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[bookmark: _Toc168418950]Introduction
[bookmark: _z1xmo8up7uo9][bookmark: _Toc168418951]Background
Culture does not only define the different groups but also defines the various beliefs and values that provide a structure to the behaviours of consumers and respond to marketing strategies. Understanding and determining the culture of the target market is an essential part of any industry to know and understand the needs of the people that the specific industry's products or services can fulfil. Culture in itself has a huge impact on product marketing strategies as it also affects the lifestyle of the consumer hence brands and industries tend to focus on the cultural aspects as they play an important role in affecting the marketing strategies of a product. It also influences marketing strategies through various elements such as product design, marketing mix, product pricing, etc. Various aspects are influenced by cultural differences hence this proposal aims to identify the impacts of cultural differences within the automobile industry because these impacts may vary from positive to negative. This is because cultural differences help the brands navigate the global market by providing culturally respectful and relevant offerings which has a positive impact on the industry while it can also cause various challenges for the industry which hurts the industry. 
[bookmark: _5xtnhqnitwit][bookmark: _Toc168418952]Research problem
Culture is a multifaceted and complex aspect that not only impacts the behaviour of the consumers but also impacts the marketing strategies of the brand or industry. Hence, cultural differences cause various challenges and problems for the various types of industries and brands as they have the potential to influence the marketing strategies of the products. Some of the most common challenges that almost all types of industries face are communication, language, values, attitudes, behaviours, and preferences. The issues and challenges that this proposal will mainly focus on are related to the challenges faced by automobile industries in their marketing strategies due to these cultural differences. The cultural difference or preferences that acts as a challenge in the automobile industry in two different countries like India and the United Kingdom are different environmental concerns, human health and public culture. These differences are also heavily influenced by the economic aspects of the countries that vary from one another. Hence, this proposal will mainly focus on the challenges caused by to economic and environmental factors of the countries along with the human health concerns that influence the marketing strategies of the automobile industry.     
[bookmark: _Toc168418953]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: _48yhlze3apx7][bookmark: _Toc168418954]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 in the UK and India
· To determine the strategies which can help mitigate the cultural differences impacting the business performances  within the automobile industry of India and the UK
[bookmark: _kvxc5zj885ee][bookmark: _Toc168418955]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 in the UK and India?
Q4. 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: _Toc168418956]Preliminary literature search
[bookmark: _uep9h4wqsngw][bookmark: _Toc168418957]Introduction
A literature review is considered a summary of the subject field which mainly supports answering and identification of the research questions. In this section, the cultural aspects of the UK and India greatly impact the marketing strategies of the automobile industry.  
[bookmark: _4msrygkcp5xd][bookmark: _Toc168418958]Cultural differences and the influence on marketing strategies of the automobile industry of the UK and India
In the UK automobiles are considered the indicators of status and wealth in popular culture and everyday life. Audiences in the UK considered having luxury cars as their status symbols.  Babu et al., (2024) state that, the UK automobile industries are surging in the manufacturing sectors that are importing “data-driven innovation (DDI)”. UK manufacturing sectors prefer the DDI that ranges from the conceptualisation of the “innovative data products”. The step DDI process helps in the understanding of the dynamic capabilities which is required for institutional theory. The automobile industry follows innovative strategies for the latest and updated designs. 
On the other hand, the Indians prefer social norms, values ethics and socio-religious traditions. Bansal et al. (2021), state that they prefer long-lasting products and provide better services that are spacious too. They prefer automobile products that can provide long mileage and are user-friendly which can be used for the long term. Consumers of India research a lot before buying a product properly. In the case of the Indians, the car is the representation of their lifestyles, choices, values and personalities. They chose cars according to their tastes and user-friendliness. 
[bookmark: _siz555qs30hy][bookmark: _Toc168418959]The impact of cultural differences on the marketing strategies within the Automobile industry
Sheth (2021) states that the culture of the UK is mainly focused on technology, and environmental sustainability and emphasises performance. Therefore, advertisements are designed by focusing on safety, reliability and fuel efficiency. Advertisements feature eco-friendly initiatives, technological advancements and environmental consciousness. 
On the other hand, Kumar et al., (2020) argued that Indian marketing helps the emphasis on affordability, suitability and cost of ownership that helps in the varied terrains. Indian audiences prefer family-oriented features, fuel efficiency and space therefore advertisements need to be designed accordingly. Word-of-mouth referrals and dealerships are appropriate for the traditional media channels.     
[bookmark: _9wm5bl23c90z][bookmark: _Toc168418960]Negative consequences of cultural differences that impact the performance of the automobile industry
Cultural nuances can lead to the misinterpretations of the marketing messages which can resonate positively for one culture. Lee and Suh (2022), opined that ineffective communication is considered worse and has negative consequences.  Cultural differences create a greater impact on the logistics and supply chain relationships that greatly affect the inventory management and production schedule. 
On the other hand, King et al. (2021), argued that legal issues and regulatory compliances can pose challenges for multinational automobile organisations. Failure the understand the local regulations results in litigations, fines and damage to the brand's reputation. Insensitivity or cultural missteps can easily tarnish the image and brand reputation. 
[bookmark: _w4dnytvctx6a][bookmark: _Toc168418961]Strategies to mitigate the cultural differences impacting the business performances within the automobile industry
Negative consequences related to cultural differences can be mitigated by cross-functional integration, resilience and others. Poberschnigg et al., (2020) state that, resilience helps to mitigate delivery delays, organisational bankruptcy, sales loss and others. Cross-functional training, recognition and relationship longevity help to mitigate the negative consequences of the cultural differences in the UK and India which helps the automobile companies to design their advertising according to the preferences of the customers. 
On the contrary, Can Saglam et al., (2021) argued that the automobile industry follows the “supply chain risk mitigation strategies” which help in receiving scant attention for the understanding of the business environment. Automobile companies are focused on responsiveness and flexibility to help in the mitigation of the negative consequences of cultural differences between the UK and India. 
[bookmark: _5u8gl2wnd5ba][bookmark: _Toc168418962]Theoretical underpinnings
Hofstede’s cultural dimension theory
“Hofstede’s Cultural dimension theory” helps to understand the cultural differences between the UK and India. The customer preferences can be understood by the implementation of “Hofstede’s cultural dimension theory” (Jan et al., 2022). The factors such as "power distance", "individualism", "short-term orientation", "indulgence" and others are used for the understanding of values and cultural attitudes. 
[image: ]
Figure 1: Comparison of the cultural difference
(Source: Hofstede-insights, 2024) 
[bookmark: _6sdj2cljoiiw][bookmark: _Toc168418963]Limitations
The study is based on secondary research which is capable of providing an in-depth understanding of the cultural differences between the UK and India. The research can follow the primary method for accuracy and precision which is considered the limitation of the study.  
[bookmark: _berzzes89j3m][bookmark: _Toc168418964]Conceptual framework
[image: ]
Figure 2: Conceptual framework
(Source: Self-developed)
[bookmark: _Toc168418965]Research methodology to be used (including ethics)
Research methodology can be defined as a process a researcher intends to undergo to carry out a specific research study. It is a systematic and logical plan to resolve issues raised by analysing the research problem (Pandey and Pandey, 2021). The research study will select an interpretivism research philosophy which is an integration between the research study and human interests. This philosophy allows the study to undergo a qualitative analysis over quantitative data analysis (Alharahsheh and Pius, 2020). Cultural differences need to be analysed based on the market strategies used in the UK and India which are highly distinguishable where it serves a better accommodation towards a better possibility in the research study. A deductive research approach will be selected in this research study that eliminates unnecessary and irrelevant data that have been witnessed in the study. The deductive research approach investigates research study by interlinking from a particular concept to a generalised one (Casula et al., 2021). It ensures to bring over an evolution in the research processes and strategies that align with a higher stability in the research concepts. It can be analysed that cultural differences have been gained and explored within the automobile industries but those need to have a generalised form. It will provide an opportunity for the research study to get into a generalised concept which will make it much easier to convey a message about cultural differences in India and the UK. 
The exploratory research design will be selected in this research study which will provide an opportunity to undergo an analysis without making a final statement. Exploratory research design defines a study that is highly focused not on reaching a conclusion and final statement (Nakash et al., 2022). It can be understood that cultural differences are one of the major concepts in global situations as it does not allow a research study to conclude. As a result, secondary data analysis will be selected which will provide an opportunity to analyse the research study about cultural differences' impacts on market strategies of automobile industries in the UK and India. It will provide an opportunity for the research study to analyse all forms of qualitative data. Moreover, the research study will enlist ethical considerations which will provide an opportunity to protect collected data from secondary articles, journals and books. It will help to indicate an effective gain and exploration where it can serve to imply a higher availability of data. All the data and information will be stored in MS Word in a centralised process. Passwords will be used so that back-end users cannot access the data which will be researched. It will provide an opportunity for the research study to make over an exploration towards the research study. The research study will select the research papers based on their relevance and authenticity. Simple languages will be selected based on which they can convey a strategic gain for other readers to understand the concepts regarding the cultural diversity and differences raised and impacts on business marketing strategies. 
[bookmark: _cw0rr5l734a5][bookmark: _Toc168418966]Risks
The study is based on secondary research which has the risks of reliability and accuracy that can vary widely. Information is considered outdated, biased, incomplete and misinterpreted. Secondary research is mainly subjected to the interpretations, perspectives and biases of the compilers and authors. The study has the risks of cultural biases, ideological influences and preconceived notions that are shaping the presentation of the information (Taherdoost, 2021). Researchers can have limited control in the data collection process that is based on the accessibility and availability of the data that is considered as the risk factors.  
[bookmark: _koxgaz98n74][bookmark: _Toc168418967]Timeline (Gantt chart)
Tasks undertaken   week 1  
Selection of the topic 
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	Task undertaken
	Week 1
	Week 2 
	Week 3
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	Week 6
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	data collection
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	data analysis 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	conclusion 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	final submission 
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