an especially 
attractive market for technology businesses. For instance, in the past ten years, mobile 
subscribers in Sub-Saharan Africa have risen from 72 000 (excluding Sub Saharan) to 
25.5 million (Doole & Lowe, 2012). Moreover, of the 20 countries with the most 
expensive broadband subscription fees (over $1000 per month in some countries) 14 are 
in Sub Saharan Africa. This technological leap will be interesting (Doole & Lowe, 2012). 
According to regional analysts, telecommunications service revenue in the Sub Sahara 
will reach more than $65 billion USD in 2018, representing a 6% increase from $49 
billion USD in 2013. This growth would be a good signal for companies who want to get 
into technology market of this region (Ventures Africa, 2014). Sub Saharan Africa is also 
one of the regions with a very strong and unique culture. Richmond & Gestrin (2010) 
suggest that Africans are a collective society and individual needs and achievement, in 
contrast to the West, take second place to the needs of the society at large. Sense of 
community is innate for Africans. Whatever one person has is, shared with his/her 
significant others. Interpersonal relationships are of utmost importance to them, in all 
spheres of life including public officials to making purchases from vegetable vendors 
(Richmond & Gestrin, 2010). More about Sub Sahara and its culture will be discussed in 
the theoretical framework.  

1.4 Problem Discussion 
Dawar & Chattopadhyay (2002) advocate that culture is becoming a progressively vital 
concern for companies marketing internationally. The importance of adapting marketing 
commincations according to cultural differences when doing business in different 
countries has been widely researched in previous studies. As suggested by Doole & Lowe 
(2012) it is necessary to adapt the international communications to local market needs to 
demonstrate cultural sensitivity and empathy with international customers. According to 
De Mooij & Hofstede (2002), differences in culture lead to differences in consumer 
behavior, if cultural diversity is being ignored, a product might be successful in one 
country, but not accepted, desired or popular in another. Theodosiou & Leonidous (2002) 
further stated that the language, religions, laws, values and customs of a particular 
country have a very strong impact on the promotions and such factors create a necessity 
for adaptation of advertising messages  
 
Although there have been studies about culture of Sub Saharan African region, and how 
unique it is, but none of them have comprehensively explored the marketing 
communications adaptations required for this market specifically in the B2B space. 
Richmond & Gestrin (2010) did for example focus only on Sub-Saharan Culture and 
Diversity, and also talked about the acceptable business norms there, but did not focus on 
the marketing commincations that work best in the region. To have knowledge of what 
constitutes as effective marketing communications in the region, is of importance to 
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foriegn companies entering the Sub Saharan market as it particularly difficult for them to 
make a mark in the region. When Africans are presented with a new idea by a Westerner, 
they don’t ponder it, play with it, or investigate its applicability and utility. They treat 
them with distrust and wonder instead why this idea is presented to them by this person at 
this time (Richmond & Gestrin, 2010).  Also pointed out by Leonard (1987) many of the 
differences in organizational behaviour between Africa on the one hand, and the United 
States and Europe, on the other, are not due to managerial failures but to fundamental 
dissimilarities in the value systems of the societies that encapsulate them. The peoples of 
Africa are of diverse and differing cultures both among themselves and with outsiders 
(Kiggundu, 1988). Also, Doole & Lowe (1999) emphasize that the development of 
successful communications plan is based on a comprehensive understanding of the 
similarities and differences that are prevalent in the countries around the world.  
 
Given the need to adapt marketing communications due to cultural differences is so 
thoroughly researched by previous scholars, it is observed that there is acute deficiency of 
research material that is directed towards the study of understanding the adaptations 
required by Multinational B2B company in their marketing communications plan 
precisely for the Sub Saharan market, and thus the authors endeavor to address this very 
specific gap. Therefore this study becomes very important for the B2B corporate 
community and contributory towards academia interested in learning more about this 
region.  

1.5 Purpose 
The purpose of this thesis is to gain an understanding of how a multinational B2B 
company can adapt its marketing communications in order to successfully expand its 
existing business in the Sub Saharan African region.  

1.6 Research Questions 

How a Multi National Company operating in a Business to Business industry can adapt 
its international marketing communications for the Sub Saharan African region? 
 
Sub Research Questions: 
1. To what extent is relationship marketing an important marketing communication 
elements in the region? 
2. What is the relative effectiveness of traditional as compared to social media marketing 
in the region? 
3. To what extent does culture impact or influence marketing used in the Sub Saharan 
region? 

1.7 Delimitation  
Our primary delimitation in this thesis is that we work in collaboration with the 
Multinational Technology Company Procera Networks and this has influenced this study 
somewhat because of the objectives and plans of the company and what they expect from 
us through this thesis.  It also means that Procera will be a part of some decision-making 
processes, e.g. the market chosen for the study, the firms we select for the empirical data 
part etc. Lastly, we have focused on the marketing communications suitable in just one 



	   12	  

region, which is Sub Saharan, since this region is an interesting market both from a 
research point of view for this thesis as well as for Procera Networks. 
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2. Methodology  
In this chapter the methodology will be presented and the reasoning behind choices made 
will be discussed. The chapter talks about choice of research foundation and approach, 
data collection techniques, case study method, case selection, data analysis and finally 
data reliability and validity.   

2.1 Research Foundation 
This study is done in association with a progressive, business-to-business technology 
company called Procera Networks. The primary reason for working alongside this 
company was to gain deeper insights into the B2B Marketing communications processes 
of a Technology company, and also to learn about the specific marketing 
communications that are suitable for Sub Sahara. There were a series of meetings with a 
number of marketing personnel within the company including the Marketing Manager at 
Procera, Thomas Vasen, who was the key contact person for the study during the entire 
time. The process resulted in a sharp understanding of the distinction between marketing 
commincations of B2B and B2C companies, marketing communications that work in Sub 
Sahara and the culture of Sub Sahara. Therefore it was a enriching learning experience 
and the findings from this study will be useful for academics interested in learning about 
Marketing in Sub Sahara or for all B2B companies who aspire do marketing in Sub 
Saharan region. 

2.2 Inductive Research Approach 
There are three research approaches that can be conducted upon a study, namely 
inductive, deductive and abduction. Deductive theory approach is when on the basis of 
what is known about a specific field and of theoretical considerations in relation to that 
domain; the researcher deduces a hypothesis that must then be subjected to empirical 
examination (Brymen & Bell, 2007). Inductive theory is quite the opposite of deductive 
theory; new theories are fashioned based on the analysis of data. With an inductive 
stance, theory is the outcome of research. In other words, the process of induction 
involves drawing generalizable inferences out of observations (Brymen & Bell, 2007). 
According to Rodrigues (2011) abduction is the process of forming an explanatory 
hypothesis. It is also described as the method which combines features of both inductive 
and deductive approaches (Mishakov & Olofsson, 2007). 
 
This thesis has employed the use of an inductive research approach based on the three 
qualitative interviews conducted for the study. A plethora of literatures and theories can 
already be found related to culture and how it is a determining factor in devising 
marketing strategies for entering a new country. However, there is still a space to explore 
the linkage between the two, especially for a region as unique as Sub Sahara and how 
culture and marketing communications are interconnected in that region. In order to 
contribute to already done research in this field, we use inductive approach to collect data 
from companies that have successfully done marketing in the region.  
 
In addition to this, some elements of an abductive approach strategy can also be found in 
the study because additional theories had been gathered based on what the collected 
empirical data revealed.   
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2.3 Qualitative Research Method 
Researchers have the option of using qualitative, quantitative or an amalgamation of 
these two research methods. The quantitative research method includes quantification of 
constructs related to a research interest, data collection through experimental or non-
experimental designs, statistical data analysis, and presentation of findings related to 
research hypotheses (Sanz, 2005). According to Bryman & Bell (2007) qualitative 
approach as compared to quantitative, allows researchers to study social phenomena more 
deeply and profoundly augments’ understanding of a particular subject. Consequently, 
compared with quantitative method, qualitative research method is more flexible because 
during the process we can change our problem, design of the study, data collection and 
analysis (Jacobsen, 2002). 
 
Williams (2007) points out that qualitative research is a prerequisite for the establishment 
of the inductive approach. For the reasons stated above, this dissertation has used a 
qualitative research method. The primary reason being that it complements the purpose of 
this study, which is to broadly explore the impact of cultural differences on the marketing 
communications of a certain region and scrutinize them in light of the already used 
successful practices, from the respondent’s point of view. The various advantages of 
qualitative methods provide a depth of understanding of complex social processes such as 
those in our study.  

2.4 Data Collection 
Data collection techniques can be classified as primary and secondary. The collected data 
in qualitative studies may consist of primary data like interviews and observations or 
secondary data like documents, websites, etc. (Bryman & Bell, 2007). For the purpose of 
our research, authors have primarily relied on using primary data collected through 
conducting Skype and Email interviews, and have also used secondary data to enrich and 
elaborate empirical data findings. This heterogeneous approach has a dual purpose: first, 
to develop the research with several descriptions, which improves its credibility and 
augments content validity (Rouse & Daellenbach, 1999); and second, to increases 
reliability by triangulating the data and method (Creswell, 1994). 

2.4.1 Primary Data  
Three in-depth interviews with three technology companies were carried out to explore 
their experiences in the Sub Saharan African market. According to Yin interviews are one 
of the most important sources of information in case studies (Yin, 2003). Qualitative 
interviews were chosen as data collection method because of the nature of information 
required, which was based more on the opinions of the interviewees. The interview was 
also kept structured to some degree, by the help of an interview guide. 
 
The interview guide, as attached in Appendix, was divided into four different parts. The 
first part started with a few background questions about the respondents and the 
company. The second part focused on unveiling the marketing communications that the 
company is using in the Sub Saharan region and how they are different from what the 
company uses for the other market. The third part covered questions aimed at uncovering 
the importance and relevance of relationship marketing in the region. The fourth part 
focused on unveiling the culture of Sub Sahara, how unique it is and how it differs from 
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the rest of the world. The respondents were asked to describe their own personal 
encounters with Sub Saharan and that of in a business context. For each of the three 
companies the questionnaire was kept the same, three pages long containing the same 
questions. However for some companies certain questions didn’t apply, for example, In 
the case of Wrap International they used limited marketing communications tools and 
therefore the entire section of marketing communications became irrelevant for them. In 
other instances, additional questions were asked to enhance understanding or if there was 
excess of time and the interviewee was willing to answer more questions.  

2.4.2 Secondary Data 
Besides using primary data, some secondary data was also used but only to gain some 
facts and background of the companies interviewed and that of the region researched. 
Sources of secondary data used in this study were company websites and social media 
accounts. Secondary data can be defined as information that is an already collected one 
and exists in published or electronic form  (Curtis, K. R. 2008). The chief advantages of 
using secondary data are that is it time saving and it also costs less (Ghauri, 2005). 
Disadvantages of using secondary data include lack of control over data quality 
(Saunders, 2009).  

2.5 Case study 
A multiple-case study method was preferred for this study due to the exploratory nature 
of the research questions. According to Yin (2009) case study method is when a scholar 
carefully studies one or a few limited cases. Furthermore, the researcher chooses one or 
several respondents that are appropriately selected to get the precise information (Yin, 
2009). Yin additionally explains that case study is of a particular advantage when a study 
involves ‘how’ and ‘why’ questions about a contemporary set of events over which the 
researcher has slight to no control (Yin, 2003). Gummesson (2002) suggests that this kind 
of research is used when the theory is not clear or when problems and relationships are 
difficult to define (Meyer & Bernier, 2010). This is exactly the reason why the authors 
preffered this approach, because finding relevant theory on such a specific and definite 
research area as of this study, was a challenge. So to resolve this issue, case study method 
was used to enhance the overall understanding of the research topic. There could be 
several drawbacks of using case study approach, however, but one of the most commonly 
cited disadvantages to a case study is its generalizability (Merriam, 2009; Yin, 2009). 
 
A case study approach can be of two main categories, holistic or embedded (Yin, 2014). 
This study has made use of holistic case study approach and in all three cases only one 
interview, with only one interviewee, was conducted. A holistic case study is 
characterized as a thoroughly qualitative approach that focuses on narrative, 
phenomenon-specific descriptions. Themes and hypotheses may be of significance but 
are secondary to the understanding of the case (Stake, 1976). Using this approach to 
receive information from three different companies, in different areas within a B2B 
industry has contributed to a wide range of data that would not have been accessed, had 
we used another research strategy.  
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2.6 Case selection  
Generally, quantitative studies often use random sampling with the goal as empirical 
generalization to many, while qualitative studies use purposeful or criterion-based 
sampling, with the goal can be stated as in-depth understanding (Merriam, 2009). For this 
study, it was crucial that the chosen sample consisted of cases that are most meaningful 
and relevant for the study and thus purposeful sampling was used. Purposeful sampling is 
a sampling procedure commonly used in qualitative research for the identification 
of information-rich cases for the most effective use of limited resources (Patton, 2002).  
 
The criteria applied for case selection was: (a) the company needs to be doing business in 
Sub Saharan Africa successfully (b) the company needs to be from a business to business 
industry. Based on the set criteria, three companies were chosen namely Cisco, Vodacom 
and Ericsson. All three firms were massive multinationals with plenty of experience in 
the Sub Saharan Region. It is better to select a bigger company for scrutinizing a certain 
complex issue, as these firms have large amounts of experience of dealing with complex 
problems that can provide in-depth information on a particular issue (Ghauri & 
Gronhaug, 2005). However, due to the availability issues of one of them, Ericsson, we 
had to drop it out and look for another firm in a very short period. This is why, in 
addition to purposeful sampling, we also had to use Convenience sampling, because of 
the limited time, limited options of firms avialable to participate in the study and limited 
choice in selecting possible respondents available from within the company to interview. 
Convenience sampling is generally used because of the level of access to the population 
that could be included in the study is limited (Christensen et al., 2010). 
 
Finally, the chosen sample for this study consisted of a Vodacom, Cisco and a Swedish 
B2B company Wrap International, which although was much smaller in business scale as 
compared to the other two companies, still fulfilled the criteria set for case selection set 
by the authors. Given below is a brief description of each company. 
 
Vodacom started up in 1993 under the management of the government owned 
telecommunications company Telkom with the primary focus on the pre-paid cellular 
market. It is a leading Pan-African total communications service provider to medium-
sized enterprises and multi-national corporations. The company has two main business 
approaches focused on Enterprise sector as well as Consumer sector so it’s a B2C as well 
as a B2B company. A few of its major clients in the consumer sector are Nashua Mobile 
and Altech Autopage. In the Enterprise market there are a number 
of corporate customers such as Standard Bank and Altech. 
 
Cisco Systems, Inc. is a American multinational corporation headquartered in San Jose, 
California, that is a world leader in designing, manufacturing, and selling networking 
equipment. The company has over 10,000 partnerships in over 65 countries throughout 
the globe. In Sub Saharan African region, Cisco Inc. is currently doing business in 22 
different countries. The company’s business in the region is quite profitable and the 
company’s management believes that Africa, particularly Sub Sahara as a region, offers 
tremendous business opportunities. According to Ulf, the company representative, Africa 
is one of the top six countries of the world in terms of highest growth potential 
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particularly in Telecom Sector.  Cisco’s customers in the region lie in four segments 
Mobile Operators, Wireless, Public Sector and Enterprise Organizations. Cisco’s biggest 
customer in the region is MTN Group.  
 
Wrap International AB is a Swedish technology company providing advanced models of 
computation and software tools for planning, optimizing and operating of radio networks. 
The company offers a wide range of products for different applications including 
Consultancy Services and Radio Engineering Services. The company has been operating 
in Sub Saharan Africa since 2010 in countries such as Botswana, Uganda, Nigeria, 
Somalia, Sudan and Tanzania. The company’s target clients are usually government 
bodies’ regulating telecommunications industry in the region of Sub Sahara. Some of the 
major clients of the company in the region are BCL Limited in Botswana, Uganda 
Communications Commission in Uganda and Nigerian Communications Commission in 
Nigeria.  
 
In the Table below the information about the company, person interviewed, their position 
in company and the Interview mode has been listed.  
	  
Table	  1	  Company	  selection	  

Company 
Name 

Interviewee       Position Interview Mode 

 
Vodacom 

 
Keith Kriel 

Manager-
Mediation 
Applications 
Development 

 
Email Interview 

 
Cisco Inc. 

 
Ulf Vinneras 

 
Head of Consulting 
Division 

 
Skype Interview 

 
Wrap 
International 

 
Ann-Charlotte 
Johannesson 

 
Sales & Marketing 
Director 

 
Skype Interview 

 

2.7 Data Analysis  
Yin (2014) states that there are five different types of analytic techniques for case studies: 
pattern matching, explanation building, time-series analysis, logic models, and cross-case 
synthesis. For the purpose of this thesis cross case synthesis has been used. This method 
is useful for our study because multiple cases have been used, analyzed and compared. 
The data from all three cases exhibited interesting and similar patterns and so cross-case 
synthesis was a suitable method. The analysis chapter has been divided into three key 
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elements, namely marketing communications, relationship marketing and lastly cultural 
adaptations. The third factor highlights the adaptations that the companies had to make in 
their communications because of cultural factors, hence its called cultural adaptations and 
combines the standardization vs. adaptation aspect explained in the theory section, to the 
cultural aspect explained in theory and findings.  

2.8 Reliability And Validity  
Reliability and validity are crucial for qualitative research (Bryman & Bell, 2007). Yin 
(1994) stated, there are four tests used to judge the quality of research: construct validity, 
internal validity, external validity and reliability. Construct validity is to identify correct 
operational measures for the studied concepts (Yin, 2009). This dissertation has used on 
multiple cases to enhance data validity, and the collected data was also compared with 
previous research. Construct validity was also improved by limiting bias and making sure 
that the link between the questions, the data and the conclusions were strong by having 
continuous meetings and discussion between the two authors. As for internal validity, it 
involves establishing casual relationship and can be improved by using patterns (Yin, 
2014). This study makes use of patterns found in all three cases while conducting 
analysis and discussions. External validity is usually a problem in qualitative research 
because of the use of case studies and the nonprobability sampling (Bryman & Bell, 
2007). In this multiple-case study, replication logic was used, meaning that multiple cases 
are used to see whether the data will reveal the same or different results to improve 
external validity.  
 
Reliability is to what degree the research will yield consistent results (Christensen et al., 
2001). Reliable data is dependable, trustworthy, unfailing, sure, authentic, genuine, 
reputable (Pierce, R. 2007). For the reliability of this research, the selected companies all 
operate in the same technology industry and were all B2B, to enhance comparability of 
results and thereby the reliability of our conclusions. Authors also tried to design the 
interview guide as such, so that the respondents could speak freely and express their 
opinions as much as possible, thereby providing ample information to derive reliable 
inferences. Lastly, the authors also recorded the interviews in order to be able to 
reanalyze the conversation. 
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3. Theoretical Framework 
In this chapter literature about types of marketing communications and culture will be 
reviewed. The theoretical framework starts with a general description of marketing 
communications and its importance. After that an explanation of the strategic choice a 
company has of whether standardizing or adapting its international marketing 
communication is discussed. Next, various tools and concepts of marketing 
communications mix are presented and subsequently culture, its components and its 
different layers, and the culture of Sub Sahara are examined. The chapter ends with a 
presentation of a conceptual framework for this study, which is used to explain the 
theoretical framework.  

3.1 Marketing Communications   
 
Kotler (2008) describes marketing communications as the means by which companies 
attempt to inform, persuade and remind consumers, directly or indirectly, about the 
products or the brands that they sell. There are a number of key components that 
formulate marketing communication mix of an organization. Kotler elaborates that a 
company’s marketing communications mix, consists of the specific combination of 
advertising, sales promotion, public relations, personal selling and direct marketing tools 
that the company uses to convincingly communicate customer value and build customer 
relationships (Kotler, 1996). Therefore building customer relationships is of central 
importance for marketing communications to work successfully. According to Kotler, 
those companies are at maximum risk of failure that fail to keep track of their customer’s 
needs and track of their competitor’s activities (Kotler, 2009).  
 
Tian & Borges (2011) state that marketing communications is one of the most critical 
functions to specialize in, particularly for corporations doing business globally. 
According to Leventhal (2005) effective marketing effort is based upon information, 
which can be used in terms of developing sound business strategies, increase your return-
on-investment, allow for more successful innovation, lead to better branding efforts, 
increase the effectiveness of your promotional efforts and strengthen your web marketing 
efforts. Marketing is not a short-term solution, as it takes considerable effort to build both 
a market-organizational culture and strategies (Lenventhal, 2005). Also, measuring 
marketing efforts solely in terms of financial performance does not really tell us whether 
real progress is being made towards developing a successful market-driven strategy. 
Cutting your marketing budget to realize short-term cost savings and bolster profitability 
may actually work against being able to achieve strategic goals and enhancing perceived 
customer value (Lenventhal, 2005). 
 
While marketing internationally, companies either have the option to standardize their 
communications or adapt them according to local tastes. As there are varying cultures, 
traditions and tastes around the globe, standardized communication mix is becoming a 
dying breed. The language, religions, laws, values and customs of that particular country 
have a very strong impact on the promotions and such factors create a necessity for 
adaptation of advertising messages (Theodosiou & Leonidous, 2002). Companies 
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increasingly strive towards customizing their communications plan in order to influence 
and persuade their target audience more effectively. Such companies create different 
advertisements according to customs and traditions of each country (Keegan & 
Schlegelmilch, 2001). It is possible for such international companies to only translate 
their messages or tweak them a bit in order to adapt them. Adapting the promotion 
through slight modification is a relatively cost effective strategy (Hollenson, 2001). So 
adapting the communication message does not have to be a full-blown marketing 
makeover but could be slight adaptations to the already existing communications strategy 
of the company. As Douglas advocates, we can put it this way that adapting can mean 
minor variations rather than a profound redesign (Douglas & Craige, 1995).  The 
discussion about adapting or standardizing marketing is reviewed in detail in the next 
section. 

3.2 Standardization and Adaptation of Marketing Communications 
An important topic amongst the literati of international marketing is whether a firm 
should pursue a standardized or adapted strategy in different national markets 
(Szymanski et al., 1993). Standardization of the promotional message means using 
identical or similar promotional messages in all countries in the world (Onkvisit & Shaw, 
2004). The most obvious tactic for reducing instances of international communications 
failure might appear to be to adopt a strict policy of standardization in the implementation 
of communications plans (Doole & Lowe, 2012). Firms adopt this principle of 
standardization, for example, in their use of corporate identity and global advertising 
campaigns (Doole & Lowe, 2012). The primary motive driving a firm to standardize its 
promotional mix is its requirement to improve efficiency and reduce costs. Secondly, 
standardization of communication provides customers with perceived added value, 
particularly in the intangible elements of the products or services offered. Customers 
believe that they gain additional benefits and values from a consistent and widely 
recognized image (Doole & Lowe, 2012).  
 
According to De Mooij & Hofstede (2002), differences in culture lead to differences in 
consumer behavior, if cultural diversity is being ignored, a product might be successful in 
one country, but not accepted, desired or popular in another. Therefore, Pratt (1956) says 
that adaptation of an advertising strategy would mean that each market is considered as a 
distinct unit and adaptations made accordingly due to differences in culture, economic 
status, legal conditions, and foreign market media. The principle reasons driving 
marketing communications mix adaptation approach are the cultural differences. In fact, 
the cultural environment should be managed when marketers communicate with 
customers in different countries. For instance, many companies have to change their 
brand name because of different meanings it has when moving to new marketplaces 
(Doole & Lowe, 2012).  
 
Given below in Fig 1 is a basic model of communication presented by Doole & Lowe 
(2012). To explain this model simply, the sender or an organization encodes a marketing 
message and sends it through a channel to the receiver of the message or in this the 
customer. The customer than decodes it and gives his/her feedback to the sender. 
However, the process isn’t as smooth as it may seem. The ‘noise’ factor causes the 
messages to get distorted and the communication process falters.  
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Fig 1 Model of Communication 
 

 
Source: Doole & Lowe, 2012. 
 
Doole & Lowe (2012) pinpoint that this particular problem, which is termed as the noise, 
can be caused by a lack of sensitivity to different cultures among international 
communicators in addition to various other factors. Also Tian & Borge (2011) advocate 
that culture is becoming an “invisible barrier” resulting in miscommunication and 
misinterpretation of the communicational message. Therefore, given the need to also 
demonstrate cultural sensitivity and empathy with a wide range of international 
customers, it is necessary to adapt the international communications to local market 
needs with sensitivity (Doole & Lowe, 2012). Thus culture is a quintessential element to 
consider, study and analyze for the marketing messages to be communicated effectively 
in different countries.  
 

3.2.1 Melevar and Vemmervik (2004) Model for Standardization & 
Adaptation 
Below are some variables that according Melevar & Vemervik (2004) affect the degree 
of standardization or adaptation of promotions for a firm;  
 
Ø Product variables – the degree of universality of the product; 
Ø Competitive variables – the structure of the competitive environment; 
Ø Organizational experience and control variables – the level of organizational 

experience in the corporation; 
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Ø Infrastructure variables – the degree of similarity of the media infrastructure, for 
instance, media, advertising agencies and production facilities; 

Ø Governmental variables – the restrictions on mass-communication; and 
Ø Cultural and societal variables – the cultural differences between the home and export 

markets. 

Melevar and Vemmervik (2004) describe this in a model (Fig 2) and say that the first two 
factors influence the company while it is making decisions about whether to standardize 
or adapt its their advertising campaigns. The other four variables aid the company in 
dealing with their legal and local culture.  
 
Fig 2 A Descriptive Model to Determine the Degree of Standardization/Adaptation of 
Advertising 
 

  
 
Source: Melevar and Vemmervik (2004)  
 
According to Melevar and Vemmervik (2004) the degree of standardizing of advertising 
and promotions depends on the nature of the product or service. This can be the most 
important factor in determining whether to standardize or adapt the product or service. 
They further explain that the degree of standardization or adaptation depends on the 
homogeneity of markets. The more homogenous a market is, the more standardized 
promotions can be. Homogeneous cross-national segments can give rise to standardized 
marketing programs and thereby maximize economies of scale (Melevar & Vemmervik, 
2004).  

3.3 Tools of Marketing Communications 
In this part, various tools of marketing communications will be defined and elaborated. 
The communications have been divided into three different categories; traditional 
marketing tools, that have been in practice since a long time and are not avant-garde 
(advertising, direct mail, email marketing, event marketing and cause based marketing), 
secondly a relatively newer form of marketing which is social media marketing 
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(Facebook, twitter, blogs) and lastly a popular form of marketing amongst B2B 
companies i.e. relationship marketing.  

3.3.1 Traditional Marketing 
Starting with the traditional form of marketing, Dahlen & Edenius (2007) define 
traditional advertising as media including TV, radio and print and say that by repetitive 
contact with advertising in traditional media, customers are automatically trained to 
recognize it. Given below are different popular tools of traditional marketing with their 
explanation and application in the B2B as well as B2C world. 

3.3.1.1	  Advertising	  
One of the forms of traditional marketing is advertising. Mass media advertising is 
defined as planned messages that are non-personal in nature and are broadcasted to a 
large target audience in order to influence their attitudes and behavior (Duncan, 2002). 
According to Jensen (2006), Business to Consumer (B2C) businesses usually find mass 
media tools such as advertising suitable for marketing purposes, whereas B2B companies 
tend to use relationship-building techniques as primary means of marketing. 

3.3.1.2	  Direct	  Mail	  &	  Email	  Marketing	  
Organizations use personal approaches to customers in a less direct manner than personal 
selling by sending letters directly to the customer’s home of business. This method is 
frequently used to support the salesperson in business-to-business markets (Gbadamosi et 
al., 2013). Similar to, but relatively more modern forms of communications than direct 
mail, email marketing is defined as sending an electronic commercial communication to 
prospects with the aim of initiating some sort of action, a business transaction or to build 
relationship (Jenkins, 2009). Email marketing may not be considered as traditional but 
because of its similar nature in terms of usuage, it has been paired with direct mail in this 
study. 

3.3.1.3	  Event	  Marketing	  and	  Sponsorships	  
Doyle defines event marketing as a disciplined promotional activity, large scale or small, 
for events both inside and outside a sponsorship —such as a major client event, a product 
launch, a charity event, a concert, or a sports tournament, a movie launch, a visit etc. —
aimed at consumers who have an interest in that specific area (Doyle, 2012). Events like 
Exhibitions and trade fairs are an effective way of meeting many existing and potential 
customers from different countries (Doole & Lowe, 2012). One benefit of event 
marketing is that they can provide experiential marketing, a rapidly growing 
communications approach also called customer experience marketing, in which 
customers obtain an engaging, entertaining and interactive brand experience (Doole & 
Lowe, 2012). Use of sponsorship as a means of marketing is increasing over the time. 
According to Dolphin (2003), sponsorship is a business activity in which a sponsor 
provides financial resources to an entertainment or sporting event. Gupta (2003) explains 
that sponsorship of events has become a popular marketing tool for raising brand 
awareness, creating a positive corporate image and building an emotional connection 
with the audience. The primary consideration in the selection of an event is the brand-
event personality fit. As Gupta emphasizes, organizations must cautiously choose events 
that will help them in realizing their unique aims and objectives (Gupta, 2003). 
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3.3.1.4	  Cause-‐Based	  Marketing	  
Cause marketing is the action through which a company, a nonprofit organization, or a 
similar entity markets an image, a product, a service, or a message for mutual benefit 
(Marconi, 2002). Previous studies signify that consumers are fully aware of cause 
marketing (Kotler & Lee, 2005), that it influences their purchase decisions (Webb & 
Mohr, 1998) and that it enhances their attitudes toward the brand (Nan & Heo, 2007).  

3.3.2 Social Media Marketing 
A relatively newer method of marketing is social media marketing. Social media refers to 
the collection of technologies that captures communication, content, and so on, across 
individuals, their friends, and their social networks (Treadway & Smith, 2012). Examples 
of social media include social networking sites like Facebook and Twitter; blogging 
technologies like TypePad, Tumblr, and WordPress; crowdsourcing products like 
Wikipedia; and photo and video-sharing sites like Flickr, YouTube, and others 
(Treadway & Smith, 2012). ). Corporations are increasingly realizing that social media is 
and will continue to be an important fabric of commerce (Weinberg & Pehlivan, 2011).  

3.3.2.1 Categories of Social Media:  
 
Zarrella (2010) divides and categorizes a few of the forms of social media as such: 
 
Ø Blogs 

Ø Micro Blogs (Twitter) 

Ø Social Networks (Facebook) 

Ø Media-Sharing Sites (YouTube) 

Ø Forums 

Three of them and the most commonly used of them; Blogs, Micro Blogs and Social 
Networks, are discussed in detail below: 

Blogs	  
According to Palmer & Koenig-Lewis (2009), Blogs are a way of conveying information 
and opinions in a compact, web-based form rather than appearing in more traditional 
forms of media. Blogging is becoming one of the fastest and most personalized method to 
have a firms communication messages seen by scores of people (Donato, 2006).  

Micro	  Blogs	  (Twitter)	  
A social media channel with burgeoning popularity and with its potential for personalized 
communication with individuals who have chosen to follow an organization’s Twitter 
feed, Twitter clearly increases the scope for interactive communication by organizations 
with their customers (Barnes, 2010). Bradley (2010) suggests that your company may 
choose to use its Twitter account simply to promote what your organization is doing or to 
respond to questions, which other people are posting about either your company or the 
area within which you work. 
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Social	  Networks	  (Facebook)	  
Facebook has become an extremely famous social media channel nowadays, especially 
for the youth and college students (Valentine, 2011). Facebook has fundamentally 
changed into an infrastructure that is redefining the Internet experience, and major 
players across a wide range of industries have taken notice (Treadway & Smith, 2012). 
An increasingly large number of companies have Facebook accounts and fan pages and 
subject groups are available for everything you can possibly imagine (Bradley, 2010). 
Today Facebook appeals to a mass market of consumers and business users with a wide 
set of needs and desires and you especially need your social media property to stay fun 
for college users and the broader consumer audience while being increasingly important 
to businesses (Treadway & Smith, 2012). 

3.3.3 Relationship Marketing 
Relationship marketing is distinguished from other types of marketing by a focus on 
customer outcomes and benefits rather than just selling product features (Doyle, 
1994).  Doyle says that this age marks the revival of relationship marketing and says it is 
by the virtue of latest technology, he says it is an older style of marketing which got lost 
during the mass production age and which is being revived in the information age. In the 
past, salespeople or retail store staff accomplished much on an individual basis when 
confined to a physical local environment. Berry (1994) suggests that the main idea of 
relationship marketing is marketing to customers after they have become customers. 
Today, interactive technologies make it possible to perform similar functions online. 
The Web allows companies to track consumer preferences closely, both by asking the 
consumer directly and by auditing the consumer's actions as they surf the 
company website (Doyle, 1994).  
 
Several extant definitions and descriptions of relationship marketing specifically include 
a customer as one of the exchange participants. One definition for relationship marketing 
proposed by Shani & Chalasani (1992) is that it is an consistent effort to sustain and 
create a network with individual customers and to endlessly reinforce the network for the 
common advantage of both parties, through interactive and personalized contacts over an 
extended period of time. This definition incorporates the long-term nature of relationship 
marketing stressed by Doyle and Thomas (1992), the shift in attention from customer 
maneuvering to real customer involvement argued by McKenna (1991), and the need to 
work towards common goals put forward by Buttle (1996). It also underlines the need to 
attract, maintain, and develop customer relationships (Berry 1983, Grönroos 
1983 & Gummesson 1987), as well as the need for all marketing activities to be used 
towards creating, developing, and maintaining successful relationships, as proposed 
by Morgan & Hunt (1994).  
 
B2B marketing at its core is established on building trust and intimacy between the seller 
and the client. As suggested by Oshman (2013), the notions of embeddedness, closeness 
as well as strength of social ties between the actors active in the network, formed between 
the seller and the buyers, are important elements of relationship quality. Bagozzi (1979) 
states that Business-to-business relationships usually involve the continuous exchange of 
resources between both parties and such exchanges are mixed as they include both 
economic and social resources. It is supported that in B2C relationships, customers tend 
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to be less loyal and hence are more likely to switch between brands (Saini et al., 2010). 
Whereas Davis advocates that there is more loyalty in B2B relationships because there is 
a need of higher reliability amongst business partners (Davis, 2012).  
 
Levitt (1986) uses the expression relationship management instead of relationship 
marketing. He states, Relationship management is a distinctive field on its own. It is as 
important in preserving and enhancing the intangible asset commonly known as 
'goodwill' as the management of hard assets (Levitt, 1986). Relationship marketing 
models mainly focus on the soft factors of business relationships as compared 
performance-based measures (Ulaga & Eggert, 2004). Morgan and Hunt (1994) 
pinpointed commitment and trust as key mediating variables of relationship marketing. 
Relationship marketing is very important in business-to-business marketing especially, 
where companies may gain competitive advantage not necessarily from the product but 
through the added value they have built because of their relationship (Doole & Lowe, 
2012). 
 
According to Buttle (1996), marketers nowadays have started to talk about economies of 
scope in addition to economies of scale, customer share in addition to market share, and 
customer loyalty rather than brand loyalty. Share of customer is the percentage of a 
customers lifetime purchases that is gained by a company and it is used as a gauge of 
Relationship Marketing performance. Customer loyalty accentuates the interactive nature 
of Relationship Marketing and contrasting to brand loyalty; it is an acknowledgement of 
the personal nature of the commitment of the customer to the firm and/or its employees. 
Brand loyalty, on the other hand, suggests that the commitment is to the Product (Buttle, 
1996). The philosophy of relationship marketing recognizes that keeping existing 
customers happy, loyal, and satisfied ensures repeat business and is much cheaper than 
obtaining new customers (Doyle, 1994).  
 
It is also important to note that the relationships within a business extend to many levels. 
A relationship consists of a 'ladder of customer loyalty'. The firm’s initial relationship is 
with a prospect. The relationship than progresses and develops up several steps, thereby 
including a customer, client, supporter and at the top, advocate (Christopher et al., 1991) 
From the point of view of Africa, use of intermediaries to build relations is quite 
common. Richmond & Gestrin (2010) acknowledge that local intermediaries can open 
doors for many business opportunities Africa, ensure a warm reception for your 
forthcoming business visit, and evaluate the prospects for the proposal you plan to 
present. If there is an important matter to be decided, an intermediary can ease the 
process by letting the other party understand what some of the potential problems and 
solutions are from your point of view (Richmond & Gestrin, 2010). 
 

3.4 Cultural Differences 
 
Most prominenet studies about culture are conducted by Trompenaars and Hofstede. Both 
of these studies treated culture as having layers like onion. Although the practical 
application of these models for the purpose of the thesis may be limited, but from the 
point of view of culture, these concepts are important to understand and hence reviewed 
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by the authors. According to Hofstedes’ cultural onion shown in Fig. 3, symbols 
represent the most superficial, and values the deepest manifestations of culture, with 
heroes and rituals in between. Thus the deeper to the center of the onion, the harder it is 
to change the values and practices. In the middle of the onion is core values,which are 
primarily founded upon the history of a nation and its culture. The core values for 
instance are in general what is considered to be moral/immoral or natural/unnatural in a 
particular society. The outer layers are three singular types of practices. The outmost 
layer of the onion are labelled symbols, which, for example, could be the words or 
fashion. These can easily be changed based upon whats trending, or can be imitated from 
other cultures or countries. The second layer is called heroes, who are considered to be 
the the role-models in that particular society, real or imagined, that have characteristics 
that the people idealize or are proud of. The final layer is called rituals, and it consists of  
activities that are performed collectively by people within a certain society. They include 
the ways of greetings and how language is used for communication purposes (Hofstede et 
al., 2010).  
 
 

 
 
   Figure 3: Hofstede et al., 2010 
 
Trompenaars (Trompenaars & Hampden-Turner, 2012) model presented in Fig 4 has a 
similar version of cultural onion. It consists of three layers out of which the two 
outermost are the same as in Hofstede’s model while the third layer, the core layer, is 
similar to Hofstede’s core layer but goes deeper into what culture is. The outmost layer in 
Trompenaars model is the explicit part of the culture (the part of culture that we can 
clealy see and is apparent) which reflects the middle layer of the onion, the norms and 
values of the culture. Basic cultural values of the society form the core of the onion and 
also are the basis upon which the norms and values in the middle layer of the onion are 
formed too. 
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Figure 4: Trompenaars & Hampden-Turner, 2012 
 
In light of the reality that culture is a multi layerd construct, I have long emphasized to 
avoid treating marketing practices in different countries as homogenous (Tung, 2008). As 
discussed in the previous sections, culture is one of the most crucial factors that a firm 
needs to consider while formulating its marketing strategy. According to Hofstede 
(1997), culture is not a characteristic of individuals; it encompasses a number of people 
who were conditioned by the same education and life experience. It is the collective 
programming of the mind that differentiates the members of one society from another 
group or category (Hofstede, 1997). The corporate realm cannot be isolated from the 
cultural side of the world (Jansson, 2007). Culture has a tremendous influence on 
international marketing. A marketer must have to study about the local culture in-depth 
before offering a product or service to them Therefore, the general mindset, values, 
customs, religious values and traditions of a society should guide the communication 
strategies targeted for that region. Culture is becoming a progressively vital concern for 
companies marketing internationally (Dawar & Chattopadhyay, 2002).   

3.4.1 Components of Culture 
Because of cultural differences, business operations in new nations becomes more 
complicated as culture evolves into being political, social, economic and technological, 
which forces and reshapes the cultural landscape (Usunier & Lee, 2005). Doole & Lowe 
(2012) presented a framework exhibiting the various components of culture. The purpose 
of studying components of culture is to investigate thoroughly what culture comprises of 
and how each element can affect marketing. Fig 4 shows the components of culture. For 
the purpose of this thesis, only five of the eight components will be discussed in detail, 
namely technology and material culture, aesthetics, language, values and attitudes and 
religion. 
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Fig 5 Components of Culture 

  
Source: Doole & Lowe, 2012 
 

3.4.1.1 Technology and material culture 
This aspect relates not only to materialism but to the local market’s ability to handle and 
deal with modern technology. In instances such as these the organization is often faced 
with the choice of either educating the population (expensive and time-consuming) or de-
engineering the product or service (difficult if you have in- vested heavily in product 
development) (Doole & Lowe, 2012).  

3.4.1.2 Aesthetics  
This covers the local culture’s perception of things such as beauty, good taste and design, 
and dictates what is acceptable or appealing to the local eye. A firm needs to ensure that 
use of color, images, music, architecture or brand names in their product and 
communications strategies is sympathetic and acceptable to the local culture (Doole & 
Lowe, 2012).  

3.4.1.3 Values and attitudes  
The values consumers from different countries place on things such as time, achievement, 
work, wealth and risk-taking will seriously affect not only the products offered but also 
the packaging and communication activities. The methods used by a firm to motivate its 
personnel are also strongly influenced by the local culture and practice (Doole & Lowe, 
2012). For example in Africa, a lot of importance is attached to developing close 
friendship amongst business partners, an example of cultural norm and business attitudes 
unique to Africa. As supported by Richmond & Gestrin (2010), the basic secret of doing 
business and creating professional relationships in Africa, is socializing. A golf course 
foursome in Sub Saharan or a barbecue in East Africa can put you on the pathway to 
business success (Richmond & Gestrin, 2010). 
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3.4.1.4 Religion 
Each person also belongs to a religious group; atheism is virtually nonexistent in Africa 
(Littrell & Baguma, 2004). Religion is a major cultural variable and has significant if not 
always apparent effects on marketing strategy. For example, the identification of sacred 
objects and philosophical systems, beliefs and norms as well as taboos, holidays and 
rituals is critical for an understanding of a foreign market (Doole & Lowe, 2012).  

3.4.1.5 Language 
To many commentators language interlinks all the components of culture and is the key 
to understanding and gaining empathy with a different culture (Doole & Lowe, 2012). 
Use of local language shows that a company is actually serious about undertaking 
business in the country (Banerjee, 2008).  

3.5 Doing Business in Sub Saharan Africa 
Ten years ago Africa was dubbed ‘the hopeless continent’. Since then its progress has 
been remarkably hopeful (Wooldridge, 2015). The challenges of doing business in Sub-
Saharan Africa are complex, recursive and multi-faceted because of its culture (Spies, 
2015). The failure to understand the cultural aspects of a region has led to many big 
international business disasters in the past (Ricks, 2009). As pointed out by Leonard 
(1987) many of the differences in organizational behaviour between Africa on the one 
hand, and the United States and Europe, on the other, are not due to managerial failures 
but to fundamental dissimilarities in the value systems of the societies that encapsulate 
them. In their book “Into Africa - A Guide to Sub-Saharan Culture and Diversity”, 
Richmond and Gestrin (2010) say that traditional African societies are communal, as 
traditional societies have been almost everywhere, and individual needs and achievement, 
in contrast to the West, take second place to the needs of the many. They emphasize that 
the key to doing business and developing professional relationships in Africa, is 
socializing. In thier villages, Africans sit under a tree and chat before deliberating or 
doing business. In the city too, they sit and chat prior to doing deals, not under a tree but 
at their offices or over food and drinks. Socializing builds the personal trust that is 
prerequisite to doing business, and in Africa it is difficult to determine where social 
interaction ceases and business begins, since the dividing line is very thin and often 
nonexistent. Some foreigners say they never discuss business during their first call on an 
African official and sometimes not even on the second. They just chat and get acquainted 
in a leisurely way in a visite de courtoisie (courtesy visit) (Richmond & Gestrin, 2010). 
 
The peoples of Africa are of diverse and differing cultures both among themselves and 
with outsiders (Kiggundu, 1988). Richmond & Gestrin (2010) advocate the importance of 
building trust and say that trust is an important element in business relationships. Be 
honest and straightforward, Africans can sense when someone is trying to slip something 
past them. On a first meeting, as well as on subsequent visits, they will be regarding you 
with some distrust, watching you closely, and trying to figure out what you really want 
from them. This calls for caution because when Africans are presented with a new idea 
by a Westerner, When they receive a new idea, they don’t ponder it, play with it, or 
investigate its applicability and utility. They wonder instead why this idea is presented to 
them by this person at this time (Richmond & Gestrin, 2010).  
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3.6 Conceptual Framework 
 
On the premise of the literature reviewed for this study a conceptual model (Figure 6) has 
been formed. From this model, culture of Sub Sahara is the assumed to be as the deciding, 
using which a firm decides on its strategic approach of whether to adapt or standardize its 
marketing communications. To explain culture, its components, definitions and 
importance has been illustrated in detail in the theoretical framework, along with the 
specific culture of Sub Sahara being examined separately and its culture compared to that 
of West. Based on the cultural differences, a firm decides whether to standardize or adapt, 
and how to adapt its marketing communications for the Sub Saharan market. A separate 
section focuses on standardization and adaptation; its definitions and determining factors 
in theoretical framework. One the approach is decided upon, the companies have the 
option of selecting from a wide variety of marketing tools to implement. The 
communications strategy can be composed of traditional marketing tool such as 
advertising, direct mail etc., or it may involve the firm focusing on social media 
marketing in the new region or the firm can choose to rely solely on relationship 
marketing as its primary source of marketing communications in the new region. It is 
very well possible that a firm may choose to use a combination of two or all three of 
these components altogether. Henceforth, all three marketing tools have been discussed 
in details in the study. Explanation of these concepts and models will enable authors to 
answer the research questions. 
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Fig 6. Conceptual Framework  
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Main RQ: How an MNC operating in a Business to Business industry can adapt its international 
marketing communications for the Sub Saharan African region? 
 

Strategic	  Approach	  

Marketing	  
Communications	  Strategy	  

Source:	  Authors	  own	  construction	  

Sub Resarch Questions:  
1. To what extent is relationship marketing an important marketing communication element in the 
region? 
2. What is the relative effectiveness of traditional as compared to social media marketing in the 
region? 
3. To what extent does culture impact or influence marketing used in the Sub Saharan region? 
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4. Empirical Findings 
In this chapter the data has been collected through three case companies. All information 
presented in this chapter is collected thanks to the interviews with Ann-Charlotte 
Johannesson from Wrap International, Ulf Vinneras from Cisco Inc. and Keith Kriel from 
Vodacom SA. This information has been completed with the help of the companies’ 
official websites and social media links. 
 

Given below is the table presented in methodology section before, this is added again in 
this section for the convenience of the reader to see the names and positions for company 
representative as they will be mentioned quite often during this section and the Analysis 
section. 
 

Company 
Name 

Interviewee       Position Interview Mode 

 
Vodacom 

 
Keith Kriel 

Manager-
Mediation 
Applications 
Development 

 
Email Interview 

 
Cisco Inc. 

 
Ulf Vinneras 

 
Head of Consulting 
Division 

 
Skype Interview 

 
Wrap 
International 

 
Ann-Charlotte 
Johannesson 

 
Sales & Marketing 
Director 

 
Skype Interview 
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4.1 Vodacom 

4.1.1 Marketing Communications in Sub Sahara 

Being a huge multinational, Vodacom has extensive budgets for marketing and uses a 
wide variety of marketing communications tools to promote itself all over the globe. In 
Africa, which is also the home market of Vodacom, the company predominantly does 
marketing through traditional mass media tools such as TV advertisements and 
sponsorships to promote itself in the Sub Saharan African and other regions. According 
to the company representative interviewed Keith:  

“Because we focus on B2C market, in addition to B2B, Marketing is done mainly through 
TV adverts where the brand has been highlighted and sponsorships of sports events such 
as Vodacom Super 15 rugby. It works especially well in the consumer market.” 

The company focuses on building a strong brand name in the region and markets itself as 
a high-end brand in all its marketing campaigns, as Keith mentions, “Vodacom has 
focused on the Brand image and ensuring that it is seen as a ‘premium’ brand.” 
Vodacom actively participates in well-celebrated sports sponsorship events happening in 
Sub Saharan Africa and invests heavily in sports. Just recently the company sponsored a 
hugely famous Rugby event in South Africa called Vodacom Super 15 Rugby 
Championship.  

 

Fig 7. Source: Google images 
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Rugby is one of South Africa's big three sports, alongside soccer and cricket. For many 
South African fans of the game, rugby is a serious matter, a source of bursting pride and 
joy - or shattering disappointment (South Africa Info, 2015). The result of this 
sponsorship was beyond expectations and it helped the company in garnering a huge 
amount of popularity, publicity and press coverage. The company also produces and airs 
frequent TV commercials to promote the Rugby Event in the region, and these TV 
adverts prove to be very successful marketing tool for the company. Infact according to 
Keith, “TV campaigns which address sport have probably been one of the most highly 
successful marketing campaigns for Vodacom in Sub Sahara.” 

Social media is considered to be effective in the case of younger target audience of Sub 
Saharan Africa, as Keith says: 

“The extent to which social media is effective, depends on which socio-economic and age 
group you belong to. As a rule young people are far more socially active, have some 
economic means and are influenced by social media whereas the older black population 
probably are more influenced by TV.  Tabloids and newspapers probably have the least 
influence overall.” 

According to him, it’s the younger population of Sub Sahara that possesses the means, 
technological know-how and interest in using social media. Therefore, the social media 
marketing efforts of Vodacom are designed for and effective in catering to this particular 
segment of the population. The company is very active on its social media accounts and 
posts regularly on its Facebook page, which according to Keith is the most popular social 
media channel amongst youth of Sub Sahara. The company also uses famous blogs and 
believes that they are integral part of their promotional campaigns e.g. Hellopeter is a 
local African blog which influences publics opinion about Vodacom enormously, through 
what they post about the company. The company also maintains and updates a very 
active company blog of its own. According to Keith: 

“Blogs are a great way to develop relationship with your potential and existing 
customers.” 

By this he elaborates that blogs have helped them to connect with their site visitors and 
convert them to leads. Keith also emphasizes that Vodacom uses a very cohesive 
marketing communications plan in Africa and elsewhere in the world, so for instance 
when it does sponsorships or TV Campaigns, they use social media as well blogs and 
other marketing channels to promote those sponsorships and advertisements.  

4.1.2 Relationship Marketing  
 
Vodacom enjoys very good working relationships with its African clients.  Besides direct 
monetary value, relationships, which include trust and respect, are especially important in 
the African context.  The elements of trust and commitment between business 
relationships are considered extremely important, especially with people from West, as 
the perceived inequality and mistrust with respect to the West and the Colonial past of the 
African Region is quite high in the region. To deepen their relationship with customers, 
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Vodacom has a very culturally sensitive approach towards marketing, so they are very 
careful not to hurt any ethnic, religious or tribal sentiments and sell themselves 
as an ethical company with an inclusive value system striving to achieve a non-racial 
approach. According to Keith: 
 
Besides direct monetary value, relationship, which includes trust and respect, is 
especially important in the African context. 
 
The company also invests in social causes in an attempt to build goodwill and connect 
with its audience on a deeper level, which in turn leads to good relationships with its 
target audience and the public in general. Keith elucidates that relationships have to be 
built upon trust and uncompromising regard for the values with utmost respect for the 
local population, this he stresses is of paramount importance in Sub Sahara. For these 
reasons the company takes part in cause based marketing campaigns and donates and 
takes part in good causes to give back to the Sub Saharan African society. Below are 
examples of campaign, which are run by Vodacom Foundation that is a charity 
organization fathered by Vodacom, that volunteers and promotes educational to health 
and safety initiatives. By participating in such cause relate campaigns, the company 
believes it portrays itself as a socially responsible brand that understands the country 
situation and has an empathetic approach towards it. Keith states:  
 
“Investing in causes has a long term effect in terms of building a positive brand image 
and is a great means of building good relations within the African community.” 
 
Fig 8. An example of cause based marketing 

 
	  
Source:	  https://www.facebook.com/Vodacom 
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Fig 9. Cause based marketing 

 

 Source: https://www.facebook.com/Vodacom 

The company also ensures good relationships with its existing clients by regularly 
reaching outs to its B2B customers and keeping in touch with them as much as possible 
to know their needs and feedback, and incorporates the feedback regularly into their 
products and services. 

4.1.3 Cultural Adaptations 
The culture of Sub Sahara according to Keith can be best reflected in the way he 
introduced himself: 
 
“In the African market context introduction of a person, their ethnicity, religion and 
background, is extremely relevant due to the significant economic differences between 
social lifestyles, culture and accepted values and standards. So let me just say, My name 
is Keith Kriel and I am a white male South African (WAM) with a European centric 
culture and a Christian value system.” 
 
As Keith confers, Vodacom does have to adapt and customize its marketing 
communication as compared to Europe or America or the rest of the world. The primary 
difference between the marketing campaigns Vodacom deigns for Sub Saharan Africa as 
compared to its marketing in America and Europe, is that the company places special 
emphasis on reflecting local culture in its Ads and marketing campaigns in Sub Sahara, 
special attention is given to local traditions, tastes and ideologies. This cultural factor, 
however, is not of much importance when they devise marketing for the west. Like Keith 
puts it: 
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“There is a clear emphasis on culturally sensitive marketing in Sub Saharan Africa. 
Adverts are “local” in the sense that they try to ensure that local African social culture 
and value system is specifically addressed as this sits more comfortably with the African 
people. Whereas in Europe or America our emphasis is on completely other things than 
culture” 
 
He further explained that unlike European or American ads, whereby this isn’t an 
important factor, focus is given on “one nation” approaches in African Ads where the 
most common denominator between the different races is strongly addressed to ensure 
inclusivity between the various population groupings and ethnicities. So most of the 
Vodacom have local, ordinary people featuring as the one shown in Figure 10 below. 
Also, the company uses local languages in their Ad campaigns as well. According to his 
words: 
 
“With the diversity in South Africa, 11 different tribal groups as well as a large 
contingent of settlers from the 18th and 19th Century, it is wise to focus on common links 
that bind the population together as a whole. That is why “local” focus or emphasis on 
figures such as Nelson Mandela which is a common denominator, is such a powerful 
marketing ploy.”  
 
Fig 10. Local Advertising in Sub Sahara – representation of locals 

 
Source: https://www.facebook.com/Vodacom 
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4.2 Cisco Systems 
	  

4.2.1 Marketing Communications in Sub Sahara 
 
“Africa, particular Sub Sahara, is one of the most lucrative markets in the world for 
telecom businesses right now and Cisco is concentrating a lot on expanding in the 
region. The reason for this is that Africa is still in the phase of developing its 
technologies, as compared to the rest of the world which has already become saturated 
technology wise, and because this region is still developing there are a lot of 
opportunities.” - Ulf Vinneras 
 
Cisco considers Sub Saharan African to be of immense importance from a strategic 
perspective and thus is constantly expanding its marketing efforts in the region. The 
company frequently uses mass media marketing tools such as TV and Print Ads to do its 
marketing in the region. It is also actively involved in doing sports sponsorships in the 
region and regularly sponsors major sporting events in the region. One of its most 
important sponsorships was for the FIFA world cup 2010, which was hosted by Africans 
and held in South Africa. Cisco worked very closely with all the companies involved in 
that tournament and from a networking point of view, as well as publicity point of view, 
it proved to be a huge success. Soccer is considered one of the most famous sports in the 
region and associating the brand with this sport has helped Cisco immensely in gaining 
popularity in the region. For the FIFA world cup, Cisco also created an immensely 
popular TV Ad campaign which was based on a soccer juggling trick they call the 
"around the world" that spreads from country to country through young soccer fans 
watching a video and trying to recreate that moment. This sort of advertising, Ulf 
explains, “helped in creating an engaging and interactive brand experience.” As He 
recalled, “Cisco managed to tap that moment that many soccer players and fans could 
relate to, and successfully demonstrated how their global network makes sharing 
moments like that possible in a faster and more real way than ever before.” 
 
Being a company with a B2B focus, the company relies heavily on event related 
marketing. Consequently, the company takes part and organizes major technology events 
in the region, which serve as a great way to invite and meet companies from all of over 
Africa and introduce them to Cisco’s products and services. The company attends several 
major conferences in the region such as “AfricaCom”, which is the largest Tech 
conference in Africa. Below Figure 11 exhibits an example of one event that Cisco itself 
organized in the region. Themed 'Built for the Human Network,' Cisco Expo 2013 South 
Africa offered delegates a showcase of how the network can transform the way South 
Africans connect, communicate and collaborate. 
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Fig 11. Event Marketing Ad “Built for the Human Network” 

 
 
Source: https://www.facebook.com/Cisco 
 
Cisco also has a very strong presence on social media and as Ulf mentions, has a 
reputation of a company that has mastered the art of social media. He said, “Cisco is 
considered a leader when it comes to utilizing social media marketing”. The company 
uses Twitter and Facebook to mainly post fun stuff, respond to queries and have 
interactive communication with its fan following in Sub Saharan region. However, Ulf 
also emphasizes that social media is still not a popular means of marketing in the Sub 
Saharan African region, the reason being the lack of its access: 
 
“Not all countries in Sub Saharan Africa are Technologically advanced, so the internet 
access and thus the access to social media may be very good in South Africa, and it is, 
but in Sudan for instance, internet is not a readily available thing just yet.” 
 
Ulf does, however, deem Blogs as an integral tool of Cisco’s marketing strategy in the 
region and says that it’s a great way of targeted marketing. According to him “blogs help 
in attracting qualified and very targeted traffic to the company website and thus Cisco 
has one of the most active blogs in the industry”.  
 
The company also associates itself with some social causes in the region and does 
marketing around that. This according to Ulf, is a another great way of promoting 
marketing products and services. Just recently, Cisco announced that it has signed a 
Memorandum of Understanding (MoU) with South Africa's Department of Science and 
Technology (DST) to embark on a strategic investment programme that prioritizes 
country transformation, skills development and technology innovation in respect to the 
one of its projects called Square Kilometre Array (SKA) project. Below is a image of the 
signing ceremony. 
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Fig 12. Cisco representative (L) meeting with an official from Department of Science 
and Technology (R) 
 

 
Source: www.cisco.com 
 

4.2.2 Relationship Marketing 
Ulf explains that: “Since our focus is B2B and not B2C, Mass media and TV campaigns 
are secondary for Cisco, our focus lies mainly on event marketing and relationship 
marketing in the region.” 
 
According to Ulf, in Sub Sahara the company primarily builds relationship marketing by 
employing local representatives or Channel Partners. The channel partners are 
responsible for identifying business opportunities in the region, closing a sale, doing most 
of marketing activities mainly related to relationship building with clients, providing 
consulting, support and actual implementation services to local clients and most 
importantly developing and maintaining good relationship with clients throughout the 
business process. The company gives special trainings and courses to these channel 
partners about customer relations, as according to Ulf even though they are locals and 
know the importance of customer relations and how to maintain them, it is the duty of the 
corporation to ensure that they understand how important each local client is for the 
company. The company places special emphasis on building good relations with its 
clients based in Sub Sahara and introduces individualized measures to cater to each 
clients needs effectively and efficiently. According to Ulf, it is one of the reasons that 
Cisco has long-standing and loyal customers in Africa. One of the most important ways 
that the company ensures good relationships is through attending conferences and 
scheduling frequent meetings between local clients and company executives to develop 
stronger business ties.  
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“Relationship building is the key to success in the Sub Saharan region. Especially for a 
B2B business.” 
 
In addition to this, Cisco also ensures good relationship with its clients by obtaining and 
integrating customer feedback. The company also gives its 
employees training sessions  on social media best practices that are appropriate for the 
Sub Saharan African region. Cisco also has special discount schemes, on going 
optimization and health checks for local clients. Ulf explains that a good relationship 
marketing strategy can be a source of competitive advantage and prevent entry of new 
competition. According to Ulf “We make our customers feel special and valued, not only 
does this help in increasing customer loyalty but it also helps us to build barriers to entry 
for other companies in the region.” 

4.2.3 Cultural Adaptations 

According to Ulf, culture has a strong influence on the marketing practices that 
companies use in the Sub Saharan region. Like Vodacom, Cisco also indicated that they 
had to adapt their marketing communications according to the Sub Saharan Africa. He 
describes the culture of Sub Sahara as follows: “The overall culture of Sub Sahara is 
quite diverse and unique. Thier religious sentiments and aesthtetic tastes are unique.” He 
says that a company should be very careful about not violating local traditions and culture 
in its marketing and its therefore a good idea to do marketing research on the region 
beforehand, or have the locals do it for you.  

“It is extremely important for international companies to recruit local employees for 
operations in Africa, as locals have a better understanding and knowledge of the region.” 
 
English and French are the most common languages used in business setting, and Cisco 
therefore translates its ad campaigns into French or other languages used in different 
countries in Sub Sahara. Ulf also explained that due to cultural differences, most of the 
advertising used in Africa has some sort of sentimental value, is related to their national 
heroes and historical incidents, and includes local people. So Instead of focusing more on 
the product offering like they do in the West, the Ads are designed to appeal to the 
sentimental values of Africans so they can relate and associate with it. Given below is 
one such example of an Advertisements that the company ran in Africa, it features one of 
African national heroes, Nelson Mandela.  
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Fig 13. Advertisement by Cisco for African market 
 

 
 
Source: https://www.facebook.com/Cisco 
 
As compared to this the Ads that company runs for its western audience are pretty simple, 
‘casual’ and corporate like as seen in the figure below. Ulf explains, “this is what works 
in the west, simple and to casual marketing.” This is one of the Ads that the company is 
running for its American market. 
 
 
Fig 14. Advertisement by Cisco for American Market 

 
Source: https://www.facebook.com/Cisco 
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4.3 Wrap International AB 

4.3.1 Marketing Communications in Sub Sahara 
Unlike Cisco and Vodacom, Wrap International is a smaller technology that operates 
within a very niche and targeted segment. The company does not use a lot of different 
marketing tools. A B2B company as it is, the target market of Wrap International are 
Telecommunication public authorities present in the Sub Saharan region, therefore mass 
media tools are not considered as plausible means of marketing by the company and 
therefore not used at all. The company’s primary mode of reaching out to its prospective 
customers is sending out letters and emails to them. According to Ann: 
 
“The company has only a handful of government bodies in the region, which qualify as 
the company prospects, so the company approaches them directly, rather than wasting 
resources on lavish marketing campaigns which will go to waste as the target market is 
so specific.”  
 
There are a total for fifteen public authorities that the company considers as prospects and 
is interested in doing marketing for in Sub Sahara. Since they are only a handful, this 
requires developing individualized marketing efforts to reach out to them as Ann 
suggests. Therefore, as mentioned by Ann, direct mail and email marketing are the most 
individualized and suitable way for Wrap International to do marketing in the region. As 
she states: 
 
“Advertising campaigns cannot be individualized and usually have a one-size-fits-all 
format, whereas by using direct mail or email we personalize each message, reduce our 
over head costs and because we have a individualized message content, we also have a 
better chance to intrigue and engage target customers.” 
 
The marketing department sends out letters to prospective clients directly and sometimes 
relies on sending email to the database of clients that it has. In addition to this, the 
company attends also attends technology conferences across the globe where they come 
into contact with companies from Africa. Attending conferences has helped the company 
immensely in gaining brand awareness and contacts from the African region. One of such 
conferences is “Critical Communication World” which is held in Europe and Asia, from 
which the company has managed to get several leads and another one is AfricaCom 
which is the most popular technology conference in the African region. Ann emphasizes 
on attending conferences such as these and says: 
  
“Attending conferences and exhibitions is probably the fastest and best ways to gain 
contacts and business in Sub Sahara”.  
 
As for its existing customer base, the company uses local representative firms as channel 
partners to do most of the marketing activities. These local companies are responsible for 
ensuring customers satisfaction by paying regular visits to the customers, providing 
support and post deployment services and resolving conflicts that may arise during the 
business period. They are also responsible for identifying possible business opportunities 
in the region. Since these local firms are so well aware of the local culture, tradition and 
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ways of doing business in Africa, the company deems them as indispensible for doing 
business in the region and relies on them for most of the business dealings.   
 

4.3.2 Relationship Marketing 
Relationship marketing is considered a key aspect of the marketing communications mix 
of Wrap International. The rest of the marketing tools that they are using are the same 
throughout the globe, but a lot of emphasis is placed on relationship marketing in Sub 
Saharan region whereas in other parts of the world it is not considered as important. This 
is basically because of the cultural difference of Sub Sahara as compared to European or 
American market, as Ann puts it. The company mainly uses its local representative to 
communicate, build and maintain relationships with its clients. These representatives visit 
the customers from time to time to understand their grievances, complaints and feedback 
and communicate that to the company management of Wrap. The company than resolves 
those complaints or takes appropriate actions to satisfy the customers. Ann emphasizes: 
 
“Customers satisfaction is the key here, we take customer feedback very seriously.” 
 
It also sends out newsletter four to five times a year to all its existing and prospective 
clients and whenever company representatives travel to Sub Sahara they try to book 
personal meetings with customers. Due to this, the customers are loyal to Wrap Inc. and 
company gets repetitive business from the same clients. For example, Uganda 
Communications Commission, which was also the first customer of Wrap International 
AB in Sub Sahara, started by buying one product from Wrap Inc. and then purchased 
three more over the years and just recently bought two more including extended support 
and training for each year. According to Ann: 
 
“Being a foreign Swedish company as Wrap is, it’s hard to gain trust of African clients, 
as they usually tend to be suspicious of a foreign entity, so you really have to work 
towards relationship building.” 

4.3.3 Cultural Adaptations 
As the sales and marketing director of a global company, Ann provides some insights as  
to how the culture of Sub Sahara is different from culture of rest of the world and how 
this impacts marketing communications. The company faces several issues due to the 
cultural differences of Sub Saharan Africa. One of the problems they face in business 
transactions is the culture of ‘never making it on time’ or unpunctuality of Sub Saharans. 
The managers that have to go for meetings almost always have to reschedule their flights 
because the meetings can get delayed for days without prior notice. The company also 
had trouble getting its invoices paid, as they were delayed for a year or more in some 
cases. Just like Ann puts it: 
 
“Everything takes a lot of time in Africa. Our Manager almost always have to change the 
flight time. Also, there is no particular concept of punctuality there. In fact, they are not 
particular about most of the business decisions and do not believe in making calculated 
decisions.” 
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Ann explains that the marketing communications it uses for its Sub Saharan clients are 
relatively standardized as they use only limited market communication tools, that are 
emails, direct mails and attending events, and that according to her is what the company 
uses to do marketing throughout the globe. This helps the company in reducing its costs 
and maintaining a consistent brand image across the globe. However, one difference is 
that the company representatives place extra emphasis on socializing and building 
stronger social ties with their African clients by arranging dinner etc. Because Africans 
are not calculated decision maker, Ann says, if they find you likeable they’re likely to do 
business with you. This is not the case with their clients across the globe and they do not 
invest as much in socializing or building bonds with them. Their culture is also a male 
dominant one, so Wrap usually sends out male representatives for the business dealings. 
The Sub Saharans are also laid back, they don’t follow stringent rules and are risk averse; 
their business inquiries are not so long and detailed e.g. as Ann explains that in Europe 30 
pages of 300-400 requirements is given by clients as proposals whereas in Sub Sahara a 
total of 10 requirements are given by clients. 

To conclude she said in order to do business successfully in the region “Be very 
considerate and mindful of their local culture.” 
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5. Analysis  
 
In this chapter findings and common patterns from all three interviews will be presented 
in the form of cross-case analysis. Analysis will cover the following three areas presented 
earlier empirical findings –cultural adaptations (standardization vs. adaptation of 
marketing due to culture), marketing communications and relationship marketing.  

5.1 Cultural Adaptations  
An important topic amongst the literati of international marketing is whether a firm 
should pursue a standardized or adapted strategy for different international markets 
(Szymanski et al., 1993). Business operations in new nations become more complicated 
due to political, social, economic and technological factors, which forces and reshapes 
the cultural landscape (Usunier & Lee, 2005). For Sub Saharan Africa especially, the 
challenges of doing are complex, recursive and multi-faceted because of its culture 
(Spies, 2015) and the failure to understand the cultural aspects of a region has led to 
many big international business disasters in the past (Ricks, 2009). According to 
Vodacom and Cisco, they refrain from using standardized marketing or business practices 
in the region, and adapt their marketing communications according to the culture of Sub 
Sahara. Such companies create different advertisements according to customs and 
traditions of each society (Keegan & Schlegelmilch, 2001). For example, Ulf from Cisco 
indicated the need for the marketing content to be aesthetically pleasing. Just as 
advocated by Doole & Lowe (2012) in their model for components of culture that a firm 
needs to ensure that use of aesthetics such as color, images, music, architecture or brand 
names in their product and communications strategies is sympathetic and acceptable to 
the local culture. Religion was also considered an important factor as Africans are 
indicated to have strong religious values. Each person belongs to a religious group; 
atheism is virtually nonexistent in Africa (Littrell & Baguma, 2004). 
 
There are similar patterns observed in the adaptations that the companies have to make 
due to cultural issues. In the case of Vodacom and Cisco, both companies stated that they 
have a ‘one-nation’ and ‘local’ approach of marketing in the region, whereby they try to 
make certain that local African values are reflected in the marketing campaigns. This is 
consistent with the cultural onion presented by Hofstede (2010) & Trompenaars (2012), 
where they advocate that values are the deepest manifestations of culture and hence the 
most important part of culture. Also as Doole & Lowe (2012) present in thier model of 
components of culture, the values consumers from different countries place on things 
such as time, achievement, work, wealth and risk-taking will seriously affect not only the 
products offered but also the packaging and communication activities. By using a 
culturally sensitive approach, the companies ensure inclusivity of all the various 
population groupings and ethnicities that are present in Sub Sahara, so most of their 
advertisments feature local, ordinary people. This factor of inclusivity is not of particular 
importance if compared to the marketing communications applicable to the West and thus 
is unique to Sub Sahara. In their book “Into Africa - A Guide to Sub-Saharan Culture and 
Diversity”, Richmond and Gestrin (2010) say that traditional African societies are 
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communal, as traditional societies have been almost everywhere, and individual needs 
and achievement, in contrast to the West, take second place to the needs of the many. 
 
Melevar & Vemmervik (2004) explain that the degree of standardization or adaptation 
depends on the homogeneity of markets. Standardization of the promotional message 
means using identical or similar promotional messages in all countries in the world 
(Onkvisit & Shaw, 2004). The more homogenous a market is, the more standardized 
promotions can be. In the case of all three companies, the companies operate throughout 
the globe and conduct business in Europe, America as well as Asia. The management of 
all three companies agreed that some degree of adaptation is necessary for the marketing 
communications to work effectively in Sub Sahara due its unique culture because this is 
not a homogenous market if compared to the West. The major reason being the difference 
in local customs, needs and tastes. Like Doole & Lowe (2012) stated, the need to 
demonstrate cultural sensitivity and empathy with a wide range of international 
customers is necessary to adapt the international communications to local market needs 
with sensitivity. Hence standardizing marketing communication wasn’t considered an 
option. Just like Pratt (1956) advocates, that adaptation of an advertising strategy would 
mean that each market is considered as a distinct unit and adaptations made accordingly 
due to differences in culture, economic status, legal conditions, and foreign market 
media. 
 
Catering to the difference in tastes of customers, Cisco and Vodacom each designed TV 
Ads and Print Campaigns that had a specific emotional appeal for Sub Saharan Africa. 
The use of emotional values were found to work effectively in the region due to the fact 
that these values evoke more feelings within the  Sub Saharan audience, thus making the 
communication message more memorable and long-lasting. Whereas the Ads these 
companies designed for American market tend to be simple, casual and corporate. 
Hofstede (1997) emphasizes this difference in people from one culture to another by 
saying that, culture is the collective programming of the mind that differentiates the 
members of one society from another group or category.  According to De Mooij & 
Hofstede (2002), differences in culture lead to differences in consumer behavior, if 
cultural diversity is being ignored, a product might be successful in one country, but not 
accepted, desired or popular in another. Also both Cisco and Vodacom believe that using 
national heroes in advertisments is a powerful marketing ploy as the company 
representative of Cisco, Ulf, explained that due to cultural differences, most of the 
advertising used in Africa has some sort of sentimental value, is related to their national 
heroes and historical incidents, and includes local people. As shown in Hofstede’s 
cultural onion, these heroes are considered to be the role-models in that particular society, 
real or imagined, that have characteristics that the people idealize or are proud of 
(Hofstede et al., 2010). In addition to this both companies translate thier campaigns into 
local languages for different countries of Sub Sahara. Use of local language shows that a 
company is actually serious about undertaking business in the country (Banerjee, 2008). 
 
In the case of Wrap International, their means of marketing in Sub Sahara are relatively 
standardized as compared to Cisco and Vodacom because they mostly use direct mail and 
email marketing in the rest of the world as well. This standardization policy helps Wrap 
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in reducing its costs, as supported by Doole & Lowe (2012) the primary motive driving a 
firm to standardize its promotional mix is its requirement to improve efficiency and 
reduce costs, and it also helps the company in maintaining a consistent brand image 
across the globe, resulting in satisfied customers that believe that they gain additional 
benefits and values from a consistent and widely recognized image  (Doole & Lowe, 
2012). However, the company does slight adjustments in its strategies like focusing more 
on relationship building as a part of marketing strategy. Therefore they focus more on 
relationship marketing in the region as compared to their marketing endeavors in the rest 
of the world. This slight modification is supported by Douglas & Craig as they say that 
adapting can mean minor variations rather than a profound redesign (Douglas & Craige, 
1995).  Since Wrap is quite a smaller company with limited marketing budget, it doesn’t 
have the resources to give their marketing strategy a major overhaul as well. Hollenson 
(2001) adds adapting the promotion through slight modification is a relatively cost 
effective strategy, which works well in the case of Wrap. To build stronger relations, the 
company socializes a lot more with its local Sub Saharan clients to build strong business 
ties, more than it has to do in the west. As reinforced by Richmond & Gestrin (2010), the 
basic secret of doing business and creating professional relationships in Africa, is 
socializing. A golf course foursome in Sub Saharan or a barbecue in East Africa can put 
you on the pathway to business success (Richmond & Gestrin, 2010). 

5.2 Marketing Communications   
Kotler (2008) describes marketing communications as the means by which companies 
attempt to inform, persuade and remind consumers, directly or indirectly, about the 
products or the brands that they sell. There were interesting patterns observed in all three 
cases related to the marketing communications they used in Sub Sahara. Being huge 
multinationals with enormous marketing budgets, Vodacom and Cisco, shared many 
similarities and used almost all marketing tools available to accomplish marketing in Sub 
Saharan Africa, ranging from traditional media tools like TV, Event Marketing, cause 
based marketing sponsorships to Social Media Marketing as well as Relationship 
Marketing. Tian & Borges (2011) state that marketing communications is one of the most 
critical functions to specialize in, particularly for corporations doing business globally. 
Their difference, however, lied in the detail that Vodacom is a B2C as well as a B2B 
company, Whereas Cisco is primarily only a B2B company. The primary mode of 
marketing for Vodacom were traditional marketing tools such as TV Advertisements and 
sports sponsorships, which the company considers essential for its massive consumer 
market. This supports the statement by Jensen (2006) that, Business to Consumer (B2C) 
businesses usually find mass media tools such as advertising suitable for marketing 
purposes, whereas B2B companies tend to use relationship-building techniques as 
primary means of marketing. Being a gold sponsor of Rugby matches in South Africa, 
Vodacom invests heavily in sports sponsorships and considers sports sponsorship as very 
successful way of doing marketing. Gupta (2003) explains that sponsorship of events has 
become a popular marketing tool for raising brand awareness, creating a positive 
corporate image and building an emotional connection with the audience.  
 
For its B2B segment of customers in Sub Sahara, Vodacom mainly adds and emphasizes 
more on in an additional element to its current communications, which is relationship 
marketing and will be explained in detail under the next heading. Vodacom is very active 
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on social media and uses it for consumer engagement. Like Weinberg & Pehlivan, (2011) 
indicate, corporations are increasingly realizing that social media is and will continue to 
be an important fabric of commerce. The company representative, however, expressed 
that traditional media is more effective as compared to social media in the region, as it 
still has limited audience due to the lack of internet access and technological access in the 
region. The company uses it for marketing to younger age group, as according to Keith, 
the company representative, In Sub Sahara social media, especially Facebook, is popular 
amongst the younger age group. Just like Valentine (2011) states, Facebook has become 
an extremely famous social media channel nowadays, especially for the youth and 
college students. Traditional Media on the other hand, is widely accessible and seen by 
masses in Sub Sahara and is generally considered to be the more popular means of 
marketing communications by Vodacom. Interestingly, this trend in Sub Sahara is 
opposite to the global trend, whereby the popularity of traditional media is declining and 
social media is gaining more and more popularity.   
 
As for Cisco, like Vodacom, the company invests heavily in sports sponsorship and TV 
Advertisements. It was a chief sponsor of FIFA World cup in South Africa, so where 
Vodacom associates its brand with Rugby in the Sub Saharan region, Cisco associates 
itself with Soccer, both hugely famous sports amongst the masses in Sub Sahara. The 
company takes part in these sports events to create an entertaining and engaging brand 
experience. This is consistent with the findings of Doole & Lowe (2012) that one benefit 
of event marketing is that they can provide experiential marketing, a rapidly growing 
communications approach also called customer experience marketing, in which 
customers obtain an engaging, entertaining and interactive brand experience. Mass 
media, however, was not considered by Cisco as the primary mode of marketing for a 
B2B company, like themselves, for this particular region. Amongst the traditional 
elements of marketing, the company identified Event Marketing as the most important to 
cater to the needs of its B2B clientele based in the Sub Saharan African region. Events 
like Exhibitions and trade fairs are an effective way of meeting many existing and 
potential customers from different countries (Doole & Lowe, 2012). In addition to 
attending conferences, like Vodacom and Wrap International, Cisco also organizes 
conferences and events in the region to connect and build relations with companies from 
Sub Sahara.  
 
Like Vodacom, Cisco too is quite active on social media and posts fun and interactive 
content on its social media channels. Just like these authors say, you especially need your 
social media property to stay fun for college users and the broader consumer audience 
while being increasingly important to businesses (Treadway & Smith, 2012). The 
company uses Facebook and twitter to respond to queries and communicate directly to its 
fan following. Barnes (2010) advocates that with its potential for personalized 
communication with individuals who have chosen to follow an organization’s Twitter 
feed, Twitter clearly increases the scope for interactive communication by organizations 
with their customers (Barnes, 2010). However Cisco, considers traditional media as a 
comparatively more effective means of marketing in the region. Both companies, 
Vodacom and Cisco, considered blogging as the most important social media tool in the 
region for a B2B company and consider it an effective means of doing targeted 
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marketing. Just like Palmer & Koenig-Lewis (2009) advocate, blogs are a way of 
conveying information and opinions in a compact, web-based form rather than appearing 
in more traditional forms of media. Also supported by Donato (2006) that blogging is 
becoming one of the fastest and most personalized methods to communicate a firms’ 
message.  
 
Cause based marketing is another similarity between Vodacom’s and Cisco’s 
communication plan. However, Vodacom considers cause based marketing as a form of 
relationship building whereas Cisco treats it as a traditional tool of marketing. Cisco takes 
part in various cause related events in Sub Sahara and considers it as serving dual 
purposes: a way of building good will and a way of marketing of their products and 
services. This is consistent with previous studies, which signify that consumers are fully 
aware of cause marketing (Kotler & Lee, 2005), that it influences their purchase 
decisions (Webb & Mohr, 1998) and that it enhances their attitudes toward the brand 
(Nan & Heo, 2007). Also cause marketing is the action through which a company, a 
nonprofit organization, or a similar entity markets an image, a product, a service, or a 
message for mutual benefit (Marconi, 2002). The mutual benefit in the case of Cisco is 
that by cause-based marketing it generates goodwill and publicity, and the customers on 
the other hand benefit from the support and resources attained for the cause.  
 
Unlike both Cisco and Vodacom, Wrap International does not use mass traditional media 
tools at all. Instead it uses cost saving traditional communications tool such as direct mail 
and email marketing. Organizations use personal approaches to customers in a less direct 
manner than personal selling by sending letters directly to the customer’s home of 
business. This method is frequently used to support the salesperson in business-to-
business markets (Gbadamosi et al., 2013). The salesperson, in the case of Wrap, are the 
local channel partners that the company employs to identify opportunities in the region 
and build good relations with customers. The company also sends personalized emails to 
its existing clients and prospects to solicit business. Email marketing is defined as 
sending an electronic commercial communication to prospects with the aim of initiating 
some sort of action, a business transaction or to build relationship (Jenkins, 2009). In 
addition to this, even though the company has a limited budget, Wrap regularly attends 
major technology conferences and exhibitions with the goal of meeting new businesses 
and connections. As Gupta emphasizes, organizations must cautiously choose events that 
will help them in realizing their unique aims and objectives (Gupta, 2003). 
 

5.3 Relationship Marketing   
 
The most important difference in the marketing communications mix that Vodacom, 
Cisco and Wrap International use in Sub Sahara, as compared to other parts of the world, 
is the extraordinary emphasis they place on Relationship Marketing in the region. 
Relationship marketing is distinguished from other types of marketing by a focus on 
customer outcomes and benefits rather than just selling product features (Doyle, 1994). 
From the three companies, Wrap International and Cisco are wholly B2B companies and 
concentrate on relationship marketing as a primary means of marketing in Sub Saharan 
Africa. Both the companies emphasized that the key to success, especially for a B2B 
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company, in Sub Saharan region is to build and maintain strong, long/lasting relations 
with local customers. Several authors support this point of view and state that in 
relationship marketing there is need to attract, maintain, and develop customer 
relationships (Berry 1983; Grönroos 1983 & Gummesson 1987), as well as the need for 
all marketing activities to be used towards creating, developing, and maintaining 
successful relationships, as proposed by Morgan & Hunt (1994). 
 
In the case of Vodacom, the company uses culturally sensitive approach towards 
marketing and takes utmost caution in not hurting ethnic, religious or tribal sentiments. 
The company also ensures to represent local people in their campaigns, and design its 
campaigns to reflect the traditional ethnic values of the community. By conforming to 
Sub Saharan ethnic and cultural values, the company believes it is connecting effectively, 
and at a deeper level, with its target audience and the connection made is based on 
goodwill. The company emphasizes that it creates long-term value by using this 
approach. Relationship marketing is as important in preserving and enhancing the 
intangible asset commonly known as 'goodwill' as the management of hard assets (Levitt, 
1986). By using this culturally sensitive approach, the company aims to gain the trust, 
commitment and respect of its Sub Saharan audience, and these three elements, according 
to the company representative, are essential for building good relationship with clients. 
Just like Ulaga & Eggert (2004) advocate, relationship-marketing models mainly focus 
on the soft factors of business relationships as compared performance-based measures. 
Richmond & Gestrin (2010) also advocate the importance of building trust and say that 
trust is an important element in business relationships in Africa. Also, Morgan and Hunt 
(1994) pinpointed commitment and trust as key mediating variables of relationship 
marketing. 	  
 
In addition to this, Vodacom uses other elements of traditional marketing such as cause 
based marketing to build a positive brand image, garner goodwill and build good 
relations within the African community. As proposed by Morgan & Hunt (1994), there is 
a need for all marketing activities to be used towards creating, developing, and 
maintaining successful relationships in relationship marketing. Investing in cause based 
marketing, the company believes, leads to mutually benefically results for the company, 
because it benefits the society as a whole because of the support for the cause and it also 
creates a long-term positive impact amongst the targettted audience for the company and 
makes them feel emotionally connected to the company. As suggested by Oshman 
(2013), the notions of embeddedness, closeness as well as strength of social ties between 
the actors active in the network, formed between the seller and the buyers, are important 
elements of relationship quality. Vodacom also ensures good relationship with its existing 
clients by regularly reaching outs to its B2B customers, by keeping in touch with them as 
much as possible to know their needs and feedback, and incorporates the feedback 
regularly into their business processes, products and services. This is consistent with the 
shift in attention argued by McKenna (1991), from customer maneuvering to real 
customer involvement and the need to work towards common goals put forward by Buttle 
(1996).  
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In fact, all three firms ensured good relations with B2B customers by concentrating on 
creating customer loyalty and satisfaction. Customer loyalty accentuates the interactive 
nature of Relationship Marketing and contrasting to brand loyalty; it is an 
acknowledgement of the personal nature of the commitment of the customer to the firm 
and/or its employees. Brand loyalty, on the other hand, suggests that the commitment is 
to the Product (Buttle, 1996). By keeping track of customers’ needs, constantly taking 
customer feedback and incorporating it continuously through bringing about customer-
centric changes within the business processes, the companies not only showcased thier 
increased focus and commitment for their customers as the business relationship 
progressed with time, but also made the customers feel valued and special by taking their 
opinions and practically implementing them. Just like Shani & Chalasani (1992) suggest 
that relationship marketing is an consistent effort to sustain and create a network with 
individual customers and to endlessly reinforce the network for the common advantage of 
both parties, through interactive and personalized contacts over an extended period of 
time. This definition incorporates the long-term nature of relationship marketing stressed 
by Doyle & Thomas (1992). 
 
The philosophy of relationship marketing recognizes that keeping existing customers 
happy, loyal, and satisfied ensures repeat business and is much cheaper than obtaining 
new customers (Doyle, 1994). All three companies increased their commitment to the 
customers over time, in order for the relationship to nurture and sustain, and this 
company representatives expressed resulted in customers being satisfied, doing business 
with them repeatedly, for extended periods of time and with enhanced loyalty. Buttle 
(1996) explains that this phenomenon is known as share of customer, which means it is 
the percentage of a customer’s lifetime purchases that is gained by a company and it is 
used as a gauge of Relationship Marketing performance. Davis advocates that there is 
generally more loyalty in B2B relationships because there is a need of higher reliability 
amongst business partners (Davis, 2012). On the flipside, customers tend to be less loyal, 
in B2C relationships, and hence are more likely to switch between brands (Saini et al., 
2010). For this reason, Vodacom mainly relies on traditional and other forms of 
marketing for its B2C business side as it deems it more suitable for its massive consumer 
target audience, but prefers relationship marketing when it comes to its B2B customers.  
 
In the case of Cisco, in addition to doing culturally sensitive marketing like Vodacom, the 
company mainly does relationship marketing for its existing customers in the region 
through its local representative firms. This approach is identical with what Wrap 
International uses as well. Both companies do business in Sub Sahara by employing local 
firms, these firms are primarily responsible for resolving conflicts and developing and 
maintaining good relationship with Sub Saharan clients throughout the business process. 
If there is an important matter to be decided, an intermediary can ease the process by 
letting the other party understand what some of the potential problems and solutions are 
from your point of view (Richmond & Gestrin, 2010). Unlike Vodacom whose home 
market is Africa and so it doesn’t necessarily require local firms help, both Wrap 
International and Cisco are foreign firms that use these local firms to conduct most of the 
business activities on their behalf in the region. Richmond & Gestrin (2010) acknowledge 
that local intermediaries can open doors for many business opportunities Africa, ensure a 
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warm reception for your forthcoming business visit, and evaluate the prospects for the 
proposal you plan to present.  
 
Cisco also devises individualized plans for marketing to its existing clients; these plans 
and schemes include special discounts and packages. The strategy, Ulf explained, is to 
make the customer feel special valued and special. This Berry (1994) suggests is the main 
idea of relationship marketing is marketing to customers after they have become 
customers. He further stated that a good relationship marketing could give the company a 
great source of competitive advantage for the company and builds barriers to entry of 
new firms.  This is supported by Doole & Lowe (2012), Relationship marketing is very 
important in business-to-business marketing especially, where companies may gain 
competitive advantage not necessarily from the product but through the added value they 
have built because of their relationship. Wrap’s representative also stated on placing an 
emphasis on socializing by taking company representatives out dinners or showing other 
friendly gestures.  Both Wrap and Cisco, agree that being a foreign firm, they have to 
emphasize extra bit on the relationship marketing aspect. Just like Richmond & Gestrin 
(2010) said, when Africans are presented with a new idea by a Westerner they will be 
regarding you with some distrust, watching you closely, and trying to figure out what you 
really want from them. Wrap’s representative stated on placing an emphasis on 
socializing by taking company representatives out dinners or showing other friendly 
gestures.   
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6. Conclusion 
In this chapter the main research question as well as the three sub-research question are 
answered followed by the contributions this study makes to the existing theories and 
models. Since this study is done in association with Procera Networks, the conclusion is 
tailored mostly according to the company 

6.1 Main RQ: How an MNC operating in a Business to Business industry can 
adapt its international marketing communications for the Sub Saharan 
African region? 
 
Based on the findings from the three interviews conducted, there are a number of 
adaptations that are required by a company planning to do marketing for the Sub Saharan 
African region. First and foremost, a B2B company planning to do marketing in Sub 
Saharan Africa needs to include in its marketing communications strategy, and emphasize 
rigorously on, using relationship marketing, as this is identified as the most vital element 
of marketing communications in the region from a B2B context. This could be achieved 
in many ways, for example, by building strong social ties through socializing. This means 
that the company should keep in touch with B2B customers more frequently, invest in 
personal relationships as seen from Cisco’s and Wrap’s example, give special discounts 
or creating individualized packages for clients that make customers realize that the 
business relationship is valued by the company on a personal level. In fact, one of the 
main discoveries through this research is that, as compared to west, socializing and 
building relations based on trust and respect, is an immensely effective means of 
marketing in the region and can translate into long-term, profitable outcomes for the 
company doing the favors. This is not the case in western economies, as the three 
companies clearly suggested. This is also consistent with what Richmond & Gestrin 
(2010) said about doing business in the region, the basic secret of doing business and 
creating professional relationships in Africa, is socializing. A golf course foursome in 
Sub Saharan or a barbecue in East Africa can put you on the pathway to business success 
(Richmond & Gestrin, 2010). 
 
As for the case company of this study, Procera Networks, the company is currently not 
focusing as much as it should on relationship building aspect with its current set of clients 
in Sub Sahara. By learning from the examples of Cisco, Vodacom and Wrap 
International, there a number of steps that can be taken to build and nurture good 
relationship with the Sub Saharan clients. In addition to socializing, Procera or any other 
B2B company, also needs to create an organized effort to collect, incorporate and integrat 
customer feedback as that is recognized as another way to keep the customers content and 
satisfed by the interviewed companies. Lastly and most importantly, the channel partners 
or local representatives of Procera in the region, need to be given special training and 
education on customer relations, as they are the ones who are responsible for 
communicating and dealing with the Sub Saharan clients on behalf of Procera.  
 
The second most important consideration in adapting marketing communications, be it a 
TV Ad, Event campaigns or a social media poster, is ‘localizing’ marketing content 
according to the local tastes and traditions, and taking a conscious action in being 
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culturally sensitive towards the Sub Saharan community. Companies like Procera, who 
have a standardized marketing communication strategies needs to take caution and create 
customized content for the African region. For example, currently Procera’s blogs are 
usually about globally trending topics like the launch of ‘game of thrones’ & Olympics 
and the impact on internet traffic of these global phenomenon, the company should 
instead write blogs customized according to local trending topics of Sub Sahara. 
Furthermore, the content should use local people, be translated in local Sub Saharan 
languages, be considerate of the local religious sentiments and should be aesthteically 
appealing according to the African taste. The representation of local population, and 
above mentioned factors, is something that all three companies, Cisco, Vodacom and 
Wrap International encourage.  
The region has a very strong culture that commemorates and respects its heroes, and 
values the use of local, commonplace people. Using local heroes like Nelson Mendala, 
Haile Selassie etc. is a tried and test marketing method used by the interviewed 
companies, that helps connect emotionally with the African audience. Moreover, Cisco & 
Vodacom, both use emotional appeal to design thier Ads, this is something that they do 
not for thier marketing campiagns in other parts of the world. As seen from the example 
of companies investigated, that the higher the degree of emotional appeal, the higher is 
the triggered response from the Sub Saharan audience.  
 
In addition to relationship marketing, it is concluded that Event marketing is the second 
most essential and popular marketing tool for a B2B company in the region. Since 
Procera Networks does not have as much extensive resources as that of Vodacom and 
Cisco, sports marketing, which is the most popular way of event marketing in the region, 
would not be a feasible option for the company. The company should however, continue 
to attend, and ideally, increase the number of technology exhibitions, trade fairs and 
conferences it is attending in the region, as they are a great way to make connections and 
build relationships.  
 
To conclude the answer of this research question, the companies aiming to expand and 
market in Sub Sahara should use a mix of all three elements of marketing mention in the 
study, traditional, social media and relationship marketing. There is no one marketing 
element that does not work at all or is not effective at all in the region, instead all 
marketing tools that are used in the west have applicability and effectiveness in the Sub 
Saharan region as well, just the degree to which they are popular or effective is different. 
That is because Sub Sahara is not as technologically advanced, as Europe or America for 
instance; therefore some tools of marketing, such as social media, may not be registered 
as hugely famous marketing tool just yet in the region. Hence, B2B companies in this 
region should rely on relationship marketing and more traditional marketing ways of 
marketing such as event or cause-based marketing. At the same time, authors conclude 
that B2B companies should also use and experiment with social media in the region. Just 
like, interestingly is observed in the case of two companies, Cisco and Vodacom, that 
even though they imply social media as being not so effective for this region, yet they 
keep their African social media accounts as active as possible.  
 
 



	   57	  

 
 
 

6.2 Sub Resarch Questions:  

 
6.2.1 To what extent is relationship marketing an important marketing 
communication element in the region? 
 
Relationship marketing is extremely important in the Sub Saharan African region. Based 
on the findings from the interviewed companies, In fact, it is concluded as the most 
important marketing communications element for the region. As compared to the rest of 
the world, Europe & America to be specific, all three companies affirmed that 
relationship nurturing, building and sustaining is unique to this region, and they do not 
emphasize this much on relationships with their customers elsewhere in the world. Being 
friendly, giving special favors, developing a social bond before venturing into a 
professional one, are all things that are innate to the African culture and are considered to 
be a business norm. This is supported by Richmond and Gestrin (2010) who state that the 
basic secret of doing business and creating professional relationships in Africa, is 
socializing, socializing builds the personal trust that is prerequisite to doing business, and 
in Africa it is difficult to determine where social interaction ceases and business begins, 
since the dividing line is very thin and often nonexistent. Findings from one of the 
company suggest that good customer relations can be a source of great competitive 
advantage in the region and be a barrier to entry of competitors. So any multinational in 
the Business in Business to industry, has to pay special attention to this aspect of 
marketing. The goal of using these relationship building measures is to be trusted and 
respected by the Sub Saharan community. Since, Procera is new to the region, and has 
several competitors already making their mark in the region, it would be an idea to begin 
by giving training on customer relations to its local representative firms that are 
representing Procera in exhibitions, personal meeting and other Business processes.  
 

6.2.2 What is the relative effectiveness of traditional as compared to social 
media marketing in the region? 
 
All three companies considered traditional media as more effective as compared to the 
social media in the region. This is not to say that social media is not at all effective, it is 
still relatively new in the region and Sub Saharans are getting used to it. Also because 
Internet is not widely available, it is not within reach of the entire Sub Saharan region as 
of now. Nevertheless it is effective and works better for a certain age group i.e. the young 
population segment of Sub Sahara. Also, for business-to-business companies, like 
Procera, blogs are considered a particularly effective social media tool that can help 
increase awareness and recognition within the business community of the region. As for 
traditional media, it leads to mass exposure and is quickest way of becoming recognized 
in the region. TV Ads and sponsorships are the most famous means of traditional 
marketing and Cisco and Vodacom both use it extensively. As Sub Saharans are huge 
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sports enthusiasts, the interviewed companies consider sports sponsorships extremely 
effective in the region. Sports sponsorships is something that Procera has been doing on a 
small scale in Sweden, the company can thus use this marketing tool in Sub Sahara as 
well. In addition to this, cause based marketing is something that taps upon and helps 
connect with emotional sides of Sub Saharans, which helps in creating goodwill and 
positive brand image, so this is one traditional marketing mix element that a B2B 
company can consider doing as well in the region. 

6.2.3 To what extent does culture impact or influence marketing used in the 
Sub Saharan region? 
 
All companies believe that Sub Sahara has a very strong culture and thus all marketing 
communications have to be customized according to local population values and cultural 
backgrounds. The culture of Sub Sahara is seen to be as quite unique and different from 
the world. The region consists of a community with unique sense of aesthetics, comprises 
of a very religious population, has people from several different ethnicities and numerous 
languages are spoken in all its different countries. So the marketing communications used 
to target the people of this region, have to be customized according to what Sub Saharans 
are prepared to see and what they like to see. Otherwise, it won’t be effective in the 
region because they have such strong cultural values and influences. As seen from the 
example of Cisco & Vodacom, they deem it quintessential to modify, alter and customize 
their marketing communications before using them in Sub Sahara. As for Wrap, the 
company considers its emphasis on relationship marketing with its Sub Saharan clients as 
the main adaptation due to cultural factors. In the case of Procera, or a B2B company like 
Procera that has a standardization policy for communications, it is imperative to adjust or 
recreate their marketing content according to the likes/dislikes and cultural values of the 
local African people, as the same marketing material that works in the western cultures is 
not likely to be effective in Sub Sahara.  
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Limitations 

Since this study has been conducted in connection with Procera Networks, which is 
active in the Telecom domain, and the other three companies interviewed for empirical 
data are also from the same domain, this study is limited to just this type of B2B market 
segment. Thereby, the conclusions of this study are more so tailored and applicable for 
companies that are exactly the size and scale of these companies. Moreover, this study 
has been conducted in just one part of Africa, that is Sub Sahara, therefore the findings 
are not applicable for all of the other different regions in Africa.  

Practical Implications 

B2B marketers have traditionally been skeptical about the role and effectiveness of 
traditional media in their marketing mix. However, this study implicates that for the 
specific region of Sub Sahara, the traditional tools of marketing can work very effectively. 
Usually B2B industries have the tendency to rely on word of mouth marketing or just one 
or two forms of marketing so we also believe that B2B marketers should invest more into 
marketing communications for this region, use a wide variety of tool and most 
importantly invest into conducting a thorough marketing research on this particular 
region.  

Future Research 
There are several dimensions of the proposed future research on the topic. One of them is 
to investigate the effectiveness of traditional media in terms of B2B marketing, especially 
TV Ads, as this is still a questionable area of the study and traditional media is popularly 
associated with B2C marketing as compared to B2B. Therefore, it would be beneficial to 
further research upon this using a much larger and diverse sample size. It would also be 
interesting to conduct this research on a different industry in Sub Sahara and compare it 
with the findings of this study. Lastly, the effectiveness of social media from a B2B 
context can be investigated more in detail, in Sub Sahara as well in general. 
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Appendix 
Semi-structured Interview Guide 

 

The thesis is about “Adapting marketing communications of a company according to the 

Sub Saharan African Region”.  Therefore the aim is to decipher and investigate the 

marketing strategies that companies should adapt while entering in the region and how 

these strategies differ from marketing strategies used in other parts of the world. 

 

Background Questions 

1. Could you please introduce yourself?   

2. How long have you been in this company and how long have you worked in the 

African region?  

3. How long has the company been doing business in Africa? 

4. Could you please name the regions/countries is doing business in Africa 

specifically?  

5. Would you describe the company’s business in Africa as a profitable or successful 

one? What factors/KPIs indicate that? 

6. Could you also name a few major clients in the region? 

 

Marketing Communications 

1. What is the general attitude of people towards marketing in Sub Saharan region– 

receptive or hostile?  

2. What tools of marketing in your opinion and according to your experience are 

most effective in the region?  Traditional or modern ways of marketing? 

a. Mass media tools: like TV, Radio, Newspaper 

b. Social Media (Facebook, LinkedIn, Twitter, Blogs) 

c. Sales Promotions like discounts, buy one get one free offers etc.  

3. How actively are companies using Social Media in this region? 

4. What Content (for content marketing such as blogs) would be particularly 

interesting to offer in the region for technology companies? 

5. How did your company acquire the first ever client in Sub Sahara?.  
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6. What kind of marketing communications does your company use in this Sub 

Saharan African region? 

a. Have you ever used a TV or print Ad campaign in Africa? 

b. Do you use social media to promote your company specifically in Sub 

Sahara? Do you have a separate Facebook page for it? 

c. How frequently do you use blogs to market the company in the region? 

7. How are these marketing methods different from the marketing your company 

does in other parts of the world? 

8. What methods of research are used to determine what marketing communication 

will be suitable? 

 

Relationship Marketing 

1. How would you describe the relationship with your Sub Saharan Africa 

particularly South African clients to be?  

2. How important would you say is relationship building with clients important in 

Sub Saharan Africa?  

3. Are trust and commitment to each other important factors in business 

relationships? 

4. What are some of the things your company does to build or deepen relationship 

with your clients?  

5. Could you given an example of how relationship marketing with an Sub Saharan 

African client has resulted positively for your company? 

Culture 

1. How would you describe the culture of Sub Saharan Africa?  

2. Do you think culture has a strong influence on the marketing practices that 

companies use in the Sub Saharan region?  

3. What are some of the problems you faced due to cultural issues in the region in 

terms of marketing?  

4. How important is religion in the region?  

5. Is language a problem in marketing?  
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6. How Technologically advance is Sub Saharan and does it have any influence on 

marketing?  

7. Laws and politics and their influence? 

 

Concluding Thoughts 

 

Any marketing tips and tricks for a company entering into Sub Saharan African region? 
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