MMustfa Hussain (mail2drmustfahussain@agma Jownloaded: 2/5/2026 3:49:12 AN
1G1 Global Scientific Publishing Platfarm 5 2409:4089:9282:b2bd:fh3e fech 2483:8218

Improving Business
Through Marketing,
Cross—Cultural
Management, and
Public Relations

Baby Anusha Nur Mohamed Thaheer
University Teknologi MARA, Malaysia

Azman Norhidayah
https://orcid.org/0000-0001-8324-7137

Management and Science University, Malaysia

Tengku Elena Tengku Mahamad
University Teknologi MARA, Malaysia

Fitri Hariana Oktaviani
Brawijaya University, Indonesia

IGI Global

Scientific Publishing
Publishing Tomorrow's Research Today



Mustfa Hussain (mail2drmustfahussaing
1G1 Global Scientific Publishing Platfarm

Vice President of Editorial Melissa Wagner

Director of Acquisitions Mikaela Felty
Director of Book Development Jocelynn Hessler
Production Manager Mike Brehm
Cover Design Jose Rosado

Published in the United States of America by
IGI Global Scientific Publishing
701 East Chocolate Avenue
Hershey, PA, 17033, USA
Tel: 717-533-8845 | Fax: 717-533-7115
Website: https://www.igi-global.com E-mail: cust@igi-global.com

Copyright © 2026 by IGI Global Scientific Publishing. All rights reserved. No part of this publication may be reproduced,
stored or distributed in any form or by any means, electronic or mechanical, including photocopying, without written permission
from the publisher. Use of this publication to train generative artificial intelligence (Al) technologies is expressly prohibited.
The publisher reserves all rights to license its use for generative Al training and machine learning model development.

Product or company names used in this set are for identification purposes only. Inclusion of the names of the products or compa-
nies does not indicate a claim of ownership by IGI Global Scientific Publishing of the trademark or registered trademark.

Library of Congress Cataloging-in-Publication Data

Names: Thaheer, Baby Anusha Nur Mohamed, 1981- editor
http://id.loc.gov/authorities/names/n2025014330
http://id.loc.gov/rwo/agents/n2025014330

Title: Improving business through marketing, cross-cultural management, and
public relations / [edited by] Baby Anusha Nur Mohamed Thaheer, Azman
Norhidayah, Tengku Elena Tengku Mahamad, Fitri Hariana Oktaviani.

Description: Hershey, PA : IGI Global Scientific Publishing, [2026] |
Includes bibliographical references and index. | Summary: "This book
aims to offers comprehensive guidance for businesses expanding into
global markets"-- Provided by publisher.

Identifiers: LCCN 2025013675 (print) | LCCN 2025013676 (ebook) | ISBN
9798337315447 hardcover | ISBN 9798337315454 paperback | ISBN
9798337315461 ebook

Subjects: LCSH: Export marketing--Management
http://id.loc.gov/authorities/subjects/sh2008103449 | Intercultural
communication http://id.loc.gov/authorities/subjects/sh85067222

Classification: LCC HF1411 .I366 2026 (print) | LCC HF1411 (ebook) | DDC
658.8/4--dc23/eng/20250604

LC record available at https://lccn.loc.gov/2025013675

LC ebook record available at https://lccn.loc.gov/2025013676

British Cataloguing in Publication Data
A Cataloguing in Publication record for this book is available from the British Library.

All work contributed to this book is new, previously-unpublished material.

The views expressed in this book are those of the authors, but not necessarily of the publisher.

This book contains information sourced from authentic and highly regarded references, with reasonable efforts made to ensure
the reliability of the data and information presented. The authors, editors, and publisher believe the information in this book
to be accurate and true as of the date of publication. Every effort has been made to trace and credit the copyright holders of all
materials included. However, the authors, editors, and publisher cannot assume responsibility for the validity of all materials
or the consequences of their use. Should any copyright material be found unacknowledged, please inform the publisher so that
corrections may be made in future reprints.



Mustfa Hussain

1G] Global Scientific Publishing Platform 5 2409°4089:9282 b2bd fbie

mailZdrmustfahussain@gma lownloaded: 2/5/2

Table of Contents

Preface......cooooooiiiiiiiiieeeeeeeeeeeeeeeeeeeeeeee ettt e e e e e e e e reeeeaeeeeaeaaaaeas Xiii

Chapter 1
Navigating the Global Business Landscape: Key Challenges and Opportunities.. 1
Mustafa Kayyali, Maaref University of Applied Sciences, Syria

Chapter 2

The Dynamics of Cross-Cultural Management in a Globalized World .............. 25
Handan Akkag, Ankara Science University, Turkey
Cem Harun Meydan, Ankara Science University, Turkey

Chapter 3
Leveraging Islamic Marketing for Consumer Behavior Insights in Takaful
and Bancassurance: A Cross-Cultural Management Approach........cc..cccecueeneen. 55
Muhammad Nawaz lgbal, Sir Syed University of Engineering and
Technology, Pakistan
Muhammad Tahir Jan, International Islamic University, Malaysia

Chapter 4
Bridging Cultural Gaps: Effective Communication in International Business.... 77
Mustafa Kayyali, Maaref University of Applied Sciences, Syria

Chapter 5

Culturally Attuned Promotional Strategies of Food Brands in Diverse

IMAATKELS ...eveeeeiieeiie ettt etee et e ette et e e st e st eesnteeesbeesssaeessaeessseessseessseeanseennseennes 103
Mustfa Hussain, Integral University, Lucknow, India

Chapter 6
Cross-Cultural Branding and Reputation Management ..........ccccceecveerieennnenne 137
Arman Khan, Shaheed Benazir Bhutto University, Pakistan
Hassan Arif Siddiqui, Shaheed Benazir Bhutto University of Veterinary
and Animal Sciences, Sakrand, Pakistan

026

Tl
18500

3:49°1;

Gel2

3218



Mustfa Hussain

1G] Global Scientific Publishing Platform 5 2409°4089:9282 b2bd fbie

Chapter 7
Cross-Cultural Branding: Bridging Cultural Gaps Through the Integration of
PR, Marketing, and Reputation Management.............cccoeveveerveercveencieeecnnennneennns 167
Padmashree Ritesh Chandak, School of Business, Indira University,
India

Chapter 8
Crisis Perceptions and Management Strategies of Managers: A Cultural
PEISPECTIVE ..ottt sttt st st 197
Mine Elagoz, Kahramanmaras Sutcu Imam University, Turkey
Canan Gamze Bal, Kahramanmaras Sutcu Imam University, Turkey

Chapter 9
Strategic Collaboration-Boosting Business Success Through Marketing:
Cross-Cultural Leadership and Public Relations ...........cccccoovviieviiienieiniieininnne 239
Anusha Sehgal, Christ University, India
Shreya Raut, Christ University, India

Chapter 10
The Convergence of Spiritual Practices and Health Food Choices: A Review
of Their Synergy in Asian Cultures ........c.ccoceeeeieeeciieecieerieerreerreesree e eeee s 279
Surabhi Agarwal, School of Commerce and Management, Sri Balaji
University, Pune, India

Chapter 11

The Future of Global Business: Trends and Innovations..........ccccccveeevvveunennnn... 311
Jyoti Rani, Parul University, India
Ramratan Guru, Mody University of Science and Technology, India
Sakthivel Santhanam, Presidency University, India
Bhaskar Mitra, Parul University, India

Chapter 12
The Metaverse: New Revolution to Improve Brand Awareness in Marketing... 343
Leena Jenefa, Hindustan Institute of Technology and Science, Chennai,
India
M. Jayakumar, Vel Tech Rangarajan Dr. Sagunthala R&D Institute of
Science and Technology, Avadi, India
S. M. DenisAmirtharaj, Hindustan Institute of Technology and Science,
Chennai, India
S. Ashok Kumar, Hindustan Institute of Technology and Science,
Chennai, India

mailZdrmustfahussain@gma lownloaded: 2/5/2026

Tl
18500

3:49°1;

Gel2

3218



MMustfa Hussain (mail2drmustfahussain@agma Iownloaded: 2/5/2026 3:49-12 Al

IGI Global Scientific Fublishing Flatform 5 2409:4089:9282 b2bd:fhle f6c8 24838218

Chapter 13
Indonesia-France Policy and Cooperation of Teaching Materials for
Understanding French Listening at Level A1 Using Virtual Reality (VR):
Based on Artificial Intelligence (Al), the Role of Quality Education, and
Economy Program SDGS........ccceeciieriieiiieiiieeiieeee et steeseeesree e snne e 363
Dian Damayanti, European Alliance Innovation, Indonesia
Ninuk Lustyantie, Universitas Negeri Jakarta, Indonesia
Norhidayah Azman, Management and Science University, Malaysia
Prabowo Subianto, President of Republic Indonesia, Indonesia
Emmanuel Jean-Michel Frédéric Macron, President of France, France
Iwan, Kementerian Dalam Negeri, Indonesia
Toni Toharudin, Education Standards, Curriculum, and Assessment
Agency, Ministry of Primary and Secondary, Indonesia
Bambang Bernanthos, Universitas Borobudur, Indonesia

Compilation of References .................cccoooiiiniiiiiiinciiecee e 383

About the Contributors ..............oooiiiiiiiiiieeeeeeeeeeee s 433



Mustfa Hussain (mail2drmustfahussain@gma Downloaded: 12/31/2025 11:36:11 FM

2409:4085:8091:1862:2089:1d5a:dabd:ebch

Chapter 5
Culturally Attuned
Promotional Strategies
of Food Brands in
Diverse Markets

Mustfa Hussain
https://orcid.org/0000-0003-4575-1927

Integral University, Lucknow, India

ABSTRACT

Though, expanding abroad can be attractive, offering new opportunities for growth
and cultural experiences but it also comes with many challenges. For instance,
food brands which enter into international markets face significant challenges in
understanding consumer behavior, cuisine, languages and psyche. Global food
companies must strike a delicate balance between preserving their brand identity
and modifying their messaging in an integrated and culturally sensitive manner.
Thus, message must be presented in many languages and styles appropriate to
numerous markets throughout the world. Different culture demands different mar-
keting approaches from same brand. This chapter explores the challenges faced by
well-known food brands in Asia and Europe, where different cultures require unique
marketing approaches. It also highlights the effective promotional strategies used
by companies in these regions.

INTRODUCTION

The fast food sector is one of the fastest-growing segments of food industry at
global level. This sector is experiencing an outstanding growth, with a valuation of
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