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[bookmark: _GoBack]Morocco is a constitutional monarchy in North Africa. It has coasts on the Atlantic Ocean and the Mediterranean Sea. Experts assert that most Moroccans, almost 80% in some estimates, have Berber origins. The rest are Arab, African, European, and Jewish by descent. 99% of the citizens are Muslims. These demographic realities are an indication that a company from England would have to adjust its communication strategies if it wants to succeed in Morocco. The cultural differences between Morocco and England demand a deliberate inter-cultural communication strategy. At the center of the strategy should be an understanding of the intercultural theories and the local cultural dynamics.  
What is Intercultural Communication?
Intercultural communication is best defined as the interaction between members of different cultures or sub-cultures with the aim of creating a shared understanding of a message (Suen & Suen, 2019). This rather simplistic definition encompasses the basics of the concept but is by no means a comprehensive definition of it. In its entirety, the concept involves understanding the factors involved in crafting messages and then sending and receiving them across cultures (Bauman & Shcherbina, 2018). In fact, the term is used in different contexts by different people. However, the key variables remain the same in all of the definitions. The individuals interacting with each other have to be from different cultures and their goal has to include the generation of a shared meaning.
Importance of Intercultural Communication
At a personal level, the study and appreciation of intercultural communication allow one to look at his or her biases. It creates room for an individual to recognize the reasons why he or she chooses to frame, send, and receive messages in a certain way (Ferri, 2018). In the process, one is able to see how his or her biases might enhance or retard communication with others from different cultures (Guo, 2019). The result should be an objective process through which one improves his or her ability to communicate.
At the societal and communal level, the concept of intercultural communication is essential for inter-communal harmony. People are much less likely to be in conflict if they understand each other. That understanding always comes from communication with each other. A community, whether corporate or organic, will be able to foster positive relationships with others only if it recognizes the reality of cultural differences in the formatting, sending, and receipt of messages. Understanding the concept increases a community’s capacity to develop shared meanings with the entities with which it shares a locality, space, or goal.
Both of these elements congregate when it comes to the development of a company whose operations entail the interaction of people from more than one culture. At the personal level, an appreciation of intercultural communication will allow leaders in particular to create an environment in which companies can communicate across cultures (Reiter & Downing, 2020). Leaders will only invest time and resources in a concept for which they have a proper understanding (Klyukanov, 2020). The result will be a company that allows internal and external stakeholders to communicate effectively with each other regardless of their cultural backgrounds.
At the same time, knowledge and appreciation of the efficacy of intercultural communication are critical elements of brand building. A company should be able to not only communicate across cultures but must also retain the capacity to listen across cultures (Vu, 2019). It must possess enough cultural competence to understand its clients and other stakeholders beyond cultural boundaries (Noel, Yashima, & Zhang, 2020). It is only by understanding one’s biases and how intercultural communication works that a company can create a brand that communicates the same ideas to people from different cultures. One cannot engage in effective branding if he or she does not have a proper understanding of the value and efficacy of intercultural communication.
Theories of Intercultural Communication
Convergence Theory stands out as one of the most important theories in intercultural communication. It asserts that when different cultures interact, they inevitably find factors that they have in common. The more they know about each other, the more they realize that they are not so different after all (Kozlova, 2020). The idea is that people from different cultures are similar in many ways but their separation ensures that they focus on their differences (Valeri, 2021). Intercultural communication allows these cultures to get close enough to each other for the members to identify the similarities between them.
There is also Cultural Accommodation Theory which states that when two individuals from different cultures are communicating, one of them will modify his or her communication approach to accommodate the other (Bindra, Parameswar, & Dhir, 2019). The said individual, or organization, can modify the sending and receipt process. For example, a person who regularly interrupts his peers might keep interruptions to a minimum when he or she is interacting with someone from a culture where interruptions are taken as signs of disrespect. Instead of converging on a point of commonality, one of the individuals or entities decides to accommodate the other’s preferences and approaches.
Cultural Adaptation Theory, on its part, asserts that human beings will tend to adapt to the cultural dictates of a dominant culture. People from minority cultures will often find that those from mainstream ones will want to retain their practices. Since members of mainstream society do not necessarily need to adapt to the cultural minority’s inclinations, it is often the latter who change. Cultural adaptation is deliberate and involves the study of the dominant society’s framing, sending, and receiving practices. One adapts to the cultural dictates of the dominant society so that he or she can survive in the said society.
Cultural Fusion theory is almost the polar opposite of the Cultural Adaptation Theory. Instead of the minor culture adapting to the mainstream one, it continues to leech its cultural elements into it (Luck & Swartz [b], 2020). Members of the dominant culture slowly but surely adopt the elements of the minor one. A good example is the use of Afro-British slang in mainstream communication. The community is a minority in Britain but it manages to influence the manner in which many members of mainstream societies communicate. Cultural fusion only works when the minor culture is different and coherent enough to set itself apart from the mainstream one.
Application in General
A company wishing to communicate effectively with a multicultural clientele needs to understand the value of all of these theories because they do serve their purpose in different situations. For example, Convergence Theory is excellent when communicating to a society whose constituent cultures have interacted for quite a while. For instance, city dwellers might come from different cultures but a similar environment will result in convergence. A company that understands this will use convergent language with which all residents of the city can relate. The theory will help it understand what points of commonality to focus on.
Cultural Accommodation works best when one is moving into a new area or operating in an area where the public and clientele do not share a culture with him or her. The company or individual has to adjust the style of communication if it is to work. For instance, British companies often have to adjust their symbology when marketing in the Middle East because of differences in the manner in which hand gestures like the “OK” sign are used. One learns how the locals communicate and then adjust his or her style accordingly if he or she wants to communicate effectively.
Companies that have to operate in cultures that are distinctively different from their parent culture also have to adapt to their target culture. While it is critical to retain an identity, sometimes it is best to communicate one’s closeness and congruence with the target culture (Halualani, 2018). A good example is a manner in which Coca-Cola’s Indian division has immersed itself in the local market. It uses Indian slogans, Bollywood celebrities, and Indian slang in its campaigns as it tries to reduce its identity as a foreign company (Luck & Swartz, 2018). This theory is especially valuable for companies operating in markets where the clients display a significant amount of cultural pride.
Companies operating in urbanized societies have to understand Cultural Fusion Theory if they are to succeed in creating a common messaging for the members of that market. It is worth noting that a number of companies have been accused of cultural appropriation after trying too hard to use urban slang. Others have ended up using outdated words and phrases thus making the brand look and sound stale and out of touch (Satuna, 2019). Effective communicators know that they have to retain currency and relevance when they are dealing with cultural fusion in the market.
Application to Morocco
Perhaps the most significant cultural issue in Morocco for business people coming from England is religion and one needs a proper understanding of Cultural Adaption Theory to survive on this aspect. While the residents of Morocco’s urban areas are relatively exposed to Western culture, the whole society is quite conservative (Jamali & Hossary, 2019). A company coming into the market has to adapt its operations to the dictates of Islamic norms and regulations. Liberalization means that many of these norms and regulations are not actually laws but the people do take them seriously (Maliki, Housni, & Biad, 2019). Any deviation from the expectations will result in a company losing brand value.
At the same time, managers should note that Moroccan society tends to be quite conservative even in the absence of Islam (Szobonya & Roche, 2021). The country’s residents, especially rural and older ones, have an evolving but still present suspicion of Western culture (Benattabou, 2020). A company that comes into the market has to ensure that it does not look like its wants to drive cultural change. It should be careful to display respect for the local norms if it wants to communicate effectively with the locals. Cultural Adaptation theory is quite apt in this regard too.
That said, managers and planners should realize that Moroccan society is not exactly homogenous. The main communities in Morocco are Berbers, Arabs, and Africans. There are also relatively large Jewish and Mediterranean communities in the country (Metwalli & Demello, 2020). Though these entities share a national culture, they also have distinct languages, norms, and communication realities. A company in this country should find out whether or not cultural fusion has occurred and to what degree it has united the population. The fact that members of the various cultures tend to create relatively distinct communities makes communication that much more complicated. One has to find a way to communicate with these distinct groups.
Businesspeople from England will find many opportunities for cultural convergence when it comes to the nation’s political structure and the people’s approach to it. Just like England, Morocco has a monarchy that is now largely ceremonial. While the people crave democracy, the monarchy also enjoys a great deal of respect for the monarchy (Scherle, Pillmayer, & Braun, 2020). Businesspeople from England will appreciate the fact that the people tend to like their monarch. It is possible to use the King as a unifying factor in marketing (El-Bassiouny et al., 2020). The cultural convergence opportunities offered by the existence of monarchs in both nations are quite extensive.
Challenges Associated with Intercultural Communication
One of the main challenges associated with intercultural communication is the need to generate a balance between effective cultural communication and the retainer of brand identity. Many British companies have an element of British culture in their identity. In some cases, the connection to English culture gives a company a competitive advantage. Losing the distinct elements reduce the company’s ability to communicate its brand essence to the community. On the other hand, an inability to adjust might communicate contempt for the local culture and lead to communication failures. It is not easy to find the right balance.
There is also the fact that it costs time and money to gain a proper understanding of a target culture. The culture in Morocco is different enough to demand an extensive research effort. The fact that societies grow and develop also means that the investment in research has to be constant. Many companies are struggling to operate with restricted budgets as the Covid-19 pandemic continues to affect profitability. Many firms will not have enough funds to run a proper research process (Hes & Švecová, 2021). Unfortunately for them, they do not really have a choice in the matter. They have to find ways to understand the culture if they are to understand.
Finally, there is also the fact that culture is dynamic and companies have to adapt to changing realities. For instance, Morocco’s young people are relatively more Westernized than their older peers. On the other hand, they still display an elevated level of nationalism and cultural pride (Taiebine & Doukkali, 2018). While the constant communities are still relatively distinct, communities in urban areas are becoming more culturally diverse than they have ever been before (Jamali et al., 2020). The result is a culture that is evolving and which, in turn, presents challenges to foreign companies.
Why it is Important to Recognize the Challenges
It is not possible to solve a problem unless one admits that a problem exists and needs solving (Velikorossov et al., 2020). This is the primary reason why businesses have to identify and recognize the challenges they face. In this case, a company will not invest in effective intercultural communication capabilities if it does not believe that there are challenges to overcome (Kim & McKay-Semmler, 2018). At the same time, it will not allocate enough resources to the challenges if it refuses to recognize them. The recognition of challenges is the first step in dealing with them.
Recommendations
Surviving and thriving in the Moroccan market will require extensive investment in research. As mentioned, the national culture in that country is not static. A smart company will put in place a system that collects and analyzes accurate, current, and relevant data on the cultural reality in a target country (Ansoff et al., 2018). The investment should be deliberate, targeted, and sustainable (Zakaria, Yusof, & Muton, 2020). It also has to be based on a genuine desire to understand Moroccan culture as it is and not the imposition of an external understanding of the country and its people. British companies have no choice but to invest in the process.
It will also be prudent for companies from England to consider the level of cultural fusion inherent in Moroccan society. African, Arab, European, and Jewish cultures have influenced the country’s people for centuries. At the moment, there exist large communities in Morocco which practice these cultures. Their elements are visible in various aspects of mainstream Moroccan culture including its pop music and urban slang. Understanding the level of cultural fusion present in a society will allow companies to craft a universally-appealing and yet current message (Rothaermel, 2018). An understanding of cultural fusion will create the right environment for the firm to communicate effectively with a large audience.
Conclusion
Intercultural communication is the practice of communication across cultures in a manner that creates shared meaning. When individuals or entities from different cultures or sub-cultures interact, communication only happens if they can agree on a shared meaning. Operating in Morocco will demand an understanding of the local environment and theories of intercultural communication including Cultural Convergence Theory and Cultural Fusion Theory. For instance, the company can use its understanding of Cultural Adaptation Theory to craft a brand that has a specific cultural appeal to Moroccans. In the end, the primary goal is to develop an understanding of one’s cultural biases and then deal with them.    
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