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Abstract

In this paper, we explore the strategies a global company should employ when entering a foreign market where cultural differences
diminish consumer utility. We demonstrate that under certain conditions such a company may purposefully maximize its product’s
foreignness even when the costs of reducing it are minimal, as a larger “culture distance” encourages more local consumers to
adapt to the foreign culture, from which the firm will derive a substantial portion of its future revenue. Cultural promotional
activities, although not directly increasing consumers’ willingness to pay for the foreign product, can enhance the firm’s profitability
by elevating local consumers’ overall appreciation of the foreign culture and hence facilitate cultural adaptation. As a result, a
company’s product strategy and culture strategy are interconnected and mutually reinforcing. These strategies can benefit the firm,
and its foreign consumers. Furthermore, it facilitates broader cultural adaptation, suggesting that not-for-profit cultural activities
may benefit organizations with profit motives, and vice versa. Our findings hold implications not only for the optimal marketing
strategies in global entry but also, importantly, for their roles in facilitating cultural diversification and enrichment in the age of
global consumerism.
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