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Abstract: The international promotion of products and business must appeal to external 
communication, without which it is inconceivable. The external communication mix, although 
having the same components as the internal one, can not be activated in its entirety until the 
promotional strategies for which the company has opted are well established. In the way of 
international promotional communication there are a number of obstacles, more or less 
difficult to overcome. These are: cultural and language differences; education, tastes and 
consumption habits; the availability of communication media and agents of provocation; 
economic and social differences; external competition; attitude towards foreigners; legal 
regulations, etc. However, they must take into account when deciding whether to adapt the 
communication to the local specificity or to a certain level of standardization, the size of the 
budgets to be allocated in this direction, the nature and scale of the promotional means 
involved etc. 
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Introduction 

There is no part of the international promotional mix that does not appeal to external promotional 
communication. 
 
The truly systematic marketing concerns of marketers in the field of communication are relatively 
recent, with its first advertisers in the 1960s (defining the "golden age" for advertisers - when 
advertising was not restricted by what it knows which was followed by the 70s, which, in the context 
of changes in the environment and the system of social values, marked remarkable mutations in 
marketing communication strategies (bringing in - direct marketing and public relations agencies are 
at the forefront), all of which make the mix of communication not just a simple concept, but also real 
practical valences. Gradually, "out media" communication and sales promotion tending to take the 
place of classical advertising. 

 
Starting in the early 1990s, the global communications market was estimated at $ 630 billion, of which 
Europe had 30%. From now on, there is an increasing emphasis: competition on this market; the 
concentration of capital invested in communication (in strong groups and companies that infiltrate in 
more countries and regions); specializing agencies (primarily medium-sized) in various types of 
communication (financial communication, product promotion, direct marketing, public relations, e-
marketing etc.). 

 
Gradually, what specialists call global communication, which is based on the principle that everything 
in an organization communicates (from the goal of the goalkeeper to the last PR action) is gradually 
being reached. Its effectiveness depends on the organization's history and future projection, its culture, 
the confidence it has built among consumers, distributors and the media, the fundamental values it 
promotes, and so on. It marks a real cultural revolution (equally) for the organization (its penetration 
within it signifies its socio-cultural option), consumers (global communication defining their value 
system built through ongoing dialogue with the organization, carried out in an environment in an 
uninterrupted change) and communication professionals (global communication marked the 
institutionalization of communication at the macro-socio-economic level and the emergence of a new 
profession: the specialist in global communication). 
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Global communication is based on a set of specific disciplines (design, promotion, direct marketing, 
etc.) as well as a complex of means that must be equally coherent and synergistic. 
 

1. Content 
The notion of communication is derived from the Latin communis (which means common) and the 
communication process has the meaning of making known, giving, informing. 
Shorter Oxford English Dictionary opts for a more complete approach, communication meaning 
"sharing, transmitting or exchanging ideas, knowledge etc." ... in writing, spoken, or by signs, 
"meaning that it can be done without words (only through images, signs and symbols, mimics, 
gestures etc. - which can be more convincing than words). For example, large companies (especially 
banks) are pushing potential customers first and foremost through the imposing buildings of their 
headquarters. Marketing communication is just that part of the communication that is at the service of 
the firm to help it achieve its marketing goals. 

 
A good knowledge of the content and way of marketing communication outside of the country will 
enable the marketer to understand what is general and what is particular in international 
communication to the internal market, what is the role of the advertising agency in this 
communication, which are the main tools and techniques that they can use for this purpose, which are 
the main types of push-push or push-pull strategies that can be used in external communication, to 
what extent programs can be adapted or standardized external communication, how the external 
constraints can affect the promotional campaign etc. 
 
External communication also has a choice between standardization (globally or in large groups of 
countries - EU or ASE) and adaptation (to groups of countries - Eastern Europe, North Africa etc.). 
 
Against the general and particular in promotional communication, it should be noted that to a great 
extent the principles, techniques and rules applicable in domestic (domestic) communication are also 
valid for the international one. At the same time, differences are by no means neglected. As far as we 
are concerned, in this chapter we will especially insist on the specific elements of international 
promotional communication. 
  
With the passage of time, a number of truths have emerged in the field of communication, known as 
communication axioms. Here are some of them. 
 
Axiom 1. Communication is inevitable (since it does not only consist of the verbal component, 
including the non-verbal component - by gestures, gaze, involuntary or involuntary bodily movements, 
silence, clothing, etc., impossible to conceal). 
 
Axiom 2. The communication is carried out at two levels: informational one and the other relational 
(the second level helps to interpret the content of the first one). One and the same information can be 
conveyed by a praying tone or by a commander, in a kind or offensive form, with a gentle or defiant 
look, etc., each time its meaning is another. While informational misunderstandings can be removed 
by verification (by resorting to confrontation with competent sources), relational ones can at any time 
degenerate the message irreparably. 
 
Axiom 3. Communication is a continuous process, which is why it can not be treated in terms of cause-
effect or stimulus-response. What some people interpret as causes, for others, can be considered to be 
an effect (and vice versa). While a boss who oversaw his subordinates is doing it in the belief that 
otherwise they would be wrong, in turn, subordinates think they are wrong because they are too 
strictly supervised. In other words, communication engages the previous experience of the 
interlocutors, and there is no single cause for each reply. 
 
Axiom 4. Communication is irreversible, the message once transmitted always produces effects 
(directly or indirectly, immediately or later, in the short or long term). A blunder once made can no 
longer be remedied (by apology or withdrawal of words).  
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Axiom 5. Communication involves force ratios, but also involves symmetric or complementary 
transactions. Even if the right to reply is irredeemably affecting communication, full equality between 
partners is virtually impossible to be touched. This does not mean that they can not change their roles, 
as they interact with each other in the dominant position. 
 
The symmetrical ratios in the communication acts are those in which impotence is answered with 
impatience, irritation with irritation, high tons of high tons etc. Otherwise, we are dealing with 
complementary relationships (when politeness, patience, patience etc. are being answered with 
impudence). 
 
Axiom 6. Communication involves adjusting and granting processes. This means that whenever 
misunderstandings arise from various causes (different meanings attributed to the gestures or terms 
used, different experience - life, professional, cultural, linguistic etc.), for the purpose of effective 
communication, it is absolutely necessary to agree the interlocutors accommodating the others' 
expression codes). 
 
In making effective communication with intermediaries and consumers in other countries of a 
company, a series of difficulties arise from: 

 cultural and language differences; 
 education, tastes and consumption habits; 
 availability of communication media and provocation agents; 
 economic and social differences; 
 external competition; 
 attitude towards foreigners; 
 legal regulations etc. 

 
The exporting company will have to take account of each of these in substantiating decisions on 
adapting communication to local specificities or to a certain level of standardization), the size of the 
budgets to be allocated in this direction, the nature and scale of the promotional means involved etc.  

 
2. Cultural Differences 

Cultural differences that must be taken into account in international communication concern: 
education, religion, social organization, aesthetic elements, etc. All this influences the perception and 
interpretation of the various symbols or signals transmitted through the various components of 
external communication, as well as the consumer behavior of international buyers. In this regard, the 
example offered by General Motors, which, when launching the Opel Diplomat in Germany, has 
conceived a promotional campaign based on a successful model on the American market: a blonde 
with corrugated curls, dressed in a dress vaporous. Being received with much hostility by the Germans 
(as too frivolous), the model was immediately replaced by a woman dressed in a fur coat, to the taste 
of the German casino. 
 
Cultural differences can also cause difficulties in interpreting actions. Thus, when negotiating a 
question or making a statement, Western Europeans expect a prompt response, the Japanese consider 
that a period of silence (reflection) is needed before responding, and the Americans give the answer 
just before the interlocutor ends the conversation (considering the silence either a lack of 
understanding of the ones discussed, or a cunning tactic to hide intentions, or impoliteness). Even 
making decisions in negotiations is influenced by these differences. If Americans are willing to risk, 
making decisions quickly, under emotion, the Japanese, with their indirect communication style and 
aversion to risk, are very much ahead of the decision. 
 
At the same time, cultural differences can influence correct understanding of messages. As many 
Muslim countries are forbidden to levy interest on loans, Europeans have had to rename them by 
saying "administrative fees." If the American (negotiating a business) perceives the phrase "It is 
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difficult to achieve" in the sense of "maybe" (that future discussions would be possible if the other 
party agrees to improve its offer), the Japanese negotiator who formulates it will gives the meaning of 
"no" (that the proposal is unacceptable). 

 
The cultures of different nations can also be differentiated according to the meaning given to the 
symbols. In Japanese, not 13 is the bad luck, but figure 4 (the way it is almost identical to the word 
"death"). Also to them the symbol of luck is not the four-leaf clover (as in Romanian), but the cocoon. 
At the same time, the taboos about words, expressions and gestures are also very important. In Israel, 
for example, the Sabbath is forbidden to advertise milk, butter and bread, in American homes it does 
not smoke. In Japan it is forbidden to advertise any man and woman bathing together (which is taboo). 
 

3. Education, Tastes and Consumption Habits 
Differences in education (especially religious), consumer tastes and consumption habits of external 
buyers are also to be taken into account in the realization of international communication. Thus, in a 
country where the number of illiterates is high, marketing of television or print media will not be 
effective, with radio and display being preferred here. 
 
And in terms of humour there are differences from one culture to another depending on how it is 
viewed. What, in a culture, can be considered a joke, in others it can be something stupid or offensive. 
It is notorious, in this sense, the reaction of Muslims to the caricatures that the Prophet has involved. 
On the other hand, in some countries (like the Netherlands) the use of erotic scenes in promotion is 
admitted, and in others (such as Afghanistan or Iran) prohibited. 
 
Patriotism, depending on the intensity and forms in which it manifests itself, is another element that 
differentiates cultures, and its "comfort" through promotional messages addressed to some countries 
(such as France or Serbia) can be recommended, as in others (dominated by internationalism - like the 
US) no. 

 
Kinds of music agreed by the population are also different from one country to another). That is why 
the musical illustration as part of the promotional messages must be adapted to buyers' preferences on 
the target external markets (symphonic music in Austria or Germany, samba in Latin America or 
Italian canyon). The same is the case with the symbols and colours (which I have referred to several 
times). 
 
When communication is limited to the averages available in each country, material culture becomes 
important through its influence on international promotional communication. For example, in 
underdeveloped countries in Africa or Asia, where televisions and computers are luxury items, 
promoting through them is, more than likely, doomed to failure. On the other hand, promotional 
messages must also take into account the technological knowledge of the receptors. Simple possession 
of computers does not guarantee the success of internet promotion. 
 

4. Language Barriers 
Language barriers (which concern not only official languages but also dialects) prove to be some of 
the most serious barriers to international communication - especially when it involves linguistic 
nuances that can not always be translated correctly. They appear when: the same words have different 
meanings for different people; the interlocutors differ by nationality, training and experience; the 
emotional state of the receiver, preconceived ideas and routine can deform what he hears or sees; one 
of the interlocutors has difficulties in speaking; the use of words or phrases is confusing etc. That is 
why there are cases where one and the same word has different meanings in different languages and 
cultures. For example, in Asia, the word "yes" may mean: 1) the interlocutor acknowledges that he is 
talking to him, which does not mean that he understands what he is being told; 2) he understood what 
he was told, but did not agree with it; 3) understood the message, but in order to express his / her 
consent he / she should consult with others; 4) total agreement. 
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By misunderstood messages received, external consumers will be frustrated or even dissatisfied. For 
example, when Ford called Fiera an inexpensive truck destined for the Latin American countries, it 
suffered a lot from the fact that, in Spanish, "fiery" meant "an old and ugly woman." Another example 
is offered by a tablecloth maker in the United States, which uses the word napkin (which in the US is a 
napkin) in its advertisements, caused great detentions among British consumers (the same word in 
dialect meaning diaper). Here are some other examples that can be given in the same context: 

 The name Schweppes Tonic Water had to be quickly changed on the Italian market in 
Schweppes tonica because "il water" has, in Italian, the meaning of "closet"; 

 The American t-shirt producer who, for the purpose of promoting the papal visit, 
spelled in Spain, not with the phrase "He visto el papa!", But with the phrase "He visto 
to the Pope ! "(" I saw the potato! "), Which proved to be an inappropriate blunder; 

 After an American airline operating in Brazil used the word "Rendezvous" for the 
seats in its airplanes, it had to be noted that in Portuguese this word means a rented 
room to make love; 

 The slogan "Come alive with PEPSI!" Created confusion in Germany, where "come 
alive" also means "wake up from the dead"; 

 The slogan of Braniff "Fly in leather!", Meaning "Fly on the skin!", Was translated 
into Spanish in "Vuela en cuero!"; 

 After the Fiat Uno was launched in Finland, it was found that here the word "uno" 
means "stupid"; 
Wanting that the name of Matador, given by American Motor to one of his cars, 
would induce the idea of virility, the company arrived in Puerto Rico to register an 
opposite effect (because this term means "killer") etc. 

 
There may also be phonetic problems. For example, the English name of "Misair" in France is almost 
the same as "misery" (meaning "misery"). 
 
In fact, the difficulty of translating a message from one language to another is the one that validated 
the adage: "If you want to destroy a message, translate it." 
 
To prevent such situations, promotional communication specialists have made a number of 
recommendations that should be taken into account when translating messages from one language to 
another, such as: 

 calling professional translators from destination countries (and even regions) familiar 
with the subtleties of the language of the recipients (including where they are speakers 
of the same language (knowing that in many respects the Spanish spoken in Argentina 
does not, and even with Mexico, Peru or even Spain, British English is not exactly the 
same as that in Amarica, Australia or New Zealand, France in France is not exactly the 
same as in Switzerland, Canada or Belgium, that what in Romanian means cabbage or 
stockings, in the Republic of Moldova, is called "queues", etc.); 

 avoid jargon (often impossible to translate correctly), and confused expressions; 
 the proper dimensioning of the bearings for the text of the measure, given that the 

space required for its writing differs according to the language used (English requires 
a space up to 20% lower than Romanian, French, Italian and Spanish by up to 25% 
less than German and Slavic, Chinese or Arabic, about 50% higher than English etc.); 

 the translators should know in detail the product promoted by the message, so that 
certain technical data are not only translated into the user's meaning but also explained 
(he must be careful not so much about the exact transposition of the words in the 
translated text, faithful ideas that emanate from it); 

 careful use of addressing formulas, which may vary from one language to another. 
While English has only one form of addressing, the French and Romanian languages 
have two (one direct - the second singular - and one polite - the second plural), and the 
Spanish has a third - impersonal. All three addressing styles also have Japanese 
language (one for each social status - superior, equal and inferior); 
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 the use of the reverse translation technique (retranslation of the foreign language into 
the language of the host country - by a translator other than the original translator) etc. 

 
In order to remove a multitude of language barriers from multicultural communication, the most 
desirable route is to use a widely spoken language in business, such as English (given that 
international affairs have been and still are dominated by countries like USA, UK or Australia, where 
English is a native language). At the same time, it should not be forgotten that many of those who 
promote their international affairs (such as the Americans, the English, or the French) do not accept to 
use anything other than their own language. 

 
In addition to verbal communication, very important is also non-verbal, which can be given different 
meanings from one nation to another. For example, the American "OK" sign, expressed by joining the 
thumb with the big one in "O" in Japan, means that the person who calls it demands bribes in the 
Balkans and Brazil has an obscure significance, and in southern France it means that the business is 
about to be accepted. 

 
5. Availability of Communication Media 

With regard to the availability of communication media and promotional agents, companies have to 
defeat another category of difficulty. This is the case in China where, in a population of over a billion 
people, until recently, there were only a few advertisers - while in the UK, with a population 50 times 
smaller, their number was over 500. In general, the number of TV commercials, daily newspapers, 
specialty magazines, display boards, etc. is different from some countries (like the US, France or the 
Netherlands), others (such as Brazil, North Korea or Cuba). 

 
6. Differences in Level of Economic Development and Social Status 

Differences in the level of economic development impose their influence on international 
communication through the technical means used for this purpose, by the types of media available 
and, ultimately, by the costs involved in its realization. 
 
Differences in social status can also prove to be very important. There are situations where the 
differences in social status are institutionalized. In England, for example, there are businesses with 
eight different types of canteens for employees - depending on their social status. Then, when a 
manager and his subordinates interpose the secretary, his boss or rival, the communication suffers (the 
latter proving to be a barrier of communication). Therefore, whenever the social differences between 
the interlocutors can not be removed, it is good to send the messages through socially close links to the 
recipients. 

 
7. Other Barriers 

The very strong competition exerted on the communicative level, not only by local firms but also by 
other countries operating on the same foreign market, creates other types of difficulties that need to be 
eliminated. Otherwise, its reaction to any more or less aggressive promotional campaign may have 
unbearable effects. 
 
Legal regulations in countries that form the company's external market can make it difficult to achieve 
international communication of the desired quality, their primary purpose being to combat unfair 
competition, deception, false claims and unfair business practices. These are prohibitions on: 

 products, some countries excluding advertising from some products - such as medicines, 
cigarettes, alcoholic beverages or toys. In France, for example, advertisements for alcohol and 
tobacco are forbidden; only branded alcohol advertising in Italy is admitted; in the US and the 
EU it is mandatory that any promotional message regarding cigarettes also includes the 
warning that tobacco is harmful to health, and in Belgium, Germany and France are prohibited 
from advertising drugs (in Spain, Austria being allowed only on the basis of special 
authorizations; 

 packaging of products (in the Netherlands, for example, margarine must be packaged in the 
form of a rectangular parallelepiped); 
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 the media available for this and authorized agencies; 
 the use of foreign words (in France, for example, there is a law prohibiting the use of words 

and phrases in other languages that have equivalents in French), as well as some words (in 
some countries like the Netherlands, without the permission of the governmental bodies, it is 
the use of words such as "pasteurized" or "sterilized" or of "sugar-free" or "low-salt" 
expressions - for medical purposes); 

 using superlatives, erotic or women scenes (dressed briefly); 
 the decency of the language used in promotional messages (prohibiting offensive statements 

about price, origin, product quality etc.); 
 the space (duration or number of words) admitted in the media for them (in Austria the 

advertising time is limited to 20 minutes a day, in the Netherlands and Portugal at 30 minutes 
per day, and in Germany at 40 minutes per day; 

 taxes on advertising (to reach 1,000 readers, ranging from $ 1.58 in Belgium to $ 5.91 in 
Germany etc.); 

 the means of promoting sales (forbidden to be promoted through free offers or competitions); 
 certain target groups (such as children) that are protected (in Italy, ads are not allowed in 

cartoons, and all ads directed to children are banned in Quebec). 
 

Conclusions 
In the countries of the European Community there are widespread concerns and debates about the 
need to protect children exposed to harmful advertising campaigns (manipulating their behaviour - 
pushing them for alcoholic beverages, smoking, medicines, unhealthy foods, dangerous toys etc.) that 
undermine parental authority educators, who promote violence, etc.). There is also growing concern 
over those forms of publicity that cause public space pollution with street advertisements (which, 
moreover, attract some aesthetic chaos) that abuse the mental space of people (including the tendency 
of some to control radio and TV programs - by using their financial strength), which manipulates the 
audience with perfidious methods of brainwashing, abounding in images of sexual or obscene content 
etc. 

 
Failure to comply with legal regulations (which are more numerous in developed countries than in 
others) may entail contravention (England, for example, with fines of up to 400 pounds). 
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