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Abstract 
Cultural diversity refers to the existence of different cultural and ethnic groups within a society. Culture significantly impacts the preferences of the customers which eventually impacts the marketing strategies of the company. The major difference between the preferences of the Indian and UK consumers is that the Indian consumers are more inclined towards using commodities that are luxurious while the consumers in the UK are inclined towards using commodities that are equipped with advanced and innovative technologies. From the research, it has been identified that cultural differences have a significant impact on the Automobile business by influencing the marketing activities and increasing the productivity as well. On a similar note, it helps the company to increase the profit margin along with the high revenue growth as well. After analysing the marketing strategies of the automobile industry, it has been concluded that India and the UK have different perspectives on purchasing a product. However, marketers are required to take the liability in knowing about customers' opinions and views based on which they could indicate preferable changes. 
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[bookmark: _Toc174465521]Chapter 1: Introduction 
[bookmark: _Toc174465522]1.1 Research Background
Cultural diversity refers to the existence of various ethnic and cultural groups in a society. Hence, culture heavily impacts the preferences of the customers which eventually impacts the marketing strategies of the organisations. As per the underpinnings of Gillespie and Swan (2021), one of the most crucial tasks for global marketers is to address the various and wide range of cultures within the context of different international markets in an economic approach. Hence, it can be stated that cultural differences have a prominent impact on the marketing strategies of the automobile industry. As marketing strategy contributes to providing shape to all aspects of the automobile industry from making a design of the product to advertising the products and implementing an effective sales approach suitable to the specific market's culture and preference. Therefore, auto marketers develop their strategies based on cultural nuances across the market and country to engage with the customers. Hence, to support the above statement some of the statistics on country preference can be taken into account such as the majority of customers in the UK which is almost 56% of the people prefer vehicles powered by gas, while 29% prefer vehicles powered by diesel and the rest 14% prefer hybrid or EV powered vehicles (Kantar, 2023). Whereas, on the contrary in India, 30% and 29% of the people prefer gas and diesel-powered vehicles while 16% of people prefer hybrid or EV-powered vehicles (Kantar, 2023). Hence, through statistics, it can be determined how customer preferences vary in different countries which influences the marketing strategies of the companies to meet the preferences of the country-specific consumers. Apart from that, marketing strategies also vary from country to country because, in the majority of Western countries, consumers prefer eco-friendly and fuel-efficient vehicles while in most Asian countries, consumers prefer durable and affordable vehicles. Hence, these varieties of preferences in different countries affect the marketing strategies of the automobile markets. 
[bookmark: _Toc174465523]1.2 Research Aim
“The research aims to investigate the concept of cultural differences and determine its impact on the marketing strategies in the automobile industry; comparing the United Kingdom and India.”
[bookmark: _Toc174465524]1.3 Research Objectives
· “To understand the concept of cultural differences and assess the influence of market demands of the automobile industry of the UK and India”
· “To evaluate the impact that cultural differences have on the marketing strategies within the Automobile industry of the UK and India”
· “To find out the negative consequences of cultural differences that impact the performance of the automobile industry and determine the strategies which can help mitigate the cultural differences impacting the business performances within the automobile industry of India and the UK”
[bookmark: _Toc174465525]1.4 Research Questions
Q1. “What are the importance of cultural differences and assess the influence of market demands of the automobile industry of the UK and India?”
Q2. “What are the impacts of the cultural differences on the marketing strategies within the Automobile industry of the UK and India?”
Q3. “What are the negative consequences of cultural differences that impact the performance of the automobile industry and what are the strategies which can help mitigate the cultural differences impacting the business performances within the automobile industry of India and the UK?” 
[bookmark: _Toc174465526]1.5 Research Rationale
The cultural differences have impacted the marketing strategies within the automobile industry as has been highlighted by the comparative study of the UK and India. Mandys (2021), have conveyed that electric vehicles have provided varied benefits due to the higher efficiency of fuel as well as the provision of the varied benefits for the benefits of greenhouse gases. In the UK consumer preferences have leaned towards luxury, performance as well as safety. On the other hand, Indian consumers prioritise affordability, fuel efficiency as well as practicality due to cost sensitivity. The automobile industry would face challenges due to “consumer preferences and behaviour” which has led to differences among the markets like the United Kingdom and India. Hence this would deal with product differentiation as well as marketing message alignment. Automakers need to differentiate the products in order to meet the varied preferences. In addition to that the vehicles are designed for luxury as well as high performance within the UK, which might not appeal to the market of India where affordability is prioritised. Besides that, the development of the marketing strategies is effective across the varied market which requires customisation. For the UK, the marketing must focus on the showcasing of the advanced features along with the environmental benefits but on the other hand in India, the customisation as well as the localisation might emphasise cost-effectiveness and durability.
Potoglou et al. (2020), have mentioned that rapid advancements within the “development of the auto-fuelled vehicles are likely to transform” the future of the automobile while bringing benefits like improving road safety. The key challenges that arise from the current diverse customer priorities as require deep market research as well as an understanding of local preferences. The impact includes the development costs as well as the product line complexity. Hence the development of distinct models for the varied markets can lead to higher costs for the manufacturers. Thus this must invest within the varied design as well as the engineering solutions in order to meet the needs and preferences of each market. Hence in order to mitigate the issues conduction of the In-depth market research is essential thus investing in comprehensive market research can help to understand the preferences of the customers as well as the needs based on the target markets (Ismoilov et al., 2021). Hence this might include demographic study and focus groups.
[bookmark: _Toc174465527]1.6 Research Significance
The importance of the understanding of the “Cultural Differences and Their Impact on Marketing Strategies in the Automobile Industry” has helped to compare the markets like the United Kingdom as well as India.Thus recognising as well as addressing the challenges is thereby crucial for market entry as well as sustainable success in the varied regions. In addition to that the research would help to increase the market penetration by aligning the products as well as the marketing strategies with the local preferences thus the companies can enhance their appeal along with the competitiveness within the market. Besides that, this research would help to gain the importance of effective strategies which would be useful for the automobile sectors to implement those methods for other countries. The different products as well as the marketing messages can help to resonate with the local values as well as needs that are more likely to attract and retain the customers thus leading to higher satisfaction as well as loyalty (Zeng and Kim, 2024). Besides that, this research would provide a detailed description of the market demographics as well as the preferences in order to help the automakers design the automobiles based on that. Also, the importance of understanding the cultural differences as well as their impact on the marketing strategies within the automobile industry is paramount in order to achieve success within global markets. Thus tailoring the products, along with the operational approaches in order to align with the preferences of consumers from varied cultures can help to enhance the market value, gain a competitive edge and ensure long -term success. Additionally, the comparative study of the UK as well as India has highlighted the need for a nuanced approach in order to make a global strategy that respects as well as leverage cultural diversity. Cultural difference plays a major part in the automobile industry as the consumers want freedom. The cultural differences in the automobile have ensured that consumers can freely travel to any place of their choice and discover the pristine landscapes on the other hand. Additionally, addressing cultural differences also helps the automobile industry to gain the personality of the consumers (Moslehpour et al., 2022). This is highly effective in order to publish the commercials and ensure to make these advertisements more engaging in the process. As the advertisements express the cultural symbols, it is also beneficial for them to address the different backgrounds, beliefs and classes in the process. 
[bookmark: _Toc174465528]1.7 Dissertation Structure
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[bookmark: _Toc174464826][bookmark: _Toc174465529]Figure 1.7.1: Dissertation Structure
(Source: Self-Created)
[bookmark: _Toc174465530]1.8 Summary 
This chapter has broadly elucidated upon the context and background of the chosen topic and further discussed the significance as well as the rationale for the study. In discussing the context, the chapter further highlighted the aims and objectives behind conducting the research and illustrated the questions that are going to be further elaborated on in the study. In this chapter it is ensured that a clear understanding of the topic area is provided along with further elaboration of the purpose of the research. The chapter lastly has drawn upon an overview in terms of the further chapters that the study would proceed with. 
[bookmark: _Toc174465531]Chapter 2: Literature Review
[bookmark: _Toc174465532]2.1 Introduction 
Literature Review analyses and discusses published information and data based on a particular research subject. It can be inferred as a comprehensive form of a summary of sources presented in an organised pattern that integrates synthesis and summary (Popenoe et al., 2021). It helps the readers to know about the critical aspects of the research topic which have been commented on and stated by other researchers before. However, current articles, journals and books will be selected from investigating and gathering relevant, authentic and reliable information. This chapter will elaborate a critical analysis of the cultural differences and their impacts on marketing strategies in the automobile industry of the UK and India. Firstly, the chapter will assess the concept of cultural differences and assess the influence of market demands of the automobile industry of the UK and India. Secondly, the impact of cultural differences on the marketing strategies within the automobile industry will also be critically analysed. Simultaneously, negative consequences of cultural differences cause impacts on the performance of the UK and Indian automobile industry. Finally, mitigation strategies will be further recommended based on the cultural differences that impact on business performance of the automobile industry in the UK and India. 
[bookmark: _Toc174465533]2.2 Concept of cultural differences and assess the influence of market demands of the automobile industry of the UK and India 
According to Shiraev and Levy (2020), cross-cultural psychology differences describe the variations in beliefs, customs, values and behaviours that exist in individual approaches who are from different cultural backgrounds. It can be analysed that there are people from global regions who believe and follow different cultural norms. It is mostly based on their race or religion they belong to. Culture can be defined as a holistic combination or integration of shared and learned practices that create cohesion in a group. It mostly arises based on the needs of people and cultural outcomes when interacting with people from different cultures. On the contrary, Tawfiq and Ogle (2024), stated that cultural differences get modified when people make use of different languages and wear different dresses based on their residing landscape and beliefs. It can be inferred that cultural beliefs get more diffused when changes get involved constantly, it raises confusion among communities where to follow a specific cultural perspective. However, it can be analysed that cultural differences get created in a community when people follow different values, beliefs and perspectives and do not like to consider others' cultural beliefs as their own. Kalkreuter (2020) researched and stated that Indian consumers are highly involved in using luxurious commodities whereas UK customers are highly involved in getting equipped in the usage of advanced technologies with innovation. 
Cultural differences impact the automobile industry based on their choices; many individuals or families are encouraged to go on family vacations where it is impossible. In this concern, the automobile industry is becoming more reliable and people of different perspectives have been selecting their preferred brand. As opined by Aririguzoh (2022), communication style mostly raised cultural differences in the automobile industry. For example, in some cultures, direct communication is valued whereas one cultural belief is in indirect communication. It raises miscommunication and misunderstandings which raise negotiations in business meetings. It can be said that marketing strategies get more complex when people from different cultural values and beliefs have been responding. According to De Rubens et al. (2020), automobile industries have been finding benefits by using diverse marketing strategies to attract customers but this could not be found as appropriate. Automobile industries have been manufacturing and preparing electronic vehicles but the industry has not been finding any interest among customers regarding their newly launched project (De Rubens et al., 2020). It can be inferred that people have diverse cultural beliefs and perspectives based on which they select and get attached to that specific brand. 
On the contrary, Buccieri et al. (2020), stated that cultural differences have been gaining demand in the market for a variety of products and services. Therefore, the automobile industry has been preparing and manufacturing a diverse range of models based on customers’ demands, necessities and preferences. In this approach, cultural differences have been influencing the market demands of the automobile industry. However, the UK and India’s automobile market demands are preferably different which causes a complex situation for the industry to manufacture a high-demandable product for the market. 
[bookmark: _Toc174465534]2.3 Impact that cultural differences have on the marketing strategies within the Automobile industry of the UK and India
According to Eid et al. (2020), in the UK, most enterprises are believable in the usage of social media marketing which affects their export performance. It has been said that social media helps enterprises to get to know about international business contracts by understanding customers’ preferences and views. It raises brand knowledge and awareness which results in competition in international markets. It can be said that organisations in the UK mostly use social media to raise awareness and are found to face more consequences due to social media marketing evidence. Businesses use social media channels to promote their products and services to their potential customers. IT-based capabilities have been found to be one of the effective means of reaching out to customers by gaining demands for a certain product or service. For example, the automobile industry needs to adapt to the changes and requirements of the rapidly changing market conditions by introducing new technological innovations (Eid et al., 2020). Simultaneously, Katsikeas et al. (2020), stated that UK consumers are highly preferable in online marketing. It allows them to know about the products and services that have been launched in international markets and have been acquiring their necessities. It increases their flexibility and opportunities to make their business visible to their potential customers. Business relationship with customers gets more stable and equipped which terms to gain the possibility to increase the growth of sales. 
[image: ]
[bookmark: _Toc174464827][bookmark: _Toc174465535]Figure 2.3.1: Conceptual framework of individual behavioural control
(Source: Boobalan and Nachimuthu, 2020)
According to Boobalan and Nachimuthu (2020), the Indian population and customers follow green marketing strategies which reveals that the communities are highly involved in eco-friendly products that could maintain sustainability in the environment. It can be analysed that the usage of electric cars can bring much feasibility as Indian customers prefer products that should not cause adverse effects on their environment. Simultaneously, the automobile industry needs to ensure sustainability in its manufacturing and production process when making its business in India. These are the differences that have been raised among the marketing strategies of India and the UK when the automobile industry likes to find its potential customers. In recent times, social media usage has increased and marketing strategies could be found for the automobile industry when entering and expanding business in the UK. On the other hand, in the Indian community, most of the customers like to maintain sustainability which keeps control of the population. As opined by Boobalan and Nachimuthu (2020), in promoting and expanding business in India, advertisers are required to concentrate on the family approach due to their collectivist culture. It can be inferred that customers in India mostly prefer to stay collaborative and make group decisions when purchasing any product. In this regard, the automobile industry is required to ensure marketing strategies where they have been able to attract families without focusing on individual approaches. On the other hand, the UK communities focus towards an individual approach when making decisions in purchasing anything. In this concern, cultural values and beliefs changed for the automobile industry that are required to follow while marketing. The automobile industry in the UK is required to meet customer preferences and demands of individuals where they need not focus towards others’ objectives. However, it can be analysed and inferred that marketers are required to undergo marketing strategies based on the cultural beliefs of the UK and India. As opined by Sheth (2021), marketing practice and theory work differently where it could be found more innovative for marketers to attract customers from different countries and regions. The marketing phase has been broken up into different phases based on which organisations have been attracting customers and gaining their business creations and insights. 
It can be said that marketing principles and ideas help marketers attract customers based on their beliefs and values. It provides opportunities to increase competitive advantage for organisations when they can reach out to their potential customers with the help of selective marketing strategies and channels. Customer centricity towards organisations is developed when organisations have been using effective and efficient marketing strategies to attract their customers. Gaining organisational marketing improvement and development allows the business to get more secure outcomes in attaining organisational growth and creation. However, it aims to create a competitive advantage for businesses when they can acquire a specific and preferable usage of marketing tools and strategies. Therefore, it can be said that cultural differences have impacts on marketing strategies within the automobile industry of the UK and India. They have distinct cultural values and beliefs and the automobile industry needs to follow different marketing strategies to attract them towards the product. 
[bookmark: _Toc174465536]2.4 Negative consequences of cultural differences that impact the performance of the automobile industry in the UK and India 
There are varied negative consequences of the cultural differences that have impacted the performance of the automobile industry in the UK and India. Sinha and Dhall, (2020) have mentioned that both large corporations along with small and medium-sized enterprises have faced global competition. In addition to that “Factual Approach to Decision-Making (FADM) Data and fact-based decision making” is the key in order to ensure the satisfaction of the customers as well as the overall improvement within the firms. Besides that, the cultural differences between the UK as well as India can thereby impact the performance of the automobile industry in various ways. The differences in the communication styles can lead to misunderstandings as well as inefficiencies. For instance, indirect communication within India might be misinterpreted and people can assume that they are not interested in communicating with each other whereas directness is common in the UK which is perceived as blunt or impolite in India. Thus this can affect the negotiations, as well as project management along with daily operations. Goel et al. (2021), have mentioned that the barriers could be addressed from varied market perspectives which include market, technical policy as well as infrastructure. Electric vehicles are an important option for reducing the emission of greenhouse gases along with that electric vehicles are not able to reduce the dependency on fossil fuels but also help to diminish the impact of the ozone substances while promoting “large-scale renewable deployment”. In India, it has been identified that 68% of the greenhouse emissions often come from the manufacturing process.
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[bookmark: _Toc174464828][bookmark: _Toc174465537]Figure 2.4.1: “World Greenhouse Gas Emissions in 2019”
(Source: Ge et al., 2020)
Varied approaches of the management, as well as the leadership, can thereby create the fiction. In addition to that within the UK the management might be able to favour more of the Egalitarian strategies whereas in India the hierarchical structures are mostly preferred as well as the defence to seniority is more often common. Thus this can thereby impact the decision-making process as well as employee morale and overall efficiency along with that the consumers of the UK and India would not be able to like the products. Besides that, the differences in the work ethics as well as the attitude towards the deadlines and the quality of the standards can be able to lead to conflicts. Khurana et al. (2020), have mentioned that the government is encouraging most people to switch to electric vehicles but the UK has shown a more positive culture compared to India. As Indian employees prioritise relationship building as well as long-term outcomes but the UK counterparts focus more on discipline as well as punctuality while adhering to strict deadlines. Thus it can be visualised that the UK people are stricter regarding their work compared to the Indians. Another variation is observed within the customer preferences as well as the expectations which can affect the market strategies. The consumers of the UK prioritise the highly advanced technologies as well as the safety measures whereas the Indian consumers focus on the more affordable as well as fuel efficient features. Thus the misalignment within the product offerings as well as the marketing strategies can hinder sales while lowering the operational efficiency and the penetration of the market. Hence this can create negative consequences within the automobile industry.
The cultural differences could be able to influence branding as well as marketing strategies. Thus several campaigns that could be able to resonate within the UK might not be quite effective in India as well as vice versa. Hence the misalignment within branding can thereby lead to ineffective marketing as well as the reduction of customer engagement. Kumar et al. (2020) have conveyed that the automobile industry in India has the maximum share while having a growth of 7.1%.In addition to that the organisations might struggle to adopt the products as well as the services to the local market conditions mainly due to the cultural differences. For instance, the preferences in the design as well as the driving habits of the individuals are quite different among both the markets thus affecting the product's acceptance as well as success. Thus addressing these challenges requires an in-depth understanding of both the cultures as well as the willingness to adopt the strategies as well as practices accordingly.
[bookmark: _Toc174465538]2.5 Strategies for mitigating cultural differences impacting the business performances within the automobile industry of India and the UK
In this current era, cultural difference is one of the major issues which has a significant impact in the entire business process. Therefore, mitigating the cultural differences between countries provide the opportunity to the company to enhance the organisational operational activities and boost the performance of the business. Hence, to mitigate the issue, organisations can give training regarding the cross culture which provides the opportunity to the organisation to reduce the threats in terms of the cultural difference among employees. As per the views of Setti et al. (2022), it has been identified that giving the training to employees in terms of the cross cultural provides the facility to increase the skills and knowledge of employees and managers about the cultural rules and regulations, societal values and communication system. Therefore, based on this, the management team of the firm gets the opportunity to reduce the threats in the cultural barriers and increase the productivity of the firm as well. On the other hand, as argued by Aririguzoh (2022), determining the difference between cultural norms and communication style helps to reduce the misinterpretation and misunderstandings which foster respectful work premises and increase the productivity of the company as well. On a similar note, it helps to reduce the conflict situation and achieve the organisational goals in an efficient manner. Considering the entire context, it can be depicted that giving the cross cultural training to employees assists them to learn how to interact with the individuals who belong from the different cultures. It helps to reduce the conflicts and brings a positive work culture as well. 
Understanding the distinction between communication style and cultural norms aids in minimising misunderstandings and misinterpretations, which promotes a respectful work environment and boosts organisational efficiency. It facilitates the mitigation of conflict and facilitates the effective attainment of organisational objectives. When the whole picture is taken into account, it can be shown that providing cross-cultural training to staff members helps them learn how to communicate with people from other cultures. It also contributes to a healthy work culture and lessens friction. Apart from this, implementation of the effective leadership style provides the opportunity to foster effective communication which reduces conflicts in an effective manner. Therefore, as supported by Fries et al. (2021), implementing the effective leadership style helps to enhance the communications system which increases the productivity of the firm and improves the performance of the automobile industry as well. For instance, in India, leaders or hierarchy professionals are anticipated to deliver clear direction which helps to reduce the conflicts and increase the productivity of the firm as well. On the other hand, in the UK, leaders prefer to collaborate and make partnerships with their employees which motivates them to deliver their best skills and knowledge to achieve the organisational goals in an efficient manner.  On the other hand, as critiqued by Nwankwo et al. (2024), effective leadership style in the business helps the company to adapt the cultural changes more effectively and assist to develop trust and improve the team performance as well. Adopting an effective leadership style contributes to improving the communications system, which raises company efficiency and boosts performance in the automobile sector. For example, in India, leaders are expected to provide clear guidance, which lowers disagreement and boosts the firm's efficiency. However, in the UK, leaders are more likely to work together and form partnerships with their staff, which inspires them to provide their best expertise and knowledge in order to effectively accomplish the goals of the business. 
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Figure 2.5.1: Organisational inclusion and inclusive leadership
(Source: Kuknor and Bhattacharya, 2022)
Apart from this, as per the views of Kuknor and Bhattacharya (2022), developing or building the inclusive culture in the business promotes the diversity and inclusion which reduce the cultural differences and improve the workplace as well. Considering the entire context, it can be stated that developing the inclusive work culture helps to reduce or minimise cultural differences and enhance the collaboration between team members in an efficient manner. It can be illustrated that developing the inclusive work culture helps the organisation to encourage diversity in the business and create effective policies which eliminate the cultural difference in the automobile industry as well. Apart from this, the organisation can develop a cultural committee along with the diversified team members which provide the opportunity to the organisation to boost the performance of the firm and increase the productivity of the business in an efficient manner. Considering this context, it can be depicted that formulation of the inclusive work culture in the work premises helps the organisation to increase the employee’s satisfaction and increase the performance of the firm which assists to increase the profit margin along with the high revenue growth as well. It is demonstrated that cultivating an inclusive workplace culture aids in the promotion of diversity within the company and the development of successful policies that do away with cultural differences in the automotive sector. In addition, as stated by Onyeador et al. (2021), the organisation may create a cultural committee with diverse team members, giving it the chance to improve business efficiency and firm performance in an effective way. In light of this, it is possible to illustrate how creating an inclusive work environment within the workplace benefits the organisation by raising employee satisfaction and performance, both of which contribute to higher profit margins and rapid revenue growth.                 
[bookmark: _Toc174465539]2.6 Theoretical underpinnings 
Conflict Theory
According to Folger et al. (2021), conflict theory society is a group that competes with limited resources. This competition among the group results in different and distinct advantages which raises changes in society. This theory shows perspectives of societal aspects that maintain power and domination rather than conformity and consensus. People who have sufficient wealth and power in society try to keep a hold of it and suppress the abilities of the powerless and poor. However, it could be intended that cultural differences mostly convey similar factors as people who belong to a specific culture try to suppress and cause negative views on other cultural opinions. As different cultural values and beliefs are far different from each other where people tend to create a negative thought and behavioural approach on others. It increases conflicts among communities where people from different cultural beliefs have been negatively commenting on others’ values and beliefs. Aligning with the research study, it could be understood that the automobile industry in the UK and India has been facing challenges to undergo and selecting marketing strategies to acquire a competitive market position. Eventually, it brings about evolution in the marketing strategies, when the automobile industry has been intending to make use of similar marketing tools in attracting UK and Indian customers. It raises a view of conflicts when organisations need to make use of different marketing tools to attract customers based on the market demand. 
On the other hand, DuFord (2022) stated that conflict theory mostly neglects the importance of consensus and cooperation in social relations within communities. When power and conflicts get challenging then social interactions do not respond to competitive enhancement. It can be analysed that when the automobile industry intends to follow similar business marketing strategies in both countries it responds to their business strategies negatively. Cultural differentiation and challenges get much more unpredictable as Conflict theory does not have the view of gaining social stability. However, organisations face the challenge of opting for an inclusive and diversified community where they can make their business more expressive and valuable among their potential customers. It creates a challenge for the automobile industry to make its business viable and applicable as they need to make an extension in the choice of marketing strategies and tools. 
For example, in the UK and India, customers have different marketing attributes that help organisations to make them focus on their brand. If the automobile industry intends to make use of similar marketing strategies to influence the market demands, then it will not work out as customers of both countries have been focusing on distinctive concepts. It creates a challenge for the automobile industry to make their business expressive due to the increased cultural differences which raises issues in selecting a specific marketing tool to attract customers. It gains their working possibilities if they can get to know about the cultural beliefs and motives of Indian and UK customers. Business motives need to be changed and customised according to the cultural needs or beliefs of customers so that it can strive to bring competitive abilities within its market position. 
Hofstede’s Cultural Dimensions Theory  
Hofstede’s cultural dimensions’ theory is a framework that majorly focuses on the cross-cultural psychology developed by Geert Hofstede. As per the underpinnings of Żemojtel-Piotrowska and Piotrowski (2023), Hofstede's cultural dimension theory can be referred to as the cross-cultural differences among the organisational culture or the national culture which can be defined as “the collective programming of the mind that distinguishes the members of one group or category of people from others”. The final version of the Hofstede model comprises six dimensions which are power distance, individualism, motivation towards achievements and success, uncertainty avoidance, long-term orientation, and indulgence. These dimensions then contribute to analysis of the impact of various cultures across the countries and their effect on the business settings of the countries. Hence, it can also be stated that this theory can be utilized to distinguish the various cultures, dimensions, and impacts on etiquette and communications in the nations. Six variables make up the final form of the Hofstede model: power distance, individualism, long-term orientation, drive for success, and avoidance of ambiguity. These characteristics subsequently aid in the examination of the influences of diverse cultures across the nations and their consequences on the commercial environments of those nations. Thus, it can also be said that this theory may be applied to differentiate between the different cultures, aspects, and influences on manners and communication across the countries.   
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[bookmark: _Toc174464829][bookmark: _Toc174465540]Figure 2.6.1: Country Comparison of the UK and India
(Source: hofstede.insights, 2024) 
The above figure 2.6.1 illustrates the scores achieved by two countries India and the UK on the basis of their cross-cultural phenomenon. Hence, as illustrated in the figure it can be easily determined that the score of India on its power distance is higher at 77 while the score of the UK is 35 (hofstede.insights, 2024). Through this score, it can be identified that in India a hierarchy and top-down structure of the society is appreciated. This means that the attitude within India can be encapsulated as being dependent on the boss or the power holder in order to understand the direction. Apart from that, through this score, it can also be depicted that in India the acceptance towards unequal rights is also higher in comparison to the UK followed by which it can also be determined that in India majority follow the paternalistic leadership and management which directly refers to giving directions to the subordinates in exchange of loyalty. While as per the power distance score of the UK, it can be determined that the acceptance of inequalities is lower as the society believes in minimising the inequalities. Apart from that it can also be determined that the power distance among the higher class in the UK is lower in compassion. On the contrary, the individualism score of the UK is higher at 76 and the score of India is 24 (hofstede.insights, 2024). Through this score, it can be determined that the UK is an individualist society while India is an interdependent society. Therefore, it can be further stated that with a score of 24 India can be known for its both collectivistic and individualistic traits. While in the UK, individuals are taught from an early age to think about themselves and find their own unique purpose in life. The score on the third dimension “motivation towards achievements and success” India has scored 56 while the UK has scored 66. Through this score, it can be determined that the UK is a decisive society which is highly success-oriented and driven while India can be considered a decisive society on the basis of success and power display. India is also a spiritual country along with being an ancient one with the longest-surviving culture that applies the lessons of humility and abstinence. While on the other hand, India scored 40 on the uncertainty avoidance dimension while the UK scored 35 (hofstede.insights, 2024). This means that as a society the UK is bothered about what the next day will bring while in India the preference of avoiding uncertainty is low as people accept imperfections. On the second last dimension of the cross-cultural theory India has scored 51 while the UK has scored 60 this depicts that in India people believe in their deeds while in the UK people believe in pragmatic orientation which refers to dependence on truth. Further, it can be identified that India has a very low score on the last dimension of the cultural theory with a score of 26 while the UK has a score of 69 (hofstede.insights, 2024). This depicts that the UK is very indulgent as they possess a positive attitude while in India people think indulging with others is wrong. Hence, as per the overall scores of both countries, it can be determined that the work culture in India is more inclined towards maintaining hierarchies while in the UK the hierarchical structure is not maintained as the colleagues mostly address each other with first names.    
Handy's Model of Organisational Culture
Organisational culture plays an important role in the execution of the organisational goals and effective management. Effective management within an organisation requires developing accurate mechanisms, effective ways of communication, and proper patterns of rules and conduct. 
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[bookmark: _Toc174464830][bookmark: _Toc174465541]Figure 2.6.2: CVF model
(Source:Domańska-Szaruga, 2020)
As per Domańska-Szaruga (2020), Handy’s cultural theory is one of the most and best-quoted models and concepts. Handy has contributed an important theory related to organisational culture which distinguishes four different characteristic types of culture within an organisation. These types are “power culture”, “role culture”, “task culture”, and “person culture”. Here the power culture refers to the organisations seeking absolute control over the employees while the role culture refers to the organisations striving to attain the highest possibility of rationality, drawing attention from legal justifications of action. Task culture refers to the organisation being optimistic about being successful while person culture refers to the organisation meeting the needs of the members first and foremost. Hence, as per Handy’s model of organisational culture, it can be determined that these above-mentioned four types of culture within an organisation play an important role because they depict the importance of understanding and adjusting properly to the organisational culture so that the employee is able to enjoy their work and stay stress-free. Hence, this model can be utilised to understand the ways culture affects the structure and coordination within the organisation. 
[bookmark: _Toc174465542]2.7 Conceptual framework
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[bookmark: _Toc174464831][bookmark: _Toc174465543]Figure 2.7.1: Conceptual framework
(Source: Created by the learner)
[bookmark: _Toc174465544]2.8 Literature gap
The literature gap includes the buying behaviour differences within the automobile industry of both countries which has been not discussed based on the reviewed articles. Goel et al. (2021), have mentioned the significance of electric vehicles for both the countries like India and the UK but the authors have not provided the exact preferences thus this is considered as one of the gaps. Sinha and Dhall (2020), have mentioned about the leadership strategies of both countries but the particular leadership styles have not been highlighted which could help to explore the varied leadership styles recognising the valuable ones for both countries. In addition to that, the investigation of the automobile industry along with the marketing strategies have not been discussed in detail for instance the marketing strategies within the automobile industry of India as well as the marketing strategies in the UK along with its market share have not been provided.
[bookmark: _Toc174465545]2.9 Summary 
[bookmark: _heading=h.3o7alnk]The chapter of the literature review has focused on the critical analysis of the cultural differences between the UK and India. Initially, the concepts of cultural differences as well as the influence of the market demands have been provided. In addition to that the impact of the cultural differences on the automobile industry has been analysed. Besides that, the chapter has provided varied objectives which are described in detail. Furthermore, the negative consequences of the cultural differences that can affect the performance of the automobile industry within India and the UK, hence varied strategies based on the mitigation of those consequences have been provided along with that the gaps within the literature review have been mentioned.
[bookmark: _heading=h.y28q6mq3qgq3]

[bookmark: _Toc174465546]Chapter 3: Research Methodology
[bookmark: _Toc174465547]3.1 Introduction
This chapter highlights the research method used to analyse the concept of culture and how it influences the automobile industry´s market mix with special reference to the United Kingdom and India. Starting the chapter, the research philosophy describes the theory that forms the basis of the study and sets the tone of the study. Subsequently, the research approach is described and the flow of deductive reasoning and the strategy for solving the problem stated in the research questions used is described. Following this, the research design is discussed and describes the exact approaches and techniques used in the research study.
The section on the data collection method explains how the necessary data will be collected to include the comprehensiveness of the information acquired. Finally, the data analysis section details the procedures used in making meanings out of the actual data that was gathered for understanding the impact of cultural variation on marketing. This also touches on the nature and criteria of the inclusion and exclusion of data in relation to the analysis to be done.
Moreover, in line with the current chapter, research ethics are also discussed to present the ethical concerns and measures employed in the present research. Moreover, the last section, that is, research limitations, outlines the limitations and possible difficulties faced in the present research work and gives an honest and critical evaluation of the research work to increase its credibility.
[bookmark: _Toc174465548]3.2 Research Onion
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[bookmark: _Toc174464832][bookmark: _Toc174465549]Figure 3.1: Research Onion
(Source: Seuring et al., 2021)
[bookmark: _Toc174465550]3.3 Research Philosophy
Research philosophy is essential in determining the framework through which any investigation is carried out hence acts as a kind of compass that defines the kind of technique that will be adopted, the analysis that will be done on the findings, and the overall interpretation of the investigation (Mauthner, 2020). It defines the epistemological position regarding the object of study (ontology), the process of attaining knowledge about it (epistemology), and the value judgments about the subject matter (axiology). Choosing the correct research philosophy makes the research process and the methodology to be in harmony with the research goals.
This paper seeks to understand the meaning of cultural differences and establish the effect it has on the marketing approaches in the automobile industry between the UK and India. In order to meet this aim, an interpretivism philosophy has been selected. Hence, the choice of Interpretivism as a paradigm focuses on the nature of realities under study which are social in varying and rich contexts (Curry, 2020).
Due to the nature of culture as a concept that closely relates to people’s perceptions and beliefs, the differences in culture and the impact on strategies used for marketing concepts are generally qualitative and contextual. Interpretivism therefore enables a rich analysis of these complex and complex relational dynamics because it acknowledges the diverse quality of cultural Signification and practices. In contrast to positivism, which aims to discover an objective, universal reality, interpretivism recognises the subtlety of human interactions and reacts to them by taking into account the circumstances surrounding an event (Ali et al., 2021).
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This philosophy favours the collection of data through interviews and case studies; thus allowing the researcher to have perceived, real-life information about individuals within the specified cultural settings. Such an approach enables the research to understand the details of cultural variations and how they affect the marketing initiatives in the automobile industry in the specified countries, thus offering rich and contextual data.


[bookmark: _Toc174465551]3.4 Research Approach
The research approach is a vital aspect of the method since it defines the overall strategy and rationality of how data is collected, analysed, and understood. Therefore, it provides the overall guiding framework for responding to the identified research questions and fulfilling the objectives of the study (Taherdoost, 2022). More specifically, research can be categorized as being of a deductive or inductive nature.
In contrast, deductive research follows up theories by proposing hypotheses verifying the hypotheses through data and arriving at specific conclusions (Proudfoot, 2023). On the other hand, the inductive approach is employed to develop new theories and conclusions that are based on the accumulation of the data and subsequent escalation from the subordinate to the general level.
In this case, this paper seeks to establish the notion of culture and understand its effects on marketing approaches of the automobile industry, by comparing the United Kingdom and India. To meet the above-stated aim, the study employs an inductive method of analysis. The inductive approach is more appropriate for this research because it entails the development of a hypothesis based on observation of events and phenomena in their environmental context when no previous hypothesis exists. The influence of culture in the process of marketing is vast and sometimes complex and therefore the research questions need to be broad to accommodate this. The inductive approach ensures that the actual field data, including interviews and case studies, should be collected in a way that will allow more specific qualitative data to be generated in relation to patterns and underlying relations, which are not easily tangible (Samanta, 2021).
This qualitative research approach is advantageous as it helps in dissecting the cultural context of automobile marketing in the United Kingdom and India context uniquely. It allows the researcher to obtain extended and specific knowledge of how cultural differences affect stated and implied attitudes and behavior patterns, which would in turn form the basis for generating new concepts and hypotheses for the comparative analysis of the two regions. Finally, the inductive approach correlates with the interpretivist philosophy and the objective of volunteering qualitative detail and relevance concerning the case. 
[bookmark: _Toc174465552]3.5 Research Design 
Research design can be defined as an overall strategy that is utilised to achieve the research objectives and questions (Mweshi and Sakyi, 2020). This design outlines the models and theories that underlie a project by strategically gathering information and data and further processing the data to receive solutions or answers relevant to the research question. In this section, the research design has been classified into two segments such as conclusive and exploratory research design. This research study has been undergoing a secondary research study which is expected to acquire the exploratory research design. Exploratory research design explains that a research study need not come to a conclusion or make a final statement after conducting the research (Casula et al., 2021). It assures that the research study has improved and processed the existing research options so that it can be achieved in a progressed and developed form. 
The research study has exaggerated the concept of cultural differences and the ways it has been influencing marketing strategies in the automobile industry. However, cultural differences and their impacts have been changing and evolving to a higher extent which means that the researcher cannot reach a conclusion. The automobile industry needs to make changes in its marketing strategies according to the changes in the customers' demands and preferences. Moreover, cultural beliefs and values have been different among communities which means that exploratory research provides an opportunity to get a descriptive analysis about the ways it has been impacting on marketing strategies. For example, in India and the UK, different people follow different cultural values and beliefs which mostly prefer to bring over a higher concern in contributing towards a secured success and development. It provides an opportunity for the researcher to convey a strategic exploration by analysing further possibilities and culturally differentiable concepts approach by the researcher. 
[bookmark: _Toc174465553]3.6 Data Collection Method
Data collection is a procedure through which information is accumulated from all the relevant and authorised sources in order to provide solutions for the problems revolving around the research. Data collection is such a component of research that it is very common in the majority of fields because it concerns various aspects like humanities, business and others (hhs.gov, 2024). Data collection can be conducted by utilising three approaches that are primary, secondary and mixed data collection approaches. Within the primary data collection approach the data is collected from primary resources like interviews, surveys and others while in the secondary data collection approach the data is collected through secondary sources like journals, scholarly articles, reports and others (Lobe et al. 2020). However, the mixed data collection approach is where the data is collected through both primary and secondary approaches in order to achieve the objectives of the dissertation.
Hence, the data collection method which will be utilised within this dissertation is the “secondary data collection method”. Here, the data will be accumulated and collected from external sources which are relevant to the study. Such as the data will be sourced from relevant journals, country reports, scholarly articles and others. Therefore, selecting this data collection method will allow providing a wider perspective of the underpinnings provided by the various authors in order to provide a common conclusion and meet the objectives of the study.     
[bookmark: _Toc174465554]3.7 Data Analysis 
Data analysis is a procedure of cleaning, interpreting, analysing and visualising the accumulated and collected data by using various tools and techniques. The data analysis tools and techniques provide help in order to discover appropriate information and data within the context of the study in order to implement effective decision-making. Hence, data analysis is a process through which logic and statistics techniques are systematically applied in order to evaluate and determine the data by providing a thorough illustration by “recapping and condensing” the data. Hence, in order to analyse the data thematic analysis will be conducted in order to meet the objectives of the study. Thematic analysis boosts the credibility and trustworthiness of the findings within the dissertation (Ozuem et al. 2022). Hence, in order to conduct the thematic analysis, “scholarly research papers and studies” will be considered to collect the data along with that various relevant “news articles, journals, previous years' research papers and others” will also be used.
[bookmark: _Toc174465555]3.8 Data Inclusion and Exclusion 
The sampling strategy can be defined as the process that identifies and determines the population based on the selective sample size (Rahman, 2023). Sampling has been categorised into two segments such as inclusive and exclusion criteria. In the inclusion sampling criteria, the research study has selected the articles, journals, books and newspapers that have been published on and after 2020. It provides an opportunity for the research study to collect current, reliable and authentic information. Secondly, the sources that are available with publisher name, doi and year have been selected by the researcher. Moreover, the sources that can be accessed free of cost ensure that they can be accessed by all others and found for all informative gains. Moreover, the sources that are available in online and PDF formats have been accepted. It can accept to preferably make a success in achieving the research study and assures that it could preferably make a change in their research processes. All the sources have been collected from Google Scholar and searched for current information from external sources. Other than that, the research study has excluded the research criteria that bring over a difference in their research processes or cannot gain the evidence of credibility and authenticity. 
[bookmark: _Toc174465556]3.9 Research Ethics
· The research has been conducted based on secondary data and adequate data will be collected from various sources that are available over the Internet. However, in order to maintain the integrity of the data, the sources will be checked thoroughly.
· The data will be collected from various sources and that are published by writers and professionals. In order to maintain the academic integrity of the work, the resources that are published within the last five years and those that are peer-reviewed will be taken into consideration (Kumar et al., 2024). 
· In order to avoid plagiarism and copyright issues, the concepts that are suggested by the professionals and the experts will be modified and presented in their own words. In addition to this, the work will be properly cited with the year that it has been published. 
· The personal and confidential data will be stored and used in a highly secured process according to the GDPR guidelines (GOV.UK, 2024). In case there is involvement of any participants, informed consent will be taken from each of them. In case anyone is not willing to be a part of the research process, then they will not be considered in the research process. 
[bookmark: _Toc174465557]3.10 Research Limitations 
The research is conducted based on the identification of the cultural differences between the UK and India. According to the analysis of the survey, it can be concluded that conducting the secondary survey has been quite effective in identifying important facts about the phenomenon. Besides this, the second approach has also ensured that the research is cost-effective and accessible. However, the identifiable limitation of the project lies in accuracy and precision. Since the use of the basic analytical method can be concluded to be efficient and beneficial in terms of high accuracy and precision, it would be very useful to apply the process in this study (Sirikarn et al., 2020). In addition to this, it can also be concluded that it can be difficult to set and track appropriate subject-specific goals Furthermore, there are also weaknesses in terms of safety in carrying out the secondary research design and the role of the research. This could have been mitigated effectively with the use of primary data analysis and the privacy of the data processes is more adequate. Lastly, the interpretation of the data in this research is also not fully trustable. 
[bookmark: _Toc174465558]3.11 Summary
The methodology section of the research has been adequately made and processed with the help of appropriate techniques and measures. In this chapter, the philosophy of the research, design, data collection, data analysis and the various other components of methodology have been provided. In addition to this, the associated ethics that have been followed in the research have been also effectively followed and mentioned in the associated research. In addition to this, the limitations of the research project such as the use of the primary data research process have been provided as well along with the reasons behind why it is considered as the limitations and what way it could have been more efficient. 
[bookmark: _heading=h.ic9x3su0570k]

[bookmark: _Toc174465559]Chapter 4: Findings, analysis and discussion 
[bookmark: _Toc174465560]4.1 Introduction 
Findings analysis to summarise all data and make an explanation about the results ensures to provide support based on the research aims and objectives. It provides an opportunity for readers to analyse and evaluate the validity, quality and replicability of the study. Additionally, a discussion section ensures following learning and outcomes and disciplines where students process their information rather than making simplified goals in achieving the research objectives. However, cultural differences have been causing impacts on marketing strategies in the automobile industries by undergoing a comparison between the UK and India. Therefore, 50 articles will be selected based on which a critical analysis and evaluation can be contributed with an understanding towards the acceptance of cultural differences and their impacts on marketing strategies. It is evident that the marketing strategies of the automobile industry in India and the UK are far distinct from each other. It contributes to global organisations to opt for marketing strategies differently which could allow them to attract customers from a global base. Customers have different necessities according to their demands and needs based on which they could consider a preferable outcome. 
[bookmark: _Toc174465561]4.2 Findings and Analysis 
	Article number
	Themes
	Authors and year
	Findings and analysis

	Theme 1:“The concept of cultural differences and the influence of market demands of the automobile industry of the UK and India”

	1
	Impact of work culture in automobile industry
	Gupta et al. (2022)
	There is considerable difference in work culture between two nations and industries that operate in two different nations. In the UK New Business Ventures or Entrepreneurships receive great encouragement from the people whereas in India it is viewed as a riskier and low life decision as an unknown venture could lead to losses as per their conservative viewpoint of things. 

	2
	Socio-cultural differences affecting purchasing choices
	Potoglou et al. (2020)
	There are differences in national preferences when it comes to investing in a high valued automobile. A “Stated Preference Discrete Choice” Experiment was implemented across the UK and India to understand the car purchasing preferences based on features. It is known that Automated Electric Cars have garnered mixed feelings from the customers of UK based on safety and ethical issues but in India, automated cars are more preferred as it lowers accidents because of the large population and intertwined roadways. In India people might be more drawn to electric vehicles than the alternative fuel Vehicles and even in the UK there is equal demand for electric and alternative fuel vehicles (AFV).

	3
	Highway culture and population impacting automobile trends
	Sovacool et al., (2018)
	Cultural differences between populations play an impactful role in transportation choices. The high level traffic and lack of space due to a large population has resulted in men asking for transports that occupy the least area on roadways. 

	4
	Air pollution affecting the decision of people investing in automobile
	Lam and Mercure, (2021).
	Reducing the carbon footprint by reducing CO2 emissions is a policy endowed by the Governments of Certain Countries. The Environmental, Economic and Tax Related Policies impact the consumer choices in the automobile Industry.  

	5
	Self-Identity and Environmental Locus in market consumption of automobiles
	Patel et al., (2020)
	There are two vital factors that subtly impact the automobile purchasing decisions of UK and India: a) Self-Identity(SI) and b) Internal Environment Locus of Control (INELOC). They affect the market consuming cultures greatly in the automobile industry. The collectivist customer behaviour of a nation can impact the planned automobile consumer culture of an individual country. 

	6
	Modernisation Culture impacting consumer choices of automobiles
	Singh et al., (2020)
	Modernization of Transport is a recent Trend in India and it is fast growing but still in an Immature state whereas in the UK it has long been a trend to use eco-friendly transportation services like the electric buses, underground tubes or trains. 

	7
	City culture and lifestyle affecting vehicle choices of customers.
	Vohra et al., (2020).
	The air quality in cities of any developed or developing nation is always the worst as they have more infrastructure, more smoke, more pollution and more chaos. The industrial belt produces large volumes of greenhouse gases like Co2, No2, NH3 as so on. 

	8 
	Legislative culture and government strategies impacting market trends
	Dua et al., (2021)
	The Indian Government is now planning its adoption of Plug-In-Electric-Vehicle (PEV) as a part of its strategy to reduce carbon emission. In terms of policies concerning environmental pollution, energy security, and climate change, the Indian Government has been laying emphasis on passing legislations that can guide automobile owners, professional drivers and car owners to provide guidelines that must be followed to enhance air quality.

	9 
	Effect of cultural difference on the business process of automobile industry   
	Pfajfar et al., 2022
	It has been observed that diversified culture in the organisation helps to develop trust, strong relationship with peers and make positive interaction which helps to bring unique concepts and bring innovation in the automotive firm which boost the performance of the company as well.  

	10
	Concept of cultural in the automobile company 
	Leksic et al., 2020 
	In terms of this, it can be illustrated that culture represents the traditions, values and the way of thinking to give the right shape of identity of an organisation as well. It helps to increase the productivity of the firm and improve the performance of the business as well.   

	11
	Cultural differences increase the sales and marketing of the business 
	Haeruddin et al., 2023
	In this context, it has been identified that effective cultural differences help to boost the communication among team members which increase the sales and marketing by meeting the needs of the customers in an effective way.  

	12
	Cultural difference influence the marketing activity of the business  
	Gong et al., 2023
	It has been identified that cultural differences have a significant effect on the marketing activities of the business by enhancing the communication process with customers and enhancing the reputation of the brand which helps to increase the productivity and performance of the business in an efficient manner.     

	13
	Different culture helps improve the brand perception 
	Qian et al., 2023
	It has been identified that based on that effective cultural aspect, organisation get the opportunity to interact with the target audiences and understand the needs of customers which helps to build the trust and meet the requirements which helps to increase the productivity of the business in an efficient manner as well.   

	14
	Influence of culture for shopping the marketing activity  
	Vidani et al., 2023
	In terms of this, it has been observed that different cultural backgrounds and societal norms effectively shape the preferences of the customers and integrate gender specific marketing strategies which helps to increase the productivity of the business and boost the performance in an efficient manner as well. 

	15
	Customers from different cultures has different preferences   
	Moslehpour et al., 2022
	In terms of this, it can be depicted that customers come from a different background and due to this, they have different preferences as well. Therefore, to meet the needs of the customers, organisation make changes in their marketing activities which significantly influence the marketing approach and boost the performance of the business as well.   

	16
	Cultural context can influence the customer preferences 
	Zhou et al. 2021
	It has been identified that effective cultural difference has the ability that it can make create a significant relationship between cultural background and brand ratings. On a similar note, it influences the price of the products and assists in meeting the customers’ needs as well.   

	17 
	Cultural differences increase the brand awareness 
	Chwialkowska et al., 2020
	In terms of this, it can be depicted that cultural difference helps to influence the marketing activities and increase the brand awareness song customers and boost the performance of the firm as well. 

	Theme 2:

	18
	Contingency perspective in organisational culture
	Guerra et al., 2020
	Conflicts are raised in organisational settings where researchers suggest implementing organisational conflict theories. Leaders are involved in developing and providing a sustainable opportunity for organisations to adopt success and sustainable growth. In order to maintain organisational growth, workers are required to have an open-communication and encouragement among team members that could execute a preferable strategy. 

	19
	Ethnic and cultural differences
	Xu et al., 2020
	There are immigrants in countries who mostly suffer due to cultural differences and language barriers. It increases their societal conflicts to make their business organisations less contributable. As organisations do not get the ability to focus towards a specific manufacturing and production process, it causes a challenge for them to create transparent and feasible business processes. 

	20
	Changes faced by organisations due to the emergence of COVID-19 pandemic
	Belot et al., 2021
	Based on this research article, it can be analysed that after the emergence of the COVID-19 pandemic, consumers have been experiencing changes in their motivations and thinking levels. However, based on these necessities, organisations have been adopting changes that procure to make further investments. Economic circumstances have also been changing to a greater extent which means that organisations have been manipulating to create an enhancement in marketing strategies. 

	21
	Cross-cultural analysis of antecedents and consequences 
	Guo et al., 2023
	Cross-cultural analysis has positive and negative consequences which have been mapping organisational norms and regulations to progress. Organisations have been developing their motivational outcomes in different ways and approaches that could preferably gain the possibility of marketing strategies. It allows organisations to determine countries that mostly have their motivation towards learning and gaining people’s cultural values and beliefs.

	22
	National culture and ethical concepts allows organisations to maintain green consumption
	Halder et al., 2020
	Customer purchasing patterns and behaviours are far different from each other and organisations have been following different strategies to attract customers. There are customers or communities who mostly prefer the usage of sustainable products which allows their organisations to promote environmental safety. 

	23
	Effectiveness of transformational leaders in cultural differences
	Poturak et al., 2020
	Transformational leaders are highly engrossed in the benefits of allowing organisations to create business possibilities and assurance. Employee performance has ensured that organisations can get to know about the possibilities. Skills and capabilities are however required for organisations to maintain and create a strategic change in their business possibilities and contributions. It helps to make emotional connections with customers such that it could allow them to expand their business which accommodates growth. It shows supportive behaviour that allows organisations to attract more customers by marketing abilities even when there is a difference in culture. 

	24
	Racial Identity and Racial Identification
	Appiah, 2020
	Some countries have been considering a differentiation in understanding communities' beliefs and values. However, it can primarily gain the abilities of people to consider strategic growth and accumulation in intending to understand communities' demands and necessities. 

	25
	Organisations have been enhancing with better technological support gaining marketing abilities
	Sharma et al., 2020
	Organisations have been including different technological tools which could preferably make the business identifiable. There are multiple approaches through which it could preferably make changes in the business procedures by understanding customers' necessities and demands. However, multiple possibilities could be considered to develop and create by organisations to gain a competitive position in the market.

	26
	Technological development has been preferably allowing organisations to analyse and know about customers’ demands. 
	Bischoff et al., 2023
	Employment has been enlarging with greater availability which ensures organisations follow a structural growth in the business possibilities and enhancement. A workforce that maintains a dynamic growth in business availability ensures that they could preferably make the business attentive by allowing customers to meet their necessities and demands. The increase in digitalisation has been encouraged by traditional industries which have been trying to enhance their marketing strategies.

	27
	Decision making by generating consequences
	Rzepka and Araki, 2024
	Organisations are highly influenced towards the usage of models that could preferably make their business accessible by understanding the decisions they need to take by attracting customers or clients and to retain them. Moral estimations of future businesses can be detected when organisations want to enhance their existing business developments.

	28
	Global challenges and business survival strategies
	Naradda Gamage et al., 2020
	Globalisation approaches have been allowing businesses to get a better enhancement and exploration concern that can indicate to acquire more customers. Motivational facts have been initiated to a greater means that could establish greater assurance and development possibilities. Trade constraints get limited when organisations can get to know about the possibilities they necessarily need to maintain throughout business approaches. 

	29
	Contemporary understanding on the marketing theories
	Sagiv and Schwartz, 2022
	Cultural values and beliefs are highly valuable to organisations that could preferably make the business attentive and explorable. People's perspectives and intentions have been changing globally in terms of bringing over an evolution in its existing market scenario that could make their businesses available and competitive in the market. There is an utmost necessity to understand customers’ perception in purchasing products that could preferably gain their initiations of creativity and development. 

	30
	Cultural differences among countries raise differences
	Krendl and Pescosolido, 2020
	Due to cultural differences, communities have been suffering due to an increase in the stigma of mental illness. Moreover, discrimination and prejudice have resulted in an increase in domination among people who do not consider themselves to have well-being. The stigma relates to a challenging situation that could converge for better development and creation when businesses can contribute higher development criteria. A deeper diagnosis can help to analyse and detect the progression that could be preferably at a higher support by motivating and encouraging people. 

	31
	Cultural perspectives of businesses
	Canestri et al., 2020
	Social entrepreneurship is highly influenced towards sustaining better business possibilities and enhancements. Ensuring frequent changes in the customers' purchasing decisions and buying patterns, it can be expressed that organisations are required to analyse and detect the ways they need to maintain while manufacturing their goods and services. The market-based research method is highly based on the ways entrepreneurs can get to know about the changes they are required to make in their existing business availability. 

	32
	Climatic anxiety has resulted to the changes in customers’ preferences
	Crandon et al., 2022
	In an era, some people have made their thinking and perspectives more differentiable which could preferably indicate a creative concern and development. For example, some adolescents have been getting stressed and depressed in different situations that have been enabling their inefficiencies that could be developed and improved further on. Gaining the certainty of development, it could be preferable to indicate a communicative outcome when organisations try to communicate and interact with others. It helps organisations to know about the preferences they could indicate to gain its preferable outcomes.

	33
	Challenges faced during the inefficiencies of COVID-19 pandemic
	Porter et al., 2021
	After the emergence of the COVID-19 pandemic, people have been suffering due to a lack of mental consistency which could take their lifelong efficiencies. Cultural distress has been increasing which causes a significant impact on the contributions of different countries. It has been collaborated with the fact that it could preferably bring success. For example, where a country has been structured within a poorer economic state then it raises a challenge to know about what organisations are required to make to attract and retain its customers.

	34
	Perfectionism among customers frequently changes marketing strategies
	Thomas and Bigatti, 2020
	Perfectionism is an approach that describes individuals' necessities and the strategies that have been used to know about the ways they could preferably make their business more explorable and attentive. Reduction in personal accomplishments and emotional exhaustion increase when organisations do not get to know about the possibilities they are required to sustain. Psychological adjustment becomes more progressive communities have been attentively receiving necessary commodities that meet their needs.

	Theme 3: Cultural differences lead to miscommunication, mistrust and collaboration that can be mitigated by empowering employees, cross-cultural training and collaborative approach 

	35
	Sentiment classification models
	Ghasiya and Okamura, 2021
	Sentiment classification models are highly efficient in delivering a creative means of success which can make their business processes undergo customer analysis. India has different understanding levels based on which they have been identifying preferable changes. A regional spread and exploration indicate that it could preferably support understanding necessities.

	36
	Cross-cultural comparisons
	Sarwar et al., 2020
	Cross-cultural comparisons have contributed to some consequences and inconveniences when working engagement has influenced employee performance and well-being. It has been becoming difficult for employees to meet their sales growth as customer preferences have been changing eventually.

	37
	Developing business strategies by recovering the economic situation
	Umair, and Dilanchiev, 2022
	Manufacturing and productivity have been serving with greater availability maintaining fairness and transparency. However, it aims to create a preferable success when organisations have been trying to bring overgrowth in their existing business and marketing strategies. 

	38
	Consumer Marketing Strategy
	Rosário and Raimundo, 2021
	E-commerce has been contributing to a greater business availability that makes the business convincing and delegates with better business suitability. Product information and decision-making suitability can be gained with betterment such that it could have a preference of business establishments. 

	39
	Transformation of different cultures
	Poturak et al., 2020
	People have been reaching out to larger visions that have been making the business more expressive and attentive by gaining its competitive success. Enlarging with creative business perspectives and landscapes, it could be identifiable by organisations to detect its sustainable future goals. Employee performance has been enabling organisations to know about the business operational strategies gaining competitive strength. 

	40
	Influencer Attributes on Purchase Intentions as social media influencers
	Masuda et al., 2022
	Influencers are involved in influencing consumers’ attitudes based on purchasing intentions which could specifically reflect on the well-being and development criteria. Indicatively, it could frame a creative success in developing an evolved section, where the working progression can be made according to the market demands. 

	41
	Corporate Culture and Its Effects on organisations’ marketing strategies
	Ghumiem et al., 2023
	Business evolution has been framed to create an organisational performance where it could have much more developed countries. A positive impact on culture could be found when it prompts to make an interruption in understanding the ways it could preferably make a strategic growth in its operational gain. 

	42
	Leadership issues
	Clifton and Harter, 2023
	Human nature has been indicating a higher resolution among business scenarios such that it could preferably bring over a change in its existing contribution. The workplace has been enhanced with a greater evolution in the existing operational strategies. 

	43 
	Impact of culture in the Automobile Manufacturer
	Mattioli et al.,  2020
	Cultural values have a significant impact on the preferences of buyers regarding cars which reflects that emerging economies can prefer foreign vehicles which symbolise pride and confidence as well. Effective culture in the automobile company has its own inertia, if the company stopped the advertising, people still purchase the car which meet the needs of customers as well.       

	44
	Implementing cultural diversification bring innovation  
	Ekemezie and Digitemie, 2024
	Integration of the effective cultural perspective in the automobile industry provides the opportunity to the organisation to empower employees and increase performance of the firm as well. For instance, using the diversified culture in the business, Toyota achieves operational excellence and maintains its competitive advantage in the automobile industry which helps to stay ahead from its core competitors and increase the productivity of the business as well. By fostering the culture of kaizen and retaining workforce in the organisation provide the opportunity to understand the areas which need to be enhanced in the future period of the time as well.      

	45
	Integrate flexibility and adaptation possess to mitigate cultural issue 
	Chunsheng et al.,  2020
	This research article reflects that flexibility-oriented activities along with the spontaneity and adaptability in the organisational culture provide the opportunity to the company mitigate the issue which has been arise due to the cultural differences 

	46
	Role of cultural difference on employee performance 
	Naeem and Sami, 2020
	Cultural differences have a significant impact on the car design, organisational culture and preferences of customers. In this context, it has been identified that the cultural underpinning of the automobile industry helps to retain employees and bring innovation which helps meet the customer needs effectively. Retaining employees in the organisation assists in determining the inefficiencies and makes an informed decision which helps to increase productivity in the future period of time as well. 

	47
	Cultural gap create communication gap in automobile firm  
	Virmani et al., 2021
	It has been identified that cultural differences create communication gaps in the organisation which decline productivity and create conflicts in the business which decrease the performance of the company in an efficient manner as well.   

	48
	Effective organisational culture increasing employee engagement in the automotive industry 
	Tabone et al., 2021
	In this context, it can be depicted that effective organisational culture influences the performance of employees in the automotive industry which increase the employee engagement and boost the performance of the company in an efficient manner as well.  

	49
	Provide cross-cultural training to mitigate the issue
	Su, 2024
	In terms of this, it seems that to mitigate the issue the management team of the automobile companies provide cross-cultural training to their employees which accelerate open and interactive dialogues along with the collaboration efforts which boost the performance of the firm as well.  

	50 
	Cultural differences led miscommunication in business 
	Ren, 2024
	It has been found that cultural difference is one of the major causes that leads towards the miscommunication, mistrust, and collaboration which significantly impact on the international business discussions. On a similar note, it seems that cultural differences create an immense impact on the “language, etiquette, decision-making, communication, and values” which decline the productivity of the business as well.  


[bookmark: _Toc174465562]Table 1: Thematic Table
(Source: Self-Created)
[bookmark: _Toc174465563]4.4 Discussion 
Stereotypes regarding business roles are greater in India than in the UK. The role reversal between businesses and industries is crucial for success when working with fewer workers in case of an emergency situation (Gupta et al., 2022). The business roles are well distributed in almost all social classes depending on their expertise and qualification in the UK but the opposite happens in India. Social cohesion with respect to job rank and file is still something modern India needs to work around. Furthermore, it is easy to charge low fuel costs and so on. In the UK people are more resourceful with higher per capita income as a result working class people either prefer electric cars due to wider road spaces and small population as well as their higher maintenance capacity with regards to their automobile (Sovacool et al., 2018). 
However, some communities can send high ratios of approaches that could preferably make them broader. It means that they can purchase products at a higher cost and are expensive. On the other hand, there are communities in society that cannot afford expensive products and like to purchase products that are sold at a lower cost. It brings over evolution in its existing market situation such that marketing strategies need to be changed in its existence. It could be found that there are people or employees in organisations who attentively look after customers buying opinions and perceptions based on which they can know about their potential customers’ preferences. Some employees can indicatively bring successful growth in the existing business strategies likely to bring support to enhance its business procedures in future. Preferably, supporting the marketing decisions, it could be understood that there are people who have been trying to acquire a better evolution in the marketing situation (Lam and Mercure, 2021). It could indicatively support the business term to create growth in its existing market position and terms to make for a betterment. Supporting with a greater means can indicate that people have been enlarging their validation in accepting a new brand among all other competitive brands. 
The Indian government has an import and export duty on cars manufactured outside India which can potentially affect the choice of the customers (Lam and Mercure, 2021). Electric Bikes, Autos and Cars manufactured in India get a higher customer preference due to lower taxation. Similarly, the UK has tax policies and trade duties which affect customer’s purchase of automobiles. Consumers in the UK, hold a Green Self Identity attitude which compels them to buy the eco-friendliest cars which use alternative fuel sources or are electrically driven. The Indian Consumers buy more feature-driven cars with longer mileage, lesser maintenance and so on as they are not yet economically viable enough to purchase eco-friendly cars (Patel et al., 2020). Electric bikes and autos are still popular as they are affordable.
The automobile industries that manufacture electric vehicles are recently turning towards India to lower their production costs and improve on innovation with the collective opinion of Indian Engineers (Singh et al., 2020). This has set a market trend and an attraction for electric automobile purchases as India dreams to move towards 100% EVs by 2030. India is fast evolving in the global market as an electrical car manufacturing industry whereas the UK is trying to come up with further innovations in future to get new improved features like automated driving, accident preventive tools, speed controllers and so on. Certain Indian cities like Delhi and Kanpur are very difficult to live in as people get respiratory diseases due to air pollution. In the UK places like London and Birmingham have the highest air pollution as all the industrial and smoke discharges from manufacturing colonies and restaurants are discharged directly into the environment (Vohra et al., 2020). These cities in India and the UK have very strict policies and regulatory laws with regards to environmental protection and preservation that allow certain kinds of transport and vehicles to run on the streets. This could be alternative fuel vehicles or even electronic vehicles with minimalist air pollution parameters. There is an estimated 30% PEV sales that India will observe by 2030 (Dua et al., 2021). In the UK the more polluted cities have Electric Car or Alternative Fuel automation policies that bar its users from using cars with other specifications.
After analysing the market position of India and the UK, it can be detected that the UK population are highly involved in the high technological advancement that allows them to preferably make changes in its existing business associations. On the other hand, it can also be preferred that a business can explore its operations with better suitability when they could indicate a preferable gain and support externally. The UK automobile industry is highly valued in understanding the ways it has been trying to create innovative changes in its existing products so that it can help attract customers (Dua et al., 2021). On the other hand, Indian customers are highly motivated to purchase products that are affordable to them and can bring effective changes in their well-being. In this regard, the automobile industry is required to implement changes by making the product a cost-effective strategy. Bringing to a greater evolution it terms to gain the possibility of approaches that could be availed with greater means and assurance. Therefore, the automobile industry has been procuring distinct marketing strategies that can allow them to make their business liable and attentive due to severe differences between the UK and India. 
[bookmark: _Toc174465564]4.5 Summary 
It can be summarised that cultural differences have been causing impacts on marketing strategies in the automobile industry undergoing a comparative analysis between the UK and India. There are multiple factors based on which automobile industries get a secured process through which it could indicate a preferable gain and success. Management teams of industries have been undergoing effective means of business responses which could enable them to understand the cultural differences between the UK and India. It has been serving within a greater availability where people have termed to create an effective gain and establishment in marketing strategies by attracting customers more differently. Communication differences and cultural barriers are the challenging aspects that have been raised to a challenging situation. People intend to bring changes in their necessary creations that establish to frame a successful creation. On the other hand, people’s purchasing behaviours and buying patterns have been changing which indicates that it could preferably make its business accessible and attractive. Multiple approaches are used by organisations that could preferably make the business accessible and attentive gaining its competitive strength in the market. 


[bookmark: _Toc174465565]Chapter 5: Recommendations and Limitations
[bookmark: _Toc174465566]5.1 Concluding Remarks
Cultural diversity refers to the existence of different cultural and ethnic groups within a society. Culture, therefore, significantly impacts the preferences of the customers which eventually impacts the marketing strategies of the company. Hence, it has been determined that auto marketers develop various strategies based on cultural nuances across the country and market to engage with the customers. Apart from that it has also been identified that in the UK almost 29% of the customers prefer diesel-powered vehicles while 14% of the UK population prefers EV-powered or hybrid vehicles. However, on the contrary, it has been identified that in India almost 16% of the population prefers EV-powered or hybrid vehicles and 30% of the population prefers vehicles powered by gas. Hence, through this variety of preferences between both countries, it can be determined that the marketing strategies of the vehicles will also vary from country to country. Apart from that, this chapter has also stated the aim, and objectives of the study along with raising questions that have been addressed throughout the study. Along with that the rationale section of the chapter has identified that the difference between the preference and behaviour of consumers is a potential challenge within this industry. This study has also stated the significance of conducting this study along with providing the structure of the study. 
In the next chapter, the research objectives have been addressed along with aligning the findings with relevant theories and models. Here it has been identified that the cross-cultural psychology differences refer to the various costumes, values, beliefs and behaviours that exist in individual approaches based on the difference in cultural background. It has also been identified that the major difference between the preferences of the Indian and UK consumers is that the Indian consumers are more inclined towards using commodities which are luxurious while the consumers in the UK are inclined towards using commodities that are equipped with advanced and innovative technologies. Along with that, the negative aspects of cultural differences are also discussed through which differences in communication style, varied approaches of management and leadership, and differences in work ethics along with others have been identified to be impacting the automobile industry’s performance in the UK and India. Along with that the conflict theory, Hofstede’s cultural dimension theory and Handy’s model of organisational culture have been used to align within this context. Through these theories and models, the differences between the UK and Indian Cultures have been accessed through which the impact of these differences on the work ethics of these countries' automotive industries have been discussed. Followed by which the gap within the literature has also been discussed in this chapter.
The next sections of this study emphasised on the methods to be used within this study have been thoroughly discussed. This chapter states that it uses the interpretivism philosophy to meet the aim of the study. This is because the interpretivism approach enables a rich analysis of complex and relational dynamics as it acknowledges the diversified quality of cultural practices and signification. However, this chapter has also stated about utilising an inductive method of analysis to understand the effects of marketing approaches on the automotive industry. Apart from these the research design, data collection methods, data analysis and other various aspects of methodology have also been discussed. Along with these, this chapter has also discussed the limitations of the research. 
The next part of the study deals with the findings, analyses and discusses the objectives of the research by making appropriate themes in the form of a thematic analysis. Here 50 articles have been accessed to conduct the findings and analyses section where the different underpinnings and opinions of the authors have been discussed to gain an overall insight into the research objectives. Apart from finding and analysis, this chapter has also focused on discussing these findings to provide an overall overview of the context. Such as it has been identified that some immigrant countries suffer because of cultural differences and language barriers however another author has opined that the analysis of cross-culture also has positive consequences on mapping the organisational norms and regulations to enhance and progress its business. 
[bookmark: _Toc174465567]5.2 Linking with Objectives
The first objective of the study was “To understand the concept of cultural differences and assess the influence of market demands of the automobile industry of the UK and India”. This objective of the study has been discussed in the literature review and findings, analysis, and discussion chapter. Within the context of this objective, it has been identified that the market demands of India and the UK are preferably different from one another which creates a complex scenario for this industry. 
The second objective of the study was “To evaluate the impact that cultural differences have on the marketing strategies within the Automobile industry of the UK and India”. This objective of the study has been discussed in the literature review and findings, analysis, and discussion chapter. Within the context of this objective, it has been identified that the difference between cultural beliefs and values significantly impacts the marketing strategies of the industry in order to attract consumers towards products.  
The third objective of the study was “To find out the negative consequences of cultural differences that impact the performance of the automobile industry and determine the strategies which can help mitigate the cultural differences impacting the business performances within the automobile industry of India and the UK”. This objective of the study has been discussed in the literature review and findings, analysis, and discussion chapter. Within the context of this objective, it has been identified that “customer preferences and expectations”, “misalignment within branding” along with others have negative impact on marketing strategies which can be mitigated through the adoption of effective leadership and communication style along with others.
[bookmark: _Toc174465568]5.3 Recommendations
The recommendations that can be provided within context to mitigate the issues related to cultural differences are as below:
Adoption of effective leadership style: Adoption of an effective leadership style within an organisation will help the business adapt to the various changes in the culture which will eventually help the organisations develop trust within its employees in order to enhance the overall team performance. Along with that through the adoption of an effective leadership style, the communication system within an organisation is also enhanced simultaneously which results in enhancing and improving the efficiency and performance of the company. 
Creation of cultural committee: Creating a cultural committee within an organisation that consists of diverse team members will allow the organisation to enhance its overall organisational performance and boost its efficiency. This is because creating a diverse cultural committee will allow the employees within the organisation to understand and learn about other cultures which will create an inclusive work environment. 
[bookmark: _Toc174465569]5.4 Research Limitations
Despite conducting an in-depth study, there are still certain limitations to this study. This study lacks a discussion on the exact preferences of the consumers in the UK and India due to a lack of relevant sources. Along with that, the inaccurate understanding of the country's specific leadership style is another limitation of the study as assessing the accurate leadership style employed by the countries would have elevated the quality of the overall comparison between the countries. Another limitation of this study is insufficient data on specific marketing strategies adopted by the UK and India. Apart from that the major limitation or drawback of this study is the lack of primary data as this study has used secondary sources of data collection to conduct the study. Utilisation of the primary sources of data collected would have enhanced the reliability and accuracy of the findings as it would have allowed attaining an insight into the real-world perspectives to elevate the quality of findings and study. However, another lack which has been identified within this study is that the interpretation of data is not accurate enough to be trusted due to the weaknesses present in the reliability of secondary sources. 
[bookmark: _Toc174465570]5.5 Future Scope
The importance of diverse cultures and the impact of cultural differences within various contexts are an emerging topic which allows the readers to access various perspectives and dynamics of culture. Hence, conducting research on cultural differences and their impact on the marketing strategies of the two countries UK and India will allow the readers to gain various important insights into the differences within the culture of both these countries and how they impact the marketing strategies and environment of the respective countries. Along with that learning about various cultures promotes tolerance and respect within the various industries and organisations. Following these, conducting a study on cultural differences and their impact on the marketing strategies of the UK and India will also provide various insights to the readers related to the country's approach towards various market trends and consumer behaviours which will enhance the overall understanding of cultural differences within the countries. Apart from that, conducting research on cultural differences will also enhance the understanding of global business through understanding the various contexts of cultural differences in tailoring marketing strategies, customer services and others. 
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