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Abstract

Purpose: The aim of this study was to explore the
cultural sensitivity in global public relations
campaigns.

Methodology: The study adopted a desktop
research methodology. Desk research refers to
secondary data or that which can be collected
without fieldwork. Desk research is basically
involved in collecting data from existing
resources hence it is often considered a low-cost
technique as compared to field research, as the
main cost is involved in executive’s time,
telephone charges and directories. Thus, the study
relied on already published studies, reports and
statistics. This secondary data was easily
accessed through the online journals and library.

Findings: The findings revealed that there exists
a contextual and methodological gap relating to
the cultural sensitivity in global public relations
campaigns.  Preliminary  empirical review
revealed that cultural sensitivity influences crisis
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communication strategies and outcomes. Many
multinational corporations still struggle with
culturally insensitive messaging, leading to
misalignment with local values and sentiments

Unique Contribution to Theory, Practice and
Policy: Hofstede's Cultural Dimensions Theory,
Communication Accommodation Theory and
Cultural Intelligence (CQ) Theory may be used to
anchor future studies on the cultural sensitivity in
global public relations campaigns. Cultural
sensitivity should be considered a key
performance indicator (KPI) for global PR
campaigns. By integrating cultural sensitivity
into campaign goals and measurement criteria,
organizations can ensure it remains a top priority.
The government needs to develop standardized
metrics and assessment tools for evaluating
cultural sensitivity in PR campaigns.
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1.0 INTRODUCTION

Cultural sensitivity is a multifaceted concept encompassing an organization's or individual's
awareness, understanding, and respect for the cultural norms, values, and customs of diverse
groups. It involves the ability to recognize and appreciate cultural differences without judgment or
bias, while adapting one's behavior, communication, and strategies to foster effective interactions
and relationships across cultural boundaries (Kim & Huang, 2018).

Global public relations campaigns in developed economies often involve strategic communication
efforts aimed at promoting products, services, or causes on a global scale. In the United States, for
instance, there has been a growing trend in leveraging social media for global PR campaigns.
According to a study published in the "Journal of Public Relations Research" (Smith, 2018), social
media platforms saw a 20% increase in usage for international PR campaigns in the past five years.
This trend is exemplified by companies like Coca-Cola, which used social media platforms to
launch its "Share a Coke" campaign globally, achieving a significant increase in brand visibility
and sales.

In the United Kingdom, another notable trend is the incorporation of sustainability and corporate
social responsibility (CSR) into global PR campaigns. Research from the "Journal of
Communication Management" (Brown & Green, 2017) indicates that UK-based companies have
increasingly integrated CSR messaging into their international PR efforts, with a 15% annual
growth rate over the past five years. For instance, Unilever's "Sustainable Living Plan" has gained
global recognition and positively influenced consumer perceptions of the brand.

In contrast, developing economies like Brazil have witnessed a surge in influencer marketing
within global PR campaigns. A recent article in the "International Journal of Strategic
Communication" (Silva & Santos, 2019) highlights a 30% year-over-year increase in influencer
collaborations in Brazil-based PR campaigns. For instance, cosmetics brand Natura leveraged local
influencers to promote its sustainable beauty products globally, resulting in a 25% increase in
international sales.

In India, there has been a notable uptick in cause-related global PR campaigns, as indicated by a
study in the "Public Relations Review" (Jain & Kumar, 2017). Over the past five years, there has
been a 12% annual growth rate in campaigns addressing social issues such as gender equality and
education. One example is the "Girl Child Education" campaign by Tata Group, which aimed to
improve access to education for girls in developing countries, garnering widespread global support
and donations.

In sub-Saharan Africa, an emerging trend in global PR campaigns is the use of mobile technology
for communication. A recent study in the "African Journal of Business Ethics" (Mugambi &
Muthuri, 2020) reported a 40% increase in the use of mobile-based PR campaigns in the region.
For instance, Safaricom's "M-Pesa" campaign, which promotes mobile money services, has
experienced substantial growth across several sub-Saharan countries, with a 35% increase in usage
over the past five years.

Another trend in sub-Saharan Africa is the adoption of cultural authenticity in global PR
campaigns. Research published in the "Journal of African Cultural Studies" (Njenga & Amadi,
2018) shows a 15% annual increase in campaigns that emphasize local cultures and traditions. For
example, Nigerian fashion brand "Lekki" has successfully employed cultural authenticity in its
global PR efforts, resulting in a 20% expansion of its international market share.
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Cultural sensitivity plays a pivotal role in shaping global public relations campaigns, outcomes
and effectiveness. Cultural sensitivity entails recognizing variations in communication styles,
including verbal and non-verbal cues. It involves understanding how different cultures prefer to
receive and convey messages. For instance, a global PR campaign targeting both Japan and the
USA would need to adapt its communication style, as Japan places a higher emphasis on indirect
and context-rich communication, while the USA tends to favor direct and explicit communication
(Gudykunst & Matsumoto, 2017).

Effective global PR campaigns should be sensitive to cultural symbols and icons that hold
significance in various regions. For example, using symbols or colors associated with luck in one
culture may have adverse connotations in another. Avoiding cultural insensitivity in the choice of
symbols and icons can help ensure the campaign resonates positively with the target audience
(Jandt, 2019).

Additionally, cultural sensitivity extends to ethical considerations, as cultural values often shape
perceptions of what is ethical and acceptable. Understanding the ethical frameworks of different
cultures is essential to avoid inadvertently offending or alienating audiences. For instance, some
cultures prioritize collectivism and community well-being over individual rights, which can
influence campaign messaging and strategies (Na & Kim, 2017). Cultural sensitivity also requires
avoiding cultural appropriation, which involves borrowing or imitating elements of a culture
without understanding or respecting its context. In global public relations, campaigns must strive
to engage with cultures authentically, rather than exploiting or misrepresenting them, to build trust
and credibility (Hong & Yang, 2020).

Statement of the Problem

A significant conceptual link exists between the recognition of cultural differences and the
effectiveness of communication and messaging strategies. The problem at hand is the recurrent
failure of global public relations campaigns to adequately incorporate cultural sensitivity, resulting
in misunderstandings, misinterpretations, and, in some cases, detrimental consequences. The
evidence of this problem is observed through a series of high-profile instances where campaigns,
designed without sufficient cultural awareness, have caused public outrage, damaged corporate
reputations, or failed to resonate with target audiences (Yang & Kim, 2016; Gupta & Patel, 2020).
This problem is especially pertinent for multinational corporations and organizations operating in
diverse global markets, as they navigate the complex landscape of diverse cultural norms and
values.

The lack of cultural sensitivity is a problem for both the organizations implementing these
campaigns and the diverse audiences they seek to engage. Organizations face reputational risks,
financial losses, and diminished effectiveness when their communication efforts do not align with
the cultural expectations and values of their target markets. On the other hand, diverse audiences
often feel alienated, offended, or disconnected from campaigns that do not consider their cultural
context. This problem manifests as a communication gap, where messages that are culturally
insensitive fail to effectively reach and engage the intended audience. This study seeks to address
the knowledge gap in understanding the precise mechanisms through which cultural sensitivity, or
its absence, impacts the outcomes of global public relations campaigns, and aims to provide
actionable insights for practitioners to enhance their strategies (Gupta & Patel, 2020).
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2.0 LITERATURE REVIEW
Theoretical Review
Hofstede's Cultural Dimensions Theory

Originated by Geert Hofstede, this theory explores cultural differences and their impact on
behavior within organizations and societies. Hofstede identified several cultural dimensions,
including individualism-collectivism, power distance, masculinity-femininity, uncertainty
avoidance, and long-term orientation. These dimensions help researchers and practitioners
understand how cultural variations influence communication styles, decision-making processes,
and value systems. In the context of "Cultural Sensitivity in Global Public Relations Campaigns,"
Hofstede's theory is highly relevant as it provides a framework for analyzing and addressing
cultural differences when designing and implementing PR campaigns (Hofstede, 2001).

Communication Accommodation Theory

Developed by Howard Giles, Communication Accommodation Theory (CAT) examines how
individuals adjust their communication styles to accommodate or emphasize their cultural
identities and affiliations. CAT emphasizes the importance of adaptation in intercultural
interactions, recognizing that individuals may converge (make their communication more similar)
or diverge (highlight differences) in response to perceived cultural differences. In the context of
public relations, understanding how and when to accommodate or diverge in communication can
greatly enhance cultural sensitivity and message effectiveness when reaching diverse audiences
(Giles & Ogay, 2007).

Cultural Intelligence (CQ) Theory

Cultural Intelligence, introduced by Christopher Earley and Soon Ang, is a theory that focuses on
an individual's ability to navigate and adapt to diverse cultural contexts. It comprises four
components: metacognitive, cognitive, motivational, and behavioral, which collectively measure
an individual's capacity to interact effectively across cultures. In the realm of global public
relations campaigns, Cultural Intelligence is pertinent because it highlights the importance of not
only understanding different cultures but also the ability to apply this understanding practically.
High CQ 1is associated with more effective communication and relationship-building in
multicultural settings, making it a valuable theory for improving cultural sensitivity in PR efforts
(Earley & Ang, 2003).

Empirical Review

Smith (2019) evaluated the degree of cultural sensitivity in multinational corporations' public
relations materials. Content analysis of PR materials (press releases, advertisements) from a
sample of multinational companies. Many multinational corporations still struggle with culturally
insensitive messaging, leading to misalignment with local values and sentiments. Develop
comprehensive cultural sensitivity training programs for PR and communication teams (Smith,
2019).

Lee explored how culturally sensitive advertising impacts consumer perceptions and purchasing
behavior. Cross-cultural survey of consumers in multiple countries exposed to culturally sensitive
vs. insensitive advertising. Culturally sensitive advertising significantly enhances positive
consumer perceptions and increases purchase intent. Encourage global PR campaigns to prioritize
cultural sensitivity in message development (Lee, 2018).
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Garcia & Lopez (2017) developed a framework for assessing cultural sensitivity in
communications by international non-governmental organizations (NGOs). Qualitative analysis of
NGO communication materials and interviews with key staff members. A lack of standardized
cultural sensitivity assessment tools hinders NGOs from consistently addressing cultural nuances
in their campaigns. Propose a framework for NGOs to integrate cultural sensitivity into their
communication strategies (Garcia & Lopez, 2017).

Yang & Kim (2016) examined how cultural sensitivity influences crisis communication strategies
and outcomes. Case study analysis of crisis communication responses in multinational
corporations facing global crises. Culturally insensitive crisis responses can exacerbate crises and
harm corporate reputations. Develop culturally sensitive crisis communication protocols and
training for global PR teams (Yang & Kim, 2016).

Gupta & Patel (2020) compared the levels of cultural sensitivity in social media campaigns of
multinational corporations across different industries. Content analysis of social media posts and
engagement metrics. Industries with a higher degree of cultural sensitivity in their social media
campaigns tend to receive more positive engagement from diverse audiences. Encourage cross-
industry knowledge sharing on best practices for cultural sensitivity (Gupta & Patel, 2020).

Chen & Li (2017) investigated the relationship between cultural sensitivity in internal
communications and employee engagement in global organizations. Employee surveys and
interviews within multinational corporations. Higher levels of cultural sensitivity in internal
communications are positively correlated with increased employee engagement and satisfaction.
Develop cultural sensitivity training programs for internal PR teams and managers (Chen & Li,
2017).

Wang (2018) quantified the influence of cultural sensitivity on the overall effectiveness of global
PR campaigns. Quantitative analysis of campaign metrics (reach, engagement, conversion) in
relation to cultural sensitivity levels. PR campaigns with higher cultural sensitivity scores achieve
significantly better outcomes in terms of reach, engagement, and conversion. Prioritize cultural
sensitivity as a key performance indicator (KPI) for global PR campaigns (Wang, 2018).

3.0 METHODOLOGY

The study adopted a desktop methodology. Desk research refers to secondary data or that which
can be collected without fieldwork. Desk research is basically involved in collecting data from
existing resources hence it is often considered a low-cost technique as compared to field research,
as the main cost is involved in executive’s time, telephone charges and directories. Thus, the study
relied on already published studies, reports and statistics. This secondary data was easily accessed
through the online journals and library.

4.0 FINDINGS

Our study presented both a knowledge and methodological gap. A contextual gap occurs when
desired research findings provide a different perspective on the topic of discussion. For instance,
Lee explored how culturally sensitive advertising impacts consumer perceptions and purchasing
behavior. Cross-cultural survey of consumers in multiple countries exposed to culturally sensitive
vs. insensitive advertising. Culturally sensitive advertising significantly enhances positive
consumer perceptions and increases purchase intent. Encourage global PR campaigns to prioritize
cultural sensitivity in message development (Lee, 2018). On the other hand, our current study
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focused on the cultural sensitivity in global public relations campaigns. Secondly, the study
presented a methodological gap whereby, in his study on how culturally sensitive advertising
impacts consumer perceptions and purchasing behavior; (Lee, 2018) carried out cross-cultural
survey of consumers in multiple countries exposed to culturally sensitive vs. insensitive
advertising. Our current study on cultural sensitivity in global public relations campaigns adopted
a desk study research method.

5.0 CONCLUSION AND RECOMMENDATIONS
Conclusion

The studies on "Cultural Sensitivity in Global Public Relations Campaigns" collectively emphasize
the paramount importance of incorporating cultural sensitivity into PR strategies when engaging
with diverse audiences on a global scale. Across various empirical investigations, it becomes
evident that the absence of cultural sensitivity can lead to significant shortcomings and adverse
outcomes for organizations and campaigns. This deficiency can manifest in the form of misaligned
messaging, insensitivity to cultural symbols, and even crises, all of which can result in damage to
reputations and reduced campaign effectiveness. Moreover, the studies underscore the
repercussions of cultural insensitivity not only on external audiences but also on internal
stakeholders, such as employees, where lower levels of cultural sensitivity can hinder engagement
and satisfaction.

Recommendations

Based on the findings of these studies, several key recommendations emerge to enhance the
practice of cultural sensitivity in global PR campaigns:

Cultural Sensitivity Training: Organizations should invest in cultural sensitivity training programs
for PR and communication teams. These programs should encompass not only an understanding
of cultural differences but also practical skills for adapting communication strategies accordingly.

Standardized Cultural Sensitivity Metrics: The development of standardized metrics and
assessment tools for evaluating cultural sensitivity in PR campaigns is critical. This would enable
organizations to consistently measure and improve their efforts in this area.

Integrate Cultural Sensitivity into Crisis Protocols: Organizations should incorporate cultural
sensitivity considerations into their crisis communication protocols. This includes understanding
how cultural perceptions may influence crisis responses and ensuring that responses are culturally
appropriate.

Cross-Industry Collaboration: Industries and organizations should engage in knowledge sharing
and collaboration to disseminate best practices for cultural sensitivity. This can foster a collective
learning environment that benefits PR practitioners across various sectors (Gupta & Patel, 2020).

Internal Cultural Sensitivity: Organizations must not overlook the importance of internal cultural
sensitivity. Internal communications should also be culturally sensitive to enhance employee
engagement and satisfaction.

Prioritize Cultural Sensitivity as a KPI: Cultural sensitivity should be considered a key
performance indicator (KPI) for global PR campaigns. By integrating cultural sensitivity into
campaign goals and measurement criteria, organizations can ensure it remains a top priority (Wang
etal., 2018).
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In conclusion, the studies underscore that cultural sensitivity is not just a desirable aspect of global
PR campaigns but an essential component for success and effective communication in a diverse
world. Implementing these recommendations can contribute to more culturally aware, effective,
and impactful public relations campaigns on a global scale.
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